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Abstract
Marketing segmentation is beneficial for businesses to develop their marketing strategy for organizational growth. The use of target marketing is beneficial in determining the needs of the consumer and knowledge of organizational influence within the market. There are conceptual models that help to identify theoretical segment analysis within the marketing strategies. Internal and external influences of the organizational environment have an effect on marketing techniques. In addition, the ethical dimensions of marketing opportunities and decisions influence marketing strategy and direction. Finally, the use of a marketing strategy is necessary for effective organizational development.

Marketing Techniques
    Marketing segmentation is necessary for companies to develop their marketing strategy for organizational growth. The use of target marketing is beneficial in determining the needs of the consumer and understanding the organizational influence of the market. There are conceptual models that help to identify theoretical segment analysis within the marketing techniques.   Internal and external influences of the organizational environment have an influence on marketing strategies. Equally important, the ethical dimensions of marketing opportunities and decisions affect marketing strategy and direction. Finally, the use of a marketing strategy is necessary for effective organizational development.       
    First, the use of marketing segments is helpful in knowing the needs of the consumer and their behaviors. Companies have to practice

a method to gain knowledge of how effective their organization is within the market. Marketing segmentation does not analyze the whole market in general, but a selected group out of the market. Organizations need to know what part of the country their products are sold, and the age of the individuals who buy them. Also, market segmentation can determine how old the people are who purchase company merchandise. Organizations through market segmentation are aware of the services that are provided to their consumers, and how to make adjustments for their consumers. According to Wansink and Park (2000) “ While providing a key starting point for studying heavy users, they also show the dominant role that personality characteristics (versus lifestyle or demographic characteristics) play in differentiating heavy users from light users” (p.61). Thus, the use of marketing segmentation gives a competitive advantage against organizational competitors.         
    Unfortunately, there are some organizations that do not implement the use of market segmentation within their business. Thus, an organization will have a difficultly with qualitative and qualitative knowledge of company gains and losses. The behaviors of consumers cannot be analyzed without the use of a market research system. A marketing strategy has to be in the interest of the organization and the consumer too.   Further, without a marketing strategy the use of a market segment analysis no evaluation can be determined about consumer, geographical, behaviors, consumer habits, and customer demographics. Companies that do not use market segmentation incapable of knowing consumer likes or dislikes. According 

to Herk, Pooringa, Thoe, and Verhellan (2005) “Unfortunately, little empirical research is available on customs, habits, attitudes, and reactions to marketing efforts in different regions. Therefore, companies tend to collect marketing information themselves (or have this done for them) in order to make well-founded decisions” (p.351).   Companies often develop products without knowing if the consumer is satisfied of new product innovation. 
    Fortunately, organizations through the use of marketing can benefit from organizational productivity with employees and consuemrs. In reference to Shankar and Goulding (2001) “However, it is our contention that all too often qualitative insights and interpretation are divorced from their theoretical underpinnings. In the next two sections we present two perspectives, drawn from developments within the humanities and social sciences, that we believe can contribute to our understanding of consumption practices and to marketing research in general” (p.7). Thus, the developments of marketing strategies are useful when they cover multiple disciplines, and companies the development a marketing strategy is best suited for their organizational benefits.
    Equally important, target marketing is beneficial for the needs of the consumer and the organization as well. A business has to know the needs of their employees and how to satisfy the customer. The use of market segmentation takes into the consideration that customers are different. Thus, the market is into developing a method to satisfy a particular marketing group. Target marketing is a method in which marketers from a group can be targeted along with their needs too.

