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ABSTRACT

This tesearch is concerned with the analysis of the
ways by which a firm in the shoe industry goes about segmenting
its market. In essence we undertook a study of those methods
Bata Nigeria Limited adopts inSegmenting its shoe market.

The second and Fourth Chapters discuss the results of the
applicatjon of the strategy of market segmentation. The benefits
and costs of applying the strategy were also considered in some
detail.

The methods of data collection has bheen through the administer
of questionnaire to Company officials, customers and also
through the interviews with management. The literature review
was derived from 2 number of books, Magazines, journals and other
related materials.

Our analysis have shown that the company is doing well especially
in recent time. However certain weaknesses were identified and

recommendat ions put forward.
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CHAPTER ONE
| NTRCDUCTI ON

1.1 AN OVERVIEW

Marketing has become an increasingly important activity
within an Organisation especially in recent time. This could
be due to the realization on the part of management that the
firms profits and its very survival are inevitably tied to the
satisfaction of consumer wants and needs. It has been the
belief of most people that until the consumer derives final
utility, there are really no products, there are only raw
materials. The marketing view looks at the business as directed
towards the satisfaction of customer wants.

Marketing is a desirable force that should surround the
entire Organisation. It should enter into the thinking and
behaviour of all decision makers regardless of their level within
the Organisation and their functional areas* When this thinking
pervades the Organisation, such Organisation is said to be adopting
the marketing cone en pt. The marketing concept as a philosophy
adopts the view that the primary purpose of any Organisation is
to serve consumers at a profit. Even though non business Organisa-
tions may not seek profit, they have goals by which they measure
their success just as other Organisations do in the other form.
Organisations that employ the marketing concept attempt to determine
the needs of concuraers they plan to sell to. After the needs
are determined, products or services are designed to fulfill the
needs of the target consumers. Marketers then proceed to
formulate the various marketing strategies intended to appeal to

the tar get consumers.



The Organisation goes about achieving it's market oriented
strategies through an effective use of its marketing mix variables.
The variables include: -

(1) The Product which has to be right in terms of meeting
consamer requirements in every aspect as much as is
commercially possible.

(i1) The Price which must be acceptable to consumers as being
representative of value for the product they purchase.

(1ii) Promotion which includes all elements concerned with
planned marketing communications, advertising and the
management of personal selling.

(iv) Distribution which includes all strategies, channel systeuc
and selection, retailing and whole sale intermediaries
and the management of physical distribution.
Studies on marketing have revealed that a marketers
success depends importantly on adequate knowledge of his
markets and his products and more specifically on his skills

in affecting ownership transfers.

DEFINITION OF TERMS

Attention will be given to a proper understanding of the
following concepts: -
- Market
~ Segmentation
-~ Market segmentation
~ Strategy
~ Organisational Structure

~ Delegation of Authority



1.2.1 Market

A market may mean a different thing to different people.
Mar ket consists of buyers who are likely to differ in their
desires to resources, geographical locations, buying attitudes
and buying practices. Historically markets have been considered
as geographical places. Tbe assumption here is that a market
is a place where buyers and sellets meet for exchange of goods
and services. Based on this assumption, the geographical
identification is important for markeding management purposes.
Issues such as location facilities, routing of salesmen and
direction of promotional efforts are affected by the concept
of geographical market place.

Market is also seen by others as collection of people.
Others identify it with a generic class of products, for example
yam market, potato market and so on. To an economist a market
is "any place where buying and selling is taking place".

In this sense, therefore, a market does not necessarily have to
be in one place, it could be anywhere and could be through any
source once buying and selling is taling place.

Undoubtedly following the above analysis, one is tempted
to say that the word "market" has many usages in economic theory,
in business Operation and in marketing in particular.

By definition therefore, a market could be looked upon as a
geographical area inhibited by people with various needs to satisfy,
money to spend and willingness to spend on a generic class of
products or brands and services when ever it becomes necessary

to do so.



1.2.2

1.2.3

L

Segmentat ion '
Segmentation as will be used in our analysis refers

to the process of dividing the total market into sub-markets.

After discovering the vast markets that exist for products

of all types and the accelerating rate of change that characterizcs
many of these markets, a marketing manager must direct his
marketing efforts to selective selling. This is because the

most critical decision made by marketin; management is the
definition of mariet targets - segmentation decision.

Market Segmentation

Market segmentaition is the process of dividing a market
into smaller units or target mark®ts and locating individuals
who belong to each target market. A market segment is thus
"portion of a total market that displays similar human
characteristics resulting in similar purchasing patr.exna"-1
Although various individuals might have given various defini-
tions of the term all definitions mean the same,

Willian J. Stanton defines the term market segmentation
as ""the process of dividing the total heterogenous markek for
a product into several submarkets or segments, each of which
tends to be homogenous in all significant a-pects'.z Thus in
market segmentation instead of speaking of the market for
women skoals, we segment the market into several submarkets,
for example, those for student women, offiice women and or
retired women.

The concept of market segmentation recognises that there
nay be different taste for products in different market locales.
Thus, while a policy of product differentiation attempts to
sat isfy many individuals, market segmentation attempts to
satisfy a small number of people. This number can be fdentif fed
by one or more people characteristics, for instance demograpphic,

soc lographic and so on.
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It is true to say that people have needs and wants. The job
of a marketing manager therefore, 1s to closely approximate the needs
of each sub-group. Once the different needs have been approximated,
mar ket segmentation can be achieved through actual changes in the product.
That 1s , different qualities of the same product could be made or
sold in different market segments. A manager could equally achieve seg-
mentat ion through the use of differentprices in the different segments.
Sometimes the achievement of market segmentation is purely psychological,
1.2.4 Strategy
Strategy is def ined as "a plan which involves the determination of
the basic long term goals and objectives of an enterprise, the adoption
of courses of action, and the allocation of resources necessary for
realising these goalu".3
In a rapidly changing environment, businesses have found that the
only way to preserve their current stability as well as future viability
and growth was to establish their long term goals and to formulate stratejicc
3 accomplish them. Market segmentation strategy is one of those strategics
aimed at achieving the long term goals of the enterprise.

1.2.5 ORGANISATIONAL STRUCTURE

The organisat ional structure of a business is often referred to as
the "framework of management". It consists of rules,procedures, charts,
convent jons and established practices, all operating within a business
for the achievement of the Company's objectives. Typically, "Organisationul
Structure involves defining of responsibilities within divisions,
departments and other appropriate sectors, establishing relatfonships
between individuals, giving necessary authority to some individuals so
that they can carry out their duties without having to refer all matters
to a higher level, setting standards and targets in abroad fashion by
def ining Company objectives and more specifically breaking down the
functions into manageable tssks, and keeping the cost of operating the

organisation and it's systems within reasonable lim:lts".‘



1.2'6.

1.3

DELEGATION OF AUTEORITY

Delegation of authority is an Organisational process that
permits the transfer of authority from superior to gdbordinate.
Fow effective delegation, the authority granted to a subordinate
must equal the assigned responsibility. Responsibility is
defined as all of the duties that must be performed in order
to complete a given cank.s

STATEMENT OF THE PROBLEM

Organisations everywhere are faced with the problem of
marketing their products. The sales valume of most firms
gontinued to decline every now and then. The -organisations
failed to understand that consumers desire different things,
from a particular product. Location, income, and personality
of the consumers differ significantly. These elements
tremendously affect the buying patterns of the consumers.

Market segmentation, a recent phenomenon in marketing,

tries to break the total market into submarkets with the bel ief

that different consumers desire different things. Some may
value colour, others size or quantity, and still others prestigc
and so on. Most organisations have come to value the concept

of market segmentation and many others have gone to the exteat
of applying it.

The shoe industry is one place where the concept can
successfully be applied. The fact that various individuals
desire different shoes, places Bata Nigeria limited in a
position to comfortably serve its different users. In this
context therefore, market segmentation as a strategy can

enjoy endless support from imdustries such as that which Bata

belongs.



