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Introduction
Marketing definition is managing profitable customer connections and interacting with consumers. Creating value for them is the goal of marketing in order to receive value from customers in return. Important steps are identification of customer demands, creation of customer value-driven marketing strategies and their integration. According to Kotler et al., (2020), market segmentation has become important for companies to reach and engage their target audience in the highly competitive today’s business. By looking at these strategies, the blog will examine how Waterdrop® effectively reacted to changing consumer demands and built a strong market position, comparing with other company Volvic, which is on the market with similar products. 
[bookmark: _Toc139453291]
[bookmark: _Toc141210352]Brief Company presenting
The aim of the company is to encourage drinking water and living better healthier life. The company won the Marketing category at The Case Centre Awards and Competitions 2022. #CaseAwards2022 (waterdrop®: Changing the Paradigms of the Beverage Industry with Limited Resources and Digital Marketing). 
According to The Case Centre (2022), Waterdrop is “is revolutionising the beverage industry with the world's first 'microdrink': a compact sugar-free cube that dissolves in water and enriches it with natural fruit extracts, plants and vitamins. After only five years of competing on the market, the company has grown to more than 1 million online customers.”
The company is growing to offer its customers a global hydration solution through drinkware, drinktech, and filtration solutions. Microdrinks cut plastic consumption and transportation-related emissions (CO2) compared to bottled beverages. 
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By The case centre
Waterdrop designed and implied innovation called LUCY® smart cap, based on uv-c light technology and which cleans water, tracks your hydration and reminds customers to drink (Waterdrop®, 2020). 
[bookmark: _Toc139453292]
[bookmark: _Toc141210353]Analysis and critical evaluation of marketing strategies related to Waterdrop® developing.
This section discusses Waterdrop's marketing strategies, focusing on segmentation, targeting, and positioning. Each strategy is described in detail, stressing the particular standards utilised for market segmentation and the intended market that Waterdrop serves. It also goes into detail about the positioning strategy the corporation has adopted, which emphasises sustainability and personalization. This section will discuss Waterdrop’s competitor Volvic as well.
[bookmark: _Toc141210354]Segmentation Strategy: 
Waterdrop Microdrinks GmbH uses a combination of psychographic, behavioural, and demographic segmentation criteria to split the market (Hoyer, MacInnis and Pieters, 2012). First, in terms of demographics, the business aims to appeal to people of all ages who are health-conscious and value convenience and wellbeing, particularly millennials and Gen Z (people born between 1997 and 2012) and not only, (MacDonald, 2022). Psychologically, Waterdrop targets customers that value leading an active lifestyle and are looking for customised hydration choices (Tan, 2022). Additionally, the business uses behavioural segmentation to market to people who are concerned about the environment, like sustainable goods, and are prepared to spend more for eco-friendly alternatives (Tan, 2023).
[bookmark: _Toc141210355]Targeting Strategy: Waterdrop's targeting approach focuses on addressing specialised markets within the larger market. The business customises its marketing initiatives to meet the specific needs of consumers who are health-conscious by studying their needs and preferences (MacDonald, 2023). Waterdrop appeals to people who value health and wellness as well as variety and choice in their beverage alternatives. This makes the business premium and modern brand, attracting clients searching for improved hydration experiences. 
With the help of its targeting method, Waterdrop may adapt their marketing to the particular needs and preferences of health-conscious customers seeking variety and specialised hydration solutions. Waterdrop promote itself as a supplier of modern and personalised microdrinks by putting a focus on hydration, natural ingredients, and ecologically responsible packaging (Tan, 2023) and (MarketLine, 2018, p. 26).
[bookmark: _Toc141210356]Positioning Strategy: Waterdrop differentiate their product from the competitors at the drinks market as offering healthy, easy products’ usage. Personalised and modern microdrinks are what Waterdrop Microdrinks GmbH aims to give, according to its positioning strategy. The company's positioning approach is focused on providing a wide variety of flavour options so that customers may tailor their drinks to their personal tastes and hydration requirements (WATERDROP®, 2023). Waterdrop offers itself as a healthier alternative to sugary beverages by highlighting the value of hydration and the all-natural components used in their products. In order to appeal to customers who are concerned about the environment and are looking for eco-friendly solutions, the company additionally offer its sustainable packaging and commitment to minimising plastic waste. Waterdrop has an innovative approach to their customers to choose everyday new flavour and this put individual hydration to the next level. The uniqueness of Waterdrop we can find in follow statements as solutions for enhanced and personalised hydration, natural ingredients, personalization and convenience. Each of them is described in detail as follow:
Solutions for enhanced and personalised hydration: Waterdrop provides a variety of hydration items, such as water bottles and microdrinks, that improve the flavour and nutritional content of water. Their microdrinks are tiny, soluble cubes that provide water flavour and important vitamins, making it more delightful to drink. They are manufactured with natural ingredients. With this innovative idea, hydration can be easily personalised and tailored to suit specific needs and preferences.
