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Case Study on Dell and Homedepot
1. Target market
The target market for Dell includes large, medium and small businesses and both home and office individuals from across the whole world. The target market for home depot includes people who own their homes, those who work as contractors, plumbers or interior designers and also those who seek to own their home and are in need of the depot home services.  
Demographic characteristics
The demographic features of the target market include:
Age- This ranges from the age of 18 and above in business setup and home office for the Dell company while home depot targets the younger generation as they are developing fast and even the older.
Gender- Both male and female are targeted 
Educational level- Dell targets individuals who are computer literate with at least high school education. 
Income level- Any income level is targeted as individuals buy products and services according to their capabilities for Dell Company while home depot targets people with a social class and a high income.
 Lifestyle characteristics
These characteristics influence what people would buy with the focus on the way they live. This may include:
Values- individuals with high status in life are targeted
Interests- most businesses are interested in learning and venturing into the digital system where they can computerize their data. Home Depot looks into customer's interest in seeking consulting service and the interests of the professional customers like improvement experts who are in need of their products and service and targets them.
Attitude- The positive attitude of customers towards the purchase of products and service are targeted in both Dell and home depot.
Opinions- This is the view and belief of individuals towards Dell products and services and also the ideas that customers perceive towards the home depot goods and services.
2. Segmentation basis used
Demographic segmentation
Under this segmentation, both Dell and home depot companies understand the needs of the client according to their age, gender, income and the ethnicity. This segmentation helps identify who buys what product or service and gives the measure of consumer's preference in products and services. This segmentation works on the basis of individuals with similar interests, or social class is likely to require similar products and services (McDonald & Dunbar, 2004)
This segment does not consider why a particular group purchases a certain product or what motivates them to buy the product over other products.


Psychographic segmentation
This is a way of marketing the products according to the personality and interests of customers. This segment is grouped based on the target market of individual's activities, lifestyle, attitudes and personality traits.
Types of psychographic segmentation
Degree of loyalty- Identified customers purchasing products from time to time makes the customers more valuable to the company
Personality traits- Customer relates to the characteristic of goods hence becomes more likely to buy the product.
Lifestyle- According to the customer's way of life, this marketing segment considers which product is of importance to the specific customers and at a specific time.
Opinions and interests- Customers response towards commercialization of the goods and services creates an opportunity for the marketer.
Geographic segmentation
Different regions have different needs, and this helps marketers to market their products based on the regions or climate. Some areas or states might not be in need of certain products (McDonald & Dunbar, 2004). This helps identify the suitable products for customers according to the different geographical location they originate.
3. Pricing strategy
[bookmark: _GoBack]The pricing strategy for Dell depends on supply and demand. The prices differ from the home user, small, medium and large scale business user. This helps the company remain in the market as high prices attracts fewer customers yet cheap price increases buyers who lead to the reduction of profits while the pricing for home depot is set mostly to outdo the competitor's price (Sulivan et al., 2005). Whenever the opponent is known to be cheaper, then home depot reduce their price by ten percent. 
4. Overall promotion strategy
The overall development strategy is based on the most efficient way to promote or market the products and services by ensuring an appropriate market.
The overall promotion strategy for marketing products and services is through contests whereby the brand, logo, and name of the company are publicly promoted. The company sponsors the contest as well as presenting the awareness of its products and services.
The four aspects of the promotion mix
Personal sell- This is done orally by convincing consumers to buy the products or service either when on a one-on-one or via the phone.
Advertising- This is a broad area of promotion of goods and services by the use of a sponsor like media, web pages, and posters.
Public relations- This aspect of promotion mix promotes products and services by presenting them in the news e.g. in the newspapers/magazines
Sales Promotion- This is done on a short-term basis to increase the sales of an individual product or service.
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