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CHAPTER 10
Target Market Selection
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CHAPTER 10
Target Market Selection
After evaluating the opportunities presented by various market segments, including a detailed
competitive analysis, the company may select one, or more, as a target market. This target market
becomes the focus of the firm’s marketing effort, and goals and objectives are set according to
where the company wants to be and what it hopes to accomplish in this market. These goals and
objectives are set in terms of specific performance variables such as sales market share, and
profitability. The selection of the target market (or markets) in which the firm will compete is an
important part of its marketing strategy and has direct implications for its advertising and
promotional efforts.

10 ﻓﺼﻞ
اﻧﺘﺨﺎب ﺑﺎزار ﻫﺪف
 ﺷﺮﻛﺖ ﻣﻲ ﺗﻮاﻧﺪ ﻳﻚ، از ﺟﻤﻠﻪ ﺗﺤﻠﻴﻞ رﻗﺎﺑﺘﻲ ﺟﺰء ﺑﻪ ﺟﺰء،ﭘﺲ از ارزﺷﻴﺎﺑﻲ ﻓﺮﺻﺖ ﻫﺎي اﻳﺠﺎد ﺷﺪه از ﺳﻮي ﺑﺨﺶ ﻫﺎي ﮔﻮﻧﺎﮔﻮن ﺑﺎزار
 اﻳﻦ ﺑﺎزار ﻫﺪف ﺑﻪ ﻣﺮﻛﺰ ﺗﻼش ﻫﺎي ﺑﺎزارﻳﺎﺑﻲ ﺷﺮﻛﺖ ﺗﺒﺪﻳﻞ ﻣﻲ ﺷﻮد و اﻫﺪاف و ﻣﻘﺎﺻﺪ ﺑﺮ ﺣﺴﺐ.ﻳﺎ ﭼﻨﺪ ﺑﺎزار ﻫﺪف را اﻧﺘﺨﺎب ﻛﻨﺪ
 اﻳﻦ اﻫﺪاف و ﻣﻘﺎﺻﺪ ﺑﺮ ﺣﺴﺐ ﻳﻚ ﺳﺮي.ﻣﻘﺼﺪ ﺷﺮﻛﺖ و ﺗﻤﺎﻳﻞ ﺷﺮﻛﺖ ﺑﻪ ﺗﺤﻘﻖ ﻣﻮارد ﻣﻮرد ﺗﻤﺎﻳﻞ در اﻳﻦ ﺑﺎزار ﺗﻨﻈﻴﻢ ﻣﻲ ﺷﻮد
 اﻧﺘﺨﺎب ﺑﺎزار ﻳﺎ ﺑﺎزارﻫﺎي ﻫﺪف ﻛﻪ در آن ﺷﺮﻛﺖ رﻗﺎﺑﺖ.ﻣﺘﻐﻴﺮﻫﺎي ﺧﺎص ﻋﻤﻠﻜﺮد ﻧﻈﻴﺮ ﺳﻬﻢ ﺑﺎزار ﻓﺮوش و ﺳﻮدآوري ﺗﻨﻈﻴﻢ ﻣﻲ ﺷﻮد
.ﻛﻨﺪ ﺑﺨﺶ ﻣﻬﻤﻲ از اﺳﺘﺮاﺗﮋي ﺑﺎزارﻳﺎﺑﻲ اﺳﺖ و اﺳﺘﻠﺰاﻣﺎت ﻣﺴﺘﻘﻴﻢ ﺑﺮ ﺗﺒﻠﻴﻐﺎت و اﻗﺪاﻣﺎت ﺗﺒﻠﻴﻐﻲ دارد
Recall from our discussion of the integrated marketing communications planning program that
the situation analysis is conducted at the beginning of the promotional planning process. Specific
objectives-both marketing and communications-are derived from the situation analysis, and the
promotional-mix strategies are developed to achieve these objectives. Marketers rarely go after
the entire market with one product, brand, or service offering. Rather, they pursue a number of
different strategies, breaking the market into segments and targeting one or more of these
segments for marketing and promotional efforts. This means different objectives may be
established, different budgets may be used, and the promotional-mix strategies may vary,
depending on the market approach used.
از ﺑﺤﺚ ﻫﺎﻳﻤﺎن درﺑﺎره ﺑﺮﻧﺎﻣﻪ ارﺗﺒﺎﻃﺎت ﻳﻜﭙﺎرﭼﻪ ﺑﺎزارﻳﺎﺑﻲ ﺑﻪ ﺧﺎﻃﺮ ﻣﻲ آورﻳﻢ ﻛﻪ ﺗﺤﻠﻴﻞ وﺿﻌﻴﺖ در اﺑﺘﺪاي ﻓﺮآﻳﻨﺪ ﺑﺮﻧﺎﻣﻪ رﻳﺰي ﺗﺒﻠﻴﻐﻲ
 از ﺗﺤﻠﻴﻞ وﺿﻌﻴﺖ ﺣﺎﺻﻞ ﻣﻲ ﺷﻮد و اﺳﺘﺮاﺗﮋي آﻣﻴﺨﺘﻪ ﺗﺒﻠﻴﻐﺎﺗﻲ ﺑﺮاي ﻧﻴﻞ ﺑﻪ اﻳﻦ-ﻫﻢ ﺑﺎزاﻳﺎﺑﻲ و ﻫﻢ ارﺗﺒﺎﻃﺎت- اﻫﺪاف وﻳﮋه.ﻣﻲ ﺑﺎﺷﺪ
 ﺑﻠﻜﻪ آﻧﻬﺎ ﺗﻌﺪادي. ﻳﻚ ﺑﺮﻧﺪ و ﻳﺎ ﻳﻚ ﺧﺪﻣﺖ اﻃﺎﻋﺖ ﻣﻲ ﻛﻨﻨﺪ، ﺑﺎزارﻳﺎﺑﺎن ﺑﻪ ﻧﺪرت از ﻛﻞ ﺑﺎزار ﺑﺎ ﻳﻚ ﻣﺤﺼﻮل.اﻫﺪاف ﺗﺪوﻳﻦ ﻣﻲ ﮔﺮدد
 ﺑﺎزار را ﺑﻪ ﭼﻨﺪ ﺑﺨﺶ ﺗﻘﺴﻴﻢ ﻣﻲ ﻛﻨﻨﺪ و ﻳﻚ ﻳﺎ ﭼﻨﺪ ﺑﺨﺶ از آﻧﻬﺎ را ﻫﺪف ﺗﻼش ﻫﺎي،از اﺳﺘﺮاﺗﮋي ﻫﺎي ﮔﻮﻧﺎﮔﻮن را دﻧﺒﺎل ﻣﻲ ﻛﻨﻨﺪ
 ﺑﻮدﺟﻪ ﻫﺎي ﻣﺨﺘﻠﻒ را ﺑﻜﺎر، اﻳﻦ ﺑﺪان ﻣﻌﻨﺎﺳﺖ ﻛﻪ ﻣﻲ ﺗﻮان اﻫﺪاف ﮔﻮﻧﺎﮔﻮن را اﻳﺠﺎد ﻛﺮد.ﺑﺎزارﻳﺎﺑﻲ و ﺗﺒﻠﻴﻐﻲ ﺧﻮد ﻗﺮار ﻣﻲ دﻫﻨﺪ
.ﮔﺮﻓﺖ و اﺳﺘﺮاﺗﮋي ﻫﺎي آﻣﻴﺨﺘﻪ ﺗﺒﻠﻴﻎ ﮔﻮﻧﺎﮔﻮن ﻣﻲﺗﻮاﻧﺪ ﻣﺘﻨﻮع ﺑﺎﺷﺪ ﻛﻪ اﻳﻦ اﻣﺮ ﺑﻪ روﻳﻜﺮد ﺑﺎزار ﻣﻮرد اﺳﺘﻔﺎده ﺑﺴﺘﮕﻲ دارد
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The Target Marketing Process
Because few, if any, products can satisfy the needs of all consumers, companies often develop
different marketing strategies to satisfy different consumer needs. The process by which
marketers do this (presented in Figure 1) is referred to as target marketing and involves four
basic steps: identifying markets with unfulfilled needs, segmenting the market, targeting specific
segments, and positioning one’s product or service through marketing strategies.

