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EFFECT OF SEGMENTATION STARAGIES ON HEALTH 
CARE DELIVERY IN OYO STATE PRIVATE HOSPITALS

Governments and other stakeholders across the globe are pursuing health 
care reforms with a new sense of urgency, and Marketing Strategies are 
now being advocated as a means of efficient allocation of resources for      
efficient Health care.  The study examined the effect of each segmentation 
strategy on health care delivery in selected private hospitals in Oyo State.  
Structured questionnaires were administered to Doctors, Senior Nurses, 
and Medical Directors of thirty (30) selected hospitals in Oyo State, ten(10) 
hospitals each from the three(3) Senatorial District  that were selected 
on convenience basis. The study employed Ordinary Least Square(OLS)      
analyze the data collected. Based on the analysis, the findings show that 
Psychographic Segmentation Strategy was found to have the greatest         
influence on the health Care services. The study recommended that more 
attention should be paid to Psychographic Segmentation due to its signif-
icant positive impact on health care service for the purpose of meeting     
specific needs of patients in a better way than competitors.
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INTRODUCTION
The healthcare industry has been one 
of the most important service delivery 
industries for any society due to the 
nature of services it provides. The 
health care sector across the world has 
been witnessing increased pressure to 
deliver quality health services. Evidence 
however abound that countries around 
the world having realized the need 
to organize health care system in a 
way that maximizes value, have been 
calling for qualitative health care and 

therefore leading to various health care 
reforms. One of the recent calls made 
to the Nigeria Minister of Health as a 
fall out of World Health Organization’s 
ranking which ranks Nigeria 187th 
out of 191 countries in its ranking of 
world health system (Ojoma, 2015).  
The health care marketers now have 
the understanding that patients differ 
in terms of demographics, attitudes, 
needs, location and social affiliations, 
and this has informed the decisions to 
also embrace segmentation strategies 
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as one of the marketing tool to achieve 
efficient allocation of resources 
and quality services in the health 
care. Segmentation and targeting of 
customers allows the marketer to 
deliver a product within the target 
audience needs and wants (Pickton 
and Broderick, 2005). The idea of 
this concept lies in the necessity to 
establish the needs and values of 
the target customers within each 
segment, in other for companies to 
promote their products, brands or 
services appropriately. Therefore 
the health care sector has also in 
recent time recognized the need to 
embrace segmentation strategies as 
a good marketing strategy to achieve 
competitive advantage. Based on the 
research problems identified, the study 
seeks to address the question, what 
is the effect of each of the following 
segmentation strategies’: Geographic, 
Demographic, Psychographic and 
Product Related, on health care 
delivery in Nigeria private hospital? 
The study therefore examined the 
concepts of market segmentation 
strategies, its rationale and its effect on 
private hospitals efficiency. 

LITERATURE REVIEW
Health Marketing
 MCDaniel, Lamb and Hair (2011) 
explained that market has two facets. 
First, it is a philosophy, an attitude, 
a perspective or a management 
orientation. Second, marketing is 
the activities used to implement 
the philosophy. Marketing entails 
the process that focus on delivering 
values and benefits to customers, 
not just selling goods and services. It 
involves building long term mutually 

rewarding relationship when these 
benefits all parties concerned. Kotler 
and Armstrong (2014) pointed out 
that today, marketing is all about 
creating customer value and building 
profitable customer relationship. 
They submitted that it starts with 
understanding customer needs and 
wants, determining which target 
market the company can serve best, 
and developing a compelling value 
proposition by which the organization 
can attract and grow valued consumers. 
Bernhardt (2006) defined marketing 
according to American Marketing 
Association as creating communicating 
and delivering value to customer and 
for managing customer relationships 
in a way that benefit the organization 
and its stakeholders.

 Goyat (2011) explains that 
marketing has become vital ingredient 
for every business success, as the world 
is being recognized as global village, 
and it is almost becoming difficult 
to every competitor to survive in 
market for a prolonged period because 
competition is becoming intense. Right 
marketing Strategy is however viewed 
as something that helps companies 
to achieve marketing objectives. 
Marketing objectives help to achieve 
corporate objectives and corporate 
objectives aim to achieve a competitive 
advantage over rival organizations. In 
the light of the above Segmentation 
was being advocated  in the health 
care services for better strategies as 
per specific needs, because there are 
indications that consumers’ choices 
of sources of health care are becoming 
increasingly important to health care 
management. This is due to the fact 
that consumers are beginning to shop 
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around for care. If services are to be 
responsive to consumers’ preferences 
and expectations, the benefits that 
consumers seek have to be identified, 
and that is what segmentation 
strategies stand for.

