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Primer ….. on Target Markets 
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What is … Target Market
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Target Market is essential to …. 
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…. Identifying & Understanding 

Your Target Market(s) ….
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…….also by Categorizing 

the Target Markets 

Types
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What factors shape/affect  

Target Markets 
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Target Markets 

Variables



Market Variables

The target market’s needs and wants
should drive the manner in

which the channel manager shapes the design
of the firm’s marketing channels.  
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Framework for Market Analysis

Market 
geography

Market 
density

Market 
size

Target
Markets

Market 
behavior



1) Market Geography

Market geography refers to the geographical
extent of markets and where they are located.

Channel manager’s task:

To evaluate market geography relative 
to channel structure to ensure that 

the structure is able to serve the markets
effectively and efficiently.



Locating Markets

Channel manager delineates geographical
locations of target markets by using a

combination of the following:

1. The Bureau of Census

data for geographical entities such as 

states, regions/divisions, counties,

metropolitan statistical areas, towns &

townships

2. Postal ZIP codes



Tracking Changes in Market Geography

• A high degree of 

mobility within the U.S. 

means that market 

geography changes 

frequently.

• Southeast Asian countries 

& former Eastern bloc 

countries of central & 

eastern Europe have 

become key locations.

In the U.S. Globally



2) Market Size

Market size refers to the number of buyers or potential 
buyers (consumer or industrial) in a given market.

Channel manager’s task:

When using Bucklin’s model for 
market size data, it is important also to consider the 

peculiarities of particular situations and other relevant 
variables. 



3) Market Density

Market density refers to the number of
buyers or potential buyers per unit of

geographical area.

This market dimension’s
relationship to channel structure
is illustrated in the concept of 

efficient congestion. 



Market Density & Channel Strategy

Efficient congestion

Congested (high-density)
markets can promote 

efficiency in the performance of 
several basic distribution tasks, 

particularly those of transportation,
storage, communication, and

negotiation.



Market Density & Channel Strategy

Strategic
Implication

The opportunity to achieve a
high level of customer access at 

low cost is higher in dense markets
than in more dispersed ones.

=

Manufacturers of a wide array of products 
seek out distributors and retailers that 

operate in dense markets.



4) Market Behavior

Market behavior consists of four
subdimensions:

1. When the market buys

2. Where the market buys

3. How the market buys

4. Who buys



When the Market Buys

Seasonally DailyWeekly

Variations occur:

Implications for the channel manager:

1. Variations create peaks & valleys in the 

manufacturer’s production schedule.

2. He or she should attempt to select channel 

members who are in tune with these changing 

patterns.



Where the Market Buys

Determined by:

1. The types of outlets from which final 

buyers choose to make their purchases

2.  The location of those outlets

Implications for the channel manager:

1.  He or she should know where customers generally

buy particular types of products

2. He or she should know whether these patterns

may be changing.



How the Market Buys

1. Large quantities 

2. Self-service

3. One-stop shopping

4. Impulse buying

5. Cash

6. Shopping at home

7. Expending substantial effort 

through comparison shopping

8. Demanding extensive service

1. Small quantities

2. Assistance by salespeople

3. Buying from several stores

4. Extensive decision making 

prior to purchase

5. Credit

6. Shopping at stores

7. Expending little effort

8. Demanding little service

Versus



Who Buys

Who makes the physical purchase?

Affects the type of 
retailers chosen in 

the consumer market

May influence the kinds of 
channel members used to 
serve industrial markets

Who decides to make the purchase?

In context of family unit 
at consumer level

Buying centers at
industrial level



Buying Centers

Users

Influencers

Deciders

Approvers

Buyers

Gatekeepers

Sets of people who participate in industrial
buying decisions and who are responsible for 
the consequences resulting from the decision



Changes in Market Behavior

Channel
Manager’s 

Role

Must be tuned in
to changes that

are likely to occur

Needs to determine
whether changes
are temporary or

long term



Implications of Changes

Good personal
selling at
the retail

level

Making a comeback in department
and specialty store sectors due to
increasing consumer demand for 

knowledgeable and helpful
salespeople



Implications of Change

Retail stores with
spartan surroundings &
minimum service but

very low prices

Consumers demanding membership in warehouse
clubs (Sam’s Club)



Implications of Change

Mail-order buying

Shoppers are trying to save time and avoid
the inconvenience of shopping at crowded stores and fighting 

traffic congestion



Online shopping

Personal computers are a means for consumers
to supplement their in-store shopping 

Implications of Change



Auto retailing & 
foreign auto

manufacturers

Car buyers demanding fewer hassles &
confrontations typically common when buying a car 

Implications of Change



Internet Shopping

Growing in all sectors, especially in 
industrial or B2B 

Implications of Change



Innovations
undertaken by

channel member

Kohl’s racetrack layout exposes customers
to the maximum amount of merchandise

in the shortest time. 

Implications of Change



Specific MKTS:



I) Retail Markets
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1) Making Strategy in Retailing

Major Issues

➢Selecting Target Market

➢Identifying Consumer 

➢Evaluating Resources 

➢Choosing Format

➢Synthesizing “Mix”

➢Identifying differentiator

➢Build & empower strengths 

➢Sustainable Competitive Advantage
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Retail Target Market

• A retail market consists of 

– a group of consumers with similar needs (MKT segment) & 

– a group of retailers using a similar retail format 

• to satisfy those customer needs.

