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Market Segmentation Research: Gritical Review and Perspectives

LUO Ji ning
( Department of business, Shandong University at Weihai, Weihai 264209, P.R. China)

Abstract: The paper gives a critical review to the market segmentation research from such four aspects as research
perspective, segmentation criteria, segmentation method and consumer assumption of segmentation model. There
exists a series of problem in these researches, such as lack of systematic segmentation theory and methodology corn-
struction, lack of dynamic and integrated segmentation theory and operating tools, and etc. The dilemmas in mar
ket segmentation research result from the theoretical and methodological defects in the current consumer behavior
research. . As the solution to the present dilemmas and the future research direction, the author proposes to con-
struct a new consumer behavior theory and a corresponding market segmentation theory with holistic system
methodology, i. e. a dynamic segmentation model and a set of integrated segmentation tools.
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