Group Assignment 2 

Inter-office Memo

From:  L.J. Marks

To: The New Products Research Group

Subject:  Segmentation/Subcultural Analysis [Project 2 parts I and II]

To better understand how we might position our new product offering, I would like to see a segmentation analysis of the market.  Let me know how the competitors are segmenting the marketing, what they are using as key segmentation variables, and who the heavy users are for the key brands.  Let me know how our competitors are advertising to these segments.

Additionally, I have been thinking about specific subcultures which we might target.  Are any of our competitors doing anything currently in this area?  How effective are their efforts?  If we decide to market to one or more subcultures is there anything we might do better than the competition?

 Please see the attachments for details as always if you have any questions talk to me.

Group Assignment  2  --  Part I

OBJECTIVE:  To apply market segmentation concepts to your product category.

1.  Chapter 3 and the lecture discussed several “bases” that can be used to segment a market.  These include demographic, geographic, socioeconomic, lifestyle, and benefit variables (among others).  As Table 3.1 in the text indicates, within each base, there are a number of specific variables (e.g., Demographics includes age, sex, marital status, income, education, occupation).

To help you think about market segmentation and consumer behavior, you are to develop and turn in a segmentation matrix (like the one following this section) to analyze three key  brands for your product class (these do not need to be the same three as you examined in the previous part of the assignment, though they can be the same if you like).  NOTE:  The segmentation bases and variable in the matrix following this section are NOT intended to be what you use for your analysis.  I am providing it to show an EXAMPLE of what such a matrix could look like. YOUR ANALYSIS of the brands’ ads will provide the appropriate bases and variables.

To make the analysis easier for you, find three brands which are positioned differently in the marketplace (that is, brands which DO focus on different segments).  For this analysis, pick the most appropriate THREE segmentation bases and then select the most appropriate specific variables within each base.  For EXAMPLE, you might select “geographic segmentation” as a base, and region, density, and climate at the most significant specific variable.

An actual segmentation study would be very time consuming and would require access to information that is likely not available to us.  So, rather than spending hours attempting to determine the “real” segmentation strategies being used by the three brands, you can work “backwards” from actual advertisements.  The logic is that the competition’s segmentation strategy should be apparent in their advertising.  Therefore, if you gather several sample ads for each of the three competitive brands, you should be able to infer much about their segmentation strategy.  You can then use the ads, your own knowledge, and your inferences to fill out the matrix for the three contrasting brands.

For this part of the assignment:

1. a.  Describe how the marketers of these brands use the three segmentation bases to create market segments.  Now, explain the key variables in each base and describe why these are important (refer to the matrix as appropriate).

1. b.  Describe the heavy users of each brand in terms of the segmentation variables.  This should be relatively easy, because you will have already been thinking about them as you analyzed the ads and created the matrix.  For each of the three brands, explain why these people would be heavy users of the brand.

1. c.  Include one ad for each of the three brands that demonstrates its segmentation positioning (not too hard, since you have already collected several to work from; just pick the best example for each brand).  Do not forget to cite the source of your ad.

1. d. Discuss how the advertisements achieve their positioning to the segment through their copy, models, settings, etc.  Be specific.  Remember to label each ad and to refer to it in the body of the report.  The ads can be placed as figures in the body of the report or can be in appendices at the end of the report.

NOTE:  Review the chapter and lecture material to be sure you understand each of the segmentation bases and variables.

	
	Figure 1
	

	
	SAMPLE Segmentation Matrix
	

	
	
	
	

	
	Brand A
	Brand B
	Brand C

	Demographics
	
	
	

	1.  Age
	15 to 25
	25 to 40 ish
	Senior Citizen

	2.  Sex
	
	
	

	3.  Marital Status
	
	
	

	4.  Income
	
	
	

	
	
	
	

	Geographic
	
	
	

	1.  Region
	
	
	

	2.  Density
	
	
	

	3.  Climate
	
	
	

	
	
	
	

	Benefits
	
	
	

	1.  Convenience
	
	
	

	2.  Value
	
	
	

	3.  Long lasting
	
	
	

	
	
	
	

	
	
	
	


NOTE:  The above is intended as an EXAMPLE of the possible bases and variables.  You are to determine your OWN bases and variables once you examine the advertisements.

Group Assignment 2 --  Part II

OBJECTIVE:  To understand the variations which are required in marketing to subcultures.

2.  EITHER select a subculture and compare it to the mainstream American culture OR select two subcultures for analysis (e.g. Black and Hispanic; Youth and Older).  The brands can be the same ones or new ones (if you cannot find appropriate ads for the brands).  This is to be a separate analysis from the segmentation report in Part I.  Do NOT use the same ads which you analyzed in Part I.  Do not choose to write about subculture as a segmentation basis and then repeat it here.

3.  Look through some magazines/web sites which are oriented toward the mainstream consumer and the consumer in the sub-culture (or oriented to the two subcultures) and find (and include in the report) an ad for a brand in your product category which is aimed at each group.  Provide a comparison of the ads for the two groups explaining the differences between them.  The IDEAL situation would be to find the identical brand advertised to the two groups although this is not always possible.

4.  Now report what you find about advertisements aimed at these two groups:

a.  Report on the specific differences in the wording of the ads in product usage in the situation in the models etc.

b.  Explain WHY these differences are appropriate or are not appropriate.

c.  Describe what, if anything, marketers could do to improve their advertising to the subculture(s) you have investigated.

5.  NOTE:  It is very important that your written report uses the format described at the beginning of the syllabus.  So please review those instructions before you begin to write.

For example be sure to:

a.  Create a one page executive summary that covers all of the issues (i.e., those listed below).

b.  Start the report with an introduction and then use headings and sub-headings in the report that correspond to the various sections you are working on.

6. Provide the details of the segmentation and subculture analysis.

7.  You must include the advertisements either as figures or in Appendices.  In either case, be sure to label each ad and then to refer me to them in the body of the report. 

8.  An outline of your project would look like this:

I.  Executive Summary


Tell what you FOUND, not what you “did.”

II. Introduction

    A.  Purposes of the project (review the memos)

III.  The Segmentation Study

A. The Bases and Variables Selected

a. Describe how the marketers of these brands use the three segmentation bases to create market segments

b. Explain the key variables in each base and describe why these are important (refer to the matrix as appropriate)

B. Describe the heavy users of each brand in terms of the segmentation variables.  For each of the three brands, explain why these people would be heavy users of the brand.

C. Discuss how the advertisements achieve their positioning to the segment through their copy, models, settings, etc.  Be specific.  Remember to label each ad and to refer to it in the body of the report.  The ads can be placed as figures in the body of the report or can be in appendices at the end of the report.

IV.  The Subculture Study

A. Selected Subcultures

B. Results of Ad analysis

C. Suggested Improvements

V. Documentation for each part

VI.  Peer Evaluations
