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Segmentation, Targeting, and Positioning - STP - is a strategic

framework used to identify distinct groups of customers, select one or
more target segments, and design a differentiated value proposition for

each target.
Kotler & Keller, Marketing Management, 15th Edition, 2016
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Segmentation

Market segmentation is the process of dividing a market into
distinct groups of buyers who have different needs,
characteristics, or behaviors and who might require separate

products or marketing programs.
Kotler & Keller, Marketing Management, 15th Edition, 2016
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Targeting

Market targeting is the process of evaluating each market
segment’s attractiveness and selecting one or more segments to

enter.
Kotler & Keller, Marketing Management, 15th Edition, 2016
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Targeting
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Positioning

Positioning is the act of designing a company’s offering and image
so that it occupies a distinct and valued place in the minds of the

tCH’QEt customers.
Kotler & Keller, Marketing Management, 15th Edition, 2016
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STP is a framework for translating market understanding
into strategic choices through segmentation, targeting, and
positioning.
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Strategy is about making choices, including deciding
what not to do.

Porter, What Is Strategy, 1996
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Marketing strategy is an integrated set of long-term choices

that defines where a firm competes, how it creates and
delivers value, and how it sustains competitive advantage

through decision logic.
Kotler & Keller, Marketing Management, 2016
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Competitive Advantage
Competitive advantage is a condition in which a firm is able

to create superior value for customers or deliver similar

value at lower cost than competitors.
Porter, Competitive Advantage, 1985
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Customer, Competitor, Company

The 3C framework analyzes strategic position through Customer,

Competitor, and Company perspectives.
Ohmae, The Mind of the Strategist, 1982
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Pog S &y Wy

Porter’s Five Forces framework analyzes the competitive structure

of an industry and its attractiveness.
Porter, Competitive Strategy, 1980
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Awareness
Consideration
Decision
Action

Post Purchase

Loyalty - Advocacy

37



REZAKDORD

ELBULEL
alzlae xS wilas b ol el 5l do oy 0

_

1)6Rg9m@w|mwd|)o|ﬁgww
a2 o ey g ol 4 a3

feadls sl WS sz 42 5

Nzl b ol s o B2Bile il e

.o)b S9>g

38



S ojll LB
S8l e
OB 3l ml b da s

o oy ol

REZAKDORD

S.M.A.RT 5,135 Gua

™
&
ﬁ 7 = Achievable
y D
\
‘Qs b Relevant

",  Time-Based

Sloaal Lalyl SMART  Glo_al 4
3yl Lise glooy o ascins S5l
51025l ool g e STP 5l Lowiiins 45
Lwl,p2 oLl 5 1L oleesl b Gus

|y poo—ai sl SMART 31 > il

o\ lfso g_éj o DU

39



S.M.A.RT 5,135 Gua

oD g 0 & 30 s W (5 P gl €O g I §O Caw 39 (541N IR 5

Cowl oy SO Lads (Bud yauu (o531 ]

L Lyl BB o 0 &8 1> Cya e OBl Ll ¢ ol o o5 sl
Q AiaS oo gy SUFl il Glaobll a5 cul Sl Gles O lesl (6l B0

OO P CS o
: W ‘5)‘Lw.>..x.c ‘Sb.g Q)Lo.w| 6)“35 RV

R
Yo oy Qo yo iz b Tog 0 Vb jadz 19,8
P aS dagd oo O lel (6,105 Gus S5 w®

Dg oz i gz LB G SO wb SOl ol e

REZAKDORD

40



 KPI 5 Lo asiuw

s Lzl S gl bdeis e g5l il xba 4o
l_ll 2e8ab J.:‘OMULM‘ a0 LS:'M’)Q LS’L’))‘ LQ‘)" d.il:
E Market Share

Sales KPIs Marketing KPIs

S

Customér KPIs

Customer Acquisition Cost

Customer Lifetime Value

323 o Hlis dovw (p] Ll .col pl goudS g

Operational KPIs Financial KPIs

L7A KO 41



v g

Marketing KPIs

KPIs ,
a il

Operational KPIs

REZAKDORD

Cust(;n;er KPlIs

Financial KPIs

 KPI 5 Lo asiuw

55U e

az 00,5 il a5 6,50 5l Glosle wesse L L e

1095 o0 Lo 4y i ()]
64 ooy ol Ledly alos S el a5 oKl LT

L oS 3580 Baa )l do bl g 28 jo molaislys LI®
oo ldills ol 0y add

42



 KPI 5 Lo asiuw

N P RERE PIERT

s 409,98 b oS jlo 4 o Laas CAC
o.&.»ﬁbgb’:ﬁ‘ )b’l.g A ‘34.& o)|9 6‘;3 ADS 0 QL..,.: CAC
IS D pao (65651 Wb yuds

