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The role of marketing in creating value for Porsche customers


Introduction
	The marketing concept involves identifying the needs and preferences of the customers and striving to satisfy them (Scripnik 63). organizations invest in creating value for the customers through different promotional strategies. The four main elements in the marketing concept include identification of consumer needs, identifying the target customers, integrated promotions, and profitability. Marketing creates a competitive advantage for a company by promoting brand visibility and exposure to a large customer segment (Caputo 74). The customers recognise and understand the existence of a company and its products through marketing campaigns. 
Organisations achieve a competitive advantage by utilising the societal marketing concept. The societal marketing concept entails identifying and fulfilling the needs of the customers as well as preserving the social and environmental aspects. Contemporary organisations emphasise sustainability elements when marketing to improve the reputation and brand image (Scripnik 77). Porsche utilises both digital and traditional marketing strategies to promote their products and services. Digital marketing strategies include the use of social media platforms such as Twitter, Instagram, Facebook, blogs, and emails to create brand awareness (Their 7). The traditional marketing used by Porsche includes print and visual media such as magazines, television advertising among others. The use of multi-channel promotional strategies helps Porsche to communicate effectively to the target customers. 
Advantages of marketing to consumers 
	Marketing keeps consumers updated about the latest developments in the company. The customers are informed about the new products and services through different marketing strategies (Scripnik 47). For instance, Porsche communicates about the details of the new car models through multiple marketing channels.  Internet marketing is mostly utilised by Porsche for creating awareness about the new developments in the organisation. The availability of information for consumers online helps in making effective purchasing decisions. Therefore, marketing facilitates access to the relevant information about the products and services which helps the customers to make effective decisions before buying (Caputo 58). Marketing also provides customers with an opportunity to interact and communicate with the company (Scripnik 49). As such, Porsche gets to understand the opinions concerning the different car models when they market through social media platforms.  Marketing creates value for customers by enabling them to form positive relationships with the company. The customers feel valued when the companies respond to their various demands and preferences concerning the products and services.	
Branding in Porsche and how branding creates value to customers
Branding entails marketing by adopting distinctive features on the company’s logo and other symbols. Branding helps the customers to differentiate a company from competitors. The branding concept enables Porsche to enhance the positive perception of the company (Scripnik 76). The logo design of Porsche creates a perception of the luxury and high-end lifestyle. The company adopts a logo design that matches the needs of the target consumers. The symbolic features of Porsche demonstrate high standard, superiority, and outstanding designs to please the target customers. The adoption of distinctive designs and features helps in the long-term positioning of the company (Naumovska 124). The concepts such as innovation, reliability, experience, high quality, are mostly used by car manufacturers to brand their products. 
Corporate social responsibility by Porsche 
Porsche utilises the societal marketing concept for branding and increasing brand visibility. Modern customers expect companies to engage in philanthropic activities by preserving the environment. Incorporating the social and environmental aspects helps in brand differentiation and enhances the competitiveness of an organisation (Naumovska 128). Porsche enhances its commercial viability by integrating the social and environmental aspects in the manufacturing of the vehicles. For instance, the company utilises the light-weighted materials in the vehicle design to minimise overexploitation of resources. Using the light materials implies that the vehicles utilise less power to propel hence conserves energy. The company also minimise the environmental implications of the manufacturing process by downsizing the car models (Their 6). 
	Porsche upholds the social responsibility concept by supporting the community in various philanthropic activities. The company participates in corporate sponsorships by supporting professional and leisure sporting activities. The company also helps the children to enhance their engineering and technology skills. Social responsibility promotes brand recognition and creates a positive perception of the brand amongst the customers (Naumovska 126). Porsche has also invested in research and development to promote product innovation. As such, the company strategizes to remain competitive by incorporating the technological trends in the different car models. A sustainable business model contributes to a competitive advantage in the modern business environment. The subsequent section explains how branding and marketing create value for customers. 
