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    Marketing a product can be difficult especially when trying to sell a similar product to different groups. Without knowing and understanding why and how customers are using the products, one cannot be able to market a product in a manner that can convince buyers that he or she needs the product. Behavior segmentation is classifying customers with common norms according to their different wants and needs. However, behavior segmentation is also based on other factors like decision role and behavior variables of the customer. Marketers understand that people's behaviors and positions will affect the ability of a customer to purchase a product. Segmenting helps classify customers according to what they want to buy, it makes work easier for companies as they can target a specific group of potential consumers. Merits of behavior segmentation may include personalization of products, prioritizing the target market helping to save on cost and helps the company to monitor how the product is being used or consumed by the buyers. (Swenson, et al 2018)
             Due to different lifestyles, the use of sunscreen products has increased greatly, some of the lifestyle changes responsible for this growth in recreational activities. As people need to go out and bask in the sun, they feel the urge to protect themselves from harmful rays of the sun. People aware of the risk of skin cancer may contribute to the increased purchase of sunscreen products and marketers can target a similar group based on this fact. When trying to understand consumers the firms need to divide the consumers into groups based on their traits, values and where they come from this is known as psychographic segmentation. Companies will be able to sell sunscreen products to people who live in hot places or near the beach better, than they convincing the people who live in cold places to buy sunscreen products. People living near a beach will have a common trait of sunbathing or swimming a lot and this makes the value for sunscreen products to be needed more unlike people living in semi-tropical areas.
            According to Swenson, et al 2018, purchasing behavior is the ability of a customer to buy an item base on the accessibility of the product and the role a consumers plays in his or her overall habit when buying the product. A consumer may decide to buy sunscreen if he or she has been using the product before but if not the buyer may choose to ignore the purchasing the product. Benefits sought, one person may buy sunscreen so he may be protected from the harmful rays of the sun, while another may buy the product to make her look young. Customer’s journey stage, a new consumer may buy a sunscreen product for the first time may not buy again if he does not get good treatment when buying the product, they may not buy the product. Therefore, the marketers used always to make sure they have qualified staff to answer all the questions that a new customer may have. Usage is a factor that must be considered when marketing products it is a strong indicator if the buy is loyal to the product or not
    Yoo, et al 2018, argues that some occasions may compel a consumer to buy items as they are needed for that specific session. When adverting it is very important to keep this in mind it is easier to sell sunscreen during summer, but during winter the product is not needed. If customers are satisfied with the product they will want to buy it again, marketing the right product is the right step so assure good sales throughout. Customer loyalty is a critical behavioral aspect that should always be a consideration when selling a product, focusing on how to maintain loyal customers should be apriority. Well satisfied customers will keep purchasing sunscreen from the one seller, but if they are not satisfied with the product or service they may look elsewhere for a similar product. If the Customer has the interest of using the product, he or she will have to keep purchasing as his demand for the product increase.
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