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Phan khudc khach hang va xay dung Customer Persona




Muc tiéu bai hoc -~

Trinh bay dugc khai niém, vai trd va cac tiéu thidc phan khidc khach hang/thi trudng trong

marketing va CX

Phan tich dudc cac nguyén tac lua chon phan khuc thj trudng muc tiéu, cac tiéu chi danh gia

muUc do hap dan cla phan khuc, va cac chién lugc targeting

Gidi thich dugc khai niém Customer Persona va xac dinh dudc cac cau phan cd ban cua

MOt persona phu hop vai CX

Van dung dugc quy trinh xay dung Customer Persona va Ung dung persona

trong thiét ké hanh trinh khach hang va diém cham



NoOi dung bai hoc _

@ Khai niém va vai tro cua phan khudc khach hang

@ Cac tieu thuc phan khuc khach hang
@ Lua chon phan khudc muc tiéu

C R




NoOi dung bai hoc _

@ Khai niém va vai tro cua phan khic khach hang

@ Cac tieu thuc phan khuc khach hang
@ Lua chon phan khudc muc tiéu

C R



Sm Vva vai tro cua phan khic khach hang
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Doanh nghiép khéng thé hap dan toan bd ngudi mua trén thi trudng theo cung Mot cach, bdi ngudi

mMua gqua déng, phan tan rong, va khac nhau vé nhu cau cling nhu hanh vi mua.

(Kotler, Armstrong, Balasubramanian, 2024 )



Sm Vva vai tro cua phan khic khach hang

DON GIAN LA KHAC BIET

Phan khuc thi truoéng la qua trinh chia mot thi trudng thanh cac nhém ngudi mua khac biét, trong
doé cdc nhém nay cd nhu cau, dac diém hoac hanh vi khac nhau va cé thé can nhing chién Iugc
marketing hoac marketing mix rieng biéet.

(Kotler, Armstrong, Balasubramanian, 2024 )



Sm Vva vai tro cua phan khic khach hang
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Khoéng phai moi cach phan khdc déu mang lai gia tri.

Mot phan khic chi céd y nghia khi cac khach hang trong phan khidc dé cé xu hudng phan Ung tuong
tu v8i mot tdp hdp no luc marketing nhat dinh.

Noi cach khac, doanh nghiép phan khuc khéng phai chi dé “chia nho thi truéng”, ma dé tim ra nhing
nhdm khach hang cé thé dudc phuc vu tét han bang cac gia tri khac biét.

(Kotler, Armstrong, Balasubramanian, 2024 )



NoOi dung bai hoc _

@ Khai niém va vai tro cua phan khudc khach hang

@ Cac tiéu thuc phan khuc khach hang
@ Lua chon phan khudc muc tiéu
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Cac tiéu thuc phan khuc khach hang

::

Dia ly Nhan khau hoc
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Tam ly hoc Hanh vi



Cac tiéu thuc phan khuc khach hang
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Ngoai ra, con cd modt sé6 cach phan khuc khac nhu:
e Age and life-cycle segmentation
e Gender segmentation
e INncOome segmentation
e Occasion segmentation
e Benefit segmentation
e Hyperlocal social marketing

o Intermarket/cross-market segmentation.



Cac tiéu thuc phan khuc khach hang
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Poi véi thi trusng B2B, doanh nghiép cling cé thé phan khuc theo nhiéu bién so, trong doé cé thé
bat dau tu cac bién nhu dia ly, nganh khach hang, qguy moé khach hang, sau dé di sdu vao cac yéu to
van hanh va hanh vi mua.

(Kotler, Armstrong, Balasubramanian, 2024 )



Cac tiéu thuc phan khuc khach hang
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Poi véi thi truéng quoc té, doanh nghiép cé thé phan khuc theo:
e Dialy
e Kinh té
e Chinh tri—phaply
e Van hoa
e Hodc theo intermarket segmentation, tdc [a nhdm nhng ngudi tiéu dung & cac quoc gia khac

nhau nhung cé nhu cau va hanh vi mua tudng tu.

(Kotler, Armstrong, Balasubramanian, 2024 )



Cac tiéu thuc phan khuc khach hang
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Cac phan khuc hiu ich can dap Ung nhling yéu cau ca ban sau:
e Do lucng duacc
e Tiép can dudc
e DU I8Nn/cd khad ndng sinh |3
e Cothé phan biét dudc
e C6thé hanh dong dudc

(Kotler, Armstrong, Balasubramanian, 2024 )



Quy trinh phan khuc thi trucéng

DON GIAN LA KHAC BIET

Budc 1: Xac dinh thi truéng kinh doanh
Phai xac dinh dudc thi trudng kinh doanh ma céng ty hudng tdi, thi trudng nay sé bao gom
nhiéu Nnhdm khach hang khéng déng nhat.

