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A service is any activity or benefit that
one party can offer to another that is
essentially intangible and does not
result in the ownership of anything.
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” Four distinctive characteristics of

services

» Intangibility
» Inseparability
> Variability

> Perishability

\
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Source: Dibb ez al. (2001, 1



Steps in Market Segmentation and Target Marketing

// Market Segmentation Target Marketing

1. Identify bases for — > 4. Select the target
segmenting the markets(s)
market

Develop profiles of 5. Develop positioning for
resulting segments each target market

. Develop measures of 6. Develop marketing mix

segment attractiveness for each target market




Major Segmentation Variables

|

Geographical Region County size
Density Climate
Demographic Age  Sex Family size
Family life cycle
Income Occupation
Education Religion
RETS Nationality
Psychographic Social class  Life style
Personality
Behavioristic Purchase occasion
Benefits sought
User status Usage rate
Loyalty status
Readiness stage
Attitude toward product
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