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[bookmark: _Toc152111890]I. Introduction
Mass marketing is no longer the go-to strategy in today’s corporate environment. Instead, businesses are finding success by better knowing their customers. Market segmentation comes into play here. For this blog, the chosen business organisation is GlaxoSmithKline Plc (GSK). It is a large pharmaceutical company which is reacting to this transformation. It does not treat all clients the same; instead, it classifies them based on factors such as age, gender, and location (Venkatesh, 2016). GSK, for example, tailors skincare products to various age groups. The relevance of this strategy is explored in this blog, which sheds insight into how GSK is navigating the new era of personalised marketing.



[bookmark: _Toc152111891]II. GSK’s Market Segmentation
[bookmark: _Toc152111892]Demographic, psychographic, and behavioural approaches
GSK employs three primary methods to better understand its customers: demographics, psychographics, and behaviour. Demographics examine age, gender, and income. GSK tailors skincare products to particular age groups. Psychographics delve into the preferences and values of clients. Sensodyne toothpaste, for example, caters to health-conscious individuals. Finally, GSK investigates how individuals behave—what they purchase, how frequently they buy it, and how loyal they are (Rizhamadze, 2020). “GSK Rewards,” its loyalty programme, rewards repeat consumers, encouraging them to continue using GSK’s goods. These tactics assist GSK in developing goods and messaging that truly resonate with its varied client base.
[bookmark: _Toc152111893]Product examples tailored to specific segments
GSK creates items for a variety of client segments. It adapts skincare solutions to certain age groups. Its respiratory drugs address a variety of health demands across demographics. Sensodyne toothpaste is an excellent example of psychographic customisation since it targets health-conscious consumers looking for oral care solutions (Savelius, 2013). This strategy extends to behavioural factors, including GSK’s loyalty programme, aimed at returning consumers. GSK ensures that its broad client base finds relevance and value in its offers by matching goods with the specific features of each group, encouraging brand loyalty.




[bookmark: _Toc152111894]III. Targeting Strategies
[bookmark: _Toc152111895]Differentiated targeting for unique needs
GSK distinguishes itself by adapting its marketing to the specific demands of diverse client segments. This diversified targeting method guarantees that each product appeals to a certain demographic. Voltaren, a pain reliever, for example, targets those who lead active lives, catering to their specific pain relief requirements (Armstrong et al., 2014). Sensodyne Pro Enamel, on the other hand, caters to customers who are concerned about enamel degradation. GSK builds its relationship with consumers by recognising and addressing the different needs of its audience, making its goods more relevant and compelling in a competitive market setting.
[bookmark: _Toc152111896]Niche targeting within broader segments
GSK goes beyond broad sectors to satisfy particular requirements through niche targeting. One great example is Advair, a medicine designed specifically for asthma patients with varying degrees of severity. GSK ensures that Advair serves the special needs of asthma patients by concentrating on this niche within the larger respiratory segment, delivering customised solutions. This strategy enables GSK to effectively penetrate specialised markets, catering to the unique health problems of people within bigger sectors (Kotler et al., 2015). GSK’s strategic agility is demonstrated by niche targeting, which recognises possibilities to tailor its offers for more narrow consumer groups within the greater market environment.




[bookmark: _Toc152111897]IV. Positioning Strategies
[bookmark: _Toc152111898]Value positioning emphasising quality
GSK strategically markets its goods by emphasising better quality, which justifies higher costs. Lucozade, a sports drink known for its ability to improve athletic performance, is one example. GSK promotes an impression of value among consumers by concentrating on the beverage’s efficacy, justifying the higher price point. This value positioning not only conveys the quality of the product but also develops a link between the brand and customer expectations (Solomon et al., 2014). GSK’s dedication to providing great goods strengthens its market reputation, adding to the overall success of its value-driven positioning approach.
[bookmark: _Toc152111899]Benefit positioning focusing on tangible benefits
GSK has a benefit positioning strategy, focusing on the concrete benefits that its products provide to consumers. Sensodyne toothpaste, marketed as a remedy for sensitive teeth, is one example. The emphasis is on delivering pain and discomfort relief while addressing a specific oral condition. GSK develops a clear and compelling value proposition for customers by emphasising the product’s practical benefits (Strauss and Frost, 2014). This benefit-focused positioning strategy matches customer demands, making Sensodyne a top choice for individuals looking for effective dental sensitivity remedies, reaffirming GSK’s commitment to offering products that effectively address consumer problems.




