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Market segmentation via attitudinal functions:

a multi-method approach

!4.793

JolS 0uds daz 3 dllie dugd Gl - ddilias daz )3 3l lowd g5 oS (0

Pole SIS o) clie LaandSS) dinud b ol pass (Liolys LlB) 355 Conyd L

daim ge Oyl oy OB 5 8



http://iranarze.ir/market+segmentation+via+attitudinal+functions

()

% JTd dIJ__ll

6ag-Lils slaUls bls_ﬂ.ng_)é

Discussion

The purpose of this study is to introduce a method of segmenting markets that is
applicable across multiple contexts, and which also results in segments that satisfy the
evaluative criteria for effective segmentation substantiality, identifiability, accessibility
and responsiveness (Thomas, 1980; Hassan et al, 2003; Sun, 2009). The functional
approach to attitudes is introduced as a new method of segmenting markets. Unlike the
name suggests, the functional approach is not a typical attitude study method, where
consumers’ attitudinal valence toward an object is simply measured. Rather, this
approach seeks to comprehend the underlying psychological mechanisms driving the
consumers’ attitudes.
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