Bai 6
Phan khiuc, Xac dinh va
Dinh vi thi truong
(STP Marketing)

1/15/2017

-
Muc tiéu
=Hiéu phan khuc thi truong 1 gi va vi sao doanh
nghiép can phai phan khuc thi truong.
*Hiéu tAm quan trong cua viéc lya chon thi truong
muc tiéu va cach thiac Iya chonphan khic thj
truong phu hop vaéi doanh nghiép.
*Nim dugc cac cach thirc dinh vi san phamy/ dich
vu trén thi truong.
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Thinking!!!

«»The heart of modern strategic marketing can be
described as STP marketing — Segmentation,
Targeting and Positioning. This does not obviate
the importance of LGD — Lunch, Golf and Dinner
— but rather provides the broader framework for
strategic success in the marketplace.

“* “Dont buy market share. Figure out how to
earnit.”
«»Philip Kotler (1994)
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5.1 Khai niém thj trucng

%Theo géc d kinh té: Thi truong 1a noi thuc
hién viéc trao déi mua ban mot loai hang héa nao
do, thdng qua do quyét dinh so lwgng va gia ca.
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5.1 Khai niém thi truong (tt)
Nguyénliéu — " Nguyén ligu
Thi trudng
Tién nguyén liéu Tién
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Hang hod/ dvu Hang hod/ dvu
Ngubdn: Philip Kotler (2003), Nguyén ly Marketing, NXB Théng Ké. 3_‘
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5.1 Khai niém thj trudng (tt)

“Theo géc d6 Marketing: Thi truong la tap hop
tat ca nguwoi mua thuc sw va nguoi mua tiem tang
d6i voi mot san phdm nao do. V& ngudn goe, thi
truong dugce dinh nghia la noi ma nguoi mua va
nguwoi ban gip nhau dé trao ddi‘rihimg hang héa
ma ho co. :

Philip Kotler (2008)
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5.2 Phan khic thi trucng

Vi sao thi trudng can phai
dugc phan khuc?

P
5.2 Phan khic thj truéng (tt)

“Phan khdc thi truong la chia thi truong
khéng dong nhdt thanh céc khic thi truong
dong nhdt @ 1am ndi ro 1én sy khac biét vé
nhu cu, tinh cach hay hanh vi.




Example

WATCH IT

_)(erox BLOW THE PAPER TRAYS OFF
Printer Ad THE compeTiTIoN

What variables
might Xerox use to
segment
organizational
markets?

XEROX
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5.2 Phan khdc thij trudng (tt)

Nokia c6 thé duoc phan
khuc dwua vao tiéu chi nao?

5.2 Phan khic thj truéng (tt)

Budce 1: Xac dinh thi trudong kinh doanh
=Phéi xac dinh duge thi truong kinh doanh ma cong ty
huéng t6i, thi truong nay s¢ bao gdm nhiéu nhém khach
hang khong dong nhat.

Bude 2: Xac dinh tiéu chi phan khic thi truong
=Tim ra céc tiéu thirc:dé phan khic thi truong khong
déng nhat thanh cac nhom khach hang déng nhat.

=y,



http://images.google.com.vn/imgres?imgurl=http://www.mobile.ie/wp-content/uploads/2008/11/nokia_e71.jpg&imgrefurl=http://www.mobile.ie/2008/11/10/nokia-e71-and-e66-update/&usg=__0ptRh8PspDOhZGUyZSd-v3T4_4w=&h=514&w=365&sz=32&hl=vi&start=1&um=1&tbnid=fnWbjyLdDi7ICM:&tbnh=131&tbnw=93&prev=/images%3Fq%3Dnokia%2Be71%26hl%3Dvi%26sa%3DN%26um%3D1
http://images.google.com.vn/imgres?imgurl=http://www.mobile.ie/wp-content/uploads/2008/11/nokia_e71.jpg&imgrefurl=http://www.mobile.ie/2008/11/10/nokia-e71-and-e66-update/&usg=__0ptRh8PspDOhZGUyZSd-v3T4_4w=&h=514&w=365&sz=32&hl=vi&start=1&um=1&tbnid=fnWbjyLdDi7ICM:&tbnh=131&tbnw=93&prev=/images%3Fq%3Dnokia%2Be71%26hl%3Dvi%26sa%3DN%26um%3D1
http://images.google.com.vn/imgres?imgurl=http://raovatdidong.vn/images/picture/n72,_(17199).jpg&imgrefurl=http://raovatdidong.vn/detail.php%3Fpost_id%3D39632%26cat_id%3D1&usg=__j0LsWHIA66-s-HZNSiOe2w6MmMQ=&h=464&w=421&sz=32&hl=vi&start=11&um=1&tbnid=xQbYa5qktjIw-M:&tbnh=128&tbnw=116&prev=/images%3Fq%3Dnokia%2Bn72%26hl%3Dvi%26um%3D1
http://images.google.com.vn/imgres?imgurl=http://raovatdidong.vn/images/picture/n72,_(17199).jpg&imgrefurl=http://raovatdidong.vn/detail.php%3Fpost_id%3D39632%26cat_id%3D1&usg=__j0LsWHIA66-s-HZNSiOe2w6MmMQ=&h=464&w=421&sz=32&hl=vi&start=11&um=1&tbnid=xQbYa5qktjIw-M:&tbnh=128&tbnw=116&prev=/images%3Fq%3Dnokia%2Bn72%26hl%3Dvi%26um%3D1