Regarding the natural ingredients, Waterdrop places a strong emphasis on using them in their products to ensure a hydrating experience that is both healthful and energising. They appeal to customers those value natural and healthy ingredients in their beverages by avoiding artificial additives. Waterdrop stands apart from conventional flavoured water solutions that could include artificial flavours, sweeteners, and preservatives as a result of its dedication to naturalness (Waterdrop, 2023b) and (MarketLine, 2018).
When we are talking for personalization, we can see that Waterdrop provides a great level of customization, letting customers select from a range of flavours and useful features. They provide a wide variety of microdrink options, each designed to serve a specific function, such as enhancing energy, boosting immunity, sharpening attention, or promoting relaxation. Through this customisation feature, people can choose the hydration option that best suits their unique needs and tastes (Waterdrop, 2023b).
In addition, convenience of products. Products are made to be user-friendly. The microdrinks are portable and convenient for hydration on travels. The evaporable cubes can be used to rapidly flavour and enrich any type of water by adding them to it. For people who lead busy lives and require an easy way to stay hydrated, Waterdrop is the perfect option due to its mobility and simplicity (Waterdrop, 2023b).
The combination of enhanced and personalised hydration, natural ingredients, personalization, convenience, and portability makes Waterdrop stand out as a distinctive and innovative brand in the market, meeting the changing needs and preferences of customers seeking a revitalising and personalised hydration experience.
In the end of that section, we pay attention to Waterdrop’s competition Volvic and as a competitor, its defines itself as a company that provides high-quality water linked to wellbeing and good health. The company offers its water as pure and mineral-rich, appealing to customers who value good health and the advantages of natural minerals (Nutricia Limited, 2023a).
Volvic focuses on providing natural spring water, both in still and sparkling forms, and offers a wider range of products including flavoured water and water-based drinks. The priority for Volvic is to keep their water pure while continuing to provide a variety of drinks. (Nutricia Limited, 2023a).  With this positioning strategy, Volvic hopes to stand out from the competition and attract customers who are interested in drinking water that is pure, natural, and health-conscious (MarketLine, 2018, p. 15).
Volvic use only plastic bottles for their products (100% recycled plastic) and declare that they are sugar free. According to Nutricia Limited (2023) drinks are contain at least 2.3% sugar and natural sweetener – stevia.
[bookmark: _Toc139453293]
[bookmark: _Toc141210357]Marketing strategies (4ps)
[bookmark: _Toc139453294][bookmark: _Toc141210358]Product: According to Kotler et al. (2020b, pp.51–53), products could be goods or service which are provided and sold to the customers at the target market. An innovative line of microdrinks from Waterdrop dissolve in water and add extra vitamins and all-natural flavours. The company's products provide a convenient and individualised hydration experience while accommodating a variety of dietary needs and taste preferences (microlyte, microtea, microenergy, microdrink). By continually developing fresh ideas and expanding their selection of flavours, Waterdrop maintains a competitive advantage in the market.
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(WATERDROP®, 2023)
Offering extra products or services that improve the entire client experience could help Waterdrop to differentiate itself from the competition. This can include opportunities for personalization, where clients can pick from a variety of flavours and functional advantages to suit their particular needs and tastes. To help customers choose the ideal items for their needs, Waterdrop may also offer instructional materials or tailored advice. Additionally, the business could provide warranties or satisfaction assurances to inspire faith in their goods and set themselves apart from rivals (Waterdrop, 2023d).
[bookmark: _Toc139453295]As a competitor to Waterdrop, “Volvic has a full range of beverages that fit all occasions and moments of consumption, from pure natural mineral water to delicious, water-based flavoured drinks.” This statement is according to Danon (2020), the company owned Volvic brand.
[bookmark: _Toc141210359]Price: Since it positions itself as a premium brand, Waterdrop could cost more than typical bottled beverages. According to (Kotler et al., 2020a, p.216) “To build profitable relationships with target customers, marketers must understand customer needs and deliver more customer value better than competitors do. To the extent that a company can differentiate and position itself as providing superior customer value, it gains competitive advantage.”
