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Sammanfattning 

Syfte - Att undersöka hur en kundsegmenteringsprocess kan utformas samt vilka 
variabler man bör iaktta för att kunna erbjuda en lämplig kundservicenivå. För att 
uppnå detta syfte skall följande frågeställningar besvaras: 

1. Vilka variabler bör ingå i en kundsegmentering? 

2. Hur kan en kundsegmenteringsprocess utformas? 

Metod - En generell kundsegmenteringsprocess utformades. Processen har 
utvecklats genom kvalitativ forskning baserad på litteraturstudier samt intervjuer i 
en fallstudie. Under litteraturstudien granskades teorier i ämnet för att besvara 
frågeställningarna. Detta jämfördes senare med empirin som samlats under 
fallstudien.  

Resultat - Den utformade processen innehåller sju dimensioner med tillhörande 
variabler. Under studien har variablerna utvärderats för att ta reda på hur de 
påverkar situationen. Endast de variabler som hade ett stort inflytande på 
situationen togs med i processen. Studien visade att det finns olika strategier för 
att utföra en kundsegmentering. Vid utformning av en kundsegmenteringsprocess 
är det viktigt att veta vilka variabler som passar organisationens bransch samt hur 
de påverkar resultatet. 

Omfång och Avgränsningar - Rapporten är begränsad till att utforma ett förslag 
på en kundsegmenteringsprocess. Processen kommer därför inte att tillämpas på 
fallföretaget under fallstudien. Processen kan fortfarande generaliseras och 
användas av företag med liknade egenskaper. Ytterligare forskning skulle kunna 
sträva efter att inkludera andra variabler som passar in på fler branscher. 

Implikationer - Den utformade processen hjälper till vid beslutssituationer 
avseende kundsegmentering. Genom att balansera de variabler som föreslagits 
möjliggör dem en grund för olika kundserviceerbjudanden. Dessa variabler 
beaktar den eftersträvade generaliseringen. 

Bidrag och Rekommendationer - Kundsegmenteringsprocessen som 
presenteras i denna rapport är, såvitt författarna vet, den första i sitt slag med sin 
layout. Variablerna kan även användas i andra segmenteringsprocesser vilket visar 
en hög grad av generalisering. Vad som är unikt med den designade processen i 
denna rapport är att den innehåller en mix av två väl beprövade teorier inom 
kundsegmentering nämligen, Kotler’s (2009) Bottom-Up-Approach och 
Weinstein’s (2004) B2B Market Segmentation. 

 

Nyckelord 

Customer Segmentation, Customer Service, Segmentation Process, Segmentation 
Variables, ABC-Classification  
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Abstract 

Purpose – To examine how the process of customer segmentation can be 
designed, and which variables to consider to offer an appropriate customer 
service. To achieve this purpose the following questions will be answered: 

1. Which variables should be included in customer segmentation? 

2. How can a customer segmentation process be designed? 

Method – A general process was designed. The process has been developed 
through qualitative research based on literature review and interviews conducted 
in a case study. During the literature review the authors sought for theories on the 
subject in order to answer the research questions. This was later compared to the 
empirical evidence collected from the case study. 

Findings – The designed process contains seven dimensions with related 
variables. During the study the variables were evaluated concerning their impact 
on the situation. Only variables that had a high influence on the situation were 
implemented in the process. The study showed that that there are various 
approaches towards performing customer segmentation. When designing a 
customer segmentation process, it is of high importance to know which variables 
suit the organizations line of business and how they affect the outcome. 

Research limitations – The thesis is restricted into designing a customer 
segmentation process, the process will therefore not be applied on the case 
company during the case study. The process can still be generalized and usable for 
companies with similar distribution setup. Further research could strive to include 
other variables. 

Implications – The designed process assists in the decision-making situation 
regarding customer segmentation. By balancing the variables it enables a basis for 
customer service offering. These variables take the requested generalization in 
consideration. 

Originality/value – The customer segmentation process presented in this thesis 
is, as far as the authors know, the first in its kind with its layout. The variables 
could be used in other segmentation processes as well which show a high grade of 
generalization. What is unique with the designed process in this thesis is that it 
contains a mixture of two well proven customer segmentation theories namely, 
Kotler’s (2009) Bottom-Up-Approach and Weinstein’s (2004) B2B Market 
Segmentation. 

Keywords 

Customer Segmentation, Customer Service, Segmentation Process, Segmentation 
Variables, ABC-Classification 
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1 Introduction 

This chapter provides a background to why customer segmentation is used. The chapter also 
presents the background to the purpose of the thesis, together with a problem description, followed 
by research questions, delimitations and the thesis disposition. 

1.1 Background 

Due to the rapid advancement in technology, companies face an increasingly 
competitive environment and a more globally dispersed competition (Porter, 
1990). To satisfy customer requirements while competing with others, it is 
important to create and develop an efficient flow that ensures high-quality 
products (Wann-Yih et al., 2004). However, it is not enough for a company to 
only produce products of high quality; what is equally important is to meet 
customer requirements at a low price and offer on-time delivery, which both are 
connected to customer service. Customer service is the assistance provided by an 
organization to buyers or consumers of its products. Customer service can 
determine the outcome of an interaction between suppliers and customers in 
terms of revenues and overall competitiveness of the supplier (Reinartz & Kumar, 
2000). Competitiveness is a variable that determines an organization’s success in 
an increasingly global and tough business environment. The customers and their 
requirements are more and more put at the centre of attention as they form the 
basis of logistical activities, especially in more progressive companies (Lumsden, 
2012). 

To develop a favourable relationship between organizational improvements and 
the resources required to achieve them, it may be desirable to have a differentiated 
approach towards key measurements (Hoopes et al., 2003). Differentiation can 
involve customer service, products, and/or customers. 

Establishing an appropriate customer service commitment requires a 
determination of customer service goals and performances for different customers 
(Fang et al., 2008). In this way, a situation where priority customers receive low 
service while customers with lower needs receive a higher and more costly service 
can be avoided (Jonsson & Mattsson, 2005). Differentiating in a wrong manner 
could leave you losing demanding and profitable customers and instead receiving 
a higher number of unprofitable customers. 

The importance of differentiation lay in the high value of customer satisfaction. 
By focusing on profitable customers the company can create added value for its 
customers while the total costs will drop (Hoopes et al., 2003). 

To achieve this focus, companies with a variety of customers usually have to 
differentiate them. This is where the customer segmentation can be used to 
improve the differentiation between customers (Jonsson & Mattsson, 2005; 
Cumby & Barnes, 1995; Reinartz & Kumar, 2000). 
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Customer segmentation aims is to improve the relationship with current 
customers by proportionately offering the appropriate customer service in terms 
of e.g. service availability, delivery terms, product availability and lead time to 
different customers (Matthyssens, 2006; Vargo, 2008; Lusch, 2008). The issue of 
customer segmentation is often the complexity of reaching out to the customers 
which are not main priority due to the fact that they usually generate less profit. 
This fact tends to make organisations put less focus on this customer group which 
brings a risk of losing them due to dissatisfaction (Lumsden, 2012). Another issue 
for companies is the complexity of designing a segmentation process which will 
include all of the important segmentation variables (Moseley, 2008). 

1.2 Problem description 

Customer segmentation often leaves a group in a less priority range which can 
lead to dissatisfaction among these customers (Jonsson & Mattsson, 2005). A 
problem which companies may face is the unawareness of which customers 
generate the highest revenue and profit. Different customers require different 
levels of customer service, which is why companies use customer segmentation 
(Matthyssens, 2006; Vargo, 2008; Lusch, 2008). A consistent service level to all 
customers would generate a disproportionately high costs or a low customer 
service performance (Jonsson & Mattsson, 2005). 

By dividing customers into different segments it allows companies to develop 
closer corporations with prioritized customers (Matthyssens, 2006; Vargo, 2008; 
Lusch, 2008). The segmentation is based on variables which are considered to be 
important for the specific purpose, defining these segmentation variables can be a 
hard and complex process (Moseley, 2008). According to Shapiro & Bonoma 
(1984) and Bell et.al, (2009) the biggest challenge in customer segmentation is to 
find out what the most suitable segmentation variables are. 

Customer segmentation is usually difficult to use in various companies meaning it 
can be difficult to generalize. This is a problem organizations participating in 
various branches may face. It is therefore important to do research in this field to 
find a segmentation process which can be generalized (Collica, 2011). 
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1.3 Purpose and research questions 

In the discussions above it appears customer segmentation can be used to achieve 
an appropriate level of customer service. The service level can be proportionately 
divided between customers. Furthermore it shows a proper customer service often 
generate a higher revenue and makes the company more competitive. It also 
appears customer segmentation can be difficult to generalize and that it is hard to 
find the most suitable variables. 

 
Therefore, the purpose of this thesis is: 

To examine how the process of customer segmentation can be designed, and which variables to 
consider to offer an appropriate customer service. 

The first step is to find out how customer segmentation is used today and how it 
affects customer service. Further, the authors will compare literature on the 
subject. It is also relevant find out how different variables affect the outcome of 
customer segmentation. The first research question is: 

1. Which variables should be included in customer segmentation? 

Analysing the answers from the previous question will enable a designing of a 
customer segmentation process. It is also relevant to find out what makes a 
customer segmentation process generable. The customer segmentation process 
should be user friendly to achieve a higher degree of adoption among practitioners 
throughout the entire organization. The second research question is therefore: 

2. How can a customer segmentation process be designed? 

The second question is directly related to the purpose of the thesis. In connection 
with answering this question it will also serve the purpose in the sense of 
designing a customer segmentation process. 
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1.4 Delimitations 

The focus of the thesis will include information gathering downstream from 
manufacturing in the supply chain including the distribution centres as illustrated 
in Figure 1. The thesis is restricted into designing a customer segmentation 
process hence will not be tested on the case company during the case study. 
 

 

Figure 1. Covering area of the thesis. 

