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Understanding the process of segmentation, targeting, and positioning (STP)
is crucial for any business aiming to effectively reach its audience and
establish a strong market presence. The STP process helps marketers identify
the most promising customer groups, tailor their offerings to meet specific
needs, and position their products or services in a way that resonates with
their target market. To maximize marketing efficiency and achieve competitive
advantage, it is essential to place these steps in the correct order,
beginning with the very first step. In this comprehensive guide, we will
explore each step of the STP process, emphasize the importance of their
sequence, and provide insights into how to execute each phase effectively.

Understanding the STP Process

Before diving into the sequence, it is vital to understand what each
component of STP entails:

- Segmentation: Dividing the broad market into smaller, more manageable
segments based on shared characteristics.
- Targeting: Selecting specific segments to focus marketing efforts on.
- Positioning: Crafting a brand image and message tailored to the selected
target segment to influence perception.

Proper execution of these steps enables a business to allocate resources
efficiently, develop relevant marketing strategies, and create a compelling
value proposition.

Placing the Segmentation, Targeting, And
Positioning Process in Order

The order of the STP process is designed to build upon each preceding step,
ensuring that marketing efforts are both strategic and effective. The correct
sequence is:

1. Segmentation
2. Targeting



3. Positioning

Let’s explore each step in detail, emphasizing their role and timing within
the process.

First Step: Segmentation

Why is segmentation the first step?

Segmentation serves as the foundation of the entire STP process. Without
understanding the diversity of the market, it is impossible to identify
meaningful groups or tailor marketing strategies. Segmentation involves
dividing a broad, heterogeneous market into smaller, more homogeneous groups
based on shared characteristics.

How to perform market segmentation

Effective segmentation involves identifying relevant criteria to categorize
potential customers. Common segmentation bases include:

- Demographic Segmentation
Age, gender, income, education, occupation, family size, religion, ethnicity.
- Geographic Segmentation
Location, climate, urban vs. rural areas, regional differences.
- Psychographic Segmentation
Lifestyle, personality, values, interests, attitudes.
- Behavioral Segmentation
Purchasing habits, brand loyalty, product usage, benefits sought, readiness
to buy.

Steps in the segmentation process

1. Identify potential bases for segmentation: Choose relevant criteria based
on the product or service.
2. Collect data: Gather information about customers using surveys, market
research, and analytics.
3. Segment the market: Divide the market into distinct groups using the
selected bases.
4. Profile each segment: Develop detailed profiles highlighting
characteristics, needs, and preferences.

Importance of effective segmentation

- Enables targeted marketing strategies.
- Helps in resource allocation.
- Improves customer satisfaction by addressing specific needs.
- Facilitates product development tailored to segment preferences.



Second Step: Targeting

Transition from segmentation to targeting

Once the market has been segmented, the next step is to evaluate each
segment's attractiveness and decide which ones to pursue. This process is
called targeting.

Criteria for selecting target segments

- Segment Size and Growth Potential
Larger and rapidly growing segments may offer more opportunities.
- Segment Accessibility
The ability to reach and serve the segment effectively.
- Segment Compatibility
Alignment with the company's resources, goals, and capabilities.
- Competitive Intensity
The level of competition within the segment.
- Profitability
Potential revenue and profit margins.

Targeting strategies

- Undifferentiated (Mass) Marketing: Target the entire market with a single
marketing mix.
- Differentiated Marketing: Target multiple segments with tailored marketing
mixes.
- Niche Marketing: Focus on a specific, well-defined segment.
- Micromarketing: Customize marketing efforts to individual customers or
local segments.

Process of selecting target segments

1. Evaluate each segment based on the criteria above.
2. Prioritize segments that align best with business objectives and
resources.
3. Select target markets and develop segment-specific marketing strategies.

Benefits of strategic targeting

- More efficient use of marketing resources.
- Increased relevance of marketing messages.
- Higher chances of customer engagement and loyalty.

Third Step: Positioning

Understanding positioning



Positioning involves creating a distinct image and identity for your product
or brand in the minds of your target customers. It is about communicating
value in a way that differentiates your offering from competitors.

Steps in effective positioning

1. Identify competitive advantages: What makes your product or service
unique?
2. Determine the desired brand image: How do you want customers to perceive
your brand?
3. Develop a positioning statement: A clear, concise statement that
encapsulates the value proposition.
4. Design marketing mix elements: Product, price, place, and promotion
strategies aligned with the positioning.

Positioning strategies

- Cost Leadership: Emphasize affordability.
- Differentiation: Highlight unique features, quality, or customer service.
- Focus/Niche: Serve a specific segment with specialized needs.
- Attribute Positioning: Emphasize specific product attributes or benefits.
- Lifestyle Positioning: Connect the brand with a particular lifestyle or
identity.

Implementing positioning

- Use branding, advertising, and customer experience to reinforce the desired
image.
- Ensure all marketing mix elements align with the positioning strategy.
- Continuously monitor and adapt positioning based on market feedback and
competition.