1.4, ORJPCTIVES OF THE STUDY

The primary purpose of this etudy is to examine in cdetail the
application and result of the concept of market segmentation.
The application will be in relation to the marketing of shoes by
Bata shoes Nigeria Limited. More specifically it is aimed at
achieving the following objectives:
a. Examining the most effective way Bata Nigeria Limited can
increase it's sales by the use of segmentation strategy.
b. Showing the practical application of the technique so
identif {ed.
c. Making recommendations for improvement in the application

of the strategy so as to attain a higher level of sales.

1.5. SCOPE OF THE STUDY

The study discusses the application and impact of the strategy
of market segmentation. A detailed analysis is taken on Bata
Shoes Nigeria Limited. An introduction to the study is given in the
first chapter. In the second chapter attention is given to the
alternat ives, requirements, and bases of segmentation strategy.

In the same chapter the benefits and costs of applying the

strategy are also looked into. The study within a reaonable length,

discusses the history, objectives and operations of the Company.
detailed exercise is taken on the application and impact of the

l;rategy of market segmentation as it relates to the Company.

The final chapter concludes the discussion on the concept and provide.

recommendations based upon the weaknesses of the company in applying

the strategy of market segmentation.

1.6, RESEARCE METHODOLOGY

The research is a case study of Bata shoes Nigeria Limited.
Sources of information for the etudy were published data by the compz:: .

B:sides, the senior staff of the company and a proportion of it's dexlcuc
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wegre interviewed and the mecessary information was gathered where
it was not available in literature. In addition secondary data was
also used for the study.
sample

To assess the application and impact of market segmentation
strategy on Bata Shoes Nigeria Limited a sample of some of it's
outlets were selected. Questionnaire was designed and administered
on some selected outlets., The size choosen was with a view to obtainiug
the right information at the right time and in the required level.
Quest ionnaire

The questionnaire was administered personally in order to
establish a much realistic analysis. This gives me the apportunity to
explain further the purpose of the study and answer questions on pointc
not fully understood.

Discussions and Interviews

Discussions were held with most senior officers, junior employees
and company dealers The discussions and interviews ceatred on the
extent of application and result of segmentation strategy.

Secondary Dats

Published data om hark k segmentation strategy ranging from books.
newspapers and magazines were used during the study.

The methods of data collection proved helpful, as it enables me
to have a vivid view of the application of the strategy, it's result
and company organisational structure. I was conducted round the
company headquarters and other retail outlets to see for myself how the
corcept of market segmentation is been applied.

1.7  LOGEATIONS OF; THE STUDY

The present study is limited to the application and impact
of market segmentation strategy with regards to Bata Shoes Nigeria
Limited. Data analysis and interpretations were based on knowledge
grained from facts and opinions in various methods as mentioned above.
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Constraing coupled with the lukewarn attitude of some
respoodents and lack of accessibility to some informations regarded
as "highly confidential" contributed to a great extent to the limi-
tations of the study.
The fact that some executives could not reveal some vital
informations and the fact that some of them continued to re-schedule

appojutments serve as a major limitation of the study.
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CHAPTER WO

THE EGVIENTATION PROCESS

The segmentation process by definition refers to the
various steps which the marketing executive considers in
ssegmenting his market. In an attempt to satisfy a smal group
of customers fully, four important steps are involved:

i. Ildentification of product features;

ii. Deciding compatible customer characteristics;
iii. Collection of customer data;

iv  Classifying customers into segments.

The above steps describe the way and manna the mak ting
manager takes in segmenting his market. Understanding the
company's product features Is adways the beginning point in
defining a market segment. In this case, the compay defines
the features of it's different products. The features could be
in terms of size, colour and appeal.

After the product features have been well defined, they
become the basis for selecting customer characteristics. For
instance, the marketing manager of an automobile comparly certainly
knons that his product(s) is relatively expensivemostly used
by men and is expected to be damadad in all geographical
areas of the country. With this information at hand, the manages
will be able to determine his customer characteristics.

A reasoning further will reveal that the user of a car is
likely to be an adult, in a high income group. This knowledge
of the customer will induce the car seller to collect information

on consumers displaying these characteristics.
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The grouping of the customers into segments through
available date will revu'l. that some customers have all the
desired characteristics, while others have only a few. The grouping
will enable the marketing manager to identify his Company's
primary and secondary market segments.
ALTERNATIVE SEGMENTATION STRATEGIES

it has been seen that market segmentation denote the extent
of market heterogeneity and the opportunities facing the firm
for target marketing. However, the marketer is still left in
dilemma as to the choice he will make among the three broad
strategies for responsding to the revealed market structure.

The market er might decide to go after the catchment portion
of the market by adopting any of the following alternmative
stretegies:

Undifferentiated Marketing;

Differentiated Marketing; and

Concentrated Market ing.

Undifferentiated Marketing

This approach may be looked upon not as a strategy,This is so
because the marketer finds no bases for segmentation and therefore
attempts to reach the total market. The firm treats the
market as an aggregate, focussing on what is common in the needs
of people rather than on what is different. Thus, not everyone
will buy, but a general appeal should attract sufficient volume
without the necessity of tailoring the company's products and
methods of marketing to particular segments.

Undifferentiasted marketing is Primarily defined on the
ground of cost economics. Wendell R. Smithl puts it "undifferentictcd
marketing is the marke¥ng counterpart to standardisation and mas:

production in manufacturing”. Undifferentiated marketing offers
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certain advantages. It makes possible the use of econcmies of
scale in manufacturing. In addition it facilitates manufacturing
and markeking by avoiding multiple products, competing brands, and
duplicated inventories. Generally the cost of markeking per unit
of product sold is minimised. ‘

Although there is cost efficiency and using mass media,
profitability may decline as the spending money competitors increases®
Consequently products and services become victims of unpredictable
brand switching. In this way the company marketing fails to take
advantage vf a basic opportunity to create a differential advantage
and to establish for itself an unassailable market niche,

Differentiated Marketing

A Company using this strategy modifies its product (s) and
methods of marketing to match the demand of two or more market
segments. The soft drink industry, for instance Coca-Cola produces
different drinks for different tastes. FElectric and automobile firms,
clothing and others all develop unique products and promotions
designed to appeal to two or more segments,

The advantages of this approach can be noted in the concept of
sementat jon. [ consumer oriented firm must adopt to the needs of
particular customers. By doing so, it places itself in a unique
competitive position where it stands to serve these customers best.
The needs of consumers within a single segment are uniform and wmore
easily detected. 1In additjon, the mrosmpect of greater seales by
serving more than one market segment is achieved. , In addition, therc
is greater potential in developing marketing programmes for two or
more segments than in trying to pursuade all customers to buy &

single product not quite suited to their particular needs.



However, there is a price to be paid for the advantages.

Generally, the cost of manufacturing and marketing increases when this
strategy is adopted. Economies of scale is sacrificed. Administrativ,
problems arise, larger and more complicated organisational structures
are usually involved. Planning becomesdiff icult and control less
effectfve.

Looking at the advantages of prospects for greater sales, a stronger
competitive position and hope for greater profit, one is apt to notice
that they outweigh its costs. This is exactly what entice most
Nigerian firms to go for differentiated marketing.

2.2.3 Concentrated Marketing

Differentiated and undifferentiated marketing both aim at
the total market. Many firms, however, see a third possibility as
one that is especially appealing when the company resources are limited.
Here, instead of a company srreading itself in many parts, it concentratcs
its forces to gain a good market position in a few areas.

Concentrated marketing has special appeal, It permits the sellc:
to direct the full force of company's effort in a narrow areas of
opportunity. If successful in adopting to the needs of that single
market, the company can virtually dorminate it.

However, concentrated marketing involves high than normal risks.
The particular market segment on sudelently turn sour. For a
competitor may decide to enter the same segment. For these, many
companies prefer to diversify in several market segments.

The figures below describe each of the three alternative strate; ic.
discussed above:

(a) Undifferentiated Market ing (b) Differentiated Marketing

TN . ‘L:E‘;\

¢ ' { +
' - 6 X3 '
‘\ ) 3 \";\» :‘_ -

- ——

i
Figure 2.2 - Alternative segmen- LI _,' tation strategies.

