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WHAT IS MARKET SEGMENTATION?
With the rise of data-driven marketing and the death of the hard sell, B2B market segmentation is essential
to ensuring that sales and marketing campaigns yield positive results. Personalization is highly valued
by today’s prospects and is a complex process to implement successfully that can be initiated and informed
with effective market segmentation.

Types of Market Segmentation

Market segmentation definition:
What is market segmentation?
The purpose of B2B market segmentation (also known as marketing segmentation) is to assist marketers to accurately
identify key groups of potential buyers based on factors such as location, buying behavior, or personality and interests.
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The most effective campaigns using target market segmentation employ multiple methods to develop
accurate groupings of potential leads. A detailed market segmentation process allows for segmentation marketing
and for sales campaigns to be strategized in a manner that ensures greater efficiency in attracting and appealing
to the target audience.
Personalization is crucial to successfully relate to prospects and influence buyer groups, but it can be a complex process
to implement successfully.
Through a detailed segmentation strategy marketers can better understand the needs and business goals of clients
and, as a result, tailor products and services more accurately. Messaging will be more on point and impactful
and opportunities for growth maximized, while also maintaining budgetary efficiency.
This method can also help B2B marketers identify and make gains in new or emerging markets by ensuring highly
relevant campaigns make businesses the preferred choice for key groups in those markets. By the same merit,
more relevant campaigns promote client retention and nurture the longer-lasting personal relationships typical
of B2B by reminding existing partners of the solutions your business can provide.
With proper marketing segmentation strategies, companies can drive up the success of their marketing
and sales campaigns while nurturing and growing target markets in a manner that encourages a positive
ROI and increased revenue.
As B2B marketers, it is crucial to understand the fundamentals of demand generation and how to develop
interest and awareness of your brand.
In our Definitive Guide to B2B Demand Generation we explain in depth how to design and implement
successful demand generation campaigns.

NOT SURE WHERE TO START?
Check out our best practices for sales and marketing alignment
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FIVE TYPES OF MARKET SEGMENTATION
STRATEGIES - HOW TO SEGMENT A MARKET
Effective B2B market segmentation can be achieved via a variety of techniques to gather
and determine insightful information.
Each type of segmentation strategy focuses on different variables that can be used to define key groups
within target markets and guide B2B campaigns. As such, every strategy should be tailored specifically to the project
in hand to create not just detailed but accurate buyer profiles.
It can be effective to utilize a combination of market segmentation methods and a myriad of data variables
to create a complete picture of prospects, their respective organizations, and how they can be organized.
Here are some target market segmentation examples below:

Example of Insights From Market Segmentation
for Social Media Content Creator
Demographics

Firmographics

Geographics

Behavioral

Psychographics

Small startup
company

Small local
company

Uses planning software
for content creation
and publishing

Prefers bite-sized
content

Gender:

Industry: Amazon
ads and account
management

Based in
San Francisco

Has switched planning
software 3 times
in the last year

Stays off social media
in their spare time

Income:

Management team
of 4 for each branch
of the company

Clients also based
in San Francisco

Has knowledge
of company
and its products
and services already

Training for an Ironman
race in their free time

Marital status:

Small team
of 10 employees

Has interacted
with proprietary
content published
on social media

Reads short articles
and email newsletters
and listens to podcasts
while running

Job title: Social Media
Content Creator

Profits increasing
steadily each year

Age:

36

Female
$45,000
Single

As demonstrated in the infographic above, each B2B segmentation method reveals different insights about prospects,
their business goals, their company, and factors that may potentially influence a final purchase decision. This data can be
interpreted to create specific groups and targeted strategies.
Below, we explore each form of segmenting target audiences in greater detail.
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BEHAVIORAL SEGMENTATION
Behavioral market segmentation methodology focuses on the behavior
of an existing client base through analysis of first-party data typically
collected from proprietary websites.
By measuring how clients behave during extended purchase periods
and longer B2B personal relationships, B2B marketers can learn how
to address the needs and desires of different segments more comprehensively.
In other words, measuring behavioral patterns allows marketers to predict
the future by examining the past.

