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strategy. Once a business identifies and divides its target market into
distinct segments based on shared characteristics, the next essential step is
to understand what these segments truly need and desire. This knowledge
allows companies to tailor their offerings, communication, and overall
approach to effectively meet customer expectations, foster loyalty, and
achieve sustainable growth. In this comprehensive article, we will explore
the key actions and considerations that follow the identification of customer
needs and wants during market segmentation, ensuring a strategic alignment
that maximizes marketing effectiveness.

Understanding Customer Needs and Wants: The
Foundation of Effective Marketing

Before delving into the subsequent steps, it’s important to distinguish
between customer needs and wants:

Customer Needs: Fundamental requirements or problems that customers seek
to satisfy. These are essential and often universal, such as the need
for safety, health, or convenience.

Customer Wants: The specific ways in which needs are satisfied, often
influenced by personal preferences, cultural factors, and marketing
influences. For example, a customer may need transportation (a need) but
want a luxury SUV (a want).

Understanding these distinctions allows marketers to develop targeted
strategies that resonate with their segments. Once these needs and wants are
identified, the process naturally progresses to several critical steps aimed
at translating insights into actionable marketing plans.

Key Steps Following Identification of Customer



Needs and Wants

1. Developing Customer Profiles and Personas

Creating detailed customer profiles or personas is a fundamental step that
helps visualize and understand the target segments on a deeper level. These
profiles include demographic, psychographic, behavioral, and geographic data,
as well as insights into their needs, wants, motivations, and pain points.

Demographics: Age, gender, income level, education, occupation.

Psychographics: Lifestyle, values, interests, personality traits.

Behavioral Data: Purchasing habits, brand loyalty, product usage
patterns.

Geographic Location: Urban or rural, regional differences.

Why develop personas?
Personas help marketers craft personalized messages, select appropriate
channels, and design products that truly meet customer desires.

2. Conducting In-Depth Market Research

Having identified customer needs and wants, the next step involves gathering
detailed data to validate assumptions and uncover further insights. Market
research methods include:

Qualitative Research: Focus groups, in-depth interviews, ethnographic
studies to understand motivations and perceptions.

Quantitative Research: Surveys, polls, and data analytics to quantify
needs and preferences across segments.

Secondary Data Analysis: Reviewing existing reports, industry studies,
and competitor analyses.

This research informs product development, positioning, and messaging
strategies, ensuring they are aligned with actual customer desires.



3. Mapping Customer Journey & Touchpoints

Understanding how customers interact with the business at various
stages—awareness, consideration, purchase, retention, and advocacy—is
crucial. Mapping their journey helps identify:

Key touchpoints where customers seek information or make decisions.

Potential pain points or barriers that hinder satisfaction.

Opportunities to deliver personalized experiences that fulfill needs and
wants.

This insight guides the development of targeted marketing communications and
improves overall customer experience.

4. Designing Product and Service Offerings

Based on the comprehensive understanding of customer needs and wants,
businesses must develop or refine their offerings to match expectations
precisely. This involves:

Creating new products or services that address unmet needs.

Adjusting existing offerings to better meet customer preferences.

Packaging, branding, and features that appeal to specific segments.

The goal is to develop solutions that provide real value, differentiate from
competitors, and foster customer loyalty.

5. Positioning and Messaging Strategy

Effective positioning communicates how a product or service meets customer
needs better than competitors. This step involves:

Crafting unique value propositions tailored to each segment.

Developing messaging that emphasizes benefits aligned with customer
wants.



Selecting marketing channels most frequented by the target segments.

Clear, compelling positioning enhances customer engagement and influences
purchase decisions.

6. Pricing Strategies Aligned with Customer
Perceived Value

Pricing is a vital element that must reflect the perceived value of the
offering to the target segment. Considerations include:

Willingness to pay based on segment income levels and perceived
benefits.

Competitive pricing analysis.

Psychological pricing tactics that resonate with customer expectations.

Appropriate pricing ensures profitability while satisfying customer
willingness to pay.

7. Developing Tailored Marketing Mix (4Ps)

The marketing mix—Product, Price, Place, Promotion—should be customized to
meet the specific needs and wants of each segment:

Product: Features, quality, design aligned with customer preferences.

Price: Strategies that reflect perceived value and affordability.

Place: Distribution channels preferred by target segments.

Promotion: Messaging and media channels that effectively reach and
influence the segments.

This tailored approach enhances marketing effectiveness and customer
satisfaction.



Integrating Customer Insights into Business
Strategy

Once the above steps are executed, the insights gained must be integrated
into broader business strategies:

1. Product Development and Innovation

Using customer needs and wants data to innovate and develop products that
serve emerging or unmet demands.

2. Customer Relationship Management (CRM)

Implementing CRM systems to personalize interactions, track preferences, and
foster long-term loyalty.

