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Prubéh procesu STP
.00

Market Segmentation

1. Identification of customers’
needs and market segments
2. Develop profiles of
resulting market segments

v

Identification of Target Markets

3. Evaluation of attractivity of
each segment

4 Selection of target
segments

Adapted from Kotler and Daoyle

Positioning

2. ldentification of differential
advantages in each segment
6. Development and
selection of positioning

concepis

Marketing Planning

7. Development of a
marketing mix for each
segment according to the
chosen position
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Segmentace
-

= proces, kt. se spotrebitelé rozdeéeli do skupin s
podobnymi potrebami, pranimi a srovnatelnymi
reakcemi na mar. a kom. aktivity

Segment musi byt:
emeritelny
edostatecne velky
epristupny
erozsiritelny
eakcni
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Segmentacni kritéria |.
—

KRITERIA TRZNICH PROJEVU

pricinna kritéria kritéria uziti

ocek. hodnota (uzitek) |uzivatelsky status

preference mira pouzivani

prilezitost vernost

postoje stupen prijimani
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Segmentacni kritéria ll.
—

KRITERIA POPISNA

tradicni kritéria

psychograficka kritéria

demograficka

socialni trida

etnograficka

zivotni styl

fyziograficka

osobnost

geograficka




REALIZATORI
6,5%
ZDROJE

NADBYTEK  prientace na orientace na orientace na
ZDROJD PRINCIPY STATUS CINY

NEDOSTATEK
ZOROJU

OSOBNOSTNI ORIENTACE

http://www.stemmark.cz/enquiry Is.htm
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Segmentacni kritéria ll.

oo
KRITERIA REAKCI NA MAR. NASTROJE

Typ nakupujicich Zastoupeni Celkova nakupni

v populaci orientace
. , 0

O\’/|IVI:|It,e|ny 150/0 moderni

mobilni pragmatik 16%

opatrny konzervativec 12%

Setrivy 13% tradicni

loajalni hospodyrika = 12% (53%)

nenarocny flegmatik 16%

http://www.gtk.cz/download/press/528 ¢j int.doc
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Minerva model od AC Nielsen
o

Green: Primarily idealistic and modern Blue: Primarily pragmatic and modern
people with a small preponderance of peaple with a preponderance of males
females and public employees. A typical and private employees. A typical blue
green person Is a female managing clerk person Is a male yuppie in his mid-
in her mid-thirties whe buys organic thirties who Is doing well. Blue
food. Green people are typically persons typically read business
interested in culture and more Grey: papers and more often have
often have degrees in humani- The middie group degrees in business than in
ties than in business, that takes a bit from humanities.

I (he four others and

hence always is a

Violet: Primarily pragmatic and bit diffuse - even

traditional people with a prepon-

Rose: Primarily idealistic and
traditional people with a small

derance of males and skilled labou- for itself preponderance of women and
rers. A typical violet person Is a crafts- skilled labourers. A typical raose
man and washes his own car every Sunday. person is a hairdresser and loves
Violet persons typically read tabloid romance. Rose persons typically read

newspapers, tablolds and weekly magazines,
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PRIZM, od Claritas

Group U1-
Urban Ty,
Uptown ;m Money and
Digerati Brains
Group U2 -

Midtown Mix

Couples Mosaic

Group U3 -
Urban Cores >3
Urban Elders

Living




Group S1 —
Elite Suburbs L5, 2.
Upper Crust Blue Blood Movers &
Estates Shakers
Group S2 — ¥
The s Tile NCo- fEUE Wi
Affluentials Executive New Empty Pools Beltway Kids &
Suites Nests Patios Boomers Cul-de- Home
Sacs
Group S3 - i
Middleburbs Sy g 1 2ed -
Suburban  Blue-Chip Domestic
Sprawl Blues Duos
Group S4 —
Inner % . b
i ™ g : "‘:.! =
Suburbs Old Glories American Suburban

Classics Pioneers
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PRIZM, od Claritas