The customer segmentation variables and process designed in the thesis deals with 
the organization as a unit. The first research question will be answered by 
considering only B2B customer segmentation variables. 
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1.5 Outline 

The thesis starts by introducing the area of customer segmentation and how it 
affects companies and its customers. This is followed by a problem description 
regarding customer segmentation and its impact on revenues as well as the 
difficulties of generalization. Next is a presentation of purpose and research 
questions followed by Delimitations. 

The second chapter of the thesis consists of the methodological approach chosen 
to fulfil the purpose of the thesis. This section describes the approach used to 
answer the research questions. It also describes how reliability and validity of the 
thesis have been strengthened based on the methods and approaches used. 

The third chapter presents the theoretical framework which is the basis of the 
thesis. The contents presented are results from the literature study and consists of 
a review of existing theories in the field of customer segmentation and customer 
service. 

The fourth chapter describes the situation which the segmentation process is 
related to. This chapter also contains a case selection and a case description in 
which the reader can deduce where and how the case study has been carried out. 
The chapter also presents the empirical evidence gathered during the case study. 

The fifth chapter includes an analysis of the theoretical background compared 
with the empirical evidence gathered during the case study. The analysis is a step 
to sort the data before answering the research questions. 

The sixth chapter presents the result where the research questions are answered 
with the help of the analysis of the theoretical background and the empirical 
evidence. 

The seventh chapter presents Discussion and conclusions in which the authors 
discuss the result and the choice of method. The authors make their own 
suggestions on alternative solutions and recommendations for the methods and 
approaches used to fulfil the purpose. Results and Conclusions summarize the 
result of the thesis. This is followed by proposals for further research. 
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2 Method and Implementation 

This chapter includes a description of methods used to collect data. The chapter also present how 
the collected data was analysed and how the authors worked to maintain validity and reliability. 
The chapter will be initiated by an illustration and description of the entire work process. 

2.1 Work Process 

To begin the chapter on methodology it will now be presented how the work 
process of the thesis has been. It will include all steps from choosing a field of 
study to discussion as illustrated in Figure 2. 

 

Figure 2. A flowchart over the work process. 
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The thesis work was initiated by choosing a field of work. The chosen field of 
study was a result of the education focus where customer service accounts for a 
large part. Based on the selected area the authors began to write a problem 
description where a purpose was included. All of which are a part of the pre-study. 
To achieve the purpose of the thesis two research questions were formulated. 

In the next step the authors constructed a theoretical framework in the chosen 
field of work. This was done by gathering and structuring theoretical evidence in 
the chosen field of work. Further, the study included a selection of case study and 
methodology. The authors went on to collect further empirical data for answering 
the research questions and to prepare a theoretical framework based on the 
chosen literature which was analysed later on. 

The analysing part of the study was an iterative process where empirical evidence 
was collected, analysed and compared with the theoretical framework in a 
repeating manner. Based on the analysis an answering of the first research 
question was conducted. The outcome of the first research question provided a 
basis for the second issue. The second issue was to develop a general customer 
segmentation process. By structuring the information from the theoretical 
framework and case study in folders and then analyse them against the results of 
the first question it enabled an answering of the second research question. 

After answering the two research questions a discussion of the results and the 
methods used in the case study followed. Based on the discussion, the authors 
could draw their conclusions from the study, and then complete the thesis.  
Based on the described work process empirical evidence have been gathered and 
analysed against the theory which will be presented in the next chapter. As 
illustrated in Figure 2 there are some processes which have a parallel arrangement. 
This was arranged to ease the understanding of which steps was done iteratively 
and in conjunction with each other. 
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2.2 Qualitative Research 

The foundation for answering the research questions will be of a qualitative 
structure due to the strong impact of inputs from experienced practitioners within 
the subject. The inputs from the practitioners were collected mainly through 
interviews and observations. Qualitative research is usable when you want to study 
a real-world setting and discover how people cope and thrive in such a setting.  
It involves conducted interviews with the managers and employees, also visiting 
their firm and observing the organizational behaviour (Janesick, 2000). Interviews 
are considered to be the main tool of the qualitative research for data collection 
(Denzin & Yvonna, 1998; Janesick, 2000).  

According to Wacker (1998), there are two different classes of theory formation 
research, analytical and empirical. Depending on how the research relates to the 
theory and reality, it is determined whether it is an analytical or empirical research. 
Wacker (1998) argue that an analytic research is using deductive methods to come 
up with theories while an empirical research is using inductive methods to reach 
theories. From a theoretical perspective formation is the purpose of an analytical 
conceptual research to provide new insights into traditional problems through 
logical development of relationships between defined concepts and existing 
theories. This kind of research usually illustrate the results through an empirical 
case study (Wacker, 1998). 

The principal difference between the analytical and empirical approach is that an 
empirical case study uses data to formulate theories while analytic conceptual 
method uses deduction to construct theories (Wacker, 1998). This thesis is based 
on a conceptual analytical method where a deductive approach has been used to 
formulate theories concerning factors which can affect a customer segmentation. 
The conceptual results should also be illustrated by an empirical case study using 
an inductive approach. 
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2.3 Collection of Data 

Using literature regarding the subject of the thesis, a theoretical framework was 
created. This is supplemented by a case study where collection of data was 
conducted through a qualitative research. The methods used in the case study and 
the literature studies to collect data are described in detail below. 

2.3.1 Literature 

Literature on the subject logistics and distribution will be used to establish the 
various industry-specific concepts referred to in the thesis and provide a good 
basis for further understanding of the thesis. Theories and models provide key 
concepts, explanations or attempts at explanation and describe relationships 
between these key concepts (Patel & Davidsson, 2003). The literature will be 
examined to provide a basis for the methods used during the study and to ensure 
that the information is the latest on the subject. 

Based on the problem description the authors created a theoretical framework 
from the literature in the areas of Customer segmentation, Customer relationship 
management and customer service. 

2.3.2 Case Study 

Case study is a research strategy used to exploit a better understanding on the area 
of investigation (Shepard & Greene, 2003). The purpose of the thesis work is to 
develop a general process of customer segmentation. Both research questions 
have to be answered to achieve the purpose. The authors chose to use a case study 
to answer both research questions, which variables affect the outcome of a 
customer segmentation process and how a customer segmentation process could 
be designed. The real-life context which is a base in case studies is important to 
strengthen the validity of a research (Yin, 2009). Theories considering the research 
questions can be applied in a real-life scenario and will therefore present a higher 
credibility to the result. Applying theories in a real-life case is one of the 
advantages by using a case study (Benneth, 2003). The case study includes more 
than one investigated area, e.g. different distributors of the case company and 
managers from different regions. This enables a good and comprehensive 
overview (Williamson, 2002; Yin, 2009). 
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2.3.3 Interviews and Observations 

The authors have held a total of ten interviews and several questionnaires via mail 
to collect data regarding situations which are not possible to directly observe, and 
to take part of views and opinions from regional managers as well distributors. 
Interviews are a method to supplement observations and can often be completed 
in conjunction with observations (Creswell, 2009; Jacobsen, 2002). All the 
interviews have been held with people who have a lot of experience as well as a 
long history with segmentation work. Five of the interviews were conducted with 
regional managers who have their work field in the regions of Asia Pacific, Africa 
and Middle East, India & sub-continent, Oceania, and China. One interview was 
conducted with a back office manager in Sweden and one with the manager of 
Customer orientation at Toyota Material Handling Europe (TMHE) in the 
Netherlands. The rest of the interviews were conducted with distributors located 
in Europe and South Africa. Interviews provide access to large amounts of data 
and are a flexible approach to work with (Benneth, 2003). During all interviews 
both authors attended as interviewers. All interviews with the regional managers 
were performed through e-mail, phone contact and in-person meetings.  
A structured illustration of the meetings is shown in Table 1. 

Table 1. Interviewed person and their position in the organization. 

 

In addition to the interviews there have also been ongoing talks and unstructured 
interviews throughout the work process with the back office manager in Sweden 
who is also the authors' supervisor and contact person in the case study.  
An unstructured interview may be preferable if few participants are interviewed 
and each person's opinion is important to the outcome (Bäck & Halvardsson, 
1992). 
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An interview guide was used in relation to the interviews with five to six open-end 
questions to capture the interviewed person’s thoughts on the subject.  
The advantage of setting up an interview guide, an overview of what will be 
brought up during the interview, is the interview easier follows a thread (Jacobsen, 
2002). Prior to the interviews, respondents were introduced in what would be 
discussed to reduce the risk of drifting away from the subject of the conversation. 
The purpose of the open-ended questions was to develop the interview based on 
them. To reduce the risk of error sources, the authors have prepared the 
interviews so questions could be answered by all respondents, and tried to make 
sure they could not be misunderstood. Sources of errors are often due to 
misunderstanding between the parts; these can be prevented by proper 
preparation of both parts (Bäck & Halvardsson, 1992). This was done by careful 
preparations prior the interviews by preparing questions, doing research on the 
subject, anticipating questions the respondent might have etc. 

The authors have also observed the segmentation models received in connection 
with the interviews. There has been a layout of customer segmentation methods in 
conjunction with the interviews, e.g. ABC-classification and Pareto’s law.  
The questions were prepared in a strategic manner prior the interviews to find out 
what customer segmentation methods the case company have used before. 

2.4 Data Analysis 

Data were collected through a case study and literature review. The purpose was 
to clarify the described problem area regarding customer segmentation. During 
this phase, information from interviews was analysed and compiled. This provided 
a base for answering the two research questions. To answer research question one 
the authors gathered extensive information regarding purposes and variables of 
customer segmentation. This information was compiled and compared to 
enlighten differences and similarities between various logistical approaches 
towards the subject. Further, results regarding research question one was analysed 
to provide a base for answering research question two. To answer the second 
research question the authors also had to collect data regarding implementation 
processes in customer segmentation. This was collected through literature reviews 
and interviews with experienced practitioners in the case company. 

