Market Segmentation Revision GCU

(a) Define market segmentation and briefly describe the demographic,

psychographic and behavioural bases for segmenting markets.

(b) Explain how each of the bases that you have described above can be used

to segment the market for cars.

(c) What are the problems that marketers face in deciding the basis on which to

segment their markets?

This question required students to describe different bases for undertaking

segmentation and then to apply these to the car market. Students were

also required to critically assess this concept in terms of usefulness to

marketers. Clearly demographic segmentation is relatively easy to describe

and explain and even the weaker students were able to do this. 

Students had problems with defining behavioural and psychographic

segmentation, in particular the latter. Psychographic segmentation is

undertaken on the basis of social class, lifestyle, or personality

characteristics.

There is a tendency for weaker students to explain concepts purely in

terms of providing examples and this is a strategy that will lead to a

penalty.

Generally those students who understood these bases of segmentation

were also able to apply them to the car market. Better students were also

able to critique the usefulness of segmentation to managerial decision

making. This last part of the question was not straightforward, so it was

pleasing to see how many students were able to address it.

Where application of segmentation bases to cars is concerned, the market

could be segmented in demographic terms such as age, e.g. with relatively

cheap, small sporty cars for young people. Psychographic segmentation

could be in terms of personality e.g. people who think that they are hip

and trendy. Behavioural segmentation could be in terms of ‘occasions’ e.g.

when the whole family, including small children are carried in the car and

the driver is interested in safety. Other aspects could be usage rate e.g.

certain types of cars could be designed for people who drive a great deal.

Possible problems in using segmentation could refer to the fact that for

certain types of segmentation e.g. psychographic, a lot of information may

need to be gathered before it can be used. With demographic

segmentation it may be difficult to predict peoples’ behaviour using that

segmentation basis.