P% Ure,
{c) Concentrated Marketing - “:;{( g
\ ‘_1
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Figure 2.2(a) shows no segmentation at all. The marketer
aims at the total market. Figure 2.2(b) indicate six different segmentso
while figure 2.2(c) shows total concentration of marketing efforts on two
impoytant segments of the market.

Bowever, a firm slould not conclude that when it is able to
find its segments its problems are over, This is so because as the
society changes, the market as well changes. More specifically,
segments are loose aggregations that are subject to considerable
mod if icationr overtime. Such changes are particularly critical in
segnents based on psychographic characteristics. Terceptions and
attitudes are volatile and benef its are sbbject to dramatic
alterations. Because of these changes, marketers must try to monitor
the market constantly to detect changes in it and adopt strategies
aecordingly.

REQUIREMENT S FOR EFFECTIVE SEGMENTATION

A number of criteria have Leen suggested to determine if segmentine a
market would place management in a better position than treating the
market as a homogenous entity. In this respect, three most important
conditions will help manage‘e'ttoward segmenting it's mrket.z
They are as follows:

. Dasis for segmentation must be measurable and Data accessiblec
- That is, the characteristics used to categorise the customers must
be ome. that/can be measured and the data necessary must be within react,
Failure of any of these is likely to render segmentation ineffective.
The market segment must be accessible through existing marketing
institutions, such as the channels of distribution, advertising
media and company sales force at the minfmum cost,

Substantiality - The segments must be large enough to allow the firm
to make profit. That is the degree to which the resulting segments
are large must be profitable enough to be worth considering for.

separate marketing action.



2.4 TDASES FOR SEGMENTING A CONSUMER MARKET

This is an important aspect of the segmentation strategy -

The question of how to segment the market. Marketers may segment
their market in a number of ways; an infinite number of factors

or variables are available to them which they can utilise to
subdivide the market. The method of market segmentation choosen
®ill vary from product to product. A useful method for one product
may be of little or no value for another. We are limiting our
discussion on the bases of segmentation to the consumer market
because the nature of the prdduct we shall be concerned with is a
consumer one. Ultimate consumers buy products for their own
personal or household consumption. They are strictly satisfying
non-business wants and they constitute what is called the "consuaer
market".

It should be noted that there is no one techmique for segmentin;
the consumer market. The bases to be employed as noted earlier will
depend upon the product in question. Many authors have given varicues
basis for segmenting a consumer market. This is why we say the
bases depends on the kind of product a company is engaged in
producing. Harper W. Boyd and William F, Malsy3 in their book "Market..,
Management” saw the methods as basically four :

1. Cultural Groupings

2. Demographic Data

3. Social - class descriptions, and
4., Behavioural measures.

The two authors saw aultural groupings as an important fact in
explaining the behaviour of certain national groups.

William J. Stanmna in his book "The fundamentals of Marketiny"
identifies the bases as basically two:

1, Segmentation based on demography, and

2. Segmentation on income basis.



2.4.1

:.l‘o the author incowme is an important factor in understanding consumer
demand. He classifies different types of income including National
income, Personal income, Disposable income, doney income, Real income,
Psychic income and the rest of them.

However, for the purpose of this write up we shall use the bases
put forward by Philip Kotler and alsc advanced by Kenneth E.Runyon.
They saw the bases as basically £om:.5 These include:

1. Geographic Segmentation

2. Psychographic Segmentation
3. Demographic Segmentation, and
4. PBehavioral Segmentation.

Geography refers to the science of physical features, divisions,
climate, product and population. Demography refers to the statistics of
birth and death, sex, income, occupation and such other characteristics.
Psychography simply put is the study of life style, personality and
needs of people. Finally, bahaviour is the act or conduct of oneself.

Geographic Segmentat ion

This method of segmertation involves suybdividing the total market
into geographic sections and orienting the marketing mix to consumers
in particular sections. In this case a market is divided into locations,
states, cities and countries. This is particularly necessary because
the firm recognises that market potentials and cost vary with market
location, therefore deternines those geographic markets that it could
serve best,

Geographic segmentation is common among marketers, especially thosc
whose distribution is national or international in scope. Some organis -
tions choose to serve only certain regions, states, countries or other

geographic units.
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Density and climate are important factors in determining
where a firm could serve well. For example, some goods are consumcd
more in states like Lagos, Kano and Jyo because the population of
such areas is greater. It is true to say that products like
"protectors” during rainy season are more likely to be consumed
less in most part of the Northern States because rain is less
rampant in such areas.

PSYCHOGRAPHIC SEGMENTATION

This mode of segmentation is a relatively recent form of market
segmentat jon., It arose because people differ in ways other than those
represented by geographic and demographic variables. It has emer;cd
as a major alternative to the older methods. The terms has been
seen by Emmanuel Denby6 as follows:

"Psychographics seeks to describe the human characteristics
of consumers that bears on their responses to products, packagin,
advertising, and public relations efforts'. Psychographic studice
can employ such concepts as personality, attitudes and product
attributes.
i. Personality
Marketing managers have often used personality’variables
to segment the market. They endow their products with brand
personalities designed to appeal to corresponding consumer
personalities.
i1. Attitudes
From the marketing view point, attitudes and beliefs are
considered to be strong and direct forces affecting consumer
perceptions and Luying behavior. It has been argued that to
market a product or service successfully, the marketing
manager must know the relatfonship that exists between consumer

attitudes and their buying decisions.
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2.6.3

Attitude is a person's enduring favourable or unfavourable
cognitive evaluation, emotional feeling or action tendency towards
some object or idea.7 It is therefore necessary for the marketer to
know how attitudes are formed, measured and changed.

When an individual consumer's attitude changes towards a
company 's product, the marketing manager has two options. He can
change the consumer's attitude or determine what consumer attitudes
toward his products are and then change the product to match those
attitudes. Experience has shown that the second option is much
more feasible.

Produgt Attributes

The buying behaviour changes of consumers have stimulated
the development of an approach that has been called product segment. -
tation. The approach is based on the fact that consumers can
differentiate between products and on the basis of their respectivc
needs, identify those that satisfy their necds best. This means that
there exist product preferences. Dased on this assumption, product
segments can be classified according to the kind and extent of
product characteristics exhibited. In product segmentation we assu.c
that consumers perceive products as bunlles of characteristics that

may satisfy needs.

Demographic segmentation

Demography is the statistical study of the xharacteristics of hui:
populations, with special attention to size, density, growth,
nigration, distribution, vital statistics and their effect on the
econcmyhs Demographic segmentation involves segmenting the market
in terms of chronological age, the total population been separated in'o
such groups as children, adults and the aged. On this basis, after ti
market has been divided according to geographical variables, it ig
bhen subdivided into various parts on the basis of demographic
variables. The demographic variables that are of Primary concern to

us includes:



i. Reglonst populatiop distribution
ii. Urban - suburban - rural population
111, Age
iv. Sex
v. Family life cycle
vi. Other factors such as religion, nationality, education
and occupation.

Regional Distribution of population

Population distribution is of utwmost importance to marketers,
hence the total market can be segmented according to reglonal pupul=tiov.
distribution. This is so because sectional differences lead to
difference in the demand for many products. The differences can be
traced to climate, culture, and other factors. Thus, "shirts" and
"suits" are preferred in the southern part of Nigeria, while "Kaftans'
dnd big gowns predominate in the North.

Urban - Suburban - Rural Population

From the estimated one hundred million (100m) population of
Nigeria, commonsense has revealed that more than majority of the
people live in the rural areas (over 70%). However, there has been
a tremendous increase in rural-urban migration especially from the
period 1979 to date. This may be attributed to a number of factorc
especially the unemployed nature of the rural areas. In search fur
employment , majority of the rural settlers have got their way
through into the urban centres. This has led to a decline farm popu. .-
tion. The declining farm population has led some marketers to under
rate the rural market.

Socialogical patterns (like family size and customs) among
rural pople differ significantly from those of the city. These
patterns have considerable influence on buying behavior. Per capit..
consumpt ion of non polish shoes, for example, is much lower im facu

markets than in city markets.
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Age

Segment ing a market according to age grours is a very
useful approach to marketers. Marketers should study the age
structure of the population so as to know which among the
different age groups the company should appeal more.

