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INTRODUCTION
The expansion and continued success of any company is directly proportional to how well they market their products and services. The idea of marketing has undergone significant changes throughout the course of its history, shifting from mass marketing to market segmentation, targeting, and positioning (STP). According to Kotler and Armstrong (2018), most of the different types of mass marketing have died out, and segmentation has emerged as the most important thing for every company to do because of the global and rapidly shifting competitive business environment as well as changes in consumer preferences (Kotler and Armstrong,2018). This blog offers an in-depth examination and evaluation of the segmentation, targeting, and positioning tactics utilized by the Coca-Cola Corporation, which is one of the most successful and largest beverage corporations in the world. In addition, the blog details the marketing mix techniques that are currently being used by the organization, including the 4Ps and 7Ps.
MARKET SEGMENTATION
[bookmark: _Toc129910210]The technique of breaking a market into smaller groups of consumers that have similar requirements or features is called market segmentation. Good market research serves as the foundation for segmentation success (Blythe,2014). When it comes to subdividing the market, Coca-Cola employs a variety of segmentation characteristics. These variables include things like demographic information, regional information, psychographic information, and behavioral information.
[image: ]
Fig. 1 https://www.sketchbubble.com/en/presentation-market-segmentation.html/
· Demographic Segmentation
Markets may be segmented based on demographic factors such as age, gender, income, education, profession, and family life cycle via a process known as demographic segmentation. Because demographic data is relatively easy to obtain, demographic factors are likely to be more commonly employed for segmentation reasons than any other factors (Blythe,2014). Coca-Cola markets its products to people of a variety of ages, including children, young adults, and teens (Coca-Cola, Our company,2021). Coca-Cola, Fanta, and Sprite are among of the company’s most popular brands, and they are predominantly marketed at adolescents and young adults. The company’s products, such Minute Maid, and Simply Orange, are geared specifically for households that include children.
[bookmark: _Toc129910211]
· Geographic Segmentation
Markets may be segmented geographically based on factors such as region, city, climate, and population density. Geographic segmentation is one method for doing so. Coca-Cola is a global company that works in over 200 different countries and employs regional segmentation to target consumers in each of these nations and areas (Mayureshnikam and Patil,2018). For instance, the company’s brands such as Coca-Cola, Fanta, and Sprite are popular in many parts of Africa and the Middle East, but the company’s brands such as Diet Coke and Coke Zero are popular in many parts of Europe and the United States.

· [bookmark: _Toc129910212]Psychographic Segmentation
The market is divided using psychographic elements such as personality, values, and lifestyle choices via a process called psychographic segmentation (Jobber and Chadwick,2013). Coca-Cola employs the method of psychographic segmentation to target clients who have varying personalities and lifestyles. Customers who are concerned about their health and enjoy an active lifestyle are the focus of the company’s Vitamin Water brand, for instance, which was created just for them (Coca-Cola, Our company,2021).



· [bookmark: _Toc129910213]Behavioral Segmentation
Behavioral segmentation is a method of dividing the market into subsets based on behavioral factors such as frequency of use, loyalty, and event (Baines, Fill and Page,2011). Customers that consume Coca-Cola at varying rates and on a variety of times are targeted with behavioral segmentation by the company. For instance, customers who regularly consume soft drinks such as Coca-Cola, Fanta, and Sprite are the target demographic for the company’s brands such as Coca-Cola, Fanta, and Sprite (Coca-Cola Company. Our Brands,2021). On the other hand, customers who engage in physical activities are the target demographic for the company’s brands such as Dasani and Powerade.
TARGETING AND POSITIONING STRATEGIES
· Determining which, if any, of the identified segments should be the focus of an extensive marketing strategy is the second crucial step in the STP process. The process of identifying the most desirable market segments to serve based on a company’s available resources and skills is known as targeting (Baines, Fill and Page,2011). By using a wide variety of brands and products, Coca-Cola can target certain subsets of the market. For instance, the corporation focuses on reaching young people and adolescents through marketing brands such as Coca-Cola, Fanta, and Sprite to them (Coca-Cola Company.Sustainability,2021). Using trademarks like Minute Maid and Simply Orange, the corporation markets its products to households that include children.

· The third step in the STP process involves positioning a brand inside a target market after the market has been divided, market segments have been assessed for size and potential, and particular target markets have been chosen (Baines, Fill and Page,2011). Positioning refers to the process of developing a distinct image and identity for a company’s goods in the eyes of its target audience, who are the company’s consumers. Coca-Cola develops a distinctive brand image and identity for each of its products by using a variety of positioning methods. For instance, the brand of the business known as Coca-Cola is positioned as a drink that is both revitalizing and energetic, while the brand of the company known as Vitamin Water is positioned as a nutritious and hydrating beverage.


