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[bookmark: _Toc228984100]Introduction
This essay studies how idea generation and evaluation, concept screening and selection, and commercialisation take place. It discusses how cost and price management takes place. STDP model urges the companies to segment a large market in meaningful sub-groups (segments), select one or more to serve (target), establish unique product or brand attributes (differentiation) and create a distinct market image (positioning). The report goes into further detail of the marketing mix (4Ps) (Element 2) – describing product, price, place (distribution) and promotion decisions – with supporting evidence after covering STDP in detail (Element 1). In the end, a personal reflection (Element 4) with regards to strengths, weaknesses and possible future areas for improvement. All sections are based on marketing theories and recent research.
[bookmark: _Toc228984101]Element 1 - STDP
1. Segmentation
Market segmentation refers to splitting a large market into sub-markets that have similar characteristics which are easily identifiable.
. Each segment is a group of customers likely to be responsive to a particular product or marketing strategy.  (Liang, 2013) According to the observation made by Sharp, Dawes and Victory in 2024, segmentation is the process of identifying relatively homogeneous, non-overlapping subgroups within the total market and thus the STP framework of Kotler still rules marketing practice. 
. Segmentation separates groups of consumers with similar characteristics so that firms can better customize their offerings for each group.

There are four main segmentation bases: demographic, geographic, psychographic, and behavioral (Kotler & Keller, 2016; Mogaji, 2025).




 Like so.

Demographic segmentation refers to a marketing strategy that relies on measurable traits like age, gender, income, and education. According to Kotler and Armstrong (2018), among the most common segmentation approaches is demographic, which is easy to obtain and is often associated with needs. An example is a smartphone company that segments markets by age (teens vs seniors) and by income (budget vs premium buyers).
Geographic segmentation refers to the segmentation of a market based on physical location or environmental factors. A few examples of the physical location are your country, your region, the size of your city, urban/ rural, climate, etc. Similarly, all these factors also help in affecting customer preferences with respect to products (Kotler & Keller 2016, Mogaji 2025). For instance, a clothing firm may offer heavy overcoats in the north and lighter unstitched materials near the equator. Besides, it may also modify the product to reflect cultural taste in different countries.
Psychographic segmentation divides consumers into groups based on their social class, lifestyle, personality, and values. Psychographics reflect people’s lifestyles and the attitudes they maintain. One segment could be designated “techsavvy” who value high performance and innovation while another budgetconscious pragmatists who prefer price affordability. Psychographic variables often explain why people with similar demographics buy differently.
.
Behavioral segmentation refers to the process of grouping consumers based on their behavior. Therefore this may consist of usage rate, brand loyalty, time, and occasion of purchase, specific benefit sought, etc. One can segment by heavy vs. light users or by those wanting luxury features versus just functionality. Behavioural variables show how and why the people use product. For instance, smartphone manufacturers segment early adopters (who pay for advanced features) against value seekers (who want reliability at low price).
Using such bases, firms generate segments that are similar to each other internally but different externally. According to Liang (2013), a segment is a subgroup whose members “have the resources to transact… and have the need, willingness and ability to effect such future transaction.”
. In real life, the marketers will select segmentation criteria that will provide large and measurable groups (for targeting and marketing to be successful).
. Kotler and Keller state that the segments must be measurable, accessible, substantial, differentiable and actionable. After segments have been identified, the next step is its selection.
2. Targeting
The procedure through which we evaluate the attractiveness of a market segment is called targeting.  (21 words)  (Kotler & Armstrong, 2018). The firm assesses which segments have great potential for attraction.
. The major criteria in selecting target segments are the size and growth of segment, intensity of competition, and strategic fit with the resources and objectives of the company.
. One of the criteria could be that the segment must be large and profitable enough, for example, a high-growth middle-class demographic in Asia could be very attractive (size and growth).
. Another requirement concerns accessibility: the segment must be capable of being reached by the company’s marketing and distribution (e.g. an online campaign can reach the tech-savvy urban youth).
. Firms also avoid segments with existing competitors unless they can make a strong differentiator.
.

There are various types of targeting strategies in marketing theory.

