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Marketing Templates
Marketing Tools
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Marketing Tools — your strategy
Q. Select the tools that your staff should use.
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Segmentation Analysis

Probably one of the most powerful
tools that are used in strategic
planning is "segmentation
analysis".

For each product or service that
you market look at the "types of
people” that actually purchase your
product. Each "type of person" is
defined as a segment.

Segments can be based on
tangible characteristics such as
age, sex, income, city size,
occupation or even nationality.

Another way of segmenting
markets is to look at "need based"
segmentation. For example the
segments for toothpaste may be
people that are seeking bright
teeth, people that want fresh
breath and people that are trying to
prevent tooth decay.

Often the combining of multiple
segmentation criteria leads to
more effective strategies.
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Segmentation Analysis - your strategy

Q. Define your market segments

1) Product/Service 1

2) What market are you attacking?

3) Break this total market into market segments.

In the boxes on the right, write down the names of the segments. Then
in the boxes below, outline the profitability of each segment.

Segment Name:

Segment Name:

Is this segment increasing or
decreasing?
Are there any threats or opportunities?
What is the approximate size and
profitability?

Is this segment increasing or
decreasing?
Are there any threats or opportunities?
What is the approximate size and
profitability?
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decreasing?
Any there any threats or opportunities?
What is the approximate size and
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Is this segment increasing or
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Any there any threats or opportunities?
What is the approximate size and
profitability?

PRIORITY LEVEL

CHOX |

PRIORITY LEVEL

@0 e

Copyright © MAUS Business Systems 2007 All Rights Reserved Worldwide




