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Abstract  

 

Purpose – This study was to investigate the barriers in the market 

segmentation process, the barriers are occurred in the infrastructure, 

processing and implementation;  many organisations fail to get the full 

benefits of the market segmentation due to barriers in segmentation 

process. Dibb and Simkin (2008), Dibb (2005) and Kaluarachchi (2010) are 

the major contributors for this topic 

 

Methodology – Interpretivism approach with the inductive research 

methodology was sued. This research project was based on a review of 

relevant literature and the qualitative method -interview. The research was 

carried out through a case study with ABC steel company Ltd. India. 

 

Findings – This research produced a number of key findings: 

infrastructure barriers, processing issues and the implementation blockers 

with the empirical data collection with the case study.  

 

Conclusion – Regarding the literature some conclusions are drawn from 

the findings. Major barriers in the segmentation process in infrastructure, 

process and Implementation are sum up on case study.  

Furthermore this dissertation demonstrates some practitioner advice of 

using the established content analysis agenda, as well as suggestions for 

further research on the topic of perceived risk in online shopping. 

 

Recommendation – This research overcoming the market segmentation 

process barriers from the findings.  

 

 

Keywords: Market segmentation, segmentation process, infrastructure, 

implementation 
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1. INTRODUCTION 

1.1. Background 

The 1956 marketing strategy of product differentiation led to the foundation 

of marketing segmentation by Smith. Later, in 1970’s and 1980’s the 

expansion of sales and achieving the competitive advantages became the 

prime agenda deviating from market segmentation. 1990’s witnessed 

different and complicated techniques to attain the potential customers 

generally with customised offering with the market segmentation (What is 

market segmentation; 2010). Market segmentation is well established due 

to its significance, but still number of reports mention gaps between theory 

and practice, which lead to implementation failure in segmentation (Dibb 

and Simkin, 2001; Sausen et al., 2005; Palmer and Millier, 2004; Dibb and 

Wensley, 2002); another possible reason for approaches taken in the 

literature are perspective and analytical approach (Jenkins and McDonald, 

1997). Many authors support that the theories and the real practice are 

either end of platform which lead to the failure of the market segmentation. 

The research of Sollner and Rese (2001) supported by Clarke and Freytag 

(2008), present segmentation is one of the main concepts in the marketing. 

 

Market segmentation is the major strategic decision part for every business 

in every industry (Piercy, 1997; McDonald, 1995; cited in Dibb and Simkin, 

2001). Advantages of segmentation are broadly discussed by various 

academics and practitioners (Dibb, 2005; cited on Kaluarachchi, 2010; 

Dibb and Simkin, 2008). The benefits of the market segmentation are 

difficult for many organisations because they are not overcoming these 

hindrances. Sharp (1995) cited in Kaluarachchi, (2010); argues that the 

segmentation approach is existing from long time since it benefits to 

vendors in different business. Segmentation is important for every business 

to get the customers perception and their needs and wants to make more 

profitable sales. 
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The market segmentation process description is supported on the modern 

market termed as STP (Segmentation, targeting and positioning) process 

(Kotler and Armstrong, 2010). The segmentation process has reported with 

different range of problems by many practitioners. Dibb (1998) states that 

the main problem for failure in segmentation is lack of segmentation 

knowledge and misunderstanding of the segmentation literature. Dibb and 

Simkin (2001) researched has pinpointed  out three major causes for the  

failure of segmentation process (1) infrastructure barriers, (2) process 

issues and (3) implementation barriers. Dibb (2005) described in a paper 

about the difficulties in implementing the segmentation process with 

diagnosis and treatment with the different case studies. Dibb and Simkin 

(2008) illustrated the problems related to managers’ attitudes, structure of 

the organisation, operations, data use and allocation of resources. 

 

1.2. Research Focus 

Dibb (1998) illustrated that the segmentation has become the panacea for 

anything and everything. Current market companies recognise that the 

every offer will not suit with every customer, nor will every customer be 

evenly reactive to a known marketing movement (customer segmentation, 

2010). All individual becomes a segment of its own in a global market. For 

instance: a ‘hybrid customer’ buys basic groceries at a discount outlets, but 

eats the weekend in a luxury dinner at a five-star restaurant - this means 

price is not the key purchase criterion for everything. The segmentation is 

very much necessary in every business but the segmentation fails during 

the processing and misses the benefits for the organisation.  Dibb and 

Simkin (2001) points out that the main reason for the segmentation failure 

is the practitioners are not taking necessary steps to overcome the 

hindrances during the process. Many of these issues will guide the market 

segmentation process to be unsuccessful (Goller, Hogg and Kalafatis, 

2002; cited in Sausen, Tomczak & Herrmann, 2005). If these barriers can 
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come over then the segmentation will be a successful processing and the 

organisation will get benefits. 

The awareness which segmentation be a focus for the resources which are 

invested in it, mounting evidence suggests that businesses have problems 

operationalise segmentation (Dibb, 1998).  This kind of problems was 

supported by Dibb and Simkin (2008), along with poor managerial 

understanding of segmentation values, process deficiencies, data 

difficulties and resource problems are mentioned in this study. 

 

“Academic marketing literature offers little guidance on implementation 

issues” – (Dibb, 1999 cited in Dibb and Simkin, 2008) on the other hand, 

Palmer and Miller (2004) argue that the segmentation processing problems 

make worse because of lack of research. Gradually, Badgett and Stone 

(2005), started to recognise certain problems through the research in their 

own rights (cited in Dibb and Simkin, 2008). This illustrates that many 

researchers suffered the lack of research in the segmentation process 

issues. 

 

A most important focus of this study will concentrate on the barriers of the 

segmentation process, related to market segmentation process. What are 

the barriers in the market segmentation process?  What are the issues in 

the segmentation process with the infrastructure? What are the issues 

during the processing in segmentation process? What are the issues 

during the implementation of the segmentation process? How to evaluate 

critically the segmentation process problem with the case study? How to 

overcome these segmentation problems with the case study? To gain a 

deeper understanding of these issues related to segmentation process, 

need to tackle three main activities elaborated in the following aims and 

objectives section. “Market segmentation is a difficult process, but one 

which can bring significant rewards to organisation applying it successfully” 

–Dibb and Simkin (2008, p153). 
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1.3. Aims and Objectives 

The overall aim of this research is to identify the various problems in the 

market segmentation process. Nevertheless, in order to understand the 

market segmentation process issues it is necessary to gain an insight in to 

the segmentation process and to explore the barriers to implement the 

market segmentation process. It is hard to understand the problems in the 

market segmentation process without knowing the market segmentation 

and its process. Further, this research will assess the problems of market 

segmentation process which occurs in infrastructure, processing and 

implementation; and will examine these problems with the case study. 

Consecutively, two main research vehicles will be exploited to assist this 

study: an in-depth review of relevant literature and the collection and 

analysis of empirical data. 

Specifically, inside the context of market segmentation process, the 

objectives of this research are to: 

1. A review of literature to discover current research findings on market 

segmentation process and its barriers.  

2. Empirical data collection using case study relating to the 

segmentation process issues and also critically evaluates the 

problems in market segmentation process with the case study. 

3.  To overcome these barriers in market segmentation process. 

At the risk of oversimplification of the purpose and value of each of the 

above objectives, objective 1 focuses on the cause and emerging issues; 

this forms the core of literature review, whereas objective 2 of this research 

will give a clear view on the viewpoint of the organisation. It would be a slip 

of mind for the reader to view each of the objectives interlinked. The first 

objective - to identify the various problems in the segmentation process, 

the barriers in the market segmentation process occurred in three points 

they are infrastructure barriers, process issues and implementation 
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barriers. The second objective is to evaluate critically the empirical data 

collected in case study with the literature review- provides an opportunity to 

gain meaningful insight into the views of organisation. Finally the third 

objective – to overcome the barriers in the market segmentation process 

which found from the empirical research on the case study. The objectives 

are not to be seen as autonomous of each other, but all correlated to the 

issues of market segmentation process. 

 

1.4. Case study 

1.4.1. Background of the company 

The ABC steel company Ltd, India, is a public Ltd. Company; corporate 

under companies’ act 1956 commenced on16th December 2002 in the 

state of Kerala. The company produces TMT steel bars for construction 

industry in various sizes from 8mm to 25mm. Their major market is the 

state of Kerala (12th largest populated state), India and has a leading role 

in the production of steel in its own market. The company maintains its 

quality of production with ISO 9000 hallmark. Currently the company has 

78 employees and the turnover of the company in 2009-2010 is $15.5 

million. 

1.4.2. Why ABC steel company Ltd. permitted the research on 

Market segmentation process barriers? 

After going through the profile of the company and the interaction with the 

General Manager, who is well known to the author led the research to 

choose ABC steel company Ltd as a case study. The interest showed 

towards researchable topic on market segmentation process was due to 

know more about the segmentation process barriers. Furthermore, their 

keenness towards the research was to identify the problems if any, so that 

they could improve their market segmentation process to get full benefit out 

of it. 
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1.5. Chapter Outline 

Brief outline of other chapters are showed below: 

Chapter One presents the person who reads with an introduction to this 

research, describe the need of the study, and give a brief synopsis of every 

chapter. The author clearly defines the background of the market 

segmentation process and its benefits when the organisation overcomes its 

barriers during the implementation, and the dissertations overall research 

aims and objectives are identified. 

Chapter Two presents the literature on the market segmentation and 

market segmentation process and most popular process among the 

segmentation STP process will be described. Firstly, in the literature review 

a critical evaluation on market segmentation, process and issues related to 

implementation of market segmentation process (What are the problems in 

market segmentation process?) are unleashed. This will identify the 

various barriers in the infrastructure, process and the implementation 

sections. The literature on each section will strengthen the knowledge 

about each issue in depth. The first section of the literature identifies the 

emerging problems in the infrastructure (beginning) of the segmentation 

process. Then it identifies the emerging problems in the processing 

(during) the segmentation process. Finally the literature highlights the 

barriers in the implementation (after) process of the market segmentation, 

followed by the explanation of the main occurrence in the barriers of the 

market segmentation process.  

Chapter Three provides the research methodology undertaken explaining 

and justifying the philosophy, approach; research strategy and data 

collection method in this research. In adding up, the limitations of the 

research methods and ethical issues regarding this study are also 

discussed. 

Chapter Four  contains the empirical research where critical evaluation of  

the barriers in market segmentation process are identified within the 
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company, a rich picture of market segmentation process has been 

emerged, allowing an important assessment between theory and practice, 

from which better understanding of market segmentation process is 

derived for the reader. 

Chapter Five summarise the overall conclusion that the author came up 

whilst conducting this study. The conclusions are reiteration of the literature 

review and the study findings and analysis. The overall knowledge 

experiences the author had while selecting the suitable academic structure 

for this study, interview conducted. Ultimately, the idea for future study and 

the limitations of this study are presented –synopsis of the research. 

 

Referencing section includes an alphabetical record of the basis referred 

to in this work. The Harvard method of referencing (author-date system) is 

applied. 

The next chapter will review the theoretical background to market 

segmentation process and clearly identifies the market segmentation 

process issues to examine the importance of literature to the objectives of 

this research. 
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2. LITERATURE REVIEW 

 

2.1. Introduction 

“Segmentation is the heart and soul of the marketing and unless a 

company spends time on it, driven from the board downwards, it is virtually 

impossible for the company to identify and successfully implement the 

strategies which realise the value potential of the markets” 

-McDonald (2010) 

 

Support to this Hague (2010) point outs that fundamentals of marketing is 

similar for segmentation. Every company needs segmentation to find who 

their customers are and how to optimize product sales or services. The 

initiative of market segmentation by Smith (1956) has led marketing 

consultants and academics implement the idea very passionately; in fact 

standard marketing texts currently include at least a chapter on 

segmentation and its advantages, conveying to the marketers to accept the 

techniques (Hoek, Gendall, and Esslemont; 1996). This shows that market 

segmentation has vital role in every business and most of the business 

fails because of the barriers in segmentation process are not tackled (Dibb 

and Simkin, 2001). 

The aim of this chapter is to unleash market segmentation through its 

benefits, followed by types of segmentation process and problems faced 

during this process. Finally, concluding on the emerging issues in market 

segmentation process. 

 

2.2. Market segmentation 

 

According to Morton (2008), market segmentation can be distinct as the 

method of managing subjects into different stages of variables with the aim 
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of simplify about a way of separating the people generally expected to buy 

what you sell from the market at large and their behaviours. In a webpage 

(Segmentation-Business issues, 2010) an argument about the market 

segmentation is a statistical technique that separate market up in order to 

recognize customer groups with different needs and wants. Segmentation 

means with some methods the entire market will be divided into its 

component parts (Cahill, 2006) and it provides the strategic basis for the 

other marketing decisions (Weinstein, 2004). Market segmentation remains 

key judgment area for organisations responsibility in marketing and 

strategic planning (McDonald, 1995; Pierce, 1992; cited in Dibb and 

Wensley, 2002). Over and above Kaluarachchi (2010), state that variety of 

customer requirements and buying manners is the main requirement for 

segmentation. Further adding that primary necessity for segmentation is 

that the market should be assorted; and Scholasticus (2010) explains with 

supporting views that the practice of market segmentation involves the 

building of market segments or elements or sub-sets in the total market.  

