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Introduction
Segmentation, targeting and positioning (STP) are marketing tools applied by organizations in enhancing their competitiveness in a market (Hooley, Piercy and Nicoulaud, 2012).  STP are core elements in executing a marketing strategy and their use can either result in success or failure of a marketing strategy (Zia and Kumar, 2016). In other words, the wrong application can be costly to an organization while effective execution of each element results in the success of a marketing strategy. Organizations are faced with challenges on making marketing decisions given the developments in markets or consumer behavior. Markets have not only become interdependent but have more competitive. Besides, customers have become more informed and choosier on what they spend their resources on. Therefore, STP has a crucial role in the marketing strategy of a service or a product. The tools facilitate establishing, developing and execution of an effective marketing mix. 
The STP approach in marketing recognizes the availability of homogenous groups that have different needs and desires. Thus, marketers identify the segments with specific needs and desires, develops marketing strategies for such segments with an effort of meeting their expectations relatively higher than the competitors in the industry (Hooley et al. 2012). STP approach thus concerns consumers’ preferences and needs as well as enhancing the efficiency of an organization through the use of appropriate marketing mix in each segment. This article explores, evaluates and critique the concept STP  with the application of relevant literature. 
Market Segmentation
Segmentation has been considered an essential element in making marketing strategy effective. It involves division a target market into subsets with a consideration of joint needs and characteristics and applying a relevant marketing mix in each segment (Zia and Kumar, 2016). Market segmentation, therefore, classifies a potential market into subdivisions with similar features. A company can develop an appropriate marketing mix to specific subsets with an objective of placing the organizational products or services competitively over the competitors. 
Market segmentation is done by use of various factors including social and economic factors (Jadczaková, 2013). The social factors among potential consumers such as lifestyle, beliefs, demographics, values, life stages among other factors are considered. Economic factors such the level of income, employment, among their potential customers. The level of income of the target market is necessary while making pricing decision which is an essential aspect of the marketing mix (Hooley et al. 2012). An organization also segments it markets with regard to geographic variables such as region or country. According to various researchers, a group of individuals with similar characteristics such as beliefs, education, age, a similar level of income, similar region among other factors have higher similarity in their needs, desires, expectations and wants. Thus, the objective of market segmentation is identifying such groups with similar characteristics and customizing a marketing mix that positions a company competitively in a market and the industry (Jadczaková, 2013). 
Market segmentation is also considered to be adaptive (Hooley et al. 2012). This is attributable to the dynamic nature of consumer behavior. Thus, a company should continuously conduct market research to identify changes in particular segments in terms of their needs and expectations and applying an appropriate market mix that meets them. Thus, market segmentation is prone to changes and is considered to be an adaptive strategy (Jadczaková, 2013).  An effective segmentation facilitates marketers with information on the responsiveness of a particular market to various market variables. Thus, the marketers can differentiate between the price-sensitive consumers and non-price sensitive customers. 
Market Segmentation Strategies 
The market segmentation strategies involve an observation of a market and characterizing the homogenous markets into segments. Market segmentation is employed with the use of such as geographic, demographic and behavioral factors (Jadczaková, 2013). the demographic factors include distinguishing the potential customers with reference to factors such as age, religion, gender, race, occupation, education level, family size, and income level among other factors. Marketers focus on local marketplace, regional, national and state on geographic segmentation. Psychographic or behavioral segmentation focuses on factors such as emotions, beliefs, and attitudes of a target market. 
Concentration strategies are effected in a single segment where a marketing mix involving programs, pricing and promotions are targeted to each product type and every person with no or fewer disparities and the distribution system is effected to the entire segment (Zia and Kumar, 2016). Thus, in concentration marketing, a single segment is selected, a proper marketing mix that suits the segment is considered, and required resources are allocated to such segment. Further, the concentration strategy focuses on a single segment and a single product or brand with a dynamic marketing mix. This strategy is essential to a company in the acquisition of knowledge of a particular segment and establishing a strategy that realizes a strong market presence (Camilleri, 2017). Besides, a company enjoys operational economies through specializing in production, promotion, and distribution. A concentration strategy is suitable for small firms with fewer resources. This is because the small business does not engage in mass production, promotion, and advertising. 
An organization can also implement multi-segment strategies where a specific marketing mix is applied to the specific marketing plan and segment (Hooley et al. 2012). This marketing strategy enables an organization to deliver distinct offerings to each distinct target market segment (Hanlan et al 2006). Further, the strategy is suitable for several market segments where a company offers exceptional benefits in each distinct segment. However, the multi-segment marketing approach to segmentation is considered costly to an organization despite its ability to solve several needs of individual segments. 
