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The STP and Marketing Mix of Reckitt Benckiser
[bookmark: _Toc151880797]Introduction
Reckitt Benckiser is a well-established corporation operating in the consumer products sector, recognised for its prominent leadership position (Reckitt Benckiser, 2023). They are leading in terms of innovation and strategic marketing. In a period marked by the declining effectiveness of traditional mass marketing strategies, a company's success depends on its ability to understand the complex and varied landscape of consumer preferences and global market dynamics (Kotler, et al., 2010). This blog aims to perform an extensive examination and evaluative study of the segmentation, targeting, and positioning strategies used by Reckitt Benckiser. Also, a thorough analysis will be undertaken to evaluate the marketing mix strategies implemented by the organisation, using the widely recognised 7Ps framework (Jain, 2013). 
The company sector, shaped by globalisation and increasing customer tastes, clearly indicates the need for tailored marketing approaches. Numerous organisations are transitioning their marketing strategy from broad and generalised methods (Kotler, et al., 2012). There is a general inclination towards using more detailed approaches in market segmentation. The process entails categorising markets into discrete classifications, which are selected based on characteristics like demographics, psychographics, location, and consumer behaviour (Palmer, 2012). Reckitt Benckiser is a prime example of how market segmentation, precision targeting, and strategic positioning contribute to business growth and consumer satisfaction. This is attributed to the company's diverse product portfolio and global presence.
The importance of the blog lies in its ability to evaluate Reckitt Benckiser's endeavours within these areas thoroughly. The objective of this study is to examine the segmentation tactics utilised by the company to understand the approaches adopted for identifying and categorising its diverse consumer population (Reckitt Benckiser, 2023). The analysis of targeting strategies will show how Reckitt Benckiser focuses its marketing actions on specific segments, improving efficiency and impact. The study of positioning strategies will reveal how the company secures a unique place in the consumer's mind, setting itself apart from competitors. Exploring the 7Ps—Product, Price, Place, Promotion, People, Processes, and Physical Evidence—will provide a thorough picture of the company’s marketing mix, highlighting how each factor contributes to the overall marketing strategy (Išoraitė, 2016).
[bookmark: _Toc151637172][bookmark: _Toc151880798]The STP strategies of Reckitt Benckiser
The STP model is a well-known marketing framework that aims to redefine the target audience and an organisation's selling its products and services. Implementing a Segmentation, Targeting, and Positioning (STP) model allows an organisation to recognise the relevance, focus, and personalisation of client marketing messages (Kotler, et al., 2010). It also has a significant influence on the productivity and profitability of the company.
[image: STP Marketing Analysis: Segmentation, Targeting, Positioning | Sender]
Figure: STP Marketing Model; source: (Palmer, 2012)
Segmentation of Reckitt Benckiser
Market segmentation separates a market into groups of buyers with different needs, characteristics, or behaviours. It is a vital concept in modern marketing (Kumar, 2023). Reckitt Benckiser, a leader in consumer health and hygiene, uses market segmentation strategically. This technique sharpens its competitive advantage and meets varied consumer needs (Reckitt Benckiser, 2022).
Demographic Segmentation
In demographic segmentation, Reckitt Benckiser categorises its market based on age, gender, income, and family size (Masterson & Pickton, 2014). The company's health products target specific age groups. Products like Enfamil are available for infants, while adults find relief with Nurofen for pain. Gender-specific products like Veet focus on female grooming needs (Reckitt Benckiser, 2022). This segmentation allows Reckitt Benckiser to customise its marketing strategies and product development. It thus improves appeal and applicability for each demographic group.
Psychographic Segmentation
Reckitt Benckiser also practices psychographic segmentation. This method splits the market based on lifestyle, social class, and personality traits. As seen in products like Dettol, the company's emphasis on sustainability and health attracts consumers' consciousness about the environment and health (Wafa, 2019). Aligning products with these values, Reckitt Benckiser effectively draws and keeps customers. Their lifestyles and views align with the brand's ethos.
Geographic Segmentation
Geographic segmentation is essential in Reckitt Benckiser’s strategy. The company changes its products for different areas, considering climate, urbanisation, and economic conditions (Andaleeb, 2016). For example, pest control products like Mortein feature more in tropical areas where frequent pest problems occur. This approach ensures that products satisfy customers' needs and tastes in various regions.
Behavioural Segmentation
Reckitt Benckiser also uses behavioral segmentation. It shapes its products according to consumer behavior patterns, usage frequency, and brand loyalty. Products such as Durex run campaigns aimed at sexually active adults, concentrating on safety and pleasure (Masterson & Pickton, 2014). This segmentation lets the company meet the individual needs of various consumer groups and build brand loyalty by aligning with their lifestyle choices and preferences (Reckitt Benckiser, 2022).