Budc 2: Xac dinh tiéu chi phan khuc thi truéng
Tim ra cac tiéu thuc dé phan khuc thi trudsng khéng dong nhat thanh cac nhdm khach hang
doéng nhat.



-G AN R Major Segmentation Vanables for Consumer Markets

Geographic region

PHAN KHUC THI TRUONG - Segmentation criteria for B2C

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

City or metro 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+

Density Urban, suburban, rural

Climate Northern, southern

Demographic age Under 6, 611, 12-17, 18-34, 3549, 5064, 64+
Family size 1-2,3-4, 5+

Family lite cycle

Young, single; young, married, no children; young, married, youngest child under 6; young; married, youngest
child 6 or older; older, married, with children; older, married, no children under 18; older, single; other

Gender Male, female

Income Under $10,000; $10,000-$15,000; $15,000-$20,000; $20,000-$30,000; $30,000-$50,000;
$50,000-$100,000; $100,000+

Occupation Professional and technical; managers, officials, and proprietors; clerical sales; craftspeople; forepersons;
operatives; farmers; retired; students; homemakers; unemployed

Education Grade school or less; some high school; high school graduate; some college; college graduate

Religion Catholic, Protestant, Jewish, Muslim, Hindu, other

Race White, Black, Asian, Hispanic

Generation Silent Generation, Baby boomers, Gen X, Gen'Y

Nationality North American, Latin American, British, French, German, Italian, Chinese, Indian, Japanese

Social class Lower lowers, upper lowers, working class, middle class, upper middles, lower uppers, upper uppers

Psychographic lifestyle

Culture-oriented, sports-oriented, outdoor-oriented

DON GIAN LA KHAC BIET

Source: Philip Kotler, Marketing Management, Prentice Hall, p233



PHAN KHUC THI TRUONG - Segmentation criteria for
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Variables

Examples

1.Type of industry, type of customer

-Which industries should we market our products or service? Mining,
chemical, rubber, textile, etc.

-Type of customer includes Government, Commercial, Cooperative,
and Institutional.

3. Customer location, geographic area

-What geographical areas should we concentrate on? Customers
located nearer to factory, of clusters of customers located in various
urban areas.

Source: Philip Kotler, Marketing Management, Prentice Hall, p233



THAO LUAN

Thi trudng san pham/dich vu clia nhém cé thé ducdc phan khdc dua vao tiéu chi nao?




Quy trinh phan khuc thi trucéng
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Budc 3: Tien hanh phan khc thi truéng

e Tin
e TiN
e TiN
e TiN

N do ludng dugc nghia la quy md va mai luc cua cac khudc tuyén doé coé thé do ludng duadc.
N quan trong nghia la cac khuc tuyén dé du I8n va sinh 181 dudc.
n kha thi la cac chuang trinh dé thu hat va phuc vu cho khu vuc dé phai hinh thanh dudc.

N ti€p can dudc tuc la cac dbi tudng trong khuc tuyén cd thé vuan tdi va phuc vu dugc.
Full
Market MU“IDlE‘ |
Coverage Segments Single Individuals

Segments as Segments

Customization

Mass Market

Copyright © 2012 Pearson Education



Quy trinh phan khuc thi trucéng
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Khi danh gid cdc phan khuc, doanh nghiép can xem xét it nhat ba nhdém yéu té:
e Quy mb va muc tang trudng cua phan khuc
e MUc do hap dan vé cau trdc cla phan khdc
e« Muc tiéu va nguon luc cua doanh nghié



NoOi dung bai hoc _

@ Khai niém va vai tro cua phan khudc khach hang

@ Cac tieu thuc phan khuc khach hang
@ Lua chon phan khic muc tiéu

C R




Lua chon phan khuc muc tiéu

DON GIAN LA KHAC BIET

Market targeting la qua trinh danh gid muic dé hap dan cuda tung phan khuc thi truséng va lua chon
Mot hodc nhiéu phan khuc dé phuc vu.