The empirical data has been compiled and structured immediately after collection. 
This enables the authors to easier analyse the data at later stages in the process. In 
some cases, the authors have reverted to the collected data to move forward with 
the analysis. The boundaries between data collection and analysis are often 
difficult to distinguish. This often makes the analysis become an iterative process 
(Jacobsen, 2002). 
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The empirical data collected through observations, interviews and document 
studies has been structured with the help of data compiling tools, namely 
Microsoft Excel and Microsoft Word. Microsoft Excel has been used as a primary 
tool for structuring the data regarding the segmentation dimensions and variables 
while Microsoft Word have been used primarily for the purpose of structuring 
data from interviews. Data obtained from each individual interview opportunity 
has been compiled to individual documents. These have also been compared with 
other respondents' answers and compiled into a single document in order to 
enlighten similarities and differences which can increase the credibility of the 
collected data. The approach was to during the literature review look for 
information on how the variables affecting the outcome of customer 
segmentation can be implemented in processes with various purposes. During the 
case study empirical data were collected to confirm or reject the theory. 

2.5 Validity and Reliability 

Underneath follows a presentation of how a high validity and reliability has been 
ensured throughout the thesis work. 

For all kinds of research one of the key quality control issue deals with the validity 
of a study and its findings (Yin, 2010). A valid study is one that has collected and 
interpreted its data accurately, so that it reflects and represents the real world that 
was studied. Studies in any field are worthless if they arrive at false findings (Yin, 
2010; Marlow, 1993). To maintain a high internal validity, the authors have 
throughout the thesis put great focus to ensure the right information has been 
gathered. When using only a single case it hampers the generalization (Yin, 2009). 
The study included not only the case company but two of their distributors as 
well. This will enable an increased generalization which is highly important for the 
purpose of the thesis. 

In addition to the case study the authors have also carried out literature studies 
through searches in literature and databases containing books and articles on the 
subject. Triangulation has been used by comparing multiple sources to ensure any 
information is not misleading e.g. interviews with several experienced practitioners 
in various regions. Triangulation is a method of collecting data where the collector 
uses different collection methods e.g. questionnaires and interviews (Olsson & 
Sörensen, 2011; Yin, 2010). To maintain a high level of external validity, the 
authors have chosen to continuously throughout the thesis compare and analyse 
the empirical results with theories on the subject. This method of analysis is 
referred by Yin (2009) as analytical generalization and it has helped the authors to 
generalize the empirical results during the process by analysing the received 
information and trying to find general connections among it. This method has 
been used along with Jacobsen’s (2002) iterative process which refers to going 
back and forward through new and previously collected data to move forward 
with the analysis. Reliability refers to the extent to which the study can be repeated 
and achieve an equivalent result, i.e. how accurate and trustworthy method of 
measurement is (Patel & Davidson, 2011; Merriam, 1994). 
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The goal of reliability is to minimize errors and bias in a study. To create the 
conditions for a high degree of reliability in this study, several methods of data 
collection are used e.g. interviews, observations and questionnaires (Yin, 2003). 
Distributors of the company were chosen and studied to broaden the study for a 
more reliable result. 

For a thesis to achieve a high degree of reliability, the authors have ensured to 
work structurally and record details of every step taken during the thesis. A 
criterion to ensure high reliability is the research should be done in a publicly 
reachable manner meaning the research procedures should be transparent. In 
other words this guideline means researchers must describe and document their 
qualitative research to enable other people to review and try to understand it. All 
data need to be available for inspection as well (Yardley, 2009). 
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3 Theoretical Background 

This chapter presents the link between theories and research questions. This is followed by a more 
detailed presentation of the theoretical framework and concepts used to fulfil the purpose of the 
thesis. 

3.1 Link between theories and research questions 

A link between research questions and theories in the chapter has been made to 
ease the reader's understanding of the chapter's content and structure, and to 
make clear which theories have been studied for each research question. To 
provide a more detailed understanding of issues and opportunities related to 
customer segmentation, a more detailed description of the topic will be presented 
in the theoretical framework. 

The first research question is linked with theories regarding how customer 
segmentation is used today, what variables to consider and how it affects customer 
service. These are Customer segmentation, customer service, Pareto´s law, ABC-
classification, Industrial market segmentation, Bottom-up approach, Multiple-
criteria segmentation and B2B market segmentation. 

The second research question is tied together with common approaches towards 
designing segmentation processes. Theories used to answer question one do also 
serve as a base for answering question number two. The link between the theories 
and research questions is illustrated in Figure 3. 

 

Figure 3. Link between theories and research questions. 
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3.2 Customer Segmentation 

Segmentation is in essence the process by which items or subjects are categorized 
or classified into groups with similar characteristics. The characteristic could be 
one or several attributes (Hand et al., 2001). For example the attributes of 
different customers where they can be divided into groups based on their size, 
profitability, potential etc. (Hoopes et al., 2003). 

Segmentation is based on the intuitive notion stating that all customers are not 
equally profitable for a company to serve. According to Sandström (2003) a 
company should focus on customers who are most likely to buy since they will 
most likely constitute a profitable customer group. Different customers are of 
different value to a company; therefore it is in every company's interest to allocate 
resources from the unprofitable customers into the profitable customers (Tapp, 
2005; Sandström, 2003; Blocker & Flint, 2006; Freytag & Clarke, 2001). 
Segmentation is a set of techniques which can be beneficial when classifying 
customer groups. The aim is to improve the relationship with current customers 
(Matthyssens, 2006; Vargo, 2008; Lusch, 2008). The more you know about your 
customer’s needs, desires, and their purchasing behaviours, the better you can 
develop customer service levels and marketing programs designed to fit those 
needs, desires, and behaviours (Collica, 2011; Jonsson & Mattsson, 2005). 

Collica (2011) discuss the customer data. An entity shall not deselect a 
segmentation criterion because data is flawed, but should neither create a segment 
based on one criterion specifically because data regarding this criterion is available. 
Unlike segmentation of consumer markets, involving customers in a segmentation 
also provides an analysis of internal factors like production costs, sales force and 
costs to serve different types of buyers (Porter, 1985). 

As mentioned before, knowing the customer value is the key in customer 
segmentation. With this information a company can easier decide what level of 
customer service they should offer to the different customers (Buttle, 2009). 
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3.3 Customer Service 

A product which is sold and delivered to a customer is normally represented by a 
mix of a physical product and a service. Therefore it is important to achieve the 
different customer service elements to satisfy the customer (Fang et al., 2008). 
Customer service refers to the ability to satisfy customer’s demands, needs and 
expectations (Mattsson, 2004). 

Customer service can be described as a set of activities involving buyers, sellers 
and third parties, which aim to add value to the product. This may involve 
activities and values which are implemented and applied in connection with a 
transaction or delivery, but it can also involve activities and values created using 
more long-term relationships, agreements and contracts. This is where the 
customer segmentation can be used to improve the relationship between the buyer 
and seller. This enables the company to keep its competitiveness on the market 
(Jonsson & Mattsson, 2005). 

 
According to Mattsson (2004) and Jonsson & Mattsson (2005) the customer 
service variables are as given: 

Percent of fill: Refers to the extent to which stock items can be delivered 
from the warehouse to the customer at the time of the customer order 

Delivery accuracy: Refers to the extent to which delivery is made at the 
delivery dates agreed with the client 

Delivery dependability: Measuring the delivery of quality in terms of right 
product delivered in the right quantity 

Delivery lead time: The time required from the moment of receiving a 
customer order until delivery can take place. 

Delivery flexibility: Refers to the ability to adapt and respond to changing 
customer preferences in the agreed and ongoing orders 

The level of customer service given to each of the customers can be determined 
with the help of an ABC-analysis which is based on Pareto´s 80-20 law (Arthur, 
1992).  
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3.4 Pareto´s Law 

Vilfredo Pareto (1848-1923) observed in the 19th century Italy the fact that 20 % 
of the Italian population owned 80 % of the usable land (Pareto, 1935). Pareto 
found the same variable in other economic and natural processes as well. 

Pareto formulated a general rule based on Sombarts saying which reads: “in any 
arbitrary set of elements, that try to achieve something a subset small in numbers 
will have the biggest effect” (Ultsch, 2001, p. 1). In today’s distribution of yields 
vs. costs many projects show the same 80-20 allocation. This is often linked to 
Pareto´s observation called Pareto´s 80-20 law or the law of the trivial many and 
critical few. In logistic terms this means it is not unusual that 20 % of the 
costumers represent 80 % of the contribution margin as illustrated in Figure 4 
(Jonsson & Mattsson, 2005; Lumsden, 2012). Pareto´s Law is used in the so called 
ABC-classification which is a tool for developing business and projects. 

 

Figure 4. The link between Pareto´s 80/20 law and ABC-analysis. 
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3.5 ABC-Classification 

ABC-analysis is the most frequently used approach to classifying industrial and 
economical objects (Storhagen, 2003). ABC-classification means a breakdown of 
items, customers, suppliers or other objects into classes. ABC classification is an 
application of the so-called minority principle, which means in each group of 
items there is a small number representing a large part of the effect. The ABC-
classification is often applied when the business processes are optimized 
(Gourdin, 2001). As mentioned before it is partly based on Pareto´s 80-20 law 
which is why it is often called the Pareto analysis (Juran, 1998). ABC-classification 
refers to the classification of customers into three classes, A, B and C. They are 
sorted in a decreasing order of yield. Class A contains customers of high yield; B 
contains customers of medium yields and C of low yields. Class breakdown occurs 
to gain understanding of what customer service strategy to apply to the various 
customers (Jonsson & Mattsson 2005). 

According to Jonsson & Mattsson (2005) the classes can be described as: 

Class A: Large and important customers who generates high revenue for the 
distributor due to the high purchase volume. 

Class B: Medium large customers which represents a higher proportion of 
the customers. These customers do not generate equally as high as revenue as 
the class A customers. 

Class C: Small customers who generates small revenue due to low purchase 
volumes. Class B and C often represent the majority of an organizations 
clientele. 

