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Abstract
Any company organization that wants to expand and thrive in the cutthroat business environment must implement market segmentation. In this blog's first section, a thorough review of Aviva Plc. was provided. The segmentation tactics of Aviva Plc. have been described in the following section of the blog based on demographic, psychographic, behavioural, and geographic characteristics. This blog has covered the company's marketing mix, and a person can understand Aviva Plc.'s pricing and product strategy from this analysis as well as its place and promotion plan. The target strategies and product strategy of Aviva Plc. are covered in the next section.
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[bookmark: _Toc140663455]Introduction 
  For every organization to successfully operate its business operations, market segmentation techniques are a crucial component. Organizations need certain tactics to compete in the cutthroat commercial world. The blog has selected Aviva Plc., a known insurance company in the UK. Understanding Aviva Plc's segmentation tactics in light of its demographic, psychographic, behavioral, and geographic segmentation is the primary goal of this blog. Additionally, a brief discussion of the organization's positioning and targeting tactics will follow. Additionally, a thorough discussion of the organization's marketing mix is included. An overall summary of the blog has been provided at the end.
[bookmark: _Toc140663456]Overview of the Organisation 
  A corporation called Aviva Plc. offers a variety of life insurance products, including general insurance, health insurance, and fund management services (Aviva Plc, 2019). This is one of the top firms in the UK's insurance industry, and it has also increased its presence in the Irish market. Their clientele is estimated to be 6 million strong. The company's aim is to provide services and products to clients, make investments in lucrative industries, and play a key role in fostering the expansion of the global market.
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Figure 1: Aviva Plc.
(Source: Pond5, 2023)
[bookmark: _Toc140663457]Segmentation Strategies of the Aviva Plc. 
1. Demographic Segmentation
In the UK, Aviva Plc. is a well-known provider of life and health insurance. Customers of the organization range in age from 20 to 45 and 45 to 60 years old. No distinction is made based on gender by the company while dealing with male and female customers. The organization primarily caters to students, kids, singles, married individuals, and elderly couples as its clientele. Customers from all income groups are welcome to join the business. Since they favor students, stay-at-home moms, and professionals as their potential clients, their professionalism is not very valuable to the organisation.
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Figure 2: Demographic Segmentation
(Source: Zigu, 2021)
2. Psychographic Segmentation
An insurance provider with its headquarters in the UK, Aviva plc. is well-known abroad. Over 18 million people throughout the world have already purchased from the company. The company's primary market in the UK is adult populations, particularly innovators, experiencers, and achievers as well as survivors and reliable clients (Flynn and Walker, 2021). The company's major target market, however, is clients who are family- or business-oriented and who have an honest mentality. The company's other goals, though, are people that are focused and have a solid professional foundation. The company's primary psychographic segmentation is as follows.
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Figure 3: Psychographic Segmentation
(Source: Roy, 2021)‌
3. Behavioral Segmentation
The primary indicator of  behavioral segmentation is the propensity of customers for purchase. In this regard, Aviva Plc places a lot of emphasis on clients who are devoted to the business and persistently interested in using its services. Additionally, the business frequently seeks for clients that are more interested in an early insurance settlement. Customers that seek insurance with affordable premiums and useful benefits are likewise the company's target market (Denkowska and Wanat, 2021). Additionally, Aviva Plc's customers' active participation in the company's operations aids in service quality improvements. In this approach, the business is greatly able to keep its clients and to effectively spread consumer happiness throughout the UK market.
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Figure 4: Behavioural segmentation
(Source: Netcorecloud, 2023)
4. Geographic Segmentation
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Figure 5: Life insurance and General insurance count in Ireland and the UK
(Source: Statista, 2020)
Since the organization's founding, they have successfully expanded their enterprises all around the world. The primary business markets for this corporation right now are Canada, the United Kingdom, and Ireland. By examining the company's operations, it has become clear that Aviva Plc. is one of the biggest insurers in the UK's whole insurance sector. With local investors, this organisation has established joint venture partnerships (Zhang, 2020). They serve about 6 million people in Ireland and the UK (AVIVA, 2020). In the UK, they account for around 20% of the market. In addition to offering insurance services, they are the nation's top pension provider for senior residents.
	Market Segmentation

	Demographic
	Geographic
	Psychographic
	Behavioural

	· 20 to 45 years
· 45- 60 years
· Male and female consumers
· Students, children, single people, and married and old couples 
	· Origin is in the United Kingdom. 
· Expanded in Ireland and Canada. 
· Mainly provide life insurance and general insurance. 
· Leading pension provider of the UK. 
· Follows Joint venture partnership with local investors.
· Market share is nearly 20% in the UK.
	· Innovators, experiencers and achievers, as well as survivors and trustworthy customers.
· Family persons or businesspersons.
· Determined and have a stable professional background.
· Honest mentality. 
	· Customers who are loyal.
· Consumers who are interested to involve with the company for its high-quality services.
· Customers who like to give less premiums.
· Clients who want good benefits through their insurances. 


