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Abstract 
 

This study is being conducted to find the ways of segmenting the market into 
different segments and to find the deeper media penetration and fragmentation 
which enable the marketer to reach every possible micro segments. We are 
trying to find the benefit of micro segmentation on tourism industry. The 
service industry has commendably contributed to the development of the 
economy in recent times where the degree of customization is relatively high. 
It is also easier to promote a micro destination in comparison to a macro 
destination. 
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INTRODUCTION 
It is said that each buyer is potentially a separate market with unique needs and wants. 
Ideally, a seller should design a separate marketing program for each buyer as each 
client accounts for a significant portion of the company’s business, but most sellers do 
not find it worthwhile to customize their product for each specific buyer. Instead, the 
seller looks for broad classes of buyers who differ in their product needs. Now, when 
a marketer does this he tries to segment the market on certain common basis or divide 
the market on some common elements . This is known as segmentation. 
 Market segmentation is the sub-division of market into homogenous sub-sections 
of customers. So a market segment consists of a large identifiable group within a 
market. This is generally decided on the basis of their wants, purchasing habits, 
buying attitudes etc. For eg. An instant shelter company may identify six broad 
segments: hotels, open air restaurants, clubs, resorts, temporary markets and 
government agencies. The consumers of a particular segment are assumed to be quite 
similar in their wants and needs. 
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Basis for consumer markets: 
Now there is no single way to segment a market. A marketer has to try different 
segmentation variables, alone and in combination, hoping to find the best way to view 
the market structure. Here are some variables: 

1. Geographic Segmentation: This segmentation refers to the segmentation on 
the basis of geographical area like continents, nations, countries, states etc. 

2. Demographic Segmentation: This segmentation consists of dividing the 
market on the basis of age, gender, income, family cycle, race, etc. They are 
the most commonly used variables. ( Adventure tourism vs Leisure tourism). 

3. Psychographics Segmentation: It divides the buyers into different groups 
based on social class, life styles and personal characteristics. ( Excursion vs 
long holiday). 

4. Behavioural Segmentation: It consists of dividing the market into groups on 
the basis of their knowledge, attitude, use or response to a product. (Study trip 
vs. an outing in castle world).  

 
Types of Segmentation: 
Segmentation I precisely of two types. 
Macro Segmentation: Macro segmentation refers to dividing the market into broad 
groups. Eg. We can divide the world into broad destinations like India, Australia, 
Europe, and  America. 
 Micro Segmentation: It is the process of fragmenting  the traditional ,marketing 
segments that lies untapped by critically evaluating the needs of such segments. This 
involves extensive marketing research associated with the brain storming of 
innovative ideas that are need- based from the consumer perspective. The degree of 
critical thinking will lead to ultimate triumph. 
 Micro Segmentation Process: The process of micro segmentation begins with 
traditional segments. The existing macro segments, which are formulated, based on 
factors such as demography, psychography or geography consists of numerous sub- 
segments with untapped needs. The business community can exploit these untapped 
needs and capitalize on that. In most of the industries the process is on and the 
segmentation arena is wide open to innovative ideas to win the battle. A pictorial 
representation of this process is given below: 
 
 
OBJECTIVE: 
To identify newer ways of differentiating consumption pattern and thereby 
consumers. Also to study the transition from mass marketing to customization. 
 
 
METHODOLOGY: 
A micro segmentation exercise was performed to evaluate the benefit of 
customization by differentiating consumption pattern. Here the factors like consumer 
needs, aspirations, value addition, product related factors were measured. 
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 A set of six questions comprising of various parameters of a segment was used to 
collect the primary data. The questions included were of both open and close ended 
type. 

 

 

 
 
 

 The next move calls for a need based consumer research, which will identify three 
different groups of consumers with highly fulfilled, partly fulfilled and unfulfilled 
needs. The partly fulfilled customer needs can be defined as those needs that are 
insufficiently covered. Further, there is a chance of consumers existing with needs 
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unfulfilled , but still use the products out of compulsion. Compulsion may arise due to 
usage by other family members, product fitting into the budget, low involvement in 
purchase, no stake in purchasing decision, impulsive purchase leading to post 
purchase dissonance. 
 Having understood the possibilities of existence of such consumer needs, a further 
probe on consumer data is sought after. This should focus on the needs, aspirations 
(wants), consumer’s suggestions for improvements and other product related factors 
such as amount of usage, type of usage, brand loyalty and benefits sought. 
 The next move towards micro segmentation is crucial of the consumer groups that 
leads to dissatisfaction among them. This should result in exploring the micro 
segments that should take the marketers close to the set of consumers whose 
aspirations remain un-served till then. 
 After exploring the micro segments, the marketers need to evaluate each segment 
on the basis of size, feasibility, profitability and their validity to the mission. Those 
segments, which are scoring high on all the aforesaid evaluation, are worth to be 
focused. The marketer could decide between targeting a certain segment or multiple 
segments based on the strengths. Whatever the case may be all the marketing efforts 
should be aimed at grabing the early bird gains. 
 On the other hand , those consumers with highly fulfilled needs, need to be 
retained by incorporating suitable retention strategies such as maintaining product 
quality, consistent supply, competitive pricing and continuous value addition. This 
group of consumers should be nurtured because they serve as unpaid sales force to 
spread the positive word of mouth. The process of micro segmentation should be 
continuous in the sense that marketers should innovate new segments and redefine 
segmentation strategies too often. 
 