Behavioral market segmentation examples:
Behavior patterns

Interactions with the brand

Spending habits

Browsing habits

Purchasing habits

Usage rates

Loyalty to brand
Instead of wasting resources chasing dead end accounts, the behavioral data collected through segmentation
can ensure campaigns target more qualified leads that have often indicated buyer intent through their actions.
This means streamlining efforts by focusing on the most valuable accounts that are more likely to benefit from,
and respond to, the products and services being offered.
Marketers can use this data to determine the preferred channels of communication through which to contact target
markets and reach buyer committees. Identifying the best channels to publish on is an essential component of creating
a personalized campaign.

STAY UP-TO-DATE ON PERSONALIZING YOUR CONTENT

Marketers can also analyze behavioral data to ensure that content and communications reach prospects
on the right day of the week and at a time when they are most receptive.
In short, behavioral market segmentation is highly informative and can provide insights that go beyond static
variables and aid targeted outreach to organizations. However, due to its fluid nature, it is important to consistently
measure data and adjust campaigns accordingly to keep pace with changing trends and avoid irrelevance.
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DEMOGRAPHIC SEGMENTATION
Demographic market segmentation is largely considered to be the starting point for B2B segmentation strategies
and serves to break down target markets into broad categories that can be refined later.
Demographic market segmentation examples:
Age

Gender

Annual income

Marital status

Education level

Job title/occupation

Demographic data is simple to record and due to its static nature, is generally more stable than other data types,
plus the type of information it provides is often actionable.
For example, annual income data can be used to quickly segment target accounts into identifiable groups
that share common characteristics, in this case purchasing power. Marketers can use this information
to avoid wasting time and resources by targeting low-income prospects that are unlikely to become buyers
or prospects who are unlikely to influence a buying decision.
This approach is fundamental to ensuring that each campaign’s core messaging is personalized correctly.
Demographic segmentation marketing also paves the way for further segmentation of leads into more detailed
subcategories with the introduction of additional variables.
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GEOGRAPHIC SEGMENTATION
Geographic market segmentation refers to and deals with the “where”,
categorizing prospective clientsbased on their location.
Geographic market segmentation data includes:
Country

Region

City

Postal code

Easy to identify and implement, geographic segmentation provides marketers with important insights
that can influence or limit human behavior and inform campaigns, such as changing seasons, the geo-political
landscape, geographical and location-based restrictions, and cultural identity.
Combined with additional data, B2B marketers can leverage geographic segmentation information to ensure
campaigns don’t just connect with target audiences on a meta-physical level, but also a practical one. And data
can be gleaned at various levels of detail, from broad to granular depending on the needs of each campaign.
The influence of location is important to consider when building strategies and campaigns to reach prospects
effectively as it may contribute to external factors that affect a buying group’s decision-making. Although one
of the simplest data sets to acquire, segmenting by geography can nevertheless provide important information
that might otherwise be overlooked.
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FIRMOGRAPHIC SEGMENTATION
Firmographic market segmentation data refers to the analysis of whole industries and the companies
which operate within them to determine whether they have the potential to become high-value clients.
In the same way that demographic segmentation categorizes individuals into larger groups with defining
characteristics, firmographics serves much the same purpose but at a company level.
Firmographic market segmentation examples:
Industry

Sales cycle stage

Annual revenue

Status

Company size

Job titles

Location

Executive title

By focusing on these variables B2B marketers can develop a better understanding of which companies
provide more investment potential, then create campaigns to fit. It can also be used to identify individuals
within a specific company as points of contact on a buying committee, meaning campaigns can be
personalized more effectively.
Once successful strategies have been implemented for specific companies, marketers can use firmographic
information to help identify similar companies, even entirely new target markets, and ensure subsequent
marketing strategies are optimized, and personalized, for those markets.
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PSYCHOGRAPHIC SEGMENTATION
As buyers continue to expect and respond better to highly personalized marketing and sales campaigns, the analysis
and implementation of psychographic data is crucial. Prospects want to be understood and to be approached in a way
that communicates on their level.
As a result, integrating psychographics into target market segmentation strategies helps B2B marketers identify
and profile individual personas primarily through the focus on IAO variables (interests, activities, and opinions).
The intention here is to relate to potential clients on a deeper, more personal and cognitive level.

