COMPETENCY:
2.00
Understand marketing foundations.

OBJECTIVE:
2.03
Summarize ways to reach markets.



A. Classify markets.

1. Market:  The group of all potential customers who have similar needs and wants and have the ability to buy the product.  Businesses must understand who the potential consumers are in order to effectively meet their needs and wants.

a. Consumer markets:  Consumers who make purchases for personal use.  For example, Debbi buying a Dell computer for her home so she can pay her bills online.

b. Industrial markets:  Businesses that buy products to use in their own business.  Also referred to as a business-to-business (B2B) market.  For example, Bathel’s Accounting Firm buying a Dell computer to process customer tax returns.

2. Market share:  The percentage of the total sales revenue acquired by a business within a market.  For example, the total sales for running shoes was one million dollars.  Nike’s sales were $250,000, Adidas’ were $150,000, New Balance’s were $150,000, and all other smaller companies combined equaled $450,000.  Nike’s market share was 25% of total sales ($250,000 divided by $1,000,000 equals 25%).

B. Classify mass marketing and market segmentation.  

1. Mass marketing:  A single marketing plan used to reach all consumers.  For example, chewing gum and light bulbs. 

2. Niche marketing:  Narrowing markets, by identifying very specific characteristics, into a more specific group of people.  A niche is created through market segmentation.  For example, East Carolina Pets offers aquarium maintenance and leasing to physician’s offices.

3. Market segmentation:  Dividing the entire market into smaller groups who share similar characteristics.  Segmentation allows businesses to customize products to reach specific markets.  For example, Coca-Cola offers Caffeine Free Coke for customers who prefer no caffeine.  Diet Coke is offered to customers who prefer a low-calorie or low carb diet. 

4. The most common ways to segment a market are demographic, geographic, psychographic, and behavioral factors.

a. Demographic segmentation:  Dividing the market based on personal characteristics such as age, gender, income, ethnic background, education, and occupation.  For example, Teen Vogue is marketed to females ages 12-17 years old.  

b. Geographic segmentation:  Dividing a market based on where a person lives (local, regional, state, national, or global markets).  For example, swimwear and body boards sell best on the coast of North Carolina, while snow skis sell best in the North Carolina Mountains.

c. Psychographic segmentation:  Dividing the market based on values (ethics, morals, standards), attitudes (personality), and lifestyles (how people spend their time).  For example, Schwin Bicycle manufacturer should advertise their new line of bikes in Cyclist magazine.
d. Behavioral segmentation:  Dividing the market into groups based on what they are looking for in a product and why they buy the product.  For example, Evadale buys Crest whitening toothpaste to brighten her teeth, Maria buys Crest for cavity prevention because she eats a lot of sweets, and Jamar buys Crest with Scope to combat his love of onions and garlic.
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