ﻓﺮآﻳﻨﺪ ﺑﺎزارﻳﺎﺑﻲ ﻫﺪف
 ﺷﺮﻛﺖﻫﺎ اﻏﻠﺐ اﺳﺘﺮاﺗﮋيﻫﺎي ﺑﺎزارﻳﺎﺑﻲ،از آﻧﺠﺎﻳﻲ ﻛﻪ ﺑﻪ ﻧﺪرت ﻳﻚ ﻣﺤﺼﻮل ﻣﻲﺗﻮاﻧﺪ ﻧﻴﺎزﻫﺎي ﺗﻤﺎﻣﻲ ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن را ﺑﺮآورده ﻛﻨﺪ
 ﻓﺮآﻳﻨﺪﻫﺎﻳﻲ ﻛﻪ ﺑﻪ واﺳﻄﻪ آن ﺑﺎزارﻳﺎﺑﺎن اﻗﺪام ﺑﻪ اﻳﻦ ﻛﺎر.ﮔﻮﻧﺎﮔﻮﻧﻲ را ﺑﺮاي ﺑﺮآورده ﻛﺮدن ﻧﻴﺎزﻫﺎي ﻣﺘﻔﺎوت ﻣﺸﺘﺮﻳﺎن ﺗﺪوﻳﻦ ﻣﻲﻛﻨﻨﺪ
 ﺷﻨﺎﺳﺎﻳﻲ ﺑﺎزارﻫﺎ ﺑﺎ ﻧﻴﺎزﻫﺎي:( ﺑﺎزارﻳﺎﺑﻲ ﻫﺪف ﻧﺎﻣﻴﺪه ﻣﻲﺷﻮد و ﺷﺎﻣﻞ ﭼﻬﺎر ﺑﺨﺶ اﺻﻠﻲ ﻣﻲﺑﺎﺷﺪ1 ﻣﻲﻛﻨﻨﺪ )اراﺋﻪ ﺷﺪه در ﺷﻜﻞ
 ﻫﺪفﮔﺬاري ﺑﺨﺶﻫﺎي وﻳﮋه و ﻣﻮﺿﻊﻳﺎﺑﻲ ﻣﺤﺼﻮل ﻳﺎ ﺧﺪﻣﺖ ﻳﻚ ﺷﺮﻛﺖ از ﻃﺮﻳﻖ اﺳﺘﺮاﺗﮋيﻫﺎي، ﺗﻔﻜﻴﻚ ﺑﺎزار،ﺑﺮآورده ﻧﺸﺪه
.ﺑﺎزارﻳﺎﺑﻲ

