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[0 O A maket can be defined as follows [I (I A market is the set of all actual and potential buyers of a product or
service.[D O This definition suggests that a market is the total value and/or volume of products that satisfy the same
customer need.[] [1 For example if the customer need is "eat breakfast"[] then the relevant market could be
defined as the "Breakfast Food Market". Many products would be relevant to measuring and analyzing such a
market] [0 O -Breakfast cerealsT] [J -Nutrition bars[J [ -Porridge/oats] [ -Specialty breads [J e. g. croissants]
O O -Fast-food outlets serving breakfast[] (1 In defining a market[] it is important not to focus only on
products/services that cur-rently meet the customer need. For exampled the button manufacturer who believed
that his market was the "button market" would have made some poor marketing decisions un- less he had seen the
arrival of products such aszips--which also satisfy the same need--"to fasten clothes".[0 [0 Thinking about customcr
needs firstC] and then idcntifying the products that meet those needs is the best way to define a market. However[]
it is also important not to define a market too broadly. For examplel it is not particularly helpful for a marketing
manager to define his or her market as the "food market" or the "transport market". The purpose of markct
definition is to provide a meaningful framework for analysis and decision-ma-king.OJ O For example[d consider
the "entertainment market". The customer need is to be "en-tertained". There are; many products and services thai
can claim to meet that need in dif-ferent waystl 0 O At homel O O --TelevisionJ [J --Radio O --Video[

[0 --DVvDO O --Games consoles[] [1 Outside the Home[d [0 00 0 Theatre[d [ [0 Theme parks--0 [ [0 Opem
0 [ Sporting eventst [J It is important to avoid too broad a definition of a market[] For example it ill be
moremanageable for marketing managei~in the sporting evenls manet to further(J efine their market definition
into mole detailed classes or senentsC] [1 [ To help with calculating market share[d the following definitions are
helpfulJ [0 O Product class—e[1 g0 computers[] televisions holidays] [0 Product sube[] lass--e[] gl laptops
(I digital televisions[] long-haul holidays Product brandsmel] gl Dell(] Panasonic] [1 Dell as a brand[ for the
purposes of measuring market share(] is only concerned withthe aggregate of all other travel brands that sadsfy

[ the samee group of eustomePs- However[] Kuoni also needs to be aware of the trends in mobile computer and
the PC rnalket in ge— nerald O [0 Before delving too deep into the stuay of marketing it is worth pausing to
consider the different types of manet that existC] Markets earl be analy zed via the product itselfC] or(] end

(I consumer(] or both[I In this chapter We focus ON eonslimer markets[] [1 [1 Consumer markets are the
markets for products and services bought by individuals for(J their own orfamny USel] Coods boughtin
consulnelyma~ets call be categorizedin several(] wayst] (O [0 - Fret-moving CIMIsIHnel"goods[] [1 —These are
high volumel]

low unit valuel fast repurchasem] [J Examples includel] Ready meals(] Ice erel] am{] Newspapers(] [J

- ConsilDinelr durables[] [ —These haye low volume but high unit valuell Consumer durables are often further
divi-0J ded intoJ O O 0 Wh tegoods] e[l gl fage—freezers[] cookerst dishwashers[] microwaves[] [] []

[J Brown[ goods[! e[] g DVD playerstJ games consoles personal computerst] [J [0 - Soft goods[) [J —Soft
goods are similar to consunler durablesl] except that they wear out more quickly] and therefore have a sho~er
replacement cyclel] Examples include clothes[] shoes[] [ [0 - Services[ e[] gl hairdressing[] dentism

[ childcared [ 00 10 Normallyd which kind of goods[ service has the longest repumbhase cycle?] [ A Soft
goodsl] O O BO Consmner durables[] [ [0 C Fast moving consumer g00dsC] DI Childcare serviceld [1 [ 2
[0 KFCandMcDonalds are popular all aroundtheworld] Which kind of goods dothey[] [0 provide onthemarket?
00 O AO Fast moving consumer goodst] [0 B White goods[] [ [0 CO Brown g00ds] DI Soft goodst] O O 3
[0 Two scienfismJ Edwardand DanielJ set up a company oftheir owndJ Which ofthefol O lowingisthe
bestforthemto definethemaiket?] [0 ALl Hi—tech market [0 [0 BO 1T maflcetT) 0 O CO Intemetservicemarket
O DO Intemet softwaremarketdd OO OO Why can’ tamarket be defmedtoo broad ortoo narrow?d [0 Section 2 Al
[0 Ontroduction toMarkot Share[] [1 Market share Call be defined as the percentage of all sales within a market
that is held by one brand[J product or company[] Market share call be measured in several ways(1 However[] the
two most important measures ale by[]
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