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STP WORKSHOP: today's Happening 
 STP Workshop Briefing

 Break out into project teams

SEGMENTATION

 STAGE 1

 Team brainstorm and discussion 

TARGETING

 STAGE 2

 Team brainstorm and discussion

POSITIONING

 STAGE 3 

 Team brainstorm and discussion

-> Team final submission of STP in CEO messenger 

group- will be counted as project group work.





STP Process



What is market targeting?



What is product positioning?



What is product positioning?



What is product positioning?



Step 1: Segmenting



Step 2: Targeting



Step 3: Positioning

 Is at the heart of the marketing 

strategy

 “. . . the act of designing the company’s offer and image 

so that it occupies a distinct and valued place in the 

target customer’s minds.”

Philip Kotler

How to get here?
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Determining a frame of reference
Marketers need to know:

Who the target consumer is

Who the main competitors 
are 

How the brand is similar to 
these competitors 

How the brand is different 
from them 
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Determining a frame of reference

What are the ideal 
points-of-parity and 
points-of-difference 
brand associations 
vis-à-vis the 
competition? 



Points-of-Parity 

and Points-of-Difference

Points-of-difference
(PODs) are attributes or 
benefits that consumers 
strongly associate with a 

brand, positively evaluate, 
and believe that they could 
not find to the same extent 
with a competitive brand. 

Points-of-parity 
associations (POPs), on 
the other hand, are not 

necessarily unique to the 
brand but may in fact be 

shared with other brands. 



Nature of Competition

 Deciding to target a certain type of consumer 

often defines the nature of competition 

 Do not define competition too narrowly

 Ex: a luxury good with a strong hedonic benefit 

like  stereo equipment may compete as much with 

a vacation as with other durable goods like 

furniture 



Brand Positioning: Perceptual Map
A perceptual map provides a visual picture of  how customers see different competitors.



Positioning & differentiation

Positioning  Statement:

We are (name of brand).

We produce (type of offering) for (target consumer)

This market offering provides benefits that satisfy(consumer 

needs)

Our offering uniquely attracts our target consumer

Because (source of competitive uniqueness).

Our benefits differ from competitors’ benefits in the following

Way(s): (points of differentiation).



Positioning & differentiation

ค ำชี้ แจงต ำแหน่ง:

เรำคอื(ช่ือสนิค้ำ)

เรำผลิต(ประเภทของกำรเสนอขำย)ส ำหรับ(เป้ำหมำยผู้บริโภค)

กำรเสนอขำยในตลำดนี้ ให้ผลประโยชน์ที่ตอบสนองควำมต้องกำร (ควำมต้องกำรของ

ผู้บริโภค)

กำรน ำเสนอของเรำโดดเด่นดงึดูดผู้บริโภคเป้ำหมำยของเรำเนื่องจำก (แหล่งที่มำของ

ควำมเป็นเอกลักษณใ์นกำรแข่งขนั)

ผลประโยชน์ของเรำแตกต่ำงจำกผลประโยชน์ของคู่แข่งโดยวธิต่ีำงๆ(จุดแตกต่ำง)



Positioning & differentiation

Gatorade

We are Gatorade.  We produce sports drinks for physical 

activity enthusiasts who consider themselves to be 

accomplished, but not necessarily competitive, athletes.

This market offering provides benefits that satisfy our 

Consumer’s need to quench thirst in a healthy and fun

(but not frivolous)way. Our offering uniquely attracts

Our target consumer because it is absorbed in the body

12 times faster than water and because it is heavily promoted

Using imagery of everyday athletes working up a sweat.

Our benefits differ from competitors’ benefits in the following

ways: fun, scientifically-backed quenching.



