Target Segmentation and Positioning Strategy
     You have to seek out the target customer market if you want to prosper and to have an efficient and effective business. The targeting is one of the main issues that you have to consider when making a decision on your business target. Together with market segmentation, competitive positioning is also central to the development of effective marketing strategies. 
     Market segmentation represents the action of grouping your different customers that have common needs into a specific segment. Your various customers will respond in the same way to a certain marketing action. So, each segment of customers will have to respond to different marketing strategies, and each of them will offer you growth and profit opportunities.

     You may segment your market in various ways: 
1. The behavior of your customers, for example, brand preferences or online shoppers.  
2.  The demographics that focus on the age, the education or the gender of your clients. 
3. The geographical location, as country, continent, province, rural or city group of customers. 
4. The psychographics which is based on your customers’ lifestyle, such as social class, opinions, personality and others. 
     You’ll be able to select your target markets and to develop positioning strategies only after segmenting the market on classes and groups. One of the main strategies of selecting the target markets is the Undifferentiated Targeting that views the market as one single group. It may be useful only for businesses with little competition. Another strategy is the Concentrated Targeting which is based on selecting one single market niche in order to understand the specific needs of a particular market.  Usually, small firms benefit from this type of strategy. The third strategy is the Multi-Segment Targeting – the approach that you need when focusing on two or more specific market segments and developing various strategies for them. This strategy offers many advantages, but it requires usually high costs.
     So, before selecting one particular strategy of targeting, make a deep analysis of all available strategies and determine which one will suit you the best.
     The positioning component concerns the communication of information about the brand such that it is perceived by the target audience to be differentiated from the competition and to occupy a particular space in the market. Positioning intends developing a product in the minds of your consumers. In order to reach good results, you should improve the customers’ perception about the experience they will have in the case they choose to buy your service or product. Usually, strategic promotional activities improve the perception of customers on your services or products. The business marketing mix has to be well-defined in order to be able to influence positively on your customers’ choices. So, the positioning intent needs to be supported by a set of viable marketing communications. The good understanding of the advantages that customers search on the target market and also of all competing products, are crucial for an effective positioning. It also requires from you to be able to determine the differential main benefit with which you could effectively deliver the required benefits to the target market. All positioning strategies should define themselves in regards to their competitors.
1. Broadly speaking, the positioning process is based upon determining :
· each product's share of mind and current location in the product space

· the relevant buyers of your product or service

· the target market's favorite combination of attributes

· the target market where the product will compete
· the attributes or the dimensions that define the product’s space

· the fit between the target market and the product

     Generally, there are three types of positioning strategies. 

1. Functional strategies that are based on solving problems, providing benefits to customers and getting favorable perception by investors.

2. Symbolic strategies that intend self-image enhancement, belongingness and social meaningfulness and ego identification.

3. Experiential strategies that intend providing cognitive and sensory stimulation. 
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