Reckitt Benckiser's skilled application of market segmentation demographic, psychographic, geographic, and behavioural leads to a better understanding of its varied consumer base. This detailed strategy helps the company develop targeted marketing plans, create products that appeal to specific consumer needs, and keep a robust market position worldwide (Andaleeb, 2016). The success of these segmentation strategies highlights their importance in the company's ongoing market relevance and growth.
Targeting Strategies of Reckitt Benckiser
After segmenting the market, Reckitt Benckiser's next crucial step is targeting –assessing and selecting the most valuable segments to serve (Lemon & Verhoef, 2016). The company's targeting strategy is a blend of undifferentiated, differentiated, and niche marketing approaches, each tailored to maximise the impact in its respective segment.
Undifferentiated/Mass Marketing
Reckitt Benckiser uses an undifferentiated targeting strategy in specific product categories. This strategy targets the entire market with a single offer, highlighting everyday needs instead of differences (Masterson & Pickton, 2014). For example, Dettol antiseptic liquid receives universal marketing, cutting across demographic, geographic, and psychographic boundaries (Reckitt Benckiser, 2022). This mass marketing strategy gains from economies of scale in production and marketing. It denotes a cost-efficient method to engage a broad audience.
Differentiated Marketing
Reckitt Benckiser usually uses a differentiated marketing strategy. This strategy targets multiple market segments, offering something different for each (Palmer, 2012). The company's health division shows this, providing separate product lines for various health needs – digestive health (Gaviscon) and cold and flu relief (Mucinex). Reckitt Benckiser captures a larger market share by meeting each segment's unique needs. However, this comes at higher costs due to multiple marketing campaigns and product variations (Reckitt Benckiser, 2023).
Niche Marketing
Reckitt Benckiser also seeks niche marketing for specific products. This strategy concentrates on a small, specific, and well-defined population segment (Kotler, et al., 2010). Clearasil, targeting teenage acne care, serves as an example. This focus permits Reckitt Benckiser to create highly specialised products, ensuring a strong presence in this market (Reckitt Benckiser, 2022).
Each targeting strategy has its own merits and challenges. The undifferentiated approach presents a broad reach but may need more personalisation. The differentiated strategy provides tailored solutions but incurs higher costs (Andaleeb, 2016). The niche approach, while concentrated, narrows the market scope. Reckitt Benckiser's skill in integrating these strategies allows the company to maximise market coverage while meeting specific consumer needs.
Reckitt Benckiser's various targeting strategies reflect its understanding of customer needs and preferences. By effectively balancing mass, differentiated, and niche marketing, the company provides its products appeal to a broad consumer base. This approach strengthens its market position and supports sustained growth in a competitive environment.
Positioning Strategies of Reckitt Benckiser
Positioning concerns creating a distinct brand or product image in the customer's mind. Reckitt Benckiser stands out, showing strong brand positions in various product categories (Kotler, et al., 2012). Its strategies for positioning centre on product attributes, benefits, usage occasions, and brand personality.
Product Attributes Positioning
Reckitt Benckiser positions its products by highlighting specific attributes (Kumar, 2023). For example, Finish dishwasher tablets are known for their cleaning power, while Air Wick air fresheners stand out due to their range of fragrances and ability to improve home ambience. This approach to positioning permits the company to differentiate its products in a competitive market by showcasing unique features that meet specific consumer needs (Reckitt Benckiser, 2022).
Benefits Positioning
Concentrating on benefits is essential to Reckitt Benckiser's positioning strategy. The company emphasises the practical benefits that its products deliver (Wafa, 2019). Dettol, for instance, is known for providing germ protection and promoting health and hygiene. Strepsils are recognised for their effectiveness in soothing sore throats. Reckitt Benckiser positions its products as solutions to specific consumer issues by focusing on these tangible benefits (Reckitt Benckiser, 2023).
Usage Occasions Positioning
Certain products of Reckitt Benckiser are positioned around specific usage occasions (Kumar, 2023). Vanish, a stain remover, is an essence for dealing with laundry challenges, especially during occasions prone to stains, like family gatherings. This positioning approach ties the product to specific consumer experiences, making it a top-of-mind choice during these occasions (Reckitt Benckiser, 2022).
Brand Personality Positioning
Reckitt Benckiser also utilises brand personality for its positioning. Brands like Harpic are positioned as rugged and reliable, aligning with consumers seeking effective household cleaning solutions (Reckitt Benckiser, 2022). Focusing on foot care products, Scholl is positioned as caring and expert in foot health, thus appealing to health-conscious consumers.
Reckitt Benckiser’s positioning strategies create different brand identities in consumers' minds. Leveraging product attributes, benefits, usage occasions, and brand personality, the company guarantees that each product is uniquely perceived and valued (Kotler, et al., 2010). This various positioning approach enables Reckitt Benckiser to meet different consumer needs and preferences, improving brand recall and loyalty.
