
Market Segmentation

Market segmentation is the process of dividing a
market of potential customers into groups, or
segments, based on different characteristics. The
segments created are composed of consumers who
will respond similarly to marketing strategies and
who share traits such as similar interests, needs, or
locations.









Demographic Segmentation

•Demographic segmentation divides the market on
the basis of demographic variables like age,
gender, marital status, family size, income,
religion, race, occupation, nationality, etc. This is
one of the most common segmentation practice
among the marketers



Behavioral segmentation

Behavioral segmentation is defined as the process of
dividing the total market into smaller homogeneous
groups based on customer buying
behavior. Behavioral segmentation is done by
organizations on the basis of buying patterns of
customers like usage frequency, brand loyalty,
benefits needed, during any occasion etc.











Psychographic segmentation

•Psychographic segmentation involves dividing
your market into segments based upon different
personality traits, values, attitudes, interests, and
lifestyles of consumers. ... It will allow you to
better match the needs and wants of each
segment with the correct products and services.





Product Life Cycle(PLC)



6 stages of PLC

• Research & Development

The development stage of the product life cycle is the research phase before a
product is introduced to the marketplace. This is when companies bring in
investors, develop prototypes, test product effectiveness, and strategize their
launch. Due to the nature of this stage, companies spend a lot of money
without bringing in any revenue because the product isn't being sold yet.



Introduction

• The introduction stage is when a product is first launched in the marketplace. This is when

marketing teams begin building product awareness and reaching out to potential customers.

Typically, when a product is introduced, sales are low and demand builds slowly.

• Usually, this phase is focused on advertising and marketing campaigns. Companies build their

brand, work on testing distribution channels, and try to educate potential customers about the

product. If those tactics are successful, the product goes into the next stage — growth.



Growth 
• During the growth stage, consumers have accepted the 

product in the market and customers are beginning to 
truly buy-in. That means demand and profits are 
growing, hopefully at a steadily rapid pace.

• The growth stage is when the market for the product is 
expanding and competition begins developing. Potential 
competitors see success and want in. During this phase, 
marketing campaigns often shift from getting customers 
to buy-in to the product to establishing a brand presence 
so consumers choose them over developing competitors.



Maturity 

• The maturity stage is when the sales begin to level off from the rapid 
growth period. At this point, companies begin to reduce their prices so 
they can stay competitive amongst growing competition.

• This is the phase where a company begins to become more efficient and 
learns from the mistakes made in the introduction and growth stages. 
Marketing campaigns are typically focused on differentiation rather than 
awareness. This means that product features might be enhanced, prices 
might be lowered, and distribution becomes more intensive.



Saturation 

• During the product saturation stage, competitors have begun to take a portion 
of the market and products will experience neither growth nor decline in sales.

• Typically, this is the point when most consumers are using a product, but there 
are many competing companies. At this point, you want your product to 
become the brand preference so you don't start to enter the decline stage.

• Again, marketers need to focus on differentiation in features, brand awareness, 
price, and customer service. The competition reaches its apex at this stage.



Decline 

• Sales will decrease during the heightened competition and 
are hard to overcome.

• Additionally, consumers might lose interest in your product 
as time goes on, just like the CD example I mentioned 
earlier.

• To extend the product life cycle, successful companies can 
implement new advertising strategies, reduce their price, 
add new features to their increase value proposition, 
explore new markets, or adjust brand packaging.



Example of a Product Life Cycle

• Example of a type writer.

• Development: Before the first commercial typewriter was
introduced to the market, the overall idea had been
developed for centuries, beginning in 1575.

• Introduction: In the late 1800s, the first commercial
typewriters were introduced.

• Growth: The typewriter became a quickly indispensable tool
for all forms of writing, becoming widely used in offices,
businesses, and private homes.



•Maturity: Typewriters were in the maturity phase for
nearly 80 years, because this was the preferred
product for typing communications up until the
1980s.

•Saturation: During the saturation stage, typewriters
began to face fierce competition with computers in
the 1990s.

•Decline: Overall, the typewriter couldn't withstand
the competition of new emerging technologies and
eventually the product was discontinued.
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