In Nigeria, for example, in recent times the age mix has beer
changing. Marketing managers, must be aware of these changes.
Children between the ages of zero (0) to ten (10) form the
majority of the population of this country. This has been so wit.
the high rate of marriage.

The children's market has got to be studied by marketing
executives. This is necessary because they can influence parentc.
purchases, they make purchases of goods and services for their
own personal use and satisfactien.

The youthl market (20 - 34 years) has been booming especizlly
because it is in this age bracket that people usually begin their
careers anl finally settle in life. Their values are also differc.
from those of their counterparts in generations before.

The market segment for the ago group of 50 - 64 is a good
one for marketers of high priced, high quality products and
services. This is because it is characterised by a large and
financially well up market. The members are at the peak of
their earning.

The age group of 65 and above is characterised by demand
of products or services that help to restore health and simple
home mad e goods. -

Sex

The division of sex into male and female can be one
important base for segmenting a comsumer market. In the
Nigerian Society some products are traditionally purchased by
wmen, for instance skoal shoes and some by men, such as cover

shoes.
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Family Life Cycle

The demographic factors mentioned above do not alone
adequately explain consumer buying behaviour. Frequently
the factor accounting for differences in consumption pattern
between two people of the same age is that they belong to
different life cycle situations.

Segmenting a market in this way recognises the fact that
life cycle position is a major determinant of buying behaviour.
For example, a batchelor's product and service needs will be
different from a non-bachelor. In Nigerian Society nearly all
bachelors spend sulstantial part of their income on the purchase
of luxury materials.

Other Demographic Factors

The market for some consumer products is influenced
by such factors as education, occupation, origin, and religion.
For exmuple with an increasing number of people attaining
higher levels of education, there has been changes in product
preferences. Occupation is also a meaningful criterion in
segmenting some markets. For instance, there is a difference in
the demand structure of a university don and that of an auto-
mechanic even though the income of the former might be equal
to the later's. This is so because of the differences in the
life style factors of the two people.

It 1s also useful to segment a market in terms of the relizio:
of the community in which the business is operated. For example
it will not be profitable for a beer industry to locate most of
it's branches in Kano. This 1s so because majority of the state
populace are muslins and are subject to the laws of the religion

which prohibits the drinking of alcohol,
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2.4.4 Behaviouristif Segmentat ion

Here bwsfers ere divided into different groups on the basis
of their Imc}vledge, attitude, use, or response to the actual
product or ;ta attributes. Many marketers believe that
behav ioural variables are the key starting point in identifying
market segments. Our renowed author Philip Kotler identif fed
the following seven varhbles:g

i. Purchase occasion

i1, Benefit Sought
iii. User status

iv. Usage rate

v. Loyalty status

vi. Stages of Readiness, and
vii. Marketing Facters.

Purchase occasion

Under this behaviouristic variable buyers are classified
according to the occasion that brought about the purchase.
In the Christian states, for instance, most shops experience
their peak sales during Christmas. The same applies in the
Islamic states during Sallah, Therefore, such occasions
should be monitored and shops stocked during these periods.
Lenef it Sought

Here we are looking at the benef it one derives from
purchasing a product. For example most people purchase sound
sets to hear a loudable music, others purchase to listen to
news. Therefore tuyers are drawn to products through different
buying motives. Some are motivated (as in the previous example)

by the music, while other may be motivated by the design of the

sound set.
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User Status

Many markets may be segmented into non users, exusers,
potential users, first time users, anl regular users of a product.
High market share company is particularly interested in going after
potential users, where as a small competitor will concentrate
on trying to attract regular users to it's brand. Potential users
and regular users require different kinds of communication and
marketing efforts.
Usage rate

Markets can often be seguented according to light, medium,
and heavy user groups of the product. Heavy users may constitucc
only a small percentage of the size of the market but a
major percentage of the unit volume consuued.

loyalty status

The terms loyalty status denote a persons submission to a
particular object. Some people are absolutely loyal to a particular
brand of a product. The task therefore is for the individual firne

to try to identify the characteristics of their absolutc

loyals Se that they can target their marketing effort to
similar people in the populatijon.

Stages of Readiness

The marketing program of an organisation must be adjusted
to the changing distribution of readiness. The stages of readinesc
implies that sowe members of the potential market are unaware
of the pruduct; some are aware;, some are informed; some are
interested; some are desirous. The distribution of people over

stages makes a substantial Jdifference in designing a marketing

program.
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Ma:keti_gg Factors

Marketing factors such as price, product quality, and service
can be used as bases for segmentation. A firm that specializes in
a certain marketing factor will build up hard core loyals seeking that
factor or benefit.

LENEFITS OF MARKET SEGMENTATION

Benef its above refer to the contributions or gains enjoyed
by firms wken they adopt the strategy of market segmentation.
Segmentation leads to the production of a specific marketing mix for
each segment or subgroup whose particular needs the marketing mix is
designed to satisfy. When the company is successful in segmentation
according to one author the result will be high consumer loyalty to
the product or organisation in question, Competitors will find
it difficult to win away the patronage of target consumers.m

As a result of a company adopting the strategy of market segminta-
tion, management will make a better marketing job and a more efficient
use of marketing resources. As a result of this a firm can devote it'c
resources to more prof itable areas and neglect other areas where profit
is very little. To this end a small firm with little resources can
survive well if it devotes its resources to certain segments rather
than aiming at the total market (where it is very likely to fail).

In additjon to the above bemefits, sellers can also make final
adjustments of their preduct(s) and marketing appeals. That is,
instead of one marketing program aimed to draw in all potential buyers,
sellers can create separate marketing programs aimed to meet the needs
of different buyers.

Possibility of losses as a result of product mis-match is
substantially reduced. A company is in a better position to design

products that #its We market demand.
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Finally as part of the advantages of segmenting a market is
that advertising media can be used much more effectively and managemeat
can develop promotional messages more specif ically aimed toward each
segment of the market,

1t should be noted that any firm is in a position to ripe all
of the above benef its. However, this will depend on how efficient
it's strategy of segmentation is.

TROBLEMS OF MARKET SEGMENTAT ION

Segmentat ion strategy is not without drawbacks., Some of it's
disadvantages can be noted here. At first, by focusing the
marketing effort upon only part of the population and ignoring other
parts, the organisation decreases it's potential market. In otherwordls
potential market may be large enough while the segment(s) selected
small. This is a serious drawback as the firm needed the patronage
of other consumers to realise adequate sales. Another price that
must be paid for market segmentation lies in the actual {inancial
outlay that it requires. An organisation that pursues two or more
segments of the consumer population usually have to develop and offor
two or more entirely different marketing mixes. Where, for instance,
management approaches two separate segments, the organisatior may
have to have two separate: products or services; sets of prices;
physical distribution networks; channels of distribution; advertisin
programs; personal selling programs; and sales-promction programs.

When large numbers of units are produced, the costs for each unit
are usually reduced, but the above requirements tend to increase unit
costs preventing the organisatfon from taking advantage of economies

of scale.
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In summary therefore, segmentation results in higher costs
than a situation of no segmentation because of the following:

i. Unit production costs of manufacturing a variety of products
may be larger than those of manufacturing one standardised
product.

ii. Transportation costs may be higher
iii. Personal selling expenses could be greater, and
iv. Advertising costs may be higher,

The possible sources of higher expense listed above are not the
only one's. Warehousing, order processing, packaging, and sales
promotion would each prove to be more expensive under segmentation.
CONCLUSIOR

Qur attempt so far, has been to introduce the concept of segmenta-~
tion strategy. Market segmentation which involves dividing the total
market into segments has been looked upon in depth. It's processes,
requirements, and bases have all been discussed.

The process of segmentation refers to those stages an individual
marketer is expected to pass in making a final decisiion to segment
his market. Generally there are four - identifying product features,
deciding on compatible customer characteristics, collecting data on
customers, and finally classifying the customers into meaningful
seguents.

Segmentation as a strategy has got three basic forms. In the firs:t

instance the firm can aim at the total market (undifferentiated marketi .

