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1. [bookmark: _Toc134204668]Introduction
Hyundai Motor Company is well-known for its achievements in the automotive sector, and it has a significant presence in the US and China markets. Hyundai has devised marketing techniques that adapt to the individual demands and personal preferences of each market in order to sustain its success. The report will examine these tactics and their viability in various markets. Moreover, the report will assess the Hofstede Cultural Dimensions model and environmental scanning from a macroenvironmental analysis, highlighting similarities and difficulties in each market. The study will employ Porter's Five Forces model to examine competitive forces and SWOT analysis to uncover parallels and contrasts between the two markets. The report will examine STP as well as the marketing mix elements (7Ps) that Hyundai employs in the development of its marketing strategy. The report will also include a discussion of the directional development plan, the product life cycle model, and recommendations for Hyundai to improve its marketing tactics and remain competitive in the marketplaces of the United States and China. Also, the analysis will include recommendations to improve Hyundai's marketing strategy in order to remain competitive in the markets of the United States and China.
[bookmark: _Toc134204669]2. Macro Environment Analysis
PESTLE Analysis:
[image: ]
Figure 1: Pestle Analysis
Source: Kumar et al. (2021)
Politic: Politically, the US has a generally stable political climate, with a democratically elected government and a strong rule of law (Kumar et al., 2021).  The Chinese government, on the other hand, is a single-party communist state with substantial control over the economy and society. In addition, Hyundai has to comply with distinct legislation and policies in each area.
Economic: The United States and China have significantly different economic systems, with the United States following a free-market capitalism model and China following a state-controlled capitalist model. As a result of these economic disparities, Hyundai must alter its pricing, distribution, and marketing tactics in each area (Bathla et al., 2022).
Social: Cultural attitudes, values, and beliefs may have a substantial influence on consumer behaviour in any market. Individualism and personal freedom are strongly prized in the United States, but collectivism and social harmony are more essential in China. Therefore, Hyundai's marketing messaging must be tailored to these cultural peculiarities.
Technology: The automobile industry is changing as a result of developments in automation, digitization, and alternative fuels. Hyundai has made considerable investments in electric vehicles, autonomous driving technology, and connected car technologies, all of which are expected to play an important role in the future of the automotive industry in both the United States and China.
Legal: Legal concerns such as rules, policies, and laws can have an influence on Hyundai's marketing strategy in each area (Sonntag et al., 2022). The regulatory environment in the United States is usually stable, but the regulatory environment in China may be unpredictable, with unexpected changes in rules and regulations that can damage enterprises operating in the nation.
Environmental: Consumers in both the US and Chinese markets place a rising amount of importance on environmental concerns including climate change, pollution, and sustainability (Li, 2022). Hyundai has committed to lowering its carbon footprint and increase the usage of renewable energy sources, which may be utilised as a marketing strategy in both markets to appeal to environmentally sensitive consumers.
To establish effective marketing tactics for Hyundai must manage all aspects of the political, economic, social, technical, legal, and environmental elements in both the US and China markets. 
Geert Hofstede developed the Hofstede Cultural Dimensions model to discover and measure cultural variations between countries (Sun et al., 2023). It may help firms comprehend the cultural norms and values of the nations in which they operate and modify their marketing strategy appropriately. When comparing the US and Chinese markets for Hyundai, there are considerable cultural variations. The variations in each of the Hofstede dimensions are summarised in the figure below:
[image: ]
Figure 2: Country comparison of US and China
Source: Hofstede Insights (2022)
The United States has a lowered power distance, as seen in the figure, indicating that individuals are more prone to confront authority and aim for equality in society. China, on the other hand, has a large power distance, suggesting a strong hierarchy and regard for authority. Individualism is also strong in the United States, with individuals valuing their freedom and autonomy. China, on the other hand, scores low on individuality, showing a preference for collectivism and unity in communities (Jan et al., 2022). Both countries have high masculine scores, showing a focus on accomplishment and success, although the United States has a slightly higher score. In terms of avoiding uncertainty, the United States has a lower score, showing a greater tolerance for risk and ambiguity, whereas China has a higher score, indicating a desire for order and stability. Moreover, China has a high long-term orientation score, indicating an emphasis on future benefits and delayed gratification, whereas the United States has a lower score. China also has a lower indulgence score, showing a desire for restraint and self-control (Gupta and Gupta, 2019).
