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STP MARKETING
Segmentation targeting positioning marketing is a 
core concept in modern-day marketing that examines 
your products or services as well as the way you 
communicate their benefits to specific customer 
segments.



MARKET SEGMENTATION PROCESS
Overview of market segmentation process

§3 stages of market segmentation
§1st divided market into segment
§Identify segment
§Develop profile

§2nd identify segments are going to be targeted
§Evaluate attractiveness of each segment
§Select target segment

§3rd decide how to position the product or service to reach the targeted 
§Identify possible positioning concept using marketing mix (4Ps) for each 
segment
§Select, develop and communicate the chosen positioning concept

1 segmentation 2 Targeting 3 Positioning 



MARKETING APPROACH
Total market approach
– Homogeneous market (all customers have similar needs / wants) 

• Single marketing mix (standard service, standard pricing strategy, promotion 
and distribution standard) For example, producers of petrol usually attempt to 
serve the total market.

Segmented market approach
– Heterogeneous market (customers have different requirements) 

• Looking for groups of like minded customers and develop products that can 
be offered directly to the segment 

• Each segment selected has a marketing mix aimed at the similar needs and 
wants of the group. 

For example, the total market for ready-made garments may be divided into 
segments like kids, teenagers, ladies and gents.





Market Segmentation is a decision-making process 
that involves dividing a market of potential customers 
into smaller groups to improve what products it offers 
and how it communicates.



When trying to reach customers with a marketing message or ad campaign, 
targeting the right market with the right message is essential.

If you aim too broadly, your message might reach a few people who 
becoming customers, but you’ll also reach a lot of people who aren’t 
interested in your products or services. You’ll end up with a lot of wasted 
advertising dollars.

Market segmentation can help you to target just the people most likely to 
become satisfied customers of your company or enthusiastic consumers of 
your content. 



Market segmentation can help you to identify the right market for your 
products and target your marketing more effectively. 

for example, you’re a marketer who’s advertising a new brand of dog food. 
You could split an audience into segments based on whether they have a dog. 
You could then segment that audience further based on what kind of dog they 
have and then show them ads for food formulated for their dog’s breed.

The basic aim of market segmentation is to identify the varying and specific 
needs of different types of customers so that appropriate mix of 
products/services may be designed and offered to satisfy different types of 
customers





Improve campaign performance. Market segmentation 
can help you to improve the performance of your 
marketing campaigns by helping you to target the 
right people with the right messaging at the right time.

Informs product development. Market segmentation 
can also help you to develop products that better 
meet the needs of their customers.

BENEFITS OF MARKET SEGMENTATION 



Identifies Areas to Expand. Market segmentation can 
also help you to identify audience segments that you 
are not currently serving.

Improves Focus. Market segmentation also helps you 
to focus your efforts, which enables you to improve 
return on investment across your marketing spend.

Informs Other Business Decisions
Market segmentation can also help to inform other 
important business decisions regarding how you get 
your product to customers. These decisions may 
involve matters such as pricing and distribution
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CRITERIA FOR SEGMENT SELECTION

Kotler (2009) set five criteria that segments must rate positive to be attractive

Measurable
Easy to identify and measure (the airlines need to be able to predict the 
revenue and profit the segment can make) 

Accessible

The members of the segment can be reached, able to find communications 
channels that provide access to market to your segment. (Airlines need to be 
able to reach all segment whenever appropriate or needed). For example, 
you may find that a key segment is resistant to technology and rely on 
newspaper or radio ads to hear about store promotions, while another 
segment is best reached on your mobile app. 



Substantial
Segment is sufficiently large (by revenue) which targets the profitability of 
the segment ( large enough to be profit) your market might include 
environmental enthusiasts who are willing to pay a premium for eco-friendly 
products, leisurely retirees who have can afford your goods, and successful 
entrepreneurs who want to show off their wealth.

•Differentiable

•Does a segment warrant being part of a separate group which means that 
each segment reacts differently to the marketing mix. This means that each 
of your segments must be different and unique from each other.

•Actionable

•meaning that airlines need to provide value to the segment 
M – A – S – D – A
 accessible            differentiable

Measurable          substantial             actionable







1. Geographic Segmentation
Refers to the market based on the location or the geography 
where the target consumers are located : climate, region, 
country, religion, language, and population.
Often people in different regions have different requirements 
and may source and buy differently

2. Demographic Segmentation
Based on demographic factors like age, gender, nationality, 
marital status, family size, profession, etc. It helps narrow down 
the market and consumers based on their interest and potential 
to spend or purchase products.
It used as a start point in almost all industries. e.g. 
automobiles, beauty products, mobile phones, apparels, etc

TYPES OF MARKET SEGMENTATION



3. Behavioral Segmentation
Refers to the segmentation of the market based on the 
behavior of the consumer interacting with the product like 
what they love to shop, or their occasion for shopping, 
travel plans, a budget of the consumer, etc. based on 
how customers behave, e.g. usage, preference, choices 
and decision making. 

4. Psychographic Segmentation
Refers to the market based on factors like consumer’s 
lifestyles, opinions, interests, views, attitude, social strata, 
personal habits and their fellows. Ex A person who has a 
high-net-worth will often live a luxury lifestyle and may 
consider buying only luxury cars e.g. Ferrari, Lamborghini



TYPES OF MARKET SEGMENTATION





MARKET SEGMENTATION

Basic segmentation by purpose of travel

3 main basic segment in air travel

v purpose of journey

§Business

§Holiday

§VFR visiting friend and relative

vlength of journey

vPax country or culture of origin



MARKET SEGMENTATION PROCESS
Market segmentation criteria

ØValue 
ØEx. convenience/ price

ØMotivation
ØReason for travel 
(business/leisure)

ØTravel pattern 
ØFrequency/ group of routes

ØBuying pattern
ØHow they buy, internet or travel 
agent

Market segmentation criteria

ØNeeds & wants
ØPrimary requirements

ØSatisfaction 
ØHow committed to the airlines they 
use?
ØHow likely they switch airlines?

ØInfluence
ØLeaders/ influencers?

ØDemographics
ØAge, gender, social class, income 



MARKET SEGMENTATION PROCESS
Market segmentation criteria

ØGeographic
ØWhat region, city, size of population, climate?

ØBehavioral 
ØSpecial occasions or attitudes 
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ASSIGNMENT
Choose an airline you are interested in

Analyze the airline by PESTEL 
analysist

Research the airline market 
segmentation