Secondly, the firm can emphasise two or more segments of the market
fDifferentiated Marketing). Finally, it has the option of concentrating

on a particular segment (concentrated marketing).
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For a segment to be worth considering, it has to fulfill
certin conditions. These conditions are referred to as the
requirements for effective segmentation, The most important of
these conditions is the fact that the segment should be measurable in
size. Secondly, the segment should be accessible to company’s
present marketing institutions such as advertising. That is to
say, it should be one in which advertising the company's product is
possible. Finally, the segment should be substantial
enough to allow for profit making. When all of these conditions are
satisfied, the firm can go ahead to segment.

Segmenttit ion as a strategy can be carried out in a number of
ways. It could be based on geographic location of an area such as
North, West or East, demographic data such as density, age, and sex,
psychographic characteristics of the people. In this case variables
such as personality, attitudes, and product attributes play an
important role. The segmentation could also be based on the behaviour fctic
characteristics of the peorle. Thus, variables such as the benef it
the consumer expect to receive from making a purchase, the occasion
that makes him to purchase, the rate of usage can serve as hases for
segment ing the market.

Our discussion does not live out the advantages and disadvantazes
of adopting the strategy of market segmentation, Among it's major
advantages include the use of specific marketing mix designed to satis -
the needs of a particular segment of the market. Market segmentation
has also made contributions to marketers who can make final
adjustments of their products and marketing appeals. It also reduces -. =
possibility of loss resulting from mis-match of company product with
individual 's need. Advertising media can also be used much more

effectively in that the needs of each seguent is known with certainty.
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Among it's drawbacks include the fact that the organisation can
ignore the large part of the potential market by concentrating on
a particular segment of the market. The strategy also requires
a large financial outlay. In addition, the unit cost of production
is likely to increase even though larger number of units are producc!.
Manufacturing costs, treuspertation, personsl selling, advertising,
wvarehousing, order proceseing and other related costs are all litely
to be greater as a result of a company adopting the atrategy of

market segmentat jon,
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CHAPTER THREE

BATA NIGERIA LIMITED
3.1 HISTORY OF THE COMPANY

Bata is synonymous with shoes and the shoe industry
worldwide. The name Data has become a household word for shoes
in the country. Data is the name of the founder of the Pata
shoe organisation, the world largest manufacturer and vendor of
footwear. The organisation operates through more than 9C countries
includ ing Nigeria.

The first Bata shop was opened in Lagos in 1932 by the Eritish
Bata Company Limited. The manufacture of footwear in Nigeria
was started by the company in 1960 at a small factory at wharf
road, Apapa. The present company was incorporated in 1964, under
the name of Bata Nigeria (sales) Limited., This was subsequently
changed to Bata Nigeria Limited in 1972, 1In 1973 Pata Nigeria
Linited became a public company. This could be attributed to the
promulgation of the Nigerian enterprises and promotion decree of
1972, 1In compliance with this act, 40% of the company's equity
capital was sold to Nigerian citizens and institutions in 1973,
The percentage was increased to sixty in 1978,

The authorized share capital of the company was N9,000,000
(Nine million Naira)., The company has about 1,25C (one thousand
two hundred and fifty) employees working in its different retail
outlets in the country. Pata Nigeria Limited has 9 (nine)
district offices located at Lagos, Benin, Ikeja, Ibadan, Ilorin,
Aba, Kano, Jos, and Enugu, Each district office has up to 15 - 10

{(fifteen to eighteen) retail outlets,
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From its initial production at the Apapa factory of 1,20C
{(one thousand two hundred) pairs per day of rubber and plastic
shoes, the company today manufactures all types of footwear in
two large and modern factories located in Lagos and Kano.

In addition, it has a large rubber processing plant in Benin
City, processing natural rubber for domestic industrial use and for
export,

With over 114 retail stores, 150 dealer outlets served from 1l
dealer support programme (D.S.P) depots and 21 whole-sale warehousc,
all strategically located throughout the federation, Bata, is in
a unique position to meet Nigeria's growing footwear needs,

In line with Governments drive to expand economic activity in

the rural areas, the company has opened 10 new depots in differeat
parts of the country making possible the opening of 36 new dealer
stores, This together with its dealer support programme has
increased it's business in rural towns and villages. The demand
for Bata shoes has extended accross the full range of its products
from the higher pticed to volume articles,

The company has got many distributors residing in all parts
of the country. However, before an individual cen be regarded
as a standard distributor of the company he is expected to have an
accumulated N60, 000 purchase of Data shoes.

Bata company is not left out in its efforts to serve and
uplift the living standard of the people. In 198€, Bata officially
sponsored a World Cup Football Tournament at Mexico,

The company is facing a lot of competition all over the countr,.
Its closest competitors includes Lennards, Standard Shoe; and Kano

Plastic.
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Despite the high rate of competition, the company is always
keeping to standard. In terms of pricing policy, Bata, has gone

far ahead of its competitors. Bata outbeats its competitors in
promotional activity and product quality. Advertisement is often
centralised, while occasionally it is carried through the district
dff ices.

OPERATION/PFERFORMANCE OFBATA NIGERIA LIMITED

In this section we intend to review the maor operations of
Bata Nigeria Limited for the period of five years (1984 - 1988).

Turnover for the year 1938 rose to H71,018,000 as against
N48,315,000 in 1987, an increase of 47%. Profit before tax was
N6,380,000 which is 2% higher than the N4,952,000 recorded in

1987. Profit after tax has increased by 2P0 to N3,387,000 in 1983
from the 1937 level of N2,629,000. Production rebounded to
4,795,000 pairs compared with 3,883,000 in 1987 an increase of

23%. The company sold 4,994,000 pairs of shoes in 1988 an increase
of 2% over the 1987 sales of 3,847,000 pairs (see figures in the
appendices).

The lower production in some years could be attributable to the
continued legislation by the Government that companies must source
locally. The shortage in the procurement of raw materials adversely
affect the production level of the company. The increase in
profit at periods of low production could be attributed to the
inflation prevailing in the country. Most of the companies took
advantage of the high cost of materials to ripe more.

Based on the results of 1988, the Board recommends the approval
of the payment of a dividend of N2,160,000 which is equivalent
to 12 kobo per 50 kobo share. The dividend of 12 kobo per share
is higher than the one paid in the year 1987. However it falls
bellow those of the years 1985 and 1986 (see the last figure of

the appendix).



3.3. RATIONALE RERIND ESTARLISHMENT

3.4

A number of factors accounted for the establishment of
Bata company in Nigeria., The Parent Company, Data International,
wanted to capture as much market as possible worldwide. The
only way to achieve that was to establish as many outlets as possibic
world over, During the same period Nigerian pecople were lacking
inexpertise as to begin producing shoes, hence the few shoes
available were mostly imported. Data international's offer to
establish an outlet in Nigeria was welcomed and accepted by the
then administration.

The company deals in several categories of shcea ranging
from leather to canvas and to plastic, VYlastic shoes are demandcl
especially in the south and some segments of the north where rain
is dorminant. Canvas are especially demanded by school children
and sports men and women, Leather shoes are mostly denamded
by the upper class of the society. Pata Nigeria Limited engages
in different brands of shoes appealing to men, childrem and ladies.
The raticnale behind establishing the company is to produce and

market shoes to meet the needs of the entire populace.

OBJECTIVES OF THE COMPANY
The objectives behind the establishment of Data Nigeria
Limited are varied. The principal purpose was to Increase as muci
sales volume as possible. When sales volume increases, the objectiv.
of realizing greater profit becomes feasible, Yowever, the
objectives aof the company could be divided into six:
(a) To manufacture quality shoes to Nigerian citizens,

(b) To contribute to the economic development of the country.