Individuals within a target market have differences with their geography, behaviors demographics, and habits. According to (2005) “Advertising less to comparison shoppers can be seen as a way for firms to endogenously increase differentiation in the market. In addition, targeting allows the firm to eliminate "wasted" advertising to consumers whose preferences do not match a product's attributes” (p.461). Therefore, in order to develop a market that caters to a consumer the marketing data has to be conducted. When there is poor marketing research utilized can be difficult to target the market effectively. In addition, rewards can enhance motivation within a company since employees feel like they are acknowledge for their actions. The extrinsic rewards have a positive effect through pay or positive feedback. In reference Gibson (2009) “Employee recognition programs have many positive strategic implications, but right now the top most is that employee recognition programs improve the company's bottom line. Treat your employees with courtesy and respect, recognize them daily, and they in turn will treat your customers with courtesy and respect daily”(p.38). Employees that are praised for their work perform well, and employees with increased salaries are highly motivated individuals.     
    Also, the market segment analysis is an important part of the marketing strategy of an organization. Companies that practice qualitative and quantitative research can benefit from implementing target marketing. Business can select what they need to know about their consumer and add it to their market strategy. Organizations that rely on questionnaires and surveys can benefit

from the use of target marketing to select a particular group of people. In reference to Vallaster, Hasenorhol (2006) “The market potential of a new product is screened by measuring prospect customers' liking, interest, willingness-to-pay as well as intent-to-buy prior to its full-scale development Research has revealed that a number of socio-economic, as well as individual variables, such as age, level of education, degree of social mobility consumer ethnocentrism, or consumer value structure” (p.69). Thus, the use of a marketing a marketing segment analysis is necessary to understand consumer behaviors.
    Next, businesses that have a marketing structure can improve in by knowing how to effectively determine their consumer’s satisfactions. Organizations often use quantitative and qualitative methods to find out consumers preference of service, and products. However, a company can benefit from obtaining more specific consumer information. Therefore, the development of target marketing can be applied to a preexisting marketing strategy. Businesses that use emails to gather their marketing data can implement target marketing methods. The information that is obtained can be of consumer preferences, where customers live, how often they shop, and what products they prefer to purchase. The authors Teas and Palan (1997) state, “proposed framework for the development of theoretically meaningful nominal definitions to (1) assess the theoretical meaningfulness of a set of consumer expectations concepts; (2) on the basis of the results of the assessment, develop a preliminary formal language definitional system for a set of consumer expectations and related concepts;

and (3) integrate the concepts into a partially formalized disconfirmed expectations theory of consumer satisfaction” (p.52). Marketing concepts that are pre-existing within the organizational structure can be enhanced with target marketing.
    Too, internal and external factors have an influence on organizations through a target marketing strategy. Firstly, an organization can benefit by knowing how to satisfy the needs of their employees. Internal forces have an effect on the marketing segments since the development a marketing strategy is implemented by management. The internal target marketing strategy can determine how to create effective employee productivity. The use of an internal marketing strategy should be developed to analyze changes in human behaviors. Target marketing can analyze employee’s behaviors towards the organization along with organizational criticism.   
    Understanding how employees feel about their job positions can develop better employee and management relations. In reference to Nigel and Niel (1990) “Marketing executives, consultants, and business school academics in marketing agree on the need to focus on the problems of implementation and change in marketing. A mechanism seems to be lacking for mobilizing strategic change in marketing in the practical setting” (p.4). Therefore, the methods that are developed to target consumers are created by a marketing strategy. The needs of the consumer within the organization have to be analyzed, and a method has to be developed to attain organizational goals. Still, management can learn effective leadership through target marketing techniques regarding the retention of workers. Organizations

can save money when they can retain their employees. It can be costly to rehire new employees and teach them new skills. Thus, general managers can cut company cost by maintaining the same workers. In reference to, Geberevbie (2008) “any organization that fails to put in place adequate employee retention strategies is not likely to retain competent and motivated workforce in its employment and hence experience frequent labour turnover and poor organizational performance” (p.148). Businesses reduce turnover rates by satisfying the needs of their workers. Organizations that reduce high turnover rates in the process reduce company losses. The authors Kemelger and Meek (2008) write, “firms reporting very low annual voluntary turnover (0-2%) rates engaged in creating a positive work environment, provided employees more freedom and flexibility, offered ample employee involvement and opportunities for growth” (p.74). Effective target marketing techniques can save an organization the cost of training new employees, and reduce turnover rates in a company. 
    Never less, targeting the employees within organizational departments can help develop effective organizational change, and reduce organizational cost with reduce advertising fees. . There are some businesses do not compensate their employees fairly causing low retention rates. Employees who are not sufficiently compensated intrinsically or extrinsically will often work at less than their capabilities. According to McLure and Siefert (2008) “But in a labour-intensive sector, the move from democratically determined to market-led production within ever-decreasing levels of central funding is only possible

