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Segmentation and subsequent targeting   
 
• Definition:  
It is the process of analyzing and breaking down the whole market into specific submarkets  
• The objective:  
to design a marketing mix that precisely matches the expectations of the customers in the target 
segment. 
 
Types of segments  
 

1. Consumers segmentation 
2. Organization segmentation ( pharmacies , hospitals and clinics )  
3. Market Segmentation  
4. Patient journey and/or Disease journey 

 
 
Basis for segmentation in organization markets 
• Location 
•Company type ( size , purchase criteria )  
•Behavioral characteristics 
 
Practical Segmentation Code  for customers (The three and four level segmentation)  
 

Capital letter 
(Customer Size and 

Impact) 

Small letter 
(The relation with us) 

Special Segment type 
(Based on company 

segment) 

General condition 
(Based on tailored factors 

plus or minus) 
 
A a b c

+ - 
 ) top20 – 25% .  

B a b c 
C a bc 
 
 
 
Segmentation Variable in consumer markets 
 
 1-Demographic characteristics:  
Breakdown by any combination: age, gender, income, education, race , marital status, education, 
household (or business)etc. 
 
 2. Psychographics :  
This refers to 'personality, emotions and motives. Linked to purchase choices, including attitudes, 
lifestyle.  

5 مقر ةرضاحم

 وا tailored اهيمسنب ةيجيتاريتسا يف نوكي هنا segmentation نم فدهلا
bespoke لا اذهل ةلصفم وا ةصصخم ينعي segment نم market

كلذ ريغ ددحن مل ام دوصقلما سفن consumer وا customerلا

 تايلديص ةلسلس كدنع لاثم ينعي، هيف كتقلاع نع رظنلا ضغب customer لا اذه مجح لثمب  A ،B ،C نوكي نكمم  capital letter لا
 وضرب رانيد ينفلا نم رثكا مويلاب اهتاعيبم ةيلديص،  A دخويب ضيرم ٣٠ نم رثكا مويلاب فوشب بيبط كدنع  A زمر دخوتب ندرلااب ةريبك
 يلا ةيلديصلا هتانعم رانيد فلا اهتاعيبم ةيلديص نسحا عمتجمب انك اذا لاثم ينعي تكرالما تعات هادلاا طسوتم وه زمرلا ددحب يلاو A دخوب
. مهنم لقا  C و B اونوكب كيه نم لقا يلاو ٪ ٢٥-٢٠ ةداعلاب لمشبو اونوكبو  A دخوتب رانيد فلا اهتاعيبم

  b طسو ناك اذا، a نوكب اهايا هلعيبت نكمم ةيمك رثكا تناك اذا كلا بوتلا يه هدنع كتاعيبم وا كدنعل هتابوحسم له كاعم هتقلاع لثمب small letter لا
 c مهنم لقا ناك اذاو
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 3-Geographical differences:  
Region, size of population , climate and population density  

 
4- Behavioral : Price sensitivity, Occasions or situations, Product usage, Benefits sought. 
By how people use the product, how loyal they are, or the benefits that they are looking for. 
 
 

 
 
 
The characteristics of segment (target market ) 
 
• Measurability – The understanding of size, purchasing characteristics and value needs of a segment 
• Accessibility – The ability to communicate with the segment in an effective manner 
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• Sustainability – The segment is profitable enough to differentiate itself from other 
segments in the market and maintains the value the business offers.  
• Actionability – The capability of an organization to create a competitive advantage with its 

offering in the specific segment of the market 
 
 
 
Target Marketing Strategy 
  
1-Mass marketing 
 It is a market strategy in which a firm decides to ignore market segment differences and appeal the 
whole market with one offer or one strategy . 
Traditionally mass marketing has focused on radio, television and newspapers as the media used to 
reach this broad audience  
 
2-Niche marketing (Simple Specific Segment Targeting)  
It is the subset of the market on which a specific product is focused.  
Niche marketing targets a very specific segment of market; for example, specialized services or goods 
with few or no competitors. 
 
3-Differentiated Marketing Strategy (Selective Targeting)  
A differentiated marketing strategy is when a company creates campaigns that appeal to at least two 
market segments or target groups  
 
4-Concentrated Marketing Strategy (Market specialization, Product specialization) 
 A concentrated marketing strategy is targeted to one specific market segment 

 

STP  (Segmentation, Targeting, Positioning) 
 
 
 
 
 
 
 

SEGMENTATION 
Identifying  

Meaningfully 
Different groups of 

customers  TARGETING 
Selecting which 

segment(s) to severe 
POSITIONING 

Implementing chosen 
image and appeal to 

chosen segment 

PRICE PRODUCT 

DISTRIBUTION 

 markets لا لكو products لك دخويب هنا ةرهش رثكلاا وهو mass marketing لا

 different markets ىلع different product دخويب هنا
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Market Positioning 
 
 An action to influence consumer perception of a brand or product relative to the perception of 
competing brands or products.  
 
Its objective is to occupy a clear and advantageous position in the consumer's mind.  
 
In positioning, the marketing department creates an image for the product based on its intended 
audience. 
 
 This is created through the use of promotion, price, place and product (Marketing MIX) 
 
 
 
 
                                                       Position Map  
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