Figure 1 The Target Marketing Process.
. ﻓﺮآﻳﻨﺪ ﺑﺎزارﻳﺎﺑﻲ ﻫﺪف-1 ﺷﻜﻞ

Identifying Markets
When employing a target marketing strategy, the marketer identifies the specific needs of groups
of people (or segments), selects one or more of these segments as a target, and develops
marketing programs directed to each. This approach has found increased applicability in
marketing for a number of reasons, including changes in the market (consumers are becoming
much more diverse in their needs, attitudes, and lifestyles), increased use of segmentation by
competitors; and the fact that more managers are trained in segmentation and realize the
advantages associated with this strategy.

ﺷﻨﺎﺳﺎﻳﻲ ﺑﺎزارﻫﺎ
 ﻧﻴﺎزﻫﺎي ﺧﺎص ﮔﺮوه ﻫﺎﻳﻲ از ﻣﺮدم )ﻳﺎ ﺑﺨﺶﻫﺎﻳﻲ( را ﺷﻨﺎﺳﺎﻳﻲ،زﻣﺎﻧﻲ ﻛﻪ ﺑﺎزارﻳﺎب ﻳﻚ اﺳﺘﺮاﺗﮋي ﺑﺎزارﻳﺎﺑﻲ ﻫﺪف را ﺑﻜﺎر ﻣﻲﺑﺮد
.ﻣﻲ ﻛﻨﺪ و ﻳﻚ ﻳﺎ ﭼﻨﺪ ﺑﺨﺶ را ﺑﻪ ﻋﻨﻮان ﻫﺪف اﻧﺘﺨﺎب و ﺑﺮﻧﺎﻣﻪﻫﺎي ﺑﺎزارﻳﺎﺑﻲ ﻫﺪاﻳﺖ ﺷﺪه ﺑﻪ ﺳﻮي ﻫﺮ ﻳﻚ از آﻧﻬﺎ را ﺗﺪوﻳﻦ ﻣﻲﻛﻨﺪ
 ﻧﮕﺮشﻫﺎ و ﺳﺒﻚﻫﺎي زﻧﺪﮔﻲ،اﻳﻦ روﻳﻜﺮد ﺑﻪ دﻻﻳﻞ ﻣﺘﻌﺪد ﻛﺎرﺑﺮد زﻳﺎدي در ﺑﺎزارﻳﺎﺑﻲ داﺷﺘﻪ اﺳﺖ از ﺟﻤﻠﻪ ﺗﻐﻴﻴﺮات در ﺑﺎزار )ﻧﻴﺎزﻫﺎ
 اﺳﺘﻔﺎده ﻓﺰاﻳﻨﺪه از ﺗﻔﻜﻴﻚ ﺑﻪ وﺳﻴﻠﻪ رﻗﺒﺎ و اﻳﻦ ﺣﻘﻴﻘﺖ ﻛﻪ ﻣﺪﻳﺮان ﺑﻴﺸﺘﺮي درﺑﺎره،(ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن ﺑﻪ ﻣﺮاﺗﺐ ﻣﺘﻨﻮعﺗﺮ ﻣﻲﺷﻮد
.ﺗﻔﻜﻴﻚ آﻣﻮزش ﻣﻲ ﺑﻴﻨﻨﺪ و ﻣﺰاﻳﺎي ﻣﺮﺗﺒﻂ ﺑﺎ اﻳﻦ اﺳﺘﺮاﺗﮋي را درك ﻣﻲﻛﻨﻨﺪ
Perhaps the best explanation, however comes back to the basic premise that you must understand
as much as possible about consumers to design marketing programs that meet their needs most
effectively.
در ﻫﺮ ﺻﻮرت ﺷﺎﻳﺪ ﺑﻬﺘﺮﻳﻦ ﺗﺒﻴﻴﻦ ﺑﻪ اﻳﻦ ﻓﺮض ﺑﺮ ﻣﻲ ﮔﺮدد ﻛﻪ ﺗﺎ ﺣﺪ اﻣﻜﺎﻧﺒﻪ ﮔﻮﻧﻪ اي ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن را درك ﻛﻨﻴﻢ ﺗﺎ ﺑﺮﻧﺎﻣﻪ ﻫﺎي