through job loss, work intensification and insecurity.”(p.1). Target marketing can determine how to develop an effective employee rewards system. Thus, knowing both employee intrinsic and extrinsic rewards have a positive effect on increasing work performance in a business. In addition, rewards can enhance motivation within a company since employees feel like they are acknowledge for their actions. The extrinsic rewards have a positive effect through pay or positive feedback. In reference Gibson (2009) “Employee recognition programs have many positive strategic implications, but right now the top most is that employee recognition programs improve the company's bottom line. Treat your employees with courtesy and respect, recognize them daily, and they in turn will treat your customers with courtesy and respect daily”(p.38). Target marketing can develop effective employee communication within an organization. Marketers internally can use the within the company to make organizational adjustments.
    Furthermore, companies can reduce their advertising fees when they market specifically to the target group. The use of target marketing does not make a generalization as with other marketing strategies. The use of target marketing is in the interest of select out the specific individuals to advertise too. Some advertisers within the media or the internet choses a broad portion of the population instead of a chosen group of individuals. According to Lyer, Soberman and Boas (2005) “With targeted advertising, we find that firms advertise more to consumers who have a strong preference for their product than to comparison shoppers who can be attracted to the competition.

Advertising less to comparison shoppers can be seen as a way for firms to endogenously increase differentiation in the market. In addition, targeting allows the firm to eliminate "wasted" advertising to consumers whose preferences do not match a product's attributes” (p.461). Organizations can save money when their target specific groups through their marketing strategy.     
    Secondly, the external environments are the needs of the consumer within the marketing segmentation are consumer related, and organizational related. According to Cui and Choudhury (2003) “Based on contingency theory, this research proposes an integrated framework - which includes the nature of the product, consumer characteristics, and market selection - to analyze the ethical complexities of the marketing exchange” (p.364). The external market segmentation analyzes the consumers through the target marketing strategy. Companies that apply the external marketing target strategy study consumer behaviors and develop better products. According to Duncan and Olshavsky (1986) “The factors that are investigated can be classified as environmental or consumer. Environmental factors include information availability and number of alternatives present. Equally important, there are external factors that can contribute to marketing research data. External factors can have a control on the way that marketing is conducted within an organization.” Organizations can have a difference within the data that it collects from organizational changes. According to Krager (1998)“Unlike gradual evolutions in customer demographic, social, or lifestyle patterns, these macro marketplace developments can

appear unexpectedly and may evolve in various ways at various speeds. Being discontinuous in character they defy assessment through traditional forecasting techniques”(p.17). Target marketing research should be developed to go through the changes within the environment. 
    In addition, companies need to be aware of their environments so business can reduce or expand organizational growth. Through the effective use of target marketing environmentally can solve organizational problems that occur in business, and can conduct market research directed towards their environments. The use of an internal marketing strategy should be developed to analyze changes in human behaviors. Further, the environment will constantly go through changes that can affect a business. Research that is conducted needs to be applied using the changes that occur within the consumer. The authors Calvin and Richards (1982) state, “external information search prior to purchase is limited. The failure of previous research to explain variances between search and variables, suggests that one or more unidentified consumer variables greatly influences search. One such consumer variable is beliefs. Thus, a study was made of consumer beliefs that influence external search for information”(p.32). Therefore, the learning school applied with market research has to be developed that takes views the changes within customer habits. Organizations will go through a level of risk and uncertainty in the decision that they make. The risk that occurs within a business allows a chance for the company to overcome the obstacles. However, uncertainty can make it difficult for an organization to overcome barriers.