 

Market segmentation is the process of recognising specific purchasing 

groups based on their needs, attitudes and interests which they deviate 

from the ‘average’ consumer (Figure 2.1) (Clow and Baack, 2007; Palmer 

2009). Market Segmentation Research (2010), a white paper describes 

segmentation is derived from needs, the supreme as it gets to the spirit of 

marketing; explicitly the identification and satisfaction of customers desires 

at a revenue of system. Freytag and Clarke (2001) has investigated that 

market segmentation has more value than the market strategic level. In 

typical marketing literature the viewpoint on segmentation is that the 

business is liberated to make independent preferences (Kotler, 2000; wind 

and Cardozo, 1974; Bonoma and Shapiro, 1984; cited in Clarke and 

Freytag, 2008). Schulze (2010) argues that segmentation always watch out 

for surprises like new, unexpected customers that are enthusiastically 

adopting your product but don’t fall into traditional segment definition 

because they might be an early signal of a new market segment worth 
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pursuing. Scholasticus (2010) supported the theory that the new product is 

attracted in segments that encourage similar and almost related responses 

from a majority of consumers. 

 

Figure 2. 1: Mass market to market segmentation 

 

 

 

Scholasticus (2010) describes there are two good features of a market 

segments i.e. It is different from one another based on geographically or 

product-wise or even need wise, although on analysis continuation of some 

similarity exist. Conversely consumers are demanding similar kind of goods 

and in different cases also liable to have related price levels of competitors. 

 

The principle of market segmentation is basically very simple: the 

customers are different to one to one with having dissimilar needs and 

buying behaviour. This principle applies to all commercial sectors and for 

all services and products; also applies for non-profit sectors (Dibb and 
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Simkin, 2008). Thus implication of economic theory on market 

segmentation is the pricing in different segments will maximise the profits 

Market segmentation concept (Engel et al, 1972; cited in Baker, 2006) has 

three propositions (1) heterogeneous consumers, (2) variety in consumers 

linked to variety in market demand and (3) in overall market segments may 

left lonely. Kotler and Amstrong (2010) added to these concepts with two 

more points (a) differentiable with marketing mix and programs, (b) 

actionable by attracting and serving the particular segments. 

Kotler and Keller (2006) demonstrate segmenting the consumer markets 

with two broad variables; descriptive characteristics and behavioural 

characteristics. Nonetheless most of the researchers have jointed both 

demographic variables collectively with psychology of the customer and 

introduced psychographic segmentation (Kaluarachchi, 2010).  

 

2.2.1. Benefits of segmentation 

The market segmentation approach offers variety of benefits like better 

understanding of the customer needs and requirements, which enhances 

carefully improved and effective marketing programmes; insight into the 

competitive situation, which supports competitive benefit; and additional 

effective resource distribution (Dibb, Simkin and Bradley, 1996). He also 

asserted that by adopting different segmentation approach than the rivals, 

results a better edge over the business among the competitors in servicing 

the targeted customer’s needs. Accomplishing the potential benefits of 

segmentation needs that suitable customer segments are recognized and 

appropriate marketing programmes put into practices (Dibb and Wensley, 

2002). A webpage (Market Segmentation Research, 2010) that support 

segmentation makes the business to outstanding products for its 

customers from other companies. Cahill (2006) added that the 

segmentation is able to assist in product and service development as well 

as marketing. 
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Dibb (2005) reflections differ  from  researchers about the benefits of 

market segmentation ,some researchers proclaim  benefits related with a 

segmentation approach debatable (Blattberg and Sen, 1976; Daneels, 

1996; Piercy, 2001 and Henderson, 1981); while another group of authors 

disagree that segmentation produces a differential advantages in the 

aggressive markets (Bonama and Shapiro, 1984 and Sharp, 1995); 

However  others suggest that the result of segmentation exercise would be 

greater customer satisfaction and customer loyalty (Peppers and Rogers, 

1997; Kara and Kayanak, 1997). Hence there are various benefits for 

segmentation. 

Although the academic literature presents comprehensive suggestion on 

segmentation analysis issues, for instance; selection of segment bases 

and choice of multivariate methods, the definite practice of segmentation is 

reasonably deserted (Dibb and Simkin, 1996; Hooley and Saunders, 1993; 

Wensley, 1996; cited in Dibb and Wensley, 2002). It was majorly neglected 

when the organisations report the problems in implementing segmentation 

approaches (Dibb and Simkin, 1994; Littler, 1992; McDonald and Dunbar, 

1995; cited in Dibb and Wensley, 2002). 

 

Hoek, Gendall, and Esslemont (1996) consider that Kotler’s (1988) thought 

about the benefits of market segmentation are like a full understanding of a 

market; the ability to expect manners truthfully; and an increased likelihood 

of detecting and exploiting new market opportunities; further they 

supplement  that this had led to a extensive support of segmentation as a 

significant marketing tool, however lacking crucial analysis of both the 

method used to segment data sets, or problems of understanding the 

solutions.  
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2.3. Market segmentation process 

Market segmentation process is usually completed with the assist of past 

data on filed surveys and consumer interactions. Based on data collection 

and analysis the market segmentation can be positive segmentation, 

negative segmentation or top-down segmentation (Scholasticus, 2010). All 

the companies develop separate segmentation systems for every product 

and brand. Market segmentation process always begins with research and 

market analysis to classify key segments, but the results of the research is 

just the set off (Market segmentation, 2010). This implies that the process 

is collection of data analysed and made an appropriate decision on the 

market and its customers in its initial level. 

 

“Segmentation has been recognized as a key strategic element of the 

marketing activity, the process is both demanding and difficult. The 

process demands both time and attention, but managers are often 

diverted by urgent, more important and short-term issues”. 

(Mintzberg, 1973; cited in Cheng, 2007) 

 

Consequently the most of the managers put segmentation work apart and 

keep away from it due to lack of understanding of the practical knowledge 

on how to move towards the segmentation and they think that 

segmentation process will waste their time. 

Greenberg and McDonald (1989) say there are numerous segmentation 

processes that people themselves tend to differ; like five-step-cycle 

(Appendix C) and four ways process (Appendix D). In segmentation 

process (Market segmentation, 2008), use of several variables will result 

in-depth understanding of a segment, this is known as depth segmentation. 

When adequate information is pooled to generate a clear picture of a 

classic member of a segment it is known as buyer profile. When the profile 

is restricted to demographic variables it is known as demographic profile. A 
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statistical technique frequently used is influential to a profile and termed as 

cluster analysis. One of the basic objectives of the market segmentation is 

to maximise sales and profits. To succeed in current market with severely 

competitive world of business, traditional market segmentation 

characterised by demographic, socio economic and geographic standards 

is insufficient and the new circumference of the market segmentation is 

based on psychographic principles (customer segmentation, 2010). The 

segmentation process is different from targeting (choosing which segment 

to address) and positioning (developing an appropriate marketing mix for 

each segment). Scholasticus (2010) support this with three major 

objectives for any segmentation process is to increase new customers, 

maintain the existing customers and there by get on new consumers. 

 

2.4. STP PROCESS  

The market segmentation generally consists of three key phases that is 

STP process (figure 2.2); (1) Segmentation, (2) Targeting and (3) 

Positioning (Dibb and Simkin 2008; Dibb, Simkin and Bradley, 1996). “The 

formula ‘Segmentation, Targeting, Positioning (STP)’ is the essence of 

strategic marketing” (Kotler et al; 2009, p 78). Kaluarachchi (2010) 

strengthened that all the three phases are completely consistent and 

uniformly significant for successful segmentation strategy. This shows that 

the three stages of this process make the market segmentation fully 

successful. Dibb (1997) illustrated in figure 2.3 the segmentation process 

starts with the collection of customers into a group to make the most of the 

similar type of needs and behaviours inside, and heterogeneity between 

segments. 
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Figure 2. 2: Flow of STP process 
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Figure 2. 3: The STP of market segmentation 
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2.4.1. Segmentation 

This is the first stage in market segmentation process, which considers 

different variables for segmenting the market than those presently applied, 

to look at the report of the rising segments and to verify the validity of the 

segments (Dibb, Simkin and Bradley, 1996; Dibb and Simkin, 2008). 

Segmentation variable is also called as base variable which is used to 

collection of similar consumers and business customers into segments 

(Dibb and Simkin, 2008). The main necessity of segmentation is to 

separate the consumers with same needs and buying behaviour.  

The table 2.1 has clearly shows about the two categories of base variables 

are used to differentiate consumers market and business to business 

market context. To find out the market segments, either a single variable or 

a mixture of base variable can be used (Dibb and Simkin, 2008).  

Table 2. 1: Segmentation base variable in consumer and business markets 

Consumer markets  Base variables 

Demographic Age, gender, marital status, family, race, 

ethnicity, religion, family life stage. 

Socioeconomics Income, education, occupation, social class. 

Geographic location Country, region, urban or rural, type of urban 

area, type of housing. 

Personality, motives and 

lifestyle 

Personality, general attitudes, value, motives 

for purchasing or consuming, lifestyle, 

aspirations. 

Benefits Benefits sought from purchasing, consuming 

or owning the product or service. 
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Purchase occasion Event, emergency versus routine, timing of 

purchase 

Consumption patterns Heavy versus light users, loyalty levels, 

frequency of purchase 

Attitude to product/ service Issues such as loyalty levels, attitudes toward 

the product and how it is produced (e.g., fair 

trade, organic, etc) 

 

Business markets Base variables 

Business demographic Business, location, age, industry, sector (SIC 

code), size, competitive set 

Operating variables Technologies implemented or manners in 

which product are used 

Purchasing approach Purchasing policy, buying centre structure, 

balance of power among decision makers. 

Situational factors Size or order, context in which purchase is 

being made of urgency 

Personal characteristics of  

the buyers 

Demographics, socioeconomics, lifestyle, and 

personality of those in the buying centre. 

 

Source: Dibb and Simkin, (2008, p 9) 

Many corporate regularly collect the information about their customers and 

keep a record of it (Dibb and Simkin, 2008). E.g.: A financial institution will 

have a detailed record of their customer spending manners. This kind of 

recording system will help the individual products and services; even they 

can offer some special deals which assist about their life-stage. The use of 
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personality characteristics for segmentation approaches have proved 

practical implementation complex, partially because of issues in calculating 

these variables (Dibb and Simkin, 2008). There are difficult issues in 

selecting the variables on use of personal quality approach for 

segmentation. The sample variables used by many are like organisation 

size, location and sector as the basis for segmentation because of the 

ease with this information can be acquired and variables functional (Dibb 

and Simkin, 2008). 

In Segmentation-Business issues (2010) has a view on method of 

segmenting to know the target market. Firstly produce attitudinal cluster 

based segmentation by conducting quantitative research to recognize the 

key scope in the market. Secondly, with the numerous attitudinal statement 

need to conduct a large general survey. Lastly, these results will help to 

find different groups for segments by applying statistical procedure called 

Cluster analysis. There is more analysis like CHAD and CART, Artificial 

Neutral Network and Latent class structure, this can be analysed by the 

skilled people who have the knowledge in analysing the statistical data 

successfully. 

The market can be segmented by using any of the suitable variables from 

Table 2.1, from the resulting segment the marketers need to be able to 

judge where the business need to be targeted. Segmentation experts 

recommend that it is supportive to believe which the segments are 

measurable, substantial, accessible, useful and stable. Even though 

satisfying this method may not promise the effectiveness of segments, 

unless a successful implementation takes place (Dibb and Simkin, 2008). 

In wrapping up, the segmentation is all based on the variables they choose 

and the analyst need to make a research on those chosen variable to get 

the best targeted market for the organisation. The entire process will not be 

completed if this phase complete successfully, the implementation has the 

final and finishing step in the segmentation process. 
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2.4.2. Targeting  

The second key phase of the market segmentation process is targeting 

which is to make a decision on a suitable targeting approach, to find which 

and how many must be targeted and to know the priority target segments 

with the capacity of the organisation to serve these sectors (Dibb, Simkin 

and Bradley, 1996; Dibb and Simkin, 2008). The target market should be 

considered based on the segments selected in the segmentation process 

which must be capable for the organisation to manage. The most creative 

segmentation scheme will fail if inadequate effort and time in this stage of 

processing. 

 

“At the heart of targeting decisions are two basic questions: 

1. How many segments should be targeted? 

2. Which segments should be targeted? 

Answering the first question involves considering an organisation’s 

corporate strategy, developments in the market, its basis for competing, 

the available product portfolio, available resources, current financial 

performance, stakeholders requirement, brand standing, customers 

perceptions and expectations, and the activities of competitors. The 

solution to the second question relies on a careful assessment of the 

attractiveness of the available segment options.” 

       (Dibb and Simkin, 2008, p 

12-13) 

The above quotes clearly show that the targeting is done on the basis of 

organisations capacity and its complete environment; this can consider 

how many segments need to choose. 
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The targeting strategy has numerous options to accept for broad targeting 

strategy. The organisation has mainly two approach to the market (1) 

Differentiated or (2) undifferentiated approaches (Dibb and Simkin, 2008).  

Corporation that follow a differentiated strategy can use single segment or 

multi-segment strategy. Single segment strategy is focusing on one 

segment of the organisation. This many involves offering a carefully 

defined group of the customers to developing single product/ services. 

Unfortunately there are risks involved, generally for the organisation with 

limited resources are focusing on one particular area to specialise with 

their product / service which may decline for corporation prospects and 

financial worth. Multi- segment strategy means involves targeting in various 

numbers of product/ services in each of the segments. The benefit of this is 

the widely approach strategy, the risk will be broadly spread. The 

organisation with limited resources will have difficulty in costs of targeting 

and satisfying the different target markets can be high. The second 

approach is undifferentiated strategy it is also known as mass marketing. 

