Segmentive Models :

Segmentive Models generally refer to business models or strategies that focus on
segmenting the market into distinct customer groups based on specific characteristics, needs,
or behaviors, and then tailoring products, services, or marketing efforts to each segment. These
models allow businesses to address the unique demands of different market segments more
effectively, leading to improved customer satisfaction, stronger relationships, and ultimately
better performance in the market.

Segmenting the market can be done based on a variety of factors, such as
demographics, psychographics, geography, behaviors, or needs. Here's a deeper dive into
segmentive models and their application:

Types of Market Segmentation Models
A. Demographic Segmentation

This is one of the most commonly used segmentation models. It involves dividing the market
into segments based on demographic factors such as:

e Age

o Gender

e Income level
« Education

e Occupation
o Family size
e Religion

o Ethnicity

Example: A company selling luxury watches may focus on high-income earners or
professionals, while a clothing brand may design different lines for teenagers and adults.

B. Geographic Segmentation
Geographic segmentation divides the market based on location, such as:
o Country
e Region
o City or metropolitan area
e Climate

This model assumes that people living in different geographic areas may have different needs,
preferences, and purchasing behaviors.



Example: A clothing company might sell winter wear in cold regions and summer clothing in
tropical areas.

C. Psychographic Segmentation

Psychographic segmentation looks at the lifestyle, values, interests, and personality traits of
customers. It’s more focused on the psychological aspects that drive consumer behavior.

o Lifestyle: Individuals who live a fast-paced urban lifestyle may have different
purchasing needs than those who prefer a slower rural lifestyle.

o Personality: Brands can target adventurous individuals with extreme sports equipment
or appeal to introverts with quiet reading products.

Example: A company that sells eco-friendly products might target customers who care deeply
about environmental sustainability.

D. Behavioral Segmentation

This model divides customers based on their behavior towards a product or service. This
includes aspects like:

o Usage rate (heavy users vs. light users)

o Loyalty (brand-loyal vs. price-sensitive customers)

e Occasions (seasonal, holiday-related purchases)

« Benefit sought (value for money, premium quality, etc.)

Example: A coffee shop may have regular customers who come every day, but they may offer
loyalty programs to encourage more visits or attract occasional buyers with discounts during
holidays.

E. Needs-Based Segmentation

Needs-based segmentation divides customers according to their specific needs and the
solutions they are seeking. This model focuses on solving particular customer problems or
delivering specific benefits.

Example: A software company may offer different solutions for small businesses that need
basic tools, and large enterprises that need more complex systems to manage their operations.

Advantages of Segmentive Models
A. Tailored Marketing Efforts

By dividing the market into distinct segments, companies can develop personalized
marketing campaigns and tailored messaging for each segment, which improves engagement
and conversion rates. Tailored marketing campaigns are often more cost-effective as they target
the right audience.



B. Competitive Advantage

Segmenting the market allows businesses to specialize in particular niches or customer
needs, leading to a competitive advantage. By understanding and serving the unique needs of
each segment, companies can differentiate themselves from competitors.

C. Improved Customer Retention

Segmentive models allow businesses to focus on delivering personalized experiences
that resonate with customers, which helps build stronger customer loyalty and retention over
time.

D. Efficient Resource Allocation

By focusing efforts on the most profitable segments, businesses can optimize their
resources (time, budget, effort) and achieve greater returns on investment. It avoids wasted
efforts on trying to reach the entire market.

E. Better Product Development

Segmenting the market helps businesses better understand unique customer needs, which
can drive more focused and relevant product development and innovation. Companies can
create products tailored specifically to meet the desires of different customer groups.

Challenges of Segmentive Models
While segmentive models offer great advantages, they also come with challenges:
A. Over-Segmentation

Over-segmenting can lead to confusion, inefficiencies, and resource wastage. Trying to
cater to too many small segments can lead to a lack of focus and diluted efforts.

B. Market Changes

As customer preferences and market dynamics change, businesses need to continually
adjust their segmentation to stay relevant. A segment that was profitable a few years ago may
no longer be viable today.

C. High Costs

Segmenting the market and customizing products or services for each group can require
significant investment in research, marketing, and product development. For small businesses,
this can be resource-intensive.

D. Complex Management

Managing multiple segments often requires a more complex organizational structure.
Different segments may require different marketing strategies, customer service approaches,
or product variations.



Practical Applications of Segmentive Models

A. Retail Industry

o Clothing brands often target different segments based on age, income, and fashion
preferences.

o Supermarkets often divide customers into segments based on spending habits (value-
focused, organic-focused, or premium shoppers).

B. Technology Industry

e Tech companies may offer basic models for casual users and advanced models for
professionals. For example, smartphone manufacturers like Apple and Samsung create
different models for budget-conscious users and premium consumers.

C. Travel & Hospitality

o Hotels may segment customers based on their needs (e.g., luxury travelers vs. budget
travelers) and offer different packages or deals.
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