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         Boots UK Limited – successful marketing strategy
                            
Introduction

 According to Bishop and Trinidad (2013), to create an effective and efficient marketing management strategy, a company must have a detailed and objective understanding of their own business and the market in which they develop. Market segmentation, targeting and positioning is a key process in marketing strategy. But are also important the technique methods applied, evaluating the customers, the company and the competitors. In this article we are going to follow the progress in the business environment of Boots UK Limited, based on their segmentation, targeting and positioning approach, as well as their 4Ps marketing mix strategy.
Boots UK Limited, commonly known as Boots, was founded by John Boots in 1849, starting as an herbal medicine shop; it turned into a private company in 1883, with its headquarters in Nottingham, where its first factory started operating. After becoming Alliance Boots in 2006, as a result of the union between Alliance UniChem and Boots Group, in 2014, the company is acquired by Walgreen, meaning the beginning of a strategic partnership to create the first global leading health enterprise. Apart from being in the pharmacy sector, the company covers the retail and beauty industry as well, becoming “a major product developer, manufacturer and retailer with a large and varied portfolio of products ( UKessay, 2018) and services. Boots develop and sell their own brand products, some of them leading in their market sectors. The company also prides itself for the continuous challenge to improve their products and services every day by listening, learning, innovating and caring about the customers wellbeing (Boots Company PLC, n.d.).
Main body
  Segmentation, targeting and positioning (STP)
 STP marketing is a process that focuses on customers characteristics and preferences, allocating resources more effectively to satisfy their need and wants and to differentiate from the competition through personal connection with the customer. The STP consists of three steps to analyse the offering and communicate the benefits and value to certain groups: segment the market (segmentation), target the best customer (targeting) and position the offering (positioning). 
        
      
    [image: ]Segmentation
Let’s see how Boots applied the market strategy to secure the market leadership in UK.  The company provides health and beauty products as well as several services, like optic and hearing care, mental health through online doctors, and even in store medical advice through pharmacists. There is also a photography service in stores. So, providing a wide range of products and services, Boots 'market segmentation must cover different types of customers. There are several forms of segmentation:
[image: ]
Geographical segmentation
Boots has over 2200 health and beauty stores across Uk, spread in a multi-format strategy, including flagship stores, large stores with all the health and beauty products and all the services available for customers; local pharmacies (healthcare focused community stores); health and beauty stores, offering pharmacy services, but also shopping experience providing a range of products and including Boots brands; travel and airport stores, for last minute needs of customers when travelling (Boots UK, n.d.). 
                        [image: ]               
The company has strategically displaced their locations, as around 85% of the population is within ten minutes from a Boots store. Their products and services are placed to fit the needs of populated urban neighbourhoods as well as in large suburban areas ( Contactpigeon, 2015 – 2023). Apart from UK, after the alliance with Walgreen, the business globally extended, with stores and facilities in Ireland, Netherlands, Norway, Italy, United Arab Emirates, Thailand, Indonesia and Quatar.
Demographical segmentation
As a pharmaceutical company, Boot is targeting all king of customer, age related, ranging from babies to old people, their goal being the wellbeing of the customers. The pharmacy is supporting the national medical system, providing dispensing and essential healthcare on behalf of NHS, including Covid-19 and flu vaccination, prescription medication and easy healthcare advice. Even in retail the age target is varying from babies and young children, as we can find in store clothes, toys and accessories for all young ages, to elder people, as they display over 500 beauty brands for all ages. In terms of gender, the main target are the women, as the beauty industry is more female-oriented. But there are in stores also different products for men, like hair care (beard care) products, skin care products, also men fragrances. According to Boots website, the company encourage inclusion and equity among employees, customers and visitors, trying to improve continuously in that area (Boots Uk, n.d.).
Psychographic segmentation
The company is using psychographic segmentation to better understand the consumers, their needs and wants, based on their personalities, attitude, interests and lifestyle. There are all kinds of people coming to a store like Boots, as it is both a health and a beauty store, people in need of health treatment or advice, people more or less sick, but also the healthy ones, looking for shopping experience, or a certain brand they can find only in that shop. Boots is trying to adapt to their several different needs, by supporting the customers and patients, by listening to their voice and adapt to changes.  For example, the company developed a vegan range of products, for people with a different lifestyle, or a range of fitness products for sport lovers.
Segmentation by usage or commitment 
This process gives Boots the opportunity to understand the buying habit of the customer. With the launching in 1997 of the Advantage Boots Card, the company can hold record of the type of client shopping ai the Boots stores: brand-loyal users, heavy or nonusers, switchers or variety seekers.
Targeting
Boots UK is a leading health and beauty retailer which operates three main businesses: Boots Chemists, Boots Opticians and Boots Retail International.  The target market to focus on is varying in different industries, so the company needs to adopt a differentiated marketing process, which means developing different market strategies to attract different customer groups. 
Positioning
After the first two phases are completed, Boots needs to establish the strategy to position its products and services in the mind of the consumer. According to Kotler (2020), the position of a product is the way the consumer perceives it, and the feelings and impression he has for the product compared to a competitive one. In order to achieve that, the company needs to gain competitive advantage, offering great customer value by lowering the prices or provide more benefits for higher prices. By launching Price Advantage scheme, Boots gives Advantage cardholders access to lower prices to in-store customers, as stated by William Reed LTD (2023). They receive rewards and personalized recommendations through the Boots app. This way the retailer creates a successful omnichannel strategy. With the slogan “Boots. With you, for life”, the company sends a message of safety to the customer’s mind. With 170 years behind, after developing more brands of its own, such as Botanicals, No7, Soap & Glory and others, delivering great quality an efficient service at a competitive cost, Boots aims to be the first choice of the customer in the industry. 
 4Ps Marketing Mix Strategy
The 4Ps marketing tools represent the “tools that marketer uses to implement their strategies, engage customers and deliver superior customer value” (Kotler and Armstrong, 2019). The four Ps we are analysing in this article are: Product; Price; Place; and Promotion.
Product
[bookmark: _Int_1zmLd3pE]Operating in various industries, Boots has a wide range of products and services that customers can buy from its stores, in person or online. The tangible goods as the market are in a continuous changing and developing, so are the customer’s wants. The company needs to adapt to this challenge, therefor analyse the layers of the product they sell. The core product represents the need of the consumer, which will always be the same.  The actual and the augmented product are the features that give value to the item the costumer chooses. Boots is selling more than thirty thousand products, some of them being their own brands. On the website, the company assures its customers that they will be listened to, and that the products and services will be accessible to them and suited to their needs, through a range of ways like stores with click and collect service, or partnerships between the company and Deliveroo and Uber Eats, the Online Doctor  facility, and the Boots app which has over six millions users. Boots is housing over five hundred brands, but they also have their own famous ones, like 17, No7, Botanics, Soap & Glory, and others, but the need of change make them strive to add new brands or improve the old ones. 