This approach is to across different market segments with contributing 

single product/ service concept to most of the market. Marketers choose 

this approach because they have a poor understanding of difference in 

customers needs and buying behaviour. Other justifications are that the 

organisation has poor accepting of the benefits of the market segmentation 

or inadequate resources to target the segments separately. The potential 

problems are that the organisation will fail with that product/ services to 

meet that customers needs and the marketing plans will be too broad to 

demand. 

Once the broad targeting has been set, the next decision is the select 

which definite market segment should be targeted by the organisation. In 

targeting conclusions should always be made by detailed evaluations of 

the pleasant appearance of different segments viewed in the context of 

corporate capabilities (Dibb and Simkin, 2008). 
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Table 2. 2: Attractiveness factors while targeting segments 

Market factors Economic and technological 

factors 

Segment size  

Segment growth rate  

Product life cycle stage 

Predictability of demand 

Price sensitivity and demand 

elasticity 

Customer bargaining power 

Seasonality issues 

Customer needs and expectations 

Ability to satisfy customer needs 

Barriers of entry  

Barriers of exit 

Bargaining power of suppliers 

Level of technology utilisation 

Required investment 

Margins available 

Degree of technological change 

 

Competitive factors Environmental factors 

Number of competitors and level of 

competition 

Quality of competition 

Threat of substation 

Degree of differentiation 

Exposure to economic fluctuation 

Exposure to political and legal 

factors  

Degree of regulation 

Social acceptability and physical 

environment impact 

Natural forces 

 

Source: Dibb and Simkin, (2008) 
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The table 2.2 shows factors which need to be cautiously dealt while 

considering segments attractiveness it is important to combine short and 

long term criteria. Several organisations are more responsible on focusing 

on short term factors like profitability and disregarding the potential of 

segments mainly because of pressures from shareholders.  

Targeting is a continue process after the segmentation, the main task in 

this stage is to select how many segment and which segment to be 

targeted with the consideration of the organisation’s ability and its 

surroundings. Once this stage is completed, the next step is to position the 

product/service in the right place of the targeted market. 

 

2.4.3. Positioning 

The last and final phase of the market segmentation process is positioning 

which is found in every segment to appreciate customer awareness of all 

key trademarks, to strike a position among the mentality of the customers 

and distributors/dealers in the targeted segment in opposition to 

competitors products and to develop a suitable marketing mix which 

conveys this required positioning to the targeted consumers (Dibb, Simkin 

and Bradley, 1996; Dibb and Simkin, 2008). This implies the basic purpose 

of the positioning is to attract to the customers mind by fulfilling their needs 

and improve customer responsiveness in all aspects.  

This stage follows the segmentation and targeting phases of segmentation 

process. Now the marketing programs are developed to implement the 

target market strategy and marcomms (marketing mix) express the 

proposed positioning. 

“Positioning involves arranging for a product or brand to occupy a 

clear, distinctive and desirable place- relative to competitors 

positioning- in the minds of the targeted consumers or business 

customers”    -Dibb and Simkin, (2008, p 16-17) 
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Positioning will commence controlling the wanted likeness in the minds of 

targeted customers. In other view; economic theory suggests, effective 

positioning arise because of rapport between differentiation and profit 

margin. To enhance profitability with the higher prices (Dickson, 1994, cited 

in Dibb and Simkin, 2008). I11 defined positioning or positioning lacking 

confidence and clearness places an organisation at a competitive 

disadvantage. Launching a new product to the existing branding can be a 

challenging (Trout and Rivkin, 1996; cited in Dibb and Simkin, 2008). 

Customers must also be convinced with the value of product evaluated 

with competitor’s offerings; this is termed as Unique Selling Proposition 

(USP). Positioning attracts customers mind in many ways like needs, price, 

brand name and uniqueness. Economic theory illustrates that the 

positioning can increase the profit margin when the product/service is 

different from its competitor and it fulfils the need of the customers. USP 

will update the positioning of the product or service within the rivalries. 

Dibb and Simkin (2008), conclude that the managers should not guess 

second time about the observation of depressed customers when 

developing a positioning strategy. To create positioning strategies and 

concept is not that difficult for the most of the organisation. In winding up 

note as last step in the segmentation process, it is not what you do to the 

product but what you are doing to the mind of the prospect (Ries and Trout, 

1972; cited in Kotler and Armstrong, 2010). 

 

2.5. Barriers in market segmentation process 

Market segmentation process is not free from problems; many practitioners 

often complain about the problems they face to work the process. Based 

on these complaints market segmentation has been criticised in many 

ways (Kotler and Armstrong, 2010). The organisation can get the benefits 

of successful segmentation only when they overcome the certain difficulties 

during the process (Dibb and Simkin, 2008). In a webpage (Segmentation-
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Business issues, 2010) which support the major problems that very often in 

research of market segmentation is unsuccessful when that research 

money has been spent, because execution planning had not been done to 

deliver segmentation effectively. Several researchers recommend that the 

literature fails to underline the implementation issues and the marketers 

are given inadequate assistance on execution of segmentation (Piercy, 

1997; Hooley, 1980; Piercy and Morgan, 1993; cited in Dibb and Simkin 

2001). Every segmentation process should start with a clear appreciation 

of corporate objectives; unclear objectives may cause the analysis of the 

segmentation to fail before it has properly begun (Dibb and Simkin, 1997). 

Segmentation process can overcome the difficulties when the organisation 

does proper planning. 

According to Dibb (2005), the segmentation barriers are classified into two 

categories (hard and soft) depending upon their tangibility (Appendix B). 

Hard barriers (resource-based) probably inculcate more tangible issues 

related to data, finance, personnel and time; where as soft barriers (cultural 

and structural) are possibly the intangible issues associated with company 

culture, structure in terms of inter functional or departmental coordination 

and leadership technique. The basis of segmentation barriers (Berrigan 

and Finkbeiner, 1992; Littler (1992); McDonald & Dumbar (1998); cited in 

Dibb 2005) are different (1) underlying problems with the organisations 

infrastructure, (2) The mechanics of the segmentation process and (3) 

Incorrect handling of the implementation. Dibb and Simkin (2008) also 

agreed that these are the major barriers in segmentation process. 

 

2.5.1. Infrastructure barriers 

An organisation’s infrastructure difficulties will imply a tragedy for 

segmentation projects, and failure to manage these issues can spoil 

segmentation proposal before it begins (Dibb and Simkin, 2008; Dibb and 

Simkin, 2001).  It is complicated to judge the range and scope of 
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infrastructure barriers (Kaluarachchi, 2010, Dibb, 2005). This shows that 

with the suitable infrastructure the segmentation process can make it a 

successful beginning. 

The hard (resource-based) barriers are generally appearing first, with 

shortage of data (Dibb, 2005; Dibb and Simkin, 2008); effectiveness of 

segmentation exercise (Weinstein, 2004) which is visibly based on a clear 

approval of customer requirements (Dibb, 2005) can be hindered when the 

organisation does not have access to properly skilled employees 

(Kaluarachchi, 2010). In addition to that Dibb and Simkin (2001); Doyle 

(1995); Young (1996); Doyle et al., (1986); Dibb (2005) cited in 

Kaluarachchi (2010); inadequate workforce, lack of superiority and dearth 

of the necessary skills or knowledge can all obstruct the start of the 

segmentation process. Dibb and Simkin (2001) points out with the recent 

findings in Doyle (1995) paper that poor managerial knowledge on the 

principles of segmentation is a main barrier to successful implementation, 

which causes problems in various areas. Some businesses are having lack 

of financial support (Dibb and Simkin, 2001) to collect the suitable market 

data; which eventually leads to the failure of segmentation process.  

 

The soft (cultural and structural) barriers are like leadership style, the level 

of organisational flexibility and stages of internal communication also 

influence the segmentation progress (Kaluarachchi, 2010; Dibb, 2005). In 

particular to cultural factors in the infrastructure barriers (Dibb and SImkin, 

2001) are poor data collection, developing new ideas which may cause 

another disruption in process; in addition, not focusing to the customers 

needs and wants in the market because of lack of knowledge or 

experience in the market segmentation. Dibb and Simkin (2008) supported 

this with a research statement that senior executives are powerfully behind 

a segmentation program, possibly the segment level for the future 

corporate aims will be placed. Good communication surrounded by and 

among all functions at all levels in the organisation is very important (Dibb 

and Simkin, 2008). Although, an organisation has appropriate expertise, 
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segmentation can be failed if strong superior management participation 

and representation at Board level are not available (Berrigan and 

Finkbeiner, 1992; cited in Kaluarachchi, 2010). This clearly shows that lack 

of guidance is not only the reason to failure of segmentation; 

misunderstanding of certain segmentation by the superiors is also a major 

fault. 

As with the infrastructure barriers, fundamental reasons of these difficulties 

can be traced to problems with operations, structure and leadership; 

resources and skills; the MIS and data; along with communication and 

coordination (Dibb and Simkin, 2008). Segmentation process is straight 

argument upon the process with many of infrastructure impediments (Dibb, 

2005). These problems in the segmentation will not allow the process to 

get a good start for the successful segmentation. 

 

2.5.2. Process issues 

The process issues means during the development of creating target 

market segments will be new challenges taking place (Dibb and Simkin, 

2008; Dibb, 2005). Dibb and Simkin (2008) defines that process issues 

contain many factors that disrupt the segmenting, targeting and positioning 

phases of segmentation process. This implies that the process issues will 

affect the segmentation process very roughly. 

The hard resource based factors shows the analysis stage can be 

hampered in such a way that, use of inappropriate base variables, 

incomplete or poor or insufficient data, unskilled or lack of managers in 

marketing to complete the required tasks (like analytical skills) which 

outcome in poorly distinct, unbalanced or not strong market segments 

(Kaluarachchi, 2010; Dibb and Simkin, 2008). The problems like 

inadequate data are mainly because of a low obligation to contribute 

information and ideas (Dibb, 2005). There are organisations having many 

marketing background employees but they are not having adequate 



37 

 

 

knowledge on data analysis and statistical expert can effect the 

segmentation processing (Kaluarachchi, 2010). In support of this Dibb, 

2005 analysed that this process may perhaps continue with the difficulty in 

understanding to do by shortages in rightfully capable workforce. The 

technical jargons used in segmentation process steps, the importance has 

been on segmentation techniques and recognition of statistically strong 

solutions (e.g.: Acito and Jain, 1980; Green and Krieger, 1991; Mitchell 

1994 cited in Dibb, 2005) may not be clearly understood in business 

context. Segmentation literature fails to take into account some of the 

practical limitations faced by marketers seeking to implement a 

segmentation process (Dibb, 1998). So, the most of the practitioners are 

looking for simple help with the research design, data collection and the 

necessary steps of segmentation analysis (Bonoma and Shapiro 1984; 

Dibb 1998; woodside et al, 1977; cited in Dibb, 2005). 

The soft resource based factors shows the lack of commitment to sharing 

the data and ideas to other functional department which will lead to data 

availability problems in companies (Dibb, 2005). This problem will worsen 

shortfall in inter-functional buy-in to the segmentation process. The 

difficulties will continue if there is any absence of strong leadership 

(Kaluarachchi, 2010) and Dibb (2001) demonstrates to this point that the 

managers need proper guidance before segmentation process starts and 

throughout the entire process. The improper communication (Dibb, 2005) 

between the inter/ intra functional communication will guide to failure of the 

segmentation because they are the key players who needs to 

communicate with the people inside and outside the business, in addition 

to that process a clear vision is essential too. Dibb and Simkin (2008) 

described that the good external communication is very much necessary 

for the processing of the market segmentation. The perfect work on 

processing will eliminate hurdles for the implementation team to implement 

and to make successful segmentation process. 
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2.5.3. Implementation barriers 

The stage after segment analysis is implementation. There is a general 

belief that once the segmentation analysis, define the segments and 

marketing program team do the rest of the segmentation to success, but 

unfortunately, this hardly ever comes out (Dibb and Simkin, 2008). The 

most difficult tasks in the market segmentation are the final step to 

implement the segmentation process (10 steps in market segmentation, 

2010). Clarke and Freytag (2008) shows that an effort to implement a 

selection of new segments with lack of understanding the firm’s present 

network of relations, domestic as well as outdoor, can cause failure of 

implementation of the segments.  

The hard resource based factors on implementation barriers (Dibb, 2005; 

Dibb and Simkin, 2001) are with the inadequate availability of the 

techniques to measure the data.  Lack of availability of data in a particular 

time and appropriate personnel to carry out the techniques of measuring 

the data are also certain barriers in this stage. The lack of operational skill 

(Dibb 2005; Dibb and Simkin, 2001) to implement the process will affect 

the implementation process. Lack of expertise planning for the 

implementation process will lead to failure; it will be expensive or cannot be 

implemented in specific time with in the organisation limits. 

