TARGET MARKET

In my product design | had to ensure | didn't make the mistake of designing it to appeal to everyone. Instead | made sure
my design was aimed to a more specific audience. With designing to a ‘niche market’ like this, my design would be more
successful. In order to do this and formulate a well-defined target market | had to consider a range of factors.

SPORTS MARKETING

Partially in Australia, sports marketing is a sizeable target market for
various companies. | briefly considered this line of marketing, however |
have since decided to rule that out. This was because still (energy)
drinks sit better in the stomach before, during and after playing sport as
compared to soda water.

LEGACY OF PREMIUM QUALITY

As mentioned in the brief history of mineral water on page 2, mineral
water traditionally sold to the wealthy. When Jacob Schweppe invented
the bottling of carbonated water in 1783, his beverages were sold a bars
and restaurants at a supposedly premium price, with new exotic blends
being released every week. At the time it was considered a sophisticated beverage for special occasions, each bottle
infused with the magic of Schweppervesence. Later in 1903, the first home-based carbonation machine was installed in
state homes across England. So essentially | feel my product should be targeted towards a more ‘sophisticated’ group of
consumers at a slight premium price.

SKILLSSAC
From here | used SKILSSAC and VALS Segment Characteristics to investigate possible groups of consumers with an aim
to ultimately determine a new target market for my bottle design.

SEX

Wether the audience are male or female, have minimal impact on this particular drink bottle design.

KNOWLEDGE

In regards to knowledge about how to operate the product, consumers will require minimal prior understanding, as it
involves a very basic carbonating process.

INTERESTS

As mentioned later on in the VALS segment breakdown the key interests / desires of my consumer group is to excel at
their job / career as well in their family.

LOCATION

Product would be most successful in countries with a warmer climate, as fizzy or mineral water often drunk cold. However
that being said the product has the potential to become sold globally.

SPENDING POWER

As touched on in the basic history, soda water was initially sold by Silliman to the the superior upperclass, in exclusive and
elegant establishments across New York City. | feel my product design should sit at a slightly premium price but still
remain affordable to majority. Essentially the product could be aimed towards those on a medium to high income.

SPECIAL NEEDS

An easy-to-use mechanism (i.e. buttons that are not too small, lids that easy to open, etc) would appeal to people who are
either blind or somewhat visually impaired. A design like could also have to potential to appeal to those suffering with
arthritis and similar conditions.

AGE

The drink bottle design will target the 20 - 30 year-old age groups. | do not feel the product will be affordable or
appropriate from school students.

CULTURE

As mentioned before the product will not directly target the sporting culture. However the product has the capability to
target the sport spectating culture. For instance various colour schemes for the drink bottles can align with the colours of
sporting teams. There is obviously other cultures that this product could easily fit into.
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VALS SEGMENT CHARACTERISTICS

A further resource that | used to help with the specification of my target audience was the VALS Segment Characteristics.
In understanding a consumers VALS (their values, attitudes and lifestyle), we’re able to get a better idea of the inert nature
of them. Often this gives us a better understanding of what they are thinking, thus making it easier to identify which kind of
promotions or communication strategies will attract them most.

Possible segments of VALS include Innovators, Thinkers, Achievers, Experiencers, Believers, Strivers, Makers and
Survivors.
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After a brief study of these segments, | was able to select my most effective group of people that would ultimately buy my
product. Essentially Achievers are motivated by the desire for achievement. Achievers have goal-oriented lifestyles and a
deep commitment to career and family. Their social lives reflect this focus and are structured around family, their place of
worship, and work. Achievers live conventional lives, are politically conservative, and respect authority and the status quo.
They value consensus, predictability, and stability over risk, intimacy, and self-discovery. With many wants and needs,
Achievers are active in the consumer marketplace. Image is important to Achievers; they favor established, prestige
products and services that demonstrate success to their peers. Because of their busy lives, they are often interested in a
variety of time-saving devices.

The characteristics of Achievers include:
. Lives centre on career & family
- Have formal social relations
- Avoid excess change or stimulation
- May emphasize work at the expense of recreation
Politically conservative
- Moderate
Goal oriented
Conventional
Deliberate
In control
Attracted to premium products
Prime target for a variety of products
Average TV waitchers
- Read business, news, and self-help publications
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