s A
5.2 Phan khuc thj trudng (tt)

% C06 rat nhiéu tiéu chi dé phan khc thi truong: dia
ly, dan s6, tam 1y va hanh vi .

<+Doanh nghiép c6 thé sir dung mot tiéu chi hogc
phoi hop nhiéu tiéu chi dé phan khic-thi truong.
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Segmentation criteria for B2C market

Geographic

Region Pacific, Mountain, West North Central, West South
Central, East North Central, East South Central, South
Atlantic, Middle Atlantic, New England

City size Under 5,000; 5,000-20,000; 20,000-50,000; 50,000-
100,000; 100,000-250,000; 250,000-500,000; 500,000-
1,000,000; 1,000,000-4,000,000; 4,000,000 or over

Density Urban, suburban, rural

Climate Northern southern

Demographic

Age Under 6, 6-11, 12-19, 20-34, 35-49, 50-64, 65+

Family size 1-2, 3-4, 5+

Philip Kotler, Marketing Management, Prentice Hall, p321. /g
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Segmentation criteria for B2B market

Demographic

1. Industry: Which industries should we serve?

2. Company size: What size companies should we serve?

3. Location: What geographical areas should we serve?

Operating Variables

4. Technology: What customer technologies should we focus on?

5. User or nonuser status: Should we serve heavy users, medium users,
light users, or nonusers?

6.  Customer capabilities: Should we serve customers needing many or
few services?

Purchasing Approaches

7. Purchasing-function organization: Should we serve companies with
highly centralized or decentralized purchasing organizations?

8.  Power structure: Should we serve companies that are engineering
dominated, financially dominated, and so on?
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Segmentation criteria for B2B market
Situational factors
9.  Urgency: Should we focus on companies that need quick and sudden
delivery or service?
10. Specific application: Should we focus on certain applications of our
product rather than all applications?
11. Size of order: Should we focus on large or small orders?
Personal characteristics
12. Buyer-Seller similarity: Should we focus on companies whose people
and values are similar to ours?
13. Attitudes toward risk: Should we focus on risk-taking or risk-
avoiding customers?
14. Loyalty: Should we focus on companies that show high loyalty to
their suppliers?
Philip Kotler, Marketing Management, Prentice Hall, 1994, 329. AIC
g 4
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Segmentation scheme for B2B market
“*Rackman & Vincentis proposed a segmentation
scheme that classifies business buyers into three
groups:
= Price-oriented customers (transactional selling).
= Solution-oriented customers (consultative selling).
= Strategic-value customers (enterprise selling).
=<
g J
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5.2 Phan khiic thi trudng (tt)
Budée 3: Tién hanh phan khuc thi truéng
=Tinh do luong dwroc nghia 1a quy mé va mai luc cua cac
khuc tuyén do6 c6 thé do luong duoc.
=Tinh guan rrong nghié 1a céc khic tuyén do du lon va
sinh 161 duoc. S
=Tinh khd thi 1a cac chuong trinh dé thu hit va phuc vu
cho khu vuce do6 phai hinh thanh duge.
=Tinh tiép cdn duoc tic la céc déi twong trong khic tuyén
¢6 thé vuon tGi va phuc vu duge.
e
. J




5.2 Phan khuc thj trudng (tt)

PK cd tiém
nang phat

rién 1617

phan khic Tl .
thanh céc )f:c‘::':l:: PK 6 thé do e
nhom KH cd liding & tiép PK dil idn?

nhu cdu a “:i"dg?’;"g cdn duge?
giding nhau -

PK phil hop
vai khd nang

va ngufn lyc
cila DN?

