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Lowe’s Marketing Plan
Segmentation
	Market segmentation involves the division of a broad consumer or business market that is normally composed of the existing and potential customers into various smaller and manageable segments basing on the shared characteristics (Tow, 2021). The market segmentation employed by Lowe’s is psychographic segmentation. According to Wintermeier (2020), psychographic segmentation focuses on the inherent characteristics or trends possessed by the target consumers. Lowe’s customers can be divided into two major segments; The “Do-it-yourself” (DIY) customers and “Professional contractors.” These are the major Lowe’s customers, who may be purchasing the same product but for different purposes or use. For instance, a DIY customer may be purchasing a new wood flooring to install it in his or her own home for personal use, while a professional contractor purchases the same product to install it into a customer’s home, who hired him to make a profit from the flooring instead of purchasing it for personal use. Lowe’s markets a wide range of home products with different qualities. The company advertises them on the internet as well as in commercials so that they can reach the mentioned segments of their target market at ease.
Targeting
Lowe’s company target audience comprises all individuals with home improvement plans and those who aim to improve their places of work or any places they own. While the company’s customers are mainly categorized into DIY customers and professional contractors, they also comprise different classes such as the rich, middle class, and the poor. The company’s customers do not all have the same needs, and it is, therefore, more likely that all these customers will go for different qualities of the products. While one customer may be shopping for a box of nails, another one may be looking for a refrigerator to shop. Lowe’s does not target a single type of customer in its target market, and that is the major reason why it offers a wide range of products and different qualities of those products.
Although the company has to stock many products to meet the demands of different customers, it provides a lot of benefits to its customers, as they are offered many options to choose the desired products from, and their needs fulfilled. If Lowe’s only offered low-end products, this implies that their target market would be narrowed down to only comprise of those customers who wish not to spend a lot on their needs. This further implies that the company would have a reduced number of customers which translates to reduced sales. By marketing its products to different types of customers, Lowe’s is thus able to expand its target market to any individual shopping for home improvement needs.
Positioning
Lowe’s positioning in the home improvement industry is well communicated by its statement, “Never Stop Improving.” According to Tom Lamb, the senior marketing vice president for Lowe’s, the company’s new brand positioning well reflects the mindset of their customers of never stopping to improve their homes and lives (Lowe’s, 2021). The company’s positioning is a promise to its customers that it will be there to constantly innovate and improve their homes in order to satisfy their ever-changing needs. While Lowe’s is ranked third in home improvement, it aims to have a stronger brand positioning as compared to its competitors such as The Home Depot and Best Buy.
According to Lamb, the company’s new positioning has the ability to make customers feel motivated and confident when shopping for home improvement needs in the company (Lowes, 2021). Lowe’s positioning is well communicated in other ways such as spokesmodels. In a TV Commercial, a woman is seen to be standing in her old bathroom which requires a lot of modifications. After a trip to Lowe’s, the woman transforms her bathroom with a fresh coat of paint and other decorations, and the bathroom looks admirable. The woman is seen to celebrate her work as she dances, a sign that she is happy with the improvement. 
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