(¢} Ta pursue, comtrol and lead the market,

(d) To serve and cater for the neels of the society,

(e) To train and develope its workforce

(f) To increase its level of sales and make a reasonable
and fair profitc,

Training and development have been given special attention
especially in recent time., To continue to contribute to the
development of its personnel, Data establishes a training center
which gives emphasis to the need for excellence and high
productivity. The training centre is concentrating on providing
well trained personnel to meet the demand of an increasingly
compet itive ecomomy. The training is done in the most cost effect
manner possible while maintaining company high teaching standards.
During the year 1987 - 1986 a total of 891 employees attended
in company courses, 28 attended local institutions courses and
20 overseas courses,

3.5 SOURCES OF FUND

This tells us the sources of finance available to Data
Bigeria Limited. The principal sources of fund to the Company
include shareholders fund, Revenue reserve and banks. Generally

the sources can be broken into two (2):

3.5.1 INTERNAL SOURCES
(1) Retained earnings
(11) Equity
(iii) Disposal of assets
3.5.2 EXTERNAL SOURCES
(1) Long term debt

(i1) Short term debt

—_— -



36
INTERNAL SOURCES OF FUND

Retained Earnings:

Retained Earnings refers to company's Earnings retained for

future operations rather than distributed as dividends to shareholders.
The company has a policy of retaining a certain percentage of 1its
corporate profits after all profits and taxation. This serves as an
important source of internal financing since the company does
not have to look for outside financing all the time.
Equity:

This plays a vital role as a source of capital for Data Nigeria
Limited. However, the proportion of equity financing in the companry
is minimal as with other organisations.

Disposal of Assets:

This source is not very popular in Bata but still serves as
a source of internal financing. This is seen in the sale of depreciatc’
unprofitable assets in the form of buildings, equipments and other
assets,

EXTERNAL SOURCES OF FUND

Long term debt financing:

External sources of financing includes one of the important
sources of financing to the company. The long term debt includes
secured loans from commercial banks and other financial institutions,

Short term source of financing:

Lata Nigeria Limited utilises the following short term sources
to finance its daily operations:

(a) Commercial banks: this is in *he form ofline of credit
where by the bank allows the company to draw certain amount
beyond its balance.

(b) Loans from specialised finance companies and sale of
commercial papers.

(c) Trade credit: sometimes the company recelves supply of matceriols

with an agreement to settle its bill at a later date.

‘




3

3.6 DPATA NIGERIA LIMITED ORGANISATIONAL STRUCTURE

As obtained in most modern organisations, the company has a
viértical line authority structure. The structure defines the
superior/subordinate relationship from the top to the lowest
level of the organisation. The Board of directors is at the top
of the structure, Thisg is followed Ly the managing director who ic
the chief executive of the company. The managing director is
followed by the various departmental heads responsible for their
individual divisions. (See Appendix A),

3.6.1 The board of Directors:

The policies of the company are determined by the board of
direCtors. They approve proposals, appoint senior officers and
approve condition of service, All budgetary proposals and general
policy of the company are approved by the board. (See Appendix 4).

3.6.2 Managing Director:

He is the chief Executive of the company and is responsible
directly to the board for central as well as management of company'
resources (see Appendix A).

3.6.3 Marketing Hanager

He heads the marketing department and is re sponsible for
formulation and execution of all marketing pclicies. He is answero. ¢
to the managing director.

Inorder to have a complete understanding of the operations
of the marketing depertment, it is necessary to discuss the roles
of each of the follewing officers:

(i) Merchandising manager - is responsible for controlling,

distributing, and allocating all merchandising to the
shops and 1s directly resfonsible to the marketing managze-,
(11) Retail Manager - is responsible for all retail outlets in

the country and reports to the marketing manager.
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(114) Dietrict Mangger- - They are 9 (nine) in number and report
directly to the retail manager. They are responsible for
controlling the stock and cash of all shogs in their
raspective districts. They also prepare estimates of sales
for their respective shops,

(iv) Dealer support programme manager - He is responsible for the
small scale dealers of the company, He reports to the market-
ing manager.

(v) Publicity manager - He is answerable to markgting manager
directly and is rebponsible for all activities (such as
advertising) related to the promotion of company's product(s).

(vi) Display manager -~ is accountable to the publicity manager an’
is responsible for window maintainance in all retail shops.
For details see Appendix B,

3.6.4 Production Manager:
He is responsibtle for the preoduction cof all classes of shoes

in the company (including the district offices). He reports davectly

to the managing director. He has the following principal officers:-

Rubber factory manager - He 18 responsible for the production of

rubber shoes such as canvas. He is directly responsible to the

production manager.

Leather factory Manager - 1s responsible for men/ladies cover

shoes and is answerable to the preduction manager too.

Verlon Factory manager - Is responsible for the production of

plastic shoes and reports to the production manager,

Supervisors:~ Are responsible for looking after the production

done in the factory and in their respective units. They report

to the various managers head ing their units.
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Foremen -~ They look after the job ofl the operators. They are
responsible to their various supervisors.

Factory Operators - They make the shoes and report directly to
the foremen in their respective units, '

(See Appendix C for details to above)

Chief Engincer

He is responsible for the gemeral maintainance of all machincs
in the factory. He is answerable directly to the managing directcy.,
The following officers serve under him,

Service and Mintainance Manager - Ie responsible for servicing
factory machines and keeping them in good order. He reports to
the ¢chlef engineer,

Engineering Workshopr Manager - Is responsible for the maintalnance

of factory spare parts. He reports to the service and maintainance

manager.

Techniclians - Are principally responsible for the repairs of all
factory machines. They veport to the engineering workshop manager.,
(for details to above see Appendix D).

Financial System Develcpuent manager

He formulates and executes all financial policies of the
organisation (this is done in conjuction with the board). Policias
such as how much to invest and where, what is to be kept in the
accounts are first determined by hiz. He reports directly to
the managing director, He has the following Principal officers
under him:-

Financial contreller - Ee is responsible for the day to day
running of the accounts department. He reports to the finmancial

system development manager,
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3.6.8

3.6.9
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Costing manager ~ Is responsible for determining the unit cost
of producing all shoes in the company. Fe also reports to the
F.S5.D.M. above. .

The Purchasing Manager

He is responsible for the purchase of all raw materials used
in the production of shoes, Some of these raw materials are obtainel
locally while otbhers have to be got from outside, le is directly
responsible to the managing director. The following officers serve
under his department:
Duyers - Are assigned the duties of placing orders for the purchase
of raw materials used in production, These include chemicals,
leather, accessories and stationeries. They report directly to the

purchasing manager.

Storekeepers - Are responsible for their individual stores where
the stock of raw-materials are kept. They report to the individual

buyers in their respective units, (For details see Appendix F),

Company secretary:

Head's the legal department and reports directly to the
managing director. He serves as a legal adviser to the company.
He has the following officer under him:

Assistant company secretary - As the name suggest, he assists the congc,
secretary in all legal matters affecting the organisation (for details
see Appendix G}.

Personnel Manager

He is responsible for the recruitment of new staff, dismissal,
development and general welfare of company staff, FHe is assisted
by the following principal officers:

Training and development manager - Is responsible for improving the
skills of company staff and is responsible directly to the persomnel

manag er.
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Industrial Relations Manager - Is responsible for settling disputes
between workers and their bosses, He reports to the personal manager.
Staff Manager - He assists the personnel manager especially in the
area of welfare of company staff., He reports to the personnel
Manager.
Clinic Nurse - Is responsible for Bata Clinic situated at Lagos. She
is directly responsible to the persomnel manager.

Note that, the personnel manager reports and is responsible to the
managing director as depicted in appendix 1,

Product Develg_gnent Henager

I1s responsible for innovating and developing new products,
He is answerable to the managing Director directly. He 1s assisted
by:
Shoe Designers -~ Are responsible for designing new shoes and modif ying
the old ones, They report directly to the product Development Manager.

(for details see Appendix I).

