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INTRODUCTION 

The well-known Dutch corporation Philips has established itself as a leader in the fields of consumer lifestyle, lighting technology, and healthcare. Its marketing tactics, especially segmentation, targeting, and positioning (STP), have played a significant role in establishing its influence across the globe (Philips Global, 2022). The marketing strategy used by Philips highlights its innovation and customer-centric philosophy, thus enhancing the brand's reputation (Philips Global, 2022).

BACKGROUND 


A international technology firm with its headquarters in Amsterdam, the Netherlands, Philips is officially known as Koninklijke Philips N.V. (Philips, 2021). Gerard Philips and his father Frederik Philips established the business in 1891. Frederik worked in banking, whereas Gerard was an engineer. Initially, Philips produced electro-technical items such as carbon-filament bulbs (Hounshell, 1995).

Philips rose to prominence as one of the world's top radio makers in the early 20th century. Vacuum tube production by the business in the 1920s marked the start of a long involvement in consumer electronics. In addition to developing the magnetic tape recorder during World War II, Philips produced its own line of radios in the 1930s (Bloom, 2001).
After the Second World War, Philips started to diversify its product offerings and grew into a major global electronics manufacturer, creating everything from television sets and electric shavers to lighting and medical imaging equipment (Cusumano, 2015). Through the years, Philips has made a substantial contribution to the electronics revolution by working with Sony to develop numerous important products and technologies, including the compact disc (CD) in the 1980s.

Philips is still committed to developing technology that makes people's lives better, with a concentration on medical technology. Personal Health, Connected Care, Diagnosis & Treatment, and Health Informatics are now the company's business sectors (Philips, 2021).

Segmentation 


DEFINITION: 
According to Kotler et al. (2016), marketing segmentation is the process of splitting a market into separate subsets of consumers that have similar demands and traits. Then, in order to cater to their particular demands, behaviours, and aspirations, these segments are discovered and targeted with distinctive marketing tactics and combinations. Essentially, it enables marketers to better align their messaging and product offers with the variety of needs of various client segments (Pride & Ferrell, 2017).

Philips uses segmentation as a tactical method to break down its large market into groups of consumers with similar demands or traits (Smith, 2022). Philips combines segmentation techniques from the demographic, psychographic, geographic, and behavioural domains (Smith, 2022). For instance, the business designs its goods for various consumer groups depending on factors including their income, age, way of life, level of health consciousness, location, and purchasing habits (Ferrell & Hartline, 2021). Philips is able to better match its product offers with the demands and preferences of the target market thanks to these targeted segmentation tactics, which results in more specialised and successful marketing campaigns (Kotler & Armstrong, 2020).

Targeting 

DEFINITION:
 Target marketing, also known as marketing targeting, is the method used by firms to identify important market groups to which they want to sell their goods or services. This includes developing marketing tactics that appeal to and successfully reach each of these segments' unique requirements and preferences (Kotler et al., 2016). Additionally, targeting entails more than just making sales; it also entails delivering value to a particular consumer base, building trusting connections, and guaranteeing steadfast customer loyalty (Dibb & Simkin, 2013).
Philips uses segmentation as a tactical method to break down its large market into groups of consumers with similar demands or traits (Smith, 2022). Philips combines segmentation techniques from the demographic, psychographic, geographic, and behavioural domains (Smith, 2022). For instance, the business designs its goods for various consumer groups depending on factors including their income, age, way of life, level of health consciousness, location, and purchasing habits (Ferrell & Hartline, 2021). Philips is able to better match its product offers with the demands and preferences of the target market thanks to these targeted segmentation tactics, which results in more specialised and successful marketing campaigns (Kotler & Armstrong, 2020).
Demographic Segmentation : In particular, Philips' line of consumer health and wellness goods employs demographic segmentation. For instance, the Sonicare line of electric toothbrushes has models made especially for children and adults that are aimed at different age groups. They also provide premium models aimed at people with higher incomes who are prepared to spend money on top-notch oral healthcare (Kotler & Armstrong, 2020).
Psychographic Segmentation : In particular, Philips' line of consumer health and wellness goods employs demographic segmentation. For instance, the Sonicare line of electric toothbrushes has models made especially for children and adults that are aimed at different age groups. They also provide premium models aimed at people with higher incomes who are prepared to spend money on top-notch oral healthcare (Kotler & Armstrong, 2020).
Behavioral Segmentation : Philips uses behavioural segmentation, especially by taking customer loyalty and status into account. The Philips Hue smart lighting system is meant for tech-savvy customers that are interested in home automation. It aims to draw customers who are early adopters of smart home technology with its wide range of control options. Philips also offers the "My Philips" programme, which rewards and retains repeat customers by offering members personalised discounts and extended warranties, to foster brand loyalty (Smith, 2022).

