





Module Code: LCBB4004
Module Title: Marketing Fundamentals
Assessment Title: Assessment 1-Blogging to communicate
Student Name & ID:
DIDINA-STEFANIA TURAI
2028048


Background Information about Reckitt
[image: ]Reckitt is one of the leading British Multinational companies that are specialised in consumer and healthcare products. The company was primarily known as Reckitt Benckiser Group but it has rebranded itself as Reckitt and it has also rebranded its organisational purpose, core values and missions (Jefferson, 2021). The company’s HQ is located at Slough, England. The company has a long and rich history. It was formed back in 1814 by J&J Colman and since then it has been shifting towards multiple changes and has grown bigger and better. The company’s present CEO Laxman Narasimhan and chairman Christopher A. Sinclair have given Reckitt new dimensions and possibilities towards organisational opportunities and success. Under the new branded Reckitt, the company has developed its purposeful vision of ‘To Protect, Heal and Nurture’ and it clarifies that the company is focused on optimising three main goals through their innovative and expertise products which will enhance the customer’s life in terms of hygiene, health and nutrition (Ghosh, 2021). The company’s main aim is also composed of creating a diverse and inclusive workplace as it has established a strong diverse workforce of over 43,000 people all over the world. According to the company’s CEO, the company is now determined to seek and explore sustainable and innovative solutions for the people and community to respond the complex and challenging situations (Reckitt.com, 2021). This is why the company has been working hard to ensure such a motto. 


