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In the words of Laura Ashley, “We don't want to push our ideas onto customers, we simply want to make what they want." This statement clarifies the importance of customer preference and meeting the market demands effectively for any company. In the given case study, the significance of market segmentation has been highlighted and as the choice and preferences of the customers are changing, the admissibility of segmentation has been raised. In this report, a brief analysis has been made of the STP analysis of GSK Plc and an investigation has been made of the marketing mix strategies of the current company.
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GlaxoSmithKline Plc is a London-based pharmaceutical company that produces various medicinal drugs to heal various diseases and the wings of the company are also producing nutritional and oral drugs like Sensodyne, Horlicks, and Gaviscon. Most profits and revenues of this company are coming from healthcare products and the company is also holding a strong position in the market by selling anti-depressant drugs like Avandia (My, 2019). According to the higher official of this company, all the guidelines of the UK's National Health are being followed by this company and all the products and services are meant for the beneficial treatment of the consumers. However, currently, the company is facing certain challenges like slow financial growth, failure to maintain cost-effective production, strict health regulation of the government and high market competition (McKee, Singh, and Akshintala, 2022). Despite so many challenges, this company has remained one of the largest pharmaceutical companies in the globe and it has been able to gain the attention of millions of customers. 
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During the traditional era, companies were trying to operate their business through mass marketing, where the companies are offering their products to the people in general and tries to obtain profit from that. In the modern days, the definition of marketing has changed and companies are not interested in this process (mass marketing) any more. Rather, they are trying to make the strategic step towards achieving the trust of the customers and this is why STP (Segmentation, Targeting, and Positioning) analysis becomes quite popular. 
 The segmentation policy helps to arrange the items systematically. For example, GSK Plc has a wide product range and the company needs to select its market segmentation before selling the products to the customers. In GSK, the company is following three segmentation policies to sell its products such as demographic segmentation, psychographic segmentation, and behavioural segmentation (Cortez, Clarke, and Freytag, 2021). Demographic segmentation helps the company to assess the age, gender, income, education and social status of the customers; psychographic segmentation helps the company to assess the lifestyle, personality, values and attitudes of the customers; and behavioural segmentation helps the company to analyse user status, purchase style and engagement criteria of the consumers. GSK is a leading pharmaceutical company and based on all such segment factors, the company is trying to choose its target customers and sell the products. 
Mostly, patients and healthcare professionals are the two primary audiences for a pharmaceutical company. However, in GSK, there are no specific target customers present. The company is offering its huge product range to customers of all ages and genders. The company is dealing with various healthcare, skin care, oral care, and even vaccines and a wide segment has helped the company to get enough conversion to justify its marketing efforts (Wagenlehner et al., 2022). The company is also offering good quality products to its customers and tries to have an effective customer acquisition cost.
Positioning helps a company match the products with the needs of the customers. Without an effective positioning strategy, it becomes quite hard for the companies to communicate with the target customers. In GSK, the management has adapted three processes while considering its positioning strategy. Such processes are competition analysis, value proposition and communication (Zhang, and Liu, 2022). The company is trying to gain more customer attention and it is offering low priced products without affecting the quality. GSK has various competitors and this aggressive but systematic pricing strategy helps the company to gain huge success in the market.   
It has been stated Jeff Bezos once that for any company, the brand is like reputation and to earn such a reputation, a strategic approach is necessary. Based on this statement, it can be said that with proper segmentation, targeting and positioning strategy, a company should implement a proper market strategy and an effective marketing mix strategy. 
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The senior authority of GSK Plc has defined the marketing mix strategy as one of its most significant strategies. A 4P analysis will help to define the following issue properly. 
Product strategy: GSK manufactures and sells various healthcare products, energy drinks, toothpaste, oral care and even drugs and based on its sales rate and consumer review, this company has earned a strong and competitive position within the market (Tulum, Andreoni, and Lazonick, 2023). A wide portfolio can be seen in this segment, where the company not only manufactures healthcare products but manufactures edible products like noodles, biscuits, oats and even drinks like Horlicks. In its supplement segment, the company is manufacturing calcium supplements, multivitamins and various OTC medicines are also selling by this company. By assessing the demands of the customers, the company has designed its product portfolio that includes gastrointestinal products, respiratory care, skincare and oral care products. 
Price strategy: The nature of the market has become more competitive and the challenges that the company is facing currently have made the situation more critical. In this situation, to gain the proper attention of the customers and maintain steady growth in the market, the management of this company has adopted a competitive pricing model. As the market where the company is professing is quite competitive, GSK Plc has maintained competitive prices for its products (Odudu, 2022). Further, the company has maintained an attractive packaging process and appreciable flavour for the products. To follow government regulations, this company has also offered various medicinal drugs at low rates and this has helped the company to maintain a separate stand for the needy people. Despite of cheap price range, the company has not compromised its product quality and this has also helped the company to maintain its popularity. 
Place strategy: The place strategy of this company can be assumed from its strong distribution channel. The supply chain management of this company is quite strong and the company makes sure that customers could avail of all the products of this company easily. Various strategies have been adopted by this company to make its distribution channel more competitive. The company has a good relationship with all its suppliers and distributors and various facilities are offered to them so that none of the customers remained unanswered while searching for any of its products. GSK Plc is trying to locate its manufacturing unit in the centre of each country where the company is operating its business and a strong distribution channel helps the company to avail its products in both urban and rural areas (Kabir, 2019). Further, the company is also selling its products online and such a placement strategy has helped the company to become quite popular with its customers. 
Promotion strategy: To promote all its products, GSK Plc is trying to maintain its presence in various promotional processes. The company is promoting its products through various television channels. The company management is showing how persistent the company is while offering quality products to the customers repeatedly and like its product range, the company has also divided the promotional process into different categories. The company is also active on social media platforms and by showing how the company is meeting the demands of the customers since its incorporation, this company has gained the attention of the customers successfully (Malavasi, 2023). GSK Plc has also offered various discounts to the customers and its CSR policy also gains customer attention. Customers have trust in this company and all such promotional activities have helped the company to increase its sales and revenue rate. 
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To sum up, it is to be stated that GSK Plc is a popular name in the pharmaceutical industry and with its various effective strategies, this company has gained the attention of many customers across the world. In this analysis, a brief investigation has been made of the segmentation, targeting and positioning strategy of this company and from there, it has been learned how this company is trying to meet market demand and customer preferences effectively. Further, a systematic approach can be seen here. This analysis helps to understand the significance of STP analysis and how it helps the company deal with many of its challenges. After such analysis, a concise statement has been made of the marketing mix policy of GSK. In this case, it has been seen how the management of the company has designed and categorised its products, and the price of each product for gaining the trust of the customers. A clear hint has been obtained from this analysis regarding its strong supply chain management and its effective promotional strategy. This paper will help to get a clear indication regarding the significance of modern marketing strategy.
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