.ﺑﺎزارﻳﺎﺑﻲ ﺑﺮاي آﻧﻬﺎ ﺗﺪوﻳﻦ ﻛﻨﻴﻢ ﻛﻪ ﺑﻄﻮر اﺛﺮﺑﺨﺶ ﺗﺮي ﻧﻴﺎزﻫﺎﻳﺸﺎن را ﺑﺮآورده ﻛﻨﺪ
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Target market identification isolates consumers with similar lifestyles, needs, and the like, and
increases our knowledge of their specific requirements. The more marketers can establish this
common ground with consumers, the more effective they will be in addressing these
requirements in their communications programs and informing and/or persuading potential
consumers that the product or service offering will meet their needs.
 ﻧﻴﺎزﻫﺎ و ﻋﻼﻳﻖ ﻣﺸﺎﺑﻪ ﺟﺪا ﻣﻲ ﻛﻨﺪ و داﻧﺶ ﻣﺎ را در ﻣﻮرد ﻧﻴﺎزﻫﺎي وﻳﮋه،ﺷﻨﺎﺳﺎﻳﻲ ﺑﺎزار ﻫﺪف ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن را از ﺳﺒﻚ ﻫﺎي زﻧﺪﮔﻲ
 اﮔﺮ ﺑﺎزارﻳﺎﺑﺎن ﺑﺘﻮاﻧﻨﺪ ﻫﺮﭼﻪ زﻣﻴﻨﻪ ﻣﺸﺘﺮك ﺑﻴﺸﺘﺮي ﺑﺎ ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن اﻳﺠﺎد ﻛﻨﻨﺪ در ﭘﺮداﺧﺘﻦ ﺑﻪ اﻳﻦ ﻧﻴﺎزﻫﺎ.آﻧﻬﺎ اﻓﺰاﻳﺶ ﻣﻲ دﻫﺪ
در ﺑﺮﻧﺎﻣﻪ ﻫﺎي ارﺗﺒﺎﻃﺎت ﺧﻮد و آﮔﺎه ﻛﺮدن ﻳﺎ ﻣﺠﺎب ﺳﺎزي ﻣﺼﻒ ﻛﻨﻨﺪﮔﺎن ﺑﺎﻟﻘﻮه در ﻣﺤﺼﻮل ﻳﺎ ﺧﺪﻣﺘﻲ ﻛﻪ ﻧﻴﺎزﻫﺎي ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن
.را ﺑﺮآورده ﻛﻨﺪ اﺛﺮﺑﺨﺶ ﺗﺮ ﺧﻮاﻫﻨﺪ ﺑﻮد
Let’s use the beer industry as an example. Years ago, beer was just beer, with little
differentiation, many local distributors, and few truly national brands. The industry began
consolidating; many brands were assumed by the larger brewers or ceased to exist. As the
number of competitors decreased, competition among the major brewers increased. To compete
more effectively, brewers began to look at different tastes, lifestyles, and so on, of beer drinkers