Demographics vs. Psychographics

DEMOGRAPHIC
SEGMENTATION VARIABLES

Male

Lives in
California

Social Media
Marketer

Earns $50,000
per year

Single

Years
Old

Values brands
with a personality

Enjoys skiing
trips

Keen surfer

Football fan

Prefers to use
LinkedIn

Works remotely

PSYCHOGRAPHIC
SEGMENTATION VARIABLES
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Psychographic segmentation examples:
Activities and hobbies

Interests

Political values

Biases

Opinions

Prejudices

Ethics

Pain points

Social conversations

Data can be collected from existing or potential clients via a variety of different channels such as social media
interactions, web analytics or direct interviews.
Like behavioral segmentation, psychographics can help identify those channels through which prospective clients are
most likely to be receptive to messaging. Together with timing and frequency, it is an important data set that can assist
with optimizing the outreach of campaigns and better understanding external factors that influence buyer decisions.
Essentially, psychographic segmentation provides B2B marketers with the means to appeal to prospective clients
and their emotional triggers in a way that makes them feel valued.
Each prospect and the organization that they represent has different ideals, aspirations, and views that if understood,
can be leveraged to encourage them through the sales funnel.
For more detail on psychographics, read our Definitive Guide to Marketing Psychographics.

GETTING STARTED WITH MARKET SEGMENTATION AND FINDING
THE METHODOLOGIES THAT WORK FOR YOUR BUSINESS CAN
OFTEN BE A CHALLENGE.
INFUSEmedia’s team of demand experts will analyze your strategic
needs and develop a market segmentation strategy that delivers
results for your demand generation campaigns.
BOOK YOUR 30 MINUTE MARKET SEGMENTATION STRATEGY CALL HERE

www.INFUSEmedia.com

11

Definitive Guide to Market Segmentation

HOW MARKET SEGMENTATION INFLUENCES
THE FOUR P’s OF MARKETING
Before attempting to market and sell a product or service, companies first need to determine its characteristics
and features, who they can sell it to, and how much it is worth.
This is where practical know-how meets industry application as target market segmentation strategies and knowledge
of how to segment a market can be used here to inform and inspire strategies across the four main pillars of B2B
marketing, incorporating product creation, pricing, placement, and promotion.

LEARN MORE ABOUT MAINTAINING A MODERN CHANNEL PROGRAM HERE

1. Product
This is what a company sells, and the creation of a product or service requires a great deal of knowledge
about the market in which it will be sold. Typically, a successful product will be modeled on existing and potential
demand indicators or by providing an innovative solution to a commonly experienced problem.
Discover key indicators for forecasting demand here.
At this stage the most important aspects to consider are how
the brand is displayed, the packaging of the product or service
to the right clients, and the product or service itself.
Market segmentation can provide the deeper level of data
needed to create a product that is unique, offers genuine value
in the marketplace, and appeals to a specific need that resonates
with decision-makers within target accounts.
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2. Price
The most important aspects of pricing are the offer price, available promotions, and discounts.
Establishing the prices of products and services requires multiple variables to be taken
into consideration. As products have real and perceived value, companies need to consider
the buying power of organizations with target markets and proceed accordingly.
These decisions can be informed using firmographic and demographic data with variables like target market size
and company budgetary restrictions. After all, prices need to be competitive yet profitable and reflect the value
of the product itself.
Some brands charge higher fees for similar products to those provided by competitors yet maintain consistent
levels of sales. Some see a high price as reassuringly expensive, while others will be put off and explore more
cost-effective solutions.
It all depends on the strength of the brand. If the brand is well known for high quality products, then clients
may often be willing to pay a premium. Data of the sort provided by segmentation will also be at a premium
when it comes to making the right pricing decisions and marketing prices in line with the needs
and business goals of target accounts.

