
SEGMENT-BASED STRATEGIC PLANNING

Market 
Segments

Customer 
Segments

Corporate 
Growth Goals

SEGMENT 
PERSONAS

Segment goals
Seagment needs

Value drivers
Attitudinal drivers

MARKET 
SEGMENTS

Needs Segmentation

CUSTOMER 
SEGMENTS

Behavioural 
Segmentation

Market Segment Attributes

•  Strategic Fit
•  Growth Potential

Select Market
Segments

•  Market Share
•  Sales Conversion
•  Sales Volume
•  Lifetime Value

Investment
Modeling

•  Allowable cost 
   per customer
•  Payback period

Allowable
Investment

STRATEGIC PLANNING

VALUE 
PROPOSITION

RELATIONSHIP  
MANAGEMENT

CUSTOMER
CONNECTIVITY

•  Product offers
•  Product bundling
•  Incentives
•  Warranties
•  Augmented services

•  Entitlements
•  Rewards
•  Post-sale support
•  Treatment protocols
•  Extended services

•  Brand positioning
•  Brand messaging
•  Knowledge transfer
•  Community building
•  Collaboration

Segment Scorecard

Segment Revenue Forecast

Customer Segment Attributes

•  Segment size
•  % of Pop
•  Sales growth potential
•  Current growth rate

•  Competitiveness
•  Price sensitivity
•  Strategic fit

•  Value Tier
•  Current sales
•  Historical sales
•  Share of wallet

•  Brand affinity
•  NPS Score

Differential
Benefit

Expected
Benefit

Value
Drivers
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Competitive Advantage
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Weight
Segment 1 Segment 2 Segment 3

Score Total Score Total Score Total

Growth 25 6 1.5 5 1.25 10 2.5
25 9 2.25 4 1.0 8 2.0

Size 15 6 0.9 5 0.9 7 1.05
Competitive 
Intensity 15 5 0.75 6 0.9 6 0.9

Cyclicality 20 2.5 0.5 8 1.6 5 1
Total 100 5.9 5.65 7.45

SEGMENT GOALS
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LIFECYCLE PROGRAM 
DESIGN

ACQUISITION RETENTION

DEVELOPMENT ENGAGEMENT

SALES FORECASTS

RECONCILIATION

Product Lines
Products

Attributes 
the customer 

deems to be 
essential

Attributes the
customer views

as difference
makers

How the 
customer

defines value
SEGMENT  

GRID
VALUE SEGMENTS

NEEDS 
SEGMENTS

L M H

Segment A X% X% X%

Segment B X% X% X%

Segment C X% X% X%


