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The Strategic Engine: nalnduladaundudiso

1. Diagnose (SWOT)
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2. Execute (STP)
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1. Measurable 2. Substantlal 3. Accessible 4. Actionable 5. Differentiable
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- Geographic (pufaas):
US=INA, 90KIQ, dNIWaINA,
ADUKUALIUU

- Demographic
(UszgnsAnans): 91, LW,
nsAnw, s18la, AsouAsSd

- Psychographic (9a2n#1):
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(Modern Metrics):

- Value:
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(Transactional Worth)

- Firmographic:
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Segmentation in Action: nstiAnunusuds:aulan

Ford

waanssu & n1slgviu

IUVIENSOYUAIBTOWITUGE
(Heavy duty/{3viukun)
29NV INSnEUANaUAdIUaUn/
[awaladagnvdau

Nike

AUYUSIUUDNIKUDINAWA

IuvNaUUNNWIOIBW (Performance)
HgN22NINIY
nduRNBUBOUIWSURWA
(Streetwear)

Green Market
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Behavior
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Phase 2 (T): 1aviUNKu1® (Evaluation Criteria)
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1. Size & Growth
(vunana:znasiaula)

91UdUaNAT USUIEUAD NGNS
naznudldufuaunnalkyworsall

il

~

-

L8

2. Profitability
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4. Competition
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Targeting Strategy Spectrum: nagnsnissnaaia
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1. Qaraqulasu
(Mass Market)
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(Multiple Segments)
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3. aa1qalawaou
(Niche Market)
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4. aamsquna
(Micro/Individual)
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Phase 3 (P): Unsv9a8u (Brand Positioning) N
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The X/Y Masterclass: uudvausniinisA’
nNIsK1govIvlunaia (Market Gap) wauunu 2 Oa:

=
-

9.9)

([_ Starbucks (Premium Experience) j
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The Grand Synthesis: Ustu1N1SWUWIZYD

S&W Positioning 00 Bk /E:
(Jovamelu) (P) .
_--_—/;) .
f——— e
O&T | Segmentatlon 9=
(Uovgniguan) & Targeting (T) | , ‘

- Ms3lAs1sKA3uaumsuan (0 & T) ¥aglRuaviusasuanyavaalawan Segmentation & Targeting
- NSIIASE: Hnswmnsmﬂfu (S & W) 10uanasdrArulumsitkua Positioning Auvasnidsuuuulyla
- Result: nagns STP i AuLugh o.aomuhlqn'lsaanuuuaauUs.aumomsma‘m (4Ps) hl$sogcio



The Ultimate Takeaway: nlussnadowaninula?
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