[image: STP Model: Segmentation, Targeting & Positioning]
Fig. 2 https://productmindset.substack.com/p/stp-model-segmentation-targeting/

CURRENT MARKETING MIX STRATEGIES
The term “marketing mix” refers to the group of several factors that may be controlled by the company and combined to get the desired reaction from the target market. In product marketing, this refers to the product, the pricing, the promotion, and the location, whereas in service marketing, it refers to the people, the process, and the physical proof (Ferrell et al, 2014). The following are some of the marketing mix tactics that Coca-Cola has implemented to reach its target audience:

· Product: Coca-Cola caters to the varied requirements and interests of customers all over the globe by producing a broad variety of goods. These products include carbonated soft drinks, juices, energy drinks, and bottled water, amongst others. The business has implemented a product diversification strategy to attract new consumers and keep the ones it already has by offering a variety of flavors, sizes, and forms of packaging. For instance, Coca-Cola developed Diet Coke and Coke Zero to appeal to customers who are health-conscious and prefer beverages with less calories. This was done so that they could increase their market share. Also, the firm provides personalized bottles that include the customer’s name to foster a more meaningful relationship with customers and inspire greater brand loyalty (Coca-Cola Company. Our Brands,2021).
· Price: Coca-Cola has a pricing technique known as value-based pricing, in which the company determines prices for its goods based on how much people value them in their own eyes. The corporation sets its prices at a competitive level in order to attract clients who are price-sensitive, and it sets its prices at a premium level for its premium items to create larger profits. For instance, Coca-Cola sets the price of its Dasani brand of bottled water at a higher level in comparison to the prices of its carbonated soft drinks since Dasani is seen as a luxury product (Coca-Cola Company. Our Brands,2021).

· Promotion: Coca-Cola makes significant investments in advertising and sales promotion to raise consumers knowledge of its brand and attract new clients. To communicate with its intended clientele, the corporation makes use of a wide variety of advertising mediums, such as the radio, television, print media, social media, and sponsorships. For instance, Coca- “Share Cola’s a Coke” campaign, in which the business customized bottles with the names of individual customers, went viral on social media, generated discussion, and increased both brand recognition and consumer engagement.


· Place: Coca-Cola has a vast distribution network that includes supermarkets, convenience shops, vending machines, and online retailers. This network ensures that the company’s goods are accessible to customers at the proper place and time by distributing them to a variety of retail locations. In addition, the firm collaborates with several other businesses, such as restaurants, cafes, and movie theaters, to advertise its wares and broaden its customer base.

· People: Coca-Cola understands the significance of its workforce and makes significant investments in its workers professional growth and training to maintain its high level of customer satisfaction. Also, the firm seeks to employ people that uphold the brand’s ideals of joy, positivism, and inclusiveness in their daily lives.

· Process: Coca-Cola implements a standardized procedure for all its operations, including the production of its goods and the provision of its services, to maintain quality and assure consistency. Also, the business takes use of modern technology to automate a number of its operations, including bottling and distribution, in order to save expenses and boost productivity (Coca-Cola Company.Sustainability,2021).

· Physical evidence: Coca-Cola makes significant investments in the packaging and labeling of its products to generate a favorable image for the brand and improve the consumer experience. The famous red and white emblem of the corporation, as well as the contour bottle design, are recognized all over the globe and embody the company’s brand values.


[image: The 7 Ps of Marketing]
Fig. 3 https://www.linkedin.com/pulse/7-ps-marketing-rick-furr/
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CONCLUSION
To summarize, market segmentation has become a critical feature for any organization to accommodate to changing customer tastes and compete in the global business climate. Companies can no longer rely on mass marketing, therefore segmentation, targeting, and positioning are more important than ever. Coca-Cola is a worldwide leader in the beverage sector, and as such, I decided to examine their segmentation, targeting, and positioning tactics in this research. The firm divides its market into subsets based on demographic, psychographic, and behavioral data, then employs the marketing mix to specifically appeal to each subset. The company’s marketing mix now includes the 4Ps/7Ps, and it regularly adjusts its goods, prices, distribution channels, and advertising to reflect the shifting preferences of its target demographic. Coca-positioning Cola’s strategy is built on the company's brand identity; the company wants people to think of Coke whenever they need a refreshing drink. Coca-success Cola’s in the global beverage market may be attributed in large part to the company’s segmentation, targeting, and positioning efforts, as well as the rest of its marketing mix (Xiang,2022).
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Source: https://www.cokeconsolidated.com/about-us/
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