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 The total of the consumers or organisations that might be 

interested in buying the product

 The total of the consumers or organisations in the potential 

market who have the resources to buy the product.

 The total of the consumers or organisations in the 

available market who are permitted by law to buy the product, or who are not 

prohibited by law from buying it.

 The part of the market to which the business organisation has 

decided to sell its products

 The part of the target market that the organisation has 

succeeded in selling its products to.

 

Markets may be defined or classified according to the geographical area they 

cover: global market, regional market, national market, local market etc..

 

 

Markets may be defined by the intended customers, such as a consumer market, 

an industrial market, a retail market and so on.
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Product Mix = Product        x          Product 

    Width   Depth   
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