MNM2602
Study Unit 6 – Market Targeting

After segmenting the market decide which segments to target

Criteria for Selecting Potential Target Markets


Steps in evaluation of a potential Market

Targeting Market Segments
See p 171 in textbook for detail on advantages and disadvantages of each target marketing strategy
[bookmark: _GoBack]

Decide on criteria to measure attractiveness and competitive position


Weigh attractiveness and competitive position to reflect their relative importance


Asses current position of each potential target market on each of the factors


Project anticipated future position of each market base on expected changes


Evaluate implication of possible changes for business strategies and resource requirements


















Concentrated Targeting


Multi Segment Targeting


Undifferentiated Targeting







Size and Growth Possibilities


Target market does not have to be big as long there is prospect for growth – segment must be sustainable


Attractiveness and Profitability


Resources and Skills of the enterprise


Segment opportunities can only be utilised if it fits into the long term objectives of management 


Compatibility with enterprise objectives


Choice of target market must take into consideration the compatibility with enterprise objectives


Cost of reaching target


Attractiveness of market also lies in the promise of long term profitability


If cost to reach the potential target is too high – the target market should not be considered.













