


STP	Market	Strategy
(Segmentation,	Targeting,	and	Positioning)



https://www.businessoffashion.com/articles/basics/the-basics-part-8-marketing

http://www.actyourage.eu/uploads/files/clothing_identity_and_the_embodiment_of_age.pdf

http://www.businessoffashion.com/articles/news-analysis/four-reasons-why-aeropostale-has-lost-its-cool-with-
shoppers

http://www.strategicbusinessinsights.com/vals/presurvey.shtml

http://www.marketwired.com/press-release/experian-simmons-reveals-new-insights-on-mobile-consumers-
1164520.htm

http://www.adweek.com/brandshare/6-dangerously-inaccurate-assumptions-you-re-making-about-millennials-
172399#!/

http://www.mckinsey.com/global-themes/employment-and-growth/poorer-than-their-parents-a-new-
perspective-on-income-inequality



Market	Segmentation	=	divide	a	market	into	
smaller,	more	focused	sectors.	(i.e.	product	

type,	market	level)

Customer	Segmentation	=	research	and	
analysis	technique	used	to	define	groups.	It	
categorizes	consumers	in	terms	of	age,	
attitudes,	behaviors,	needs,	etc.	(Posner)













Demographic
• Gender
• Age	
• Generation
• Ethnicity
• Marital	Status
• Life	Stage
• Occupation
• Education
• Income
• Social	Grade	Classification

Dangerous	to	over-generalize	or	stereotype.



Gender
https://bakerretail.wharton.upenn.edu/wp-content/uploads/2015/04/He_Buys_She_Shops_fall_2007_exec_summary.pdf

But	is	it	true?







Age



The	term	cohort	effect is	used	in	social	science
to	describe	variations	in	the	characteristics	of	
an	area	of	study	(such	as	the	incidence	of	a	
characteristic	or	the	age	at	onset)	over	time	
among	individuals	who	are	defined	by	some	
shared	temporal	experience	or	common	life	
experience,	such	as	year	of	birth,	or	year	of	
exposure	to	radiation.











There’s	more!
(But	you’ll	have	to	wait	until	we	reach	our	
lesson	on	consumer	behavior.)



Targeting =	practice	of	developing	
products	and	services	specifically	
aimed	to	appeal	to	a	particular	
customer	segment.	(Posner)



To	what	customer	segment	is	this	clothing	marketed?





And	made	in	U.S.A.



Positioning









http://bavconsulting.com/has-michael-kors-lost-its-edge/

Positioning	Process:
1.Define	the	market	for	competition.
2.Decide	where	to	position	within	market.
3.Determine	whether	to	compete	directly	against	a	
competitor	or	differentiate.

4.Understand	how	consumers	understand	current	
position.

5.Determine	if	repositioning	is	necessary.

-Posner



Group	Work:

1. List	10	brands	(can	be	all	retailers)	with	which	you	are	
(mostly)	familiar

2. Place	them	on	a	positioning	map	where	the	x	axis	is	degree	
of	accessibility	and	the	y	axis	is	degree	of	affordability.

3. Focus	on	one	brand	(upon	which	all	can	agree)	and	decide	a	
strategy	for	the	brand	to	re-position	itself	to	another	point	
on	the	map.

4. Be	able	to	explain	why	this	re-positioning	would	be	good	
for	the	company/brand.	(Is	there	competitive	advantage?)



Michael	Kors



People	perceive	Michael	Kors	
to	be	in	the	“sweet	spot”	
between	exclusivity	and	
accessibility.	The	brand	is	not	
being	perceived	as	
unapproachable	or	prestigious	
like	Gucci	or	Versace	and,	at	
the	same	time,	it	is	not	as	
accessible	as	Calvin	Klein.	–
BAV	Consulting



Michael	Kors’	Leveragability	chart	against	Kate	Spade,	Coach	and	Ralph	Lauren,	USA	all	adults,	annual	household	income	of	
over	$75,000,	2014



The	brand	has	transitioned	from	the	
niche	quadrant	to	the	leadership	
quadrant.	However,	its	brand	strength,	a	
leading	indicator	of	a	brand’s	
momentum,	is	trending	downward	in	
2014.	This	shows	that	the	brand	has	lost	
its	momentum,	suggesting	a	potential	
decline	in	brand	stature	going	forward.



http://www.cnbc.com/2016/06/01/michael-kors-sharpens-its-
department-store-strategy-.html



Differentiation:

Image,	products,	packaging,	retail	environment,	promotion,	advertising,	website,	
social	media	strategy	(Integrated	Marketing	Communications	(IMC)	strategy)

Differentiation	as	a	result	of	brand	positioning	
helps	to	give	it	a	competitive	advantage.



Competitive	Advantage



Criteria	for	Competitiveness:
• Cost
• Speed
• Fashionability
• Convenience
• Interactivity
• Connectivity

Who	has	the	edge?



ASOS =
Example	of	
setting	the	
bar	high	for	
competition	
and	example	
of	clear-to	-
see	USP	


