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Customers vs, Consumers
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- What is a Market?

All potential customers who share common needs and wants, and
who have the ability and willingness to buy the product, are consid-
ered a market. A market is further described by its total sales in
a product category by competing companies in categories such as hair
spray, chewing gum, and soft drinks. For example, everyone who
buys video game consoles is part of the $7 billion game console market
(see Figure 2-1 on page 23).

« What You'll Learn

» The marketing concept

» The difference between
customers and consumers

o What a market is and how it
can be described

* What target marketing is

* The four Ps of the marketing
mix

. Why It's Important

In order to participate in the
world of marketing, you'll want
to understand how businesses
focus on the needs and wants
of their customers in order to
improve their products, remain
competitive, and increase

their profits.

* marketing concept
° customers

° consumers

* market

e target marketing
* customer profile

* marketing mix
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a particular marketing
mix depends on two things—how well
the target market is defined .and how
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toward that market. The target market for

polaroid’s |-Zone camera is males and
s, 12 to 18 years old. How does the

g mix for this product measure up
dards?

he strength of

female
marketin
to these two stan

ategies include what product to make,

Product str
how to package it, what branqdnaﬂ;lzité)el;:e‘; and

i ‘act. Polaroid’s €
what image t0 project. ‘ !
pocket-size instant camerad with an mdoorhﬂJSh
that produces self-developing mlplatgre photos or
photo stickers- polaroid Pocket Film is designed for
use with the [-Zone camera. The cameras come in

fashionable colors and carry the Polaroid [-Zone

brand name.

ermine how and where
istributed. Polaroid’s
through mass
n the United

Place strategies det
a product will be d
choice is to reach customers
market and specialty stores i

States.

Price strategies should reflect what
customers are willing and able to pay.
Polaroid’s choice of suggested retail
price for the I-Zone camera is $24.99,
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potential customers will be told about the new product,
d where it will be delivered, and with what inducements
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teractive activities. The image Polaroid wants to create
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what the message will be, when an
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is “self expression” and “creativity.”
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Satisfying the needs and wants of all customers
in a product category would be difficult without
further defining and analyzing the current and
potential customers of a given commodity. That is
where target marketing comes in. Target marketing
is focusing all marketing decisions on a very specific
group of people who you want to reach. The more
information you have on your target market, the
easier it is to make the marketing decisions.

To develop a clear picture of that target market,
businesses create a customer profile. A customer
profile can include information about the target
market with regard to the age, income level, ethnic
background, occupation, attitudes, lifestyle, or
geographic residence of the targeted customer.
Marketers spend a lot of money on research to
clearly identify the most important characteristics of
the target market’s customer profile to help them
make intelligent marketing decisions.

= Marketing Mix

The marketing mix comprises four basic mar-
keting strategies, collectively known as the four
ps—product, place, price, and promotion. These
strategies involve the decisions that a business must
make. The marketing mix is dependent on how well
the target market is defined and how well all strate-
gies are directed toward that target audience. Once
a target market is clearly identified, it is easier to
make decisions regarding strategies that hit the mark.

The four elements of the marketing mix are inter-
connected. Actions in one area affect decisions in

21 ASSESSMENT

Reviewing Key Terms and Concepts
1. What does the marketing concept state?

2. Who are the customers of Sony Electronics
and Hershey Chocolates? Who are their
consumers?

3. What is a market?
4. What is target marketing?
5. What are the four Ps of the marketing mix?

1999 U.S. Game Console Market

Sales $7 billion

® Fun and Games A market can be described
as the people who are potential customers of

a product, as well as by the classification of a
product in a category. Would you be considered
part of the market for game consoles? Why or
why not?

Others
2%
Sega Nintendo 64
Dreamcast Nintendo 26%
11% Game Boy

18%

another. Each part of the marketing mix contains
countless alternatives. From all of the alternatives,
management must strategize a combination of
marketing mix decisions that will satisfy target
markets and achieve organizational goals.

Let’s use a specific product in the instant camera
category, Polaroid’s I-Zone camera, as an example.
(See Figure 2-2 on page 22.)

Thinking Critically

6. Many women’s magazines like Glamour
and Elle publish advertisements for men’s
cologne. Explain the rationale for this
practice.

Integrating Academic Skills

7. XL Baking soda toothpastes presently
represent 25 percent of the $1.4 billion tooth-
paste market. What does that percentage
represent in dollar sales?
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