Concept of Segmentation Strategies
 McCarthy (1999) opined that, it is 
usually safer to satisfy a segment, that 
is, to salisfy some customers very well 
instead of many just fairly well. 

 It has been discovered in the recent 
years that competition has grown 
and demand is stimulated by an 
appeal to specific segments, and total 
production and marketing costs can 
only be reduced by segmentation. A 
market segmentation approach aims 
at a narrow specific consumer group 
through one specialized plan that caters 
for the needs of that segment. With 
market segmentation, a firm does not 
have to mass produce, mass distribute, 
or mass advertise. Evans and Berman 
(1985) stated that a potential market 
consists of a group of people with 
similar needs for a particular good or 
service, sufficient resources to make 
a purchase, and the willingness and 
ability to buy. According to Business 
Dictionary, market segmentation is 
defined as the process of dividing 
and subdividing a large homogeneous 
market into clearly identifiable 
segments having similar needs, wants 
or characteristics. Its objective is to 
design a marketing mix that precisely 
matches the expectation of customers 
in the targeted segments. Since very 
few companies are big enough to 
supply the needs of an entire market, 
they therefore breakdown the total 
demand into segments and choose 
those that company is best equipped 

to handle. Griffiths (2010), the concept 
of market segment was formalized by 
Wendell Smith, as he argued that in 
place of mass market, good would find 
their markets of maximum potentials 
as a result of recognition of differences 
in requirement of market segment. 
“Market segmentation is to divide a 
market into smaller groups of buyers 
with distinct needs, characteristics, 
or behaviours who might require 
separate products or marketing mixes” 
Charles, 2003 (as cited in Goyat (2011). 
Segmentation allows marketers to 
identify distinct groups of customers 
whose behaviours significantly differ 
from others. This allows firms to 
adjust their marketing mix, to cater for 
particular needs of different market 
segments. People and organization 
engage in vast number of marketing 
activities, but still, one constraint 
before all companies is that they cannot 
connect to all customers in large, broad 
or diverse market. Every company now 
has to focus on customers within their 
capacity and with customer’s intimacy.  
Segmentation strategies therefore calls 
for the market to be divided into groups 
of consumers or segments with distinct 
needs and wants. Tynan and Dayton 
(1987) stress upon the importance of 
market segmentation techniques in 
the overall marketing strategy. It was 
emphasized that segmentation helps 
marketers to improve precision of the 
prediction of consumer responses to 
marketing stimuli. The purpose of 
segmentation is the concentration 
of marketing energy and force on 
subdividing to gain a competitive 
advantage within the segment. It is 
likened to the military principle of 
concentration of force to overwhelm 
energy.
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 Gretzner (2007) as cited in Jaman 
(2012) “If you don’t understand the 
details about customer segmentation, 
you’re most likely letting customers 
and sales slip through your fingers,”. 
Nowadays, in customer oriented era, 
companies attempt to break down 
markets into manageable parts of 
the consumer groups and treat them 
according to the similar characteristics 
that are called market segmentation. 
Segment characteristics should 
generally be able to answer such 
questions as: Who are they? What do 
they look like? What do they need? 
How do they act? What do they buy? 
When do they need it? Why do they 
want it? 

DIMENSIONS OF SEGMENTATION 
STRATEGIES 
i. Geographic Segmentation
 According to Kotler and Armstrong 
(2012), McDaniel, Lamb and Hair 
(2011), geographical segmentation 
refers to segmenting markets by 
region of a country or the world, 
market size, market density, or 
climate. Climate is commonly used 
for geographic segmentation because 
of its dramatic impacts on residents’ 
needs and purchasing behaviours. 
Geographic segmentation means 
to define customers according to 
their location, for instance, the six 
geopolitical regions of the countries 
will need things differently because of 
their peculiarities.  Since geographic 
segmentation calls for dividing the 
market into different geographical 
units a company may decide to operate 
in one or a few geographical areas, or 
to operate in all area but pay attention 
to geographical differences in needs 

and wants. Kotler (2006) explained 
that many companies today are 
localizing their products, advertising, 
promotion, and sales effort to fit the 
need of individual regions, cities, and 
even neighborhoods 

ii. Demographic Segmentation 
 Kotler and Armstrong (2006) 
identified Demographic segmentation 
as dividing the market into groups 
based on variables such as age, gender, 
family size, family life cycle, income, 
occupation, education, religion, 
race, generation and nationality. 
Demographic factors are the most 
popular bases for segmenting customer 
groups. One reason is that consumer 
needs, wants and usage rates often vary 
closely with demographic variables. 
Another is that demographic variables 
are easier to measure than most other 
types of variables. Even when market 
segments are first defined using other 
bases, order to assess the size of the 
target market and to reach it efficiently.