Retail Mix Elements
▪ Product

▪ Price

▪ Place

▪ Promotion

▪ People

▪ Process

▪ Physical
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II) Business Markets



• Markets for products and services bought by 

businesses, government bodies, and institutions for:

– Incorporation

– Consumption

– Use

– Resale

Business Markets



1) Business marketers serve the largest market of all

2) Dollar volume of the business market greatly exceeds the consumer market

3) Single customer can account for an enormous level of purchasing activity

4) Known as industrial marketing

❑ Factors that distinguish business marketing from consumer marketing

a) Nature of the customer

b) Utility of the product for the customer

➢ Key to successful marketing strategy to:

 identify unique dimensions of each major business market and 

 formulate programs that respond to specific characteristics of each business 
market sector

Characteristics of Business Marketing



• Business marketers serve fewer but larger 
customers than millions of consumer-products 
marketers

• Geographical concentration indicates that a large 
potential volume exists in a given area

– Large metropolitan areas are lucrative business markets

Because………

Concentration of Customersa) Concentration of Customers



• Generate the greatest volume of purchases of any 
customer category in the U.S.

• E-government initiatives generate a large market 
opportunity

b) Government is a big spender……

Government Purchasing Strategies
 Formal advertising - Government solicits bids from appropriate suppliers

 Followed when the product is standardized and the specifications are 
straightforward 

 Negotiated contract - Employed when:

 Purchased goods and services cannot be differentiated on the basis of price 
alone

 Few potential suppliers exist



• Similar to governments

– Institutional purchasing process is constrained by political 
considerations and dictated by law

• Some institutions are administered by government units while some 
are privately operated and managed

c) Also …Institutional Customers …BIGGG… 

Institutional Buying

 Institutions may employ a purchasing agent or a purchasing department

 Group buying - Institutions may join cooperative purchasing associations to 
secure purchasing efficiencies

 Allows institutions to enjoy lower prices, improved quality, reduced 
administrative costs, and greater competition
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• Nature of markets

• Market demand

• Buyer behaviour

• Buyer-seller relationships

• Environmental influences

• Market strategy

Differences in Consumer and Business Marketing 



• Derived demand

– Demand for industrial products is derived from the ultimate 
demand for consumer products

• Fluctuating demand

– Business marketers carefully monitor fluctuating trends and 
patterns in consumer markets

– Downturn in the economy creates the opposite result

Characteristics of Business Markets

 Stimulating demand

 Business marketers must monitor final consumer markets and 
develop a plan that reaches the ultimate consumer directly

 Price sensitivity

 Responsiveness of the quantity demanded to a change in price

 Called demand elasticity 



III) Global Markets





Global MKTs
since  

local MKTs 
too small
(i.e. ….)



• Marketers must look beyond the 
Canadian borders 

• Focus on the United States MKTs
but 

• Growing demand for industrial 
products in Germany, Japan, Korea, 
Brazil, China, and India

Global Market Perspective



77

When the home marketplace is not producing desired sales and profits 
diminish over time, some of the problems may be attributed to:

a) Saturated home marketplace with no room to grow

b) Highly competitive marketplace

c) Aging population that spends less and saves more

d) Economic recession, which limits consumer spending

e) High operating costs including staff wages, rental costs, and taxes

f) Restrictive policies on retail development

g) Shareholder pressure

Internal Factors: Unprofitable domestic MKT 

Motivations to go global - Why bother???



78

Motivations to go global - Why bother???

External Factors: 
Attractiveness of International Markets

Two  factors in determining the attractiveness of different international opportunities:

A. The potential size of the retail market in that country.

B. The degree of blocking or supporting entry of foreign retailers.
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Emerging Markets to Consider? 

CHINA (ranked 1st)
• Direct foreign investment is encouraged

• Lifting of various restrictions has enabled 6 global food retailers in –
including Walmart and Metro

• Fast developing infrastructure (highways, airports and railroads) can 
support modern retailing

• Costs to doing business in China is increasing as well as supply chain issues

BRAZIL (ranked 8th)
• Largest population and strongest economy in Latin America

• Large # of poor people and few very wealthy families

• Innovative practices have been developed for low income people – credit 
and installment purchasing options

• Very wealthy customers make up only 1% or 19 million people
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INDIA (ranked 15th)
• Organized and Unorganized sectors

• Most shop at ‘Kirana’

• Growing educated middle class want more sophisticated retail environment 
and global brands

• Diverse culture & 22 official languages

• Government regulations impede foreign investment

RUSSIA (ranked 21st)
▪ Corruption issues at all levels hamper gaining entry

▪ Congested St. Petersburg port – which accounts for over 70% of 
international shipments

▪ Quality and reliability of domestic products is poor

▪ Purchasing power is centered in and around Moscow and that area is 
already saturated with shopping centres
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Factors that would encourage a retailer to enter into the international 
marketplace include:

a) Limited competition in the international marketplace 

b) Rising numbers of middle-class consumers with improved 
standard of living

c) Trade agreements and organizations, including North American 
Free Trade Agreement (NAFTA), World Trade Organization 
(WTO), European Union (EU)

d) Relaxed regulatory framework

e) Favourable operating costs, including lower wages and taxes

f) Opportunity to diversify

g) Opportunity to try innovative concepts

Additional Factors

Motivations to go global - Why bother???
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Examples of Target Markets 
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