and used this information in their marketing strategies. This process resulted in the identification
of many market segments, each of which corresponds to different customers’ needs, lifestyles,
and other characteristics.
 ﺑﺴﻴﺎري. ﺳﺎل ﻫﺎي ﭘﻴﺶ آﺑﺠﻮ ﻓﻘﻂ آﺑﺠﻮ ﺑﻮد ﺑﺎ ﺗﻔﺎوت ﻫﺎي اﻧﺪك.اﺟﺎزه دﻫﻴﺪ ﺻﻨﻌﺖ آﺑﺠﻮﺳﺎزي را ﺑﻪ ﻋﻨﻮان ﻳﻚ ﻣﺜﺎل ﻣﻄﺮح ﻛﻨﻴﻢ
 اﻳﻦ ﺻﻨﻌﺖ ﺑﻪ ﺗﺪرﻳﺞ ﺗﺜﺒﻴﺖ ﺷﺪ؛ ﺑﺴﻴﺎري از ﺑﺮﻧﺪﻫﺎ.داراي ﺗﻮزﻳﻊ ﻛﻨﻨﺪﮔﺎن ﻣﺤﻠﻲ ﺑﻮدﻧﺪ و ﺗﻌﺪاد ﻛﻤﻲ ﻧﻴﺰ داراي ﺑﺮﻧﺪﻫﺎي ﻣﺤﻠﻲ ﺑﻮدﻧﺪ
 زﻣﺎﻧﻲ ﻛﻪ ﺗﻌﺪاد.را ﺷﺮﻛﺖ ﻫﺎي آﺑﺠﻮﺳﺎزي ﺑﻪ ﻋﻬﺪه ﮔﺮﻓﺘﻨﺪ ﻳﺎ ﺑﺴﻴﺎري از ﺑﺮﻧﺪﻫﺎ )ﺷﺮﻛﺖ ﻫﺎي ﺗﻮﻟﻴﺪ ﻛﻨﻨﺪه آن ﺑﺮﻧﺪﻫﺎ( ﻣﺘﻮﻗﻒ ﺷﺪﻧﺪ
 ﺷﺮﻛﺖ ﻫﺎي آﺑﺠﻮﺳﺎزي ﺑﻪ ﻃﻌﻢ ﻫﺎي، ﺑﺮاي رﻗﺎﺑﺖ ﻣﺆﺛﺮﺗﺮ. رﻗﺎﺑﺖ ﻣﻴﺎن ﺷﺮﻛﺖ ﻫﺎي آﺑﺠﻮﺳﺎزي ﺑﺰرگ اﻓﺰاﻳﺶ ﻳﺎﻓﺖ،رﻗﺒﺎ ﻛﺎﻫﺶ ﻳﺎﻓﺖ
ﻣﺨﺘﻠﻒ و ﺳﺒﻚ ﻫﺎي زﻧﺪﮔﻲ ﮔﻮﻧﺎﮔﻮن ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن آﺑﺠﻮ ﺗﻮﺟﻪ ﻧﻤﻮدﻧﺪ و از اﻳﻦ اﻃﻼﻋﺎت ﺑﺮاي اﺳﺘﺮاﺗﮋي ﻫﺎي ﺑﺎزارﻳﺎﺑﻲ ﺧﻮد
 ﺳﺒﻚ ﻫﺎي زﻧﺪﮔﻲ و ﺳﺎﻳﺮ، اﻳﻦ ﻓﺮآﻳﻨﺪ ﻣﻨﺠﺮ ﺑﻪ ﺷﻨﺎﺳﺎﻳﻲ ﺑﺴﻴﺎري از ﺑﺨﺶ ﻫﺎي ﺑﺎزار ﺷﺪ ﻛﻪ ﻫﺮ ﻛﺪام از آﻧﻬﺎ ﺑﺎ ﻧﻴﺎزﻫﺎ.اﺳﺘﻔﺎده ﻛﺮدﻧﺪ
.ﺧﺼﻮﺻﺎت ﮔﻮﻧﺎﮔﻮن ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن ﺗﻨﺎﺳﺐ داﺷﺘﻨﺪ
As you can see in Figure 2, the beer marketers have become quite segmented, offering super
premiums, premiums, poplars (low price), imports, lights (low calorie), and malts. Low-alcohol
and nonalcoholic brands have also been introduced, as has draft beer in bottles and cans. And
there are now imported lights, super premium drafts, dry beers, ice beers, low-carbohydrate
beers, and on and on. Grupo Modelo pursues a strategy whereby it offers a variety of products
