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Abstract
Market segmentation is a very essential part for any business organisation to grow and flourish in the competitive market. The detailed overview of Aviva Plc. has been explained in the first part of this blog. In the next part of the blog, the segmentation strategies of Aviva Plc. has been discussed depending on demographic, psychographic, behavioural and geographical factors. The marketing mix of the company has been discussed in this blog, and from this analysis the pricing and product strategy, place and promotion strategy of Aviva Plc. can be understood by an individual. In the next part the target strategies of Aviva Plc. has en discussed along with the product strategy of the company.
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[bookmark: _Toc140663455]Introduction 
Market Segmentation strategies are a very important factor for any organisation in order to run their business operations smoothly. Organisations to compete in the competitive business world requires certain strategies. The blog has chosen Aviva Plc. a renowned insurance organisation in the UK. The main aim of this blog is to understand the segmentation strategies of Aviva Plc. depending on its demographic, psychographic, behavioural and geographic segmentation. Along with this, the targeting and positioning strategies of the organisation will also be discussed briefly. The marketing mix of the organisation is also discussed elaborately. At the end of the blog, an overall conclusion of the entire blog has been presented.  
[bookmark: _Toc140663456]Overview of the Organisation 
Aviva Plc. is a company that provides different kinds of life insurance such as general insurance, and health insurance and they also provide the services of the management of funds (Aviva Plc, 2019). This is one of the leading companies in the insurance sectors of the UK and it has also expanded the business to the market of Ireland. The number of customers they have is around 6 million. The strategy of the company is to offer the customers the services and products and also invest in the profitable sectors and take a leading role in developing the growth of the international market.  
[image: ]
Figure 1: Aviva Plc.
(Source: Pond5, 2023)
[bookmark: _Toc140663457]Segmentation Strategies of the Aviva Plc. 
1. Demographic Segmentation
Aviva Plc. is a renowned life and health insurance organisation in the UK. The organisation has consumers of age groups between 20 to 45 years and 45- 60 years of age. The organisation deals with both male and female consumers equally, no differentiation is made regarding gender. The organisation mainly targets students, children, single people, and married and old couples as their customers. Every income group consumer can become a customer of the organisation. Their professionalism is not a great deal for the organisation as they prefer students, homemakers and professionals as their potential clients. 
[image: ]
Figure 2: Demographic Segmentation
(Source: Zigu, 2021)
2. Psychographic Segmentation
Aviva plc. Is a UK-based insurance company and the company has a strong international presence. The company already has more than 18 million customers all over the world. The company mainly targets the adult populations in the UK, those are innovators, experiencers and achievers, as well as survivors and trustworthy customers (Flynn and Walker, 2021). On the other hand, the customers who are family persons or business persons are the main target of the company and those who have an honest mentality. On the other hand, those who are determined and have a stable professional background are the other targets of the company. This is the main psychographic segmentation of the company. 
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Figure 3: Psychographic Segmentation
(Source: Roy, 2021)‌
3. Behavioural Segmentation
Behavioural segmentation mainly indicates the purchasing nature of consumers. In this regard, Aviva Plc is mainly focused on customers who are loyal to the company and always interested in getting its services. Moreover, the company also targets those customers who are more interested in the early settlement of the insurance. The customers who look for insurance that includes less premiums and effective benefits are also the targets of the company (Denkowska and Wanat, 2021). Moreover, the involved nature of the customers of Aviva Plc helps the company to improve its services with higher quality. In this way, the company is highly able to maintain its customers as well as share effective customer satisfaction across the market of the UK.
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Figure 4: Behavioural segmentation
(Source: Netcorecloud, 2023)
4. Geographic Segmentation
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Figure 5: Life insurance and General insurance count in Ireland and the UK
(Source: Statista, 2020)
After the foundation of the organisation, they have effectively expanded their businesses throughout the world. This company is presently dealing with the core business markets of Ireland and the United Kingdom along with Canada. Analysing the business activities of Aviva Plc, it has come to be known that this organisation is one of the largest insurers in the entire insurance industry of the UK. This organisation has followed joint venture partnership with the local investors (Zhang, 2020). In Ireland and the UK, they deal with approximately 6 million consumers (AVIVA, 2020). Their share count is nearly 20 percent in the UK. Apart from providing insurance services, they are also a leading pension provider to the senior citizens of the country. 
	Market Segmentation

	Demographic
	Geographic
	Psychographic
	Behavioural

	· 20 to 45 years
· 45- 60 years
· Male and female consumers
· Students, children, single people, and married and old couples 
	· Origin is in the United Kingdom. 
· Expanded in Ireland and canada. 
· Mainly provide life insurance and general insurance. 
· Leading pension provider of the UK. 
· Follows Joint venture partnership with local investors.
· Market share is nearly 20% in the UK.
	· Innovators, experiencers and achievers, as well as survivors and trustworthy customers.
· Family persons or business persons.
· Determined and have a stable professional background.
· Honest mentality. 
	· Customers who are loyal.
· Consumers who are interested to involve with the company for its high quality services.
· Customers who like to give less premiums.
· Clients who want good benefits through their insurances. 


