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Market Targeting and Strategic Positioning
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Definition and Steps in Market Targeting
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Definition of Market Targeting
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Philip Kotler & Gary Armstrong &< 3o, “Market targeting is the process of evaluating each
market segment’s attractiveness and selecting one or more market segments to enter.” =afe
IR TSR R ATOIP(0 AR [ AFEATS! FHRT IR @R G GF A1 GFf4F [{om
ferRfoca afe |

«Q &ex William J. Stanton, Michael J. Etzel & Bruce J. Walker ¢, “Target market is a group of
customers (people or organizations) for whom a seller designs a particular marketing mix.” =i
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Henry Asseal &< W09, “Targeting is one or more segments for marketing offers” i oo 2B &
T I G o1l &5 FICP eI =TI 0T |
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Steps in Market Targeting
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(F) wO® e [ort #HIET (Evaluanting Target Market Segments): (@FSItvRcE TR
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5. e wrew ¢ efw (Segment size and growth): e I [orr FHRT @
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. T@ge 3t f f#1 (Concentrated or Niche Marketing): T 2 I qremg Kot
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i) g« {7 (Lokal marketing)
i) fesre e (Individual Marketing)
iii) >ifers wfigAeT wrei® 2w (Socially Responsible Target Marketing) 2517 |
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Strategies of Market Positioning and Steps of Marketing Positiong
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Strategies for Market Positioning
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AR TripRISfeF @R (Product benefits strategy): IR S AZCER &) TGl AR
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Steps of Market Positioning process
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2fS@AT *Mewad (Identifying the competitor): &fSTIN *Hrewae e S[g 27
2Af G AT 417 | ARSI ANGFACIT AT (@ efStaierg @6 e Sy <57
AT IACHS TS AR | ARSI *1es T (@ feed Wb a7 @7 T#i7 7et s =3
TS, R fSM- TR FTo IFE AT 207 TAMT FF ACF | @N- AL0[ FAAT 8
TR I | fasrs, iR afstat- a=r @36 “Ateia Swyey [y 2oy 1 @R toft e
58 o PR efSrrior &g = 1 | @NF- (FIPCFE @FEART =6l I @ ©F st
AN TG |

2SN o9 GR FURE (Competitor Analysis and Evaluation): AfSTPY *Are<sael
TG AZER @ AT AfSpE siva afsrita <y @R TfFe ey e aerwe @dr
TIRA @ O o @ ACF | @ & Afopee efsr@rt @ [y e @m afEy e
@S ATy o EIvce e i q0s 703 | QU G0 @A efstaironee Jur
SEAR G GF AT G PR 2lfs Tow TS 2ATd | (@R (@ EESE 979 IS AN
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RIPIFIT TG |

LSRR g W& =1 (Determining the competitors positions): T STNETSI AT g1 #feiy
8 GRPTNA B (A SRR TF FAER efSr@i | @ R efSPmare siwa @rifag =iy
[ IS L A1 ARSI (FNG 217 8 TS G TG F2Fs e =70 | efsrdt sty
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Tere! f{Tase (Analyzing the customer): G SREH @79 &f R @ BCa AP S[RGA
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g o e teff (Making the positioning Decision): JTet S Q=TT %63 G B
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. SRYN a= ewiRf® (Monitoring the position): T S G20 @ 2R FTo 27T T
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19T T |

TRCATGTTE I A=Y (Take corrective actions): TS 97, G| I JST A TG
Cofd 8 O 47 AR @G AR afeFw | T [T Ige (6 | Ol IFAF ALITH 8 AT
AT @ G TP iz T4 08 I = | I N[ A= AFARF TG @ Iest
AT QIASTHAR T (PICAT TPHT AT TG AR GIETHAR Sy AT 7] Q= T = |

SARITCE =T IR @, AN NG AR (G ANSTPNAR * TS B OIer eyl GR FHIACA A7
SIMA SR @i, treld [ReeRel, Sy a7 Fraie (off 8 SR a7 onRe G ITRCHNLTTTR
G AR TCO (T PR FACO J(F | @ QAT T PR FACE (AT A& ©Iiend
FIRS 297 I R T TG ¢ Q2 FF O AG TN IS RS AR |
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Determining Market Positioning Effectiveness

ST AR (AR (@, TGS (@FOIend N (I A7 A IS TS S e el e «oey [oie
ARG FEATF (@ TAR© TP (P =0 I OIC NIG/ QR (11T 0T | @ G Q7 @0
TR BfFe T ¢7 (o T =0l T AT | O 7 T AP (@ Fheq LI TS
AT | TG G2 (P IS DiFewaed o Fifes (@eor, afsr@r ¢ efesitTg seedi [fey
TAMIFGTET KT 1 SR | AT SR Q20 (PR IRPIO! AT+ T4 9o &iow e | g
S 2 (@R PRI AR &S s F41 =0