      Company leaders have to analyze the choices within target marketing so the odds will be in their favor. Organizations that are not capable of overcoming environmental dilemmas can have a difficult time succeeding.   There are strategies that can be implemented to help prevent reduce the possibly of risk and prevent uncertainty. Managers will have to be able to prepare for an event to occur and have proper strategies. According to Raz and Micheal (2001) “(1) Identify risk factors; (2) Assess risk probabilities and effects; (3) Develop strategies to mitigate identified risks; (4) Monitor risk factors; (5) Invoke a contingency plan; (6) Manage the crisis; (7) Recover from the crisis” (p.9) Therefore, the development of a plan to deal with risk can be helpful in overcoming them. Finally, the use of the learning school can be beneficial to prevent risk and uncertainly within a business. Equally important, fast moving-environments are best approached through the implementation of applying the learning techniques. Environmentally companies can relocate themselves in order to deal with organizational dilemmas. When an organization has a difficult time competing within the global market the company can always relocate. Businesses that come into an area when they have a difficult time competing against larger companies. Fast and dramatic changes in customer expectations, competition and technology are creating an increasingly uncertain environment. In order to be competitive, manufacturing enterprises need to respond rapidly to product demand changes and external influences.
      Ethical dimensions or marketing opportunities and decisions have an effect

on the application of target marketing.   Unfortunately, there are some companies that do not follow proper marketing ethics within their organizations, and companies can lose millions. According to Hall (2007) “In critical business studies alternative views of businesses need to be considered. One would be that many businesses, including successful businesses, are essentially self-serving organisations. According to this view, businesses act in ways that may not be compatible with meeting consumer needs. This represents businesses as essentially self-seeking with little concern for their customers other than in terms of how they enable a business to meet its own objectives” (p.5). Organizations that follow negative marketing strategies affect consumers as well. When there is a universal goal of ethics companies can get treated fairly all across the world, and the consumer can benefit from ethical based standers worldwide. Organizations that work in an unethical practice develop and manufacture products that can have a negative effect on their company too. According to Locke, Kochan, Romis, and Fei Qin (2007) “Child labour, hazardous working conditions, excessive working hours, and poor wages continue to plague many factories in developing countries, creating scandal and embarrassment for the global companies that source from them.1 In the absence of a strong system of global justice and given the limited ability (or willingness, perhaps) of many developing country governments to enforce their own” (p.21). Thus, businesses that conduct themselves in an ethical manner can reduce negative effects within their organizations. Also, there are major ethical forces 

that exist within the marketing function of most organizations such as stakeholders, and consumers. The author Hogan (2005) writes, “Within business, marketing is the function that is probably most commonly charged with ethical abuse (Murphy and Laczniak, 1981). In marketing, as in life, the potential for ethical conflict occurs when people perceive that their duties towards one group are inconsistent with their duties and responsibilities towards some other group, including oneself. Marketers, acting at the interface of organisations and customers, are often faced with difficult moral decisions and have to weigh up their responsibilities towards many different stakeholders” (p.385). Proper ethics within target marketing is a company responsibility to itself and the consumers who buy their products. Businesses that work within marketing have the organizations that they need to support, and the consumers that benefit from marketing. In reference to Aviv (1996) “Marketing institutions create barriers such as acceptability of self-service, media availability, and costs. Finally, legal restrictions such as message restrictions and trademark laws, also operateus es two sets of obstacles to advertising standardization. First, there are numerous "buying-proposal barriers," which arise out of location-specific, product-related values such as differing tastes in foods. Alternatively, products can have independent local appeals. The other set of barriers is termed "presentation barriers." These include cultural distance-based barriers communication barriers translation, decoding differences, use of humor, and animation, differing competitive positions in various markets