Moreover, these cultural variations have serious consequences for Hyundai's marketing strategy in both countries. In China, Hyundai need to emphasise the prestige and status, but in the United States, the car's performance and features may be more important. Furthermore, power distance differences may affect how Hyundai interacts with customers and partners in each country. They may need to show greater deference to authority leaders in China, while they may need to be more equitable in the United States (He and Lee, 2020). Understanding the cultural elements of the areas in which they operate is critical for companies such as Hyundai to establish effective marketing strategies and build strong brands.
The Hofstede Cultural Dimensions model has been widely utilised in international business and marketing to analyse cultural variations and their influence on customer behaviour. The model has multiple advantages, including its simplicity and comprehensiveness, as it encompasses different cultural characteristics that influence consumer behaviour, such as power distance, individualism, and masculinity (Fang, 2022). This enables marketers to customise their marketing methods to varied cultural situations, resulting in more customer engagement. On the other hand, the Hofstede model were criticised for being unduly simple and relying on redundant assumptions about cultural differences. The complexity of many cultures and the dynamic nature of cultural development are not taken into consideration by the model. 
Moreover, the model has a tendency to generalise entire countries and populations, which can lead to discrimination and overlooking important cultural differences. Despite these disadvantages, the Hofstede model continues to be a valuable tool for international marketers when used with caution and in conjunction with other cultural analysis frameworks. It can help marketers establish effective cross-cultural marketing strategies by providing a starting point for understanding cultural differences.
Environmental Scan of the United States for Hyundai
The US economy has been gradually rising in recent years, resulting in greater consumer expenditure on vehicles. However, rising interest rates, tariffs, and trade policy changes may have an impact on the affordability of Hyundai vehicles for American consumers. Also, the United States is a technologically advanced market, and buyers are increasingly interested in innovative features in their automobiles. To remain competitive in this industry, Hyundai will need to continue to spend in R&D. The United States has strict legislation governing automotive safety and environmental requirements. Hyundai must adhere to these requirements in order for its automobiles to be compliant and fulfil the criteria established by the US government. The market for automobiles in the United States is diversified, with buyers having various preferences for automobile brands and characteristics. To properly promote and sell its automobiles, Hyundai will need to grasp the cultural peculiarities of the US market.
Environmental Scan of China for Hyundai
China is the world's largest automobile market, and the country's expanding prosperity and middle-class population provide substantial potential for Hyundai. However, economic uncertainty and trade tensions with the United States may have an impact on consumer spending. Chinese customers are growing interested in sophisticated car features, notably in areas such as electric and hybrid technology. To remain competitive in this industry, Hyundai will need to spend in research and development. China has strict automobile safety and environmental requirements. Hyundai will have to follow these laws to guarantee that its automobiles are compliant and fulfil the Chinese government's criteria. Chinese consumers have distinct preferences for automotive brands and characteristics, which Hyundai must learn and adapt to in order to effectively promote and sell its automobiles in China.
Environmental Analysis	
Environmental analysis is a structured method of identifying and analysing environmental issues that might have an influence on the operations and performance of a business. Environmental analysis is critical in the case of Hyundai and its marketing strategy in the US and China markets to acquire an in-depth understanding of the external elements that might impact the company's success in each region (Caprar et al., 2022). Market research may assist the organisation in gaining useful insights into each market's customer behaviour, interests, and attitudes. Hyundai may acquire a better knowledge of the major drivers and obstacles in each market by doing an environmental analysis and developing successful marketing strategies to meet them. This can assist the company in remaining competitive, increasing its market share, and achieving its goals.
[bookmark: _Toc134204670]3. Porters 5 Forces model
The Porter's Five Forces model is a framework for examining an industry's competitive environment. Apply Porter's Five Forces model to understand the similarities and differences in the competitive environments in the US and China markets based on Hyundai's marketing strategies.