3. Place
In the international B2B marketplace, the place or location of your
product is as relevant as ever, even for onlineor multi-national
companies that operate on a global scale.
More often than not, companies must identify where their clients
are and go to them. Not the other way around. Geographic
segmentation data is therefore crucial in this respect.
Place takes into account not just a physical location in the real world,
but also which channels potential clients use, which local markets
are ripe for growth, and which are already dominated
by a competitor.
Upon learning a target market is already crowded marketers can turn
their attention elsewhere, saving time and resources.
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4. Promotion
The promotion of products and services is integral to sales.
Psychographic and behavioral segmentation data, in particular,
can prove to be especially insightful. Understanding buyer
personas, behaviors, and buying habits, like those generated with
more qualitative segmentation strategies, is critical for the creation
of successful content marketing strategies.
Market segmentation theory and data can also be used to identify
the correct channels through which to reach decision-makers and
distribute content, as well as to inform which formats are proving
to be most popular.
As target audiences respond differently to the methods companies use to promote their product or service across
their chosen channels, developing informed strategies with market segmentation data can help deliver a positive ROI.
Online tools such as Google’s SimilarWeb platform offer ways for companies to track promotional KPIs such as traffic,
engagement rate, keyword ranking, and more for any website, including competitors’.

CREATING WELL-INFORMED PROMOTIONAL CONTENT
AND ADVERTISING IS INTEGRAL TO GENERATING DEMAND.
For more detail on how to start that process,
read our Definitive Guide to B2B Demand Generation.

YOU’VE GOTTEN THIS FAR, AND WE WANT TO THANK YOU
WITH A GIFT TO YOUR FAVORITE CHARITY.
Simply book a 30-minute meeting with us to discuss your demand gen
and sales funnel acceleration strategies, and we will donate on your behalf.
It’s an easy way we help support your local community.
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BUYER PERSONAS
Creating a Buyer Persona

NEW TO LINKEDIN MARKETING? START HERE
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Buyer personas are semi-fictitious marketing profiles created using data on existing and potential clients
to help determine their behavior, develop a better understanding of their needs and what kind of content
they respond well to.
As such, buyer personas serve as another tool for segmenting target markets and are essential
for any B2B company planning to or already running an ABM campaign.
Due to their artificial nature, detailed buyer personas need to be constructed from a variety of reliable,
qualitative data sources, and which can then be used to inform subsequent marketing and sales strategies.
But beware, they can backfire if the requisite care is not taken. Due to their fluid nature, buyer personas
require constant adaptation and perfecting to ensure they provide marketers with the right approach.
Failure to address leads in the right way will lead to wasted investment and greater churn as they reject
clumsy advances and look for alternative, more attentive providers.
Buyer personas are a useful method through which to connect with prospects on a deeper, more personal level
and serve as another example of how effective marketing segmentation can provide more power to campaigns.

ESTABLISHING BUYER PERSONAS IS A KEY
ELEMENT OF DEVELOPING AN EFFECTIVE
DEMAND GENERATION CAMPAIGN.
Read our Definitive Guide to B2B Demand Generation for more
detail on how to leverage buyer personas to create demand.
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PRODUCT POSITIONING
Product positioning is the strategy of crafting how target markets respond to your product or service.
To get this right, companies need firstly to evaluate the market and decide where they can sell for maximum
effectiveness, or in other words, who will most likely benefit from their solutions. And secondly, to communicate
effectively to that target market.
Trying to build a brand with a broad appeal is a risky strategy, initially. There is rarely an ideal solution
for multiple partners that isn’t bespoke, so by trying to appeal to everyone companies chance poor ROI
by creating a strategy that fails to appeal to anyone.
Remember, the objective of product positioning is to make a product or service as attractive as possible
for your target market. It is not a tangible thing with a finish line, but instead a steady process of brand building
to ensure people think about your business in a positive way.
Typically, there are two important points to consider:
How your product or service can provide valuable solutions to the right client.
What makes your product or service different from others.
Product positioning can be informed by a variety of market segmentation strategies to determine
important details, not just about the target market, but also about rival products. It would be a waste of time,
for example, for a digital start-up to begin challenging Google for advertising space.
Indeed, part of the process for positioning products competitively requires research on current competitors
and their strategies. A clear understanding of the competition is vital.
By leveraging information from segmentation and buyer personas, marketers can decide how best
to ensure products resonate with prospective clients. Using psychographic data, for instance, might give
one company the edge in its products arms race. And those companies which scrape sales and outlast
their rivals may find the market suddenly opens up when other companies go out of business.
To successfully position products and services companies must ensure that they know and understand
their clients, have analyzed their competitors and are able to effectively communicate the uniqueness
of their own brand.
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AN INTEGRAL PART OF UNDERSTANDING A TARGET AUDIENCE
IS DISTRIBUTING PROMOTIONAL CONTENT ACROSS THEIR
PREFERRED CHANNELS.
Content syndication can be a powerful tool for this process.
For more on syndication strategies and how to boost the reach
of your content, read our CMO Guide to Modern Content Syndication.

