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Topic 9: What is covered?
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These are the topics covered in Topic 9:



9. Innovation & Markets
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9.1 Corporate Strategies
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9.2 Market sectors and Segments
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9.3 Marketing Mix
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9.4. Market Research
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9.5 Branding
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Topic 9. Summary Notes
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Market sectors and segments

In order to identify the wants and needs of a target market, the designer first has to identify what the target market 

is. These can be considered in two ways:

● market sector—a broad way of categorizing the kinds of markets a company is aiming for

● market segment—markets divided up into smaller segments where the purchasers have similar 

characteristics and tastes.

It is important that students understand the difference between a market sector and market segment and how they 

interact with one another.

Within market sectors, there are broad categories including:

● geographical sectors, which focus on the values, culture and characteristics of purchasers in that region 

along with purchasing power

● client-based sectors, which may focus on consumers, industrial, public sector and commercial.

Students need to identify products that are designed for only one sector and products designed to be sold to more 

than one. They will also need to develop an understanding of how multinational companies take into account 

market sectors in the design and manufacture of their products.

Market segments are commonly classified by income, profession, age, family, values and behaviour. By dividing 

up a market into segments, a company can target each individually through promotional campaigns. The 

segmentation allows the company to focus in on the particular characteristics and wants of the consumers and 

allows it to better relate its products to them. 

A product family is a group of products that have common classification criteria. Members of a product family 

normally have many common parts and assemblies, are branded consistently and share aesthetic characteristics. 

Designers often develop product families to extend a successful product range and to develop products for market 

segments that are already familiar with the original product. 

Marketing mix

The “marketing mix” involves a number of factors—product, place, price and promotion—the 4Ps. These factors 

are identified by company executives through market research and provide the designer with an accurate brief of 

market requirements.

Students will need to consider the standardization of products in the following three contexts.

● Government standards for a particular market segment

● Component standardization

● Industry-wide standards
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Consider examples of trigger products and incremental products.

Many companies choose to sell directly to the consumer through the internet, while also selling through suppliers 

and stores. There are advantages and disadvantages to both approaches, and also to using this hybrid model. 

Students need to consider the implications of internet selling for a company in relation to its supply chain and 

distribution network.

An extremely important aspect of marketing a product is setting the correct price that will attract consumers to 

make a purchase while generating profit. Without getting the balance right, a company can quickly find that they 

are losing money through lack of sales or through lack of profit generation. The following strategies for setting 

price can be used:

● Cost plus pricing is a cost-based method for setting the prices of goods and services. Under this approach, you add 

together the direct material cost, direct labour cost, and overhead costs for a product, and add to it a mark-up 

percentage (to create a profit margin) in order to derive the price of the product.

● demand pricing - also known as customer-based pricing, is any pricing method that uses consumer demand -

based on perceived value - as the central element. These include: price skimming, price discrimination, 

psychological pricing, bundle pricing, penetration pricing, and value-based pricing

● competitor-based pricing - or market-oriented pricing, involves setting a price based upon analysis and research 

compiled from the target market . With competition pricing, a company will base what they charge on what other 

firms are charging.

● product line pricing refers to the practice of reviewing and setting prices for multiple products that a company 

offers in coordination with one another.

● psychological pricing - (also price ending, charm pricing) is a pricing/marketing strategy based on the theory that 

certain prices have a psychological impact. Retail prices are often expressed as "odd prices": a little less than a 

round number, e.g. £19.99 or £2.98

When selling a product, promotion is another key aspect. Depending on the nature of a product, its position within 

the product life cycle among other reasons, the forms of promotion can be different.

They include:

● advertising

● publicity

● personal selling.

Market research

There are many purposes of market research.

● Gathering information in order to be able to generate new ideas for a product

● Evaluating the market potential of products at various stages of development

● Developing ideas into products to suit market requirements

● Identifying suitable promotional strategies

● Gathering information relating to demographics

● Gathering information relating to family roles

● Collecting data relating to economic trends

● Taking into account technological trends and scientific advances

● Gathering information about consumers

● Considering consumers’ reactions to technology and green design and the subsequent impact on design 

development and market segmentation 
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Branding

The role of the designer varies when taking into account brand image/identity depending on the position of the 

new design within the innovation cycle. There are many different brands that are appealing to different market 

segments and use different methods to promote loyalty, which students should be able to identify.

Branding forms a product’s identity that is extremely valuable to a product and can help promote sales; 

therefore, brand image becomes a commodity that needs to be protected as intellectual property. Infringements 

of trademarks and registered designs is quite commonplace for a wide range of products and some designers use 

their creativity to attempt to subtly disguise the infringement. Students need to understand the differences 

between a trademark and a registered design and how they are applied in terms of branding.

A big challenge for designers is to maintain or improve the brand image while creating an innovative new 

product—this is sometimes achieved through the corporate strategy of diversification. Students should consider 

how brand image can be affected by positive and negative publicity and its implications for a company and be 

able to identify products that have been subjected to this publicity.

It is important for companies to communicate their brand identity strongly and clearly on products and at the 

point of sale. This is mainly done through packaging. Packaging design for a product may be an integral part of 

the work of the company design team or it may be outsourced to specialist packaging designers once the product 

has reached the end of the design cycle. Students need to consider the role of packaging for different products, 

which contributes to brand identity.

Market research on a global scale may be a time-consuming and expensive exercise, which is a major problem 

for innovative new companies, especially those reliant upon the internet for selling their product(s). Students 

will need to consider the effects of global impact of branding for a range of consumer goods.

Suitable strategies for market research are important in gaining appropriate information for redesigning 

products. When designing a brand it is important to identify the needs and wants of the market segment the 

product is aiming towards. A product may require a different brand identity depending on the market segment 

they are targeting. On occasion, products will be rebranded for different segments based on:

● geographic location

● age

● gender

● culture.
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Exam questions and Sub-topic Links
Table demonstrating the times each sub-topic has appeared in exam papers and at which question.
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