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Main topics of the lecture:
1. What is Strategy

2. Understand the different terms segmentation,
targeting and positioning.

Different types of segmentation strategies.
Understanding customer in digital markets
Knowing The Target Audience

Ways to segment the market
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What is Strategy?

the practice of figuring out the best way to get from here to there
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where you are now where you want to end up
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approach

( what stands in between )
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What is Strategy?

Target

marketing
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What is Strategy?

Marketing Strategy TYPES OF BRAND POSITIONING STRATEGIES

(ATEGORY BASED (ONSUMER BASED (OMPETITOR BASED

BENEFT HRCE ATRBUTE RESTIGE
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SEGMENTATION TARGETING
Identify meaningful

groups of customers segment(s) to serve
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High Resources

Primary Motivation High Innovation

Achievement  Self-Expression

Thinkers Achievers Experiencers

Believers

Low Resources
Low Innovation

What is Strategy?

Geographic
(Where?)

Psychographic
(Who?) Iﬁ'
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~Demographic
I? Qﬁl (What?)
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Behavioral
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What is Strategy?

Jemwill  dpulall olpll  guyaill Gid slach  goyleill pliaill dyulpall pguil  Joudll  lic 834 drunyll :

Positioning Process

aloill goinoll 30 ity 31 JgUl gl ggatl (qwuni
" aleaiaall cliig dyaiil Joell Jilio plell prdig wigleill

i " sat . [

Segmentation Targeting Positioning y
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segment communicate it
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Geographic Segmentation
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International:
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Demographic Segmentation
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Age and life
cycle stage
Gender
Income
Religion
Nationality
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Psychographic Segmentation
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@Life style and
values :

- Health-
conscious, busy,
community
involvement...
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@Personality:

- Fashion-seekers,
Conservatives...
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Behavior Segmentation

@Occasion segmentation

@Benefit segmentation ﬂ:‘ | s
@User status — ’, s OB
@#Usage rate ' ,. \ 5 =4
@Loyalty status
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Positioning Value

Positioning “Value”

Positioning
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Competitive Advantage
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To the extent that a company can differentiate and
position itself as providing superior customer value
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Communicating a position
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ommumcatmg
a position

Once it has chosen a position, the company must take strong steps to deliver and
communicate the desired position to target consumers. All the company’'s marketing mix
efforts must support the positioning strategy.
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2 Building Your Online Strategy
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To build an effective digital strategy, you need to have a good
knowledge in the following areas:

Understanding customer in digital markets

woulsill goizall 140 ity I Jll' gl ggail cacuui
" aloainall elig duaiil Joell Jildo plell prdig oigleill
]

Laill ¢

Build Your Online

Knowing The Understand The
} > Presence

Target Audience

Customer Funnel
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Building Your Online Strategy
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Knowing The Target
Audience
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Knowing the Target Audience

WAYS TO SEGMENT THE MARKET
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Knowing the Target Audience
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Knowing the Target Audience

WAYS OF SEGMENTATION — “COHORT ANALYSIS™

Millennials
Big Shoppers Multi-tasking %M“ﬁ%*&“ﬁﬂﬁw
- Co-purchase with parents , i LT -
- Many live with or are Co-creators of ‘
SURRQies i parents content/product/media

—hdlela
:

=B

1531 prol dooly
EVERYONE S SMART UNIVERSITY




Knowing the Target Audience

WHAT MAKES A SEGMENT ATTRACTIVE? . P

» Balancing segment attractiveness with i - M——— . v
L S — T, 5 "3‘ I
our capability HIGH LOW e g -
P Domination ' T
HIGH G is essential
» Continuously monitoring whether the Competitive \
actual buyers match target segment \
Beware
LOW | of the Stay '
shake-out e
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Know Your Target Audience
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Who Is your ideal customer?

 What do you know about them?
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« What is the dynamics of your market?
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« What are their demographics?

« What are their interests?

 How do they use the internet?

Tools:

https://trends.google.com/trends/
https://www.similarweb.com/
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https://trends.google.com/trends/
https://trends.google.com/trends/
https://www.similarweb.com/
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We have learned about the concept of Strategy. What
do strategy means and its 4 dimensions.

We understood the differences between the terms
segmentation, targeting and positioning. | S
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We refreshed out the 4 segmentation strategies.

The other different ways to segment your market
Understood the customer in digital markets and how to
know your target audience’s interests and preferences.
using 2 important tools (Google Trends and Similarweb)
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