S | T W)

o@: AT TG Q=70 (PR PRSI A=

S, TEFol qRR SfSTRPT ItaF4 (Customer and competitor Research): JSita SR Q7o @
feedeTa s@Ifrel *Rfie & @ol 9R Al sitqaer [Eaf wrore wwgad | (el «R
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AP o (Test Marketing): =5 3 JITTT SRY TR &) O IRANEA T oaro!
NG THR T ARFIETS Rl e a1 =4 | @ ey fWwe et =gt =iferea Aoy a1
CRT AR T4 = | A Ry, el @ sifewr (e 0w 59y Qg F6ace = | qEd
G120 Praite doife 0 G Fopee vy TAmI JCe:

v B Fopg I 8 Rt wfits o amzase

v BeAmes [RfEe S99 ¢Fa Feb! STl of A58

v S 12 QIGT Aol 5] 41 0% =01 61 of feapen

v ofely wpifaR @ (e elfSriia afefaara IR FopP o AbIR

v QU e 29p ORI FO61 S of 612 F |
fRie) SIb T0xy IR ARTST S T8 AT qq A% JIRIT F41 = |

. SR A=CIF Wee [{Ue¥F (Analytical Positioning Models): I8« (@el 8 e

TIFS O [T IR O SRA @1 efaet 07 | Srohe [y @FC @ [re Fppfva ©2-
e e fofere SRge Q=i TCee g 41 AR | GO o fmpe Jieeioe oo @
T BHAMIT ol @R B ol =CA:

ey T CTAT JRFIAF IR

FIfRS T@FoF A

“ely 1 AR Rz ifset

AOTF [ ST

Aol] G HTEA B

ey 1 IR ARSFAT G

ey TG RS SiveTo! To5I™ |

ASANANENENENEN

SRYH Sz Figer ffae (Determining positioning effectiveness): et et
Y f ST TR T AR (FHANCE OIF NS IS g AR FACS = | GIRAN
ARSI fSHTT SYA FTIFe TS 20 | TG A7 TEER N e (\eqF =17 O
FpIfel foafael T =2 | SR A=A G @ (@ Q7Y P JACR ©f e 1wl ¢
2GR S T | S0 TG A= ISP AR G0 ST 8 37T e |

SRY o> @ Ty ffacas @EPTR (Positioning and targeting strategies): SRg« a=el
Rt Pl e @ i @NR ERr ANy, Wi e, Aed dFfs Tenfa
e Fex afeft qrew Tol-fenag o FF @F AT GHEF I9G a2 ¢ 7%y Nufqer Far
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A O [l oriteTfer =0 It | R{ee S #Atel Gk beard of<fer afe Jretd e«
AT BB |

ToraifEie fEmpnres e T @ e SQge Q2 W Sl AR e 2T [foy
AT QR IpF JIZF P00 T, A JIT T 2CF PO SRPT N SROATST @ Sfsrrig
EAR G W S T 0 | 9B @ ARSI S SARSER N0 IR0 7 S F0
Gk

. I THeTe! (Brand Awareness): A SREE S (TR PRSI ARNCHT SI2AT L1t
AT JICER S JrFtia ool | «ft [N Fa SRF A T Jices sfe oo Afxfve
R AT O "I FACS A {57 |

X. MG T (Market Share): I THRICH I QG =9 THCTa SRS fNea= s | @
R0 03 T e SfSRINTHR G FCST T3 ST FFE FACS TN ZCACR |

©. JIZF 4T AT TF (Customer Retention Rate): SRG S12¢ THET 8y TG STEF AP F0
N, IR N SRS Ma 40T A0S TRTF | TH SRF 4F IR R sl I3 @ 1241 Jeed
AL TYE AFCS AT A |

8. JT® TFRM (Brand Equity): I® 73T 20 AP FICR TR JITST TG G T |
S T BP0 T I [ AT FNE ST G A T3 o1 s FA0S I |

¢. TwEe e e 3fa (Sales Growth in Target Segments): TR Srg r=el THI=1eT Ff
fafg qrerm [ew o szd w1 =7, o ¢k g Ko e 3w ceicae = o amiR
FAIR LGN G PP e 31 A7 |

AT T T @, (@O A TG A2 (FHE I IO G SEe ameen [eavar s
RGeS (FTIET 2o @ O BT T TS | TS Y QO FAPITST AFFSICI T FT T |

o7 e

TS (TS T I~ I IS FTHE (el B 0w Rolar JGAT FELF (@ TS
TP (PR Q7 FCF O A G (FET 0T | @ S_G &= (@ Il s v @
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