CONCLUSION:

It 1s true to say that the functions outlined for each of the
officers could omly be realised through an efficient, effective and
selfless management., It is important to note that Tata Nigeria Limited
organisational structure allows for control and feedback at least
to some degree. Most of the functions outlined are being performed
efficiently. This can be proved when one tries to have a look at
the profit figure of the company, However certain amendments need to
be made and this is intended to come up in our recommendations which

will meke up the last chapter of our write up.
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CHAPTER FOUR

DATA ANALYSIS

4,1 MARKET SBEGMENTATION IN BATA NIGERIA LIMITED

It is the objective of this research project to show
the extent to which market segmentation as a strategy is
employed by Datez Nigeria Limited to achieve it's corporate
goal of satisfying customer's needs and at bhe same time
making a profit., The concept of market segmentation is very
much applied in Pata. This may be attributed to the fact that
the customers of the company differ in a number of ways ~ Age,
Sex, Income, geographic location and so on, Majority of the
customers are in dely - scattered and different in their buying
requirements., The firm therefore, will be in a position Eo
effectively serve particular segments of the market. The' company
instead of operating anyhow, selects anc identifies yrofitable
segments that it can serve well, ‘

Market segmentation has enjoyed a wide spectrum of acceptance
and application among both business and non business firms,

With little exceptions, practically every product or service
market can be segmented into more profitable units, Cata Nigeria
limited has not neglected this strategy. The company has long
segmented it's market using a number of bases.

Market segmentation according to one author is the "process
by which a firm partitions it's prospective customer's into sub-
groups or submarkets"-1 The desire to subgroup the customers by
Bata has been necessitated among other things because it cannot
alone serve the total market with a single class of product.
Different varieties of shoes are sold in it's retail outlets
comprising of sport shoes, cover leather shoes, half shoes
and so on, These are grouped according to the various characterictic:

of the consumers that meke up the market among the various outlets,
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e sch appealing to a specific social clasa,
As noted earlier, the extent to which any company can segment
it 's market will be greatly influenced by the type of product,
the nature of demand, the method of distkibution, the media
available for market comwunication, and the motivation of the buyers,
Among it's objectives of segmenting the market as confessed
by it's District Promotion Manager is to “group the individual

prospects 0 that their responses to marketing inputs will be similar",”

4,2 BASES FOR SEGMENTATION IN DATA NIGERIA LIMITED

A firm can segment it's market iIn a number of ways, The methods
for the segmentation may vary with the product a company produces,
A ugeful method for one product may be of little or no use for another.,

In this part, we intend to discuss the major bases for
segnentation in Data Nigeria Limited. It is true to say that the
firm utilises all of the four major bases of segmentation as put
forward in chapter two. However, some ¢f the variables explained
earlier are not utilised by Data.

We shall review the major Geographic, Demographic, Peychographic
and Dehavicristic variables used in segmenting the shoe market
by Bata Rigeria Limited.

Appendix J reveals to us that Data Nigeria limited uses
both Geographic, Demographic, Psychographic and Behavioristic
variablas in segmenting it's consumer market, However, it 1ig
evident that variables such as Race and Natiomality are not being
anphasised in the company, Religion which is an impcrtant factor
in segmentation is aot so much proncunced,

4,2.1 SEGMENTATION BY GEOGRAPEIC FACTORS IN LATA NIGERIA LIMITED

Bata Nigeria limited groups it's market according to the
different characteristics of the States and or regions., On aggregate

it determines those geographical markets which it could serve best.
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For example, having divided the country's market into North,

East, and West, Data examines the various needs and wants of the

people in these regions. This is necessary because the firm

recognises that by doing so it could save it's costs and of course

enhance its market potential., Certain variables are absolutely

important in explaining how and why Lata Nigeria limited segment

geographically.

(a) Regional Segmentation in Data Nigeria Limited

(b)

Bata Nigeria limited divides it's Nigerian market
into North, West, and East Districts. The Northern District
for example, comprises towns such as Gusau, Katsina, Kano,
Kaduna, Zaria and Bida, The Eastern District consists
of places such as Owerri, Aba and Enugu.

The company therefore, divided the market into various
geographical locations., This is so due to the fact that the
company recognises that different people within different
regions require different kind of shoes. For instance,
people in the North usually prefer half shoes and sandals anid
only occassionally cover shoes. This is different from what
obtains in the South., 1In the South cover shoes predominates
the market especially one designed with two colours such as
black and white.

Climatic segmentation in Lata Nigeria Limited

In this study climate will refer to the condition of
weather of a particular place or enviromment. Data Nigeria
limited having studied the weather of the country decided
to segment the market on this basis. The climatic condition
of a state such as Kano, for instance, has a tremendous impac:
on the sales volume of the firm. During the Hammatan period
(November - February) the District Office noticed it's highest

sales from Verlon and Canvas shoes.
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They are sold in larger quantity during this period.
A number of factors could be attributed to this iner ease
in sales. This could be related to the fear of leg cracking
by majority of the consumers. In addition, the economic
condition prevailing in the country have forced most people to
purchase only shoes whose prices are lower, hence the purchase
of Verlon shoes.

During summer, most consumers prefer to buy sandals
and half shoes especially in the North because they are easy
to wear and remove,

In some aspects of the southern region where it does'nt
use to be hot, cover shoes are mostly in demand. Hence
climate serve as an important base of segmentation in Data,

4,2,2 DEMOGRAPHIC SEGMENTATION IN BATA NIGERIA LIMITED
The Market for Eata shoes is also subdivided according to
density, age, sex, income, occupation, education and religion,
These variables have been one of the most popular bases for segmenii.
the firm's market. This is so because customers wants are often
frequently associated with demographic variables. In addition
the variables are easier to measure than most other types of
variables.
(a) Population
Population serves as an important variable in
segmenting the firm's Market. That is, the extent to
which an area 1s either thinly or densily populated
affects the kind and number of shoes that are sold therc,

Precisely, an area that is densily populated is likely

to have the greatest number of sales and vice-versa.

The urban pepulation is always increasing at a geometric

rate,
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This has led most marketers to unler state the

rural market. Tt is a fact to say that most Tata
gshons n Z~reria are located in the citiea,

Nowever  “a recent times one comes nceross a number

of Tfatz ghors in the rural areas, T3 is seen in the
bttempt e ~overnment is maling to exte:” businessesz
to the rural centres. owever, this Io usnally done
ttrou-’: tle “caler support prosrammaa ( .I.P'e),

(%) Ape as 2 "aac of segmentation in Mats " ijavia Limited

Sesnanting a market by age grou~ e 2n important
approac™ in the mareting of many produvcte, Towever,
Marlatersc rmet bhe aware of the chan~ian- nature of the
age mix. Cfome years are characterined Hr haby hoom while
others are characterised by low biri™ ratc. Towever,
to pet an accurate and reliable date 1s apparently
difficult and in many cases hopeless, This is more so
especilally in z country like “igperia where population
census 'iag not been undertaken for more than a decade,
Thus, the marteter finds it A1€ficult to lav his hand
on a fairly democrraphic statistics. 'owever, this
does not meont that marketers  shoul’® fold their arms an”
leave tl'eiy hisiness operations to fale, Tit* the help
of martetins researchk and sood environmental ‘orecast »
company cai be able to have a nool atarting.

Mecauce ane is correlated with Sotl. ecvents and bioloric
functions, it 1is often used zs a bacic for sepmentation '
Tata. The corpany for‘example, stuliac t'e age structure
of the populction and tries to mow vuieh: zwong the

different age groups it should appeal rore,



W7

In this regard. Nata discovers that children between
the age of zero to ten (0 - 10) acoountet for the larget
share of it's business done, This encourases the company
to attend more to the production of children ehoes,
The tahle helow represents the sipnificance of some
catepories of age groups to the dermand of Nata shoes.
It could be secn that the age group between zero to ten accounte:!
for an important segment of the marlet.

TATLY. 4,1 - AGT GROUT COMTRIRUTIOM TO SN ™IS

S SaialiE
ART GPOU? FXTENT OF SPmal'T |
S L e R s
o - 190 Very subhstantial
ma rms e e s s m e A Eme = Se————— —— it s & S
. i AL | Suhstantial
s e A A S o B o i e

I 18 Awp Anovw . Very substantial |

fource: David L. Ogunjumo, Kano Nistrict Manacer Pata
Nigeria Limited,

From table 4.1 one could recognise the contribution
of the children and adult marV¥et to the segmentation

exercise of Bata "i-eria Timited.