Undifferentiated Marketing occurs when a firm ignores market segment differences and offers one product to the whole market.  Mass marketing seeks a wide appeal. As the marketing adage goes, Henry Ford’s mass marketing ‘can’ work (at least for a while) when he sells same Model T to everyone.
. This method may work efficiently (because it does not incur tailoring cost), but it assumes that buyers have similar needs. In reality, Ford ultimately lost market share as competitors offered alternatives better suited to different needs (illustrating the pitfalls of ignoring certain segments).
.
Differentiated/Segmented Marketing: Multiple segments are targeted and separate offerings are designed for each segment. A hotel chain Marriott operates multiple brands (Courtyard, Ritz-Carlton, Fairfield Inn, etc) and each brand is for a different segment (business, luxury, budget travelers, etc).
. This strategy allows firms to capture more total market share but calls for higher marketing effort.
Niche marketing refers to marketing that a company specializes in a narrow segment of a market. Small companies often do this because they do not have many resources available. They become a big fish in a small pond. For example, a small boutique computer maker may only make computers for high-end gamers. While this may create significant expertise and loyalty in the core segment, it does mean a higher risk if that segment declines (the risk of having all eggs in one basket).
Micromarketing or one to one marketing is when a firm tailor products and messages for the individual customer (customer-level segmentation). One-to-one marketing is possible thanks to analytics and customization in the digital age. For example, an e-commerce website might customize offers for every user depending on their behavior. This method can be expensive and typically only doable for enterprises or businesses with deep data ability whilst very precise.
The firm’s objectives and strengths will determine among these strategies. Overall, targeting involves selecting segments that a company can serve profitably and sustainably (Kotler and Armstrong, 2018).  The segment size and growth rate are quantitatively assessed, while the fit with the brand image and mission will undergo qualitative assessment (Mogaji, 2025).
.

3. Differentiation
After selecting target segments, the firm decides on the way to differentiate its offering from that of competitors in those segments. Creating different characteristics for a product or brand appreciated by the target customers is differentiation (Kapferer, 2012). According to Porter (1985), differentiation, cost leadership and focus are the three generic strategies for gaining a competitive advantage. It is practically possible to differentiate any element of the marketing mix successfully. To illustrate
Unique features or design of product (think Apple’s smart-looking hardware), superior service (e.g. Ritz-Carlton’s exceptional guest service), innovative marketing e.g. Tesla’s focus on electrics and sustainability, etc. can all differentiate the brand in consumers’ minds. To summarise, firms may differentiate on product quality, new technology, brand image, customer service, pricing or even distribution.

For example, an advanced camera system or styling might be offered in the premium smartphone market to differentiate prices by a company. It enables the brand to establish a price premium and appeal to tech-savvy customers who value these attributes. Academic research shows that greater differentiation is correlated positively with greater market share and profitability.
because constant innovation is necessary to maintain the edge Without difference, a product may become a commodity.
4. Positioning
Positioning helps the brand to be referred to by the customer wherein would keep in mind all the brand competitors out there. In essence, positioning is the perception of the offering’s unique value by the target segment (Kotler & Keller, 2003). As noted by Kotler and Keller (2003, p.867), ‘Positioning is the process of creating an image and actual offering of the company that occupies a distinctive place in the mind of the target market’.
. In practice, a short positioning statement summarizing the brand’s key benefit and point of difference is commonly used for positioning. One good example of this is Audi’s “Vorsprung durch Technik” (Advancement through Technology) tagline. This tagline aims to brand its cars as technologically advanced. BMW’s “The Ultimate Driving Machine” is another classic example, focusing on driving performance and engineering.

It is important to effectively communicate the desired differentiation to the target. Brand positioning, according to The Branding Journal, “describes how a brand is different from its competitors and where it sits in customers’ minds”.
. This focuses on creating brand associations (in advertising, design, messaging) that cause consumers to see the product as intended. For example, a new sustainable clothing line may position itself on sustainability and ethics using imagery and slogans that re-enforce that idea. According to Kapferer (2012), strong positioning strategy leads to clear brand identity and increased loyalty.

In summary, the STDP process moves from broad to specific: Segmentation divides up the market, Targeting chooses which pieces to serve, Differentiation designs a special offering for those pieces, and Positioning communicates that we are special in that way. Every step is backed up by theory and evidence in marketing literature (Sharp et al. 2024; Kotler & Keller 2016; Wedel & Kamakura 2000). The firm’s marketing mix decisions are examined in the next section.
[bookmark: _Toc228984102]Element 2- Marketing Mix (product, price, promotion, place)
The marketing mix puts the STDP strategy into action. The collection of controllable tactical marketing tools is called Marketing Mix that the firm blends to produce a desired response in target markets (Kotler & Armstrong, 2018). According to classical marketing theory, these tools can be grouped into 4Ps; Product, Price, Place and Promotions.
. We can use the four Ps to describe what the company offers. Further, at what price, where it delivers and how it communicates. We will cover each of these in turn, with an example and a source for support.

The “P” for Product or service encompasses everything that the company sells to satisfy the needs of the customers.
. Products may be physical items or service and provide the essential benefit.  Choices involve design, features, quality, brand, pack and related service(s). For instance, a consumer electronics company must make a decision regarding the technical specification, design look and warranty service of its new smartphone. In a service setting (e.g. a tech support offering), “product” covers experience design and extra elements. Research states that product planning needs to focus on the functional as well as the emotional (Kapferer, 2012).  For example, research on cell phones illustrates the importance of design and user interface as significant differentiators in the product mix.

