Running Head: MARKET SEGMENTATION		1

MARKET SEGMENTATION		2










Market Segmentation
Name.
Institution.
Date. 





Introduction.
Market segmentation is a promotion term that discusses collection of all prospective buyers into segments or groups that have shared needs and responded similarly to marketing actions. The main purpose of market segmentation is to identify targeted groups of potential consumers with the aim of creating products and branding most attractively.  Market segmentation helps in minimizing risks to the firm through determining the most appropriate way of successfully entering the target market while identifying the best way to market its products (Valentine & Powers, 2013).. In this regard, market segmentation allows firms to approach different categories of consumers who recognize the real values of its products and services in a different way from one another.  This article focuses on college students as market segmentation; it places emphasizes on common interests, shared activities, attitudes, opinions and behavior of college students. 
Facts about market segmentation (college students).
Irrespective of demographics, all college student appear to have interests in similar fundamental products. It is evident that, their hope and interests is much more permanent. Also, using motivation and mindsets to map marketing strategies brings about chances for creativity and intelligence in differentiation positioning and targeting in the market. This section shows diverse facts about college students’ market segmentation. They include:
· College students are a prized goal for marketers. College student market segmentation is comprised of many young adults to whom it is their first time to spend away from home hence they are new in the market environment. Also, it is a significant time when they start making their own decisions and opinions (Valentine &Powers, 2013). It is the most important time that marketers should reach out to them as they begin framing important purchasing decisions as well as brand choices. 
· The market segmentation encompasses bright futures. College students is a segmentation which has substantial unrestricted income. This make the students to have high levels of unrestricted expenditures hence benefiting the entire market segment.
· The market has a long-term effect. Establishing good relationship between college students and marketers may have positive impacts on the sales volume. This is because, first impressions are very important (Antoniadis, 2017). Since majority of them are making their purchasing decision for the first time, the sooner you make good relation with college students, the more likely they will build loyalty to your products hence having a long life cycle.
· Future earning potentials is another fact about this market segmentation. As such, college education equip the student with reliable knowledge. They will be able work in important positions within state institutions e.g. government owned enterprises. The students will make greater contributions to decision making.  This certifies that, college students forms a growing market segmentation.
· College students requires variety. They demand many things ranging from cosmetics, foodstuffs and computer hardware to financial and communication services. They require electronics such as cell phones, iPods, personal computers and video games among other popular products on the wish list. They are buying a lot of clothing that fits their current trends (Chung, 2017). College students have a greater interest in achieving educational improvements thus they are looking for technical sources which will boost their academic performance at school. Based on this fact, it is key responsibility of the automotive companies to diversify their interests and target more on this market segmentation.  
· College consumers get financial considerations from various financial service institutions such as Banks, loan consolidation and credit card companies. The students have been in a position cope with the emerging grooming products like body sprays, hair care products, and body lotions. This has led to existence of market gaps in the economy. 
· Technology and media dependence. College students serves as a good market for a wealth of products and services as well although grabbing their attention can be arbitrary challenging. Marketers in this segment should purpose in getting their attention by use of interesting colors, textures and shapes`.
· Proper timing is a necessity. For any marketer to reach out with his offers, one should target this group in accordance with the year of study. It is a fact that students needs and priorities keeps on changing depending on the year of study. According to Chi et al., 2017, college students market segmentation is calendar oriented. As such, at the beginning of the semester, it is the most appropriate time to seek for prospects attention, when learners are more financially stable. 
· Another significant fact is that college students are travelers. Once they learn about certain interesting scenery or places of natural beauty, they will make efforts to visit that place at least once in their life (Chung, 2017). This diversifies economic benefits of the market segmentation. 
· College students are very particular concerning purchasing decisions. They determine their interests and opinions about what to buy and they specify what they actually need to buy once they visit shopping centers. 
· They have high aspirations for money and its uses. They primarily focus on charity and social causes (Han, 2014). They ultimately spend their money with friends and they prefer to spend their money rather than saving.
· College students are dependents and they take to assist each other once in difficulty situations. They have a perception that people take moderate risks thus considering themselves as general persons. 
· To college students, new fashions trends more appropriately among the students.
My life as a college student.
In the course of human activities, it is essential for a student to dissolve the bonds which have held him in school life. It is fairly intimidating. Making a shift from high school life to college life is a tough transition. I can recall my experiences in such transitions very clearly. I grew in a family in which both my parents had honors in master’s degrees, and I was naturally expected to attend college to achieve my benefits and please my parents as well. Being taken away from my parents for college studies, it was really a big challenge to me. Personal decision making was an event that I was not used to.  I could not decide on what to spend on. As I can remember, my first meal in the college, I ate pizza, the only food that I could suitably decide on and it was delicious. From that day, pizza became my favorite meal in the entire campus life. I was challenged by the trendy clothing fashions in the college from which I developed loyalty, and I needed variety.
My life in college was full of experiences which gave me a chance to strengthen my aspirations for money and its uses. It is true that college students have aspirations for money and its uses. I needed some money to spend with my colleagues in taking drinks, attending bashes and other parties. The activities had a long-term effect. This established a good relationship between my fellow students and marketers thereby having a positive impact on the sales volume. 
I and my colleagues we were frequent travelers to many exciting parts of the world. We often organized trips to the nearby local amusement parks, mountain climbing and even swimming at the seashores. We made efforts to visit a place at least once in our college life.  Besides this, I was very specific while making personal purchasing decisions on products such as clothing, personal computers, and cell phones. As such, I could not be influenced by variety once I go to the shopping malls. I made expensive purchases at the beginning of every semester when marketers could move all over the college advertising for trending new fashions and technologies. This confirmed that proper timing is a key factor in market segmentation.
To bring about practicality in education, it had to choose between advancing my Technology and media dependence.  I acquired HP computer and iPod as a form of enriching my knowledge and understanding. Besides this, I had the attraction of ignoring unfamiliar advertisements, but this came into effect after a long period and after using different media effectively. At the end of my time in college, I graduated with my first degree as a sales manager, and I got employed by Amazon Company. It is a fact that college student market segmentation is made of bright futures who can take important positions in the society and within the government.

Summary.
As evident from the above discussion, college student market segmentation is a nice approach to consider. It applies and refines the concept of mindset and motivation for other market segments such as alumni, peers, donors, parents and funding agencies which will help in solving complicated market strategies.  College student market segmentation provides potential customers with products such as trendy clothing, personal computers, iPods, cell phones as well as video games (Tao & Hahn, 2016). These products are highly attractive and interesting to college students. They help students to cope with the changing technology and lifestyles in the modern world. 
Clothing and automobile companies should market their products to the college students by use of appealing advertisements. They should practice proper timing when students are likely to make purchases for such products. Their marketing strategies should be market-oriented(Chung, 2017).  This will make the institutions unique by caring about affairs of its prospective customers. Market segmentation allows firms to approach different categories of consumers who recognize the real values of its products and services in a different way from one another.  The article has focused on college students as market segmentation; it emphasizes common interests, shared activities, attitudes, opinions, and behavior of college students.
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