() Sex as a basis of seprentation in ‘ata Nigeria Limite?l
Sex is an ohvious hasis of segmentation in "ata MNireria
Limited. Many nroducts are made for yge only “y merhers
of one sex. 1In many product categories Women =nd Men typicallvy
loo' for Aifferent nroduct benefits. Accordins to the
Kane District Lanager3. the benefit of a male - fumale basis
of segmentation in Mata Migeria Linited has Teen very satis-

factory.
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In each Nata outlet one Aistincuishas scveral brands
of shose apmsaling to either sex (male/female). For example
there are sandals both for Men and for woren, toys and sirls,
Toys close! gloes for exawmple, appeal te only hoys while
girls closed azpeal to only pirls,

(@) Sepmentation Ly Income Level

People alone do not make a mar¥et, The pcople may have
the desire and willinpness to acquire ecororic poots but when
there 4s no nurchasing power it 1is of no releyence to the
Mar“eter. The idea of incorme and it's “istribution need to he
adequately considered by any reasonable mavheting executive,
because the primary aim of anyv husiness is nrofit and this
cannot be realisel 1f the offering is finasncially beyond the
reach of the target mar'et,

Shoes are sroupe’ accordingly in “ata decending upon
‘one's level of income. Fvidently one could ohserve low priced

shoas q‘ between N30 to N50. It is not expected of one who earns

1”150 to ourchase 2 shoe of 'M120, and 1€ he 'ces he may not bhe
rational,

The nunber of consurers at various levels of income
is an index of potential sales of the market. The unique taste
and desires of different income groups scrves as a useful
puide when scleeting a particular marlet to appeal to. Tlata
"igeria Limite! aimemostly on the lower 2nd polium class of the

society.
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The table below surmaripeg the costs of mone bLrands

of shoes sold by “ata liigeria Limited:

TAPL® 4,2 -- COSTS CP SOME SAMPLE OF S™IRE AT MATA
TIGRRIA LIMITRD.

- S— ..h_...__-______m_#p__.“"__ -
Sftrey o ovamo__ _JCOPF 0.} TTICT (K)
1 Negirners Colleection | f£14-6043 185
2 Nesirners Collection £14-6700 179
3 Nealrners Collection 2146021 160
4 Z11lic Cover Shoe £24-6249 100
5 %1lio “over Shoe 215~ 602l 105
5 Nonz1" holfshoe n15-4065 65
7 Giraffa Ladies Cover
< Shoe | 514-6920 50
. Nebhye Ladies Sandal 561-€004 35
’ Cortina fchool Sandal § 265-4755 35
10 % Verlen ftaany Sandal | 462-4940 ﬂ 13,50
s v, e e o e s - 8 A e g ol oo o e - meme i Bt -

SOIPCE:  Ogoba Titus, Shop Manaper Zaria "ata Tetail Store,

Table 4.2 recpresents the cost of some branls of shoes
sold at Tata "Migeria Limited. Mesipner collacticns appeal most
to the hipgher incore class, This is pglarin- wien one considers
the prices which are in the range of *1€0 to !"125. On the
other hand ®llio Covershoes are desipgned spacifically for the
mid3le class. Thoir prices ranges from MICC to 1105, Uhen one
considers the la’'les market he is apt to notice shoee vhose pricos
ranpes from Y125 a1 above. Some of the shwes arrecal to the
lower-lower clasc. Children's mar¥et 1is also not left out by
Pata "igeria limite?, One could ohserve a shoe that cost only
M13,50 (such as Verlon Stanny Sandals). This is a standard sand=?

that appeals to hoth the higher and lower claap.
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PAucation an’ Occupation as basis of segrentation

According to one author 5 "hetter 2ducated people are
perhaps more discerning, more discriminatin-~, and more
rational buyers. Terhaps they are less succeptible to non
rational apreals, znd less responsive te persuasion”.
In view of these characteristics, Mata hias developed a strategy
of segmenting 1t's market on the hasis of c'ucsted and
non educated persons. Yost of the retall cutlets, for exarple
Kano1 outlet. reflect that of the educated and the warehouses
all over (characterise? by low price and low class shoes)
reflect that of the non educated. The company also considers
school calenders in stocking its various outleta especlally
with eortina and cenvas shoes.

Occupation is equally a useful criterion used by Tata
to segrent the market. Tor example, most of the shoes produce!
by implication appeal to a particular class of oeccupation.
Tor example industrial shoes are proiuce?! for tennery workers
and construction firms. One pair of these shoes is sold at
N250, White canvas are made specifically for students,

Neligion and Social Class

Telipion per se is not well pronounced in the seementation

stratepy of "ata Migeria Timited. Towever, .some of the shoes
are produce:! beceause the company is certain that there will

be demand for them. Tor example, "Thon-~ Shoes” are protuced
because they are expected to he purchasa’ Ly the nunlinss.
This 18 oarticularly so because they can be used to perform
ablution much easily since they serve as slippers and are

casy to wear and remove, Muslims too r~refar white cover shees
because at times especially on Fridays they usually dress in
white and white hence the company is nain~ effcrt to satisfy

the needs of this proup of consumers.
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1"{th respect to social class, it coulsd Le ~Lserved
that people are ugually inclined to associate witl those vhom
they view as their -cers, that is people who are similar to them
in almost all characteristies. Cfocial class is determined by
combining such factors as occupation, family nackrroumnd,
education, neighbourhood, and the socurce as well as the amount
of incope.

The company having understood the various socisnl clnasses
decided to “urther subdivide the market to cater for the interest
of all members. Tor exramrmple the Lagos retail store is especially
appealing to the upper -~ upper, and unper-midlle classes,

The lapros warehouse anpeals more to those in the lowver-middle
and lower~lower classes. This 18 so hecause the ~ricing nolicy
of the retail outlet is higher than that of the warebouse,

PCYCHOCRAPHIC SREII'TATION I TATE WIATPIA LIVITD

Many Aifferences in what consumers buy can only be explaine’
in terms of their psychological make-up, For instance, peorle
vhose taste in shozs runs toward contemporary instead of traditic
degipn may he near each other psychologically evzn thoush they cre
far apart cconomically, Similarities of tastc and oreferences
among people fron different wallks of life su~~est that in
many instances psycholagiecal groups are more rertinert than
sociological zrouns,

Vavinz understood the benefits there in, "ata Wieceria Timite’
finds it extremely nccessary to divide the consuners into differcnt
proups on the basis of life style and personnlity Aifferences.
Life style as a basis of segmentation in Tata Miperia Timite!

1ife style nccorling to Fotler6 refers to the ‘istinctive

mode of orientation an individual or groun has toward consumption

.1

work, and oslay. 7The company having studie? that consumers Aiffer -

their way of orientation decided to sub~divide the martet
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according to clusters of attitudes, values, =n' Lehavior
patterns they hol! in comrmon.
To kesp ahreast of the fashion world, the conpany is always
in the 1look cut to latest desisms of shoes, T.27'les fashion,
fore exanple, 18 vwarticularly appealinp to wonen whe are more modern
than traditional. This is why the word fashion avpears in the
name of the shoe =eaning that it is fashionable.
Tersonality as 2 asfs of seprentatlion
The company furt‘er divides the marlet aceoriing to personality
Aifferences of it's consumers. Tersonality refers to the
Aistinctive qualicies of a particular person's character,
fome buyers seer prestigfous products and desi-aer labels.
For this reason thorefore, there are brands oI shces that appeal to
such rind of peculc, Tor example, some cateporier of men/women
cover shoes sold at 250 and ahove. Such kinl of shoes are srecisll
made to appeal to the upper-upper class of the socletv. Vowever,
persbnality as a variahble in sepmentaticn does not enjoy much
support in Tata Yigeris Timited, As notet! earlier the comrany ~-~ 7
more to the midile and lower classes of the soeiety, Therefore
high priced shoes are preduced in very linite? rurber. The reason
for doing so lies in the fact that majority of the secnle who fall
in the upper-uppcr class use to make their purchoses from abroa,
Hence, only on little gecasions do they rurchase shoes locally,
The firm is enecountering some difficultics iu classifying
it's consumers accorling to rsychographie charccteristics.
This according to ane efficer7 is hecause a person’'s attitule
and personality traits are not easily ascertaine’ =28 his age an’

occupation.