The soft resource based factors are inadequate internal and external 

communication (Dibb and Simkin, 2001) in the company. Dibb (2005) says 

that sales person and distribution network shows the major result in 

segmentation approach. Organisation may need to re-administration of the 

sales force and improve the coordination between marketing, sales and 

customer service staff. A webpage (10 steps in market segmentation, 

2010) supported that to execute segmentation study necessitates the sales 

force to be aware of the benefits of segmentation. Kaluarachchi (2010) also 

highlighted the major problems in this stage are poor client network, lack of 

professional customer care at popular level and incompatible 

communication. The communication system should be in appropriate inter 
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and intra-functional system (Dibb and Simkin, 2008) through out the 

processing, it is necessary to inform the implementation status to all the 

relations of the organisation. 

Barat (2010) has supported the Dibb and Simkin (2008) that this is a 

helping hand for the managers who face implementation issues in 

segmentation. Implementation is only successful with the good internal 

communication, getting right and efficient people to implement, providing 

them with the resources, getting your systems and communication right 

(Segmentation-Business issues, 2010). In implementation issues (Hooley, 

1980; cited on Cheng, 2007) reports that lack of practical opinion and little 

stress are the major issues. Others such as Dibb (1998) argue that 

practitioners are avoiding these difficulties by using their perception instead 

of doing a systematic analysis to identify segments. 

 

2.6. Summary  

Market segmentation is a heart of marketing strategy idea, assisting to 

connect the space between dissimilar customer needs and limited 

corporate resources (Dibb and Simkin, 2008). Companies must recognise 

their own pointers for measure the demands and needs in the average 

market segment because dependable market research data are often 

unavailable. They must build up a disconnect network of sales staff, 

technical staff, and market research departments, which systematically 

collect and record data on the medium market segment (Fischer, Gebauer 

and Fleisch; 2008). This is the brief explanation of the market 

segmentation and its difficulties exist in most of the companies. 

The review of the literature, the author wanted to create an understanding 

about the market segmentation and its benefits; followed by the 

segmentation process and identified the emerging barriers in segmentation 

process. From chapter 1 the author had set off with the following research 

question: 
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What are the barriers in market segmentation process? 

The literature review has clearly identified the segmentation process 

issues. These barriers eventually result in failure of the market 

segmentation. To highlight the problem in the market segmentation 

process the research were mainly through three occurrence; Infrastructure 

issues (before), Process barriers (during) and Implementation difficulties 

(after). The author identifies the various segmentation issues in particular 

to infrastructure barriers which is the hindrance to start the segmentation 

processing. The next is the process barriers which are during the 

segmentation processing. The final part is to execute the segmentation 

process which will find implementation blockers. Although the 

segmentation stages are simple, market segmentation is not problem free. 

The important to the success of market segmentation is to overcome the 

implementation problems, so potential barriers must be removed (Bonoma, 

1985; cited in Dibb and Simkin, 1997). Saunders (1987), cited in Dibb 

(2001) clearly defines that the academic literatures sometimes misjudge 

the problems of the real-world functions. In other words, there is continuing 

need of empirical data on what are the segmentation process issues, and 

the aforementioned review of literature supports this claims. 

To arrive at a deeper understanding of how organisations are gathering the 

challenge for market segmentation process, empirical research will be 

applied. Specifically such investigation will attempt to find out how the 

organisation is doing the market segmentation, what problems they are 

facing while the market segmentation processing, in a wider perspective, 

how the companies can overcome these problems or to take appropriate 

precautions before the segmentation process begins. The next chapter of 

this research will review the methodology which clearly says, on the 

research strategy to be adopted, data collection techniques and its 

methods. 
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3. RESEARCH METHODOLOGY 

3.1. Introduction  

Research methodology is a general approach accepted for study and is 

derived from research philosophy and the nature of topic under research 

(Saunders, Lewis and Thornhill; 2009). A significant contribution of this 

research work is study and analysis of empirical data on what are the 

barriers in the market segmentation process and to overcome these 

hindrances. The aim of this chapter is to understand how the author has 

evaluated this study to achieve the research objective which mentioned 

earlier. The author describes about the various research strategies 

involved in analysing the barriers in market segmentation process. In 

addition, reader will be focussed towards the sharp issues of possible 

limitations and inconvenience or difficulties with the chosen strategy and its 

implications. 

 

3.2. Research philosophy 

For the purpose of this study two main existing philosophies; Positivism 

and interpretivism (phenomenology) are used. Positivism is mentioned as 

working in the custom of the natural scientist (Saunders, Lewis and 

Thornhill; 2009); which means the end result of this research will be ended 

up with the law kind of generalisation. Interpretivism is an understanding 

difference between humans as community actors (Saunders, Lewis and 

Thornhill; 2009). 

A positivist philosophy will be generally based on the natural sciences 

(theory) in to the social sciences (existing laws) (Gill, Jhonson and Clark; 

2010) like scientist; the literature review shows that this not appropriate for 

the selected topic. The research for this topic is based on investigating the 

barriers of market segmentation process and interpretivist philosophy has 

been chosen because there is lack of previous academic research in this 

topic.  
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Phenomenology philosophy can make the direct involvement of the 

incidents which that things that what it is for the real (Bernard and Ryan, 

2010). The author has direct approach to know the deep understanding of 

the barriers in market segmentation process with putting aside the 

maximum bias aside. While interviewing the authorised people interviewer 

asked many open ended good questions which will probe them to carry on 

with it. In (Saunders, Lewis and Thornhill; 2009) some argue that in 

business and management research the interpretivist perspective is highly 

appropriate. 

 

3.3. Research approach 

Research approach are two types; deductive and inductive. Deduction 

approach is a kind of scientific research which is testing the theory 

(Saunders, Lewis and Thornhill; 2009). Induction approach is general 

conclusions from different cases or the development of theory from the 

observation from the experimental realities (Gill, Jhonson and Clark; 2010). 

Deductive approach is obliged more to positivism where as inductive to 

interpretivism (Saunders, Lewis and Thornhill; 2009). The major difference 

between deductive and inductive approaches to research are clearly 

summarised in the table 3.1.  

In this research, the Induction approach is accepted to accomplish the 

research question. Another main reason is that with the induction approach 

the data are collected and on basis of its analysis and a theory is 

developed (Saunders, Lewis and Thornhill; 2009) the author has collected 

qualitative data to show the barriers in the market segmentation process 

with a case study. 
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Table 3. 1: Main distinction between Deductive and Inductive approaches to research 

Deduction emphasises Induction emphasises 

 Scientific principles 

 Moving from theory to data 

 The need to explain causal 

relationships between 

variables 

 The collection of 

quantitative data 

 The application of controls 

to ensure the validity of data 

 The operationalisation of 

concepts to ensure clarity of 

definition 

 A highly structured 

approach 

 Researcher independence 

from what is being 

researched 

 The necessity to select 

samples of sufficient size in 

order to generalise 

conclusions 

 Gaining an understanding 

of the meanings humans 

attach to events 

 A close understanding of 

the research context 

 The collection of 

qualitative data 

 A more flexible structure 

to permit changes of 

research emphasis as the 

research progresses 

 A realisation that the 

researcher is part of the 

research process 

 Less concern with the 

need to generalise 

 

Source: Saunders, Lewis and Thornhill; (2009, p127). 

 

3.4. Research strategy 

Research strategies that mainly considered are experiments, surveys, case 

studies, ethnography, grounded theory, action research, archival research 

and exploratory research (Saunders, Lewis and Thornhill, 2009). In order 
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to answer the research question, a case study approach has been used in 

this study as the most preferred strategy to follow the theoretical 

propositions which consecutively returned on research questions, reviews 

of the literature and new suggestions (Yin, 2003). The author opted Case 

study approach as a means of identifying key issues which helps for more 

investigation (Bell, 2010); the author has found the barriers in market 

segmentation process in this study. Bell (2010) explains case studies can 

put some flesh and bones to the research. Case studies have been done 

about decision, about program, about implementation process and about 

organisational change (Yin 1994; cited in Bell, 2010). The case can 

describes what is happening in a case study for instance the market 

segmentation process they practice etc. The key issues in market 

segmentation process have been explored and compared the settings 

about the similarities and differences. The author also used the case study 

as an illustration to explain the objective question. 

Bell (2010) describes about the individual researcher on case studies that 

this is the best method for an individual researcher in any discipline to 

investigate in any issues to be studied in various depths. Single-case study 

is appropriate for describing the theoretical part of the research question; it 

also limited because of the lack of time and limited number of words for this 

dissertation. The formal study is used in this dissertation which has 

descriptive account of the current situation and followed by hypothesis or 

research question, and involves precise procedures and data source 

specification. The descriptive study used is more relevant with the interview 

method of data collection (Ghauri and Gronhaug, 2010). 

 

3.5. Data collection methods 

Qualitative research method has been the research objectives and is 

achieved through the techniques that provide the author to present detailed 

interpretations of phenomena without depending on numerical 
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measurements; the main focus is to invent true inner meanings and new 

findings (Zikmund, 2010). This approach are flexible and unstructured than 

the most quantitative approaches (Gill, Jhonson and Clark, 2010; Zikmund, 

2010). The data collection has two methods primary data collections and 

secondary data collections. Primary data means that the information 

collected for the individual research and secondary data means the data is 

already published. 

3.5.1. Secondary data 

Secondary data are the data which is already published in libraries, 

journals, thesis, magazines, books, articles, documentation, case 

description, promotional materials, reports and government printed sources 

(Wilson, 2010). The researcher’s probe on the secondary data analysis 

resulted in the need of the primary research for this study (Wilson, 2010). 

Secondary data analysis has been done through e-journals, books, thesis, 

promotional materials, articles and reports through libraries and internet. 

Secondary data are quicker to access and economical for the author to 

investigate on the research topic. The major problem in the secondary 

research is generally collected for some another purpose which is not 

particularly collected for the topic at hand, due to which only limited 

information on topic is derived. Hence limited amount of time is being spent 

on collecting secondary information.  

There is no obvious solution for solving the issues of measuring invalidity 

of secondary data. In Saunders, Lewis and Thornhill; (2009) state that 

some organisation may argue that their records are reliable but there a lot 

inconsistencies and inaccuracies. Further they also assert that printed 

publications are generally reasonably simple and internet is more difficult 

for reliable data.  
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3.5.2. Primary data 

Primary data collection is collected when the secondary data are not 

available. Different types of data collection techniques exist to gather 

primary data such as with case study are interview, observation and survey 

(Wilson, 2010). Among this three the author has chosen one method i.e.; 

interview as a data collection technique for this study, which is qualitative 

and this tools are frequently used for data collection with business and 

management students (Wilson, 2010), and Bell (2010) has point out that 

frequently used data collection methods for case studies are observation 

and interview.  

An interview means the real interaction with the author and the respondent 

(Ghauri and Gronhaug, 2010). The author has chosen this technique to 

obtain unique interpretation on the case study and to identify the barriers in 

market segmentation process with the interview (Stake, 2010). The author 

chose this method of data collection because this is the best way to identify 

the problems in the segmentation process.  

The chosen type of the interview from typology of interviews (Ghauri and 

Gronhaug, 2010) is interview by phone. The reason for select this method 

of data collection is because the difficulty in performing face to face 

interview because the distance between interviewer (UK) and interviewee 

(India). The minimal organisation (Wilson, 2010) for this interview is also 

attracted to the author. The interviewer also considered the advantage of 

telephonic interviews like speedy and low cost.  The author has chosen 

only one company for interviewing; to meet the expectation of the 

objectives of the study, semi structured interview was used in this study to 

collect primary data. 

 

3.6. Analysis of techniques  

Taxonomy of Elicitation method (Bernard and Ryan, 2010) declares that 

interviewing can be classified as unstructured, semi structured, structured 
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and mixed strategies. Semi-structured interview brings affluence of 

information (Bernard and Ryan, 2010) and in this study the author support 

this as the best realistic tool available for assembling the information and 

flexible to modify (for interviewer) the order and details to be covered. The 

interview is transcribed (Saunders, Lewis and Thornhill; 2009) which is 

reproduced as a written (word-processed) explanation using actual words. 

The basic analysis process of this research is shown in Figure 3.1: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. 1: Data analysis process of Qualitative 
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The qualitative analysis of the data were commenced with the research 

question, as to what information is required from the interview and then 

decision was taken regarding who to interview for this information through 

the chosen the semi-structured interview. Subsequently drafting an 

interview guide (Ghauri and Gronhaug, 2010) and comparing the interview 

question with the research problems, cross checking with my friends to test 

the consistency between two was also done. This draft is used for the pre-

test as a pilot study and based on that feed back final draft was prepared. 

Pilot study allowed the author to make an estimated time for the interview 

which also helped the respondent to make interview appointments. The 

respondents were informed about the tool being used during the interview 

will be tape-recorder.  

Semi structured interview was conducted based on the interview guide 

(Bernard and Ryan, 2010) which is like list of questions and topics that 

have to be enclosed. Interviewer also asked different question and variety 

of queries which results in the objectives of this study. The interviewer 

started with the broad and general questions which is ethnographic 

interview and followed it up with the particular questions as known as 

funnel interview (Wilson, 2010).  

Figure 3. 2: Dimension of qualitative analysis 

Less structured         More 

structured  

 

Relies on          More 

formalised  

Interpretation 
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Inductive        

 Deductive  

Source: Saunders, Lewisand, Thornhill (2009, p491) 

 

The author’s choice is supported on the Figure 3.2 as the semi structured, 

inductive approach in qualitative analysis relied upon the interpretation of 

the collective data. An interpretations and collected data will be mixed and 

highlighted with the authors and respondents unspoken knowledge and 

way of thinking as well as the research circumstances, which will influence 

the demand of reliability (Gummesson, 2004; cited in Makloof and 

Sundberg, 2006). Another important factor that needs to consider is that 

building the theory and the qualitative analysis will be spoiled the author 

subjective way of thinking, understanding and interpretation of the 

qualitative data that has been collected (Christiansen et al., 1998; cited in 

Makloof and Sundberg, 2006). However, aware of all these considerations 

while processing the author, do not think it will affect the excellence of the 

research harmfully. 