Positioning & differentiation

เรำเป็น Gatorade เรำผลิตเคร่ืองดื่มกฬีำส ำหรับผู้ที่ช่ืนชอบกำรออกก ำลังกำยที่คดิ

ว่ำตวัเองจะประสบควำมส ำเรจ็ แต่ไม่จ ำเป็นจะต้องแข่งขนัตลอดเวลำ

กำรเสนอขำยในตลำดนี้ ให้ประโยชน์ที่ตอบสนองควำมต้องกำรของผู้บริโภคในกำรดบั

กระหำยด้วยวธิทีี่ดต่ีอสขุภำพ(แต่ไม่น่ำเบื่อหน่ำย) กำรเสนอขำยของเรำโดเด่นดงึดดู

ผู้บริโภคเป้ำหมำยของเรำ เพรำะมนัถูกดูดซึมเข้ำสู่ร่ำงกำยได้เรว็กว่ำน ำ้12เทำ่และ

ได้รับกำรส่งเสริมอย่ำงมำกโดยใช้ภำพของนักกฬีำในชีวติประจ ำวนัที่เสยีเหงื่อ 

ผลประโยชน์ของเรำต่ำงจำกผลประโยชน์คู่แข่งดงัต่อไปนี้ ; ควำมสนุก, มหีลักฐำนทำง

วทิยำศำสตร์ว่ำช่วยให้หำยกระหำยน ำ้







Definition of RTD

 Ready to drink (often known as 

RTD) packaged beverages are those sold in a 

prepared form, ready for consumption. Examples 

include iced tea (prepared using tea leaves and 

fruit juice) and alcopops (prepared by mixing 

alcoholic beverages with fruit juices or soft 

drinks).



Definition of RTD



Definition of RTD- Alcopops 

 Alcopops are mainly ready made alcoholic cocktails that are 

carbonated and bottled under various brand names. Alcopops 

are the most commonly consumed type of RTD in the world 

after iced tea. It is also important to note that Alcopops are 

banned in some countries due to religious and cultural reasons, 

which do not permit the consumption of alcohol. A number of 

studies have linked the marketing of alcopops to increased 

incidences of underage drinking

 The industry term for this range of products is flavored malt 

beverage or progressive adult beverage. The majority sold in 

the US, are essentially flavored beer.

 Alcopops can be based on different types of spirits and liquors, 

such as vodka-based or rum-based.



Alcopops



Alcopops



Alcopops





Definition of RTD – Non-alcohol 

 Non-alcoholic RTDs can be further separated into 

dairy and non-dairy drinks. Iced Tea and coffee

are sold in many countries in both dairy-added 

and non-dairy versions.

 Other non-alcoholic non-dairy drinks include 

herbal energy drinks.

 Other non-alcoholic dairy-based drinks include 

protein supplements and yogurt-based drinks.



Non-alcohol





Non-alcohol



Non-alcohol



Non-alcohol



Non-alcohol



Non-alcohol



RTD  Soft Drink 



RTD …Ready-to-Drink

THAILAND



RTD market in Thailand 



RTD market in Thailand 



RTD market in Thailand 



RTD market in Thailand 



RTD market in Thailand 

















Workshop guidelines – Let’s Practice!

 Each Team will choose a RTD Brand in Thailand

 Each team will have 30 mins++ to discuss each 

stage ( total 3 stages) 

 By the end submit PPT slides  to me, then start 

working on next topic 

 I will be visiting you in your break out rooms

 By the end of class, CEOs will submit final ppt 

slides to me via CEO messenger group with final 

STP



Workshop guidelines 
Consists of 3 stages

Stage 1- SEGMENTING (45 mins) 

 Define the existing target markets for your brand 

 Explore 2 new segments for your new product (totally new and 
should not exist in the market)

* please refer to criteria for segmentation - quantifiable

Stage 2 – TARGETING  (30 mins)

 Choose one new target market you would want to focus on 

 *please refer to criteria for targeting) - quantifiable

Stage 3 – POSITIONING (30 mins)

 Create perceptual map and positioning Statement for your new 
target market 

 * feel free to create and visualize your new product



Tips:

 Please remember, you are launching a new product for your company, 

so you have to revisit the company , it's vision, mission, product line, 

SWOT ,competitor, etc.

 Make sure the existing and  market segments and targets are 

quantifiable…have figures and fact to support the market and credible 

information source.

 Then you are to explore a new STP for your new brand…use 

consumer insights, trends, and creativity 

 Please review my PPT handout lessons for detailing the work 

Don't forget to HAVE FUN na ka ….



Undifferentiat
ed (mass) 
marketing

Differentiate
d 

(segmented) 
marketing

Concentrate
d (niche) 
marketing

Micromarke
ting (local or 

individual 
marketing)

We may not want to serve everyone

Market segmentation Target market

- Geographic segmentation (countries, 

regions, cities, urban/rural, postcode)

- Demographic segmentation (age, 

gender, family size, income, occupation)

- Psychographic segmentation (social 

class, lifestyle, personality)

- Behavioural segmentation (consumer 

knowledge, attitudes, product usage)
Targeting 

broadly

Targeting

narrowly





Examples 



Example 





Criteria


















