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Market Segmentation
	The concept of market segmentation refers to the process of subdividing a homogenous market into distinct segments characterized by similar demands, needs, and wants. Segments are generated based on demographic, geographical, and psychographic factors. The prospective customers are categorized based on their buying capacity, age, gender, income, location, and cultural background. Market segmentation enables a company to meet customer needs effectively, maintain high customer retention, gain a substantive market share, earn higher profits, and bolster growth opportunities. The motor industry rides on the tenets of market segmentation. Automobiles are produced for specific market segments. 

Segmentation approach 
	The General Motors (GM) is the largest automotive industry in the American market with a 16% market share. The company produces cars and light trucks under these brands – Buick, Cadillac, Chevrolet, GMC, Holden, Jiefang, OnStar, Wuling, and Baojun. GMs segmentation strategy is aimed to target a wide range of consumer groups. The company uses a blend of geographical, price, and demographics segmentation approach. GM is a global brand and utilizes geographical segmentation strategy to meet the market demands of different markets globally. Customers in different countries have unique desires and preferences. GM deploys price segmentation to incorporate variation of incomes from the clients in different geographical areas. The company manufactures products who’s worth range from $20,000 to $120,000 for various customers. This enables customers in the income variation spectrum to afford their products. The Cadillac is produced for the affluent in these markets. Finally, GM uses demographic segmentation on the basis of the income, age, occupation, and family aspects of the customers. Demographic segmentation enables GM to reach out its customers on a more personal basis by customizing products that fit individual needs. GM has a range of SUVs, sport cars, sedans, and crossovers to suit customers in various stages of the family life cycle. For example, the Chevy Malibu and Chevy Camaro for lifestyle seekers. 

the target market segments 

Affluent Customers
· Have over $120,000 household incomes – financial security. 
· Exude a sense of class and power.
· *Comfortable taking risks.
· Are concerned about their image. 
· *Have a great taste for brands – best-performing brands.
· Money-driven and operate on unlimited budgets. 
· *Identify with successful brands. 
Flashy Customers
· A high preference for sporty and fast cars.
· *Attracted to trendy cars such as the Chevy Malibu.
· Operate on limited budgets.
· *Are thrill seekers – young people especially celebrities 
· View flashy cars as a means of excitement. 
Common Users
· Young and seeking class.
· Use vehicles for normal day to day use
· *Have no special needs and demands
· Comprised of women and family people. 
· *Seek reliability and efficiency. 

Marketing mix strategy 
	General motors’ marketing strategies are based on the 4Ps of the marketing mix to access or reach the identified market segments. However, a different marketing strategy for each of the market segments.  
	Affluent Customers. GM acknowledges that the members of this market segment are highly educated, work for their money, homeowners, and have family households. In this segment, GM uses the pricing marketing mix to target the customers. General Motor’s targets these high-end users with very expensive cars such as the Chevy Camaro to show the class of the cars. Customers in this segment only go for very expensive cars that show their class and economic power. The company has several brands that are made purposely for this class, and the rest of the people cannot afford. 
	Flashy Customers. This category of customers requires the company to excite them with classy and unique brands – ostentatiously impressive products. The General Motors deploys the product marketing mix to reach out to these customers. GM has a wide range of customized cars that are attractive to the flashy customers in their markets. For example, GM runs a specialty applications cars such as the Buick Avista are made for flashy customers. The idea is to retain brand image while meeting the client’s specific needs. The company produces premium cars for this market segment.  
	Common Users. This market segment is the most accessible to marketers. GM uses the promotional marketing mix to reach this segment. The market segment is accessible via various media channels such as Social media and mainstream media. Offline media such as newspapers and magazines are used. Customers are given incentives to encourage them to make purchases. 

Role of the marketing manager 
	As the marketing manager for Cadillac brands, the most important thing to do is to identify the main target audience that the brand should focus on more. For this case, the main target audience would be the affluent entry-level consumers. First, the affluent entry level in society still has a sense of class and elegance. They are conscious of the cars they drive due to conspicuous tastes and the quest to experience the value of their money. More importantly, this class has a higher purchasing power and ability. Based on the quality and stylish nature of the Cadillac, it will appeal to this market segment. 
	Second, the entry-level buyers have a higher likelihood of trying the most recent and present brands. Cadillac machines are an attractive, efficient, and reliable brand. Since affluent buyers have access to the outside world and are aware of competing brands, the ideal people to focus on are the entry-level buyers. The entry level buyers can easily become loyal customers. It is easy to identify and meet the needs, demands, and expectations of the entrant affluent buyers. This is because their needs and demands are not sophisticated as those of the existing affluent consumers. More importantly, they are easy to access through various channels. The brand can evolve with their changing needs and demands as their exposure increases and their needs get sophisticated. 
	Thirdly, the affluent entry-level buyers have a sense of financial security, class, and power, money-driven, concerned about their image, and have a great taste for unique brands. As such, these people are smart about the choices they make. Since the Cadillac has that sense of uniqueness and style, this segment would be willing to associate with the brand. However, quality and style must be maintained to ensure customer loyalty from this segment, which has a broad range of alternatives. This segment is not worried about the price of the products as long as the products are of good quality and ostentatiously impressive. 

Three car brands/ 
Cadillac is renowned for the production of affluent car models since the inception of the brand in 1902. Cadillac renowned models include Escalade, XT5, CTS-V, ATS-V, CT6, XTS, CTS, and ATS in order of the oldest to the most recent. These Cadillac models have competitively edged out most of its competitors. Cadillac’s main competitors include the Lexus, Acura, Mercedes Benz, and Audi. Despite the competition, Cadillac has remained at the top for several reasons.
First, the consistent quality of the Cadillac models has placed it at a competitive edge in the market. The quality of the Cadillac car models is evident in the level of durability reliability for the customers. Servicing, repairs, and support services from Cadillac are exceptional, which makes it more appealing to customers. Second, the model's exclusive uniqueness stands out from the competing brands. The competitors cannot match Cadillac’s luxurious and powerful features regarding shape, outlook, and engine power. The cars are crafted to meet specific needs and expectations of the affluent customers. Third, the Cadillac has an enhanced measure of social status. Customer driving Cadillac models are regarded highly in society. Cadillac brand is reputable and has a high brand equity. 
	The Cadillac model is a strong global brand that has not only stood out in the American market but has also earned a significant market share globally. Cadillac vehicles are competitive brands among affluent consumers in other markets such as Europe, China, and United Arab Emirates. For example, the ATS Cadillac is competing with German automobiles in the German market. The ATS brand has the same effect on Chinese markets. Additionally, the Cadillac models have incorporated fuel efficiency, safety mechanisms; reduced emission of greenhouse gases, GPS location, and security mechanisms has revolutionized the brand. Evidently, Cadillac is positioned as a powerful asset for the affluent consumers globally.   
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