Educating the customers 
	Marketing educates and informs the customers about the trends and development in the company. The marketers persuade the target consumers about the positive value that the products offer after purchasing (Naumovska 128). Customers learn about the available options and alternatives through marketing. The information concerning purchasing options is offered through various marketing strategies. The information such as the address, contact details, prices, and the release dates are relevant for making purchase decisions by the customers. Porsche through marketing explains to the users the different functionalities of the products. Educating clients through marketing facilitates higher customer satisfaction levels (Pappas 98). The customers will be able to purchase the products according to their needs and preferences. As such, marketers are responsible for informing clients about the details of the new products. Marketing is essential for managing the client’s expectations about the product
	The customers depend on the marketing information to understand their expectations about the product. The information such as the material used in the design of the vehicles helps the customers to evaluate their purchasing decisions (Giovagnoli 11). The clients require marketers to be consistent and provide actual information about different products. For instance, the Porsche marketers explain to the clients the details such as the distance that the car can travel before requiring it to be serviced. Porsche through marketing explains to the customers about the innovations and technology used in the different car models. The customers become aware of the risks and benefits of the products before purchasing. ‘
Ansoff matrix strategies of Porsche 
	Ansoff matrix is a marketing model that enables brands to identify growth opportunities and maximise their potentials. A business understands the new markets and potential revenue streams by developing new products and services. The four elements of the Ansoff matrix include the market development strategy, product development strategy, market penetration strategy, and diversification strategy. The concept of market penetration explains how a company can expand the market size for the existing products and services. Market development explores how an organisation can enter the new market (Pappas 101). Product development entails the modification of the existing products to match the preferences of the customers. Diversification involves the creation of new products and investing in new markets and maximising the available opportunities. Porsche uses the Ansoff Matrix model during strategic planning to leverage the available opportunities. 
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Figure 1: The Ansoff Matrix 
Source: Google.com 
Market penetration 
	Market penetration utilised in Porsche includes aggressive marketing campaigns. The company leverages promotional campaigns to appeal to the existing market with the existing products. Aggressive marketing entails the combination of both the traditional and digital marketing campaigns to increase the market share (Kingsnorth 48). The company also has showrooms and exhibition centres for showcasing the products to the clients. As such, Porsche has invested heavily in promotional campaigns to increase the market share with the existing products. Nonetheless, the aggressive marketing campaign is utilised by a majority of the car manufacturing brands hence increasing competition in the industry (Nair 289). Some companies modify the existing products or incorporate innovations in the designs to appeal to the customers. The competitors for Porsche that utilises aggressive marketing include BMW, Ferrari, Mercedes Benz, Maserati, Lexus among others. The unique market penetration strategies for Porsche include third party manufacturing. Third-party manufacturing involves outsourcing the manufacturing practices to other companies to reduce the production cost and enhance the quality of the products (Naumovska 125). Increasing the production capacity also helps Porsche to reach a wider customer base within the same market. 
Market development 
Porsche utilises research and development to create new valuable products for existing customers. Research and development enable the company to maximise innovation to please the customers. Furthermore, research and development facilitate the company to understand the needs of the customers and fulfil them (Kingsnorth 45). Regional expansion is another market development strategy utilised by Porsche to remain competitive in the industry. Operating in multinational regions guarantees the financial strength of the company and exposes the company to a wider customer base. Porsche manufactures the car engines from Zuffenhausen to ensure the products are of standardised high quality. Nonetheless, the company exports its products to the global market. 
Product development 
	Porsche performs the product development strategy by modification of the existing car models to increase the customer base. The modified vehicles are an improvement to offer value for the users. Examples of modified car versions for Porsche include the Porsche 911 Turbo Carbon Edition, Gemballa Porsche 911 Turbo among others (Gantikow 4). The product development strategies increase the consumption by the existing markets hence increasing sales. Also, Porsche launches new car models in the industry to match the different needs of the customers. For instance, Porsche Taycan is the recently launched new car model developed by the company for luxury consumers (Their 4).
Image of Porsche Taycan 
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Figure 2: An image of Porsche Taycan
Source: Google.com
Diversification 
	Porsche diversifies its products to meet the needs of different market segments. The company utilises a vertical diversification strategy to develop new products for both the existing and new markets. Vertical diversification entails the production of new products in the existing product categories (Nair 287). That is, the car manufacturer launches new vehicles under the sporting and luxury category. The newer models include the electric Taycan and the Panamera. The company has diversified to manufacture the four-door vehicles which has resulted in increased sales and profitability in the organisation. 
