Who’s in the Market?
Anyone can buy a product, right? Well, not really. The people who can buy a product are those who want that good or service, have the resources to purchase it, and are willing to make it a reality. For marketers, knowing which people fit these requirements is key. In any business, a customer or potential customer who has an unfulfilled desire and is financially able and willing to satisfy that desire is a market.  
Are You Ready, Willing, and Able?

Anytime you have an unfulfilled desire (you need a good or service), there’s a marketer somewhere who wants to meet your need. If you need a tablet such as an Apple iPad or a Samsung Galaxy Tab, for instance, you have a “problem” which the marketer “solves” by providing a tablet for you to buy.

But, needing or wanting a product isn’t enough. If you don’t have enough cash to buy a tablet, you’re not part of the tablet-buying market. Finding customers with the money—the financial ability or the resources—to purchase a product is just as important as knowing who has an unfulfilled desire.

There’s one more thing to consider, though. If you need a new tablet and have the money to buy one—do you? Only if you’re willing to spend your money on a particular tablet right now. This means that marketers have to look carefully at which customers have the desire, the capability, and the willingness to have their needs met—soon. Customers who match all of these requirements form a market.

Who’s the Target?

Say that you fulfill all of the requirements and are part of the tablet-buying market. Tablet producers want to know what specific features you desire. So, the question that you need to answer is: What type of tablet are you looking for? If you’re an Apple fan wanting to store and watch video, you may be looking for an iOS operating system with a high quality screen resolution, long battery life, and large memory capacity—all at a reasonable price. 

Unfortunately, though, it’s not practical to manufacture a tablet specifically designed for each individual customer. Instead, tablet producers split their customers into categories, or groups, according to what they have in common and make products that will meet the needs of the smaller groups they’ve identified. Based on what you are looking for in a tablet, you fit into at least five categories:

•
Customers who prefer an iOS operating system
•
Customers desiring a high quality screen resolution
•
Customers expecting long battery life 
•
Customers looking for a tablet with a lot of memory

•
Customers seeking a good value

Fortunately, some of these groups can be combined—providing greater efficiency in satisfying customers’ needs. For instance, tablet producers might combine the groups of customers who want a high quality screen resolution and long battery life to meet the needs of video fans. Other customers who have those same needs are in the same specific market as you—a group known as a target market. By grouping customers by their similarities and pinpointing the particular group of customers that it seeks to attract, a business can meet customer needs effectively. Marques Brownlee’s video “Are Tablets Dead?” explains how tablets serve the needs of specific types of buyers: https://www.youtube.com/watch?v=2JlDVUcedbo.
Just as customers are targeted in the consumer market, businesses are targeted in the industrial market. The industrial market is composed of businesses that purchase items for use in the operation of the business, for resale, or for making other goods. Its members include producers, government agencies, wholesalers, retailers, etc. Although the consumer market has more members, more sales are made to the industrial market.

In short, marketers look at the entire market, identify the categories they see, and select the category (or categories) to fit what they intend to accomplish. This identification and selection of markets for a business or for a product is called target marketing. And because marketers target both customers and businesses for many reasons, it’s possible for the same person or business to be included in more than one target market.
How Much Do You Want?

Businesses can plan their target-market activities in a couple of broad ways: mass marketing and segment marketing. Let’s look at each of these ways of developing a target market.