A specific example of segmenting is exhibited by Apple Inc which operates in the technology industry. The company is renowned for its success in the industry which is attributable to the effectiveness of its segmentation strategy (Awan, 2014). The company applies a differentiated segmentation strategy involves the application of distinct marketing mix to distinct segments. For instance, the company’s iPod is targeted to a segment of youth who value the product on its performance of accessing and playing music through the device. The segmentation strategy applied by the company is age segmentation on iPod which focuses on the youth who are more interested in listening to music particularly when they are outdoors. 
Targeting
Targeting is an essential aspect of an organization’s marketing strategy. it involves a method of evaluating and assessing a segment’s desirability and selecting or choosing an appropriate segment to apply the marketing strategy and execute business. Selection of a target market involves matching organizational resources and capabilities with the appropriate segment (Zia and Kumar, 2016). Targeting is concerned with a tactical concentration on the identified segments within a market as well as establishing marketing strategies that are not only responsive but also unique to every segment on consideration. The selection of a target market involves assessment of desirability of each segment as well as choosing an appropriate market segment to enter (Anon, 2000). The identification and evaluation of the segments enable the marketers to establish the attractiveness of a given segment for product and company’s brand. 
A target market facilitates the basis of strategy positioning (Hooley et al. 2012). An appropriate target market comprises the features and needs that a firm is capable of supporting. Market targeting involves two stages including the measurement of segment attractiveness and the selection of target markets. Further, targeting enables companies to have clarity on focusing on precise needs and wants of a given segment with a consideration of price, prestige, desire, and habits. The understanding of consumer demand structure enables an organization in making a decision on the choice of the segment to explore and how. 
Target marketing implies recognition of a customer group that a firm can direct its attention time and resources with an objective of having a competitive advantage. Thus, the target market should be measurable, reachable and sufficiently large. A well-defined target market with a consideration on product appeals should demonstrate whether the target market is large enough for the success of an organization as well as its competitiveness (Goyat, 2011). Accessibility of the target market is also an essential consideration when executing a marketing strategy. Therefore, an organization should evaluate a market’s suitability for its resources and objectives. 

Targeting Strategies 
A targeting strategy is aimed at assessing each segment and choosing either a single or more segments to introduce a company’s product or brand (Anon, 2000). The most commonly applied approach to targeting strategies is mass customization which facilitates speedy reaction to changing desires and needs of customers and enhances significantly the demand for a product. The strategy lays emphasis on the customer as the key aspect of a company (Zia and Kumar, 2016). On the other hand, niche marketing is also a targeting approach applied by organizations. The strategy involves a focus on of a line of product to be offered in a particular sub-segment and allocation of marketing resources to that particular sub-segment. 
Targeting strategies are basically three including concentrated, differentiated and undifferentiated as argued by Hajar et al. (2014). The differentiated marketing strategy involves targeting many markets by use of appropriate offers suited in every sector. In this, case dissimilar marketing mix are used in different segments (Camilleri, 2017). The strategy is considered to influence higher sales volume and every market segment obtains a better position. On the other hand, the undifferentiated targeting strategy involves a mass market approach where a firm perceives a given market as one large market that lacks specific segments. Therefore, an organization aims at offering a single product that caters to all or a significant component of the target market (Hooley et al. 2012). The underlying assumption under undifferentiated strategy is a perception that the potential customers have similar requirements and that; their expectations and needs are catered for with a single marketing mix. Thus, a product is designed and developed with no specific target consumers but to the general consumers. 
Concentrated targeting strategy lays emphasis on establishing the specific needs of a segment and developing appropriate marketing mix for the specific segment (Camilleri, 2017). According to various researchers, this strategy is essential in enhancing a company’s knowledge on the specific needs of customers (Goyat, 2011). Further, the strategy facilitates comprehension of satisfaction and motives of each segment and helps in developing a sustaining marketing mix for the organization. 
Apple’s targeting strategy focuses on the high-class customers in a market. These are people with relatively higher income level and suitable for the company’s product given its premium pricing strategy. The customers relate high value with high price and thus, they are non-sensitive to price. The target segment values the exceptional experience of using the company’s products. 
Positioning
The concept of positioning involves designing the image of an organization in a market in a unique manner and creating a distinct perception of a company’s brand among customers (Hanlan et al 2006). Walletzky (2015) argued that positioning involves placing a product distinctively and clearly in the desired place uniquely from the competitors’ products and services and creating the similar uniqueness perception in the minds of the consumers. Positioning is influenced by the external environment and an organization success is determined by its efficient utilization of capabilities and resources in meeting the expectations of various stakeholders. Marketers develop a positioning strategy that describes the benefits offered to the consumers and instilling personality of a brand to the customers’ minds. 