[bookmark: _Toc152111900]V. GSK’s Marketing Mix (4Ps)
[bookmark: _Toc152111901]Product innovation and R&D
GSK prioritises product innovation via intensive research and development (R&D) initiatives. Notably, its vaccination portfolio, which includes influenza and shingles treatments, demonstrates its dedication to preventative healthcare. GSK continuously creates novel and effective solutions that answer unmet consumer demands by spending extensively on R&D. This drive to innovation not only strengthens the company’s competitive advantage but also demonstrates a commitment to developing healthcare solutions (Londhe, 2014). GSK’s vaccination portfolio demonstrates the company’s proactive commitment to developing medicines that contribute to preventative healthcare while also meeting changing customer preferences.
[bookmark: _Toc152111902]Value-based pricing balancing premium and accessibility
GSK has a value-based pricing approach that carefully balances premium price and accessibility. The price approach for Advair, a medicine that includes breakthrough technologies to address respiratory difficulties, is a perfect example. GSK deliberately portrays Advair as a high-quality solution that justifies a higher price. At the same time, the firm assures accessibility for its target audience by achieving a balance between pricing and the product’s creative features (Khan, 2014). This value-based pricing strategy corresponds with GSK’s objective to offer high-quality healthcare solutions while considering the different financial capabilities of its customer base, adding to the overall effectiveness of the company’s pricing strategy.
[bookmark: _Toc152111903]Diverse distribution network and retail partnerships
Through a wide distribution network and smart retail relationships, GSK assures product availability. Products can be found at pharmacies, supermarkets, and internet stores. Notably, GSK works with large stores such as Boots and Walgreens to broaden the accessibility of its healthcare products. This varied distribution network supports GSK’s objective of making its drugs easily accessible to customers through a variety of channels (Morgan et al., 2019). Retail collaborations with Boots and Walgreens increase the visibility and accessibility of GSK’s goods, bolstering the company’s market position and ensuring that customers can easily access its healthcare offers through reputable retail locations.
[bookmark: _Toc152111904]Multi-channel promotional strategy
GSK uses a multi-channel promotional approach to effectively reach its target demographic. This all-encompassing strategy incorporates conventional media, internet platforms, and social media. GSK, for example, uses traditional advertising strategies to reach a large audience, whilst digital platforms and social media channels allow for focused and interactive communication. Sensodyne’s YouTube channel, for example, provides instructive videos as well as testimonials (Ling et al., 2019). GSK maximises its reach by utilising several promotional channels, ensuring that its marketing messages resonate with the unique interests and behaviours of its customer base, leading to a robust and unified promotional strategy.