[bookmark: _Toc140663458]Table 1: Market Segmentation of Aviva Plc. 
(Source: Self-Created)
Targeting Strategies of the Aviva Plc.
Aviva Plc. is one of the leading companies providing life, health and general insurance services in the UK. The business model and tactics of Aviva Plc. is thoughtfully designed to focus on different aspects of the organisation (Oduro, 2019). It also works as a fund management service provider in the UK and started its franchise in Ireland and Canada. The main strategies of this company include, 
Aviva has developed their four-pronged strategy based on four different segments to target every sphere of development. These segments are the customers, efficiency, growth and sustainability (‌Aviva Plc, 2019). The Customer-centric strategies of Aviva aim to become a steady brand for Insurance and wealth management by convincing their customers about the importance of insurance policies in the challenging atmosphere of the modern world.  
On the other hand, efficiency is another key strategy of Aviva where they intend to become digitised with the help of technologies. This company is investing its capital in the advancements of simple and automatic technology for achieving efficacy.
Growth is the third important targeted strategy of Aviva where they aim to get lucrative growth in a disciplined way and meet the expectations of the desired customers as highlighted in the segmentation section. In order to achieve this objective, they have built a diverse portfolio of material benefits to deliver their customers the best services. These services are supported and provided by the resilient performances of the employees who helped the company in growing along with fruitful strategies. 
Aviva targets to be the leader of the financial services of the UK in building a sustainable environment. They have targeted to take part in the climate change initiatives like Net Zero carbon emission within 2040 to lessen the climate disaster factors in the future. Sustainable strategies have been implemented by the company to earn the title of being a sustainable business in the UK.
Positioning strategies of the Aviva Plc. 
Positioning strategies are the marketing plan for establishing features and working procedures of companies inside the customers’ minds. In this way, Aviva Plc. influences customers’ perceptions so that they can have a competitive advantage. Aviva has set positioning assertions of their general, life and health insurance products, pension plans, long-term accident insurance, annuity plans, medical expenses and other products to their customers (Globaldata, 2019). The implication of positioning strategy helps it for recognising customers’ demands, choices, and preferences and it launches products as per their requirements. Using this strategy it enjoys competitive advantages over competitors such as HSBC, and Schroders operating in the UK insurance market. This strategy helps in business growth in several regions of Asia, Canada, Ireland, Europe and other nations.       
[bookmark: _Toc140663459]Marketing Mix of the Aviva Plc. 
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Figure 6: Marketing Mix
(Source: ‌Justtellstories, 2020)
1. Price
The annual turnover of the company Aviva Plc. was approximately 16.4 billion British pounds in the year 2022. However, when a person is looking for a good insurance company they always search for a company which has given the claims without any hassles. The claim settlement of the company is approximately 98.01% from the year 2021 to 2022. This company is offering their insurance at the lowest cost. In order to get a cover of the insurance someone will need to pay only 200 British pounds. This is a big issue for the company to attract most of the customers. Every insurance company is based on the pricing of their products and they are also providing good value for their insurance plans (Iqbal and Keay, 2019). However, Aviva Plc. is using the techniques of giving high premiums at a low cost for expanding their business and getting popularity among customers. This strategy is mainly to make their products more sustainable and they are bound to their strategy of meeting the satisfaction of their customers. 
2. Place
Aviva Plc. serves more than 34 million customers worldwide and the reason for its operating pattern is different country-wise (Statista, 2021). The difference has arisen due to a different pattern of customer demand. The customers of the UK and Ireland buy its general insurance products. On the other hand, consumers from India, China, Singapore, Taiwan, Indonesia, Vietnam, and Hong Kong purchase long-term business insurance products. Its distribution network is quite strong due to its direct selling activities. On the contrary, it has become a partner with various financial advisory firms, private sector banks and private fund lending firms. Besides that, it has created several online channels for selling insurance policies with minimum personal details and hassle-free procedures. On the other hand, it gives details regarding several insurance plans, policies, and liability for enhancing customer availability on their websites. Operating with a diverse network it has ranked the largest insurance company in the world. 
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Figure 7: Place strategy
(Source: Mishra, 2020)
3. Promotion 
The company mainly used multiple television channels for promoting its business services, and different print media and radios are used by the company for advertising their products. For market penetration, the company also builds partnerships with their local partners. On the other hand, the company also used their online website and described their product or service in detail within their website (Oduro et al., 2019). Different types of campaigns such as their ‘new thinking campaign', provide financial advice to the audiences free of cost and the company also offers attractive financial services to their customers. They also arrange continuous public surveys and research, collect the customer’s feedback and try their best to reach every audience. 
[image: ]
Figure 8: Promotional campaign of Aviva Plc.
(Source: Aviva, 2020)
4. Product
Aviva is one of the leading financial institutions in the world. Therefore the product strategy of this company has been made with the compliance of its fame and business tactics by depending on the Product Strategy Pyramid. Aviva’s main product offerings are divided into four categories namely health and general insurance, fund management, long-term business and various financial services. The health and general insurance of this company includes individual health and property coverage. Aviva’s fund management product includes fund investments in business by shareholders and so on. Long-term business policies are associated with life-long insurance services, pension facilities, and lengthy health insurance. The financial services of Aviva include funds, investments and unit trusts for various companies and retail clients. 
[image: ]
Figure 9: Product strategy of Aviva Plc.
(Source: Google, 2023)
[bookmark: _Toc140663460]Conclusion
After completing the research on the marketing fundamentals, it has been concluded that organisations need to follow segmentation strategies to continue the businesses in the long run. In order to discuss the effectiveness of the segmentation strategies, this blog has taken the help of Aviva Plc. The segmentation strategies of Aviva Plc. has properly discussed in the above part of the blog. Each and every factor of the segmentation was properly analysed including targeting strategies as well as positioning strategies. The marketing mix of this company was included in the last portion of this blog to explain the actual marketing structure of the company. 
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