 

Customers with the highest contribution margin can be prioritized by being given 
a maximum inventory service level and a higher safety stock than those with lower 
margin. Conclusively more attention should be paid, and more resources should 
be given to the customers who are in group A (Jonsson & Mattsson, 2005; 
Lumsden, 2012). However it should be kept it mind B and C classified costumers 
can be a new entrant on the market and should not be ignored since they could 
develop into a high revenue costumer. Therefore an ABC-analysis should not be 
done only once. It is recommended to be done on a frequent basis. The prices and 
average consumption for example can change over time. With this given it is 
recommended to perform the ABC-analysis regularly (Lumsden, 2012). When 
doing an ABC-analysis you may have to consider a various types of criteria´s to 
decide the profile of the customer. This can be compared to Shapiro & Bonoma´s 
Industrial Market segmentation model which is based on five different criteria’s. 
The criteria’s can be changed and adapted to different situations (Shapiro & 
Bonoma, 1984). 
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3.6 Industrial Market Segmentation 

Industrial market segmentation is a scheme for categorizing industrial and 
business customers to guide strategic and tactical decision-making. 

3.6.1 Shapiro & Bonoma’s Segmentation Criterias 

This model was developed by Shapiro & Bonoma (1984) and is based on five 
segmentation criteria’s: demographics, operating variables, purchasing aproach, 
situational factors and personal characteristics of the buyer. Companies are facing 
a choice among a plethora of segmentation bases (Moseley, 2008). 

The advantage of this approach is the fact it is enabling operators to systematically 
work their way through the levels from outside in, and balance the decision 
regarding the quality of information chosen in each level. Shapiro & Bonoma 
(1984) argues a company should start from the outer level as seen in figure 5.  
This data is usually available and relatively easy to get a hold on. The company 
should also try to go as far as possible as these variables are considered to be 
useful as they are the characteristic of a segment (Shapiro & Bonoma, 1984). 

 

Figure 5. Shapiro & Bonoma´s segmentation criteria’s and levels. 

 
The definition of the respective criteria is as follows: 

Demographics: Demographic variables are industry, organizational size and 
geographic location. These are used when one is interested in variables such 
as age, income, educational level, occupation, nationality etc. It relies on pure 
statistical data and is perhaps the most common way to segment a market 
(Marconi, 2000; Shapiro & Bonoma, 1984). 

Operating Variables: The operational variables are the organization's 
technology, product and brand user status and customer performance. Using 
these variables, one can identify existing and potential clients in the 
demographic categories (Shapiro & Bonoma, 1984). 
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Purchasing: Purchasing factors is the purchasing organizations; power 
structure, relationship between buyer and sellers, general purchasing policies 
and buying criteria. These factors are often overlooked even though they 
often are valuable. Within industrial sales these variables are considered to be 
of great importance (van Weele, 2010; Shapiro & Bonoma, 1984). 

Situational: Situational factors are requirements regarding the order 
treatment time, product use and size. This level deals with the specific 
purchasing situation role unlike the three outermost levels where the focus is 
to segment organizations (Shapiro & Bonoma, 1984). 

Personal characteristics: The characteristics of the buyer are highly relevant. 
They are the similarity between buyers and sellers, the motivation of the 
buyer, individual perception and risk management strategies. Buyers are 
usually divided into groups based on knowledge of the product, response to 
the product or attitude towards it (Kotler & Keller, 2009; Shapiro & Bonoma, 
1984). 

3.7 Multiple-Criteria Segmentation 

Classical ABC segmentation follows from Pareto's famous observations on the 
uneven distribution of incomes (Pareto, 1971). Because of its easy-to-implement 
nature and remarkable effectiveness in many inventory systems, this approach is 
still widely used in practice (Storhagen, 2003). The classical approach suits well in 
situations whereas a low number of criteria’s are to be considered. However, many 
other criteria may also deserve management's attention, and hence affect the 
classification of customers (Flores & Whybark, 1986). 

Companies segment customers using multiple variables to produce more narrowly 
defined target groups (Bovee et.al, 2009). To design a successful segmentation 
process a company may have to combine a various types of segmentation 
principles. This kind of segmentation can be defined as a Multi-criteria 
segmentation (Flores & Whybark, 1986). Therefore multiple criteria ABC analysis 
have been developed to complement classical ABC segmentation and to lift the 
restriction of the classical approach and allow any finite number of criteria to be 
considered simultaneously. 

To design a multi-criteria framework for customer segmentation you need to add 
a multiple criterion to your current framework. The criterion will enable a 
designing of different segments. According to Kotler (2011) the segments need to 
satisfy the following criteria: 

Measurable: The segmentation size must be of a numerous character, the 
purchasing power of the segment and the characteristics of the segment must 
be measurable numerically to be able to explain, if the segment is correct. The 
number of items within the segment must be defined clearly. 

Substantial: The segment must be a group of items with similar 
characteristics. The segment must be large enough to tailor marketing effort. 
The customer market must be defined clearly, products are made for certain 
characteristics, and it could be for height or weight or other preferences. The 
segment chosen must be substantial. 
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Accessible: The targeted segments need to be accessible, for example a form 
of advertising, certain areas may not have access to the internet so they need 
to be targeted using different methods of communication. 

Differentiable: Different segments must be differentiated, they must react 
differently to different campaigns or products, and different marketing tools 
would be used to target these customer segments. Their characteristics must 
be differentiated and their understanding of the product or service should be 
different. 

Actionable: The segment must be devised in a way which will result in an 
action. The segment must have practical value meaning the marketing effort 
must result in some kind of action. 

The segmentation variables which should be considered when you develop your 
segmentation can be changed and adapted to different markets, industries and 
situations (Flores & Whybark, 1986). Depending on what part of the organisation 
is concerned, the criterion of what is most important in respect of the 
segmentation items can change. Example of variables to be included in 
segmentation can be: costs, margins, market shares, size of customer bases, and 
other data reliably measured (Bell et.al, 2009). 

3.8 B2B Market Segmentation 

A market segment represents a group of present or potential customers with 
common characteristics which is relevant when explaining and predicting their 
response to suppliers marketing stimuli. Effective market segmentation is the first 
step in creating a successful market strategy because the characteristics and needs 
of each segment will define the direction and focus of the marketing strategy. 
Businesses to business (B2B) firms sell not only to final consumers but to other 
businesses as well (Solomon et al., 2009. While businesses and final consumers 
behave similarly at times, there are also numerous differences. 

Most business buyers view their function as a problem solving approach, and have 
formal routines for purchasing. B2B marketers must be able to differentiate the 
industries it sells to and the different market segments that exist in each of them 
(Simkin, 2007). The characteristics of customers in a market segment define what 
is most important to them and also how they will react to different marketing 
stimuli. 
The principal part is to find out what the key criteria is for determining which 
characteristics will define a market segment best. B2B market segmentation 
provides four different criteria’s for evaluating the desirability of potential market 
segments (Hutt & Speh, 2012). The criteria´s are measurability, Accessibility, 
Sustainability and Responsiveness. Each criteria and its meaning is illustrated in 
Table 2. 
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Table 2. B2B Market Segmentation Criterias. 

 

In summary the key of B2B market segmentation is to identify groups of 
customers which are large and unique enough to justify a separate service strategy, 
and to create it in such way so it will have a great difference between - and high 
similarities within - the segments (Solomon & Marshall & Stuart, 2009). This can 
be done through a development of customer segmentation dimensions which 
contain different variables within them. Weinstein (2004) identifies six different 
dimensions for B2B firms, namely, Geographics, Firmographics, Product Usage, 
Benefits Desired and Purchase Behaviour. 
 

According to Weinstein (2004) the dimensions can described as follows: 

Geographics: Variables regarding the location of the customers. 

Firmographics: variables regarding the profile of the customer e.g. market, 
customers customer, manufacturing. 

Product usage: Variables which state the using behaviour of the customer. 

Benefits desired: Answering what the expected outcome of the segmentation is. 

Purchase behaviour: Variables which analyse the customers purchase in terms of 
volumes, policy, power structure etc. 

Psychographics: Variables regarding personality, values, opinions, attitudes, interests, 
and lifestyles. Provides information on potential buyers. 

Once the need for segmentation has been clarified and the dimensions and 
variables have been identified it has to be linked together in a segmentation 
implementation process. 

3.9 Implementation Process 

Lumsden (2012) defined an implementation process containing four different 
phases. The four phases have basic core values which can be shaped and adapted 
to serve a specific purpose. The process is therefore considered to be general and 
suitable for various purposes (Lumsden, 2012). The four phases are act, plan, do 
and study. 

Act: Organizing part of the process involving need recognition and defining 
ownership and the team which will work with process. 

Plan: Plan and gain an understanding of the process. 
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Do: Execution, control and implement metrics to enable monitoring of the 
process. 

Study: Feedback and continuous improvements. 

The first step of a process usually involves need recognition. A good starting point 
for implementation of a new segmentation is according to Kotler (2009) to first 
identify the need for change and then try to choose the best way to satisfy these 
needs. The process then goes on to setting up common goals and to secure 
necessary resources regarding time, materials, education and recruitment. 

Further on the focus lay in the acting part of the process meaning practical work 
and monitoring progress (Fixsen et.al. 2005).) It is recommended to throughout 
an implementation process keep an integrated and ongoing supervision in regular 
activities with all workers involved (Hayes, 2002; Cadle & Yeates, 2004).  
The ongoing supervision could play a key role in the outcome of the segmentation 
process (Hayes, 2002; Lumsden, 2012). 

3.9.1 Bottom up Approach (Kotler Model) 

Kotler (2009) developed a segmentation model where the focus lay more in the 
process of developing and choosing the right segmentation variables rather than 
first defining the segments. Kotler offers a modern “bottom-up” approach 
towards the issue. “Bottom-up” refers to starting the segmentation process by first 
and foremost study the mass customer data to find similarities and then build up 
the segments based on the similarities (Kotler, 2001). The classic “break down” 
approach views the customers as identical unlike the “bottom-up” approach 
which first views them as different and then proceeds to identify possible 
similarities between them as illustrated in Figure 6. This is more suitable than a 
“break-down” approach for most organizations today since the markets today can 
be turbulent (Freytag & Clarke, 2001). 