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Figure 3: Porter five forces
Source: Ullah, (2022)
Porter's Five Forces for Hyundai in China:
Threat of new entrants: The Chinese automobile market is highly regulated, and the government has adopted measures that make new entrants difficult. Furthermore, high capital requirements, economies of scale, and brand recognition barriers deter competitors from competing with established players such as Hyundai. In this, the risk of new entrants in China is limited for Hyundai (Marković and Mijušković, 2022).
Bargaining power of suppliers: The Chinese automobile market's suppliers are severely fragmented and lack negotiating strength, putting Hyundai in a better position to negotiate favourable terms and pricing for their supply. Furthermore, Hyundai has long-term relationships with Chinese suppliers, which increases their bargaining power. As a result, Hyundai's suppliers in China have little negotiation strength.
Bargaining power of buyers: The Chinese automobile market is very competitive, with buyers having several alternatives. In this, buyers have considerable negotiating power, putting pressure on Hyundai to maintain competitive price, quality, and features. However, Hyundai's strong brand recognition and reputation in China enable them to maintain their market position. As a result, purchasers' negotiating power for Hyundai in China is minimal.
Threat of substitutes: Public transit, car-sharing programmes, and electric bikes are among the substitution choices available in the Chinese automobile market. However, these alternatives are not yet widely used, and personal vehicles continue to be the primary mode of transportation for the majority of Chinese consumers. As a result, the danger of Hyundai alternatives in China is minimal.
Competitive rivalry: The Chinese automobile market is very competitive, with numerous well-known brands such as Volkswagen, General Motors, and Toyota. Hyundai, on the other hand, has a strong presence in China and a devoted client base, allowing them to maintain a competitive position in the market. As a result, Hyundai's competitive competition in China is minimal.
Porter's Five Forces for Hyundai in the US:
Threat of new entrants: The automobile market in the United States is extremely competitive, with established competitors such as Ford, General Motors, and Toyota. However, capital requirements and brand recognition barriers are lower in the United States than in China, making it easier for new entrants to compete with established players. Also, the danger of new entrants to Hyundai in the United States is minimal.
Bargaining power of suppliers: The supply base in the US automobile market is highly concentrated, giving suppliers considerable bargaining leverage to impose terms and pricing. However, Hyundai has long-term relationships with its suppliers in the United States and has the negotiating power to secure favourable terms and prices (Ullah, 2022). As a result, Hyundai's supplier negotiating strength in the United States is limited.
Bargaining power of buyers: The automobile market in the United States is extremely competitive, with several alternatives accessible to buyers. As a result, purchasers have considerable negotiating power, putting pressure on Hyundai to maintain competitive price, quality, and features. However, Hyundai's strong brand recognition and reputation in the United States allow them to maintain their market position. As a result, purchasers' negotiating power for Hyundai in the United States is limited.
Threat of substitutes: Public transit, car-sharing programmes, and electric bikes are among the replacement choices available in the US vehicle market. However, these alternatives are not yet widely used, and personal vehicles continue to be the primary mode of transportation for the majority of US consumers. As a result, the risk of alternatives for Hyundai in the United States is minimal (Jacobs and Jacobs, 2022).
Competitive rivalry: The automobile market in the United States is extremely competitive, with numerous established competitors such as Ford, General Motors, and Toyota. However, Hyundai has a strong presence in the United States and a loyal customer base, allowing them to maintain a competitive position in the market.
Similarities and Differences
Hyundai has both comparable and distinct issues in the Chinese and US vehicle industries. Both marketplaces are very competitive, with established competitors like as General Motors and Toyota, and there are a variety of replacement choices available, such as public transit and car-sharing programmes. Furthermore, both markets have moderate buyer bargaining power, putting pressure on Hyundai to maintain competitive pricing, quality, and features, as personal vehicles remain the primary mode of transportation for most consumers. Also, there are significant distinctions between the two markets. The Chinese automobile market is highly controlled, making it difficult for new entrants such as Hyundai to compete. In contrast, the US market has less entry barriers, making it simpler for new entrants to enter and compete with existing businesses. Furthermore, the Chinese automobile market's supplier base is highly fragmented and lacks bargaining power, whereas the US market has a highly concentrated supplier base with greater bargaining power to dictate terms and prices.
