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31 Seqmentation

« What kinds of
customer knowledge
do we need to form
‘segments? (Do we
have demographic,
eo, psych data? Shall
We run surveys?)

« Use cluster analysis to
identiy segments, and
descriptive data to
validate the “marketing
‘segmentation®scheme.

32 Targeting

* Choose segments to
target:

« *Size” the market,
estimate its
profiabilty (ifetime
customer value).

« Consider fit with
corporate goals, and
actionabllty (can we.
find targe).

2.3 Positioning.
« Positioning via
perceptual maps.

< Where are we in the
positioning matrix?

* Wite position
statement.
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41 Product

= How s our good or
sarvioa distnct ve.
competiion?

« Ourbrand strategy,
brand assooiations,
brand worth?

' Whera s our rand in
1S *product f cycl”

« Watching trends?

= How ganerats buzz?

« Ava e hi-end qually
orvalus-based?

= Aro we pursuing nw.
products, and/ornow
ssgments?

42Prce

« Do demand and
dastity onter pice
decisions?

« i low, do braalcaven.

« For high, assess prics
sensilvitie,

= Keop prices constant
orallow changes?
Coupons, discouns,
loyalty perks?

« Usa prices o afract
difoent segments?

« Aro we hi-qualty and
skim prices or valus
procicts wih low and
pensiraton priing?

43Puco.

« Distibution network.
Intensiva, salactiva?

« Channel partners good
ornaad o rasolve
conficts (i so, chooss.
approach)

« Aol n ourstrategy of
realing, onine, sales
forca?

« Customers have
suffcien acosss?

« Oursitas consistart ra
postioning, &.., mass
or axclusive?

‘44 Promation.

« Marksting gosis of ad
campaign?

« Kind of message?

« How ast 1 affectiva?

= Concept and copy tasts

« Afer ad, gat memory.
preferorcs ntentions

« Choosa media outets
and weight, ntsgrats
e,

« Moritr effativanass of
adertising mecia

« R poston, promota a
lot or alte, ara we
going after mass
markets or axclusivty?
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‘Appendix A:
Marketing Research

-« Secondary data.
fincings to support 5Cs|

-« Foous groups current
brand associations

-« Summaris of incustry
reports and trands
analyses

‘Appendix
Tests on 4P
Recommendations:

* Survey fosdback
« Adt copy testing

« Gonjoint on fine-
extansion