Group C1 - 2nd
City Society

Brite Lites
Li'l City
e T [ W

SR
Second City
Elite

Group C2 i

— City Y « ,

Centers Up-and-  Middleburg White Picket
Comers Managers Fences

Group C3 -
Micro-City

L.
il

City Mobility  Park Bench
Blues Startups Blues Seniors

‘- 2 1

Hometown

Retired

- .=-II:':.
Upward Bound

Thrifts




PRIZM, od Clarita

Group T1 -
Landed ﬁﬂgr
Gentry Bfg Fi Fast-Track

Small Pond Country Families
Group T2 - =
Country 3
Comfort (.::reenet Traditional 9 Sky -I\Iiayberry

Sports Times Homesteaders Families -ville
Group T3 —
Middle i
America iple Iied, White Hearrtlnders
Pleasures & Blues

Group T4 —
Rustic
Living Crossroads

Rustic Ponds Villagers Milltowns Folks America




Murphy-Staples Family Life Cycle

Middle-Aped
Divaorced

Woithout
L hildren

Young Middlc- Apcd
[Hvoreed Marmed |
Woitkoen W rthoat ",
Children / Children o
FF‘_ﬂ.r H

Y T M\KLI

Middle-Aged |
|M:|rr|-_-|:l Without Older
Dependent Mamed*®

Y Dung Young
Young Married Nbnrried -
Single* ¥ Without ™ With - - bMarmed

Children®™ i_hildren® With Children Chitdren®

Middle-Aged CMder

Linmarried®

|
-
1 A 1 A o
E ¥ % e
['I-'iil.‘ll,_‘||4.'-."l.g|'.'4.|
Mvorced Withoot

Pependent
L hildren®

1,,l:1|:11 Dyvorced
k || With Children

C'hildren

—i- Lisual Flow
- - Hecvebed Flow

Vradmeona] Famaoly Flow

Source: Murphy and Staples (1979)




Gilly-Enis Family Life Cycle

I
|
One Adult Household vl Rachelor | = Bachelor 11 T Bachelor 111 -~
|
A A A
| I |
Dependent P A e gl T = i
T 1 i ' i | |
| | |
| | :
Two Adelt Household Young Couple 1 ™ Childless Couple T Older Couple
I

A

-' I .‘--_
Delaved Full MNest
Full Full
y : - o
Two Adult Plus neaml e {1

Chifdren Hoosehold Full Nest 111

L Y L

One Adult Plus Single Single Single
Children Household Porent 1 Parent [ Parent 111
Usmder 35 Years A5 tn 64 Years ver 64 Years
— BAarmy - = Divorce/Death
- Children Enter or Leave — - Amng

Source: Gilly and Emis (1982)




Upraveny GEFLC - Spanélsko

One Adult Household Bachelor |

EE—

Bachelor 11 Bachelor 111

Dependent ¢ %--__, 4‘____1 ¢ ?--1
. r
i
Couple without children, Couple 1 , f‘{mplc [ —:—"[ Couple 11 :
with/without other persons I : L y L
: iz st s S B yo= : :
¥ 1 e I r =ty .| E I
Couple or single parent with Dependent ! 'pf:ﬁ dent . I
youngest child under six, it | Nest 11 = I
with/without other persons Nest : est 1 :
= o
Couple or single parent with [ 4 S Y
Autonomaous Autonomous Autonomous
voungest child six or over, Nest I ="l Nest 11 [r—— Nest 111
with/without ether persons st i 2
under 35 vears 35 to 64 vears over 04 years
—p Marry = =P  Divorce/Separation/Death
------ » Children Enter or Leave —  Aging




(Strategie targetingu —>V3’/bér
cilovych skupin
—

e Zameéreni se na 1 segment
e Selektivni specializace

e Vyrobkova specializace

e Trzni specializace

e Plné pokryti trhu




Roy Morgan Values - Segmentation Cross

A

Life Satisfaction
Qhuality Expactation
Irdiidualism

Visible Achievement (16%)

Aszociated with the procf of hasing
made it in their fisld Work is for
frarcial reaard and job stimulbtion
Crespite: sucos=ss the family is wery
important. Confident, ndiidualistic, they
see ro need to faunt or to impress
They s=sk quality as wel as value for

Fomething Better (%)

I ;