Furthermore, buyers' bargaining power in the US market is generally higher than in the Chinese market, as US consumers have more options and are more likely to shop around for the best deal. Finally, while the competitive battle in the two markets is comparable, Hyundai has created a significant presence in both areas and has a devoted customer base, allowing them to retain a competitive position.
[bookmark: _Toc134204671]4. SWOT Analysis
SWOT Analysis of Hyundai's Marketing Strategies in the US and China Markets:
	Strengths
	Weakness 

	· Strong brand recognition and reputation in both countries
· Diverse product line, including luxury model
· Manufacturing capacity and resources to fulfil demand in both markets
· Technical innovation and production improvements in design and production

	· Dependence on import/export regulations and policies in both markets
· Limited market shares relative to established brands in both markets
· Limited knowledge of cultural nuances and consumer behaviour in the China market.


	Opportunity 
	Threat 

	· Expansion into new markets and segments through product diversification
· Growing demand for vehicles in both markets
· Growing interest in eco-friendly and alternative fuel vehicles
· Possibility of strategic partnerships and collaborations to increase market presence and brand awareness

	· Intense rivalry from well-known brands in both markets
· Economic instability and international disputes that affect demand and sales 
· Shifting import/export and production regulations and policies
· Cultural differences and consumer behaviour in China that make it difficult to implement successful marketing strategies.




Figure 4: SWOT Analysis
Source: Created by the author
However, the SWOT analysis exhibits that Hyundai must capitalise on its advantages in brand recognition and product innovation while addressing flaws like a small market share and a lack of cultural awareness in the China market (Park, 2019). The business should also seize possibilities like the rising demand for environmentally friendly automobiles and prospective alliances while minimising risks like fierce competition and shifting rules. Hyundai's vehicles may be successful in the US and China markets with the aid of a solid and flexible marketing plan. Moreover, both markets provide Hyundai the chance to grow its market share, raise brand awareness, and take advantage of its current advantages to gain a competitive edge. Similar challenges to the company's performance exist in all industries, including fierce rivalry, shifting consumer tastes, and unpredictable economic conditions (Kim and McGoun, 2022). 
Aside from this, Hyundai's brand awareness and standing as a dependable automaker, however, are advantages in the US market. In contrast, the firm in China suffers difficulties with brand identification and must make investments to increase brand awareness. Furthermore, Hyundai has a well-established seller network and a committed customer base in the US market, but in China, the business needs to focus on expanding its distribution network and attracting new clients (Martínez, 2021). Hyundai furthermore deals with various chances and risks in the US and Chinese markets. For instance, the chance to extend its product line and offer new models in the US market is quite important. However, there is a significant risk of fierce competition from well-known brands. The enormous development potential in China is a result of the nation's expanding middle class and rising automobile demand. Government laws and a volatile economy, however, potentially pose a risk to the company's performance in this area.
[bookmark: _Toc134204672]5. STP (Segmentation, targeting, and marketing) 
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Figure 5: Perceptual Map
Source: created by the author
Segmentation:
The practise of segmenting a market involves breaking it up into smaller groups of customers that have similar requirements or traits (Karthik and Selvakumar, 2019). In the US and China, Hyundai employs several segmentation techniques. Thus, the corporation divides the market in the US into groups based on regional, psychographic, and demographic characteristics. Age, income, as well as gender are included in the demographic segmentation. The psychographic segmentation takes into account values, character, and way of life. Regions, urban, suburban, including rural areas are all included in the geographic segmentation. Customers that value technology, safety, with fuel efficiency are the target market for the Hyundai. The business also caters to customers that are concerned about the environment and desire to lessen their carbon impact. Hyundai divides the market in China in accordance with demographic and geographic characteristics. Age, income, along with gender are thus included in the demographic segmentation. Regions including urban areas are included in the geographic segmentation. Further, Hyundai targets customers in China who place a high emphasis on dependability, safety, along with fuel efficiency. The business also offers to customers who choose vehicles with spacious interiors and advanced technology (Diwan and Bodla, 2021).