from which consumers can choose, varying the marketing mix for each. Each appeals to a
different set of needs. Taste is certainly one; others include image, cost, and the size of one’s
waistline. A variety of other reasons for purchasing are also operating, including the consumer’s
social class, lifestyle, and economic status.
، اراﺋﻪ آﺑﺠﻮي ﻋﺎﻟﻲ ﺑﺎ ﻗﻴﻤﺖ ﺑﺴﻴﺎر ﮔﺮان. ﺑﺎزارﻳﺎﺑﺎن آﺑﺠﻮ ﻛﺎﻣﻼً ﺗﻔﻜﻴﻚ ﺷﺪه اﻧﺪ، ﻣﺸﺎﻫﺪه ﻛﻨﻴﺪ2 ﻫﻤﺎﻧﮕﻮﻧﻪ ﻛﻪ ﻣﻲ ﺗﻮاﻧﻴﺪ در ﺷﻜﻞ
( آﺑﺠﻮي ﺳﺒﻚ )ﺑﺎ ﻛﺎﻟﺮي ﭘﺎﻳﻴﻦ( و آﺑﺠﻮي ﻣﺎﻟﺖ )ﺟﻮاﻧﻪ ﺧﺸﻚ ﺷﺪه ﺟﻮ، وارداﺗﻲ،( ﻣﺎرك ارزان )ﻗﻴﻤﺖ ﭘﺎﻳﻴﻦ،ﻣﺎرك ﻫﺎي ﻧﺴﺒﺘﺎً ﮔﺮان
ﻓﺖ" ﺑﺼﻮرت ﺑﻄﺮي ﻳﺎ داﺧﻞ ﻗﻮﻃﻲ ﻫﻤﭽﻨﻴﻦ آﺑﺠﻮي "در. ﺑﺮﻧﺪﻫﺎي آﺑﺠﻮ ﺑﺎ اﻟﻜﻞ ﭘﺎﻳﻴﻦ و ﻏﻴﺮاﻟﻜﻠﻲ ﻧﻴﺰ ﻣﻌﺮﻓﻲ ﺷﺪه اﻧﺪ.ﻣﻄﺮح اﺳﺖ
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 ﺷﺮﻛﺖ "ﮔﺮوﭘﻮ ﻣﻮدﻟﻮ" ﻳﻚ اﺳﺘﺮاﺗﮋي را دﻧﺒﺎل ﻣﻲ ﻛﻨﺪ ﻛﻪ ﺑﻪ ﻣﻮﺟﺐ آن ﻣﺤﺼﻮﻻت ﻣﺘﻨﻮﻋﻲ را اراﺋﻪ ﻛﻨﺪ و.ﻫﺎي ﺧﺎﺻﻲ اراﺋﻪ ﻣﻲ ﺷﻮد
 ﻫﺮ درﺧﻮاﺳﺖ ﺑﺮاي ﻳﻚ.ﻣﺼﺮف ﻛﻨﻨﺪﮔﺎن ﺑﺘﻮاﻧﻨﺪ از ﺑﻴﻦ ﻣﺤﺼﻮﻻت اﻧﺘﺨﺎب ﻛﻨﻨﺪ و آﻣﻴﺨﺘﻪ ﺑﺎزارﻳﺎﺑﻲ ﺑﺮاي ﻫﺮ ﻳﻚ ﻣﺘﻨﻮع ﻣﻲ ﺑﺎﺷﺪ
. ﻫﺰﻳﻨﻪ و اﻧﺪازه ﺷﻜﻢ، ﺳﺎﻳﺮ ﻣﻮارد ﻋﺒﺎرﺗﻨﺪ از ﺗﺼﻮﻳﺮ ذﻫﻨﻲ.ﻣﺠﻤﻮﻋﻪ ﻣﺘﻔﺎوت از ﻧﻴﺎزﻫﺎ ﻣﻲ ﺑﺎﺷﺪو ﻣﻄﻤﺌﻨﺎً ﻣﺰه ﻳﻚ ﻣﻮرد از آﻧﻬﺎﺳﺖ
. ﺳﺒﻚ زﻧﺪﮔﻲ و وﺿﻌﻴﺖ اﻗﺘﺼﺎدي ﻣﺼﺮف ﻛﻨﻨﺪه،دﻻﻳﻞ ﺧﺮﻳﺪ ﻫﻢ ﻣﻲ ﺗﻮاﻧﺪ ﻣﺘﻨﻮع ﺑﺎﺷﺪ از ﺟﻤﻠﻪ ﻃﺒﻘﻪ اﺟﺘﻤﺎﻋﻲ
Marketers competing in nearly all product and service categories are constantly searching for
ways to segment their markets in an attempt to better satisfy customers’ needs.
ﺑﺎزارﻳﺎﺑﺎﻧﻲ ﻛﻪ ﺗﻘﺮﻳﺒﺎً در ﺗﻤﺎﻣﻲ ﻣﺤﺼﻮﻻت و ﺧﺪﻣﺎت رﻗﺎﺑﺖ ﻣﻲ ﻛﻨﻨﺪ ﻫﻤﻮاره ﺑﻪ دﻧﺒﺎل ﺷﻴﻮه ﻫﺎي ﺗﻔﻜﻴﻚ ﺑﺎزارﻫﺎﻳﺸﺎن ﻫﺴﺘﻨﺪ ﺗﺎ ﺗﻼش
.ﻛﻨﻨﺪ ﺑﻬﺘﺮ ﻧﻴﺎزﻫﺎي ﻣﺸﺘﺮﻳﺎن را ﺑﺮآورده ﻛﻨﻨﺪ
Figure 2 Market Breakdown by Product in the Beer Industry
. ﺷﻜﺴﺘﻦ ﺑﺎزار ﺑﻪ وﺳﻴﻠﻪ ﺻﻨﻌﺖ آﺑﺠﻮ-2 ﺷﻜﻞ

