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Kellogg’s Corn Flakes
​Though the business started off with breakfast cereals, the product portfolio has branched beyond breakfast. The current product portfolio is inclusive of crackers, pastry cookies, waffles, biscuits, and snacks. This product catalogue makes the company amenable to children between the ages of 3 and 16. Though adults are not a target, senior citizens are also amenable to such products. The target strategy, however, is not particular to a specific gender or sex. Kellogg’s Corn Flakes provides a healthy cereal breakfast in form of fast foods. The vision statement of the corporation is, “Enrich and delight the world through foods and brands that matter  (Bhasin, 2019).” The major clients of the corporation reside in urban or metro regions. With the rush involved in morning preparation, Kellogg’s Corn Flakes offers breakfast to middle and working class families. The fast food caters for time and practicality, and provides a healthy option for family members with 2 or more children  (Clements, 2012). The primary market for Kellogg’s Corn Flakes is the retailer. Towards this initiative, they have open warehouses close to the retailers, which are fully stocked. It also has manufacturing facilities distributed in more than 20 nations, serving a minimum of 180 countries internationally. The branding tactics employed by Kellogg’s consist of brands such as Keeble, Cheez-it, Amos, Famous, Murray, and Austin. These brands are effective in ensuring distribution directly to the retailer.
Disney World
The target population for Disney world incorporates all ages but is more amenable for an entire family. To cater for the necessities of a family set-up, Disney World employs a multi-segment targeting strategy. The strategy enables the corporation to serve two or more well-defined market segments. The founder, Walt Disney, quoted once that, “you’re dead if you aim only for kids. Adults are only kids grown up, anyway  (Reference.com).”  The Disney world franchises have shows, movies and games specific to children and teenagers. However, it also incorporates a range of company cruises, tours, parks, and rated product line up that targets the adult and senior population. Such target markets are adaptable to the stores, clubs and restaurants with visiting terms and subscriptions guiding their activities. There are also special products lines that are agreeable to couples without children. Such include the parks that provide chances to mingle, through food, drinks and merry moments, away from the children and strollers. This initiative is realized since Disney World is not specific about a specific gender or sex, but rather incorporates all. The geographic set-up chosen by Disney World targets the high income earners and some middle income earners for an entertaining getaway. To this effect, the Disney World franchises are located in the most visited places in the world. However, the populations in urban areas are more accessible to their products. This is illustrated the Disney Stores in large malls and super-centers  (The Walt Disney Company, 2011). Disney World also uses psychographic segmentation to realize products that would be amenable to the average civilian. Towards this initiative, the corporation has a wide array of product line up that suit a variety of lifestyles, motives and personality. 

Wilson Tennis Rackets
Wilson Tennis Rackets targets players of tennis or individuals who are involved in the tennis industry. The products of the company are not specific to a certain gender or sex but rather it serves all genders. The brand also incorporates a variation in terms of products. The varied product line target to serve a market that is inclusive or professional tennis players, homeowners, corporate fitness, centers, high schools, and even privatized country clubs. The brand is also sensitive to the level of skill of the targeted client list. Towards this initiative, there exist a range of products; from smaller and cheaper versions suitable for beginners and young kids to the brand’s code technically sophisticated molecular frame construction is applicable for professional players. The latter is quite amenable when the players are on tour. The brand also employs specialized techniques to cater for the tennis players who seek out the sport for recreational benefits. The Wilson Tennis Rackets brand is intent on to avail their products to clients based on the popularity of the tennis sport. However, their products are highly marginalized to the urban population (Newcomb, 2018). The market population is the fan base seeking liveliness behind the sport and also the quality of life associate with it. This makes the target market the high income group with an average earning of above $56,000 annually (Market Watch, 2019). Though the brand targets country clubs and family venues, and has a varied product catalogue, it does not target family groups. 
Diet Pepsi
Personally, I find that the product line of Diet Pepsi is the youth but more insistently, women. A skinny design for one of its brand was launched during the fashion week which targets women who love home design  (Green, 2013). This was the statement by Amy Spiridakis who is the corporation’s marketing director. This is an attempt to resuscitate the brand with another marketing campaign entitled ‘Love Every Sip’ clearly targeted for women. However, the diversity the brand employs in its product are generally targeted at youth. The youth population is aged between 16 and 29, basically those still studying and a variety of the market is among the working population. The target market is in highly concentrated large metropolitan areas, for those looking for an eventful and exciting lifestyle. This targeting strategy is evident in the presence of the brand in large malls, and clubs. The variations of the brand also target the obese population and those seeking not to add weight. However, the product is highly concentrated with sugars, and thus the target market that is highly concerned about healthy products is not a target. The target income bracket for the brand ranges from average to high income earners, with products that are amenable to all brackets. Most of the target population is comprised of repeat users with an easygoing or an ambitious lifestyle. This target population seeks out the brand for refreshment purposes and the satisfaction of a habit. The products for the brand are sold in the international markets. The product has no advantages or adverts that indicate a marketing tactic specifically for a family. 
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