Targeting:
Targeting is the process of deciding which market segments are the most alluring to concentrate on in accordance of the company's goals and available resources (Wilikins, 2020). In the US and China, Hyundai utilises several targeting techniques. Moreover, the firm focuses on the mid-size car market in the US. Hyundai is in direct competition with major brands like Toyota, Honda, and Nissan. The firm sells to people who are concerned about safety, technology, and fuel economy. The Hyundai primarily draws to customers that are concerned about the environment and wish to lower their carbon impact. Moreover, Hyundai also pursues other brands in China and the widely used mid-size cars Toyota, Honda, and Mazda are competitors of the Hyundai. Customers that value trustworthiness, security and energy efficiency are the company's target market. The Hyundai also serves to buyers who choose vehicles with spacious interiors and advanced technological features (Lee et al., 2021).
Positioning:
Positioning is the practise of giving people a distinctive perception of a product. In the US and China, Hyundai employs several positioning techniques (Yang  et al., 2022). The firm markets the Hyundai cars as that offers technology, safety, and fuel efficiency in the US. The manufacturer also promotes the vehicle as an eco-friendly choice for those who wish to lessen their carbon impact. The Hyundai cars are marketed as a dependable, cost-effective vehicle with innovative technology. Further, Hyundai markets them as an automobile offering dependability, safety, and fuel efficiency in China. Additionally, the business sells the vehicle as a spacious comfortable option for buyers seeking innovative features. Hence, Hyundai is marketed as a dependable, cost-effective automobile with modern amenities (Adhikari and Mukherjee, 2019).
When similarities is taken into consideration, it is clear that Hyundai uses similar marketing strategies for Hyundai in the US and China.  The company  position Hyundai as a reliable and affordable car that offers advanced features. In both countries, Hyundai is targeted at consumers who value safety and fuel efficiency. On the contrary, when differences is taken into consideration it is clear that, Hyundai uses different segmentation strategies for Hyundai in the US and China. In the US, the company segments the market based on demographic, psychographic, and geographic factors. In China, the company segments the market based on demographic and geographic factors. Hyundai also uses different targeting strategies in the US and China. In the US, the company targets environmentally conscious consumers who want to reduce their carbon footprint, while in China, the company targets consumers who prefer cars with a spacious interior. Lastly, the positioning of Hyundai also differs in both countries. In the US, the car is positioned as an environmentally friendly option, while in China, it is positioned as a spacious and comfortable car. 
[bookmark: _Toc134204673]6. Marketing mix elements 7Ps
The marketing mix is the collection of manageable marketing instruments that a business employs to meet client wants and accomplish its marketing goals. The 7p’s of marketing mix include product, price, promotion, place, people, process, and physical evidence elements (Azhar et al., 2019). 
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Figure 6: Marketing Mix
Source: Azhar et al. (2019)
Product:
In the US and China, Hyundai has a wide variety of products available. The firm offers sedans, hatchbacks, SUVs, and electric vehicles in the US. In the US, two well-liked sedans are sold: the Hyundai and Elantra. In addition, two well-liked SUVs that are offered for sale in the nation are the Tucson and Santa Fe. The i30, Tucson, Santa Fe, and Kona are among the fewer models Hyundai provides in China. The business customises its product lines to meet the tastes and requirements of customers in each nation. For instance, Hyundai provides a bigger selection of automobiles in the US, particularly larger SUVs, that are well-liked by American customers (Youn et al., 2020).