Exercises:
I. Synonyms
1- Market= public place

ﺑﺎزار=ﻳﻚ ﻣﻜﺎن ﻋﻤﻮﻣﻲ

2- Strategy= the art of planning

اﺳﺘﺮاﺗﮋي=ﻫﻨﺮ ﺑﺮﻧﺎﻣﻪ رﻳﺰي

3- Recall= ask to come back
4- Target= something to be aimed at in shooting

ﺑﻪ ﻳﺎد آوردن
ﻫﺪف=ﭼﻴﺰي ﻛﻪ در ﺷﻠﻴﻚ ﻛﺮدن ﻣﻮرد ﻧﻈﺮ ﺑﺎﺷﺪ

5- Consolidate= make or become stronger
ﺗﺤﻜﻴﻢ ﻛﺮدن=ﻗﻮي ﺗﺮ ﺳﺎﺧﺘﻦ ﻳﺎ ﻗﻮي ﺗﺮ ﺷﺪن
6- Potential= that may come in to existence or action.
.ﭘﺘﺎﻧﺴﻴﻞ=ﭼﻴﺰي ﻛﻪ ﻣﻤﻜﻦ اﺳﺖ اﻳﺠﺎد ﮔﺮدد ﻳﺎ ﻗﺎﺑﻞ اﻧﺠﺎم ﺑﺎﺷﺪ
7- Compete= Take part in a race , contest

رﻗﺎﺑﺖ ﻛﺮدن=ﺷﺮﻛﺖ ﻛﺮدن در ﻳﻚ ﻣﺴﺎﺑﻘﻪ ﻳﺎ رﻗﺎﺑﺖ

8- Appeal= make a strong request
9- Status= person's legal , social or professional state

درﺧﻮاﺳﺖ ﻛﺮدن=ﻳﻚ درﺧﻮاﺳﺖ ﻗﻮي داﺷﺘﻦ
 اﺟﺘﻤﺎﻋﻲ ﻳﺎ ﺷﻐﻠﻲ ﻳﻚ ﻓﺮد،ﺟﺎﻳﮕﺎه=وﺿﻌﻴﺖ ﻗﺎﻧﻮﻧﻲ

10- Segment= section

ﺑﺨﺶ=ﻗﺴﻤﺖ

II. Fill in the blanks with appropriate words from the list below.
offering, introduced, set, increased, strategy, lifestyle, satisfy
1. The focus of the firm's marketing offers and goals and objectives are ----------- according to
where the company wants to be.
2. The selection of the target market in which the firm will compete is an important part of its
marketing ------------.
3. Marketers rarely go after the entire market with one product, brand or service --------------.
4. Target market identification isolates consumers with similar -------------.
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5. As the number of competitors decreased, competition among the major brewers --------------.
6. Low-alcohol and nonalcoholic brands have also been ----------.
7. Marketers competing in nearly all product and service categories are -------------- Searching for
ways to segment their markets in an attempt to better -------------- customer's needs.

ﭘﺎﺳﺨﻨﺎﻣﻪ
1- set
4- lifestyle
7- satisfy

2- strategy
5- increased

3- offering
6- introduced

III. Choose the correct answer (a, b, c and d).
1. The evaluating of opportunities presented by various market segments includes --------------.
a. a detailed competitive analysis
b. market segmented
d. a , b and c
c. selective distribution
2. Both marketing and communications are called -------------.
a. specific objective
b. independent distribution
c. order processing
d. tread loading
3. A variety of other reasons for purchasing are also operating --------------.
b. lifestyle
a. including the consumer's social class.
d. a, b and c
c. economic status
4. Strategies may vary, depending on the -----------------.
a. products offer
b. consumer's objectives
d. market approach used
c. consumer's needs
5. Target market identification isolate consumer with ----------------.
a. similar lifestyles
b. needs
d. a and b
c. programs
6. As the number of competitors decreased, competition among the major brewers --------------.
a. decreased
b. increased
c. stopped
d. imported
7. A firm only profits log --------------- customers. Who gladly pay to firms to get the value they
see in a product.
b. pleasing
a. boasting
c. estimating
d. interacting
8. It is illegal for executives of competing firms to ---------- to manipulate the market.
a. create
b. conflict
c. convince
d. conspire
9. This company produces a large ------------ of cheese with different qualities.
a. feature
b. complexity
c. distribution
d. amount
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10. Some nations sell their ------------ food to other countries.
a. needed
b. executed
c. succeeded