 Keegan and Green (2008) stated 
that demographic Segmentation is 
based on measurable characteristics 
of populations such as income, 
population, age distribution, gender, 
education, and occupation. A number 
of global demographic trends-fewer 
married couples, smaller family size, 
changing roles of women, higher 
incomes and living standards, for 
example have contributed to the 
emergence of global market segments. 
Kurtz & Boone (2006) explained 
that the most common method of 
market segmentation is demographic 
segmentation which defines consumer 
groups according to demographic 
variables such as gender, age, income, 
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occupation, education, household size, 
and stage in the family life cycle. This 
approach is also called socio-economic 
segmentation. Marketers review vast 
quantities of available data to complete 
a plan for demographic segmentation.

 McDaniel, Lamb and Hair( 2011)
Marketers often segments markets on 
the basis of demographic information 
because it is widely available and 
often related to consumers’ buying and 
consuming behaviour. Some common 
bases of demographic segmentation 
are age, gender, income, ethnic 
background, and family life cycle. 
According to Kotler and Armstrong 
(2012), Demographic factors are the 
most popular bases for segmenting 
customer groups. One reason is that 
consumer needs, wants, and usage 
rates often closely with demographic 
variables. Another is that demographic 
variables are easier to measure than 
most other types of variables.

iii. Psychographic Segmentation
 Kotler and Armstrong (2012) 
defined psychographic segmentation 
as dividing buyers into different 
segment based on social class, lifestyle, 
or personality characteristics. People 
in the same demographic group can 
have very different psychographic 
characteristics.

 Psychographic segmentation 
divides a population into groups 
that have similar psychological 
characteristics, value, and lifestyles. 
It is not based on the product’s best 
qualities and the same issues but 
it is oriented towards customer’s 
emotional state, paying more attention 
on the benefits, which can be given 
to the customer. Psychographic and 

lifestyle segmentation can therefore 
be described as how individuals 
spend time and money based on the 
personality, attitudes, education, 
cultural and social background. The 
most common method for developing 
psychographic profile of a population 
is to conduct a large scale survey that 
asks consumer to agree or disagree 
with a collection of several hundred 
of Activities, Interests and opinion 
statements.

 Kurtz & Boone (2006) made 
reference to Roper Starch Worldwide 
who developed a psychographic 
segmentation system called Value and 
lifestyle(VALS) which categorized 
consumers by their opinion regarding 
social issues. Roper Starch Worldwide, 
a marketing research firm surveyed 
7,000 people in 35 countries. From 
the resulting data, they identified six 
psychographic consumer segments 
that exist in all 35 nations, although 
in varying degrees: Strivers, Devouts, 
Altruists, Intimates, Fun seekers 
and Creative These profiles produce 
much richer descriptions of potential 
target markets than other techniques 
can achieve, identifying which 
psychographic segments are most 
prevalent in certain marketer plan and 
promote more effectively. Coughlin, 
Wordham and Jonash (2015) identified 
six consumer segments and identified 
two domains as: passive and active. 
While the six unique consumer 
health care segments navigate the 
health care system in very different 
ways. Around half of consumers 
fall into the “passive” category.  The 
“content and compliant” tend to 
behave like “patients,” not particularly 
inclined to challenge a professional’s 
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recommendation and query clinicians. 
The “casual and cautious” are simply 
not engaged because they don’t see 
the need. The other four segments 
show characteristics of activism. “Out 
and about” actively seek and use 
alternatives, look online for information 
and seek guidance from experts, but 
tend to make decisions independently; 
“online and onboard” use online 
tools and mobile applications to assess 
providers and compare treatment 
options and provider competence; the 
“sick and savvy” seek to partner with 
their medical professionals and “shop 
and save” is the value purchaser who 
compares shops, switches frequently, 
and is open to alternatives such as 
retail clinics. Porter (2006) therefore 
advocated value-based competition for 
the health sector.

iv  Product- Related Segmentation
 Product–related segmentation 
entails dividing a consumer population 
into homogenous groups based on 
characteristics of their relationship 
to the product. This segmentation 
approach entails:

1. Segmenting based on the benefit 
that people seek when they buy 
a product 

2. Segmenting based on usage rate 
for a product 

3. Segmenting according to 
consumer’s brand loyalty 
towards a product

Paradigm Shift in Health Care Market
 Global health care is moving 
toward value, not volume, as a central 
organizing principle. That impacts 
how patients are cared for, how 
physicians and hospitals are paid, and 

how life sciences companies approach 
the market. It is obvious that health 
consumers are now aware and people 
want value for their money incurred 
of essence to the health care industry 
is how to step up to a consumer-
centric system. An active and engaged 
consumer is implicit at the core of the 
health industry of the value-oriented 
market-like system. 

