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Marking Criteria:
 We expect the learners to write minimum one well expressed point in three lines against each allocated mark. This means one needs to write 15 lines with 5 well expressed points to get high grades for a 5 marks question.
For high grades use examples and illustrations where appropriate. 
	1 – I – Market is the group of all potential buyers of a product. For example, if a company produces baby monitors, the market is all the parents that share the need to listen to their baby, and are able and willing to pay to have this need fulfilled.

1 – II – The difference between consumer market and organizational market relates to who the buyer of a certain product is. In the consumer market, the buyer is the individual person who makes the purchase for his own personal consumption, while in the organizational market, the buyer is usually an organization, and the product purchased is used for further production of goods or to resell. The personal buyer is the final consumer of the product, while the organizational purchase is part of the buying company’s operations. Other differences in this markets also include: smaller quantities in the consumer market and bulk quantities in the organizational market, many consumers spread throughout the country in the consumer market and fewer buying organizations centered on geographical locations in the organizational market. 

1 – III – The difference between industrial market and reseller market relates to which purpose is the product purchased. In the industrial market, any product purchase will be used for the further production of a final product which will then be sold, while in the reseller market, any product purchase will be sold exactly as it is to the personal consumer. This also means that the product purchased on these markets are different. Usually, the product purchased in the industrial market will be some sort of raw materials than can be used for production, while in the reseller market the product purchased will be the final product ready to be consumed.
For example, the organizational market will purchase iron, copper and zinc for the production of lamps, while the reseller market will buy a large quantity of lamps, and resell them to the individual consumer.
1 – IV – The characteristics of the organizational markets include: the purchase decision being made with the goal of increasing profits or reducing costs, the product needing to match certain criteria set by the organization, several people being involved in the purchase process, buyers needing to follow the organization policies and procedures, and the existence of paper work and formalities during the purchase process.

1 – V – Market segmentation is the process of dividing the overall market into sub-categories based on the different buying criteria. If we take a car as an example, the overall market would be everyone who needs or wants a car, but, not everyone has the same reasons to purchase a car. Having this in mind, a market segmentation of this overall car market would be people who need a small car to get around the city, other segmentation would be people with children who require a larger vehicle, and other would be people who enjoy driving and prefer a faster car. It’s important for a company to identify this different segments, because doing so, will enable to concentrate the marketing efforts on the more appropriate segment, avoiding waste of resources, and customize the product for that segment. For example, it would be a waste for Ferrari to market their product to an overall market that includes people who need a small car to drive in the city, or people with children who require a larger car.

1 – VI – Behavioral segmentation is the sub market segmentation based on the consumer’s knowledge, attitude, use, or response to a product, and is considered by many marketing professionals as the best starting point for identifying market segmentations. Some of its most common characteristics are: 
Occasion: When does the consumer purchases a product, and what is the best occasion to market this product.
User Status: If the consumer is a new costumer, a regular costumer, first-time costumer, etc.
Usage Rate: How often does the consumer uses and purchases the product. For example, if the product is an energy drink, how may bottles per day does the costumer consumes.

2 – I – Industrial Market
2 – II – Organizational Market
2 – III – Reseller Market
2 – IV – Consumer Market
2 – V – Consumer Market
2 – VI – Reseller Market 
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