d. specialized
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10 آزﻣﻮن ﺟﺎﻣﻊ ﻓﺼﻞ
PART A: Vocabulary
Directions: Choose the word or phrase (1), (2), (3) or (4) that best completes each sentence.
Then mark the correct choice on your answer sheet.
1. After -------------- the opportunities presented by various market segments, the company may
select one, or more, as a target market.
1) recognizing
2) integrating
3) evaluating
4) implying
2. The selection of the -------------- market in which the firm will compete is an important part of
its marketing strategy.
1) target
2) power
3) strategy
4) niche
3. Target market identification ------------ consumers with similar needs and increases our
knowledge of their specific --------------.
1) isolates-requirements
2) realizes-goals
4) associates-wishes
3) introduces-facts
4. It is unlawful for executives of competing firms to --------------- to manipulate the market.
2) estimate
3) conspire
4) satisfy
1) appeal
5. The focus of the firm’s marketing offers and goals are -------------- according to where the
company wants to be.
PART B: Cloze Test
Directions: Read the following passage carefully and then select the best choice for the
numbered blank spaces and mark it on your answer sheet.
Recall from our discussion of the integrated marketing communications planning program that
the situation analysis is (11) --------------- at the beginning of the promotional planning process.
Specific objectives-(12) --------------- marketing and communications-are derived from the
situation analysis, and the promotional-mix strategies are developed to achieve these objectives.
Marketers rarely go after the entire market with one product, brand, or service offering.
(13) -------------, they pursue a number of different strategies, breaking the market into segments
and targeting one or more of these segments for marketing and promotional efforts. This
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(14) ---------------- different objectives may be established, different budgets may be used, and the
promotional-mix strategies may vary, (15) ------------- on the market approach used.
11. 1) conducts
12. 1) both
13. 1) Although
14. 1) meaning
15. 1) depending upon

2) conducted
2) either
2) However
2) means
2) depends on

3) is conducted
3) nor
3) Rather
3) meant
3) dependent on

4) conducting
4) neither
4) By the same token
4) meaningless
4) depended upon

PART C: Reading Comprehension
Directions: Read the following passage and decide which choice (1), (2), (3) or
(4) best fits each space. Then mark the correct choice on your answer sheet.
Any person or organization that offers something for sale to a consumer is a retailer. The wheel of
retailing hypothesis suggests that new retailers compete on price and then move upscale leaving
room for other new low-price entrants. The retail life theory suggests retailing institutions are
introduced, grow, reach maturity, and then decline. Retailers are classified by SIC codes based on
the product lines sold or according to whether they carry items which have high or low gross
margins and/or high or low turnover rates. Types of retailers classified by the merchandise
assortment carried are convenience stores, supermarkets, specialty stores, discount stores,
department stores, mass merchandisers, and hypermarkets. In developing a retailing strategy,
marketers seek to develop a desirable store image which includes atmospherics, store personnel,
pricing policy, and store location. Nonstore retailing includes traditional mail-order shopping,
direct selling operations, and vending machines as well as newer forms of direct marketing such as
television shopping, telemarketing, and computer on-line services including the World Wide Web.
16. The passage states that ------------.
1) new retailers compete for new low-priced entrants
2) some retailers decline even before reaching maturity
3) retailers may be classified according to high or low turnover rates
4) consumers may also be classified as retailers if they are offered something for sale
17. Which of the following is NOT part of a desirable store image according to the passage?
2) Where the store is located
1) Who works for the store
3) How items are priced in the store
4) How much discount the store offers
18. It might be inferred from the passage that --------------.
1) the products a retailer sells are classified by SIC codes
2) the consumer and retailer do not see each other in non-store retailing
3) low gross margins will eventually leads to retailers' loss
4) telemarketing is a new form of direct marketing than mail-order shopping
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19. Which of the following items is least likely to be offered through a vending machine?
1) Clothes
2) lee cream
3) Hot chocolate
4) Mineral water
20. The word “margin” in the passage (underlined) is originally related to the word -----------.
2) “difference”
3) “consumer”
4) “product
1) “business”
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