Nguén: Dy 4n MPDF — Business Edge
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Steps in Segmentation Process

Step Description

1. Needs-Based Group customers into segments based on similar
Segmentation  needs and benefits sought by customer in solving
a particular consumption problem.

2. Segment For each needs-based segment, determine which

Identification ~ demographics, lifestyles, and usage behaviors
make the segment distinct and identifiable
(actionable).

3. Segment Using predetermined segment attractiveness
Attractiveness  criteria (such as market growth, competitive
intensity, and market access), determine the
overall attractiveness of each segment.
=<
- —4
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Steps in Segmentation Process (Con‘t)

Description
4. Segment Determine segment profitability.
Profitability
5. Segment For each segment, create a “value proposition”
Positioning and product-price positioning strategy based on

that segment’s unique customer needs and
characteristics.
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Examples of Value Propositions
Company
and Target Value
Product Customers Benefits Price Proposition
Perdue Quality- Tenderness  10% More tender
(chicken) conscious premium golden chicken at
consumers of a moderate
chicken premium price
Volvo Safety- Durability 20% The safest, most
(station conscious and safety premium durable wagon in
wagon) “upscale” which your family
families can ride
Domino’s  Convenience-  Delivery 15% Agood hot pizza,
(pizza) minded pizza  speed and premium delivered to your
lovers good quality door door within
30 minutes of
ordering, at a
moderate price
- J
25
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5.3 Xac dinh thi trudng muc tiéu

% Thi truong muc tiéu 1a thi truong bao gdm cac
khéch hang c6 cting nhu cau hodc mong mudn ma
doanh nghiép quyét dinh d4p tng.

“Thj truong muc tiéu la mot phan khic dugce
danh gia tét nhat, c6 do hip din cao ma doanh
nghiép hudng nd hye marketing vao khai théac.

. *

e N
Habit of the seller!!!

+»Their thinking passed through three stages:
=Mass Marketing: One product for all buyers.

=Product — Variety Marketing: Several
products with different features; styles, sizes,
quality. Customers change tastes over time.

sTarget Marketing:' Target one or more
segments and' develop products tailored to
each selected segment.

Philip Kotler (1994)
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Three Alternative Market selection Strategies

Company Market
-

mkt mix
Undifferentiated Mkt

Mtk mix1 | — Segment 1
Mtk mix2 | — Segment 2

| Mtkmixs |~
leferentlated Mkt
)

Concentrated Mkt

Philip Kotler, Marketing Management, Prentice Hall, 1994, 336.

-
Selecting the Market Segments

M1 M2 M3

M1 M2 M3 M1 M2 M3

P1 P1
P2

P2 L
P3

Single-Segment
concentration specialization
M1 M2 M3 M1 M2 M3

P1
P2
P3

P3
Product specialization Full coverage

P3 L
Selective Market
specialization

Source: Adapted From Derek F. Abell, Defining the Business: The A{
starting point of strategic planning, Prentice Hall, 1980, 192-96 mmim )
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5.4 Pinh vi trong thi trudng
Phén tich méi truong Marketing
- > Lya chon
Thi truiong muc tiéu
Xac dinh lgi ich cdt Ioi
ho thi tniong muc ti
l—| CHIEN Luoc MARKETING HON Hur |—1
chién uw snn PHAM cnwn wc GIA Chién luge mu PHOI | [ohién luge TRUYEN
(Place) 6 HOP (Promotion/l
\_ Business Edge Program, 2005 ___..:.‘- )
30
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5.4 DPinh vi trong thi trudng (tt)
..
W
o thi [N
4 N
Dinh vi
h
Business Edge Program, 2005
g J
(" N
5.4 binh vi trong thi trucng (tt)
Anh/ Chi nght déndiéu gi
khi nhin thiy cAc san phim
nay?
g
4 )
5.4 Pinh vi trong thi trudng (tt)
«»Khai niém:
'D,i}nh vi san phdm & cach tao ra vi thé cu’u} san
pham trong tam tri cua nguwoi tiu dung d@é tao
sw khac biét S0 véi ddi thii canh tranh” (Al
Ries va Jack Trout, 2000).
. - J
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5.4 DPinh vi trong thi trudng (tt)
«*Khai niém (tt):
= “Dinh vi thi truong la thiét ké mét san phzfm
€0 nhitng dac tinh khac biét (khac biét hoa) so
voi san pham hodc dich vu cia-doi thi canh
tranh va t@o cho né mgt hinh danh riéng doi véi
khach hang” (Philip Kotler va Kevin Lane
Keller, 2006), 1"’
. J
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5.4 binh vi trong thi trucng (tt)
“Luuy:
=San pham c6 sy khéc biét gitp cho viéc phan
biét v6i san phdm d6i thu tét hon.
=Khong phai bét ctr nhiing céi'khac déu la sy
khéc biét. &
=Cai khéc chi tro thanh sy khéc biét khi n6 co
gia tri d6i voi khach hang.
. J
4 N
5.4 Pinh vi trong thi trudng (tt)
=*Bude 1: Xac djnh mirc do dinh vi (Quéc gia/ Nganh/
Cong ty/ San pham).
=Budc 2: Xac dinh cac thudc tinh cbt 16i quan trong cho
khdc thi truong da lya chon.
=Bude 3: Xéac dinh vi tri cac thudc tinh trén mot ban dd
dinh vi. A
*Budc 4: Danh gia cac lya chon dinh vi.
=Budc 5: Thuc hién dinh vi va Marketing mix.
N\ -
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Positioning possibilities