Price:
In the US and China, Hyundai employs several pricing techniques. To meet the needs of various customer groups in the US, the firm offers a variety of automobiles at various pricing ranges. The value proposition of the automobiles, which encompasses features, dependability, and affordability, is the foundation of Hyundai's pricing strategy in the US. Hyundai bases its pricing strategy in China on the value offer as well, although due to the increased cost of importation, the prices are higher. In order to compete with well-known Chinaese automakers like Toyota and Honda, Hyundai provides affordable prices in China (Wahyoedi and Effendi, 2021). Hyundai employs many marketing techniques in both the US and China. The corporation advertises its automobiles in the US using a variety of media, notably TV, print, internet, and social media. To engage customers, the business runs cause marketing initiatives and supports sporting events. Hyundai's promotional approach in China is more concentrated on enhancing brand recognition and reputation. The business promotes its name and goods through advertising, sponsorships, including public relations initiatives (Balamurugan, 2021). 
Place:
Hyundai enters the market in distinct ways in the US and China. The business has a wide-ranging, effective dealership network in the US. Hyundai also runs a factory in Alabama where it makes automobiles for the US market. Due to the domination of Chinese manufacturers in the market in China, Hyundai utilises a distinct market entrance approach. To market its automobiles in China, the business collaborates with regional wholesalers. Hyundai further imports automobiles from South Korea to expand its product line in the nation (Wulandari et al., 2019).
Market entry method:
Hyundai established its subsidiary, Hyundai Motor America, and used a direct investment strategy to get into the US market. Further, they have total control over its activities in the US market due to this approach, which enables it to act quickly and modify its goods to fit local preferences. The drawback of this technique is that creating a new subsidiary necessitates a sizable amount of money, effort, and time, which raises the possibility of failure. On the other hand, Hyundai entered the Chinese market through a joint venture with BAIC Motor, a local business. The benefit of this method is that it enables Hyundai to benefit from the local partner's market know-how and expertise while equally splitting the expenses and risks of the venture. The drawback of this technique is that Hyundai has fewer options over its business activities, and if the partners' objectives differ, there is a chance of conflict.
People:
In the US and China, Hyundai has various personnel tactics. In the US, the corporation has a diverse workforce that includes individuals from many racial and cultural backgrounds. Hyundai also makes investments in the education and training of its staff members to guarantee that they have the abilities to provide top-notch goods and services. Hyundai has fewer employees in China since there is less of a market for its cars there. Employing local talent and giving them the assistance and training they need to accurately portray the Hyundai brand are the company's main priorities (Heiu and Trang, 2022).
Process:
In the US and China, Hyundai employs distinct process methodologies. The business's sales and service procedures in the US are created to offer a smooth client experience. Sales, funding, including support following the sale are just a few of the services that Hyundai dealerships provide. The business also makes technological investments to simplify its operations and provide clients a pleasant and effective experience. Hyundai's sales and servicing procedures in China are likewise made to offer excellent customer service. Nevertheless, since operations are run on smaller budgets in China, the business focuses on giving consumers individualised services, such as test drives and thorough details about the products (Reddy et al., 2021).
Physical Evidence:
In the US and China, Hyundai employs several physical evidence tactics. Hyundai's physical assets in the US comprise its dealership network, production facilities, and customer service facilities. To guarantee that its automobiles satisfy the requirements and tastes of American customers, the corporation also makes investments in their quality and design. Hyundai's showroom along with test-drive facilities are tangible proof in China. In addition, the firm strives to deliver a superior product that caters to Chinaese customers' wants and tastes (Lee et al., 2021). Hyundai adjusts their marketing mix to the demands and tastes of consumers in the US and China by using several factors. The business customises its product lines, price plans, marketing initiatives, and methods of market entrance to fit the particulars of each market. Hyundai also places a strong emphasis on offering high-quality goods and services and makes investments in its people, systems, and physical assets to deliver a smooth customer experience. Hyundai has been successful in forging substantial operations in both the US and Chinaese car markets by tailoring its marketing mix to the preferences of consumers in each nation (Karthik and Selvakumar, 2019).
[bookmark: _Toc134204674]7. Directional development strategy
Ansoff Matrix
It is a strategic planning tool that organizations may find development prospects by examining product and market strategies. The matrix consists of four directional development strategies, including market penetration, market development, product development, and diversification (Kurniawan et al., 2020).