being a leader in one and a follower in another and execution barriers differing landscapes, models, and production quality”(p.5). Thus, marketing is developed for the interest of both the organization and the consumer in regards to production use. Ethics should be taken into consideration when choosing members within the marketing strategy. The writer Wolburg (2007) writes, “Selecting groups to target depends upon various economic efficiencies, such as whether the increased response expected from this group will offset the cost of promotional efforts, especially considering that special campaign messages and media vehicles are usually needed. In fact, the need to increase their effectiveness with diverse groups has led marketers to rethink the service provided in the retail environment and to employ advertising professionals who are members of the groups they target, a practice that has led to some positive and some negative outcomes” (p.261). Ethics are important so that both the consumer and the organization both get treated fairly. 
    However, the development of inadequate target marketing techniques can have a negative impact on consumer satisfaction. Organizations that take part in poor target marketing campaigns have a negative effect on their global development. The author Valentine (2009) writes, “Because organizational support for ethical conduct is valued highly in personal selling and sales management, ethics training, functioning through a company's ethical values and culture, should prompt greater satisfaction with supervisors and coworkers because these individuals play a part in the ethical practices that impact job satisfaction in others”

(p.227). Thus, the use of ethics can affect how an organization operates internally and externally. Businesses that compete within a global market needs to conduct themselves within an ethical manner to become successful. Negative ethical decisions have an effect on the organization and the environment too. According to Hall (2007) “Currently, in orthodox business studies, marketing is largely taught in terms of businesses responding to customer requirements and meeting, or attempting to meet, consumer needs and wants. This represents businesses, or at least successful businesses, as essentially responsive organisations eager to please customers. In critical business studies alternative views of businesses need to be considered. One would be that many businesses, including successful businesses, are essentially self-serving organisations” (p.5). Finally, the uses of positive ethics are both important to the organization and the consumer too. 
    Equally important, ethical dilemmas can occur that can place a business at risk within organizational market. When there are ethical dilemmas that occur within the market it can have negative effects on the organization. The most common ethical occurrences that can take place the poor targeting of consumers within the practice of target marketing. Companies can develop negative target marketing by keeping track of their customers through product sales. Customers should know when there are participating in a marketing strategy. The author Leventhal (1999) “The marketing manager must be capable of formulating and implementing policies that call for economic reasoning as well as ethical awareness. Analytical skill and

intuition are needed in both areas. Ethical reasoning is no more reducible to a mechanical decision procedure than is economic or administrative reasoning. One area of direct marketing that has received a considerable amount of discussion over the years deals with the concept of negative option. This is defined as: "A buying plan on which a customer or club member agrees to accept and pay for products or services announced in advance at regular intervals unless the individual notifies the company” (p.234). Businesses that utilize poor marketing strategies target customers with little regards for respect in fair advertising. A company’s goal is to try to gain more consumers to purchase products from their organization. However, when organizations engage in negative advertising it can cause people to have a negative view towards marketing. According to Rotfield (2009) “But instead of seeing marketing as a useful and uncertain business tool, many consumers fear its power. And it feeds that fear when marketing people fail to admit they have no idea how or why some things that they do could or would have a sales impact, or if it can have any impact at all” (p.209). Therefore, consumers can become annoyed from marketing companies that conduct negative marketing campaigns. Consumer safety is important for target marketing in regards to organizational products. Unfortunately, some businesses operate in an unethical manner in the products that they develop. Businesses often sell products that are beneficial from the company to make profit, but are not in the best interest for promoting consumer safety as well. According to Piotrowski (2010) “Maintaining 'transparency'