Stakeholder engagement
	The stakeholders are parties who have interests in a company and are influenced by the decisions and actions of the company. The internal stakeholders are parties whose interest in the company is derived from a direct relationship with the company such as through investment, ownership, and employment (Giovagnoli 5). On the other hand, the external stakeholders comprise of the parties without direct relations to the company but are influenced by the actions of the brand. The internal stakeholders for Porsche include the shareholders, partners, management, and employees. The external stakeholders in the company include the car buyers, suppliers, investors, the community, the government among others. The company involves both the internal and external stakeholders in the strategy formulation. The brand proactively engages the internal and external stakeholders to ensure that the strategic decisions are in accordance with the interests of the different stakeholders. Communication with the stakeholders ensures the smooth running of activities and eliminates the conflicting opinions that may disrupt the firm’s operations (Juárez 116). Dialogue with the external stakeholders helps to achieve the long-term relationships which are beneficial to the company. 
How Porsche communicate to stakeholders
The sources of information about the company for the external and internal stakeholders include the leaders and other decision-makers. The company communicates through the Porsche magazine known as Christphorus when updating the external stakeholders about internal issues. The magazine for the company is translated into 13 languages to ensure that the stakeholders across the world understand the information (Their 3). Furthermore, the company communicates online with external stakeholders through different platforms. For example, Instagram, Twitter, the company's website, and the web-based TV channels inform the stakeholders about the company’s latest trends. The company also has a community newspaper for informing the residents about the news in the company. The community magazine is known as the Targa Nachrichten fur die Nachbarn and updates the residents within the proximity of the company’s plans. The community newspaper was launched in 2015 to ensure proactive communication with the community. The company also values feedback provided by the stakeholders through the various social media platforms. The feedback from customers informs the company’s decisions concerning the various investment (Giovagnoli 8). Furthermore, the company understands customer preferences through digital platforms. Porsche also communicates to the stakeholders personally through the summit that is held in the company. The summit was launched in 2016 to allow the residents to express their opinions regarding the firm’s operations (Their 3). The company also utilises the stakeholder surveys that are performed after two years to analyse the views and expectations concerning the company’s sustainability issues. 
For the internal stakeholder, the company encourages dialogue and transparency as a corporate culture. The workers are provided with an opportunity to raise their issues directly to the management and provide feedback about the sustainability concepts. The sources of information for internal stakeholders include the local newsletter, in-house TV channels, Carrera magazines, and memorandum (Their 4). The company also holds internal departmental meetings and innovation weeks to inform the employees about the trends and the latest news in the organisation.
How stakeholders impact marketing activities of Porsche 
	The concept of stakeholder engagement impacts the marketing strategies developed in Porsche. The company considers all the stakeholders during the formulation of the marketing campaign strategies (Gantikow 23. For example, Porsche incorporates sustainability in marketing strategies to meet the demands of the community. The customers are conscious about how a company contributes positively to the social and environmental elements (Juárez 114). The marketing message for the company emphasize how the cars are eco-friendly and energy-efficient. The government also influences the marketing strategies used in a company. The marketing message should comply with government regulations to avoid operational disruptions.  
	The decisions about the marketing campaigns to deploy are made after analysing the customer behaviours.  The modern customers are easily accessible from online platforms (Giovagnoli 12). Thus, Porsche maximises digital marketing tools to reach a wider customer audience. The customers also demand to interact with the company through various online platforms. Thus, Porsche incorporates a feedback loop in the digital marketing platforms to enhance the relationships with the stakeholders. The feedback also enables the company to understand the demands and preferences of the customers. To balance the different needs of the stakeholders, Porsche utilises corporate social responsibility strategies in marketing (Gantikow 2). Corporate responsibility allows the company to meet the demands of both the external and internal stakeholders. 
Conclusion and recommendations
The marketing strategies utilised by Porsche creates value for the customers by emphasising building positive relationships with the stakeholders. The stakeholder engagement as corporate culture of Porsche facilitates the success of the marketing initiatives in the company. The company considers the opinions and preferences of the customers in designing marketing campaigns and during product development. The company targets high-end customers by providing highly luxurious quality vehicles. Marketing creates value for Porsche customers by educating them about the details of different car models. The marketing information helps the customers to make informed purchasing decisions. Porsche invests in corporate social responsibility to balance the needs of the internal and external stakeholders. Therefore, Porsche should invest in mergers and acquisitions to facilitate growth and expansion. The mergers and acquisition will facilitate the brand to embrace new opportunities in the industry. Also, Porsche should emphasise horizontal diversification to produce new products that are not within the existing product category. The horizontal diversification will facilitate the acquisition of a large market share for Porsche. 
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