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Figure 7: Ansoff Matrix
Source: Kurniawan et al. (2020)
Market Penetration in US:
According to Gong et al. (2020), market penetration is necessary for the US market in order to increase sales of current items. Hyundai might employ this strategy by stepping up its marketing and promotional efforts, enhancing its customer support, and providing affordable rates. For instance, Hyundai can step up its marketing initiatives on US TV, the internet, and social media platforms to raise brand awareness and draw in more customers.
Market Penetration in China:
According to Anuragi et al. (2021), Hyundai can strengthen its relationships with customers by providing personalised services and running promotions to draw in more clients. Hyundai will be able to expand its market share and improve sales in China as a result.
Market Development in US:
According to Lee et al. (2021), current products can be introduced in developing regions to expand the market. Hyundai might use this strategy by expanding into new areas or by concentrating on new clientele. Hyundai, for instance, might introduce its electric cars in the US in order to appeal to customers who are concerned about the environment.
Market Development in China:
According to Rook (2022), Hyundai can attract younger customers by introducing a new range of sporty and affordable cars. Hyundai will be able to reach a wider population and grow its business in China as a result.
Product Development in US:
Yang et al. (2022) propose that introducing novel items into existing markets is a component of product development for the US market. Hyundai can use this strategy by introducing new automobile models or variants to meet changing consumer demands and preferences. For instance, Hyundai might increase the number of SUVs available in the US to meet the growing demand for larger vehicles.
Product Development in China:
Yang et al. (2022) propose that Hyundai create a new line of hybrid and electric vehicles in China to cater to the needs of customers looking for more environmentally and fuel-efficient options. Hyundai can increase its market share in the area and adapt to the changing consumer preferences and expectations in China by doing this.
Diversification in US:
Balamurugan (2021) says that diversification for the US market includes launching new products into new markets. Hyundai can use this strategy by entering new markets or by tailoring its current offers to appeal to new consumer groups. To enter the US ride-hailing market, Hyundai, for instance, may develop a special app-based service that enables users to rent Hyundai cars when they require them. Hyundai may expand its clientele and sources of revenue in the area by doing this.
Diversification in China:
According to Lee et al. (2022), Hyundai can expand into new areas or target new consumer segments in China by developing an innovative app-based service that enables customers to rent Hyundai cars anytime they're in need of them. Hyundai may be able to enter the Chinese ride-hailing market as a result, growing its clientele and generating more revenue there.
Recommendations based on TOWS analysis:
Hyundai may utilise a TOWS analysis to assess its strengths, weaknesses, opportunities, and threats in order to create successful directional development plans. The analysis’ findings are used to support the following suggestions for Hyundai:
	Threat 
	Opportunity

	· Competition from established Chinese automakers in China
· Economic downturns and market instability
· Increasing regulations and environmental standards

	· Growing demand for electric and hybrid vehicles
· Increasing popularity of SUVs in the US and China
· Growing demand for affordable and high-quality vehicles


	Strength
	Weakness

	· Diverse product range
· Strong brand reputation
· Advanced technology and innovation

	· Limited market share in China
· Higher cost structure compared to Chinaese automakers
· Perception of lower quality among some customers





Figure 8: TOWS analysis
Source: Created by the author
Recommendations:
· By collaborating with regional distributors and enhancing customer service, Hyundai can grab attention on expanding your market share in China.
· By releasing new SUV and electric car models, the firm may broaden the product selection in the US and China.
· In order to compete with Chinese automakers, Hyundai needs to increase the quality and affordability of their automobiles.
· To diversify income streams and increase the client base, get into the ride-hailing markets in the US and China. 
