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Muastet Segmeniation

Primary M ar kets End-User Seg ments

Eranch Offic=

T echnologically
Audwancad
F=rnily

Definition

Branch of mult=ite business
enterpris e, with typicaly less
than 50 emp loyees .

Single office =ile with le==
than50 employees

E mp loye & of large & nter pre &
woarks at hame one or more
days aweek

Uz er performs wok re lated
activities at home, after
regular business hours

R ewe nue-generating wok
activity, etherfull or pattime

Higher ncomefamilies for
educational & hobby uses

BusnessPays

House Holder Pays
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Rolls Royce? 5 N Microsoft?
%
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Mercedes: ( Porsche?
0
Skoda? - :
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For all practical reasons, the B2B market has no

commodities
> I G - $6Shedding the commodity mindset: . 2 S P#%
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“When a finger points to the
moon, the imbecile looks at
the finger”
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