3. Continuous Feedback and Improvement

Establishing mechanisms for ongoing customer feedback to adapt offerings and
strategies dynamically.

Conclusion: The Path to Customer-Centric
Success

In the process of market segmentation, determining customer needs and wants
is immediately followed by a series of strategic actions that transform
insights into tangible marketing and business initiatives. Developing
detailed customer profiles, conducting thorough research, mapping customer
journeys, designing tailored offerings, and implementing effective
positioning and marketing mixes ensure that businesses can meet customer
expectations effectively. Ultimately, this customer-centric approach
facilitates stronger relationships, higher customer satisfaction, and a
competitive advantage in the marketplace. Recognizing that customer needs and
wants are dynamic, successful companies continuously adapt their strategies
to stay aligned with evolving preferences, ensuring sustained growth and
success.



Frequently Asked Questions

In the process of market segmentation, what step
follows immediately after identifying customer needs
and wants?
After identifying customer needs and wants, the next step is to evaluate and
segment the market based on those needs to target specific groups
effectively.

Why is understanding customer needs and wants
crucial before selecting a target market?
Understanding customer needs and wants ensures that the segmentation is
relevant, allowing businesses to tailor their offerings to meet specific
customer preferences, leading to better marketing effectiveness.

What role does market segmentation play after
determining customer needs and wants?
Market segmentation helps categorize customers with similar needs and wants,
enabling companies to develop targeted marketing strategies for each segment.

How does identifying customer needs and wants
influence product development during market
segmentation?
It guides product development by highlighting features and benefits that
resonate with specific customer segments, leading to more effective and
customer-centric products.

What tools or methods are used to determine customer
needs and wants in market segmentation?
Methods include surveys, focus groups, interviews, market research reports,
and data analysis to gather insights into customer preferences and
requirements.

Is customer feedback collected before or after
segmenting the market, and why?
Customer feedback is typically collected before segmentation to understand
needs and wants, which then inform the segmentation process for more targeted
marketing.



How does understanding customer needs and wants
affect the positioning strategy in market
segmentation?
It enables businesses to craft positioning strategies that align with
customer preferences, ensuring their offerings stand out in the targeted
segments.

What is the importance of differentiating customer
needs and wants within market segments?
Differentiating customer needs and wants allows for more precise targeting
and customization, increasing customer satisfaction and loyalty.

After determining customer needs and wants, what is
the next step in developing a marketing mix?
The next step is to design the marketing mix—product, price, place, and
promotion—that best satisfies the specific needs and wants of each segment.

How does the process of market segmentation improve
overall marketing effectiveness after understanding
customer needs?
It allows companies to focus resources on the most promising segments, tailor
messages, and develop products that meet specific needs, resulting in higher
engagement and sales.

Additional Resources
In The Process Of Market Segmentation, Determining Customer Needs And Wants
Is Immediately Followed By

Understanding the intricacies of the marketplace is essential for any
business aiming to succeed in today's competitive environment. Market
segmentation—dividing a broad consumer or business market into subgroups
based on shared characteristics—is a foundational step in crafting targeted
marketing strategies. However, the process doesn't end once segments are
identified; it is immediately followed by a critical phase: analyzing and
understanding the specific needs and wants of these segments. This step is
pivotal because it transforms raw demographic or psychographic data into
actionable insights that inform product development, positioning, and
messaging.

In this article, we delve into what happens immediately after segment
identification, exploring why understanding customer needs and wants is



central to effective marketing, how businesses conduct this analysis, and how
these insights shape subsequent strategic decisions.

---

The Significance of Customer Needs and Wants in Market Segmentation

Understanding Needs versus Wants

Before diving into the process, it’s important to clarify the distinction
between needs and wants:

- Needs are fundamental requirements that consumers seek to fulfill. They are
universal and often rooted in physiological or safety considerations—such as
food, shelter, and security.

- Wants are shaped by individual preferences, cultural influences, and
personal tastes. They are specific desires that extend beyond basic
needs—like preferring a particular brand of coffee or a specific style of
clothing.

Recognizing this distinction helps companies prioritize their efforts. While
needs form the foundation, addressing wants allows for differentiation and
targeted positioning.

Why Immediate Focus on Customer Needs and Wants Matters

Once market segments are defined, understanding these core drivers ensures
that marketing and product development efforts are aligned with what
customers genuinely seek. This alignment:

- Enhances customer satisfaction and loyalty.
- Reduces the risk of product mismatch.
- Facilitates more effective communication strategies.
- Enables precise value proposition development.

This process is not merely an optional step but a vital bridge that connects
segmentation insights to real-world consumer behavior.

---

Techniques for Determining Customer Needs and Wants

Following segmentation, companies employ various qualitative and quantitative
methods to gather detailed insights into customer needs and wants.

