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Customer-driven Marketing Strategy
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Market Segmentation
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Market Segmentation
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Philip Kotler & Gary Armstrong J&d el Me@ie I@0RT God, “Market
segmentation is dividing a market into smaller groups of buyers with distinct needs,
characteristics or behavior who might require separate products and marketing mixes.” =€
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Bases for Segmeting Consumer Markets
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Teifge fRefead (Psychographic Segmentation): (SIEHA RN €3, Jyherg, A
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Segmeting Business Markets
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Segmeting International Markets
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(STCANTere AR N0 TIGFIAN ASCIF 04T TS, BIfEwr, Sivger, Ff5, e, Gerwsrel Toiifva Sedy
G IRCE | FLCAoF S2WIF (Economic factor) itad RSy MU= Tead @R &9, 3, THAol,
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Effective Segmentation Criteria

froe s fifeg Tomm 1 fofe M qeE Fei o w4 I g woa qee [or e
ARSI Ty TARY e 20O A | (@I e[S of s o= APs 8 deewe 2 ©OF &
eI [RER-f[ems Fa0e 27| IEF o [efemariad ooy [Aemaial FOET TS e
PR FACS A | ©F fomamot-
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A T
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Market Targeting
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Market Targeting
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Philip Kotler & Gary Armstrong IS ST KIS AR 2O, “Market Targeting
is the process of evaluating each market segments attractiveness and selecting one or more
market segments to enter.” SIS G =TI 2 Afofb I SR SFEARTS! TR G-
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A (AT AFOFIT OB JRFATACE e I3 @ e fofere FaalB ©itel O 0o A1Cd; T2
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Evaluating and Selecting the Market Segments
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S. WW/‘T‘T—W (Undifferentiated/Mass-Marketing): #¢-Relds F#1Ce 7= ASIEE S0y
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F) g 1 (Local Marketing): [ReERIST T4 ZRIR (@FORTGRTCR &3S, Sifznl 8 we[
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Differentiation and Market Positioning
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Q A1y T AT
" I K Q2 F ST IR FACS A
" Oy Q2 B T TS A

n AP FT G O (PR T FACS AT GR
n SRR G TG QR (T I A FACS A |
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Ao ¢ TR (@ fdae S 7 Reeaee e Sy a7 T e gz 36 | fsrifronETe
JENT G2 IS GF2 4T A7 8 CRI o7 e afev [fey [ sew gzt 356 | T Jee
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G TG 7
What is Market Positioning?
e YR 2 KA F6P (@SR o Al AfSriergFia g tofia efem | Reeaedr

Philip Kotler & Gary Armstrong J&Td SRE[F =0 TGS FECRS U29Cd, “Positioning is
the act of designing the company’s offering and image to occupy a distinctive place in the mind

of target market.” SR JEF Y @2t ZEAT fSHITAR [t At @ SRS ez T
G G35 efemT, T T AfSHT TSIT A (O T GG ToF J[F WA FACS AT |

Afsrifrera B AT T (@FoIme AT € TACRT ¢7 fofe T et e Nd=e <53 |

SR (PICAT eI SR 0o (O AeFoa a*esa fofere el Frord REe Tz G Afer@mt
A (@S TS 29) (@FOF M @ FIF W I(F WCR OIS @RI | @I (BT P G A AN
(@S| (P! B JIS THOTCH -G T (A T B0 GR OIF IF-IFAPE TABIGH FC PR Trard
| G T TET TS FEH (@oF W [WUE @ e wrE F0E @A | I (@FOF IR SN0
BISAN F (@ (B9 (T 92 JICST I G PCA O (T G2 LG o0 AN G0 187 A1 FRT
IR, AN A (@I SN Jie es #A1e3 T |

TSR AETT S (ofF TR &y (o ~ARPe Q2o 8 (@ SeTws 367 @ of Wifie Jrema
TGN SFY (O FACS AT | @: Tcel AT e FTRI7ertd @RI, I woel e F=@em
RS ReTE «AfRfoe | «a T 2 afevEt fRem @R e ey W @12 SRR Ao oge,
T g, 3% ot fadre ¢ Rl apiitas SR 2=l FCCR | WKR #AF AR CIcEE e | 91
ST T3 (SIFMA N0 G0 WS Z 7 F(F SE |

Ao} (PR PTaIS (FSAR T (@Fol #elf 8 FIT FifFe [foq o QR 68 IR 8 ST FHRF I |
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