Competitive Pricing: Waterdrop has the option of setting competitive prices for their goods, taking into consideration the costs of comparable goods provided by other companies. The manufacturer says (Waterdrop, 2023f) that the premium quality of its ingredients, its eco-friendly packaging, and the added value of its personalised hydration options justify this price. Waterdrop prefers premium pricing – by this aim Waterdrop wants  to attract consumers who may pay more for better flavour and health benefits while also reflecting the actual worth of its goods. This tactic depends on establishing an impression of quality, distinctive ingredients, or special design to support a higher price point than rivals. Targeting customers who are willing to spend more for a superior experience as well. 
Usually, Waterdrop use skimming price strategy what we can see in promotions sales in their website (Waterdrop, 2023). The company applied points accumulating and after reaching some, customers can add in basket valued products such glass bottles, or water glasses, bamboo boxes, bags (Waterdrop, 2023a).
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As a Waterdrop competitor, Volvic prices are very competitive (ASDA, 2023) and this is main reason for reaching and covering wild range customers. 
[bookmark: _Toc139453296][bookmark: _Toc141210360]Place: According to Kotler et al. (2020b, pp.51–53), place involves business operations that make the products accessible to target buyers. To make their products available online, Waterdrop uses a multichannel distribution approach. Due to this convenient accessibility, customers may purchase Waterdrop microdrinks online at the platform Shopify. Waterdrop’s offer to their customers subscription and direct sales. 
Subscription: Waterdrop may provide a subscription-based service that enables clients to receive scheduled shipments of their goods. This strategy can make customers' lives easier and build a devoted customer base while assuring steady income for Waterdrop (Waterdrop, 2023e).
Direct Sales: Through direct sales, Waterdrop can selling their products directly to customers without the need of agents. It gives Waterdrop sight over the customer experience (Kotler and Keller, 2016b, p.73). As a result, the company made and developed its own app, where customers can easily purchase new products. However, they can add drinks during the day. The only reason is to keep you highly hydrated and customers can see their hydration level including waterdrop product they used during weeks. While surfing in Waterdrop’s website, customers can find well-organized customer serving. As a brand Waterdrop puts its consumers first, they make connections with them.
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Being main competitor of Waterdrop, Volvic’s products can be found in all supermarkets in UK (for instance Tesco, Waitrose, Sainsbury, etc.), off licence shops and small shops. The company uses Asda groceries as online shopping platform. From mention above information and according to ASDA (2023) the conclusion is that the company relies on to reach all type customers, such as low income and middle-class customers.
[bookmark: _Toc139453297][bookmark: _Toc141210361]Promotion: According to Kotler et al. (2020b, pp.51–53), promotion means the efforts that describe the benefits of the product and convince the target group to purchase it. The major elements of Waterdrop's promotion strategy include social media platforms, influencer collaborations, and internet advertising. The company emphasises the benefits of its products, such as their sustainability, natural flavours, and vitamin inclusions. According to research (Kotler and Keller, 2016, p.401), we can determinate that battle for sustainability is long, extended, and older then Waterdrop company. The point is that they are continue and contribute to the idea for glass bottles and safe-shell coating, and aluminium bottles. In addition, through storytelling and pictures, Waterdrop engages its target audience and creates a sense of community among them. In order to ensure a great experience of the client, the company establish excellent customer service. We can see it in given happy feedbacks from the customers at the website and in Facebook company page. 

[image: ]       (Waterdrop`s page, Facebook)
As a counterpoint to Waterdrop, Volvic prefer to make promotions such as buying more products in less price (ASDA 2023).  
[bookmark: _Toc141210362]Conclusion 
Waterdrop Microdrinks GmbH has effectively used segmentation, targeting, and positioning strategies to establish itself as a player in the beverage industry. The organisation successfully appeals to health-conscious people by segmenting its target audience based on demographics, psychographics, and behaviours, especially millennials and members of Gen Z. Convenience, wellness, and sustainability are important to these groups.
An original line of microdrinks with a range of flavours and added vitamins are part of the company's marketing mix strategies, and they come at a premium price to represent the added value and high quality they provide. Waterdrop offer access to their products via e-commerce platforms and a distribution strategy - that is multichannel. The company promotes itself using digital marketing platforms, promoting the benefits of its products, sharing interesting tales, and creating a sense of community.
Waterdrop's client strategy, which is accompanied by excellent customer service, enriches the whole brand experience. By maintaining its commitments and adapting its offerings to meet new consumer wants and needs, Waterdrop has become recognised as a reliable and innovative brand in the marketplace.
As a result of effective segmentation, targeting, and positioning strategies as well as an effective marketing strategy, Waterdrop Microdrinks GmbH has been successful in reaching the needs of health-conscious consumers and establishing a strong market presence in the beverage industry. 
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