Market targeting

« Market targeting involves
evaluating the various
segments identified during

and which segments it
can serve best
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Factors affecting the choice of
market targeting strategy

« Company resources
* Product variability

* Product’s life cycle
stage

« Market variability

« Competitor's marketing
strategy
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Differentiation and positioning

« Companies must decide on a value
proposition — how it will create
differentiated value for targeted
segments and what positions it wants to
occupy in those segments.

« A product’s position is the way the
product is defined by consumers on

important attributes.

 Det ar sarskilt for videosamtal ,
konsumtion av media som
bocker och tidskrifter, filmer,
musik och spel, och f6r allman
webb och e-maill.
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Steps in choosing a differentiation
and positioning strategy

* |dentify possible value
differences and
competitive advantages

* Choose the right
competitive advantages

« Select an overall
positioning strategy

* Develop a positioning
statement
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Sarskilja sig, hog branschkunskap, mod och
kundkunskap

 FOr audiovisuella medier,
Inklusive bocker, tidskrifter,
filmer, musik, spel och
webbinnehall.

 Latt och behandig (680 g)

* Apple forst, 10-tal
konkurrenter

UIERR TR TEVERH RER RV AN DR LT AR VR AR



Sources of differentiation

Product (prestanda, design, sakerhet, egenskaper)

Services (snabbhet, latt installation, support)
Channels (tillganglighet, e-handel, butiker)
People (rekrytering, utbildning, foretagskultur)

Image (Varumarke, identifikation, reklam)
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Internationella sokmotorer

A9.com
. . Al
Positionering All the Web
AltaVista
AOL

» Starka varumarkets oM
DipBox

nuvarande position DogPile

~ EuroSeek
» Soka ny lucka, om Excite
. Findfast
stod hos kunderna Google

o ] Lycos
* Ompositionering — IceRocket

Infoseek

poangterar en ny Mamma
riktning MetaCrawler

Multicrawl

Northern Light

Open Directory

Ruhim

Search Engine Colossus
Web Crawler

Who Where

Yahoo



http://a9.com/
http://www.alexa.com/
http://www.alltheweb.com/
http://www.altavista.com/
http://www.aol.com/
http://www.bomis.com/
http://www.dipbox.com/
http://www.dogpile.com/
http://www.euroseek.com/
http://www.excite.com/
http://www.findfast.com/
http://www.google.se/
http://www.lycos.com/
http://www.icerocket.com/
http://go.com/
http://www.mamma.com/
http://www.metacrawler.com/
http://www.multicrawl.com/
http://www.northernlight.com/
http://www.dmoz.org/
http://www.ruhim.com/
http://www.searchenginecolossus.com/
http://www.webcrawler.com/
http://www.whowhere.com/
http://www.yahoo.com/
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