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Deciding on which track you need

Are you getting these essential deliverables from your market segmentation?

Score out of 10
  0 = not at all

10 = totally
Market structure and segmentation
Q1 Is there a clear and unambiguous definition of the market you are interested in serving, 

with the definition based on a specific purpose or intended use, not on a product or 
service?

[       ]

Q2 Is the market clearly mapped, showing product/service flows, volumes/values in total, 
where decisions are made and the quantities they account for? [       ]

Q3 Are the segments clearly described and sized? These must be groups of customers with 
the same, or comparable, set of needs, not demographics or sectors. [       ]

Q4 Are the real needs of these segments properly quantified, with the relative importance of 
these needs clearly identified? [       ]

Q5 Are the segments clearly linked to a set of characteristics that identify the customers 
found within them? [       ]

Target segments
Q6 Are all the segments classified according to their relative attractiveness to the company 

over the next three years based on clear, unambiguous criteria? [       ]

Q7 Is there a clear and quantified analysis of how well your company satisfies the needs of 
these segments compared to competitors, as perceived by the customers found within 
them?

[       ]

Segment-based marketing
Q8 Are your marketing objectives set by segment and consistent with their position in the 

portfolio? [       ]

Q9 Are the strategies for these segments (including products, price, promotion, place and 
services) consistent with these objectives? [       ]

Q10 Is there a structure, information and decision-making system which enables you to serve 
these segments effectively? [       ]

Total score  [       ]
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