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Design Dox, Inc. will be an enhanced word processing document design software supported by virtual reality and artificial intelligence framework.  Design Dox's two major competitors are Adobe InDesign and Microsoft Word. "Market segmentation is one of the key inducements of successful marketing and is fundamental to the matching process between customers' wants and needs and the supplying organization's ability to satisfy them" (McDonald, Christopher, & Bass, 2003). 

Segmentation, targeting, and positioning are three practices that make up the foundation of a global technology company's marketing initiatives. Further, segmentation is the process of separating a population into categories based on shared characteristics (Dudovskiy, 2019).

Demographics 

With various products and service bundles, Design Dox, Inc. will serve several consumer groups simultaneously. Design Dox's demographics are focused on professionals, employees, and students. The targeted age range will be 14 years of age and up. The products and services will appeal to both male and female demographics with various life cycle stages. Some examples of life cycle stages that our products and services will appeal to are married with no children, married with young children or school-age children, and single adults (Peter & Donnelly, 2019).

Lifestyle and behavioral traits
This segment's lifestyle and behavioral traits include but are not limited to those seeking accuracy, efficiency, and speed in a word processing document. This segment focuses on individuals with ambitious and determined personalities with various loyalty levels (Dudovskiy, 2019). Additionally, such individuals may be of multiple user statuses:  new users,

Potential users, ex-users, non-users, or regular users of word processing document programs. The user situation could be home, work, and school (Peter & Donnelly, 2019).
Geographic's

Design Dox, Inc. would like to introduce our products and services nationally to start. One way of getting domestic consumers would be to offer short-term accessible trails to educators and professionals. Once the company has built a national presence, the end goal is to become a global technology company compared to Adobe & Microsoft. When the time to expand our business comes to establish a global business, Dox, Inc. will have to acquire international business partners to help bridge the gap between various cultures and customs. 


Features & Benefits


Design Dox, Inc.'s word processing document will offer its users many features and benefits, thus serving several consumer groups at the same time. For example, students will be able to use the program for various research papers and projects. While, professionals will have the ability to create in-depth proposals, review earnings reports and sales data with their teams, and create invoices. By Design Dox, Inc. is a cloud-based word processing document; users will access their projects anywhere. Further, our enhanced word processing document design software will be supported by virtual reality and artificial intelligence framework giving users the ability to incorporate a broader range of quality graphics and designs. 
Why is this segment optimal for this product?
Aside offering a diverse range of product and service options, Design Dox, Inc. will appeal to a more excellent range of consumers at one time. Our goal is to ensure that the word processing document is a user-friendly interface, meaning the user can do their project as in-depth or straightforward as they wish. Naturally, those who learn or seek to widen the range of quality graphics and designs will be able to incorporate them with ease instead of using multiple programs. Design Dox believes that virtual reality and artificial intelligence can broaden user capacities, allowing for more imaginative and critical undertakings, and help users accomplish more. 
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