 

 

Figure 6. "Bottom-up" approach towards customer segmentation. 
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The goal for every industrial market segmentation scheme is to identify the most 
significant differences among current and potential customers who will influence 
their purchase decisions or buying behaviour, while keeping the scheme as simple 
as possible (Webster, 2003). This will allow the industrial marketer to differentiate 
their prices, programs, or solutions for maximum competitive advantage (Moseley, 
2008). 
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4 Empirical Evidence 

This chapter presents the situation which the segmentation process is applied to. The situation is 
described to introduce the reader to the case company's situation. This has been done to help the 
reader to understand what empirical evidence the segmentation process is inspired by.  

4.1 Case Selection 

The choice of case companies fell on Toyota Material Handling International 
(TMHI) because they are a large international company, a world leader in its field 
that faces complexities with customer segmentation and reaching out to less 
prioritized customers in an optimal manner. To solve the problem, it is first 
necessary to divide current and potential customers into different segments in 
order to determine the size and value of a customer. Using the segmentation as a 
base, it enables offering of different types of trucks, prices and service levels to 
different customers. After the first contact with TMHI the authors decided that 
this is a proper case company for the purpose. Before the thesis work was 
initiated, both parties had to agree on the purpose and approach of the thesis. 

4.2 Case company 

The case study observed how TMHI works with customer segmentation in the 
regions of Asia Pacific, Africa, Middle East, India and subcontinent, Oceania and 
China. The study has been conducted downstream from manufacturing of the 
supply chain involving the distribution centres. The distributors were interviewed 
mainly to find out what segmentation variables would be suitable, and also how a 
segmentation process can be introduced and implemented in a smooth manner. 
The authors have also been in contact with Toyota Material Handling Europe 
(TMHE) regarding the subject. Below is a presentation of the case company 
followed by empirical evidence gathered during the case study. An illustration of 
the organizational structure is illustrated in Figure 7. 

To answer the research questions a case study has been carried out at TMHI and 
TMHE. TMHI is a leading distributor of material handling equipment and related 
services such as maintenance, spare parts, rentals, financing, and driver training. 

 

Figure 7. Organizational structure of TMHG. 
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The organization is a part of Toyota Material Handling Group (TMHG) and holds 
brand responsibility in Toyota industrial equipment, BT Midland, Raymond and 
CESAB. TMHG is a part of Toyota Industries Corporation's material handling 
division. Toyota Industries Corporation was founded back in 1926 by Sakichi 
Toyoda, Japan’s “master of invention”. Sakichi Toyoda founded the corporation 
to produce his innovative automatic loom. Toyota Motor Corporation became 
independent from Toyota Industries Corporation in 1937. Today Toyota 
Industries Corporation operates in industries such as automobile, textile 
machinery and electronics. 

4.3 Customer segmentation variables 

Toyota Material Handling Europe 

According to the regional manager in Subcontinent and Oceania it is not reliable 
enough to base the entire customer segmentation on one variable only. It is 
preferable to include more variables to achieve more detailed and accurate 
segments. It also occurred they should be chosen from different perspectives such 
as behaviour, geographical position, usage pattern etc. According to the Customer 
Orientation Manager at Toyota Material Handling Europe (TMHE) these 
perspectives could serve as customer segmentation dimensions which can be 
degraded into variables. In the case study we could identify five customer 
segmentation dimensions which are used in parts of the organization. The 
dimensions are based on Weinstein’s (2004) B2B market segmentation namely, 
Geographics, Firmographics, Product Usage, Benefits Desired and Purchase 
Behaviour as seen in Figure 8. Each of the five dimensions can answer a different 
question about your market and target audience. The Customer Orientation 
Manager at TMHE states that the organization can customize the variables to suit 
specific purposes of customer segmentation with the dimensions as a base. 

 

Figure 8. Core significance of each dimension (TMHE). 

Toyota Material Handling International 
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The case study showed that the parts of the organization which uses customer 
segmentation base their segments on one aspect which is number of sold units.  
In practice it means they divided their customers in three classes, A, B and C 
where the A customers are the big ones who purchase more than 30 units, B 
customers 5 to 30 units and C customers below 5 units per year. It appears in the 
case study that there is a slightly higher significance in the variables which describe 
the number of units sold and the number of equipment in operation of specific 
customers where the latter is not in use today. The majority of the interviewed 
staff at TMHI stated that these two variables are important to consider when 
performing customer segmentation. The importance lay in the fact that these 
variables illustrate the size and potential of a specific customer which is key for 
creating customer segments. Another criteria/dimension which was discussed 
during the interviews is High Value Products. This criteria/dimension refers to 
segmenting customers based on the value and/or significance of their products. 

4.4 Customer segmentation process 

The segmentation process which TMHI uses today is based on sales information 
regarding number of sold trucks. This information provides a presentation of size 
and priority of a customer. A higher number of sold trucks to a specific customer 
results in a higher perception of a customer’s importance. The most important 
customers are put in a segment called A-customers. Customers who purchase a 
small number of trucks and are considered to be less important are put in a 
segment called C-customers. The customer’s in-between these two segments are 
placed in a B-customers segments. 

It appears, customer segmentation needs to be perceived as a non-complex 
process to implement and that the need and major benefits have to be highlighted. 
This perception will make organizations participants more interested and open 
minded towards implementation work. The interviewed staff at TMHI state that a 
customer segmentation process needs to be motivational and easy to adapt.  
In practice it means that the benefits of performing customer segmentation 
should be obvious for everyone in the organization. This will generate a higher 
grade of motivation among the involved staff. It also appears that a segmentation 
process should be independent from what situation it is applied to. In other words 
it means it should be general which enables implementation in other parts of an 
organization without any major complications. 

According to the majority of the interviewed staff, if a process is to be considered 
as successful it needs to get measured. Being measurable is a base criterion for 
designing a well-performed customer segmentation process. The progress should 
be monitored and evaluated to enable status track and improvements. 
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5 Analysis 

This chapter presents an analysis of the empirical data and the theory set out in the theoretical 
framework. The analysis has contributed to answering the two research questions. To assist the 
reader, the analysis is organized by the two research questions. 

5.1 Variables affecting Customer Segmentation 

The literature study showed that there are various approaches towards performing 
customer segmentation. The variables impact and signification is highly reliable on 
the purpose of the segmentation. To create the segments it is important to know 
what the purpose of the segmentation is. Then, decide which variables suit the 
organizations line of business and how they could affect the outcome. This was 
implicated both from theoretical frameworks and empirical evidence. A clear 
similarity between the majorities of the collected data is the importance of using 
multiple variables when performing customer segmentation. It seems as the 
various theoretical approaches all have in common the belief that a customer 
segmentation based on one variable is too unreliable. 

The authors have chosen to base the proposed segmentation variables on a 
mixture of Kotler’s (2011) multiple-criteria approach and Weinstein’s (2004) B2B 
market segmentation as well as information gathered from the case study.  
When comparing Weinstein’s (2004) B2B segmentation criteria’s with Kotler’s 
(2011) criteria’s we can clearly see they are similar to each other in various means. 
For example, both authors argue that customer segmentation needs to be 
measurable, substantial and accessible. However, Kotler (2011) mediates a more 
detailed presentation of the criteria’s and their meaning. Another difference 
between the two approaches is that Weinstein (2004) mediates a deeper focus on 
customer- responsiveness and behaviour which could be preferable when e.g. 
defining segments, customizing products and developing service strategies. 

The segmentation dimensions which were found in the study can help an 
organization to identify and illustrate why certain variables should be chosen.  
The dimensions are a result of information received from empirical data and 
literature. The dimensions are as follows: Geographics, Firmographics, Product 
Usage, Benefits Desired, Psychographics, Purchase Behaviour and High Value 
Products. All of the dimensions are based on Weinstein’s (2004) B2B Market 
Segmentation except for the last one which has been developed by the authors. 
This dimension is based on the empirical data gathered during the case study. The 
two variables which were obtained during the empirical study are included in the 
dimensions. Equipment in operation can be found in the Firmographics 
dimension and purchasing volume can be found in the Purchase Behaviour 
dimension. In the majority of the conducted interviews the High Value Products 
dimension was mentioned as an important aspect to consider. However, there was 
no theories found on the specific subject and it is therefore entirely based on 
empirical data.  
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5.1.1 Segmentation Dimensions 

It appears from the theoretical findings that there is a wide range of variables to 
choose from when performing customer segmentation. In order to ease the 
process of choosing suitable variables it is suggested from both Weinstein (2004) 
and empirical findings at TMHE to categorize possible variables in various 
dimension to clearly illustrate what each variable should answer about your 
customers. Selecting the key variables within each dimension enables an accurate 
representation of an organizations market and target audience.  
The dimensions and variables can serve as a solid foundation for customer 
segmentation development and also as a launch point for other segmentation 
variable ideas according to Weinstein (2012). It is important to keep in mind that 
the selection of segmentation variables should be validated by the organizations 
observation of its market and target audience. They have to be important and 
relevant to your market and target audience. This fact has been enlighten not only 
by Weinstein (2004) but also by Shapiro & Bonoma (1984) and Kotler (2009) 
which shows that customer segmentation is very individual since the outcome is 
highly reliable on the purpose and Industry type. What is considered to be 
essential for one organization may not be important at all for another.  
Below follows a presentation of every dimensions as well as an analysis of how to 
use them and what variables they could include. 

Geographics 

The Geographic dimension contains some highly relevant variables which can be 
used in any line of business. Scoping the market geographically could enable 
product tailoring and offering of an appropriate level of customer service by 
identifying e.g. where the highest customer activity is located. There are various 
relevant variables usable for scoping the market e.g. Global, National, City and 
State. 