 Quite a reasonable number of 
dramatic changes in the medical, 
economic and technological 
environment are unfolding and 
converging to transform the traditional 
healthcare sector and to create new 
and/or recreate incumbent. Recent 
among such changes include a focus 
on chronic diseases, an increase 
in competitive pressures, shift in 
providers’ roles, the emergence of 
new service delivery models (e.g. RE-
AIM model, digital healthcare, etc), 
rapid innovations in medical and 
information technology,  (e.g. Patient 
Relationship Management, on-line 
healthcare, (Ogunbekun, Ogunbekun, 
& Orobaton, 1999)

 Coughlin, Wordham and Jonash 
(2015) admitted that the tension in the 
shift to a customer-service orientation 
is the divergence between changing 
consumer expectations and a health 
care industry unused to dealing with 
consumerism. A deep understanding of 
the consumer’s attitudes and behaviors 
is vital in an environment that places 
patients at the center. 

 This shift is the foundational to a 
consumer-cantered approach which is 
a profound understanding of consumer 
segments and how preferences 
shape attitudes and behaviours. 
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Authors have also contributed to the 
significance of the shift. Dolinsky and 
Stinerock (1998) have argued that 
cultural differences within the 
consumers lead to different importance 
being accorded by them to various 
health care attributes. Porter (2014) 
emphasized that outcomes should 
be measured by medical condition or 
primary care patient segment, not by 
procedure or intervention 

THEORETICAL AND EMPIRACAL 
EVIDENCES
Theory of comparative Advantage

 By David Ricardo (1817), 
developed basic theory of gains from 
specialization (Lipsey, Purvis & Steiner 
1982) and pointed out that gains 
from trade are clear where there is a 
simple situation involving absolute 
advantage. One region is said to have 
absolute advantage over another in the 
production of a commodity than the 
other using the same resources. Stiglitz 
(1996) stated that specialization 
allows individual and countries to 
concentrate on what they produce 
best. If one countries are more efficient 
at producing almost all goods than 
the other countries, How then can 
other countries with disadvantage 
be successfully engaged in the trade? 
The answer lies in the principle of 
comparative advantage which states 
that individual and countries should 
produce more goods in which they 
relatively more efficient. Lipsey, Purvis 
and Steiner (1982) asserted that if 
each country produces commodity 
that it produces more efficiently than 
the other, world production will be 
higher than if countries tries to be self-
sufficient. Stiglitz (1996) explained 

that the principle of comparative 
advantage applies to individual 
as well as companies, which holds 
that countries would increase their 
consumption and as well perform 
more efficiently by producing and 
concentrating her resources or goods 
and services in which she has more 
competitive advantage. The study 
adopted the comparative advantage 
theory, which views specialization as 
a greater way of achieving competitive 
advantage. This is synonymous to 
segmentation strategies directed 
toward achieving efficient health care 
delivery.

METHODOLOGY
Measurement of study variables
  The study examines the effect of 
segmentation strategies on health care 
delivery in selected private hospitals in 
Oyo state. Oyo state is an inland state 
in southwest Nigeria, with its capital 
at Ibadan. It is bounded in the north by 
Kwara State, in the east by Osun State, 
in the south by Ogun State and in the 
west partly by Ogun and partly by 
Republic of Benin. The state as being 
home to some of the Nigeria Oldest 
hospitals including the university 
teaching hospital (1952), has a history 
of the first generation hospitals.

  The research design for this study 
was a descriptive survey method with 
a focus on segmentation strategy and 
health care delivery. Primary source of 
data was adopted for this study which 
is in line with the survey research 
design. This study focused on the 
Nigerian health industry and limited 
its scope to the private hospitals due 
to its business-like nature and the 
ownership structure in the industry. 
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Moreover, cases of recurring strike 
actions in the public hospitals. The 
population involved only the Doctors, 
Directors, Nurses, Pharmacists and 
high ranking non clinical staff of the 
hospitals. The study administered the 
questionnaires to thirty (30) hospitals 
across the state, ten (10) from each of 
the three Senatorial Districts that make 
up the state.