[bookmark: _Toc140663458]Table 1: Market Segmentation of Aviva Plc. 
(Source: Self-Created)
Targeting Strategies of the Aviva Plc.
One of the top firms in the UK offering services for life, health, and general insurance is Aviva Plc. Aviva Plc.'s business strategy and tactics are carefully thought out to concentrate on several organizational components (Oduro, 2019). It began its franchise in Ireland and Canada and offers fund management services in the UK as well. This company's primary business strategy consist of:
  In order to focus on each area of development, Aviva has created a four-pronged approach based on four distinct areas. Customers, efficiency, growth, and sustainability are among these segments (Aviva Plc, 2019). By persuading its consumers of the value of insurance products in the demanding environment of the modern world, Aviva's customer-centric initiatives seek to establish the company as a reliable brand for wealth management and insurance.
 However, efficiency is another important objective of Aviva, where they intend to digitise themselves with the use of technologies. This business is using its resources to fund the development of easy-to-use, autonomous technology.
The third key focused strategy of Aviva is growth, where they want to achieve profitable expansion in a controlled manner and satisfy the needs of the target clients as mentioned in the segmentation section. They have developed a broad portfolio of tangible benefits to meet this goal and provide the best services possible to their clients. The tenacious efforts of the staff, who assisted the business in expanding through successful initiatives, underpin and sustain these services.
In the UK's financial services industry, Aviva wants to be the industry leader in creating a sustainable environment. They have set a goal to participate in climate change projects like Net Zero carbon emissions by 2040 in order to reduce the likelihood of future climatic disasters. The business has used sustainable practices to achieve the distinction of being a sustainable enterprise in the UK.
Positioning strategies of the Aviva Plc. 
       The marketing plan known as positioning tactics is used to implant a company's attributes and operational methods in the brains of its clients. Aviva Plc. does this to shape consumer perceptions and gain a competitive edge. Assertions regarding the placement of Aviva's general insurance, life insurance, health insurance, pension plans, long-term accident insurance, annuity plans, medical costs, and other products have been made (Globaldata, 2019). Due to the positioning strategy's implications, the company is better able to identify the needs, preferences, and desires of its customers and introduce products that meet those needs. This strategy gives them an edge over rivals who compete in the UK insurance sector, such HSBC and Schroders. Many parts of Asia, Canada, Ireland, Europe, and other countries benefit from the corporate growth that is facilitated by this method.
[bookmark: _Toc140663459]Marketing Mix of the Aviva Plc. 
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Figure 6: Marketing Mix
(Source: ‌Justtellstories, 2020)
1. Price
In the year 2022, Aviva Plc. had an annual revenue of almost 16.4 billion British pounds. However, when seeking for a reputable insurance provider, a person always looks for one that has paid claims promptly. From 2021 to 2022, the corporation settled claims at a rate of about 98.01%. The insurance provided by this company is the most affordable. One will simply need to spend 200 British pounds to receive insurance coverage. The inability of the business to draw in the majority of clients is a major problem. According to Iqbal and Keay (2019), each insurance provider bases their decisions on the cost of their products and the value of the insurance plans they offer. However, Aviva Plc. is adopting these strategies to grow its business and win over more clients by offering high premiums at a reasonable price. The fundamental goal of this strategy is to increase the sustainability of their products, and it is tied to their commitment to ensuring customer pleasure.
2. Place
More than 34 million clients are served by Aviva Plc. globally, and country-specific operational patterns are the reason for this (Statista, 2021). Due to a varied pattern of customer demand, there is a difference. Customers in the UK and Ireland purchase the company's general insurance products. Long-term business insurance policies, on the other hand, are bought by customers from Hong Kong, Singapore, Indonesia, Vietnam, Singapore, Taiwan, and India. Because of its direct selling activities, it has a fairly robust distribution network. It has, on the other hand, partnered with numerous financial advice businesses, private sector banks, and private money lending companies. Along with that, it has developed a number of easy-to-use internet channels for the sale of insurance products. On the other hand, it provides information about various insurance plans, policies, and liabilities for boosting client accessibility on their websites. With a wide network of operations, it has the title of largest insurance provider in the world.
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Figure 7: Place strategy
(Source: Mishra, 2020)
3. Promotion 
In addition to using various print media and radios to advertise its products, the company primarily employed a variety of television channels to advertise its commercial services. The business forms alliances with its local partners in order to expand its market share. However, the business also utilized its online website, where it provided a detailed description of its product or service (Oduro et al., 2019). In addition to providing free financial advice to audiences through various types of campaigns, including their "new thinking campaign," the company also provides consumers with appealing financial services. They also plan ongoing public polls and studies, gather customer input, and make every effort to speak to all audiences.
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Figure 8: Promotional campaign of Aviva Plc.
(Source: Aviva, 2020)
4. Product
In the realm of finance, Aviva is a major player. As a result, the Product Strategy Pyramid was used to help this organisation create a product strategy that was in line with its reputation and business strategies. Health and general insurance, investment management, long-term business, and various financial services make up Aviva's four core product areas. This company offers property and individual health insurance as part of its general insurance program. Fund investments by shareholders in companies are part of Aviva's fund management product, among other things. Long-term business plans typically include long-term health insurance, pension benefits, and life insurance. Aviva offers a variety of businesses and retail clients funds, investments, and unit trusts.
[image: ]
Figure 9: Product strategy of Aviva Plc.
(Source: Google, 2023)
[bookmark: _Toc140663460]Conclusion
Following the completion of the research on the principles of marketing, it has been determined that firms must use segmentation techniques in order to sustain their operations over the long term. This blog has consulted with Aviva Plc in order to talk about the efficacy of segmentation tactics. In the blog post's above section, the segmentation tactics of Aviva Plc. were properly covered. The targeting and positioning techniques, among other segmentation factors, were all thoroughly examined. To clarify the company's actual marketing structure, the marketing mix of this business was presented in the blog's last section.
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