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Article summary
The article is a case study of the allegations of FDA against Juul, an e-cigarette manufacturing company that is using the wrong marketing strategies to gain new customers. It states that the Juul Labs Inc. stated that the consumption of traditional cigarettes is more harmful to human beings as compared to electronic cigarettes. In a certain school, a representative from Juul told the children and teenagers that the consumption of e-cigarettes was totally safe. This statement stirred up a number of issues and it attracted the attention of the Food and Drug Administration (Jennifer, 2019). The FDA is troubled about Juul’s marketing strategy considering the high rates of increased vaping among teenagers triggering investigations.  In a July hearing, one teenager said that a representative from the Juul Company had said that the E-cigarettes were 99% safer than traditional cigarettes. The company also advertised in social media pages that were flooded by underage teens, it gave coupons and used influencers in order to attract new customers. 
When Juul was asked to evidence it youth-prevention program, it stated that it ended its youth-prevention program in September 2018 since the company’s purpose of educating youths on dangers of nicotine addiction was misconstrued. Due to allegations that the company contributed to teen vaping, its social media pages were shut down and it was authorized to market to over 35 year olds (Jennifer, 2019). The company also voluntarily stopped selling the sweet and fruity flavors that highly appealed young people. The company denied the allegations. Through Mr. Zeller, the company wrote that e-cigarettes offer customers satisfaction without causing harm to the consumer as there is absence of combustion like in traditional cigarettes.  The company was authorized to file an application to the FDA stating that e-cigarettes are less harmful; but it still has not filed this letter.  
Application of the article to class work


In an attempt to meet their daily needs, customers are often influenced by marketing and advertising strategies that marketers use. The consumer market targets at benefiting or simply consuming the product being marketed. Thus, cigarette companies should consider marketing to the correct target group and consumer market (Dietrich, Rundle-Thiele & Kubacki, 2017). When the Juul Company uses sweet flavors and fruity flavors to market its cigarettes, it is not targeting the right consumers. Besides, by their representatives going to school and advocating that e-cigarettes are 99% safe, this shows that the company is marketing to the wrong consumer group. The company should only market cigarettes to people who are legally allowed to use them. 
In order to reach their target groups, they can use differentiated marketing strategy and leave out all people who have not achieved the age of consuming cigarettes. In this, the company can use the demographic segmentation variable to characterize its targets group the age factor.  These will help them to come up with the appropriate segments of their consumer market. The legal age where an individual can freely smoke is after attaining 18years (Dietrich, Rundle-Thiele & Kubacki, 2017). Despite of the age factor, cigarettes are harmful to every consumer as they have been known to cause diseases like cancer as well as since it caused addiction, it leads to increased poverty levels and crime rates. The consumer groups should thus be made aware of the side effects of the products they are using. Due to all these factors, cigarettes should strictly not be advertised to children and teenagers under the age of 18. Thus, understanding market segmentation, consumer variables and the business law governing a country is very important before engaging in marketing of products. 
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