 The sampling technique employed 
was judgmental sampling techniques 
method as posited by Lacobucci and 
Churchill (2009).  

 The data for the study was analyzed 
with the Principal Components Factor 
Analysis and Ordinary Least Squares 
(OLS) regression method. The principal 
components factor analysis was used 
as a variable reduction to identify 
the various segmentation strategies 
being adopted by Nigeria private 
hospitals. The ordinary least squares 
(OLS) regression method was used to 
examine the effect of the identified 
segmentation strategies on healthcare 
delivery of private hospitals. 

Model Specification
 Hlthi = a0 +a1Demi+ a2Geoi+
  a3Prdi + a4Psyi + ei   … (1)

Where: 
Hlthi is Healthcare delivery of Hlthi 
individual private hospitals
Demi is Demographic Segmentation of 
individual private hospitals
Geoi is Geographic Segmentation of 
individual private hospitals
Prdi is Product-related Segmentation of 
individual private hospitals
Psyi is Psychographic Segmentation of 
individual private hospitals

ei is error term of individual private 
hospital

a0 is the constant term

a1 are parameter estimates of the 
segmentation strategies respectively

DATA PRESENTATION AND 
ANALYSIS

Principal Components Factor Analysis

 Factor analysis was used as an 
exploratory way of checking whether 
the dimensions for the variables are 
supported by the results obtained. The 
Principal-component factor analysis of 
variables reduction was employed in 
this work to examine the relationship 
that exist among the original variables 
and also to extract the important 
factors using the varimax rotation 
method whose scores were later used 
as indices for each of the dimensions. 

 The factor analysis was conducted 
on 15 items of segmentation strategies 
and 18 items of basic information about 
healthcare delivery. In the process, the 
factors with values greater than 1 were 
retained for all these items. An item 
with a communality value less than 
0.5 are omitted from the computation 
of index from the factors retained. 
Kaiser-Meyer-Olkin’s (KMO) measure 
of sampling adequacy and the Bartlett’s 
test of sphericity are conducted prior to 
factor analysis. Both measures are used 
to evaluate whether the observed data 
were appropriate for factor analysis.

Segmentation Strategies
Regression Analysis

 This section presents the regression 
analysis to examine the effect of 
segmentation strategies on healthcare 
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delivery of private hospitals in Oyo 
State. The ordinary least squares 
method was used as the technique to 
achieve this objective. The variables 
used in this analysis are generated 
through the principal component 
factor analysis conducted on the 
items of the study. The dependent 
variable is healthcare delivery 
while the segmentation strategies 
to be considered are demographic, 
geographic, product-related, and 
psychographic segmentation strategies.

Table 1: Model Summary

Model R
R 

Square
Adjusted 
R Square

Std. Error of 
the Estimate

1 .727a .528 .516 .8899612

a. Predictors: (Constant), demographic, 

geographic, product-related, psychographic

Source: Author’s Computation, 2019.

 Table 1 above presents the model 
summary of the effect of segmentation 
strategies on healthcare delivery of 
private hospitals. The table shows 
R-squared and Adjusted R-squared to 
be 0.528 and 0.516 respectively. This 
indicates that segmentation strategies 
such as demographic, geographic, 
product-related, and psychographic 
segmentation strategies jointly 

explain about 52.8% (and 51.6% after 
adjusting for loss of degree of freedom) 
of variation in healthcare delivery of 
private hospitals.

Table 2: ANOVAa

Model
Sum of 
Squares

Df
Mean 

Square
F Sig.

Regression 14.778 4 3.695 6.429 .000b

Residual 13.217 23 .575

Total 27.995 27

a. Dependent Variable: healthcare delivery

b. Predictors: (Constant), demographic, 

geographic, product-related, psychographic

Source: Author’s Computation, 2019.

 The table 2 above presents the 
analysis of variance (ANOVA) of the 
model. F-statistic has a value of 6.429 
and probability value 0.000 (which 
is less than 5% significance levels). 
This indicates the reported F-statistic 
is significant. Since the decision 
rule is to reject null hypothesis 
that segmentation strategies do not 
significantly affect healthcare delivery 
if F-statistic is significant, this implies 
that the overall model is significant. In 
other words, segmentation strategies 
significantly affect healthcare delivery 
of private hospitals in Oyo State. 