(Kotler, Armstrong, Balasubramanian, 2024 )



Lua chon phan khuc muc tiéu
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Doanh nghiép nén chon nhiing phan khic ma minh cé thé tao ra gia tri khach hang I8n nhat mot
cach sinh Igi va duy tri gid tri do theo thdi gian. Biéu dé cd nghia la lua chon thi trudng muc tiéu
khéng chi dua trén guy mo, ma con dua trén kha nang phuc vu tét han doéi thu va kha nang tao Igi

nhuan lau dai..

(Kotler, Armstrong, Balasubramanian, 2024 )



Lua chon phan khuc muc tiéu
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M1 M2 M3 M1 M2 M3 M1 M2 M3
P1
P2
P3
Single - Segment Selective Market
concentration specialization specialization
M1 M2 M3 M1 M2 M3

P1 P1

P2 P2

P3 P3
Product specialization Full coverage

Source: Adapted From Derek F. Abell, Defining the Business: The starting point of strategic planning, Prentice Hall, 1980, 192-96



NoOi dung bai hoc _

@ Khai niém va vai tro cua phan khudc khach hang

@ Cac tieu thuc phan khuc khach hang
@ Lua chon phan khudc muc tiéu

Q) cosomerperone




Dinh nghia: Customer Persona la gi?
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Customer persona la chan dung dién hinh hdéa moét nhdm khach hang muc tiéu, dudc xay dung tu
d{ liéu vé nhu cau, hanh vi, gia tri va trai nghiém cua ho, nham giup doanh nghiép hiéu khach hang
rd hon dé thiét ké tudng tac, diém cham va hanh trinh pht hdp han.

(Kotler, Armstrong, Balasubramanian, 2024 )



Cau phan cua moét Customer Persona
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Hanh vi cua khach hang

Customer Persona Gia tri cua khach hang
can thé hien dudc doi véi DN

Trai nghiém va tuong tac
cua khach hang




Cusomer Persona
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BUYER’S PERSONA PROFILE
JANE Doe

DESIGNATION

Bio-

This is o sample text that you can edit. You can change
font (size, color, name), or opply any desired formatting.

| HoBBIES/INTERESTS | cHALLENGES | osecTIONS
This is o sample text This is o sample text Thiz is o sample text
that you can edit. You that you can edit. You that you can edit. You
can change font (size, can change font (size, can change font (size,
color, name), or apply color, name), or apply color, name), or apply
any desired formatting. any desired formatting. any desired formatting.
DEMOGRAPHICS

Age: 00

Gender: Female

Address: XYZ street, city, | coaLs ] piGiTAL FooTPRINT

state pin: 000000 .

p This is @ This is a sample text that you
Income: 000000/~ Soarol ®--- sample text. can edit. You can change font
This is a « This is o sample * This is o sample

Goal-02 e - S s text that. text that.

o @ o Thisisa * This is o sample = This is o sample
03 eeesss——|ll)-
Dol text that. text that.

sample text.



Cusomer Persona
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Mot persona can thé hién:
e ThoNg tin Nén cua khach hang muc tiéu
e Nhu cau va muc tiéu
e Hanh vi va thdi quen tucng tac
e Gia tri doi v8i doanh nghiép

e BOi canh hanh trinh va diém cham chinh



Ung dung Cusomer Persona dé thiét ké hanh trinh khach hang
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e Persona la dau vao dé vé customer journey

e Persona giup doanh nghiép nhin hanh trinh tu géc nhin outside-in
e Persona giup xac dinh touchpoints quan trong

e Persona giup thiét ké trai nghiém phu hdp han

e Persona giup tim ra khoang trong trong hanh trinh



Quy trinh xay dung Customer Persona
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Budc 1. Budc 2. Budc 3. Budc 4. Budc 5. Mo ta
Nhan dién Phanbiét > Thuthagp > Gom nhom persona thanh

—

khach hang theo gia tri customer khach hang h6 so c6 thé
va nhu cau insights gan nhau hanh dong
5 Y »
Nhan biét khach Phéan loai khach Thu thap dir liéu Nhém khach hang Xac dinh khach
hang qua céc diém hang theo gia tri tlr hanh vi, phan c6 diém chung vé hang can gi, hanh
cham dé tich Iy va nhu cau dé hinh hoi, trai nghiém va nhu cau, hanh vi xur thé nao, ky vong
thong tin ca nhéan thanh nhém tuong tac thuc té. va bdi canh trai gi, di qua hanh
nhan hoa. tuong tu. nghiém. trinh nao, va nén

dugc tuong tac
ra sao.



Trai nghiém khach hang 2026 —>

thank you

www.dinhtienminh.net dinhtienminh@ueh.edu.vn
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