The price is the value which the company charges and is to be paid for the product. It assesses the company’s earnings, profit margins and competitiveness.
. Pricing options are penetration pricing, skimming, dynamic pricing, discounts, and bundling. The price should correspond to what the target segment is willing to pay. For instance, over the years, Apple has high priced a lot of iPhones based on premium quality and brand status of the product. Unlike a budget smartphone, which prices aggressively low to attract price sensitive customers. A piece of marketing research states that the price must support the overall strategy (e.g., cost leadership vs premium positioning). (Goi, 2009) Pricing strategies today are data driven- for example, companies like Uber use dynamic pricing. To conclude, pricing the right product plays a crucial role in business profitability, competitiveness, and customer satisfaction.

The place refers to the location and channels through which the products are located and made available to customers.
. This incorporates distribution channels, retail sites (physical or internet), inventory control and logistics. The marketing concept deals with making the product available at the right place and time of the target segment. For instance, a luxury fashion house may sell solely through its own boutiques and select high-end dealers (to preserve its brand image), while a mass-market consumer good may be found at many retail chains and e‑commerce sites. Decisions are intensive distribution, selective distribution, exclusive distribution. Particularly with the digital era, place has gone to include e-commerce websites and mobile apps. One current example of how value leakage is evolving is consumer electronic manufacturers selling directly on their own stores, or partnering with large online retailers (Amazon, Walmart.com). An effective distribution strategy can help the company enhance its customer coverage and satisfaction (Ngugi et al., 2020).

The goal of promotion is to inform, persuade and remind customers about the product. It uses advertising, sales promotions, public relations, social media marketing, direct marketing, and personal selling.  The goal is to create product awareness, trigger interest and support positioning. A business can use a high-impact teaser advertising campaign and tech influencers to showcase the unique features of their new tech product.  Decisions regarding which promotions to use are based on cost and other considerations.  When it comes to brand building, digital promotion (social media, search ads, influencer marketing) is the need of the hour. Promotional communications should reiterate the brand’s point of difference. For instance, when our brand is positioned on innovation, promotion would focus on the benefit of cutting-edge technology. According to O’Sullivan and Ngugi (2020), all elements of the 4Ps must be in harmony.
Thus, the promotion has to be consonant with the product, price and place strategy.
For instance, a company has come up with a new wearable fitness device. It could divide the market into fitness aficionados, gadget-loving trendsetters, and everyday health-conscious shoppers. A distinct strategy would be used to target the first two segments (enthusiasts, early adopters). The product would include advanced sensors and a sleek design. Prices can be based on a moderate premium which will reflect a quality product.  Location may apply to an e-commerce website and specialty sports retailers. The promotion would focus on the device’s technical advantages and health benefits through digital ads and partnerships with health apps.  The product is appealing to the chosen segment (Kotler and Keller, 2016) and effective means of achieving the desired positioning in the mind of consumer.

The marketing mix gives meaning to the STDP analysis in effective marketing programs.
. When the 4Ps go hand-in-hand with the selected segments and positioning, the effectiveness of marketing increases  (Goi, 2009; Ngugi et al., 2020)  As the marketing environment changes, the 4Ps are still considered essential. However, firms may add on new elements like people, process (for services) as required – Goi (2009). In our example, the four Ps are working in harmony to enhance the brand’s appeal to the chosen segments.
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[image: ]Element 4 –   





[bookmark: _Toc228984104]Element 4 - Reflection
Doing this STDP analysis and marketing planning exercise has boosted my confidence in the use of core marketing and literature evidences. I am good at doing deep research and thinking in a structured manner. I could identify segmentation bases and target strategies clearly, backed by studies like Sharp et al. (2024) and Mogaji (2025). I also showed creativity in developing how differentiation and positioning result in a marketing mix (based on the definitions and examples provided by Kotler & Keller). My skills to analyse data have improved as a result of integrating multiple sources and data. For example, I gave the justification using industry reports and academic references to support decisions.
I see several problems at the same time. One of my weaknesses is my knowledge has primarily been theoretical. I require further practice with authentic market data and customer research to make these choices. For instance, the suggested target segments and mix tactics would be those I assumed based on my experience. In real life, I would survey them, focus group them, or whatever it takes. I also noted that I, struggled with time management, as a lot of the time went into referencing, which left little to write. Going forward, I will be able to improve my work by having clearer priorities and outlines. Furthermore, while I use many academic sources, I could strengthen my arguments by more critically comparing the different viewpoints in the literature (for example, some works argue against the 4Ps or argue for digital channels).

In times to come, I hope to do more experiential learning for improvement. This might involve simulating marketing decisions in case studies or internships, which would teach me to validate segmentation hypotheses with actual data. I would also like to practice writing short positioning statements and marketing plans for products in order to enhance the theory and reality gap. I will take feedback from my peers and seniors to improve their writing and make it clear. Overall, the project demonstrates I can apply the marketing concepts effectively. However, it also signals the area where I need to work upon. As I learn, I will continue to develop this competency further.
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