
 
  

  

Segmentation, Market Selection, and Product Positioning 
 

Course Module in Marketing Management 
 
Course Modules help instructors select and sequence material for use as part of a course. Each module 
represents the thinking of subject matter experts about the best materials to assign and how to organize 
them to facilitate learning. 
 
Each module recommends four to six items. Whenever possible at least one alternative item for each 
main recommendation is included, as well as suggested supplemental readings that may provide a 
broader conceptual context. Cases form the core of many modules but we also include readings from 
Harvard Business Review, background notes, and other course materials. 
 
 
I. Overview of suggested content (HBS cases unless otherwise noted) 
 

Title Author Product 
Number 

Publication 
Year 

Pages Teaching 
Note 

1. Introduction 
Marketing Reading: Segmentation 
and Targeting  
(HBP Core Curriculum) 

Gupta 8219 
 

2014 
 

25p 
 

8220 

2. Market Segmentation 
The Fashion Channel: Market 
Segmentation (HBP Brief case) 

Stahl 2075 2007 12 2076 

Alternative: Cyworld: Creating and 
Capturing Value in a Social 
Network 

Gupta & Han 509012 2008 18p 510028 

Supplement: Rediscovering Market 
Segmentation (HBR article) 

Yankelovich & 
Meer 

R0602G 2006 13p -- 

3. Target Market Selection 
Polyphonic HMI: Mixing Music and 
Math 

Elberse, 
Eliashberg & 
Villanueva 

506009 2006 24p 506081 

Alternative: The New Beetle Lal 501023 2005 30p 502088 

4. Positioning Challenges 
Saxonville Sausage 
(HBP Brief case) 

Moore 2085 2007 15p 2086 

Alternative: Product Team Cialis: 
Getting Ready to Market 

Ofek 505038 2004 27p 505060 

  

https://hbsp.harvard.edu/product/8219-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8219-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/2075-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/2075-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509012-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509012-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/509012-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0602G-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0602G-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/506009-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/506009-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/501023-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/2085-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/505038-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/505038-PDF-ENG?itemFindingMethod=Search


 
  

  

II. Rationale for selecting and sequencing the items in this module  
 
The short note by Miklos Sarvary and Anita Elberse in Section 1 offers a handy overview of the topics of 
this module: market segmentation, target market selection, and product positioning. It both marks out a 
clear and bounded space for each topic and shows how they build on one another.  
 
Section 2 focuses on market segmentation. The main case, The Fashion Channel: Market Segmentation, 
explores a cable TV network that methodically determines how to segment its potential audience. 
Students are asked to complete a quantitative assignment: calculating the bottom line impact of various 
segmentation schemes. In the alternative, Cyworld: Creating and Capturing Value in a Social Network, 
the new CEO has to figure in customer segmentation data as a factor in deciding which revenue stream 
to focus on: paid items, mobile networking, or advertising. The supplement, “Rediscovering Market 
Segmentation,” is a very popular Harvard Business Review article that distinguishes between 
demographic segmentation, non-demographic segmentation, and what the authors call a “smart 
segmentation strategy.” While the former two may do effective work in identifying which markets a 
company should enter and which goods it should make, only the latter strengthens brand identity. 
 
The topic of Section 3 is target market selection. In the main case, Polyphonic HMI: Mixing Music and 
Math, the CEO must choose which of three target markets to focus on, and then develop an integrated 
marketing strategy to overcome resistance against the adopting of his firm’s artificial intelligence tool for 
determining a new song’s hit potential. In the alternative, The New Beetle, VW successfully identifies the 
specific characteristics of target consumers who’d be attracted to a dramatically updated Beetle.  
 
In Section 4 the emphasis shifts to issues of positioning--the attempt to identify a unique value 
proposition for a product. Saxonville Sausage systematically tracks the steps of a brand manager who 
must position a food product for maximum return. In the alternative case, Product Team Cialis: Getting 
Ready to Market, the protagonists face a difficult but rather common marketing challenge: establishing 
their new entry in a category dominated by the first mover, in this case, Pfizer’s Viagra. 
 
You may also find the HBP simulation, Marketing Simulation: Managing Segments and Customers 
(#3341), useful as an integrative exercise, either to introduce or to cap off this module. Students must 
handle these same topics—segmentation, targeting, and positioning—as they create a B2B marketing 
strategy for a medical motor.  
 
Additional Core Curriculum Readings concerning some related marketing contexts in which 
segmentation, market selection and product positioning play a role include Marketing Reading: 
Framework for Marketing Strategy Formation (#8153). 
 

https://hbsp.harvard.edu/product/7018-HTM-ENG?itemFindingMethod=Other
https://hbsp.harvard.edu/product/8153-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/8153-PDF-ENG?itemFindingMethod=Search
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