The objective of positioning is primarily based on building an organization’s image (Zia and Kumar, 2016). A company differentiates itself from the rivals in the market in becoming the best favorite in the consumers’ mind. Positioning encompasses both the competitive and considerations and the customers. it typically deals with creating a distinction where a brand is intended to obtain a position in the customer's mind amid the existence of various similar products in a market.
The primary factors that determine the success of positioning involve effective customer analysis, the brand itself, analysis of the competitors, and identification of benefits of positioning to an organization. by doing so, an organization is better placed in creating a good image of the company’s product on the consumers’ mind (Hooley et al. 2012). An assessment of a company’s positioning strategy is considered crucial in detecting the aspects of positioning that do not augur well in a segment. Thus, marketers should continuously review a market to establish changes and variation in the segments features for successful positioning. Goyat,(2011) suggests that organizations that position themselves competitively relative to their rivals within a precise market have high chances of generating more profits regardless of their size in a market. 
Positioning Strategies 
Developing the positioning strategies entails having the skills of creating a marketplace picture (Camilleri, 2017). Besides, creativity and innovation are considered essential in positioning strategies to enhance the development of unique aspects of an organization concerning products and services. The positioning strategies are easily created and put in action where products are provided in a single market comprising homogenous characteristics of customers. Besides, the group should value offerings such as convenience and value for successful positioning strategies in a given segment. Hooley et al ( 2012). assert that there are various distinguishable positioning strategies including positioning of benefits, price, attributes, user, competitor, application or use, quality and product category. Each positioning strategy is intended to meet a specific need in a market that differentiates a company’s product from the competitors (Anon, 2000). For instance, the application or use positioning strategy focuses on the use of a product distinct from the use of a similar product from the rivals in a sector (Hanlan et al 2006). A benefit positioning strategy focuses on the distinguishing the benefits of a company’s products that customers values from what is offered in the market by the competitors.  
A company should consider factors for successful positioning of a product or service. The following steps should be put into consideration;
· Understanding the believes and expectations of the customers
· Development of a product that caters particularly to the customers’ expectations and needs 
· Evaluation of a product or service positioning to establish flaws in a positioning strategy 
· Selecting a credible perception of a product that differentiates the brand from the competitors 
· Communicating to the targeted customers on issues concerning a product through promotion and making the product available at an appropriate price (Zia and Kumar, 2016)
A successful positioning is when the target customers find that a brand satisfies their desires and expectations (Camilleri, 2017). A specific example of successful positioning strategy is exhibited by Apple Inc. the company positions the brand and product distinctively from the competitors in the industry such as HP, Lenovo, Samsung among other players. The products are considered stylish and meet the customers’ expectations both in features and performance. The company’s positioning strategy has enabled the company to become one of the largest businesses in the technology industry in terms of customer base and product demand (Awan, 2014). The uniqueness of the products differentiates from the competitors and customers have a positive image of the brand which plays a crucial role in enhancing the company’s demand and thus contributes significantly to the profitability of the company (Goyat, 2011). The company applies features, quality, design, benefit positioning strategies in differentiating the brand and competitively placing the brand in the industry. 
Conclusion
Segmentation, positioning, and targeting are crucial aspects of marketing in placing a company competitively in the market it operates. A thorough research is essential in identifying the critical issues that influence the purchasing behavior of customers. Segmentation plays a crucial role in dividing a market into segments with customers with homogenous features. Researchers have established that consumers with similar features have a similar purchasing behavior and thus, their expectations and desires are usually similar. Thus, segmentation enables a company to focus on specific customers. 
Targeting is also an essential aspect of marketing in enabling a company to focus on particular target groups. Once the different segments have been classified, targeting enables an organization to focus on a particular segment(s) that better aligns with the company’s product or brand. On the other hand, positioning mainly concerns making a business product or brand distinct from what is offered by the rivals in a market. However, a marketing mix applied in a marketing strategy determines its success and effectiveness. The rationale behind establishing an appropriate segment, target and positioning of a brand or a product is determining an appropriate strategy that keeps a business competitively against other players in an industry. 
The success of technology giant like Apple Inc. is attributable to the company’s successful execution of segmenting, targeting and positioning strategies. The company identifies the appropriate segment for its product, reduces the focus to the specific target market and positions the brand and products distinctively against those of competitors. Customers have a good perception of the company’s products in meeting their expectation and they attach value to the high price that the company charges for the stylish and exceptional products offered in the market. Besides, the application of appropriate marketing mix in each segment market has contributed to the success of the company’s STP strategies.
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