The strategic positioning of Reckitt Benckiser's products plays a vital role in its market success. By carefully composing and maintaining different positions for its varied product range, the company navigates the competitive landscape successfully. Its products meet consumer needs and deeply resonate with their lifestyles and values.
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Marketing Mix: Reckitt Benckiser employs a marketing mix containing seven components: Product, Price, Place, Promotion, People, Processes, and Physical Evidence (Išoraitė, 2016). This strategy plays a vital role in the company's success.
Product
In terms of product strategy, Reckitt Benckiser presents a varied portfolio. This portfolio managers numerous health, hygiene, and home consumer needs. The company concentrates on innovation, regularly introducing new products or enhancing existing ones (Jain, 2013). For example, creating Lysol wipes with superior disinfectant properties or Durex condoms in different textures and flavours delivers the company's dedication to growing consumer preferences. This strategy keeps the product range current and competitive (Reckitt Benckiser, 2022).
Price
Regarding pricing, Reckitt Benckiser uses a value-based method. The company guarantees that each product's price reflects its value to consumers. The pricing strategy is competitive, usually compared with essential rivals and considering consumer spending willingness (Kotler, et al., 2010). The company opts for premium pricing for high-end products like some health supplements. This pricing correlates with the high quality and distinct advantages of these products.
Place
The distribution strategy of Reckitt Benckiser is broad and organised. It guarantees the widespread availability of its products. The company uses different distribution channels, including supermarkets, drug stores, and online platforms (Išoraitė, 2016). This expansive network makes products easily accessible to global consumers, enhancing convenience and supporting brand visibility in various retail settings.
Promotion
Reckitt Benckiser uses a range of promotional activities. These contain traditional advertising in print and television, along with digital marketing on social media and search engines (Kumar, 2023). The company also has experience in public relations, sponsorships, and sales promotions like discounts and coupons. These efforts aim to connect with targeted segments. They also seek to strengthen the brand's positioning and key messages (Reckitt Benckiser, 2022).
People
The company is vital to its employees and consumers. For employees, it invests in training and development. This guarantees they can fulfil the brand's promise. For consumers, the emphasis lies on customer service (Jain, 2013). This ensures that interactions with the brand remain positive. This strategy helps build a solid brand image and promotes lasting consumer relationships.
Processes
Operational excellence stands as a priority for Reckitt Benckiser. The company optimises procedures for improved efficiency. This spans from product development to distribution (Reckitt Benckiser, 2022). Such efficiency reduces costs, ensures quality, and allows quicker market response. For example, an efficient supply chain maintains consistent product availability across markets.
Physical Evidence
The company's packaging and branding serve as physical evidence. Packaging aims to be functional, visually appealing, and reflective of the brand’s identity. A case in point is the recognisable red and green packaging of Strepsils, indicating reliability and effectiveness (Kumar, 2023). The company's emphasis on sustainable packaging further shows its commitment to environmental responsibility.
Reckitt Benckiser blends traditional and modern marketing components. Its product strategy focuses on innovation and diversity, serving a vast market. Pricing aligns with consumer perceptions, delivering value for money (Masterson & Pickton, 2014). The distribution network ensures global reach. Promotional activities effectively target specific market segments. Focus on people, both internally and externally, cultivates brand loyalty and trust. Efficient processes ensure operational excellence. The physical evidence of the brand strengthens consumer recall.
Integrating the 7Ps in Reckitt Benckiser's marketing mix is crucial to its success. Each marketing mix component receives careful attention and execution. This contributes to a strong brand image, broad market penetration, and sustained consumer engagement. The strategy shows the company's adaptability to market changes while maintaining its core values and meeting consumer expectations.







[bookmark: _Toc151880800]Conclusion
This blog critically analyses Reckitt Benckiser's marketing strategies. It concentrates on market segmentation, targeting, positioning, and the thorough application of the 7Ps marketing mix. Reckitt Benckiser employs a refined, multifaceted approach to market segmentation. It classifies consumers based on demographic, psychographic, geographic, and behavioural factors. This segmentation experiences refinement through targeted marketing strategies. These strategies incorporate mass, differentiated, and niche approaches for broad, specific market coverage. 
Reckitt Benckiser's positioning strategies effectively create distinctive, memorable brand images in consumers' minds. They leverage product attributes, benefits, usage occasions, and brand personality. The company's marketing mix showcases a balanced blend of product innovation, value-based pricing, strategic distribution, impactful promotion, people-focused strategies, efficient operations, and distinctive physical evidence. This mix aligns with the company's strategic objectives and resonates with diverse consumer segments.
Reckitt Benckiser’s thorough, adaptive marketing strategies show its grasp of the dynamic, competitive business environment. Reckitt Benckiser maintains its leadership and relevance in the global consumer goods industry by segmenting, targeting, and positioning its products effectively and using a well-rounded marketing mix. This analysis underscores the company's marketing skills and offers insights for businesses seeking to excel in today's complex market landscape.
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