Positioning 

DEFINITION: 
 
According to Trout (2001), marketing positioning is a strategic marketing tactic in which a brand is purposefully positioned in consumers' perceptions in relation to rival brands. The objective is to leave a distinctive impression that sets the brand apart from its rivals and effectively conveys its distinctive value proposition. According to Kotler et al. (2016), positioning entails making clear and valuable physical and perceptual distinctions between one's product or service and those of competitors, in the eyes of the client.


The company has focused its positioning on innovation, quality, and sustainability. Positioning is an essential component of Philips' marketing strategy (Kotler & Armstrong, 2020). Philips has established a reputation for innovation by consistently integrating cutting-edge technology in product development (Philips Global, 2022). From medical equipment to consumer lifestyle products, there is a clear quality focus that results in high-performance and long-lasting solutions (Smith, 2022). Additionally, Philips emphasises its dedication to sustainability in its positioning strategy by emphasising goods like energy-efficient lighting and consumer appliances with eco-friendly designs (Smith, 2022). This strategy supports consumers' increased understanding of and concern about environmental issues, enhancing the reputation of Philips (Kotler & Armstrong, 2020).

Marketing Mix Strategies


With roots in Amsterdam, the worldwide technology company Philips has been a major player in the market for more than a century, offering everything from home appliances to healthcare technology. Their adept use of the marketing mix, also known as the 4 Ps - product, price, place, and promotion - is the key to their long-term success (Kotler et al., 2016).

· PRODUCT
Let's start by discussing Philips' product strategy. According to Mintz & Currim (2013), a product is not just a physical thing but also a whole set of advantages that a company provides to its clients. With a wide range of innovative, high-quality goods and services that address consumer requirements and wants across many market sectors, Philips has established a diverse product approach. According to the Philips Annual Report for 2022, they have established themselves as a health technology company committed to enhancing people's health and allowing better results throughout the health continuum. This wide range of options demonstrates Philips' dedication to providing its customers with beneficial solutions and fostering a sense of loyalty among them.
A key component of Philips' marketing strategy is the packaging of its products. The company specialises on developing packaging that is both eye-catching and long-lasting. In order to appeal to customers who care about the environment, Philips has made a commitment to lessening its environmental impact and uses eco-friendly packaging materials (Philips, 2022).

With regard to brand recognition, Philips is distinctive because of its lengthy history and track record of producing top-notch, cutting-edge goods. The name Philips is a byword for dependability, trust, and cutting-edge technology. Because of its high brand reputation, Philips stands out from other businesses in the market and is frequently chosen by customers (Mintz & Currim, 2013).
· PRICE

The cost of the product to the consumer is referred to as the price component of the marketing mix (Kotler et al., 2016). Philips uses a value-based pricing system, in which costs are determined by how much the consumer thinks a product is worth. Philips may provide customers with a positive experience by matching the product pricing to its value proposition, thereby improving its brand reputation and client relationships.

Market Conditions: Philips keeps an eye on the level of competition and adjusts its pricing approach as necessary. For instance, Philips may implement competitive pricing strategies in markets where their products face fierce competition, keeping their costs on par with or somewhat lower than those of rivals. As a result, they are able to effectively compete and sustain their market share (Kotler & Armstrong, 2020).

Inflation and cost changes : Philips' pricing strategy is impacted by a number of critical elements, including inflation and cost fluctuations. In order to retain its profit margins, Philips may change the price of its products if raw material costs or production expenses significantly increase. To prevent alienating clients who are concerned about prices, the business is cautious in how these transitions are handled (Ferrell & Hartline, 2021).


· PLACE

Making the product accessible to clients in convenient locations is part of the marketing mix's 'Place' component (Kotler et al., 2016). The availability of Philips' goods and services in more than a hundred nations demonstrates the company's global reach (Philips Annual Report, 2022). It uses both direct and indirect distribution methods, such as internet platforms, to make sure that its products are accessible to customers all over the world. Philips can efficiently reach and serve its diversified worldwide consumer base with a broad and effective distribution strategy.

· PROMOTION

The last "P," promotion, refers to all of a business's communication efforts aimed at making its product known to consumers and convincing them to purchase it (Kotler et al., 2016). Philips uses a range of marketing strategies, including social media marketing, public relations, sales promotions, and advertising. The company's marketing initiatives are specifically designed to convey the advantages of its cutting-edge technologies and how they improve people's lives.
 
CONCLUSION

As a result of Philips' clever and successful use of the marketing mix techniques, the company has enjoyed consistent market success. Philips has carved up a solid and long-lasting position for itself in the worldwide market by carefully defining and modifying its approach to the four Ps: Product, Price, Place, and Promotion.

The company's extensive and varied product line amply demonstrates its dedication to innovation. Philips has maintained its position at the forefront of technical development by consistently focusing on R&D and providing goods that are in line with changing consumer demands and market trends. Philips has been able to strengthen its brand reputation as a pioneer in health technology because to its customer-centric product approach.
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