«¢ Attribute positioning

+ Benefit positioning

«+Use or application positioning
+ User positioning

+» Competitor positioning
«+Product category positioning
«+ Quality or price positioning

)

Minh hoa dinh vi thj truéng Xa phong

Do &m cao

o *Tone b *Zest
* Dove 2 Lever 2000
O ° * Safeguard
Coas
elux| . b

—9_ Do tay cao
!' Dial

eLifebuoy

Do tay thép

eLava
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Do dm thap -
=
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5.4 Pinh vi trong thi trudng (tt)

«»CA4c tiéu chi danh gia:

@ Khdc biét so véi ddi thl PN
@ Dem lai gia tri gia tdng cho KH A Aihon 4
j Ko _ - a7 v
@ KH chdp {man tra tién cho su khéc biét \\)\}J
@ DN c6 thé thuc hién va thu dugc nhiéu lgi hon
]
Q

Truyén dat d& dang dén KH
DGi thd khé bt chudc

Business Edge Program, 2005 g
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Types of Differentiation
Product Services Personnel Channel Image
Form Ordering Competence Coverage Symbols
ease
Features Delivery Courtesy Expertise Media
Performance Installation  Credibility Performance Atmosphere
Conformance Customer Reliability Events
training
Durability Customer Responsiven
consulting  ess
g J
4 )
5.4 binh vi trong thi trucng (tt)
% Tiéu chuén dé sw di biét hoa cd ¥ nghia:
=Quan trong (important)
=Di trude (Preemptive)
=Vuot trdi (Superior)
=Phén biét (Distinctive)
=D& nhan ra (Communication)
=Vira strc mua (Affordable)
=C6 1oi (Profitable)
g J
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Minh hoa dinh vi X-Men
Cong thirc Advance impact khir 1 1
mui, ngan tiet mo hoi hiéu qua y
cd ngay, cho cam giac kho
thodng ngay. Hwong thom
manh mé&, nam tinh cao cap
dem dén phong céch dan éng ‘ )
manh mé, ca tinh, ban linh va
sy tw tin tuyét déi — X-Men
effective.
g - J

a2
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4 )
Positioning strategies according to Ries and Trout

The first strategy is to strenthen its
own current position in the mind of
customers.

“We’re number 2. We're trying harder”

4 )
Positioning strategies according fo Ries and Trout

The second strategy is to search for a
new unoccupied position that is valued
by enough consumers and to grab it.

1/15/2017

Minh hoa

1.L& héng kich c& (Yaris va Morning)
2.8 héng gia cao (d&ng cp cao).

3.L6 hdng gia thap (déng cap thap).
4.Céc 16 hdng hiéu qua khéac (Sunsilk téc

nhudm, Anlene va Ensure).

( 1
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4 )
Positioning strategies according to Ries and Trout

The third strategy is to deposition of
reposition the competition.
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Positioning strategies according fo Ries and Trout

The fourth strategy can be called the
exclusive-club strategy. It can be
developed by a company when a
number-one position along some

meaningful attribute cannot be archived.

Két thuc |

www.dinhtienminh.net
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