Associated with people who are very
competitfee, sesking a bigper, bettar deal
to help pay off an excessive mortgage
on the rew famiy home. They haee

ehensive debts, a drong preference for
mione povaern mprowed status and

Traditional Fannily Life {195%)

Associated with the highest socio-

Associated with young professiorals,

I :

Associated with older people who ars Associated with mature mid carser Grarddidren fooused, Healh and

retired. Persionsr or people on social
sacurity with an actiee community
fooie: Includes thoss on sidmess
berefits or workers compersation who
herse to reduce their sxpectations n
line with their reduced ircome.

people who hol corsereatiee socil,
mmoral and ethical walues, seeking a
discipined, ord=red society which is
safe and predictable. Strong terdercy
toward avthoriarianiam, Bue chip
businzss preferances ard fezing in
comtrol,

Ex: Tourism

Victoria

spiriualiy domirate. Comrmrity

& mport
o buiding a Tirre ard offort
“hame”. Enjoy
Fariirg time for family
ad friends

Comventional Family Life { 10%)

Look at Me {13%)

Associated with active, unsophisticated,
somewhat s=if centered, peer driven
Eehizriour that se=s success as a kind of
pame - not to be measured by famiby
standards. They spend hours watching
commerdal teledizion and can't wait to
be somewhere ake.

A Fairer Deal (T%)

Pattern of thinking p=rerally found
amorgst unskiled and semni-gkiled
workers. More liely to experience
unemployment, family pressures ard the
fzeling of getting a raw deal cut of life.
Pessimistic and oy nical. Crften struggling
finandaky.

technocrats ard studsrts focoezed on

BCONOMIC Proup. Active communicy

achisving a pood caresr, ovarszas trass|
ard improwing their prospects. Hawe a

mirded “information veouam cleansrs”
addicted to finding and trying arpthing
recw - often regardiesz of price.An
attraction to persuading others can
often l=ad to influental key positions in
busress or poltics.

serse of fulfimernt and erjoy an

outpoing ifestyle. Generaly more

presalent in inner city and urban
lifzste settings.

)

Price Exp=ctatiors
Attractieness to Innovation
Fercefeed Propressivensss




Ex: Tourism Victoria

% Australian
Population

Yisible Achievermeant 16
Somethirg Better o
Traditional Family Life 19
Corvertiznal Family Life o

Young Optimism 7
Socially Aware ]
Look At M= 12
A Fairer Deal 7
Feal Conssrvatism 4
Basic Meads 4

% Interstate % Interstate

Short Breaks Expenditure
{1-3 nights)
14 20
7 8
14 1&
] 5
14 9
17 9
[ 14
3 4
4 4
I 2

% Interstate
Holiday

{4+niights)

17

=]
[+]

11
r,

10
14

-
F

4

ELu-h

% Interstate trips
to Regional
Wictoria

131
g
12
g

o 0

H
v
LI SR, B R £
v
H

% Intrastate % Intrastate
Expenditura Holidays

19 15

a [

18 16

4 a

9 10

18 14

[ 14

7 7

3 4

| 2




Tourism Victoria

Soegment Socially Aware Vigible Achiovement Traditional Family Life Young Optimism
Characteristics +  Community mirded +  Success and career drven = Motivated by security, *  foung and progressive
and sooially active *  PRecognitizn and status reliability and providing lifestyles
+  Always locking for e seskars better opportunities for * ek to improve their
and differant things to +  Traditional values about thei famnily prospacts in lif
lzarm horne, work and society *  Generally empty nesters +  Consdous of image ard
*  First to take up Pew +  Sesk quality ard walue for +  Cautious of new things stvle
|:1'-:du:ts ard services Mo neEy « B0t *  Wart to experience all
» market professiorals *  Wealth creators life have 1o offer
+ 3549 wmars = 2549 vears aspacially travel
*  Experiential- work hard,
play hard
Holiday Planning *  Heawy use of information +  Require consistency in +  Advarced planning process . ¢+ Flan the basics
and plarning guides their holidays *  Fequre defailed mformation + Ofien sportaneocus travelers
*  Enjoy the planning
process
Holiday Essentials +  Flexbilty = Calty = Value for money *+  Hewablity
+  Chality +  Value for morey +  Ralability securtty, safety
Holiday Style *  Ewperiential, + Indulgertiocutique +  Dhscovery rostalgia +  Experiential,
*  Irterpretative destinaticns +  Witing frierds ard relaties *  Discowvery
*  Leamni +  Meet and mi with other *+  Fackags trips +  Adventure
*  Indulgentboutique p=ople +  Touring +  Funfexcitament
+  Mature experiences +  Backpacking
Activities
Mature based +  Wilderness +  Bushwalking *  Gardens/parks *  Wildermess
+  Bushwaking +  Matioral Parks +  Countrgwildlil +  Bushwalking
+  Mational parks +  Countryfwildlife *  Maticnal Parks
+  Courtryhealdlife *  Gardens’parks *  Gardens'parks
+  Gardensiparks +  Foosfzanctuanes +  Feowlaanchuaries
+  Zoosfzanctiaries