ZUIREX Y W NPT SO

4 La Condd ‘;owym‘od; ul.?r.u‘ aS Lsu.oiw 9 )‘)L’ l.:]'

Ll as 3 a5l o b =B, Jow LJ‘
ool YLCAC S|

Operational KPIs Financial KPIs

oLl oSl b Ik lbses! el Some s oy gl,=1 Lol e
Al

3L7A KORD 43



 KPI 5 Lo asiuw

S ymn g0k Job (403

Olosle b labaly Jobo jo (6 i SO a2 o oyl CLV

R N .
09@ S o ol iy A
- P ORI
Marl;etiné KPIs Custorr;er;l;PIs

KPIs ,
‘:.all iuh

: o CLV
S b oo 1) alal) sasasle (i)l s yiie el U]
? o :

xbaiie 0 ads b ol Jseans] l5b cpl gs, 55 w5 Lo

L7 A KORD 4.4



‘533").}‘“4 6‘3‘
Slolas! a4 &_i:).:‘).».w‘ LSLQ%JGLZ.S‘ 9 l‘“t’“‘“’““"’ QT G’a aS ol Lgd..;.ﬂjé Lg}.?‘).’;.w‘ LS‘)'?"
4—’5—‘“6" J.ad..u Lgﬁfo)b..:‘ J.:L‘B &:L_’ 9 é-’l-*-" ‘LQ)LoLw cé—o.c

S5 ol (315 J S
Obosle Blaal 4 olaws jglaieds 28g0ay Sil>Mol

REZAKDORD

45



@hbr.farsi

@rezakord



REZAKDORD

4P
s Ll LSS obhb Al
Product — Place — Price Promotion

Hbb e plesle a8 LB

McCarthy, Basic Marketing, 1960

7P
People- o938l L Sleas oL L asesl
P ,b> 4 Process Physical- Evidence
Booms & Bitner, 1981

47



REZAKDORD

€S o i |, 3> 4> Product

¢ S oo @)l o8 4> L Price
oo,ld 90> xS Place

oo lo ols 4> Promotion
|, 4,55 > 4> People / Process / Physical

Yo oo Cogi b ol )=

48



REZAKDORD

5 Place Price . Product, 5, L odel ob,IL asesl « B2C,s
5 S Sy iy s ol ] Gus g el e > LPromotion
5 Wl IS G w5 e sle)lpl el 15 el

3,00 3929 gy ek Gl

log gloosS ans 2i Physical Evidence sProcess . People ,sle
Wb axsiaol £ 50 32 g Coml Sy 9 SV gb codliiml g w5 49,25 S oo
(SIS end S Lad ool o 0o SoS slodel w38l g Cambiboue pals @

g wzalys ol Lol 5 oyl 585 S5 50 o g S 5 s b JUIS

49



B2C 5 B2B b !5l aisuw]

L Ngd (ABly bl sl peal 098 (o el oS el (e b1k aisel]
WS o o i glo bl 4 1 o5l €
S ST b 28l €
WS oo Blad | o G e @

S ol pe> b Lzl g sl o @

LA KORD 50



alie b 3o SO U asS o asye b lasle a5 09l 0 Dbl 5z s 4 Jeaze
Cela ] 51 oS 5L a,ms Sl wwas YIS Jols g o3le 00,9l 5 1,

(g yai 8 g Liws O ygoas Product o cul opl ml, slalas 5 S5
ool g b Shg «olasis

Dl 0dyd oy o dlioww g 00 4o il agly 5l wbProduct oSGl oS s

: S Sl pl &S S il g s as oS cas ol Product o b,e Lol Jlse
B o Sl g i Gl |y (Soumo b dis i Sy ploS lLds Jgpameo oyl

REZAKDORD

51



Product Lifecycle Curve

Sales & Profits

REZAKDORD

Growth

Maturity

Decline

Product Life Cycle (PLC) Jo—axo yos 4z y>
g &gk )« Brme Jolpe oS Conl (Joo Jpazo joe 45 2
A2 g0 i g WS oo hnogi Sl jo 1) Jeame S gl
WSS (o S A58y Ao e e 0 0Ll Glapeeas

3o b el o go S8 ol el < B2B o
(>l a sl cig s ced Jodl 58 o5lg Slosle Y saze
Mg o ad s foSe sla,Saly & jp0ar b ganainl

R IO PO SR IR

52



Minimum Viable Product

Introduction
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MVP — Minimum Viable Product
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Physical Evidence
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IMC Plan

Integrated Marketing Communications Data Integrated marketing
communications data ensures consistency of messaging and experience across

all customer touchpoints.
Schultz & Schultz, IMC: The Next Generation, 2004
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