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This is usually the process of marketing, whereby markets are divided into different segments according to different market characteristics like demography, population, age bracket, and the rest. After segmentation, the most attractive and profitable markets for the business are identified before the final stage of positioning, whereby the company identifies its competitive advantage to the more profitable segments to maximize on the potential gains. Marketers have therefore used this process effectively mostly in the new ventures where resources are scarce to increase profits in the following ways.
In conducting market segmentation, the choice of the best markets in maximizing profits has always been based on the measurability of the markets in terms of size and the needs of a segment. The accessibility of a section to the business venture and its sustainability that is if it is profitable enough to invest in will drive the business into a segment choice. Therefore in an attempt to increase profits, a business venture will select a segment that is in line with the company objectives and goals. Correct segment identification is, therefore, useful in coming up with a strategic plan for the business towards the fulfillment of the strategic business goals. 
Targeting is the process by which the business venture makes the selected segments to be much appealing to the target consumers. This process involves the collection of information from browsers of consumers and selling it to businesses to identify which sections to appeal to.  Through targeting, marketers can determine the markets selected and to plan on which media to place their advertisements to make them more appealing to the targeted consumers. The marketers will, therefore, choose their targets depending on the products or services the business offers.
The final stage of this process is usually positioning which primarily aim at providing the consumers with values that outdo their competitors in an attempt to win a broad customer base and to gain a competitive advantage over their close competitors in the same market. On focusing on the customers’ needs of the products, marketers consider different positioning; functional positioning will discuss the aspects of the products that can satisfy the customers’ needs while symbolic positioning will major on the characteristics of the brand that fulfill the consumer needs entirely. In experimental positioning, the marketers will consider the features of the brand that tends to create emotional connection and attachment with customers. In an aim to increase profits, a perfect positioning process will typically lead to customer and brand loyalty towards a particular product. Proper branding and differentiation of a business product are, therefore, key in effective positioning.
STP process is always essential to consider in new ventures with the ramification complexities and availability of scarce resources for the starting businesses since the process concentrates in identifying the most suitable categories a company can invest in. The firm, therefore, will capitalize on the segments that are most profitable instead of distributing resources equally to all the parts. It is thus evident that without the STP process, new ventures would take much longer times in realizing profits, which is most likely to lead to financial strains or even closures. It is therefore, especially for the new business ventures to conduct this process in the aim of maximizing profits in a scarce resource environment.
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