has become more than a buzz-word and the general public has high expectations of the political decision-making process and conduct in the business world. Garsten and Lindh de Montoya (2008) argue that transparency should be pursued as a distinct organizational goal. In this manner, transparency motivates corporations to function based on sound ethics and accountability”( p.89). The ethics in use of product development should be in the best interest of the consumers who purchase products. The organization should manufacture products that are in the best interest of the consumer.
    Furthermore, organizations can benefit from a target marketing strategy that has positive ethical practices. Businesses also should be founded on ethical practices within their companies too.   Positive ethics within the workplace bring froth a market where companies can advertise, and develop reliable products directed to a specific group. According to Trapp (2010) “Survey results reveal that although there are some important differences between country affiliates, there is also an impressive degree of agreement that corporate identity, values, and reputation are important sources of motivation for ethical behavior. The findings provide practical guidance for the development of persuasive business ethics programs in global, values-based companies” (p.156). Thus, ethics should be a part of the organizational culture internally and externally within an organization. Also when organizations merge together they should conduct themselves within an ethical manner. Positive ethics within an organization allows others to follow practices and mutually function in an ethical manner. Companies

can benefit from organizations that conduct themselves within an ethical method.
    In addition, recommendations that should be applied within the marketing strategy implementing target marketing. The initiation of a target marketing strategy can help in the process of the development of a marketing strategy. Ethics should be applied within the market strategy within using target marketing of consumer products. The authors Wilson, Gianes and Hill (2008) “Marketers seek to influence the intricate processes of evaluation and selection by consumers, sometimes reverting to tactics and technologies that redirect decision makers without their explicit permission. Examples include product placements in videogames, movies, and television programs Others make use of interpersonal influences in the marketplace For example, marketing professionals may pay females to order specific liquors in bars or have neighbors praise particular brands of condiments or sneakers at parties” (p.389). Target marking within an organization is also in the interest of protecting the consumer through product development.
    Furthermore, business that implement a marketing target marketing within their company are well aware of their consumers habits. According to Shacheter (2008) “Marketing is basically about identifying customer needs and then meeting those needs. It means only creating a product or service when you have identified a need for the service or product. It is about building and sustaining relationships, and it is about creating customer value” (p.44). Target marketing applied within an organization analyzes various variables in relation to the consumer. In relation

to quantitative and qualitative research target marketing can be applied to surveys. Typical uses of marketing methods have to be specified to a particular target to receive marketing date. The use of marketing data can be analyzed with changes that occur with new or old products developed. Target marketing selects a chosen group to be analyzed for changes within spending habits and product selection. The author Gabel (2004) writes, “Emerging market economies are complicated enough. If a company is just starting out and has limited resources, it shouldn't try to be in more than one new market. Learning everything about one emerging market offers lessons that can be applied to the next market the organization decides to enter. This puts the organization on strategic high ground, better able to see and pick the market that has the most transference and profitability” (p.28). Therefore, organizations can target certain groups in regards to economic, social or income within the community. 
    Again, organizations that develop a target marketing strategy within their marketing plan analyze their consumers marketing behaviors. Companies may sell products without investigating their customers spending habits or locations. When a company knows where their customers shops organizational expansions can be developed to satisfy consumer, and organizational growth. In reference to Damico (1999) “The most widely used sources for measuring radio and television audiences are. Both these sources report data in total and with respect to key demographically defined target groups e.g., women 25-49. Consequently, broadcast i.e., radio and television vehicles are almost universally

selected in terms of their relative ability to reach a single demographically defined target. In most cases, the target is selected because group members have a higher likelihood of engaging in a specific consumer behavior” (p.53). Target marketing is beneficial to reach a selective population to analyze consumer geography, spending habits, behaviors, and organizational effectiveness too. Through the use of marketing and advertising applied with target marketing can be an effective organizational tool to reach specified consumers.
    In conclusion, target marketing segmentation is necessary for companies to develop their marketing strategy for organizational growth, and too satisfy the needs of their consumers. The use of target marketing is beneficial in determining shifts in the needs of the consumer and understanding the organizational influence of the market. There are conceptual models that help to identify theoretical segment analysis within the marketing techniques.   Internal and external influences of the organizational environment have an influence on marketing strategies. Internal factors are related to target marketing employees, and fair prices. External target marketing influences are related to the competitive environment of the organization. Equally important, the ethical dimensions of marketing opportunities and decisions affect marketing strategy and direction. Finally, the use of a target marketing strategy is necessary for effective organizational development.       
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