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Market Segmentation

d1415070 Le (Measurable)

01501 DN EDININISRDFEISULAZNITIAINUUL L6
(Accessible by communication and distribution channels)
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(Different in its response to a marketing mix)

Unanmealilady (Durability)
HUUIRNINWANALYINAT LS (Substantis




an

m 1NN Gl{]il FAdmS (Geographic Segmentation)

nNUszaInSAEnS (Demographic Segmentation)

x ANNININAN (Psychographic Segmentation)

n Gl’]ﬂJWf](?]ﬂ‘S‘SJJ FA1dn5 (Behavioral Segmentation)
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s ONUSEUNNSANFINS (Demographic Segmentation)

n mm%maﬂﬁﬁﬁmu (Operating Variables)

NINABN15IADTD (Purchasing Approaches)

= AINFDIUN150L (Situation Factors)

O Gﬂllﬂqﬂtﬁ NMOUEHIURNT (Personal Characteristics)
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Market Segmentation
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Market Targeting

The STP Process
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n LFaguanIzNannaus (Product Specialization)
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N nﬂdaummn (All-Segment Concentration): Mass Market
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s AUFUUAUDININNUNUIBNUAEALUIDU (Product
Attributes)

s ALANBOLLIlazAISIRaNAAALLN NG (Target Market
Characteristics)

 UANLRLNNIFTINFAUNUININNUNTA LUQNADY (Avoid

Incorrect Product Positioning
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INANNAUTNLANINNUMN (Product Attributes)
1MUKALSE TR 1@5Y (Benefit Offered)
IWANNTIAUIEAUNTIN (Price and Quality)
27190 1UN15 199U (Use and Application)
'meuﬂ‘szmmi‘l‘ﬁ’mu (User Categories)
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Situations)
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= 91N IANNLTIUREY (Under Positioning)
= FINTIIANNTUIZI (Over Positioning)
n LAAAIUNFUFU (Confusion)
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o NIFMANANBALTUN (Image Repositioning)

o NIFIWNANNUMN LUU (Product Repositioning)
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Repositioning)
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