The market scope variable refers to the degree of globalization which your 
segment will form. For globally well expanded organizations with a large clientele 
it is an advantage and possibly an edge against their competitors to find out the 
market position of their customers to create an accurate and functioning 
segmentation. The purpose of the variables in this dimension is to identify the 
geographical position of the customers and how to scope the market. For example 
if you wish to scope the market on a national level it is important to identify what 
the needs are in the nations that have formed a segment. 
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Firmographics 

Firmographics is a dimension which answers the “who” question. Variables to be 
counted for in this dimension are those who will illustrate your customer profile in 
terms of e.g. Size, Financial Situation and Potential. As it appears from the case 
study, companies who provide material handling equipment and related services 
have the main part of their customer interaction with other businesses i.e. B2B 
companies. This dimension can therefore be developed and adapted through 
various types of variables in order to suit a specific purpose.  

Product Usage 

Product usage answers question related to how the customers uses their products 
with variables such as Utilization, Use and Importance. This brings a dimension to 
the segmentation that enables an understanding of the customers’ usage 
behaviour. This can give the organization a basis for adapting and developing the 
production for the targeted customer. The variables that are possible to choose 
from this dimension are reliable on information about the customer’s usage 
behaviour. Obtaining this information enables product development as well as a 
specific presentation of how important specific product or services are for the 
customer. 

Benefits Desired 

The foundation of a successful segmentation is to declare a distinct purpose.  
In the conducted case study the purpose was to identify profiles of different 
customer magnitude. To answer the intention of the segmentation it is highly 
important to decide what the expected outcome of the segmentation is. What the 
customer expects from you and/or your product and what you expect from the 
customer are essential questions to answer. This dimension can assist the purpose 
declaration through variable which declares what your customers consider to be 
important in order to purchase a specific product or service. 

Purchase Behaviour 

Another dimension that highly affects the outcome of customer segmentation is 
the purchase behaviour of the customer. This dimension will answer how the 
customers do business through variables such as power structure, purchase policy, 
risk attitude among others. Obtaining information regarding the customers’ 
purchase behaviour will give you an insight on how to approach and handle 
different customers. For example if the customer finds quality or price more 
important. Knowing the customer preferences enables customer specified 
solutions. The case company provides high quality material handling equipment. 
In a case where the customer would prefer price over quality it is suggested to 
look over solutions to enable distribution of low-cost products. An option could 
be to offer these customers selling and renting of used equipment that has been 
repaired. 
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Psychographics 

Psychographics is the study of a customer’s personality, values, opinions, attitudes, 
interests, and lifestyles. This is an important dimension in customer segmentation 
due to the fact that it answers if the market or the customers are worth the effort. 
The variables in the psychographic dimension will give an overview on whether 
potential customers are willing to try our products. If not, how can we adapt our 
products to their preference to achieve a suitable customer satisfaction? 

It is important to know if certain customers are worth dividing into different 
segment. This dimension enables an overview of potential customers and if they 
are willing to try different products and services. If they are not, this will give a 
basis for adapting to their needs. This idea applies to all organizations with a 
global strategy (Senise, 2007). 

High value products 

This dimension is entirely based on empirical findings. The authors still believe 
that this aspect could be worth segmenting because of the opportunity of 
identifying possible profitable customers. Handling high value products entails a 
higher demand regarding the quality and safety of the handling equipment due to 
the bigger amount of capital invested in the product. When handling products of a 
small value such as water bottles or toilette paper, there are not enough reasons to 
pay a higher price for material handling equipment. High value products such as 
mobile phones, noble metals etc. will cause a much bigger setback for the 
company that are handling it if an accident was to happen with the products. 
Therefore a focused strategy towards companies which are handling high value 
products could be a dimension worth segmenting on its own to offer these 
companies a suitable solution. This dimension can be applied in various 
organization because of the large spread of categories that may involve high value 
products. 
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5.2 General process of Customer Segmentation 

When comparing the theoretical framework and the case study on how a 
segmentation process could be designed the authors could see a clear resemblance 
between them. Both sources implicated that a customer segmentation process 
should be easy to implement and adapt. The definition of an easy process on the 
other hand varied slightly. According to the majority of the interviewed staff, an 
easy implementation process is one that can be generalized and used in various 
organizations. Practically speaking this means that no matter if it regards a large 
worldwide organization or a small local distributor, the process should be equally 
manageable for both to implement. The perception of this generalization is that it 
is hard to measure. The empirical findings all state the importance of 
generalization yet there was not much information given on how to measure it 
which could be the reason why no scientific information was found on the 
subject. 

The theoretical findings pushed more on the fact that for an implementation 
process to be considered as easy and adaptable, it should be well defined with a 
clear goal and basic core values which can be shaped and adapted to serve a 
specific purpose. Again, highlighting the purpose makes it seem as a customer 
segmentation process is hard to generalize as it is highly reliable on an 
organizations individual objective. As the case company today doesn’t have a 
standardised process to perform a customer segmentation the authors have 
compared and analysed how they would want such a process to be with what the 
theoretical findings tells us. Based on this the authors have suggested a process 
which simultaneously satisfies the needs stated above. The process is based on 
Lumsden’s (2012) implementation process as well as indications from the 
interviewed staff of the case company. The process contains indications from 
Kotler’s (2009) Bottom up-approach as well, especially in the Introduction phase 
where it is suggested to first have a different view towards the customers and then 
proceed to identify possible similarities between them. 

To suit the purpose of the thesis the authors have chosen to slightly modify it due 
to the findings in the empirical study which indicated that the process need to be 
simple and easy to use. The modification also includes a name change of the four 
phases to simplify the understanding of the content in each step. The authors have 
chosen to name the four phases: 1) Identify needs, 2) Introduction, 3) Use 4) 
Maintenance as illustrated in figure 9. 

 

 

Figure 9. The four steps for implementing a new segmentation process. 
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When analysing the process more it is obvious that it fulfils requirements from 
theoretical and empirical indications. For example, Kotler (2009) argues that a 
good starting point for implementation of a new segmentation is to first identify 
the need for change. The interviewed staff at the case company also highlighted 
the importance of emphasizing the need and major benefits of change where the 
change of course meant implementing customer segmentation. The importance of 
identifying the needs and clearly illustrating them and the benefits lay in the fact 
that it will ease the understanding and motivational part of all involved. This could 
increase the chances of a successful implementation of customer segmentation. 

The introduction phase includes planning and gaining an understanding of the 
process as that will highlight exactly why and how the segmentation will be carried 
out and thereby form the base for the rest of the work. The use phase starts with 
the introduction of the new customer segmentation and goes on to include the 
execution within all parts of the organization. Maintenance is a phase where the 
customer segmentation is monitored and developed. According to the majority of 
the interviewed staff, if a process is to be considered as successful it needs to get 
measured. Being measurable is a base criterion for designing a well-performed 
customer segmentation process. The progress should be monitored and evaluated 
to enable status track and improvements. According to the authors, a way to ease 
the execution of the measurements is to keep ongoing supervision with all 
workers involved throughout the implementation process which is also mentioned 
by Hayes (2004). 
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6 Findings 

The purpose was to design a customer segmentation process and illustrate which variables to 
consider. Based on the literature studies regarding the subject a general process was designed which 
simultaneously satisfies the purpose. This chapter presents a detailed description of the result. 

6.1 Variables affecting the outcome of customer 

segmentation 

The study showed that there are multiple variables to take in consideration when 
developing a customer segmentation. It also showed that the outcome is mainly 
influenced from the purpose of the segmentation. The authors have designed a 
suggested framework of variables for the case company. Working with Weinstein’s 
(2004) segmentation dimensions as well as received information from the case 
study provided us with an output of variables, those written in italic print are from 
the case study. The authors have picked out the variables that seem to be the most 
suitable for the case company’s line of business and who are linked directly or in-
directly to customer service. Proper levels of customer service matching customer 
needs can among other lead to increase of sales, market share, profit contribution 
and growth. The suggested variables within each dimension are illustrated below: 

Geographics: 

In this dimension the authors suggest a closer look at the market scope and trade 
area due to the impact those variables have on the delivery lead time. Delivery lead 
time is a customer service element which can be affected by the distance between 
the shipment point and delivery point. The market scope assists the understanding 
of the market dynamics as well as the strength of its vendors and external 
environment. The market could for example be divided on a global, national, 
regional, local or cultural level. The other variable is trade area. These variables are 
suited for a segment where an organization already has identified their market 
scope. Then you go on to identify if the segmented market is a primary, secondary 
or marginal trade area. To decrease the lead time it can be preferable to have a 
central warehouse in the primary trade area because of the amounts of shipments 
to that area. 

Table 3. Variables within the Geographics dimension. 
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Firmographics: 

In the Firmographics dimension the authors suggest a closer look at the “Size” 
variable as this variable has been expressed as a core variable both from 
theoretical and empirical data. The case company could interpret this variable as 
how many forklifts the customers use in their operation. This will give the 
company an insight in size and growth potential of a customer. Once the 
company performing the customer segmentation has gathered this information it 
enables them to set up a strategic approach regarding marketing, customer service, 
pricing etc. This variable also provides information on what kind of equipment 
the customers use and are in need of. 

Further, the authors have chosen to include financial, ownership, potential and 
storage as key variables in the Firmographics dimension. Financial is defined as 
the revenue impact of a specific customer which simultaneously provides a profit 
profile of the customer. The potential variable refers to the degree of buying 
probability of a customer. If a specific customer most likely won’t need your 
services there is no meaning of segmenting them among your current and more 
important customers. However, these organizations could have a growing 
potential which means that it is important to be there and offer your services to 
them at such a point. Another variable in this dimension is the one regarding 
storage. It is important to look closely at the customer’s inventory setup to enable 
offering of the best possible solutions regarding e.g. products and services. 

Knowledge about a customer or a prospects size, financial, potential and storage 
could be used to strengthen the relationship by offering the right products to the 
right buyer. A strong relationship is part of customer service where long-term and 
strong relationships are key in customer satisfaction. 