1. Market Research and Data Collection

Primary Research

- Surveys and Questionnaires: Using structured questions to uncover



preferences, priorities, and unmet needs within each segment.
- Interviews: Conducting one-on-one conversations provides nuanced
understanding.
- Focus Groups: Facilitated discussions that explore perceptions, attitudes,
and desires.

Secondary Research

- Analyzing existing data sources such as industry reports, academic studies,
and government statistics.
- Monitoring social media conversations, online reviews, and forums to gauge
customer sentiments and emerging needs.

2. Customer Feedback and Engagement

- Customer Service Interactions: Insights from support calls, chat logs, and
complaints can reveal pain points.
- User Testing and Beta Programs: Observing how customers interact with
prototypes or early versions of products to identify needs that may not be
explicitly stated.

3. Behavioral Data Analysis

- Tracking purchase histories, website analytics, and app usage to infer
preferences.
- Utilizing tools like Customer Relationship Management (CRM) systems to
segment behaviors and identify patterns.

4. Ethnographic Research

- Immersive techniques where researchers observe consumers in their natural
environments, providing deep insights into contextual needs and wants.

---

Turning Insights into Action: Analyzing Customer Needs and Wants

Once data is collected, the next step involves analysis to interpret what
these insights mean for the business.

1. Segment Profiling

- Developing detailed profiles or personas that encapsulate key
characteristics, behaviors, needs, and wants.
- These profiles serve as reference points for tailoring marketing
strategies.

2. Identifying Pain Points and Opportunities

- Pinpointing unmet needs—areas where current offerings fall short.
- Recognizing desires that can be cultivated into new product features or



services.

3. Prioritization

- Not all needs and wants are equally critical. Prioritizing based on factors
like segment size, purchase potential, and strategic fit ensures resources
are allocated efficiently.

4. Gap Analysis

- Comparing existing products/services against identified needs to find gaps.
- Developing action plans to address these gaps through new offerings or
modifications.

---

Integrating Customer Needs and Wants into Strategic Decision-Making

The insights derived from understanding customer needs and wants directly
influence several strategic areas:

1. Product Development and Innovation

- Designing products and services that meet or exceed customer expectations.
- Incorporating features that address specific wants within each segment.

2. Positioning and Messaging

- Crafting compelling value propositions that resonate with the identified
needs.
- Using language and imagery that reflect customer desires and aspirations.

3. Pricing Strategy

- Aligning price points with perceived value based on customer willingness to
pay for specific benefits.

4. Distribution Channels

- Choosing channels that are most accessible and preferred by target
segments.

---

Case Study: A Clothing Retailer’s Approach to Customer Needs and Wants

To illustrate, consider a clothing retailer that has segmented its market
into young professionals, active seniors, and budget-conscious students.

Post-segmentation analysis reveals:



- Young professionals prioritize style, brand reputation, and quality.
- Active seniors value comfort, durability, and ease of dressing.
- Budget-conscious students seek affordability and trendy designs.

Actionable steps include:

- Developing a premium line with stylish, high-quality fabrics targeted at
young professionals.
- Offering easy-to-wear, comfortable clothing with simple fastenings for
seniors.
- Creating a value-focused, trendy collection for students with affordable
pricing.

This targeted approach ensures that marketing messages, product features, and
sales channels are all aligned with the specific needs and wants of each
segment.

---

Challenges and Considerations in Assessing Customer Needs and Wants

While the process is crucial, it is not without challenges:

- Evolving Preferences: Customer needs and wants change over time, requiring
ongoing research.
- Unarticulated Needs: Some desires are subconscious or unspoken, making them
harder to identify.
- Data Overload: Collecting vast amounts of information can be overwhelming;
thus, effective filtering and analysis are essential.
- Biases and Assumptions: Researchers must guard against preconceived notions
influencing interpretations.

To mitigate these challenges, companies should adopt a continuous feedback
loop, integrating customer insights into their strategic culture.

---

The Impact on Business Success

Companies that excel at understanding and addressing customer needs and wants
after segmentation are better positioned to:

- Differentiate themselves in saturated markets.
- Build long-term customer relationships.
- Innovate proactively based on emerging trends.
- Optimize resource allocation for maximum return.

In essence, this phase transforms segmentation data into meaningful actions
that drive growth and customer satisfaction.

---



Conclusion

In the process of market segmentation, determining customer needs and wants
is immediately followed by a comprehensive analysis that guides every
subsequent strategic decision. This step ensures that businesses don't merely
categorize consumers but truly understand what motivates their behaviors,
preferences, and expectations. By employing robust research techniques and
thoughtful analysis, companies can develop tailored offerings that resonate
deeply with their target segments, fostering loyalty and competitive
advantage. As markets continue to evolve, maintaining an ongoing dialogue
with customers about their needs and wants remains a cornerstone of
successful marketing strategy—one that transforms insights into impactful
results.
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