Table 3: Coefficientsa

Model
Unstandardized 

Coefficients
Standardized 
Coefficients T Sig.

B Std. Error Beta

1

(Constant) .425 .169 3.149 .003

Demographic .024 .183 .022 0.132 .896
Geographic .233 .169 .232 1.379 .181
Product-oriented .270 .168 .270 1.604 .122

Psychographic .494 .174 .480 2.837 .009

a. Dependent Variable: healthcare delivery

Source: Author’s Computation, 2019
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 Table 3 above presents the 
coefficients of the effect of segmentation 
strategies on healthcare delivery of 
private hospital. Given the probability 
value (Sig.) of each segmentation 
strategy. The result shows that out 
of the demographic, geographic, 
product-related, and psychographic 
segmentation strategies examined 
by the study, only psychographic 
segmentation strategy has significant 
effect on healthcare delivery. This is 
evident from its p-values being 0.009 
which is less than all conventional 
significance level (i.e. 0.01, 0.05, and 
0.1). The outcome therefore suggested 
that the hypothesis two, three and 
four that geographic, demographic 
and Product related segmentation 
strategies do no not have significant 
effect on health care delivery, be 
accepted while the hypothesis five 
that psychographic segmentation does 
not have significant effect on the heath 
care delivery in private hospitals.  
This implies that only psychographic 
segmentation strategy truly influences 
healthcare delivery positively. The 
significant positive coefficient value of 
psychographic segmentation strategy 
indicates that an additional unit of 
psychographic segmentation strategy 
increases healthcare delivery of private 
hospitals by 0.494 units and vice versa. 
The implication of the result is that, 
even though all other segmentation 
strategies influence healthcare 
delivery positively, each of their effects 
are not significantly felt. Only the 
positive influence of psychographic 
segmentation strategy is significantly 
felt on healthcare delivery of private 
hospitals in Oyo state. 

RESULTS AND DISCUSSIONS
 The results of the Regression 
Analysis show that only psychographic 
segmentation strategy has areal 
influence on health care delivery. The 
significant positive coefficient value of 
psychographic segmentation strategy 
indicates that an additional unit of 
psychographic segmentation strategy 
increases healthcare delivery of private 
hospitals by 0.494 units and vice versa. 
The implication of the result is that, 
even though all other segmentation 
strategies influence healthcare 
delivery positively, each of their effects 
are not significantly felt. Only the 
positive influence of psychographic 
segmentation strategy is significantly 
felt on healthcare delivery of private 
hospitals in Oyo state. This could also 
explain why most of the healthcare 
consumers segments identified 
around the world are premised on 
psychographic variables.

  This implies that only psychographic 
segmentation strategy truly influences 
healthcare delivery positively. The 
analysis shows that although all 
segmentation strategies have positive 
effect on healthcare delivery, only the 
effect of psychographic segmentation 
is significantly affecting healthcare 
delivery. This implies that the adoption 
of psychographic segmentation 
strategy is more important in the 
improvement of healthcare delivery of 
Nigeria private hospitals.

CONCLUSIONS
 The bases and dimensions 
of segmentation strategies identified 
from the existing literatures were 
found to be critical factors in providing 
efficient healthcare delivery. The 
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study therefore reveals the importance 
of theories and literatures as it relates 
to Oyo state business environment. 
Based on the findings, numbers of 
conclusions were drawn, among which 
are: Hospitals in the health sector have 
the potentials to compete favourably 
and achieve their objectives in the ever 
competitive environment with the 
adoption of segmentation strategies. 
Hospitals awareness, knowledge and 
attitude towards specialization ware 
low and segmentation strategies were 
applied in limited context.

RECOMMENDATIONS
 Based on the findings and 
conclusion drawn from this study, 
the following recommendations were 
made:
•	 The Nigeria hospitals should 

look for ways to improve on 
the Demographic segmentation 
approach because it was found to 
be most common and easiest to 
adopt.

•	  Hospitals should work with 
detailed information about their 
patients. This would enable them 
to have good idea of the need of 
the patients to ensure appropriate 
marketing strategies for their 
different categories. 

•	 More efforts should be geared 
towards understanding patient 
psychographic profiles because 
it has been found to have the 
greatest effect on health care 
delivery. Healthcare industry 
would be better served if it adopts 
and applies the segmentation 
approach.

•	 Hospitals should take time to 
understand what their practice 

offer and how it can differentiate 
them from competitors to ensure 
effective Patient Relationship 
Management (PRM) 
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