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Why segment?

Potential of maximum profit (through discrimination)

from a broader range of customers (through increased utility)

BUT

You can’t be everything to everyone... (unless you’re a natural resource)

Some risk of dilution and reduced economy of scale
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A word of caution

“I notice increasing reluctance on the part of marketing executives to rely too
much on r&s&erwds and they use it as a drunkard uses a lamp post — for
support rather than  jfhaminadicon

David Ogilvy, 1911-1999
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Research vs. Intuition — A question of judgment
0000000000000 00000

#Market Intelligence
«Customer Interaction

#Rate & Transit Time Testing
sLost Customers

#Brand Assessment
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Establishing criteria

Do you segment on the basis of:

Complexity?

iza?
Size’ Product?

Revenue? 9“&%‘“ ; ?
Buying habits?

Geography?

Decision-making?

f)
Industry sector* Share of pocket?
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Sales segmentation: The DHL Express model
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Sales segmentation: The DHL Express model

= Revenue or potential of >EUR X million
GLOBAL CUSTOMER SOLUTIONS = Presence in at least 2 regions

= Global / regional decision-making

= DHL is strategic element in supply chain
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Segmented service offering
0000000000000 00000

Essential ingredients:
FLEXIBLE product portfolio (coverage of core demand + value-added services)
STRATEGIC pricing policy

VARIED channels to market (demand-driven, with some cross-over)

and...

TARGETTED communications...
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Do your communications need to be aligned with your sales?
|
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Do your communications need to be aligned with your sales?

But brand values can and should be tailored to different audiences (segments):

- Message
- Pockonine

- Delivery
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Cocktail discussion topic
0000000000000 00000

Does your degree of targetting (a focus on more direct communications
channels) depend on the level of BA and how well established your
segmentation is?

Awareness Relevant Usage Main Sole
Set . provider(s) provider

Adam Smith Marketing Directors’ Summit | Moscow | October-16-2008 Page 13



=D EFy

=l i i ——

BRAND IS EVERYTHING  BRAND IS EVERYTHING BRAND I BRAND IS EVERYTHING
BRAND BRAND IS EVERYTHIN BRAND IS E\ BRAND IS EVERYTHING  BRAND IS EVERYTHING

BRAND IS EVERYTHING ~ BRAND IS EVERYTHING 5 EVERYTHI BRAND IS EVERYTHING

BRAND IS | PRRANU IS EVER 1 111N BRAND - G
nrasin e S Y THING “Br BRAND IS EVERYTHING EVERYTHING
BRANL BF Ny Il_l-)\/'rl_llNG

BRAND IS EVERYTHING  granD
BRAND 'S 7**"PVTHING  RANL gpAND IS EVERYTHING

BRAND IS EVERYTHING  EVERYT: p- NG
BRAND IS EVERY I H BRAND IS EVERY M. BRAND IS EVERYTHING
BRAND IS EVERYTHING graND |s £ BRAND IS EVERYTHING 7 BRAND IS EVERYTHING
BRAND IS EVERYTHING ~graAND ISE . , EVERy~ BRAND IS EVERYTHING
BRAND IS EVERYTHING  mives 1o v iin. _ <AND IS FVFI BRAND IS EVERYTHING

BRAND IS EVERYTHING B gRAND IS EVERYTHING AND BRAND IS EVERYTHING
BRAND IS EVERYTHIN gRAND IS EVERYTHING ~ **= BRAND IS | BRAND IS EVERYTHING

BRAND IS EVERYTHING  gRaAND S EVERYTHING ~ THlEv~ BRAND BRAND IS EVERYTHING
BPI\P\II‘\ 1 C\N/ED\VTUINIC

ppaninie murnvTinyg  BRAND IS EVERYTHING Jbr BRAND IS EVERYTHING

BRAND IE\ CA/ED\/TLIINAD (=] BRAND IS EVERYTHIKII'\ DM ANIMD IO T II_I')YTHING
DDANIN IC C\/CDVTUINIC BRAND IS EVE BRAND IS EVERYTHING TD\/TL”NG

BRAND IS EVERYTHING ~ ERYTHING
. BRAND IS EVERYTHING
BRAND IS EVERYTHING  BRANDIS EVERVTH' gy (i 1S EVERYTHING

Adam Smith Marketing Directors’ Summit | Moscow | October-16-2008 Page 14



THANK YOU FOR
YOUR ATTENTION



