Target Marketing

Strategies for Target Marketing

1. Undifferentiated Marketing: When everyone is a Customer


“What is our market?” the answer turns out to be “Almost everyone who has any use for our type of product.”  When marketers determine that there is little diversity among market segments, they may engage in mass marketing.  A firm selling hacksaw blades or garbage cans to consumers may find it more efficient not to distinguish among market segments.  This absence of segmentation, is undifferentiated marketing.

2. Concentrated Marketing: Zeroing in on a Single Target


“It is development of a marketing mix and direction of marketing efforts and resources to appeal to a single market segment.”  Examples of firms that concentrate their marketing efforts are easy to find.  There are jewelers and clothing manufacturers who produce goods with price tags that seem ridiculous to most people.  Such products are sold to a small but wealthy market segment.  Example: Tanishque, Reid & Tailor etc.

3. Differentiated Marketing: Different Buyers, Different Strategies


Of course, it is possible for an organization to target its efforts toward more than one market segment.  Once the various segments in a total market have been identified, specific marketing mixes can be developed to appeal to all or some of the submarkets.  When an organization chooses more than one targetmarket segment and prepares a marketing mix for each one, it is practicing differentiated marketing, or multiple market segmentation.  For example Reliance India Mobiel

4. Custom Marketing: To Each his or her own


“A marketing effort in which a marketer seeks to satisfy each customer’s unique set of needs.  In effect, each customer is an individual market segment.”  A manufacturer of industrial robots faces such a prospect.  Industrial robots are usually custom-designed to fit the buyer’s special manufacturing problems.  Each buyer demands a unique product, with special size and strength characteristics, depending on the job to be done.  Each will probably require delivery and installation at a given location, thus somewhat altering the marketer’s distribution system.  In addition, individual customers may have difficult technical questions, requiring salespeople with broad technical knowledge.  The salesperson, who is the key element in promotional efforts, may be required to alter the company’s pricing structure to fit the custom-designed product’s cost.  In all, for our robot maker, each prospect may be considered a market segment.