Mass marketing. When sellers design products that will appeal to most buyers and direct their marketing activities to the whole market, they are using mass marketing (also sometimes called undifferentiated marketing). The goal, or plan, of mass marketing is to appeal to many types of customers through one marketing plan. Products with wide appeal such as soft drinks, candy, and snacks are usually marketed to a large group. For example, the TV commercial “Lay’s Mrs. Potato Head,” posted by Audio Producers Group, shows a mass marketing approach that appeals to the young and the young at heart: https://www.youtube.com/watch?v=6K1QBdE1Xyk.
Advantages. One of mass marketing’s advantages is that it can be used to communicate a broad message to a large audience—a strategy that works especially well when a product is first introduced, when it has only a few features, or when it appeals to a wide variety of people. Another advantage is that mass marketing allows a business to produce one product for everyone, which is more cost-effective than producing and marketing several products to several target markets. And ultimately, mass marketing provides the most possibilities for success at the least cost.
Disadvantages. What causes a problem, however, is the diversity of the mass marketing audience—everyone. Since customers are different from one another, marketers know that only a small percentage of the mass market is likely to purchase the product. The product simply isn’t appropriate for everyone in the mass market. Unfortunately, a large portion of the market is going to look elsewhere for products that better fit the customers’ needs and wants.
Segment marketing. Marketers have become increasingly aware that people are not alike. People have different product needs and even different reasons for buying. Their needs and preferences are so varied, in fact, that there could almost be as many differences in customer likes and dislikes as there are customers. Because of these differences, marketers often divide the total market for their products into smaller, more specific groups, or market segments. This process is known as market segmentation. 

It works like this: Rather than trying to direct marketing activities at the whole market, marketers plan their activities for specific, well-defined groups of customers. They tailor their product, price, place, and promotion activities to the segments with which they choose to work. They might want to focus their efforts on one of the segments, a few of the groups, or all of the groups within the total market. The MIT Bootcamp video “How to Do Market Segmentation—Demo” shows a team of young entrepreneurs identifying specific markets for a new technology: https://www.youtube.com/watch?v=11qEHsvq7ec.
Advantages. Segment marketing works because finding out what customers need—and meeting that need—is at the heart of the marketing concept. Plus, when it comes to determining customers’ needs, segment marketing is more precise than mass marketing. Because of the small size of each segment, this type of marketing allows for a finely-tuned product, an appropriate price, and ease of distribution. And segment marketing encourages effective communication because its message is targeted to a specific market segment. For example, an athletic shoe maker may focus on one particular type of athlete, as seen in the Adidas video: “Shaunae Miller: Speed Takes Confidence”: https://www.youtube.com/watch?v=WaxBdtxnAhU.
Both large and small companies can benefit from segment marketing. When they utilize market segmentation, they make more efficient use of their resources—by focusing their activities on what their customers want. Small firms are able to be competitive by focusing their efforts on one or a few markets, rather than trying to be everything to everybody.
Disadvantages. The downside to segment marketing is that it takes more resources to pull it off successfully. Since the product is usually more complex, it can be more difficult to produce—requiring more creativity during design and more money during production. 
Why use of segments is increasing. Even though it can be more difficult and costly, the use of segment marketing is increasing. Why? Today’s customers are better educated and more discerning in the purchases that they make. Many times, products that are designed for everyone are not seen as meeting individual needs. Today’s customers want to know, “How will the good or service benefit us directly?” And, thanks to improved marketing research methods and market segmentation, marketers can answer today’s customers correctly. 
Summary

Marketers must determine the market for their goods and services. A market is a customer or a potential customer who has an unfulfilled desire and is financially able and willing to satisfy that desire. The identification and selection of markets for a business or for a product is known as target marketing. By determining a business’s target markets, marketers are able to plan their marketing activities. The activities will either be planned for a mass market so that the product will be everything to everybody, or they will be planned for specific, well-defined groups, or segments, of the market.
One of the newest target-market activities is micro-marketing. Marketers who adopt this approach individualize their marketing programs for each customer—often via the Internet. A business may develop and share personalized product recommendations with a customer based on what s/he has purchased in the past, or the customer might have the opportunity to “build his/her own” product using interactive software online. The “Shoes of Prey on Good Morning America” video highlights a custom shoe that has embraced micro-marketing: � HYPERLINK "https://www.youtube.com/watch?v=VR1XYxTcXiQ" �https://www.youtube.com/watch?v=VR1XYxTcXiQ�.
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