The Importance of the Correct Sequence in the
STP Process

Placing the steps in the correct order ensures a logical flow:

- Segmentation provides the basis for identifying groups with shared needs.
- Targeting ensures resources are focused on the most promising segments.
- Positioning crafts a compelling message tailored to the targeted segments.

Misordering these steps can lead to inefficient marketing efforts, misaligned
messaging, and missed opportunities. For example, without proper
segmentation, targeting becomes a shot in the dark; without targeting,
positioning efforts may be wasted on uninterested audiences.



Conclusion

The process of segmentation, targeting, and positioning is a cornerstone of
strategic marketing. The correct order—starting with segmentation, followed
by targeting, and culminating in positioning—ensures that marketing
strategies are grounded in a deep understanding of customer needs, focused on
the most valuable segments, and communicated effectively to establish a
competitive advantage. By diligently following this sequence, businesses can
optimize their marketing efforts, foster stronger customer relationships, and
achieve sustainable growth in their respective markets.

---

Key Takeaways

- Place the steps in the STP process in the following order: Segmentation →
Targeting → Positioning.
- Market segmentation is the foundational step, requiring detailed customer
analysis.
- Targeting involves selecting the most attractive segments based on
strategic criteria.
- Positioning crafts a unique image of your product or brand tailored to
targeted segments.
- Proper sequencing enhances marketing effectiveness and resource efficiency.

By mastering this structured approach, marketers can develop compelling
strategies that resonate with the right audiences and differentiate their
brand in a competitive landscape.

Frequently Asked Questions

What is the first step in the segmentation,
targeting, and positioning (STP) process?
The first step in the STP process is segmentation, where the market is
divided into distinct groups of consumers with similar needs or
characteristics.

Why is segmentation considered the initial step in
the STP process?
Segmentation is crucial because it helps businesses identify and understand
different customer groups, enabling more effective targeting and positioning
strategies.



After segmentation, what is the next step in the STP
process?
The next step following segmentation is targeting, where the company
evaluates and selects the most attractive segments to focus its marketing
efforts.

How does proper segmentation influence the targeting
and positioning stages?
Proper segmentation ensures that targeting and positioning are focused on
relevant customer groups, leading to more personalized marketing messages and
better customer engagement.

What are some common bases for market segmentation
at the first step?
Common bases include demographic, geographic, psychographic, and behavioral
segmentation.

Can you explain the importance of correctly
identifying segments in the first step?
Accurate identification of segments allows for more precise targeting and
effective positioning, ultimately increasing marketing success and customer
satisfaction.

Is the positioning step performed before or after
targeting in the STP process?
Positioning is performed after targeting, as it involves designing marketing
strategies to appeal to the chosen segments.

How does the initial segmentation step impact the
overall success of a marketing strategy?
Effective segmentation lays a strong foundation for targeted marketing and
positioning efforts, leading to better resource allocation, higher customer
relevance, and increased competitive advantage.

Additional Resources
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---



Introduction

In the rapidly evolving landscape of modern marketing, understanding how to
effectively reach and influence consumers is paramount. The Segmentation,
Targeting, and Positioning (STP) process stands as a cornerstone strategy for
marketers aiming to tailor their offerings and messaging to specific
audiences. While the overall framework is well-established, a nuanced
comprehension of the sequence and the roles of each step is essential for
optimizing marketing efforts.

This comprehensive article delves into the detailed steps involved in the STP
process, emphasizing the importance of placing these steps in the correct
order, with particular focus on identifying the first step—segmentation. We
will explore the rationale behind the sequence, the methodologies involved,
and how each step interrelates to craft a compelling market strategy.

---

The Significance of Proper Sequencing in STP

Before exploring the steps individually, it is crucial to understand why the
order matters. The STP process is designed to progressively narrow the focus
of marketing efforts:

- Segmentation breaks down the broad market into smaller, more manageable
groups.
- Targeting involves choosing which of those segments to serve.
- Positioning is about establishing a distinct place in the minds of the
selected target segments.

Executing these steps in the correct order ensures that resources are
allocated efficiently and that marketing messages resonate effectively with
the chosen audiences. Missteps or premature targeting without thorough
segmentation can lead to ineffective campaigns, wasted resources, and missed
opportunities.

---

The First Step: Segmentation

Understanding Market Segmentation

Market segmentation is the foundational step in the STP process. It involves
dividing a broad consumer or business market into subgroups based on shared
characteristics. The primary goal is to identify groups of consumers who are
similar within and different from others outside the group, enabling
marketers to tailor strategies to meet their specific needs.



Why Is Segmentation the First Step?

Choosing segmentation first is logical because it provides the necessary
structure for subsequent targeting and positioning. Without understanding the
distinct segments within a market, targeting decisions lack direction, and
positioning efforts may not align with consumer needs. Segmentation acts as
the lens through which the entire marketing strategy is crafted.