Table 4. Variables within the Firmographics dimension. 
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Product Usage: 

The product usage dimension includes variables such as utilization, use and 
importance. These variables are important in this case because they facilitate the 
offering of proper solutions for the customers. Utilization is a variable where the 
question of how frequently the equipment is used is answered. The use variable 
answers how and where the equipment is used. With the combined information 
from the utilization and use variables the information about the third variable 
which is importance becomes evident e.g. if the utilization variable is high and the 
use variable is multiple the product is a critical component in the importance 
variable. In terms of customer service and strong relationships it can be preferable 
to offer maintenance of the sold products in order to keep the product lifetime 
cycle as long as possible and help the customer achieve the desired levels of 
utilization. 

Table 5. Variables within the Product Usage dimension. 

 

Benefits desired: 

This is the core dimension to clarify before creating the segments as it answers 
what your customers are expecting from your organization. This enables an 
organization to see what actions can be taken in order to achieve or further 
develop an appropriate customer service level. The variables in this dimension are 
directly connected to the purpose of the segmentation. The benefits desired 
dimension presents the main advantages and priorities with the segmentation 
from both the sellers and customer’s point of view. Stating a clear purpose could 
be done with the help of a clear statement of buyer motives, major benefits and 
important aspects from the customer’s point of view.  Looking closely at what is 
most essential for the customers enables an organization to offer the best possible 
solutions. This applies to major benefits as well. Knowing what the major benefits 
are to the customer enables specific tailoring of products and services which is 
part of offering appropriate customer service. 

Table 6. Variables within the Benefits Desired dimension. 

  



Findings 

 

42 

Purchase Behaviour: 

The variables within this dimension provide an overview of customers purchasing 
intentions and attitudes. If the buyer-seller relationship is strong it usually means 
that buyer will return to the sellers services in the future. The purchase policy 
variable provides information on how the customers want to obtain their 
products, for example, whether they usually lease or purchase them. Further on 
the authors suggest a closer look at the purchase criteria of different customers in 
order to obtain necessary information regarding why the customers would 
purchase from a specific vendor i.e. what will make them buy. The purchasing 
volume variable could on its own give an indication of how large and important a 
specific customer is for your organization. Customers with high purchasing 
volumes require attention and a high level of service because of their impact on 
the organization’s revenue. 

Purchase behaviour can also be used to reach appropriate percent of fill, delivery 
accuracy, delivery lead time and relationship status by preparing the order before it 
is placed which is enabled by the knowledge regarding purchase behaviour. 

Table 7. Variables within the Purchase Behaviour dimension. 

 

 

Psychographics: 

In order to know how to approach and which solution to offer to a specific 
organization it’s of high relevance to know the corporate culture and the product 
adoption curve. These variables are essential in the psychographics dimension in 
order to achieve a proper customer service and a good relationship. Knowledge 
about the corporate culture enables tailored services and solutions which are 
essential in satisfying the customers and enables stronger buyer-seller relationship. 
 
The product adoption curve describes the adoption and/or acceptance of a new 
product or innovation, according to the psychological characteristics of defined 
adopter groups. In order to offer right products it can be preferable to know an 
organizations position on the product adoption curve. Innovators are 
organizations who accept a new product early and are most likely to buy the new 
arrived products on the market. Meanwhile laggards are organizations who require 
more time on accepting new products and they are more likely to buy previous 
models of the product or products they have used before. The information 
gathered from this dimension could be used to supplement the purchase 
behaviour dimension in order to reach an appropriate percent of fill, delivery 
accuracy, delivery lead time and relationship status. 
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Table 8. Variables within the Psychographics dimension. 

 

 

High Value Products: 

Customer which handles fragile high value products may require another type of 
material solution. These customers are willing to make higher investments to 
ensure a smooth and safe handling of their products. It could therefore be 
considerable to use another approach towards them regarding marketing and 
solution offering. The high investments and potential large profits that these 
customers generate make it worth giving them a segment of their own.  
For example medicine which in many cases is an urgent and often high value 
product that need extra safety attention. Segmenting a medicine handling 
company can give you a competitive edge in terms of e.g. product development 
and customer service level. The product value variable provides information on 
what kind of services or products to offer a specific customer. This variable 
together with the product significance can detect if a specific customer may 
require a higher customer service. Further, the profit variable is meant to answer 
how high the profit margin is of the products that will interact with the offered 
services. The authors also suggest submitting the safety issues regarding quantity 
losses for the customers as well as their product size to prevent accidents and 
enable product development. This dimension could be used as a supplement to 
the Firmographics dimension regarding strengthening the relationships with the 
customers and offering an appropriate customer service level. 

 

Table 9. Variables within the High Value Products dimension. 
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6.2 Design of a general customer segmentation process 

As it appears from both theoretical research and the case study, a customer 
segmentation process should be well defined and smooth to implement. The 
authors have designed a suggested framework for implementing customer 
segmentation. The recommended process can serve as a foundation for customer 
segmentation development and also as a starting point for other segmentation 
process ideas. 

6.2.1 How to Create the Segments 

When the dimensions and variables are identified and defined the question that 
follows now is how can we use this information? There are several approaches 
towards designing a customer segmentation process. The authors have analysed 
theory as well as information receives from the interviewed staff and will now 
present a recommended approach for the specific purpose. 

As mentioned previously, there are multiple variables to take in consideration 
when developing customer segmentation and the outcome is mainly influenced 
from the purpose of the segmentation. The authors have picked out the variables 
they consider to be the most important for this study. The suggested variable 
framework is mainly based on obtained information from experienced 
practitioners from the case company. 

To make it simple and easy to understand the authors have chosen to base the 
segments on three core variables. The segments are categorized into A+, A, B and 
C customers. The segments are summarized in table 10. The A+ segment contains 
the customers who are already identified as the most important due to their high 
impact on the revenue. This segment can be compared to the customer group that 
Sandström (2003) explain as the ones who are most likely to buy and therefore 
most likely constitute a profitable customer group. This group clearly dominates 
the revenue impact and can therefore be segmented based on this criteria only.  
Based on this specific case, the authors suggest focusing on the following variables 
when creating customer segmentation: Equipment in operation, Potential and 
Purchasing volume, all of which are described in chapter 6.1. The variables can be 
replaced and adapted to suit other purposes as well.  
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Table 10. Segmentation variable framework.  
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Once the segments are created it is time to decide upon action. As mentioned 
earlier in the report, customer segmentation and customer service are closely 
connected to each other. To offer an appropriate customer service level which will 
suit the different customer segments the authors suggest an example on how an 
organization could use service strategies based on Mattsson (2004) and Jonsson & 
Mattsson (2005) customer service variables. The suggested parameters below are 
not organized in any specific manner.   

The delivery dependability should be as high as possible for all the customer 
segments, especially for the A+ segment which contains customer that your 
organization is highly dependable on. Due to the usually available purchasing 
history of the customers in the A+ and the A segments it is easier to keep a high 
percent of fill to match these customers’ needs because of the knowledge of their 
probable future orders. This information allows companies to stock up on the 
products which these customers probably will purchase. In order to keep a high 
percent of fill for the customers who are in segment B and C it is appropriate to 
offer them the a slimmed down top selling range of products which usually are 
available in stock. By doing so, it enables decreasing the delivery lead time due to the 
fact that information about which customers will purchase what product will be 
more clear and accurate. 
 
The decrease of the delivery lead time could increase the delivery accuracy towards the 
customers because a decrease of the delivery lead time provides more time for 
planning and organizing production and deliveries. The decrease in delivery lead time 
could e.g. be a direct effect of having products in stock. This will exclude the 
production lead time and leave more time for planning.  By using e.g. equipment 
in operation as a customer segmentation variable provides information on what 
kind of, and how much equipment the customers need. That information 
combined with purchase history could enable the company to stock up these 
products and thereby achieve a higher level of customer service due to lower 
delivery time.  
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6.2.2 The Entire Process 

The designed flowchart is a detailed illustration of the customer segmentation 
process. It contains all steps identified in this study from need identification to 
further development and improvement work. The segmentation work starts just 
before the introduction phase where you search for similarities between your 
customers in order to obtain a presentation of possible customer groups.  
As illustrated in figure 10 the designed segmentation process contains four main 
steps, namely, Identify needs, Introduction, Use and Maintenance. The main steps 
have been broken down into several sub processes to give a detailed layout of the 
entire work process of customer segmentation. 

As seen in figure 10 there is a mixture of Kotler’s (2009) Bottom-Up-Approach 
and Weinstein’s (2004) B2B Market Segmentation with two steps of segmentation 
in “Find Similarities” (1.3) and “Create Segments” (2.4). The authors suggest 
creating “rough” segments in the Identify Needs (1) phase based on similarities 
between the customers as suggested by Kotler (2009). Further, in the Introduction 
Phase (2), Weinstein’s (2004) B2B Market Segmentation approach is 
recommended for refining the rough segments and make it suit the specific 
purpose. In practice this means two segmentations will take place in the process. 
This is necessary for identifying accurate segments. For example, the first 
segmentation referred to as “rough segmentation” is meant to approximately 
divide the customer base in to similar groups. The similarity could be e.g. Industry 
type, B2B, B2C, current- or potential customers. This provides a raw overview of 
what type of customers an organization deals with. This information will be key 
for identifying the customers’ needs as well as setting up common goals for the 
segmentation. When this step has been conducted it will be easier to create the 
customer segments on a detailed level which can be done with the help from 
Weinstein’s B2B Market Segmentation dimensions. Below follows a presentation 
of the four steps as well as a suggested approach towards each step. 

1. Identifying the needs 

Change management should start with lifting the needs of change according to the 
interviewed staff and the theoretical framework. A good starting point for 
implementation of a new segmentation is according to Kotler (2009) to first 
identify the need for change that exist and try to choose the best way to satisfy 
these needs. In many cases the process of change starts with a decision that a 
particular method will be implemented. Often it is a method that is currently in 
vogue, regardless of the evidence or which research support that is available for 
the method's effectiveness. The method is then placed in the centre, not the 
needs. A preferred approach is to first identify the needs. For example, rather than 
to say that we are going to use a certain type of segmentation you should first 
examine your needs and then find a suitable method that will satisfy the needs. 
This is implied mainly by theory although the fact has been stated in interviews.  
To identify and clearly express the needs increases the chances of a successful 
implementation. 
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When the needs are vague or unspoken the conditions deteriorate. Why change 
something that is believed to work fine? Usually it requires some form of objective 
data that can "prove" the needs. The goal of an implementation must be so clear 
that it cannot be misunderstood. In addition, the target has to be measurable in a 
follow-up. 