Although the Ansoff Matrix is a useful tool to examine directional development strategies, there are some restrictions that must be taken into account. The approach does not take into consideration the nuanced interplay between market with product approaches since it implies that they are independent of one another. For instance, launching new goods into novel markets may necessitate large expenses in R&D, marketing, plus distribution, which might affect the organization’s competitiveness. The Ansoff Matrix’s assumption that all growth possibilities have equal risk and return is another drawback. In fact, certain prospects for growth could be riskier or less lucrative than others. In order to enter an emerging market with an unproven product, for instance, it may be necessary to make large investments in market analysis, development of the product, as well as advertising, that may not immediately yield profits. Additionally, the Ansoff Matrix does not take into account outside variables that could affect the effectiveness of directional development strategies, including modifications in consumer preferences, advances in technology, or modifications in the competitive environment (Gozali et al., 2022). Therefore, in order to assess the external environment and recognise potential dangers and possibilities, businesses must use additional methods and structures like SWOT analysis, Porter’s Five Forces, or PESTLE analysis.
[bookmark: _Toc134204675]8. Product Life Cycle Model

The Product Life Cycle (PLC) model is a helpful resource for examining how goods change over time. Introduction, growth, maturity, and decline are the four phases. Different strategies are needed to maximise economic viability and share of the market at every phase because each one presents various possibilities and difficulties for businesses (Woitsch et al., 2022).
Introduction Stage:
Low sales and large marketing expenses are hallmarks of the launch stage. To raise awareness and drive demand for the product, businesses must make significant investments in product creation, market study, and advertising. In this stage, Hyundai can employ a variety of tactics, including providing product demonstrations, samples and or trials; collaborating with celebrities or media outlets in order to create buzz; and providing early adopters with exclusive discounts or promotions. To create a significant presence in the market, Hyundai might also concentrate on developing connections with important players like dealers, vendors, or regulators (Yang et al., 2022).
Growth Stage
Sales increase and a drop in marketing expenses define the growth stage. To maintain development, businesses must concentrate on widening their distribution networks, upgrading the attributes of their products, and raising consumer happiness. In this stage, Hyundai can employ a variety of tactics, including spending money on R&D to enhance product features and quality, growing its distribution network through alliances or mergers and acquisitions as well as launching focused marketing campaigns to target new customer demographics. Hyundai might also concentrate on fostering client loyalty by offering rewards like loyalty programmes or tailored deals (Yang et al., 2020).
Maturity Stage:
Stable sales and shrinking profit margins define the mature stage. To be competitive, businesses must concentrate on streamlining their manufacturing procedures, cutting expenses, and upholding customer happiness. In this stage, Hyundai can employ a variety of tactics, including adding variations in products or variations that cater to various customer segments, boosting efficiency in production through machine learning or the outsourcing process, and lowering costs by means of supply chain optimisation or lean manufacturing techniques. Hyundai might also concentrate on enhancing its brand equity and credibility through charitable programmes or other acts of social responsibility (Balamurugan, 2021).
Decline Stage:
Sales are declining and pricing pressure is escalating during the decline stage. To depart the market gracefully, businesses must concentrate on regulating product discontinuance, lowering inventories, and minimising losses. Hyundai has a variety of options at this point, including shifting to a distinct product category alongside market niche, terminating unprofitable product versions, or providing discounts or incentive to clear inventory. Through direct interaction and transparency, Hyundai can also concentrate on preserving its relationships with customers and its reputation by providing refunds, assurances, or replacement products. As a result, Hyundai may employ a variety of tactics at each step, including spending money on R&D, enlarging its distribution network, streamlining its manufacturing procedures, cutting costs, and fostering brand equity and consumer loyalty. Hyundai can increase its profits and market share in the US and Chinese vehicle markets by utilising these tactics (Eslami et al., 2022).
[bookmark: _Toc134204676]9. Conclusion
The current report focused on the international marketing of Hyundai with a special focus on US as well as China. Thus, the report carried out executing internal and external analysis to get clear idea regarding the chosen organization. Apart from that, different marketing strategies like STP and marketing mix were included for the purpose of understanding the marketing strategies undertaken by Hyundai. Directional development strategy and product life cycle of the company was also included in the current report. Thus, the present report provided a thorough understanding in accordance with the international marketing strategies implemented by Hyundai in both US and China. 
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