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SEGMENTATION & TARGET MARKET REPORT

The key to an effective social change strategy is having a deep understanding of the customer (or 
client) who will be the target for your social marketing strategy. Your first step in planning an 
effective social change strategy is to have a clear customer orientation, which requires you to 
develop a robust understanding of the client, and a holistic understanding of their lifestyle. A clear 
customer orientation is important to good social marketing strategy design, as it requires a clear 
and unequivocal focus on achieving impact on people’s behaviour, which is informed by a strong 
behavioural analysis. A behavioural analysis is grounded in background research on current 
behavioural patterns and trends to explain: (1) an understanding of the “problem behaviour”, and 
(2) the “desire behaviour” (what behaviour you what people to adopt, or how you want them to
change).

The individual Segmentation & Target Market Report should include: 

1. Background research on the social issue/problem: There will be a large amount of existing
information for you to draw on to demonstrate knowledge about the issue and problem that is
the focus of your project. What is the problem? How bad is it? What contributes to the
problem? How do you know? This background description may include scientific or other
sources of data, as well as credible news sources useful to identifying public opinion and
concerns about the issue you are researching.

• Outcome: provide an evidenced based overview of the problem. This section should
show why a social marketing strategy is needed.

• This section of the report ~ 200 words

2. Situation Analysis: Start analysing the problem. This activity focuses on analysing a range of
external and internal factors that might influence the approach to designing a social marketing
strategy. External environmental factors can be: socio-cultural, technological, economic,
ecological, political, legal and ethical. You will need to examine strengths, weaknesses,
opportunities and threats relevant to implementing a social marketing approach. It also
involves analysing the internal strengths and weaknesses of the organisation/team/provider
network relevant to the design and delivery of the social marketing program (this is the Project
Partner).

• Outcome: Identify internal and external factors that may impact the success of the
social marketing strategy to be implemented.

• This section of the report ~ 300 words

3. Background consumer research. Your goal is to present a good understanding of the
population at risk. Focusing on applying a clear ‘customer orientation’ focus, this background
section provides a detailed understanding of the problem population, and provide background
evidence on why or how the population would benefit from changing their behaviour. This
section will include detailed evidence from journal articles, government or market research
reports on consumer behaviours, attitudes, motivations, etc.



• Outcome: A detailed understanding of the customer is developed, which focuses on
understanding their lives and everyday experiences, avoiding potential to only focus on
a single aspect or characteristic. Using a range of research evidence, and where
possible finding information from public/government and commercial sources to
demonstrate understanding of consumers response to the problem.

• This section of the report ~ 300 words

4. Social change problem statement. This section demonstrates your understanding and analysis
of the issue based on relevant and up to date information. This section demonstrates detailed
information specific to the problem and consequences of the behaviour identified for change.

• Outcome: The problem statement should clearly lead to a well rationalised point of
view and position about the problem consumer behaviour and demonstrates the
impact of the problem behaviour on society. A good problem statement is clearly
actionable, in that it leads informatively to an understanding of the target market
selection.

• This section of the report ~ 200 words

5. Identification of market segments and potential target market(s). Understanding the
consumer/target group is fundamental to good social marketing program design and
implementation. This section provides a detailed analysis of the consumer population,
including discussion of segmentation bases applied to analyse the consumer population – each
of the following need to be addressed: demographic bases, geographic bases, behavioural
bases, psychographic bases. Critical to this step is being clear and demonstrating an
understanding of people’s behaviour.

• Outcome: A market segmentation is completed, based on identifying FOUR clearly
defined segments based on research evidence (aligned with Section 3).

• Evaluate each segment (applying Lee & Kotler’s Criteria, p. 158-159).
• Identify ONE priority segment will be selected as the TARGET market that could be

influenced to change their behaviour.
• Justify the target market. The justification will include explanation using

o Demographic segmentation – explanation with justification and rationales of at
least three demographic bases used to segment this target market.

o Geographic segmentation - explanation with justification and rationales of at
least two geographic bases used to segment this target market.

o Behavioural segmentation - explanation with justification and rationales of at
least two descriptions of the target market’s behavioural segmentation.

o Psychographic segmentation - explanation with justification and rationales of at
least two psychographic bases used to segment this target market.

• This section of the report ~ 500 words
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ADDITIONAL GUIDELINES: READ CAREFULLY 

Word limit 1500 words +/- 20 % (= 1200 – 1800 words) 

The word count does not include the cover page, TOC, tables, appendices and 
reference list. This means you count only the words from the first line in your 
introduction, to the last word in the summary. 

Weighting 30% 

Due Date 20th April @ 12 noon (AEST) 

Report style Profession, report presentation style is expected. This includes: 

• Executive summary of ONE page length – that provides a succinct statement of
key facts and information inform the persona design, and summative details of
the Persona linked to the problem.

• Include a Table of Content – listing sections and page numbers
• Use Headings
• Use page numbering
• Include tables in the body of the report where required (e.g., detailed Market

Segmentation tables) – tables content is not included in the word count.
• Use Appendices (if needed; not included in the word count)

References • You need to have a minimum of 10 current references. Including SIX journal
articles from relevant social marketing, consumer research and scientific
journals.

• Include quotation marks when quoting directly; when you use a direct quote,
you must include the page number.

• To avoid plagiarism, you can submit your work multiple times prior to
submission to obtain a Turnitin report. Only the last submission is marked.

Referencing style • Use the APA referencing style. See the library guide here:
https://web.library.uq.edu.au/research-tools-techniques/referencing-style-
guides#apa

• NOTE: Be consistent with the referencing style. For journal papers, include the
author, title, journal name, volume, number, pages; for all other sources,
provide as much information as possible (e.g., conference dates and location).

Format & 
Presentation 

• Times New Roman
• Size 12 font
• Double spacing
• Left aligned
• Normal margins (2 cm)
• Number all pages
• Include a header on all pages, with your student name and ID
• Clearly number any tables and figures (if applicable)

Proofreading • Does your sentence structure make sense?
• Consider checking your assignment with grammarly.com (software) before

submission.

Submission 
instructions 

• Your report must be submitted electronically through Blackboard. SAVE the
document as a WORD FILE (NOT a pdf file).

• Submit the report using the Turnitin Link
• Files submitted as email attachments will not be accepted.
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• Late submission will result in a reduction of marks. For each day (including
Saturday and Sunday) after the due date, a penalty of 5% of the total marks (i.e.
20 marks = 1 mark) will be deducted until the assignment is submitted.

Marking Rubric 

Your report will be graded on its research background, application of social marketing theory and concepts, 
and creativity in problem identification, analysis of the social change market, quality and use of academic 
support/sources, and presentation (including structure and grammar). For further details on how you will 
be assessed, refer to the marking rubric (available from the blackboard assessment area). 

Dedicated Sources of Information about Social Marketing 

• Journal of Social Marketing
• Social Marketing Quarterly
• The National Centre for Social Marketing Website: https://www.thensmc.com/
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