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1. Segmentation: identify and distinguish different 
50+ market segments

2. Targeting: divide the 50+ market into target 
segments on the basis of requirements and 
variables for segmentation

3. Positioning: the concept 
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• 1. Who which customer segmentsis the company
currently targeting or should it be? 

• 2. What what value propositiondoes the company
currently offer or should it be offering?

• 3. How what is the business modelthat underwrites

the customer value proposition?
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“I don’t know the key to success, but
the key to failure is trying to please
everybody”

Bill Cosby
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•Market segmentationinvolves dividing large, 
heterogeneous markets into smaller segments of 
customers who share a similar set of needs and wants. 

•Segmentation Variablesare used to be able to split 
the market into actionable segments. 

•The 4 major ones are: 

1. Geographic Segmentation

2. Demographic Segmentation

3. Psychographic Segmentation

4. Behavioral Segmentation
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• Dividing buyers into different groups 
based on:

– Social Class

– Personality Characteristics 

– Lifestyle, check out 
www.jdvhotels.com:

– “…our hotel concepts are inspired by guests' lifestyles
rather than their demographic profile or reason for 
traveling. 

– The words customers use to describe their favorite hotel 
are the same words they use to describe themselves.”
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On which basis does the 

mature consumer

1. Buy Shampoo? 

2. Buy Butter? 

3. Book a hotel room? 

4. Book a holiday?

(i.e. what benefits are they looking for ?)
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Measurable

Accessible

Substantial

Differentiable

Actionable
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Kottler & Keller: Marketing Management 13rd edition



13

• People with the age of 55 years and older based on 

several variables that affect behavior and 

attitudes in life

• Psychological, social, physiological and experiences 
related to aging

Moschis:

Gerontographic segmentation
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Moschis:

the Healthy Hermits 

• Relatively good health
• Socially withdrawn
• Concerned with day-to-day tasks
• Likely to deny “old” age status 
• Most likely experienced life events that affected self-

esteem (e.g. spouse’s death, and pushed them 
into psychological and social withdrawal) 

• Well educated 
• Highest income among all gerontographic groups
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• Health conscious, even though having a relatively poor 
health 

• Determined to remain socially active 
• Health problems and such other events as retirement or a 

spouse’s death do not diminish self-esteem or 
preoccupation with financial independence, 
security, and well-being

• Interested in learning new things
• An active consumer 

Moschis:

the Ailing Outgoers
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Moschis:

the Frail Reclusive’s

• Chronic ailments, and stay isolated

• Spend most of time at home 

• Concerned with personal and physical security 
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• Experienced the fewest potentially debilitating life events 
(e.g. retirement, widowhood, and chronic physical 
ailments) 

• Behave like an under-55 consumer

• Relatively wealthy

• Focused on making the most of life

Moschis:

the Healthy Indulgers



18

Dè 50-plusser bestaat niet :

Segmentatie en Targeting

•AgeWise segmentatie model



19

Choose 

or

Loose !!
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Dè 50-plusser bestaat niet :

Targeting strategies



21



22

De NS 50+ Expeditie:
Quick wins in marketingbenadering 50-plussers

Propositie:
Nadruk op vervoer en niet 

beleving
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• Positioning: the act of designing the 
company’s offering and image to occupy a 
distinctive place in the minds of the target 
market*

• How do marketers determine where their 
products actually stand in the minds of 
consumers?
– Perceptual mapping

* Kottler & Keller: Marketing Management 13rd edition
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Again Choose !

� Be Better or Be Different

� Differentiate or Die*

* Jack Trout
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