Types of Market Segmentation

Different bases can be used to segment markets, and often, marketers employ a
combination of these:

- Demographic Segmentation: Age, gender, income, education, occupation,
family size, ethnicity.
- Geographic Segmentation: Region, climate, urban/rural, population density.
- Psychographic Segmentation: Lifestyle, personality, values, social class.
- Behavioral Segmentation: Purchase behavior, brand loyalty, usage frequency,
benefits sought, readiness to buy.
- Firmographic Segmentation (for B2B markets): Industry, company size,
location, revenue.

Methodologies for Conducting Segmentation

Effective segmentation relies on gathering and analyzing data. Techniques
include:

- Qualitative Research: Focus groups, interviews, ethnographic studies.
- Quantitative Research: Surveys, secondary data analysis, statistical
clustering.
- Data Analytics & Machine Learning: Advanced segmentation using algorithms
to identify patterns.

Criteria for Effective Segmentation

Segments should be:

- Measurable: Quantifiable in size and purchasing power.
- Accessible: Reachable through marketing channels.
- Substantial: Large enough to warrant resources.
- Differentiable: Distinct in needs and responses.
- Actionable: Capable of being targeted with specific marketing strategies.

---



The Second Step: Targeting

Choosing Which Segments to Target

Once segments are identified, the next step is selecting which to pursue.
This involves evaluating each segment's attractiveness based on:

- Segment Size and Growth Potential: Larger and growing segments are often
more attractive.
- Competitive Intensity: Less competitive segments may offer better
opportunities.
- Alignment with Company Objectives: Fit with company resources and strategic
goals.
- Profitability: Potential return on investment.

Targeting Strategies

Marketers may adopt various approaches:

- Undifferentiated (Mass) Marketing: One marketing mix for all segments.
- Differentiated Marketing: Different strategies for multiple segments.
- Niche Marketing: Focus on a small, specific segment.
- Micromarketing / Local Marketing: Tailored approaches to individual or
local customer groups.

Assessing Segment Attractiveness

Tools like SWOT analysis and the use of key metrics assist in making informed
targeting decisions.

---

The Third Step: Positioning

Defining Positioning

Positioning is the process of establishing a brand or product’s identity in
the minds of the target segment. It involves crafting a unique value
proposition and communicating it effectively to differentiate from
competitors.



Developing a Positioning Strategy

This involves:

- Identifying the key benefits and attributes valued by the target segment.
- Creating a compelling brand image and message.
- Ensuring consistency across all marketing channels.

Positioning Tools and Techniques

- Value Proposition Development: Clear articulation of benefits.
- Perceptual Mapping: Visual representation of how consumers perceive
competitors and your offerings.
- Unique Selling Proposition (USP): Highlighting what makes the product
unique.

---

Interconnection of the Steps: From Segmentation to Positioning

The process is iterative and interconnected:

1. Segmentation provides the foundation—identifying distinct groups.
2. Targeting narrows focus to the most promising segments.
3. Positioning tailors messaging and branding to resonate with the chosen
segments.

A misaligned sequence, such as targeting without proper segmentation, can
result in broad, ineffective campaigns. Likewise, skipping positioning or
conducting it prematurely can lead to confusion and weak brand
differentiation.

---

Practical Application: An Illustrative Example

Consider a company launching a new line of eco-friendly athletic shoes:

- Segmentation: Based on demographics (young adults 18-30), psychographics
(environmentally conscious), and behavioral factors (fitness enthusiasts).
- Targeting: The company chooses to focus on urban, eco-conscious millennials
with a penchant for fitness.
- Positioning: The brand emphasizes sustainability, performance, and style,
positioning itself as the premier eco-friendly athletic footwear for urban
lifestyles.

This logical flow—from segment identification through targeted marketing to
strategic positioning—maximizes relevance and effectiveness.



---

Common Pitfalls and How to Avoid Them

- Skipping segmentation: Leads to unfocused marketing efforts.
- Targeting too broadly: Dilutes brand message and reduces impact.
- Poor positioning: Causes confusion or weak brand differentiation.
- Neglecting data-driven analysis: Results in subjective decisions that may
not reflect market realities.

To mitigate these risks, companies should:

- Conduct thorough research before segmentation.
- Use objective criteria for targeting choices.
- Test positioning messages with target audiences.
- Continuously monitor and adjust based on feedback and market changes.

---

Conclusion

Understanding the correct sequence of the Segmentation, Targeting, and
Positioning process is fundamental for effective marketing strategy
development. The first step—segmentation—sets the stage for all subsequent
decisions. It provides the clarity needed to select the right target segments
and to craft compelling positioning strategies that resonate deeply with
those audiences.

By meticulously following this order—placing segmentation first, then
targeting, followed by positioning—marketers can ensure their efforts are
coherent, focused, and ultimately successful. The process is dynamic and
requires ongoing analysis, but adherence to the correct sequence offers a
strategic advantage in an increasingly competitive marketplace.

---
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In summary, placing the steps of the STP process in the correct
order—starting with segmentation—is crucial for building a coherent,



effective marketing strategy that resonates with the targeted audience and
sustains competitive advantage.
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