STP Analysis of Reckitt 
STP in marketing is an acronym that stands for Segmentation, Targeting, and Positioning. It is a popular three-faced model that supports evaluating how a company’s products and services servers its target market through proper segmentation and communicating the benefits of such products and services to those specific group of people (Kotler and Armstrong, 2016). The STP analysis helps an organisation in carefully designing their product and services by a properly identifying group of people whose interest will be fulfilled by the company and creates a long-lasting effect into customers’ minds that enables a strong positioning for the company. As for Reckitt, the company has been remarked for their consumer goods products that are mostly health and hygiene driven (Allchin, 2019). From the company’s purpose statement which is to protect, heal and nurture, it can be said that the company has developed their segmentation as a popular and quality products brand that specialises in hygiene, health and nutrition. In Reckitt, people’s health matters the most and hence they have identified their target market of normal households’ customers (Reckitt.com, 2021). Hospitals, clinics, nursing homes etc. are also included in their target market scope. Finally, Reckitt has been providing innovative and quality solutions to different health and hygiene factor related issues and hence they have established them as a customer-centric innovative brand in the household and personal care category.
Marketing Mix Strategy of Reckitt 
Product 
[image: ]A product/service lies at the heart of any company’s marketing mix programs as the essential marketing activities start with designing and structuring the product/service type. A product is composed of both tangible and intangible items including size, shape, structure, colour, services, personality etc. that are designed to fulfil a particular need or solve a particular problem (Porral and Stanton, 2017). Reckitt has developed its product strategy that aims to maximise the opportunity of their variety of brands during COVID-19 and to enter new markets and broaden the current product offering. As per Reckitt, the company works on fulling the needs and solving problems of customers in three segments. The three main segments of their products category are hygiene, health and nutrition. The first segment of the company’s brand portfolio is the hygiene segment as the segment adds up 42% of Reckitt’s total revenue (Annual Report 2020 | reckitt.com, 2021). In the hygiene segment, the company tries to emphasise good hygiene as it is very much crucial in leading day to day lives and as a result, the company tries to innovate products that are effective enough to kill and reduce germs, pests, dirt and odours. Some of the popular brands in these sectors include Airwick, Harpic, Lysol, Finish, Mortein, Vanish, Calgon etc. The second segment which is health covers 35% of the company’s revenue and is the second-largest portfolio. In the second segment, the company tries to focus on ensuring better health of all customers, as the company follows the motive of health is wealth. Health is at the wellbeing of every people and hence the company provides products that are quite effective and tries to support good self-care, sexual health and personal hygiene and wellness. To cover up the segment, the company offers products like Durex, Dettol, Gaviscon, Nurofen, Strepsil, Veet, Clearasil etc. Finally, the third and final segment of nutrition contributes 23% of the company’s revenue. The segment is vital to keep the healthier lives and support long term wellbeing for leading infant and child nutrition, adult nutrition. In this segment, the company offers products like Mead Johnson, Enfa, Move Free, Airborne, Nutramigen, Neuriva etc. 
Price 
Price is considered as the monetary value that is paid by the customer while exchanging and buying/obtaining the product and service (Kotler and Armstrong, 2016). Price is the only segment within the marketing mix that helps to generate revenue for the company and can be a strong and competitive source of competition in the market. Pricing decision or strategy of a product and service considers multiple facets including the cost of production, service costs, marketing costs, the brand value which sums up the internal factors and environmental, political policies, taxation, economic inflation, customer demographic etc. As per Reckitt, the company has been facing huge challenges to keep up with the pricing adjustment as the global pandemic of COVID-19 has initiated several pricing issues. According to the company executives, the company had to initiate new pricing strategies that can tackle the inflation surging in 2022 causing the Costs of goods (COGS) of items such as surfactants, paper, tinplate and ocean freight to be raised by 10% (Steve, 2020). A company can apply seven different kinds of pricing strategies such as price skimming, penetration, premium pricing, value-based pricing economy pricing, dynamic pricing and bundle pricing. Among these seven pricing strategies, the company applies four of the mentioned strategies. First, value-based pricing is more often used by the company based on the factor of how much the customer has developed the perception of the product being worthy and offering unique and specialised products. The company uses such pricing to promote their high range products. In the case of innovation-led new products, the company more often uses the price skimming strategy as it helps the company to captivate emerging markets and ensure a strong position. In the case of the household target segment of health and hygiene products, the company more often use a market penetration strategy that helps them to stay relevant and offer the best value for money products in the competition. Finally, the company utilises the benefits of the bundle pricing strategy. Applying such a strategy is successful when the company covers the product loss through selling low-value items. The company applies such a policy during different occasions and events. 
Place 
The final element of the marketing mix is place or placement which refers to how and where the customers will get the desired product/service from the company. Place strategy can also be referred to as distribution strategy which holds a significant impact in designing the overall marketing mix. Through the placement strategy, companies can evaluate how they can sell the products/services to the customers and assess which channel will be perfect for the company (Baker and Hart, 2016).  Reckitt reaches customers by following two types of strategies: one is through the e-commerce distributors and the second one is through traditional wholesalers. The companies’ brands have simultaneous existence over all types of main distribution channels. The company’s prime distribution channel is operated in physical stores. In European countries, hygiene and health care products are mostly sold to different supermarket retailers like Tesco, Sainsbury’s, and Walmart etc. Although a healthy portion of the company’s revenue is earned through physical outlets and traditional superstores, the company’s digital and online sales have been profitable as the company experienced a 15% increase in online sales (Reckitt.com, 2021). Some of the main reasons for such online sales increase are increased preference of digital channels, widespread lockdown, social distancing restrictions and protocols, convenience etc. but the impact of the pandemic has largely accelerated the shift from physical stores (Das, Jain and Srinivasan, 2021). This shift has led the company to develop two of its digital channels which are E-Grocery retailers and E-Pharmacy. Both of these digitalised channels are specialised as on-demand platforms that provide 24x7 services to the customers and deliver products instantly. All these distribution channels have been maintained superbly as the company has developed highly responsive strong supply chains systems. 
Promotion[image: ][image: ] 
Promotion is the third element of the marketing mix that serves for fulfilling two main purposes which are developing awareness among the target market regarding the existence of the company and second, creating a sense of interest and desire among them that can help them to buy the product/service (Khan, 2014). The better the promotion mix of a company, the better the reach of the company to its customer. An effective promotion includes composed key messages that can be delivered across different channels (Kotler and Armstrong, 2016). Reckitt has obtained one of the strongest marketing departments that plan and designs effective marketing programs. The company tries to utilise both online and offline platforms to gain more reach and create a potential customer base. During the pandemic times, the trend that focused majorly on ‘Health and Hygiene has created a significant impact on the Reckitt’s promotional campaign. The company had created a long-term vision of reaching 2 billion people globally through its marketing and promotional campaigns promoting a healthy and hygienic world. The company had incorporated the pandemic issue of COVID-19 and reorganised its promotional campaign. The main goal of developing the promotional strategy was to decrease the rate of virus transmission and spreading while making sure that the people and community stay safer and healthier. To boost up the campaign, they have inaugurated the COVID-19 facts.com which mainly serve the purpose of keeping people aware of pandemic and spreading general knowledge regarding how to stay well and use disinfector items properly. The company’s dominant brand Dettol also launched a series of promotional and integrating marketing campaigns such as Dettol #HandWash challenge, Dettol ‘Inspiring story of Covid-19’s Protector’ that got customer attentions and were successful (Reckitt.com, 2021). The company’s most popular sexual well-being brand Durex also reshaped its promotional strategy through implementing a series of billboards and social campaigns that declares ‘simply freedom’ which means that people can have enjoyed healthy sex relations without any Covid-19 restrictions (Rosy, 2021). Besides, the company also utilises key social media elements including Facebook, Instagram, Tiktok, YouTube etc. to promote different brand portfolios. 
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PARTICIPATE IN THE
#HandWashChallenge

LET'S MAKE HAND WASHING COOL!





