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Marketing and Segmentation
Marketing is the activity or process of creating, communicating and delivering products or services to customers or clients (Krizanova et al., 2019). Marketers should use the appropriate methods of promotion to inform customers about a new product or service, persuade the customers to buy the product or service and remind customers about the benefits of the products and services they are offering (Hulleman et al., 2017). Segmentation is the grouping of clients or customers according to particular characteristics that they have in common. Market segmentation can be characterized into demographic, benefit, occasion and usage level. Segmentation of the customers helps marketers to easily handle their target audience, clearly design a message to target parameters and increase the chances of having a bigger market share. 
According to Yob (2002), a marketer can use demographic variables to characterize a customer. I’m a teenage, male, a student and currently with a lower income level. Consumption behavior can be identified from various benefits that I would be seeking. The products or services to be offered should be durable, high quality, fairly priced, UpToDate by use of modern technologies and from companies that are well known. Quality products or services tend to be long-lasting and thus the marketer should be occasionally providing messages to the market in case there are upgrades or new products are being offered by the company. The level of product or service used depends on the quantity needed. As an occasional buyer and consumer, there is a need for the provision of products and services in high quantity.
Suggested Methods of Promotions to be and not to be Used
The number of customers that the marketer reaches depends largely on the channels of promotion used to market the product or service (Zhang et al., 2018). A marketer can use sales promotion to persuade buyers. This involves the use of incentives such as discounts, gifts, competitions, offers based on goods purchased and money-off vouchers. Sales promotion can be done through contests, trade shows and exhibitions. Advertising is a type of promotion where an identified sponsor presents products, services or ideas to consumers. Advertising can be done through television, radio, posters, billboards, web pages, brochures and catalogs. Advertising is the best method of promotion to use to reach more customers quickly. It is also the best when introducing a new product or service into the market. Direct marketing is a form of marketing that allows marketers to communicate straight to prospects. Direct marketing can be done through emails, messaging through a phone, outdoor advertising, fliers and promotional letters. According to Parlar (2017), direct marketing is an appropriate method for marketers to use because it reaches customers fast and customers can get feedback on time in case of complaints or inquiries. 
There are methods of promotion that would not be very effective for the marketer to use. Personal selling is the process of persuading customers to buy a product or a service through the use of word of mouth. This can be done through face-to-face or use of a telephone. Personal selling may not be appropriate because the marketers can use this method to their benefit instead of customer benefit. Marketers can use this method to increase sales and the commission offered on sales made. The marketers may not provide the specified information to customers on the use and benefits of the product as required. Public relation which involves the use of newspapers, magazines, seminars and charity contributions would not be appropriate for the marketer to use. Public relation is slow and time-consuming in cases where the marketers use magazines and newspapers. The information may also reach customers when it is outdated (Lichtenthaler & Fischbach 2019).
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