
3 6 – M A R K E T I N G  I N S I G H T

In this series of articles, I have been
looking at marketing for smaller “non-
corporate” businesses and outlining
the key concepts that you will,
hopefully, find useful. Just as a recap,
in my view the key areas of marketing
are segmentation, targeting and
positioning, or STP. 

Segmentation: identifying
meaningful groups of customers
interested in a particular service or
product.

Targeting: identifying which of the
segments that you want to sell to (and
those you don’t!).

Positioning: how you go about
selling to your chosen segments and
how you communicate what your
service offer is.

Targeting
This month, I will discuss targeting in
more detail – selecting who you want
to sell to and, just as importantly, who
you don’t want to sell to. Targeting
should be done from the perspective
of the segments that you have
identified and those that have most
opportunity or are easiest to serve.
Balance this with your business
capabilities, such as your facilities,
skills and so on. If you should decide
to change your targeting as
circumstances or external pressures
dictate, you will need to consider the
impact on equipment, staff numbers,
required skills and any finances to
invest in these areas.

As I’ve previously stated, although
these concepts are explained as a
sequence of activities, each of the key
marketing areas support and
complement each other. That means
that, ideally, all should be reviewed
and adjusted over time as you learn
more about how well your chosen
approach is working.

So, where to start?
After completing the segmentation
activity, you should end up with
several customer groups (segments)
that you have identified in your
catchment area. It is unlikely that you
will be able to serve all the customer
groups you identify as it’s not possible
to be all things to all people. So, you
need to select a small number of
segments that you are going to focus
your resources on. Remember, you
can’t please all the people, all the time.

For a customer segment to be
useful, it needs to pass several tests.
You should be able to satisfy the
needs of everyone in a segment with
the same service/product offer – the
“value proposition”. One reason for
creating the segments in the first
place and then deciding which
segments to target is the overall
objective of serving as many people
as possible with the fewest number of
different value propositions.

The segment should be unique. It
should react specifically to the value
proposition that you are offering. The
segment should be expressed in clear
terms that are relevant to the
purchasing decision and which guide
you in selling to them. For example,
for an insurance broker “female drivers
over 35 without a recent claim” is
useful while “left-handed female
drivers” is not.

The segment should be
identifiable and quantifiable. By that 
I mean you can find data on the
segment. I’m sure insurers can easily

sift their data to find female drivers
over 35 and without a recent claim.
However, data on the number of left-
handed female drivers probably
doesn’t exist in detail, so it would be
impractical to identify a list of “left-
handed female drivers”.

Of course, the segment must be
large enough for you to make a profit
and cover your costs of
communicating to them and attracting
their business.

Any group that does not meet all
these criteria should be rejected
because it will not warrant the
changes to your product or service,
special promotional activity and
general hassle factor needed to attract
them to your business.

All the segments that do pass the
test should then be subjected to
further evaluation in relation to your
objectives to assist you to prioritise. 
I suggest a simple table and scoring
system such as the following example.

List your business objectives on the
left and score each segment against
them. The simplest scoring system is 
1 to 3 where 3 is the most attractive,
but you can choose any scale that you
are comfortable with. In the example
below, the segment that best meets 
the business’ objectives is B.
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Objectives (examples) Segment A Segment B
Few competitors 1 2
Potential for better margins 2 1
Growth potential 2 3
Mainly large organisations 1 3
Total 6 9
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Once this exercise is complete, you
should have a small number of
segments that you can target with your
marketing and sales activity. As I have
previously mentioned, that doesn’t
mean you turn work away from the
segments you did not select. Rather,
you simply focus your sales activity,
resources and staff skills on the
segments you have selected. Any other
business should be managed, in an
opportunistic way, as it comes along.

What next?
Having identified which one or two
customer segments you are going to
target, you now have to find out
where your new prospects are and
how to reach them. There are several
ways to do this. You could build your
own list of prospective customers
through business networking and
research. You could buy a list from
commercial sources using the
segment profiles you have generated
to help you define the list
characteristics. Using the insurance
broker example, you could identify
females over 35 who live in a certain
postcode. Creating your own list may
be time-consuming but you then have
control over how you use and develop
it as part of your plan for growth.

All the usual online and offline
resources can help get you started,
including:
• search engines
• online directories
• social media interest groups
• exhibitions and trade shows
• trade associations
• local sponsorships.

Lists you buy are becoming more
accurate as the quality of data
improves. Even so, buying a list can be
expensive and you may be limited in
the number of times you can use the

information. If you do buy a list, think
about the cost using the final “cost per
response” calculation rather than the
initial “cost per contact”. Assume that
10% of people you contact on the list
respond in some way, and that 20% of
those bring their car to you. This is a
10% response rate and a 2% success
rate. So, if 2% of names on the list bring
you their car, what is that in profit,
based on the average repair cost? If the
expected profit is significantly more
that the cost of the list, then it’s likely 
to be a good investment.

With the ever-developing privacy
rules around people’s personal data,
finding relevant information quickly
and easily can be extremely difficult.
Reputable data companies can provide
lists, gather the data in compliance
with the regulations, and will have
done so in a way that allows them to
use the data for marketing purposes.
They are able to collate and pass on
the level of detailed data that you
need. Add to that, the time and effort
it can take you or one of your staff to
build your own list is a key reason why
I prefer buying lists wherever possible
or financially feasible.

A number of clients I work with buy
an initial list and then maintain or add to it
over time as they track their contact with
the customer and record the
communication they have with them. This
is a way of starting with enough data to be
successful but without the ongoing cost of
regular updates. I would recommend a
simple CRM (customer relationship
management) system to track these
communications. In addition to keeping all
the data in one place, it helps you comply
with privacy rules and standards.

And now ...
You can now put your target customer
list to use. You need to decide how to

initiate contact with those on the list
and what process to use to take them
through from initial contact to
generating a job sheet. Once this is
defined, you can then reach out to
your target customers using
advertising, PR, direct marketing,
personal selling or other promotions.
You may have heard these
promotional activities referred to as
the “marketing mix”. However, before
you go ahead with any of these
activities, you must think about what
you are going to say and how you will
say it. That is the “positioning” – the
key message or messages about your
services, which includes consideration
on branding, pricing and the customer
experience itself.

Positioning is the final part of my
short series on “marketing for non-
corporate businesses”, which I will
cover in more detail next time.

So, until next time
I trust this guide has been useful and
you have found time to apply some 
of the guidance I have shared to your
businesses already. There are many,
many resources online that will give
you further examples and further
reading. Here are some examples,
which in turn have links to further
resources:

https://tinyurl.com/yxbsglm6 –
Broadcast: The official blog of Crucial

https://tinyurl.com/y5mghyml – Why
You Need a SWOT Analysis for Your
Business

https://www.mindtools.com/pages/arti
cle/stp-model.htm – Mind Tools:
Segmentation, Targeting and
Positioning (STP) Model

If you have any specific questions
on any of the information or
recommendations that I have shared or
the examples that I have used, please
provide feedback to the editorial team
at the National Collision Repairer.

Barry has extensive collision
industry experience across
Australasia, Europe and Asia
Pacific. He is currently located in
the UK and can be contacted on
barry.edney@triple888.co.uk
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