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4 Select the target segment(s)

J L Market Positioning

Develop positioning ]
for each target segment
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6 Develop marketing mix ] - 4P : Product/Price/Place/Promotion
for each target segment - 4C: Customer Value/Cost to the Customer/
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“Segmentation =
The Strategy of Subdividing the Market’
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[ : Segmenting the Industrial Market (Bonoma & Shapiro, 1983) ]
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: K. Ohmae, Mind of Strategies , 1982
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Larger Tanker

Small Tanker

Container

High—-Grade Cargo

Low—-Grade Cargo

Large Bulk

Small Bulk

Liquid Gas

MEE K, Ohmae, The Mind of the Strategist, 1982

[ Highly Attractive Segments
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