Tourism Victoria

-------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

Segment Socially Aware Visible Achievement Traditiomal Family Life Young Optimism
Beach bas=d *  Salirg = Saling = Sailing
+  Surfingfswimming *  Surfimgfswimming *  Sorfing/swimming
Auctive outdoor . o skding . Snoees skiing Fishing . Sriow skiing
+ ool * Golf Spectator sporting events * Solf
+  Bik= rding = Tennis = Bik= riding
. Tenne . Horsa riding . Ternis
+  Hors= nding * Fizhirg * Hors= riding
+  Spectator sporting everits *  [Motor racng *+  Spedator sporting everts
«  Adverture activities . Advantre activities
Cuhtural +  Art gallenes = Art galleries Historical places = Art gallenes
. Exhibitionsfcuttural everts *  Muacal performances Musical performances +«  Eshibiticns/cultural ev=nts
. Musical performances *  Historical places Cultural evarts *  Musical performarces
- Historical places *  Theatre *  Theatr=
+  Theatre «  Cinema « Zirema
- Cinema
Fzzd, WWine and . Special events +  Wineries Wineries *  Special everts
Ertzrtainmeant +  Wineres +  PRestawrarts +  Wineries
. Festaurants *  Shopping +  PRestaurants
. Shoppin +  Thame parks +  Shoppin
FRine *  Casino P - Theﬁ'upe pg.arks
+  PMlightlifz
+ i asino
Accommodation . Lipaury/ boutique *  Luarywboutique Caravan/cabin +  Backpacksrs
accormmadation accommadation Standard hotsl - B&Ehost farm
. BEPBhost farms +  BEB/host farms *+  Camping
* Hatel rrotel »  Hotelimotel »  Hotelimotel
+  Rerted accoimmodation
Transport . Flare + Plane Trair +  Plare
* Hire carfovwn car »  Hire carfown car Caravan »  Busicoach
+  Shipibcat *  Shipfboat Car +  Tran
= Caravan = Shiplhboat
= Zar

Internet Usage

Hezawy Intzrmet
B+ times parwesk)

Heavy Imtermet
(8+ times par wesk)

Most have rever accessed the
Imtermet

Heawy Intarnet
{8+ times per week)




Ex: Tourism Victoria

Socially Aware
holiday actraties

Yisible Achievement
holiday activities

AFET Mid-life Families Toung Parents
‘I'g;nx Edi:la}'t! be=ach koiday Toofsanctuary
theme parks sking m“glecn%mhi therne parks

Young Singles Toung Singles

outdooractive snow skiing holiday
nighitlifie
foizd and wine
Hid-life Hid-life Familiss
Young Couples Households nature expaeriences
food & wire Events theme parks Houszeholds
artsfcuttural activities
food ard wire

Young Sngles
3Eﬂ§l lpased

food and wine

Young Optimism
holiday activities

Mid-life
Households

thame parks

Young Couples
NS

Traditional Family Life
holiday activties

HMid-life Houssholds
focd and wine

historical places

cinema  artsicutural

events

misical

theatrs

riature expenences
Clder households
histarical places
rature based
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Strategie pokryti trhu - targeting
-

Firemni [Teh Mar. mix 1 1 Segment 1
mar. mix Mar. mix 2 1 Segment 2
Masovy nedifer. mar. Mar. mix 3 [—1{Segment 3

Diferencovany mar.

