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Overview



Importance of Segmentation

Å Segmentation is the engine that drives growth!  Growth from:

ïNew products

ï Geographic expansion 

ïMergers and acquisitions

ü Segmentation provides the information you need to realize growth 

by:

ï Identifying the groups of consumers who:

ÅWant specific new products or brand extensions

ÅAre receptive to specific targeted messages

ÅWill accept price increases 

Å Itôs all about your customer!

ï Category expansion

ï Organic growth

ï Price increases



Key Business Uses of Segmentation

ü Resource allocation of 
marketing funds across 
segments (by value)

ü Channel development / 
distribution strategy

ü Increased satisfaction by 
understanding customer 
segments/what they want

ü Increased consumption / 
cross selling/up-selling/ 
rejuvenate old brands

ü Category defence

ü Pricing strategy 

ü Optimize communication 
strategy /improve marketing 
effectiveness/messaging 

ü New product development
(extensions or white space)

ü Optimize contact strategy (e.g. 
direct marketing)

ü Portfolio optimization /product 
mix optimization

ü Fresh perspective of the 
consumer landscape

ü Product or brand positioning

ü New business & market 
development /lead screening



Applications: from Very Strategic to Very Tactical

First question: What is the main 
reason you are considering 
segmenting your market?
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Portfolio optimization
New product
white space Dev. new

markets/businesses

New product
line extensions

Fresh
perspective

Pricing

Channel development

Category defence
Cross-selling &

up-sellingPromotion/
advertising strategy

Communication
strategy

Increase satisfaction Optimize contact
strategy

Targeting/positioning

Resource allocation