3.7. Reliability 

Conducting the qualitative study the data is highly linked and passionate to 

the context, it is not possible to separate the studied object from the 

situation (Eneroth, 1994; cited in Makloof and Sundberg, 2006). In this 

qualitative research there is an issue that the author acts as the measuring 

instrument and analyst. In addition to that the data is composed in a 

detailed circumstance through communication with other people. The 

notion of reliability, it worries when a research is recreated to a level, which 

the result be taken in the same way, is not applicable for establish 

truthfulness of a qualitative research. Hence if the author can find any new 

information with the qualitative research it will be seen something good. 

According to above discussion the author shows that the reliability is not a 

big problem. However, the author will consider this small scale research 
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that in every stage the interviews in the same way as far as it is possible 

and all respondents will be informed in the similar way. 

 

3.8. Validity 

The author was having a crucial question on validity of the interview same 

like other researcher. There are no absolute ways to check, but there are 

some practical checks which the author did were estimate the reliability of 

what respondents said. In this research, the information support and 

results will not rely only on the conversations with the top manager, also on 

interviews with the co-workers in the organisation. The main aim of the 

author is to achieve the high interim validity by analysing and resulting, 

being critical to information and not jumping into rash conclusions. The 

author is managed to systematic and opened during the data collection 

process. One dangerous problem lies on this is the result rely on the author 

and own social construction of reality (Eneroth, 1994; Yin 1994; cited in 

Makloof and Sundberg, 2006). To overcome this problem to show the 

author is conscious about the significance of the problem is to several 

research methods such as triangulation (Biggam, 2008); this is something 

that the author does by interviewing the co-workers and not only manager 

has said. 

 

3.9. Ethical issues 

The author has read the ethics in research- policy statement of university 

and aware of all the ethical concern at every phases of the study. The 

company name and the interviewees who participated in this research 

must be remains anonymous. In the start of the interview the clear 

statement was informed to the interviewees verbally status the purpose of 

the research and respondent would not be forced to provide name and 

personal information. The Informed Consent Form is to clarify the 

responsibilities of the author, to encourage awareness of ethical problem in 
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the conduct of all research and consultancy activities. Therefore every 

effort in this research is under the umbrella of the ethical issues and to not 

to twist or overstate the information which could be hurtful to any 

participants for this study. 

 

3.10. Limitations of the study 

Generally there are numerous limitations around the data collection and in 

choosing of the research objectives. Lots of secondary data which the 

author cannot complete due to time limit and difficult in accessing to wide 

range of data collected with single case study was essentially restricted 

and these are not fully reliable. Moreover, the primary research conducted 

through semi-structured interview was recorded and transcribed literally- 

contained pauses or slip of a word, as this was not considered by the 

author, even though this will lead to bias in effect to tone of voice of the 

participant could express some messages. Unbiased analysis would be 

difficult to conduct in every research. 

The primary research was conducted as telephonic interview, so the author 

had no face to face contact with the respondent which gave the research 

exact value of the respondents’ facial messages. Semi structured interview 

data that are not pre-coded and have open format. This has a poor 

outcome on reliability because of the interviewer knowledge on topic and 

specific individuals involved. 

This chapter has presented the underlying principle and operational details 

of the research strategy used in this study. This has also address the 

limitations of this research and demonstrated the approaches used to 

reduce potential criticisms. The next chapter of this research is the marks 

of the case study, this study places in the ABC steel company LTD, India; 

and then discusses and examine the results of the case study. 
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4. CASE STUDY: FINDINGS, ANALYSIS AND DISCUSSION 

 

4.1. Introduction 

This chapter unveils the findings on the researchable topic through the 

case study described in the chapter 3 Research Methodology. The 

research focused on the issues in the market segmentation processing in 

ABC steels company Ltd, India. The respondents selected for the 

interviews were from different levels of the company to cover up the three 

areas of the market segmentation process (infrastructure, processing and 

implementation). The case study is apt in a semi-structured way. This 

chapter commences with the analysis of the interview conducted, followed 

by the generalised findings and discussions from the data collected, and 

finally concluding by critically comparing the findings against the relevant 

theory identified in the literature review on various barriers in the market 

segmentation process. Qualitative data can be collected in numerous 

ways, in current research work one prescribed method was followed, the 

data was analysed by transcribing all the interviewee responses and 

examined it for the most important points. This methodology was possible 

because of the low sample number – 3 respondents. To facilitate the 

respondents in the findings, but maintain the confidentiality and anonymity, 

the respondents have been allocated with their designation.  

Respondent 1 – General Manager (GM) - responsible for the infrastructure 

of the company  

Respondent 2 – Marketing Manager (MM) - responsible for the market 

segmentation processing of the company 

Respondent 3 – Team Leader (TL) - responsible for the implementation of 

the market segmentation of the company 



53 

 

 

The transcript of the interviews from the General Manager, Marketing 

Manager and Team Leader are in Appendix E, Appendix F and Appendix 

G respectively. 

4.2. Description and Analysis  

Key questions and answers in the interviews are generalised as follows: 

Question 1: What do you understand by market segmentation? 

There was a good understanding of market segmentation among GM and 

MM, but TL was having limited knowledge on market segmentation; in 

addition the probing question to GM about how segmentation helps? He 

responded as it is really useful for multi-national companies; this company 

gets to know about the market demand and to know about the opportunity 

to launch new products in the market. GM and MM has the clear view on 

the market segmentation concepts. But in the TL is having partial 

knowledge on the market segmentation concept. GM is also having a 

concept that this process is used to know the market and to launch new 

product in the market. 

Question 2: How does the company segment the market? 

Surprisingly, the GM and TL have a view that the market is segmented on 

the basis of product types, whereas the MM clearly says that they are not 

following any proper base variable to segment the market, the company 

produce the most steel products in the market. GM and TL perspective on 

segmenting the market is based on the product type.  

 

Question 3: How does company collect the data for market segmentation? 

In This question uniformity was found in GM and MM responses and they 

both replied that company collects from their retailer stores, wholesale 

dealers and from construction contractors; while TL responded differently  

only with the retailers store with a disbelief. The replies from the GM, MM 
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and TL that the company is collected data through retailers, wholesalers 

and contractors. 

 

Question 4: Who collects the data (qualification)? Do the company use 

MIS? 

GM and TL are not aware about the MIS and it is not used in the company 

for collecting data, and the GM and TL doesn’t know who collects the data 

whereas the MM asserts that data is collected by non marketing 

background personnel, collectors need to get data from their retailer stores 

and from contractors. He says that the data collection is made by not 

qualified people in the company. 

 

Question 5: Who analyse these data which are collected? 

The analysis part is done by marketing department and MM said that they 

have qualified people who can analyse the statistical by cluster analysis 

method but also he added that there are non marketing personnel who 

manage, on the other hand GM held that its completely done by marketing 

department and TL stated that the implementation data analysis by non 

marketing personnel; also added that there is no marketing qualified 

workers in implementation. Thus Data analysis is done by the qualified 

people in the marketing meanwhile the implementation sector doesn’t have 

any marketing qualified personnel. 

 

Question 6: Do you consider the company’s corporate strategy goals and 

planning during the segmentation process? 

The response to this question was homogeneous by all 3 that while 

processing all follow the corporate goals and planning to achieve the same. 

This shows that everyone knows what target is to be achieved or goal to be 

attained. 
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Question 7: Does the company provide sufficient requirements for the 

segmentation process? 

The response of TL and MM were opposite to the response of the GM; MM 

expressed dissatisfaction with   the existing requirement specifically like 

MIS, data and software regarding the data collection and its analysis. TL 

also felt that there is insufficient data for execution. Conversely the GM is 

absolutely comfortable with what the company provides and feels it is up to 

the mark. 

 

Question 8: How do you communicate within the organisation and outside 

the organisation? 

Everyone is having the internal communication through telephones and 

meetings, while the external communication is done by GM and MM (very 

occasionally if any changes are made) through E-mail, post, T.V ads, 

newspapers, brochures, wall paintings and hoardings. This indicates that 

the company has a high-quality internal communication but are falling short 

of external communications.  

 

Question 9: How do you share the data and ideas with your co-workers? 

Company has the culture of conducting meetings on regular basis to share 

data, ideas and to know the progress of delegated work. This feature 

highlights the fact that the company has good channel of communication 

for sharing data, contributing and enriching each other’s ideas. 

 

Question 10: What experience do you have in market segmentation 

processing? 

Specific marketing experience is only with the MM and he is academically 

well educated in marketing. Since TL has 8yrs of experience in this 
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company in implementation process and GM proclaims that he is a multi 

disciplinary personal therefore except MM no one has the experience and 

qualification in the market segmentation. 

 

Question 11: Does the company provide enough funds for the 

segmentation process? 

The GM and MM mentioned that the company is providing the 32% of its 

overall turnover (2009-2010) is for marketing, among this 8% is for 

segmentation purpose. On the other hand MM and TL thought that the fund 

allocated is very less for the company because many times due to lack of 

availability of funds changes are made at the time of the implementation 

process. This shows that the company is not managing the fund properly, 

towards the end of the process the company is running out of the fund. 

 

Question 12: During the processing do you get any jargons or literature 

words which you do not understand? 

All the respondent affirmed that jargons or difficult words are used during 

the processing which are not comprehensible, in fact MM pointed out that 

the jargons it mislead the workers and TL commented that they ignore 

such words and summarise by themselves. The consequences of the 

difficult words may lead the entire processing into failure or end up in 

wrong decisions. 

 

Question 13: Does the segmentation process be able to complete on 

specified time or it takes more than you fixed? 

Every respondent replied that although a fixed time is ascertained, but in 

practice usually it exceeds the timeline. This has a clear meaning that no 

personals are following the specified time. The proper time line is not 

prepared for the entire segmentation process. 
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Question 14: Do the senior level management involve during this 

processing? 

GM and TL responded that the senior level management are involved 

during the segmentation processing, while MM answered that during the 

processing they are not involved.  Senior management is involved during 

the beginning and implementing process of the market segmentation.   

 

Question 15: Does the company create an expert planning for the 

execution? 

The answers of this question clearly revealed that all the three respondents 

of the company have no formal or systematic planning for the execution 

process to make the market segmentation successful. 

 

4.3. Findings and discussion 

General findings from the case study are shown on appendix H; market 

segmentation process issues are consisting of the three infrastructure 

blockers, process issues and implementation barriers. Similar structuring 

was used in the literature section; the same is followed here to depict the 

understanding of the author’s objectives. The interview on case study has 

been analysed in the previous section, the literature review (chapter 2) on 

market segmentation process issues will be used to help the investigation. 

The empirical data collected has been divided as follows:- 

4.3.1. Infrastructure issues 

By analysing the data collected from interview, the investigated company 

has no proper method of data collection in the market. The data which is 

collected in the organisation is improper, which will lead to incomplete data 

for the segmentation process. According to Dibb and Simkin (2001, 2008); 
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Kaluarachchi (2010), the inadequate data collection will lead to another 

difficulty for the segmentation process. To this statement Dibb, Simkin and 

Bradly (1996); Dibb and Simkin (2008) commented that if the sufficient 

data collection is made that would help the first stage of the segmentation 

process, further they also report that the validity of the segments will help 

the segmentation process to a good start. However in researched 

organisation they do not use the MIS for collecting the data; the data is 

collected and analysed by marketing department who is responsible for 

processing section. The data is collected by non-marketing staff; and 

analysed by marketing and non-marketing background personal which 

again shows that it could be insufficient data. Kaluarachchi (2010) has 

argued that shortage of data is because of the organisation doesn’t have 

properly skilled employees. The Weinstein (2004), Dibb (2005) and Dibb 

and Simkin (2008) demonstrated that the inappropriate data will make 

ineffectiveness of segmentation exercise when the organisation have 

unsuitable skilled work force. The empirical findings show that the funding 

provided for the company is comparably less for the segmentation process; 

there is a possibility that the funds are used more in the infrastructure 

section and when it comes to processing and implementation the funds fall 

short. Dibb and Simkin (2001) pointed out that the organisation has lack of 

financial support to collect the market data; it could be argued that the 

organisation should have a proper allocation of funding for each part from 

starting to the end; until implementation.  

The answers derived from the GM to some of the questions contradicts the 

views raised by Dibb (2001) such as good knowledge on the market 

segmentation doesn’t allow the segmentation process to start successfully, 

a good experience in segmentation process is also prerequisite hence this 

clearly indicate in the current company that the market is segmented based 

on product (product specification), which is not an appropriate strategy. 

Moreover the company has very week leadership style for starting the 

segmentation process. The leader is not aware about the initial steps such 

as who collects the data and its analysis; this is in conformity with the 
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statement made by Kaluarachchi (2010) and Dibb (2005) that leadership 

styles and lack of experience in the segmentation will also fails the 

segmentation process. However the research shows that the company has 

good internal communication but defaulting in external communication 

which can be improved in better way. Dibb and Simkin (2008) suggest that 

the communication around the organisation is very important for the 

segmentation process which helps to take a good decision. Although the 

senior management is involved during the segmentation for guidance and 

to inspire them to attain their vision on the market, the company is not 

following any expertise planning. According to Berrigan and Finkeiner 

(1992) if the organisation has appropriate expertise segmentation cannot 

be failed, even if there is no proper senior management involvement, but 

this company research shows vice versa. 