2. Introducing the Segmentation 

Once the needs have been identified and a decision has been taken to introduce 
new customer segmentation, the next step is to secure necessary resources 
regarding time, materials, education and recruitment. For the process to be clear 
for everybody in the organization it is of high importance to establish an 
agreement on a common goal. It is also important to establish the need for change 
not only to the ones directly affected, but to the entire organization according to 
Lumsden (2012). If colleagues in other work units than those directly affected are 
adverse to change, it can affect the latters’ motivation. It is therefore an advantage 
that people throughout the organization understands the need for change and as 
far as possible to be involved in the selection of methods. 

3. Using the new Customer Segmentation method 

Each method contains elements that constitute the essence of the method, known 
as core components. In our case the core components would be the chosen 
customer segmentation variables. To receive the best possible outcome from the 
segmentation it is of high importance that variables have been chosen and used 
properly since they represent the base of the process. After the segments have 
been developed they are described and profiled in detail by information collected 
throughout the work process. These profiles help the marketing manager to better 
understand what each segment values and what product/service benefits its 
seeking. This could be in terms of for example whether the customer exhibit 
different behaviour in the category, and who the customers are demographically. 

According to Hayes, (2002) it is recommended to throughout the process keep an 
integrated and ongoing supervision of the new method, in regular activities with 
all workers involved. This may require big investments for all organizations, 
especially for large worldwide organizations that need to supervise co-workers and 
distributors all over the world. The ongoing supervision could play a key role in 
the outcome of the segmentation process and should therefore not be excluded. 

4. Maintaining the segmentation 

When more than half of the organizations professionals are using the new 
customer segmentation in the manner that is intended, you can say that the 
method has been implemented (Cadle & Yeates 2004). The challenge is to 
maintain and develop the working process. This can be done through various 
types of standardized improvement work e.g. evaluations, follow-up meetings, 
follow-up data and project work to enlighten any potential progress or setbacks. 
This step of the process is suggested by the theoretical findings i.e. Lumsden’s 
(2012) Implementation Process and also by empirical findings in the majority of 
the interviews. 
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Figure 10. A flowchart of the designed customer segmentation process. 
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7 Discussion and Conclusions 

This chapter will initially present the results. This is followed by the practical and theoretical 
implications. Furthermore, the approach in terms of strategy and methodology will be discussed. 
Finally, conclusions and suggestions for further research will be presented. 

7.1 Discussion of method 

The pre-study conducted prior the literature study was good in the sense that the 
time to carry out the literature review (chapter 3) and the case study was 
shortened. By first defining and delimiting the problem the authors could 
minimize the search area of the literature study. The pre-study also contributed to 
a better understanding of the problem area which simultaneously facilitates the 
answering of the research questions. 

The methods used to fulfil the purpose of the thesis were a case study combined 
with literature studies. The authors have used observations, interviews, document 
studies and literature reviews as methods of data collection. The authors believe 
that the methods were relevant and satisfying for gathering the necessary data 
required to achieve the purpose. Using a variety of data collection methods has 
enabled strengthening of specific findings by confirming the findings gathered 
from one method with similar findings from other methods. Conducting both a 
case study and literature study implies that a broad picture of the problem area is 
obtained. However, the authors believe that there could be a slight weakness in 
the combination of these in the sense that input from one method can affect the 
input from the other method, e.g. information from the literature studies can 
affect the findings in the case study vice versa. However, As far as the authors are 
concerned this has not affected the result too much due to the objective approach 
towards the problem throughout the entire study. 

In order to obtain a wider range of empirical data, the authors would prefer to 
conduct multiple case studies; however, it would have been impractical due to the 
time restriction of the thesis. This affects the generalization in a negative way 
because of the non-conducted study of other companies. To enable deeper input 
from this specific case the authors chose to conduct one case study. Using a case 
study enabled a real-life observation of the theory collected from literature studies 
and facilitated answering the research questions. 

The interviews conducted in the case study have been of a semi-structured 
character where the purpose was to supplement the data obtained from other data 
collection methods. The authors believe that this type of interviews has worked 
very well. Prepared questions were used while the discussion was open, which 
entailed that the authors obtained information that they haven’t thought of prior 
the interviews. 
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The literature used in the study is partly based on scientific articles which were 
found by using relevant keywords in the databases that the university library 
provides. In addition to the scientific articles, literature from various courses and 
books on the subject has been used to answer the research questions. Each area of 
study has at least two different sources compared against one another. The 
authors believe that this has increased the credibility of the obtained information. 
To search, read and summarize literature during the study was time-consuming 
which may have hampered a total coverage of the studied area. The authors had 
wanted to carry out even more literature studies to identify all causes and solution 
alternatives, but this was practically not doable in relation to the scale of the work.  

The authors consider the validity and reliability to be high due to the fact that 
multiple methods and sources have been used and set against each other. In 
addition, the methodology and work process is considered to be described well, 
which means that a third party could conduct the same study and receive a similar 
result. 

7.2 Discussion of findings 

The purpose of the thesis was to design a general customer segmentation process. 
Based on the variables conducted through theories and case study a process was 
designed which simultaneously satisfies the requirements of generalization.  
Result discussion will follow based on the two research questions that were 
conducted to fulfil the purpose. 

7.2.1 Customer Segmentation Variables 

The objective of the first research question was to identify variables that affect the 
outcome of customer segmentation. To fulfil that objective the authors had to 
identify and analyse the variables that were suggested by other authors with those 
suggested by the case company. The dimensions and variables in this thesis are 
developed for the specific purpose and are not absolutely exhaustive. There are 
possibilities for removing and adding variables that will also make sense for other 
organizations. The authors received more variables than what was expected from 
the beginning. There were customer segmentation variables to consider from both 
theory and the case company which made it challenging to find the variables 
which are most relevant for the purpose of this study. To fulfil the purpose,  
most of the suggested variables where gathered and sorted by which dimension 
they belong to. This enabled an easier understanding as well as a clear layout and 
categorization of the different variables. Later on they were analysed and 
discussed in order to identify the most suitable customer segmentation variables 
for this study. The result of the first research question was answered by 
considering only B2B customer segmentation variables. We believe that the 
outcome of research question one is generalized in that matter that they can be 
used by organizations in similar industries where the variables can be interpreted 
in different ways by different organizations. 
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7.2.2 Customer Segmentation Process 

To answer the second research question the authors had to create a flowchart 
containing all the steps or sub processes which are thought to be important to 
take in consideration when performing customer segmentation. Every sub process 
is based on theory from the theoretical framework and suggestions from the case 
company on how they would like a segmentation process to be.  
The outcome of the result was affected by the restriction to keep it simple and 
generalizable which was given by the case company. The designed process can be 
used by most organizations because it is essentially a general implementation 
process. 

7.3 Implications 

The designed process provides support in common decision making situations 
regarding customer segmentation. By using the suggested framework as a starting 
point allows organizations decision makers to put greater focus on identifying 
their customers with the various variables rather than to first have to search for 
the variables, which is a time consuming activity. As the process and variables can 
be used as a framework and starting point for other segmentation processes as 
well and can therefore be considered as a general segmentation approach. 

The process is designed to be easy to use, because of that reason it is suitable for 
repetitive tasks. Another advantage of the process is that it can be further 
developed and adapted based on the specific purpose. What is unique with the 
designed process in this thesis is that it contains a mixture of two well proven 
customer segmentation theories namely, Kotler’s (2011) Multiple-criteria 
segmentation and Weinstein’s (2004) B2B Market Segmentation. 

The suggested variables are mainly developed for B2B organizations. Further 
development can be done in order to increase the degree of generalization of the 
designed variables and make it suit a wider range of organization types. 
Implications for further research would be to try to apply the segmentation 
variables on the customer base in one specific area in order to find out if the 
segments will provide a logical outcome. A logical outcome would be 
approximately appreciated three different segments (small-medium-low) where the 
first should contain 50% of the customer base, second 30 % and the third 20 %. 

7.4 Conclusions 

This thesis enables the reader to see and understand the importance of customer 
segmentation as it can affect and facilitate the work of several stages in the value 
chain. It is important to use of the correct variables for the chosen purpose of 
your customer segmentation. This due to the many variables to take in 
consideration when performing customer segmentation. Therefore it is important 
to find out what the purpose of your customer segmentation is and from there on 
work with and adapt the suggested framework from this study. 
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After finalizing the study the authors can conclude that customer segmentation is 
beneficial for many purposes e.g. Prioritize new product development efforts, 
develop customized marketing programs, choose specific product features, 
establish appropriate service options, design an optimal distribution strategy and 
determine appropriate product pricing. 

The purpose of the thesis is considered to be fulfilled due to the fact that both 
research questions have been answered. 

7.5 Further research 

The case study is conducted on one company; however, it is desirable to do the 
same study on multiple similar companies to examine how generalizable the 
results are. Therefore it is of interest to carry out the same empirical study 
concerning customer segmentation to other organizations which are similar to the 
case company. It’s also desirable to carry out a customer segmentation study on 
similar companies to research if the study can be carried out in another way then 
the way the authors did it. 

It would be especially interesting to do further research on the issue of finding a 
standardized process which will suit similar organizations in general which would 
be an excellent complement to this study. A developed and well-defined 
framework when performing customer segmentation would be of high interest 
because of the absence of this. 

The authors believe that the cost vs. effect relation is an interesting field of study 
in order to find a conclusion regarding causes that affects these two variables. This 
could later generate in a more accurate chart and illustration of which customers 
that are the “low hanging fruits” illustrated as the C-customers in Figure 11. 
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Figure 11. Cost VS Effect
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