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Segmentation & Positioning > Definition

Marketresearch

Insights

Primary data
Organization Secondary data

Market

Analysis Need

Planning Demand

Budget Consumer
KPI

Price

Product
Promotion
Place/Distribution

Mix marketing

- Competitive landscape
- Industry dynamic

- Organizationalvision & strategy

- Capabilities & resources
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Segmentation & Positioning > Definition

Segmentationisthe process of
bringing togetherconsumers
who share the same preferences
or who reactinsimilar waysto
marketingvariables.
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Segmentation & Positioning > Process

Identifying segmentation variables based on:
Behaviors, needs, location, profitability, etc.

Market Segmentation

Ensure that segments are measurable, stable in time, react

homogenously on marketing stimulus

Evaluating potentialtarget markets based on selected

segments
Target Market Selection
Selectingthe target market based on its size, profitability,
competition, compatibility with the organization vision,
accessibility
Develop the positioning for each target market
Prositioning

Create a marketing mix for each target market
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Segmentation & Positioning > Target Market

Total

Available

Market Served
Available
Market

TAM = how big is the universe

SAM = how many can\ reach
with my sales channel

Target Market (for a startup) =
who will be the most likely buyers
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Segmentation & Positioning > Positioning
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Segmentation & Positioning > Positioning statement

“To ,lorganization/brand]isthe [category frame of reference]that [point
of differentiation]thatisbecause [competitiveadvantage]”

[point of differentiation]
Establishthe rational/emotional benefitthatthe targetaudience expectsto meet.

[competitive advantage].

Helpthe brand to distinguish and stand out from its competitors by leveragingits
competitive advantageand listingthe reasonsto believe.
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Segmentation & Positioning > Positioning statement

Brand Positioning Statement.

To... Healthy Proactive Preventers, 25-40, who want to do as much for
overall health as they can

(Target Market)

Grays Cookie is Tasty low fat cookie
the...

(category frame of reference)

That ... gives you the best tasting yet guilt free pleasure so you can stay in
control of your health.

(Rational/emotional benefit/promise)
* In blind taste tests, Grays Cookies matched the market leaders on
That’s Because ... taste, but only has 100 calories and 2g of fat.

* Ina 12 week study, consumers using Grays once a night as a
desert were able to lose 5lbs.

* Grays uses all natural ingredients.

(Reasons to believe)
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Thank you
Richard Saad

rsaad@become-remarkable.com
514-690-7178
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