According to the investigation of the company has lots of infrastructure 

problems in the segmentation process such as week leadership, improper 

structure, wrong method of data collection, improper budgeting, improper 

base variable, poor external communication, poor allocation of fund, no 

expertise, no MIS in place and lack of knowledge and experience on 

segmentation process. 

  

4.3.2. Process issues  

By analysing the data collected from interview, the researched company 

has good leadership with better knowledge and experience in the 

segmentation processing (segmentation, Targeting and positioning). 

Kaluarachchi, (2010) and Dibb (2001) expressions are not taken into 

account that the absence of leadership and managers knowledge on entire 

segmentation process will affect the segmentation processing. The 

company has the practice of collecting data through the inappropriate way 

which will end up in inadequate data collection. Moreover, the use of 

inappropriate base variable for segmenting the market, the lack of skilled 
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marketing employee to collect the data leads to inappropriate segmentation 

and the lack of reliable data. Dibb and Simkin (2008); Kaluarachchi (2010) 

supported that inappropriate base variable; for example product size 

(product specialisation) is used in this company and lack of managers in 

marketing will also result in bad effect for the market segmentation.  The 

analysis of the data is done with the method of cluster analysis by the 

skilled marketing employees together with non marketing employees. This 

has been described by Dibb (2005) that partially affects here as, the 

shortage of right person for the right job will mislead the work. The most of 

the respondents had demonstrated poor understanding of literature words 

(Jargons) used in the segmentation process (Dibb, 2005) which leads the 

company to mislead the segmentation process to the wrong direction.  

To the contrast the data collected from the interview shows that Dibb 

(2005) suggest that insufficient data are mainly because of a low 

commitment to put information and ideas but the company suffers from 

insufficient data with insufficient requirements for analysis of the data like 

certain easy and perfect calculation software and MIS were not also used 

but have good method of data sharing methods. The company has the 

good internal and average external communication which is to some extent 

different to Dibb (2005) points that the improper communication will guide 

to failure of segmentation. In addition to that Dibb and Simkin (2008), 

pointed out that for market segmentation process the external 

communication should be good. During the segmentation process the 

participation of senior management is not available; this will leads to 

unclear vision on the targeted market (Dibb, 2005). Sufficient funds for the 

processing the entire process were not properly budgeted by the company. 

Some behaviour of the respondent shows that proper leadership attitude 

with good knowledge on segmentation process with experience in the past 

could be processed if an independent power to do the entire processing 

may make it successful. In the processing section, the company is having 

the problems improper method of data collection, inappropriate base 
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variable, low commitment to sharing data and ideas, amalgamation of 

skilled workers and unskilled workers which misleads the work, no MIS in 

place, poor funds, use of jargons, no senior management involvement and 

no planning for the proper implementation. If the company can overcome 

these stages, segmentation process can be fully benefited through proper 

execution. 

 

4.3.3. Implementation issues 

By analysing the data collected from interview, has good understanding on 

market segmentation which helps to know better way about the 

segmentation purpose, but lack of knowledge on how the market is 

segmented and not aware of the collection method. Clarke and Freytag 

(2008) points out that the lack of knowledge about the company’s present 

network of relations to implement the selection of new segments. The 

company have lack of appropriate personnel for analysis and to implement 

the process and there is no time line in practice for doing the work to 

complete for smooth movement. Furthermore, the measurement 

techniques, targeted customers and the competitors’ data are not provided 

for the execution. Dibb and Simkin (2001) and Dibb (2005) state that the 

insufficient techniques to compute the data, lack of availability of data on 

time and improper personnel; will be a hindrance for implementation. 

The results of some of the question referring to communication, the 

implementation team communicate properly inside the organisation for 

sharing the data and ideas; there is no external communication by the 

implementation team. This highlights the view of Kaluarachchi (2010) that 

the main problems in implementation occurs is because of the poor 

external communication and also Dibb and Simkin (2008) says that the 

whole time during the processing it is essential to inform the status to every 

relations of the organisation. Some behaviour of the respondents shows 

that the company has a dearth of experienced personnel for executing the 
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segmentation process which, Barat (2010) had pointed out the same 

problems in Dibb and Simkin (2008) works. During the implementation 

process they came across some jargons which could mislead to wrong 

direction, this was pointed in by Dibb (2005). However, the research shows 

that the senior management involvement during the implementation to 

achieve their goals in the targeted markets. It is also clearly seemed that 

they are not having the expertise planning for the implementation and not 

following the timeline for the process. 

The implementation barriers are lack of present network of relations, no 

timeline in practice, lack of data, no external communication, no timeline, 

no expertise planning for implementation and dearth of experienced 

personnel. 

According to this research the company is not having an effective 

segmentation process. There are few problems that in the segmentation 

process which is either manipulated or poses a hindrance to its success. 

The company is not having a proper hierarchy for the segmentation 

processing. The findings also showed that company have improper 

personnel through wrong designation with lack of knowledge and 

experience in the segmentation process. Senior management involvement 

and poor financial support leads to manipulate the segmentation process. 

Lack of proper leadership qualities misleads the entire market 

segmentation process without following the timeline. In short, these are the 

some of the hindrances which block the company from market 

segmentation process; these are same issues projected by Dibb and 

Simkin (2008). 
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5. CONCLUSION 

 

5.1. Introduction 

This study is to set out to identify the current research findings on market 

segmentation process and its barriers. Then evaluated with empirical data 

conducted and identified these barriers with the case study. Finally to give 

the recommendation to overcome these market segmentation barriers in 

the company. 

This chapter will give the conclusion of findings and conclusion, followed by 

recommendation to the findings for overcoming the barriers in 

segmentation process, subsequently evaluate the research objectives in 

this study, and then ideas in the future research  and conclude with the 

limitation of this study.  

 

5.2. Summary of findings and conclusions 

The literature review identified the main reason why the organisations are 

failing to get the complete benefit of the market segmentation. This 

(chapter 2) have considered with all aspects of market segmentation 

process and concludes by highlighting the various problems in the 

segmentation process in which occurred before, during and after the 

segmentation process. Many researchers found that the market 

segmentation process have many difficulties to complete successfully. It 

shows that many authors have their own views on failure of segmentation, 

poor execution planning (Segmentation-Business issues, 2010); some 

says that the literature review fails to highlight implementation problems 

and improper execution (Piercy, 1997; Hooley, 1980; Piercy and Morgan, 

1993; cited in Dibb and Simkin 2001). This chapter summarise by finding 

different problems (Appendix B) underlying in the infrastructure, mechanics 

of the segmentation process and incorrect handling of the implementation. 



64 

 

 

The research methodology (chapter 3) summarise with the qualitative 

analysis, research strategy, analysis techniques and the limitations of the 

research methods. The interpretivism philosophy with induction approach 

is chosen for the qualitative method of data collection for the case study. 

Data collected in both secondary and primary methods for the empirical 

data collection. This chapter wind up with the ethical issues and limitations 

in this research. In chapter 4 the research shown that the researched 

company is not having the effective market segmentation process. It 

seems reasonable to conclude that the researched company doesn’t have 

a proper structure for the segmentation process. Those people involved in 

the market segmentation process are not very much aware about the 

problems in the process.  

Having considered various features of the market segmentation, it can be 

visible that the researched company have problems from the beginning of 

the segmentation process (infrastructure) till the implementation. In findings 

based on the empirical data the author has sum up the infrastructure 

issues are: lack of reliable information and data, no proper external 

communication, week leadership, lack of knowledge and experience on 

market segmentation, poor allocation of funding, improper structure, no 

expertise planning and no MIS in place. This shows the infrastructure 

issues are the main problem for the segmentation process; according to 

the author it is due to the poor understanding on the segmentation and the 

lack of marketing personnel.  

In short, the author found based on the empirical data, the processing 

section concluded by various issues such as inadequate data, 

inappropriate base variable, amalgamation of skilled and unskilled workers, 

no MIS in place, poor external communication, no senior management 

participation, inadequate budget, use of jargons, poor commitment to 

sharing of data and ideas and no planning for proper implementation. 

 In conclusion, the author found that the company problems in the 

implementation process are lack of present network of relations, no time 
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line in practice, lack of data, no external communication, no expertise 

planning for the implementation and dearth of experienced personnel. On 

the basis these barriers in the segmentation it may be concluded that the 

market segmentation process is a failure in this researched company. 

There are strong grounds for concluding that Dibb and Simkin (2008) 

supports with McDonald & Dumbar (1998); cited in Dibb (2005); Berrigan 

and Finkbeiner, (1992); and Littler (1992); that the organisation needs to 

overcome these problems to have a successful segmentation process. 

The overall experience gained from this study allows the author to 

conclude that the theories and practical are the either end of the line in 

support of Dibb and Simkin, (2001); Sausen et al., (2005); Palmer and 

Millier, (2004); Dibb and Wensley, (2002); if the organisation is not taking 

necessary steps to overcome these barriers in the market segmentation 

process. 

 

5.3. Recommendation 

The market segmentation is more important in every organisation for the 

current market (Appendix I); the case study shows that it is necessary to 

have an effective market segmentation process. So the ABC steel 

company need to overcome these problems, these problems can be more 

gladly analyse and overcome before they obstruct the market 

segmentation process (Dibb, 2005). The recommendations to overcome 

these problems are as follows.  

5.3.1. Overcoming the infrastructure issues 

To overcome these infrastructure issues the company need to take careful 

planning at the beginning of the segmentation process (Bell and Vincze, 

1988; Lin et al., 2004; cited in Dibb, 2005).  Lack of reliable information and 

data issue can be overcome with the marketing brains. The marketing 

skilled personnel can collect the adequate data which can be able to select 
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the appropriate base variable with the proper method of collection. The use 

of MIS will help to focus the customer and their wants and needs for less 

fund. Lack of marketing expertise and knowledge on segmentation can be 

trained the existing staffs so there may not be any redundancy in the 

company. To strengthen the leadership can consider with choosing the 

manager with knowledge of the customer’s behaviour, market 

developments, competitors, sales, marketing, customer support and 

business development functions. This may clear all the hindrances in the 

infrastructure issues in the market segmentation process of the company. 

 

5.3.2. Overcoming the process issues 

The researched company is not using the MIS, which must be quickly 

create to get the data of customer and market for the effective 

segmentation process which also overcomes the problems with inadequate 

data collection for inappropriate base variable. Poor external 

communication is the one of the worst problem in the processing; this gap 

must be rectified by using the external support. The amalgamation of 

skilled and unskilled workers must be overcome either by recruitment or to 

give train on segmentation process for the existing unskilled employees. To 

rectify the problems of inadequate budget allocation and poor commitment 

to sharing of data and ideas could be resolved by setting a series of 

landmark or stages; this stages can be kept as deadline for individual work 

and keep meeting to share, the necessary budget should be allocated for 

market segmentation process with the implementation planning. The use of 

jargons, the marketing experts should keep a note describing it on the 

business context in a simple text.  
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5.3.3. Overcoming the implementation issues 

The Implementation issues in the researched company can be overcome: 

lack of present network of relations can be done by educating the company 

relations and networks; it will be helpful during the implementation. The 

company should practice the timeline to achieve the smooth running of the 

process by a good manager. The proper use of MIS can be resolved the 

issues in shortage of data while execution. Implementation process 

required the external communication, so it should be practiced rather than 

giving to the senior employees. The dearth of experienced personnel in 

implementation can be trained in a professional method or to recruit the 

new experienced and skilled candidates.  

 

5.4. Evaluate Research Objectives 

The areas of market segmentation process issues are controversial and 

complex issues that the many researchers are discussing. Many 

researchers are conducted and argued that the practical and theory of the 

market segmentation process are in either end of the pole.  

5.4.1. Research Objective-1  

First objective is a review of literature to discover current research findings 

on market segmentation process and its barriers. The literature 

acknowledges the market segmentation and its process and discussed the 

STP process which is more beneficiaries and commonly used. The 

literature identified the main reasons why organisations have become the 

market segmentation process to failure; it shows that the market 

segmentation process is getting failure in three occurrences (1) before the 

segmentation process which is called the infrastructural issues, (2) during 

the segmentation process which is called process issues and (3) after the 

segmentation process which is called implementation issues.  
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The main conclusion shows that many issues occurred in each stages of 

the segmentation process; Firstly, the infrastructure issues are having the 

blockers like availability of data, Marketing Information System (MIS), data 

collection, new ideas, customer focus, general marketing expertise, 

marketing function, segmentation knowledge, Senior management 

involvement, buys in to marketing initiatives, Inter/ infra functional 

communication, allocation of financial and personnel resources; and 

resources for strategic thinking. Secondly, the process issues are having 

blockers like availability of sufficient data, commitment to sharing of data 

and ideas, availability of software, inadequate inter functional/site buy-in, 

weak leadership, skilled marketing personnel, senior management 

involvement or buy-in to marketing initiatives, understanding and proper 

usage of segmentation process, channels of inter/intra functional 

communication, fitting with corporate strategic planning, analytical 

marketing skills, Budgeting, employees commitment and time. Lastly, the 

implementation issues are availability and measuring techniques, internal 

and external communication, distribution system, operational skills, 

inadequate senior managerial involvements in segment roll out, fit between 

marketing program and segment solution unclear demarcation of 

responsibility, expertise in planning, resistance to modifying organisational 

structure/ culture/distribution, senior management flexibility to modify their 

remit, flexibility of distribution system to change, inadequate or poor 

alignment of budgeting/resourcing for implementation and insufficient time 

allowed to roll-out the segment solution. These issues have identified and 

met the objective-1 of this research, which clearly specifies the problems in 

the market segmentation process. These scenarios of issues are occurred 

before, during and after the segmentation process in every organisation. 

