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The starting point for discussing segmentation is mass marketing. In mass marketing,
the seller engages in the mass production, mass distribution, and mass promotion of
one product for all buyers. The argument for mass marketing is that it creates the
largest potential market, which leads to the lowest costs, which in turn can lead to
lower prices or higher margins. However, many critics point to the increasing
splintering of the market, which makes mass marketing more difficuit. The
proliferation of advertising media and distribution channels is making it difficult and

increasingly expensive to reach a mass audience.
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A market segment consists of a group of customers who share a similar set of needs
and wants. The marketer does not create the segments; the marketer’s task is to |
identify the segments and decide which one(s) It:o target. Segment marketing offers
key benefits over mass marketing. The company can presumably better design, price,
’ disclose and deliver the product or service to satisfy the target market. The company
also can fine-tune the marketing program and activities to better reflect competitors’ |
marketing.

The ultimate level of segmentation leads to “segments of one,” “customized

marketing,” or “one-to-one marketing.” Each business unit will have to decide
whether it would gain more by designing its business system to create offerings for
segments or for individuals. Companies that favor segmentation see it as more
efficient, as requiring less customer information, and as permitting more
standardization of market offerings. Those who favor individual marketing claim that
segments are a fiction, that individuals within so-called segments differ greatly, and
that marketers can achieve much more precision and effectiveness by addressing

individual needs.

Customization is certainly not for every company. It may be very difficult to
implement for complex products such as automobiles. Customization can raise the
cost of goods by more than the customer is willing to pay. Some customers do not
know what they want until thy see actual products. Customers cannot cancel the order
after the company has started to work on the product. The product may be hard to

repair and have little sales value.

Questions:
1. What is mass marketing and what are the advantages and disadvantages of such
type of marketing? (10%)
2. What is segment marketing and what are the benefits of segment marketing?
(10%)
3. What is individual marketing or customization and what are its strengths and
weaknesses? (10%)
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1. holistic marketing (3%) :
2. niche marketing (3%)

3. customer equity (3%)
4, integrated marketing communications (3%)
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What are the three most significant recent channel systems described by Philip
Kotler? ' S (8%)
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