Segmetace, targeting, positioning



Prubéh procesu STP
oo

Market Segmentation Positioning

2. ldentification of differential
advantages in each segment
—p= 6. Development and

1. Identification of customers’
needs and market segments

2. Develop profiles of : —

: selection of positioning
resulting market segments concepts

Identification of Target Markets Marketing Planning

3. Evaluation of attractivity of 7. Development of a
each segment ] marketing mix for each
4 Selection of target segment according to the
segments chosen position

Adapted from Kotler and Dayle



Segmentace
c__

= proces, kt. se spotrebitelé rozdeéeli do skupin s
podobnymi potrebami, pranimi a srovnatelnymi
reakcemi na mar. a kom. aktivity

Segment musi byt:
emeritelny
edostatecne velky
epristupny
eodlisitelny

eakeni



Segmentacni kriteria .
c__

KRITERIA TRZNICH PROJEVU

pricinna kritéria

kritéria uziti

ocek. hodnota (uzitek)

uzivatelsky status

preference

mira pouzivani

prilezitost

veérnost

postoje

stupen prijimani




Segmentacni kriteria ll.

KRITERIA POPISNA

tradicni kritéria psychograficka kritéria
demograficka socialni trida
etnograficka zivotni styl
fyziograficka osobnost

geograficka
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v

Depend \ ¢ ——{ : ¢

One Adult Household Bachelor | Bachelor 11 H Bachelor 111

: I
I
Couple without children, Couple I . Couple I |—:—>‘ Cnuplc [11 :
with/without other persons : | . I £ | I :
- i e I < A, g o I
: ¥ . ' RIS ettt TR . I
Couple or single parent with Dependent ! Depend ent I : I
youngest child under six, l N I = : i
with/without other persons Nest |I est e . :
R o haeh -
Couple or single parent with | 4 : T
utonoimous Autonomous Autunnmnus
voungest child six or over, Nest 1 - Nest II g Nest III
with/without other persons st c5
under 35 vears 35 to 64 vears over 64 years
—» Marry = =  Divorce/Separation/Death

-+-»  Children Enter or Leave —  Aging



Strategie targetingu — vyber
cilovych skupin
-

e Zameéreni se na 1 segment
e Selektivni specializace

e Vyrobkova specializace

e Trzni specializace

e PIne pokryti trhu



Strategie pokryti trhu - targeting
—

Firemni T Mar. mix 1 1 Segment 1
mar. mix Mar. mix 2 1 Segment 2
Masovy nedifer. mar. Mar. mix 3 |—Segment 3

Diferencovany mar.

Firemni Segment 1
mar. mix | Segment 2
Segment 3

Koncentrovany mar.



Strategie positioningu
S

Vlastnosti produktu

Uzivatelé produktu

Cena / kvalita

Konkurenti

Uziti

Kulturni aspekty

Trida produktu

Charakteristicky rys musi byt:

Dulezity Nenapodobitelny
Vyrazny Cenove dostupny
Vyjimecny Ziskovy
Sdélitelny




Volba celkove strategie
positioningu

CENA
vetsSi u. za |vetsi u. za | vetsi u. za
vyssi cenu | stejnou c. | hizSi cenu
UZITEK stejny u. za
nizsi cenu
mensi uU. za
mnohem

nizsi cenu