                                   [image: ][image: ]
Price
Pricing strategy is one of the most important strategies for a company, having a major contribution in the buyer power and can affect the consumer's psychology, creating customer value and building customer relationships (Kotler, 2020). The health and beauty retail market is highly competitive, so the company must consider the market demand, the competitor’s costs and prices. To reach the final price, Boots must consider the impact on stakeholders, the production and development costs, the advertising cost. However, Boots goal is product – quality leadership. An advantage for the company is the brand combined with the rejuvenated store portfolio and the online presence, which positions the business to growth in healthcare and beauty markets (Nazir, 2022). Therefore, the pricing strategy of Boots reflects the customer demand, the competitive pricing, the customer value and its own brand value (Islam, 2015).
Place
[bookmark: _Int_dy6IM9wP] In UK, as Boots are mentioning on their website, the company has strategically established more than two thousand two hundred health and beauty stores within ten minutes reach of customers (around 85% of the population), to support their needs for life. The locations, in format of flagship stores, local pharmacies, health and beauty shops, travel and airport stores, are fit to give assistance to customers through professional teams. They also have the possibility to access the available products in stores through Click and Collect program.  To make their products and services accessible for everyone, apart from the stores with friendly team members, Boots has an online website and an app where customers can shop or access services and advice, like Online Doctor, delivery for online shopping through Deliveroo or Uber Eats, or they can choose the Click and Collect option with next day delivery in over one thousand six hundred stores.  Shopping online on Boots website or using the Advantage card requires under Privacy Policy for the customers to give consent to the company in gathering data about personal information. This information is collected when shopping or using the company’s services, such as healthcare, appointments booking. The aim of using personal information is to run the business efficiently and effectively, by knowing the recent changes in the customer’s needs and satisfying them.
Promotion
Promotion is a communication tool between the organisations and the customers, to promote the product or the service and its benefit. To increase the selling, Boots invested a considerable sum of money in advertising. According to the Boots website (2022), seventy-three million dollars went towards its digital system in the last three years. The promoting process is done in several ways: media advertising, including tv and internet, posters, public relations, events and sponsors, in stores, through customers assistants. Boots has many sales promotions in place, both is stores as on the website. The Advantage Card is also a form of promoting, at the same time assuring customer loyalty, people benefiting of discounts and personalised offers.
Conclusion
 Boots is a major product manufacturer, developer and retailer, with a large portfolio of products and services in health and beauty industry, and a goal to be the first choice for pharmacy of the customers. To keep the company on track and achieve maximum results in today’s market, Boots needs to continually adapt and revise the market strategies, as the customer and their needs, the market and the products are constantly changing. For a company to succeed in constantly filling the consumers' needs, it should “design customer – driven marketing strategies, construct valu e-delivering marketing programs, engaging customers and marketing partner relationships” (Kotler, et al, 2019).
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