NICHE MARKETING
The principle of niche marketing is to promote and sell a product or service to a specific, often smaller,
and unique section of the market. This process starts by identifying and categorizing potential clients
that form the consumer base and who might be unique in terms of goals, outlook, or demand.

Niche Markets

Niche markets can typically be defined by using the following
B2B segmentation methods and other data categories:
Demographics

Geographics

Price

Firmographics

Quality of service

Psychographics
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The whole point of identifying niche markets is to enable companies to micro-market and target their product
or service to an often smaller, more nuanced client base which might otherwise make lead generation challenging.
Accuracy is crucial for ensuring that campaigns are personalized effectively, with language, tone,
and style important variables to get right.
As a result, niche marketing strategies can really benefit from the level of detail provided by market segmentation,
in particular the more qualitative data afforded by psychographics and behavioral research.
For example:
Firmographics can be used to determine which organizations within a niche market
offer the most potential, as well as who best to contact within those companies by providing
insights into individuals who may sit on a buyer committee.
B2B psychographic segmentation can identify the distinguishing human characteristics
of niche markets which can later be leveraged to determine the preferred channels
of communication, together with the right language and style to employ to optimize
personalization and outreach.
Geographic segmentation at a granular level can be utilized to identify niche markets
and guide personalization by adjusting to location-based factors influencing decision processes.
Having analyzed and defined target niche markets, companies can employ predictive analytics to forecast
future trends and behaviors, opening up yet more opportunities for growth in otherwise restrictive territory.
To get the most out of any niche marketing strategy requires continuous research and testing to ensure
that campaigns remain effective over time and that products are positioned correctly.
It can often be a time-sensitive operation in which companies need to respond quickly to changes to avoid
missed opportunities. Or worse, to become irrelevant.
Benefits of nailing down a niche market typically include higher brand loyalty, higher prices due to specialization,
higher profit margins on individual items, and less competition. Negatives include smaller, more nuanced consumer
bases and lower total profits, while some niche markets may be vulnerable to external influences, like fashion,
which can affect greater competition or a reduction in the consumer base based on social trends.
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CONCLUSION
For modern B2B marketing and sales strategies to reach and influence decision-makers on buying committees to be successful,
companies can no longer get away with being uninformed or creating campaigns which fail to communicate on the right level.
Personalization is important and anything less is likely to fail to influence buying decisions and be ignored.
As such, the depth of detail generated via a multitude of B2B market segmentation methods concerned with the needs,
aspirations, interests, opinions, locations, buying power, and tone of content and the preferred channels of communication
of target audiences is invaluable.
Realistically, companies cannot successfully plan ahead without it.

INFUSEmedia HAS HELPED CLIENTS DELIVER TARGETED
CAMPAIGNS FOR THOUSANDS OF FUNNELS THAT GENERATED
UNMATCHED ENGAGEMENT.

With a myriad of lead generation and demand generation tools
and services at our disposal, we can help you get the result
you are looking for.
Let’s build successful strategies for your business together.
Contact the team at letstalk@infusemedia.com.
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