These issues should be kept in mind of the market segmentation 

processing practitioners to overcome or they need to do some safeguard 

while segmentation takes place. On this basis conclusion can be made that 

due to any part of these issues of segmentation happen during the market 

segmentation process this may result in failure. If the necessary steps are 
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not taken for the stopping the blockers of the segmentation process, it 

affects the process and make wrong decisions. 

 

5.4.2. Research objective-2 

The second objective is to empirical data collection using case study 

relating to the segmentation process issues and critically evaluating the 

case study by identifying the segmentation process issues.  The data 

collected through the empirical data collection where highlighted the 

problems in the infrastructure issues, process issues and implementation 

issues in the case study. The case study is critically analysed and 

concluded. The major problems in the infrastructure analysis are lack of 

knowledge and experience, no MIS in place and not properly budgeted. 

The major problems in the process issues are inadequate data, use of 

literature and amalgamation of skilled and unskilled workers. The major 

problems in the implementation blockers are mainly on lack of data, lack of 

expertise planning, poor budgeting and lack of experienced personnel. The 

case study have some common problems which are the company doesn’t 

have a proper structure for the segmentation; none of the department in 

the segmentation follow the timeline, and improper usage of the allocated 

fund. These issues are supported in the literature review by the Dibb and 

Simkin (2008), Dibb (2005) and Dibb and Simkin (2002); they are the major 

researcher to critically analyse these problems with the case study. The 

author shows this in the chapter 4 and hence, this objective is obtained. 

 

5.4.3. Research objective-3 

The third research objective is to overcome the barriers in the 

segmentation process with the case study. The previous objective clearly 

shows the barriers in the segmentation process with the empirical data 

collection on a case study. These barriers are occurred in three different 
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stages and each stage has its own problems. This has been bought up the 

three stages and its barriers were resolved. This objective showed in 

chapter 5- as a recommendation for the case study to overcome these 

market segmentation process barriers. Therefore the research objective-3 

concluded by overcoming solutions for the case study issues in the market 

segmentation process, hence this objective is also achieved in this study. 

 

5.5. Ideas for future research 

The plenty of issues in the segmentation process are reported (Dibb and 

Wensley, 2002) which will take more time to make a research and similar 

kind of problems to sort in the special titles. In depth study on this 

implementation process on segmentation in the future research by taking 

some more time to collect data through multiple case studies in 

international level. For the broader research in the issues in the 

segmentation process can refer to Wedel and Kamakura (2000) and 

Weinstein (1994); cited in Clarke and Freytag (2008). 

The objective of the study should be to find out barriers in the 

segmentation process which twist the entire processing to the fail. For 

example: the organisation will place the people who doesn’t have any 

knowledge on the segmentation to analyse the data which eventually turns 

negative result in that particular process which may not be a right analysis, 

but in the most of the management perspective in the company to save the 

money through recruiting the unskilled worker instead of skilled person 

which need to pay higher remuneration. This happens when the 

management team has lack of knowledge on the segmentation and its 

benefits (Dibb, 2005). The traditional usage of the MIS (Management 

Information System) needs to be upgraded with the GIS (Geographic 

Information System) to be spread in more widely which should literally 

shows the organisation how it affects on their profit making. 



71 

 

 

In methodology for the future research should be more reliable and need to 

analyse with the multiple case study work in international level. The data 

collection methods need to be mix of qualitative and quantitative data 

collection which will help in depth study. The qualitative data collection 

must be through observation and face to face interview which will help to 

get more segmentation problems. The quantitative data collection which 

should be with the questionnaire to the entire team members in the 

segmentation process to get the individual response of the difficulties they 

face. 

Competitive and technological forces are the two key factors that will affect 

segmentation in the future. On top to that, there is a rising trend towards 

one-to-one marketing (Market segmentation, 2010). This will be a new 

research which effects the segmentation in up coming days which may 

come up with new segmentation process issues. 

In conclusion, there are numerous problems which fail the segmentation 

process, in this study the author come up with few problems only; the 

future research can be taken from different perspective with multiple cases 

in geographically.  

 

5.6. Limitations 

Every research has its own limitations, similarly for this study has also 

some limitation. Dibb and Wensley (2002) says that academic interest in 

market segmentation estimates that in surplus of 1600 references 

arrangement with market segmentation related issues. There are 

numerous segmentation process issues for deeper research analysis if 

having more time and financial support for collecting the direct information. 

Allenby, et.al; (2002) has supported with his statement that market 

segmentation research is a process that takes longer time than the data 

collection and analysis. The methodology section (chapter 3) has 

described various limitation which undertaken during the research 
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methods. There was an element of bias where the author made the 

telephonic interview. The interview questions were asked the same for the 

three respondents (small sample number) in different process of the 

company. Therefore, the author couldn’t get many issues which may there 

in the company under implementation in market segmentation.  
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APPENDICES 

Appendix A: Learning Statement 
 

What went well? 

Time was the main problem for this research, it starts from my second 

semester, it was just two weeks to select research objectives and to know 

about the dissertation it was first time for me, which made failure to choose 

the research objectives at first attempt. Then it was a long way to choose 

the right research objectives and the research under other constraint. My 

supervisor guided me to the right path based on my weakness and that 

made me to choose research objectives very easily and think from the 

different angle of views. This poor time management left little time to carry 

out and analyse the research. 

 

What could have done better? 

I could have made depth analysis of the secondary data which may change 

my analysis and recommendation in different. If I would have planned well 

next time any research is done awareness and planning of time will be 

better accounted for giving more time for planning and carrying out the 

research. The good planning and for the future students I would have 

suggest them to choose the research objectives at the beginning of their 

academic course start. 

 

What has been learnt? 

Working on this dissertation has bring plenty of knowledge and ideas not 

only based on my research topic but also many other areas for my future 

careers and studies. This has developed my official communication during 

the interview which will help me in the future. In methodology part has 

made me to collect various data from different sources in variety of ways 

which eventually increase my knowledge. The importance of time 
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management and recording the each and every step undergone through 

this study has result a good change. I feel personally there is some 

improvement in my communication skill both verbal and written. I improved 

my reading skills and presentational skills, along with that I became an 

independent learner. 
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Appendix B: Barriers of segmentation process 
 

INFRASTRUCTURE 

Hard “Resource Based” factors Soft “ culture/ structural” factors 

Data Culture 

 Availability of data 

 Marketing information system 

(MIS) 

 Data collection 

 New ideas 

 Customer focus 

Expertise  Structural 

 General marketing expertise 

 Marketing function 

 Segmentation knowledge 

 Senior management involvement 

buys in to marketing initiatives. 

 Inter/ infra functional 

communication. 

Resource Allocation  

 Allocation of financial and 

personnel resources 

 Resources for strategic thinking  

PROCESS 

Hard “Resource Based” factors Soft “ culture/ structural” factors 

Data Culture 

 Availability of sufficient data 

 Commitment to sharing of data 

and ideas 

 Availability of software 

 Inadequate inter functional/site 

buy-in 
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  Weak leadership 

Expertise  Structural 

 Skilled marketing personnel 

 Senior management involvement 

or buy-in to marketing initiatives 

 Understanding and proper usage 

of segmentation process 

 Channels of inter/intra functional 

communication 

 Fitting with corporate strategic 

planning  

 Analytical marketing skills  

Resource Allocation  

 Budgeting  

 Employees commitment  

 Time  

IMPLEMENTATION 

Hard “Resource Based” factors Soft “ culture/ structural” factors 

Data Culture 

 Availability and measuring 

techniques 

 Internal and external 

communication. 

  Distribution system. 

Expertise  Structural 

 Operational skills 

 Inadequate senior managerial 

involvements in segment roll out. 

 Fit between marketing program 

and segment solution 

 Unclear demarcation of 

responsibility. 
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 Expertise in planning 

 Resistance to modifying 

organisational structure/ 

culture/distribution. 

 

 Senior management flexibility to 

modify their remit. 

 

 Flexibility of distribution system to 

change. 

Resource Allocation  

 Inadequate or poor alignment of 

budgeting/resourcing for 

implementation  

 Insufficient time allowed to roll-out 

the segment solution  

 

(Source: Dibb, 2005, p 16-17; cited in Kaluarachchi, 2010) 
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Appendix C: Five-step-cycle 

The process of market segmentation has described by Scholasticus (2010) 

in five-step-cycle: 

The first step in this process of market segmentation is to find out the 

market and targeted consumers. This process engages incredible paper 

work and investigations. Economic and demographic issues are also 

examined in this process. Additionally this step might also comprise of 

advertising and to promote about the product. 

The second step is frequently termed as market planning and engages in 

structuring the whole marketing events supported upon the needs and 

wants of the segmented markets. This stage includes some important 

parameters that are set up like logistics cost, retail and whole sale cost, 

etc. Targeting of consumers who are also known as decision makers which 

is another very important factor involved in this stage. The remaining three 

steps in this process are derived from this step. 

The third step is completely leading the consumers as the demand by 

consumers and their suggestions are mainly viewed, surveyed, taken into 

consideration and in numerous ways it implemented. 

The pen ultimate step, this stage is to analyse the actual segment as a 

group with minded consumers having similar demands are placed together. 

In this situation it is analysed for launching of a parallel or a totally new 

product. This stage of processing is frequently based upon economic 

indexes, demographic and geographic situations. 

The last step is to make available the needs of existing consumers and 

finding new markets. This stage is just first step towards new 5-step-cycle 

that begins with discover a new market. 
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Appendix D: Four way process 

In a webpage (Market segmentation, 2010) the market segmentation 

process in four ways: (1) A priori segmentation, (2) Usage segmentation, 

(3) Attitudinal research and cluster analysis and (4) Needs based 

segmentation. 

A-prior (pre-existing) segments are the majority fundamental way of 

generating market segments. In this segmentation (Wind, 1978 cited in 

Baker, 2006) market is divided based on the pre-existing demographic 

condition like age, sex or social economic status. In more complicated 

description of this segmentation may add the life style of the customer 

which includes the age, presence of children and working status. This 

segment is very simple to target customers with the media and advertising. 

Usage segmentation is mainly segmented according to the use of the 

customers in the market or based on their purchase (Clow & Baack, 2007). 

This system of process has two ways to segment the market. First way is 

to separate customers according to their weight use. For illustration: heavy 

users/buyers being more significant than the light users. There are two 

types of analysis to segment; Decile analysis and Pareto analysis. Decile 

analysis separate users into 10 evenly numbered groups, which Pareto 

analysis divide top 20% from bottom 80%. This is usually used in business 

to business markets and nucleus part of database investigation for cluster 

analysis. The second way of usage segmentation can be measured in 

terms of time and place. For instance: a cafe put up for sale sandwich at 

afternoon but major meal is in evening because purchasers are looks for 

variety of things. It may even be the same purchaser just in altered ‘mode’. 

Attitudinal research and cluster analysis is the process of thought and 

beliefs of the customers through the categorised questions with agree- 

disagree scales or ranges out of 5, 7 or 10. This makes the separation of 

one group of users from another group. Problems face in this method is 
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regarding their strength and replicability. Repeating attitudinal analysis is 

very difficult to get a successful result and expensive. 

Needs based segmentation uses conjoint analysis to split a category into 

different levels of functional performance. The difficulty in this method of 

segmentation is targeting each of the underlying groups with the cluster 

analysis. 
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Appendix E: Interview 1 

 

General Manager  

Hello, my name is Shebin Vattamkandathil, student in Northumbria 

University, doing MSc Business with Management. This data will be used 

for my dissertation which is a part of my program; research is based on 

Barriers in market segmentation process: A case study: Scot-free steel 

company, India.  

This interview would be based on the research topic and this would be 

approximately taken 35 minutes. All information provided is treated strictly 

confidential and only for the use of my dissertation. I would appreciate if 

you could provide your full support in this interview. 

The research objectives are: 

4. A review of literature to discover current research findings on market 

segmentation process and its barriers.  

5. Empirical data collection using case study relating to the 

segmentation process issues and also critically evaluates the 

problems in market segmentation process with the case study. 

6.  To overcome these barriers in market segmentation process. 

 

1. What do you understand by market segmentation? 

Market Segmentation is of three part segmenting the market, target 

the market and to implement.  

a. (Additional question) Why segmentation is required? 

Actually it helps effectively for the multi-national companies. Even 

though it our company use to know about the demand in the market 

and to launch new product according to the changes in the market. 

2. How does the company segment the market? 
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Our market is segmented based on the size of the steel products; 

like 8mm, 10mm, 12mm, 16mm, 20mm, 22mm and 25mm. We 

produce our products based on the ISO quality check standards. 

 

3. How does company collect the data for market segmentation? 

Company collects data about the market through retailer stores, 

wholesale dealers and from construction contractors, they are the 

main customers, and we produce what they demand. 

 

4. Who collects the data (qualification)? Do the company use 

MIS? 

