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Bases for Segmenting Consumer Markets

Market segmentation divides a market into well-
defined slices. A market segment consists of a group
of customers who share a similar set of needs and
wants. The marketer’s task is to identify the
appropriate number and nature of market segments
and decide which one(s) to target.

We use two broad groups of variables to segment
consumer markets. Some researchers define
segments by looking at descriptive characteristics—
geographic, demographic, and psychographic— and
asking whether these segments exhibit different
needs or product responses.



Geographic Segmentation

Geographic segmentation divides the market into

geographical units such as nations, states, regions,

counties, cities, or neighborhoods. The company can

operate in one or a few areas, or it can operate in all

but pay attention to local variations.



Demographic Segmentation

One reason demographic variables such as age,

family size, family life cycle, gender, income,

occupation, education, religion, race, generation,

nationality, and social class are so popular with

marketers is that they’re often associated with

consumer needs and wants.







Age and Life-Cycle Stage

Consumer wants and abilities change with age.

Toothpaste brands such as Crest offer three main

lines of products to target kids, adults, and older

consumers. Age segmentation can be even more

refined. Pampers divides its market into prenatal, new

baby (0–5 months), baby (6–12 months), toddler (13–

23 months), and preschooler (24 months+).



Life Stage

ople in the same part of the life cycle may still differ in

their life stage. Life stage defines a person’s major

concern, such as going through a divorce, going into

a second marriage, taking care of an older parent,

buying a home, and so on. These life stages present

opportunities for marketers who can help people cope

with the accompanying decisions.



Gender

Men and women have different attitudes and behave

differently, based partly on genetic makeup and partly

on socialization.A research study of shopping found

that men often need to be invited to touch a product,

whereas women are likely to pick it up without

prompting. Men often like to read product information;

women may relate to a product on a more personal

level



Income

Income segmentation is a long-standing practice in

such categories as automobiles, clothing, cosmetics,

financial services, and travel. However, income does

not always predict the best customers for a given

product.



Generation

Each generation or cohort is profoundly influenced by

the times in which it grows up—the music, movies,

politics, and defining events of that period. The four

main U.S. generation cohorts, from youngest to

oldest, are Millennials (Gen Y), Gen X, Baby

Boomers, and the Silent Generation



Race and Culture 

Multicultural marketing is an approach recognizing

that different ethnic and cultural segments have

sufficiently different needs and wants to require

targeted marketing activities and that a mass market

approach is not refined enough for the diversity of the

marketplace.



Psychographic Segmentation

Psychographics is the science of using psychology

and demographics to better understand consumers.

In psychographic segmentation, buyers are divided

into groups on the basis of psychological/ personality

traits, lifestyle, or values. People within the same

demographic group can exhibit very different

psychographic profiles.



Behavioral Segmentation

In behavioral segmentation, marketers divide buyers

into groups on the basis of their knowledge of,

attitude toward, use of, or response to a product.

Behavior variables can include needs or benefits,

decision roles, and user and usage.





Bases for Segmenting Business Markets



Market Targeting

There are many statistical techniques for developing

market segments. Once the firm has identified its

market-segment opportunities, it must decide how

many and which ones to target. Marketers are

increasingly combining several variables in an effort

to identify smaller, betterdefined target groups.



Effective Segmentation Criteria





REFLEKSI 

• Informasi penting hari ini

• Manfaat penting dari informasi penting hari ini

• Tindak lanjut yang dapat saudara lakukan



Any Questions?

Thank You! 