Cases of micro segmentation in India: Today’s consumers are flooded with 
information related to products and this has helped them to pick the best from the 
given choices. Deeper media penetration and fragmentation has enabled the marketer 
to reach every possible micro segments. The technological revolution is playing its 
role actively in enriching the knowledge base of the consumers about the features, 
availability, affordability of product. This has resulted in – 
 Purchase preparation time>Actual purchase time Due to high involvement in 
purchase decisions, consumers are able to carve out new wants and preferences from 
time to time. Are these wants satisfied always? In most of the cases the answer is not 
satisfactory. This group ultimately forms a part of the consumer group with 
unfulfilled needs. If the technique of micro segmentation is properly applied, new 
micro segments will emerge which could transform these unfulfilled needs into 
fulfilled ones. 
 Many business organizations have gone for micro segmentation in recent times. 
For eg. With the advancement in the field of information technology numerous 
software training institutes have come up. Is micro training institute targeting 
children. Aptech computer education followed the suit by introducing a computer 
course for beginners by name Vidya. 
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 In the entertainment industry micro segmentation is very much visible with  
exclusive channels for business, fashion, news and music. Further micro segmentation 
has been practiced by leading foreign television channels on the basis of language. 
For instance, cartoon network (Hindi and Tamil), Discovery ( Hindi) and national 
geographic (Hindi and Tamil) apart from our national telecaster door darshan with 
more 15 regional channels. 
 The banking industry too adopted this by setting up numerous ATM centers that 
provides round the service, providing Sunday banking, extended banking hours, any 
branch banking and so on. These services are the result of the banks identifying the 
convenience of their customers. More ever, these facilities are simple and customer 
friendly. In addition this indirectly caters to those segments, which remained 
untapped. 
 A peep into “consumer India” presents interesting fact that the Indian consumers 
are willing to buy in small packs. Interestingly, to satisfy consumers Gillette has 
introduced single- cartridge packs. In fact, Gillette introduced such packs only in 
India. In addition Gillette introduced small sachets of shaving gels. 
 In the case of ‘ oral care’ markets numerous avenues of micro segmentation exists 
in terms of products introduced for price sensitive, gum care, fresh breath, foam based 
(gel and cream), total protection, whitening, germ protection, strong teeth, herbal and 
ayurvedic based, sensitive teeth and so on. But still the kid segment remain untapped. 
 Micro segmentation is indeed today success formula because of the following 
reasons:   

1. Micro segmentation of a big destination like India makes it easy for the policy 
Makers and planners to plan regarding the infrastructure, superstructure of that 
destination. 

2. Micro segmentation of a destination gives an adequate time to tourists to 
explore the place completely. For eg. To see the whole of India, one month or 
an average of 15- days is not enough for the tourists. So in this case, the point 
becomes clear that if micro destinations are developed and promoted even the 
tourists would be satisfied that there was a proper utilization of their money. 

3. It is easier to promote a micro destination in comparison to a micro 
destination. For eg. India has many divers tourists attractions like Kerala for 
health and geo tourism and religious. Goa for leisure tourism and beach 
tourism, Rajasthan for culture tourism and desert tourism. On the basis of 
requirements and wants of people it is very complex to promote the whole of 
India as one destination. 

4. If destinations are promoted are prompted on a micro basis then the 
government can focus company on actually what is to be improved and 
improve its quality. 

 
 On the other hand if the whole macro destination is to be improved then the 
government tries to improve the whole destination and thus cannot concentrate on the 
quality. 
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CONCLUSION: 
Population projections indicate that in the next five years children and youth will 
emerge as the major consuming class. Keeping this in mind, marketers could think of 
micro segmentation strategies in categories like apparels, FMCG, entertainment and 
service industry. The shifts in the preferences are for seen by marketers to equip 
themselves to provide customer delight and thereby building a strong, long term 
relation with them. The service industry has commendably contributed to the 
development of the economy in recent times where the degree of customization is 
relatively high. To conclude, though the transition from macro segmentation to micro- 
segmentation becomes inevitable, the process seems to be a difficult one. In a country 
like India when culture idiom is predomination preferences, to what extent this is 
feasible to satisfy a huge micro segments is a million dollar question. 
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