[bookmark: _Toc152111905]VI. Academic Theory and Industry Examples
[bookmark: _Toc152111906]Segmentation: Application of Kotler’s Market Segmentation Theory
GSK’s segmentation approach is consistent with Kotler’s Market Segmentation Theory, which emphasises the necessity of recognising various customer demands. Demographics, psychographics, and behaviour are important aspects of GSK’s market segmentation. For example, the skincare line caters to certain age groups, displaying a refined use of demographic segmentation. Sensodyne, for example, is marketed to health-conscious people (Baker and Saren, 2016). GSK navigates market complexities by incorporating Kotler’s theory and customising goods to various client attributes. This strategic strategy guarantees that GSK successfully meets its customer base’s increasing expectations, displaying a deliberate implementation of market segmentation theory in its business practices.
[bookmark: _Toc152111907]Targeting: Evaluation through Porter’s Generic Strategies
GSK’s targeting approach is examined using Porter’s Generic Strategies, emphasising uniqueness in the competitive landscape. GSK uses Differentiated Targeting, which is consistent with Porter’s approach of supplying differentiated products for certain market niches. Voltaren, for example, targets those who lead active lives, demonstrating a targeted strategy. Furthermore, as evidenced in the instance of Advair targeting certain asthma patient categories, niche targeting coincides with Porter’s approach of focusing on specialised markets (Tanwar, 2013). GSK strategically positions itself to stand out in the market by combining Porter’s Generic Strategies, ensuring that its targeting strategy matches with the competitive dynamics defining the pharmaceutical business.
[bookmark: _Toc152111908]Industry example: Success of Sensodyne’s targeted marketing
Sensodyne’s focused marketing success shows GSK’s skilled use of segmentation and positioning methods in the pharmaceutical business. Sensodyne, marketed as a remedy for sensitive teeth, efficiently solves a specific dental issue. GSK’s segmentation approach, which considers psychographics and behavioural characteristics, ensures that the toothpaste appeals to health-conscious consumers looking for relief from dental discomfort (Peter and Donnelly Jr, 2015). GSK communicates with its audience through focused marketing platforms such as the Sensodyne YouTube channel, giving instructive videos and testimonials. This industrial example highlights GSK’s expertise in developing and marketing specialised goods that address the specific demands of specific consumer categories, adding to the overall effectiveness of its marketing efforts.




[bookmark: _Toc152111909]VII. Critical Analysis
[bookmark: _Toc152111910]Strengths and potential areas for improvement
Strengths:
· Effective Segmentation: GSK demonstrates market segmentation power by adapting goods to specific customer groups based on demographics, psychographics, and behaviour.
· Innovative Product Portfolio: GSK’s concentration on product innovation and R&D, notably in its vaccine portfolio, indicates a dedication to remaining at the forefront of healthcare solutions (Dibb et al., 2019).
· Strategic Positioning: The organisation exhibits expertise in product positioning, utilising value, and benefit positioning to establish a distinct and engaging brand image.
Areas for Development:
· Communication Consistency: GSK might improve communication consistency throughout its wide product portfolio, guaranteeing a consistent brand message.
· Intensity of Market Research: A greater emphasis on ongoing market research might give GSK deeper insights into developing customer preferences, allowing for more flexible and adaptive tactics.
· Enhanced Digital Presence: While GSK has a multi-channel promotional strategy in place, additional investments in digital platforms might capitalise on the rising impact of online channels in consumer decision-making (Proctor, 2014).
[bookmark: _Toc152111911]Industry examples supporting the analysis
Industry counterparts recognise GlaxoSmithKline’s capabilities in successful segmentation, a unique product range, and strategic positioning. The numerous product lines of Johnson & Johnson, which serve distinct customer demands in areas such as infant care and medicines, demonstrate the power of segmentation. Pfizer’s constant investment in R&D, as seen by ground-breaking solutions such as the COVID-19 vaccine, demonstrates the importance of innovation in maintaining a broad product portfolio. Similarly, Bayer’s strategic positioning of aspirin as a multipurpose health aid emphasises the need for a clearly defined brand position in creating customer trust (Adams et al., 2019). However, warning tales from Merck’s past branding discrepancies serve as a reminder of the need for consistent communication. Roche’s aggressive market research programmes and Novartis’ effective digital presence give further industry insights, providing significant lessons for GSK’s possible areas of development in research intensity and digital engagement.




[bookmark: _Toc152111912]VIII. Conclusion
Finally, an examination of GlaxoSmithKline’s segmentation, targeting, and positioning techniques indicates a strong strategy that adheres to industry best practices. GSK’s excellent segmentation, unique product range, and strategic positioning all contribute to the company’s competitive advantage. Industry examples from Johnson & Johnson, Pfizer, and Bayer illustrate the company’s capabilities in these areas. However, the investigation of possibilities for development emphasises the need for consistency in communication as well as a greater emphasis on market research and digital presence (Todorova, 2015). In the volatile pharmaceutical market, GSK’s strategies are critical in navigating changing consumer preferences and industry developments, emphasising their importance in maintaining market leadership and relevance.
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