MIS? No! Staff from marketing department collects the data. 

 

5. Who analyse these data which are collected? 

Our marketing department do analysis and they report the results on 

data. 

 

6. Do you consider the company’s corporate strategy goals and 

planning during the segmentation process? 

Yes, we consider the corporate strategy goals and planning to 

achieve while we divide the market 

 

7. Does the company provide sufficient requirements for the 

segmentation process? 

Yeah, the company provide necessary things for the segmentation. 

8. How do you communicate within the organisation and outside 

the organisation? 

Internal communication is made through meetings and through 

extension telephone in each department. 

 

External communications is made through advertisements like T.V 

ads, newspaper, brochures, wall paintings and hoardings. To the 
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retailers and wholesalers we sent mails with some special offers to 

attract. 

9. How do you share the data and ideas with your co-workers? 

We conduct meetings to share ideas and data; there will be meeting 

in every alternate week to know the delegated work progress. 

 

10. What experience do you have in market segmentation 

processing? 

I am multi disciplinary personal, I worked in different companies, in 

this company am working since starting onwards. 

 

11. Does the company provide enough funds for the segmentation 

process? 

The company allot 32% of its turnover for the marketing, among this 

8% for segmentation purpose. 

 

12. During the processing do you get any jargons or literature 

words which you do not understand? 

Yeah! I see; some terms in marketing reports. 

 

13. Does the segmentation process be able to complete on 

specified time or it takes more than you fixed? 

Actually we set a time to complete the segmentation, but usually it 

never complete on time, there will be some difficulties. 

 

14. Do the senior level management involve during this 

processing? 

Yes, they are involved, to give a clear structure on the corporate 

goals and planning before starting the segmentation process. 

 

15. Does the company create an expert planning for the execution? 

No we don’t create any expert planning for the execution.  
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I would be grateful if you could provide the information which is required for 

the analysis of the research which I will request you through e-mail. 

Thank you! 

 

 

Appendix F: Interview 2 

 

Marketing manager 

Hello, my name is Shebin Vattamkandathil, student in Northumbria 

University, doing MSc Business with Management. This data will be used 

for my dissertation which is a part of my program; research is based on 

Barriers in market segmentation process: A case study: Scot-free steel 

company, India.  

This interview would be based on the research topic and this would be 

approximately taken 35 minutes. All information provided is treated strictly 

confidential and only for the use of my dissertation. I would appreciate if 

you could provide your full support in this interview. 

The research objectives are: 

1. A review of literature to discover current research findings on market 

segmentation process and its barriers.  

2. Empirical data collection using case study relating to the 

segmentation process issues and also critically evaluates the 

problems in market segmentation process with the case study. 

3.  To overcome these barriers in market segmentation process. 
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1. What do you understand by market segmentation? 

Segmentation for me it’s finding the needs of the customers and 

fulfilling through business organisation. 

 

2. How does the company segment the market? 

There is no proper variables are used for market segments. 

Company produce the most demanding product in the market. 

 

3. How does company collect the data for market segmentation? 

Data collection is made through the construction contractors, retail 

stores and wholesalers; they inform the demand in market 

 

4. Who collects the data (qualification)? Do the company use 

MIS? 

We don’t use MIS, and the data is collected by not qualified person 

in marketing. They collect from our retailer stores and construction 

contractors who know very often changes in the market. 

 

5. Who analyse these data which are collected? 

We have some qualified people who know analysis in marketing and 

they do cluster analysis for this process. In this team we have also 

non- marketing background staff but analysis part is mainly done by 

marketing people. 

 

6. Do you consider the company’s corporate strategy goals and 

planning during the segmentation process? 

Yes, we consider and we try to achieve the strategic goals during 

the segmentation process. 

 

7. Does the company provide sufficient requirements for the 

segmentation process? 
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Not really, we are using the equipments which we have like 

computers, gathering data through telephone and internet. We 

requested for MIS, data and some software which can analyse the 

collected data etc.  

 

8. How do you communicate within the organisation and outside 

the organisation? 

We communicate very often for segmentation processing than any 

department in the company; inside the organisation we use 

telephone and external use through e-mail or by post; external 

communication is used only when we execute some changes in the 

segments or products. 

 

9. How do you share the data and ideas with your co-workers? 

We conduct meeting very often to know the progress of the 

delegated individual work within in our department. 

 

10. What experience do you have in market segmentation process? 

I finished my MBA in marketing and am having experience of 7 

years in marketing and I involved various times in market 

segmentation process. 

 

11. Does the company provide enough funds for the segmentation 

process? 

For the entire marketing the company provides 32% of the total 

revenue; major part is used for advertising and the 8% of it allotted 

for the segmentation, which is very less in compared with the 

purpose of this company 

12. During the processing do you get any jargons or literature 

words which you do not understand? 

Yes, we use and it’s more difficult for the non- marketing workers 

and they mislead the work many times. 
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13. Does the segmentation process be able to complete on 

specified time or it takes more than you fixed? 

Time is flexible, but there are fixed time to complete, however most 

often in each stage of the segmentation process it gets delayed. 

 

14. Do the senior level management involve during this 

processing? 

No, they are not involved during the processing 

 

15. Does the company create an expert planning for the execution? 

No! 

 

I would be grateful if you could provide the information which is required for 

the analysis of the research which I will request you through e-mail. 

Thank you! 

 

 

 

Appendix G: Interview 3 

 

Team leader  

Hello, my name is Shebin Vattamkandathil, student in Northumbria 

University, doing MSc Business with Management. This data will be used 

for my dissertation which is a part of my program; research is based on 

Barriers in market segmentation process: A case study: Scot-free steel 

company, India.  
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This interview would be based on the research topic and this would be 

approximately taken 35 minutes. All information provided is treated strictly 

confidential and only for the use of my dissertation. I would appreciate if 

you could provide your full support in this interview. 

The research objectives are: 

1. A review of literature to discover current research findings on market 

segmentation process and its barriers.  

2. Empirical data collection using case study relating to the 

segmentation process issues and also critically evaluates the 

problems in market segmentation process with the case study. 

3.  To overcome these barriers in market segmentation process. 

 

1. What do you understand by market segmentation? 

I think market segmentation means a particular product where 

company produce to fulfil their needs. 

 

2. How does the company segment the market? 

We segment through product sizes. 

 

3. How does company collect the data for market segmentation? 

I think the main information of customers and the market place that 

we can get from our retailer stores. 

 

4. Who collects the data (qualification)? Do the company use 

MIS? 

I don’t know! 

 

5. Who analyse these data which are collected? 

In implementation process the data is analysed by non-marketing 

qualifiers. In implementation team there is no marketing qualified 

person. 
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6. Do you consider the company’s corporate strategy goals and 

planning during the segmentation process? 

Yes, we do follow the strategic goals and planning. 

 

7. Does the company provide sufficient requirements for the 

segmentation process? 

No, the company is not providing sufficient facilities to execution 

like, measuring techniques, sufficient data of customers and 

targeted competitors. 

 

8. How do you communicate within the organisation and outside 

the organisation? 

Communication inside the company is done mainly through the 

telephone and group meetings. External communication is through 

the GM. I do not communicate with them 

 

9. How do you share the data and ideas with your co-workers? 

We share ideas and data during the group meetings. 

 

10. What experience do you have in market segmentation process? 

I don’t have any marketing qualification. Am in this company since 

2002, in implementation processing. 

 

11. Does the company provide enough funds for the segmentation 

process? 

No, many times need to manipulate the execution according to the 

fund availability. 

 

12. During the processing do you get any jargons or literature 

words which you do not understand? 
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Yes, I face some words which are not able to recognise, but I 

usually ignore and try to summarise it to get an overall results. 

 

13. Does the segmentation process be able to complete on 

specified time or it takes more than you fixed? 

There are some specified time, usually it always exceed during the 

implementation process. 

 

14. Do the senior level management involve during this 

processing? 

Yes, senior management involves knowing the results in the 

implementation process, they use to guide in proper path according 

to companies goal. 

15. Does the company create an expert planning for the execution? 

No! We don’t follow any planning for implementation. 

 

I would be grateful if you could provide the information which is required for 

the analysis of the research which I will request you through e-mail. 

Thank you! 
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Appendix H: Interview summary and findings 
 

 

Questions 

 

General Manager 

(infrastructure 

issues) 

 

Marketing 

manager 

(Processing 

blockers) 

 

Team leader 

(Implementation 

barriers) 

1. What do 

you 

understand 

by market 

segmentatio

n? 

 Good 

understanding 

on market 

segmentation, 

but effective 

for 

multinational 

companies. 

 It helps for 

two: demand 

in market and 

place to 

launch new 

product. 

 Good 

understan

ding on 

segmenta

tion. 

 Good 

understandi

ng on 

market 

segmentati

on 

2. How does 

the 

company 

segment the 

market? 

 Product size 

with ISO 

quality check 

(Product 

specialisation) 

 Not 

segmentin

g 

properly. 

 Product 

size 

(Product 

specialisati

on) 

3. How does 

company 

collect the 

data for 

market 

segmentatio

n? 

 Data collection 

through their 

existing 

dealers and 

customers. 

 Data 

collection 

through 

their 

existing 

dealers 

and 

customers

. 

 Not much 

aware but 

aware 

about the 

data 

collection 

through 

their 

existing 

dealers and 

customers 
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4. Who 

collects the 

data 

(qualificatio

n)? Do the 

company 

use MIS? 

 Don’t know 

who collects 

the data. 

 No MIS in 

place. 

 Non 

marketing 

knowledg

e people 

 Collecting 

in the 

incorrect 

method 

 No MIS in 

place 

 Doesn’t 

know 

5. Who 

analyse 

these data 

which are 

collected? 

 Marketing 

department do 

analysis. 

 Analysis 

is done by 

marketing 

qualifiers. 

 Use 

cluster 

analysis 

 Includes 

non-

marketing 

personals. 

 Data is 

analysed 

by non-

marketing 

qualifiers. 

6. Do you 

consider the 

company’s 

corporate 

strategy 

goals and 

planning 

during the 

segmentatio

n process? 

 Judge on 

corporate 

strategy goals 

and planning 

to achieve 

while we 

segment the 

market. 

 Follow 

corporate 

strategy 

and 

planning 

while 

processin

g. 

 Yes, we do 

follow the 

strategic 

goals and 

planning. 

7. Does the 

company 

provide 

sufficient 

requirement

s for the 

segmentatio

n process? 

 Company 

provides 

sufficient 

needs for the 

infrastructure. 

 Not 

having 

sufficient 

requireme

nts. 

 Not 

providing 

sufficient 

requiremen

ts for 

executing. 
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8. How do you 

communicat

e within the 

organisatio

n and 

outside the 

organisatio

n? 

 Good internal 

communicatio

n 

 

 Partial levels 

in external 

communicatio

ns has been 

done 

 Good 

internal 

communic

ation 

 

 External 

communic

ation 

rarely 

used. 

 Good 

internal 

communica

tion 

 

 No proper 

external 

communica

tion. 

9. How do you 

share the 

data and 

ideas with 

your co-

workers? 

 Sharing data 

through 

frequent 

meetings. 

 Good 

sharing of 

data and 

ideas. 

 Fine 

sharing of 

data and 

ideas. 

10. What 

experience 

do you have 

in market 

segmentatio

n process? 

 Lack of 

marketing 

experience 

 Experienc

ed 

personal 

 No formal 

experience. 

11. Does the 

company 

provide 

enough 

funds for 

the 

segmentatio

n process? 

 Insufficient 

fund 

 Inadequat

e fund. 

 inadequate 

fund which 

leads to 

manipulate 

the 

execution 

12. During the 

processing 

do you get 

any jargons 

or literature 

words 

which you 

do not 

understand

? 

 Misunderstand 

the jargons or 

literature 

words 

 Misleads 

the work 

because 

of jargons 

or 

literature 

words. 

 Ignore the 

jargons 

which may 

result 

wrong. 
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13. Does the 

segmentatio

n process 

be able to 

complete on 

specified 

time or it 

takes more 

than you 

fixed? 

 Sets time but 

not followed. 

 Not able 

to follow 

the time 

 Not able to 

follow 

timeline. 

14. Do the 

senior level 

managemen

t involve 

during this 

processing? 

 Yes they 

involve.   

 No senior 

managem

ent 

involved 

during the 

segmenta

tion 

process. 

 Yes, senior 

manageme

nt involves. 

15.  Does the 

company 

create an 

expert 

planning for 

the 

execution? 

 No expert 

planning for 

the execution.  

 No 

expertise 

planning. 

 No 

planning for 

implementa

tion. 
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Appendix I: Current market  

Current market is the period of individual consumer empowerment, which 

is still manipulating product development method. The consumer behaviour 

and cultural values had been fairly predictable. In latest data (customer 

segmentation, 2010) shows that the consumer acts on individualisation and 

rapid changes are well-built. Unsaturated markets converts into matured 

markets with exchangeable products in which added importance and 

target-group associated operations turn into more and more essential. 

Which shows the current market should be segmented fully based on the 

deep quantitative research. The overall process is to identify groups of 

similar customers and potential customers to prioritise the groups to 

address; to understand their manners; and to respond with appropriate 

marketing strategies that satisfy the different preference of each chosen 

segment (Market segmentation, 2010). The review on the present market 

shows that the segmentation is not only based on the price it’s fully based 

on fulfilling their needs, wants and requirements. 