Firemni ‘ Segment 1
mar. mix | Segment 2
Segment 3

Koncentrovany mar.
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Strategie positioningu

Vlastnosti produktu

Uzivatelé produktu

Cena / kvalita

Konkurenti

Uziti

Kulturni aspekty

Trida produktu

Charakteristicky rys musi byt:

Dulezity Nenapodobitelny
Vyrazny Cenove dostupny
Vyjimecny Ziskovy
Sdelitelny




CVoIba celkoveé strateg}e
positioningu
S

CENA

LA 4 4

VySSi stejna nizsi

vetsi |vetSiu.za |vétSiu.za | vétsiu. za
vysSsSi cenu | stejnou c. | hizsi cenu

UZITEK | stejny stejny u. za
nizsi cenu
mensi mensi u. za
mnohem

nizsi cenu
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4Cs GENESIS
.

Young & Rubicam New York were
pioneers in using values to plan
advertising, working closely with VALS

during the early '80s.

In the mid '80s Y&R
established its own

international values
segmentation - 4Cs.

4Cs = Cross-Cultural-Consumer-Characterisation




Avoid confrontation : V.
Family & home SECURITY
Avoid Fisk _ . . |
oot Conventional & conformist "eishhourhood or nation

Comfortable feeling of routine The role of IMMUIM OF dad

Save for the future - especially for the children
Organisation & order Price conscions  Everything has its place

Obey the rules
Part of the CFOWd,




Material desire rules o I Appeal‘ I'Il.'.‘-l'll

Appear attractive

It’s a social world, il bl

d tiv it’ fll What's the next
and mostly it’s fun Overstretched credit acquisition?

How am I perceived? Visual gloss Keep up with society

Everything has an image value imaginative & complex
Underneath is unsureness  Searching for formulae and frameworks

STATUS




Enduring institutions B, Y - Enjoy seeing
s diagrams of how
Competitive CONTROL thines WOk

Complex,
Natural delegators  Firm, timely judgement but tidy

Strong goal orientation  Work ethics & organisation

Prestige brands mark discrimination Keen to understand possibilities

Firmness, stability and duration  orzanising complexity
Meet the challenge with achievement  Self-reward and self-affirmation




Love taking risks u +LY Open2change
Who am 1? DISCOVERY Shock factor!
Break established

rules & guidelines Experu-neqt with life ﬁ'.ﬂ”égﬂ?ﬁéa“ logic,
Nothing in

Respond to impulse bhoxes! Adept at decoding messages

Extreme adrenaline experience Ridicule convention
Acquisitions ultimately disposable Establishing personal difference




.

4 o s e S
Lo e i1
3 g ol “#.'1
o, 4
i

f& ‘D
C

Freedom from restriction T ) Free & open
Personal ngth Tolerance of chaos

Unexpected

. i 7 First rule of freedom
point of View  Curious & enquiring i« 1o ISALTEC .

Creativity, aesthetics & awareness

Decision-making based on intrinsic values
Not one right answer Love words & debate  Unimpressed by status

Freedom to ask questions




Roles and rules - | Law & Order
Past orientation SURVIVAL How it used 1o be

Resistance Rigidity & discipline
to change po your duty! Trust an expert...
National chauvinism Young men in the army  §alf-sacrifice

ruthorty ¢ Those in charge know best ... hierarchy

Enjoy the quietlife A woman’s place is in the home
\I. "=-': I. v I II j [- ‘.-El‘.'.‘__




v !!!,':E Struggler

':: A, ". .
'I_Ix !;#‘-— -

d =

Poor educatlon WSS T Frustrated

Gang culture ESCAPE material desire
Tough on

Junk food diet Low self-esteem the outside
Lacking direction in life Break the rules to survive

Escape through alcohol, drugs & TV Rites of belonging: taltoos & scars
Alienated Iin a consumer society reaiity is depressing

Desire outside help Find it difficult to set and achieve goals




esl2

=< == % C

WELL RESOURCED

Aspirer
STATUS

POORLY RESOURCED

4Cs

-

spirer
STATUS
13 %

Welcome
Change

zZOoUOmm AT

Early
Adopter

Laggards

Resist
Change
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