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This following report will discusses Ferrari macro environment ,and also the competitive forces  affecting the automotive industry 

1.Marketing Process

[image: ]Marketing is about the exact identification and meeting of human requirements and social expectations in order to fulfill the needs that they want. On the other hand, the marketing process is a combination of five criteria that must be taken into account very well in order to have the best possible results in terms of what about marketing. The first four criteria are based on what can be offered to the customer and are strictly based on their requirements in detail to bring to the market exactly what he wants, while the fifth is strictly on what can be taken into account exchange from the buyer, i.e. something of value and used in the future.(Seturi,Urotadze,2017). Therefore, this process considers bringing profit in exchange for a service or good, structured in such a way that the first four processes are strictly directed towards the buyer while the cynical one is to take something in return from him and to maximize the profit that plays a very important role for the company.


https://www.researchgate.net/publication/313561456_About_Marketing_Process_Model_and_Relationship_Marketing 

1.Understanding the Market
The first step in making the marketing process more true and accurate or relayist, you must see your customers, understand them and realize what they want or what they need in order to be able to fulfill them the desires to therefore attract what will be discussed in point five, and there it will be about profit. Before any other activity that the company wants to do, it must have a good understanding of the market in which it operates and do these researches in that sector as well as the wishes and needs of future clients. That is why there are people trained and educated for this meticulous work  (Max,2015).

2.Design a customer-driven marketing strategy 

First of all, in order to make this step possible, marketing segmentation and targeting must be well known because only through this process you can arrive as accurately as possible at what we call customer marketing strategy. After the company has done this process of segmentation and atrgeting, it must focus on the results of the process and establish its key points towards customer needs and wants. On the other hand, the company will never be able to fulfill all the wishes and requirements of everyone client, so it tends to be based on the majority, those with the most common requirement or need (Max,2015).

3.The marketing mix cand be created 

According to MY(2023),by building this integrated marketing program, the so-called marketing mix can bring to light the marketing strategy in real value for the customer. This marketing program is also called 4P's and is designed from the four steps that are very well thought out and named: PRODUCT, PRICE, PLACE and PROMOTION. These four simple steps can have a radical turn if they are followed and done realistically by company and follow strictly
4.
According to Darbinyan(2023),the last important step regarding the 4 P's is in a direct relationship with the customer and the company, this step is also called the profitable relationship between the company and the customer and targets him in particular. When the company followed the other coect steps, the last one strictly refers to what the company managed to incarnate, the so-called relationship between the company and the customer, resulting from the satisfaction of the needs by it and the customer returning to its services or buying more of the goods which the company sells both online and offline. CRM which means Customer Relationship
Management is a process through which the relationship between the seller and the client is maintained through collaboration and satisfying needs 

Evaluation and control 

The fifth step which is part of evaluation and control refers to the focus on capturing value as an exchange for everything that was offered by the company and this refers to the company as earning profit in exchange for the products or services that the client he was also satisfied with making the customer loyal to the winning brand and in the future the customer returns and buys from the range again. Referring to customer lifetime value, a result that any company wants in relation to the customer.


2 Ferarri Background 

in 1929 Enzo Ferarri created the famous brand that bears his name, being only thirty-one years old and being a man very passionate about car racing from that period, winning countless glorious races with his creations, one of the the most famous cars being the Ferrari 815. At that time he focused entirely on car racing. He only created jewelry that is not for ordinary people but for those who have a much higher income, mostly self-employed men who I want a piece of art, not just an everyday car. Even today Ferarri is in the top of luxury cars with a performance and a brand that is known by everyone having cars that are loved by most people around the world. History makes this brand like a rock in the automotive field and it cares a lot about its image, therefore not everyone can buy a Ferrari even if they have the necessary money. Stars, footballers, high-ranking people are the target of this company (Mirzayev,2020)



2.1 Ferarri Marketing Analisys 

For a better understanding of what this brand and this market does and means, we will go into more details about the car market and the sales of this company. In 2020 Ferarri sold on the market a number of 6.6t (in thousand vehicles) and managed to raise the amount of $6.772M in that year, which was a huge profit considering the narrow circle in which Ferrari operates. It is expected that in 2023 Ferarri will have an increase of 4.9t (in thousand vehicles) and an increase of $12M considering that a Ferarri costs over $279,771 for normal models and up to $10M for collector models, the amount of which they do not take into account because their value increases from year to year, the cars are considered jewels or pieces of art. Also, America has a very big role in this market, having the most buyers and bringing enormous profits by the fact that a lot of stars and important people refer these European cars. Therefore, from Germany, the company managed to make a profit of $456M, having a very large headquarters that also deals with their production and marketing (Mirzayev,2020).

2.2 Marketing Goals 

Ferrari goals is to make cars that fulfill the wishes of the customers and also to innovate the best technology and the highest quality for them. Therefore they plan to release as many electric models as possible to be a help for the planet considering that history comes with models with enormous 6.7L engines, maybe four-five times more powerful than the cars of our days considering pollution regulations. They want to specify that the style in which their car looks will not be changed soon because this style is inconic for this brand, being able to distinguish a Ferarri even from a great distance due to the shapes and the sound they have (Mangatu,no date )

2.3 Marketing strategies 

When it comes to strategies, Ferarri doesn't show off too much because it is the poster child for Formula 1, a fact that brings a huge advertisement to this event, watched by millions of people, especially car lovers. The fact that Ferrari does not call for attention makes this brand in a way much more loved by them and at the same time remains a symbol of power and desire. The horse on the emblem of this brand is found both on cars and on accessories that are much more accessible to all people, they often bring its name only through this association. The theme park called Ferarri World with a roller coaster that reaches enormous speed also brings advertising both in real life and on social media. Therefore the association and sale of cars to celebrities creates a famous image and free advertising, these personalities are followed in the environment online by tens of millions of people. And last but not least, the video games with cars in which all the developers pay a percentage just for the fact that they make this brand and these cars available to whoever plays the respective video game, plus the Ferarri Museum, the place where you can see the history of this brand, the evolution and the future (Ferarri,2023)

2.4 Marketing Mix 

The Marketing Mix for Ferarri it is made up of the four stages we discussed above consisting of product, price, promotion and place
This set of tools that the company adopts to be able to create and sell or reach the hearts of customers or fans is just a kind of tactic in the market. Also this plan is for the development of a productive marketing strategy.The marketing strategy of which The four P is a part has become very consumer-centric by adding three more P's which are: People, Physical evidence and Process.(Mangatu,no date)


Product:
 Product is the most basic marketing mix tool that can be used because it strictly refers to the product that can be offered to the target market. This fact must take into account the following things: Brand, functionality, quality, warranty, accessories and services. Successful companies must find out in the first phase what the consumer wants and what their wishes are so that they can develop a product that succeed (Mangatu,no date ).

Therefore, many companies that are not successful the first time create the product and then try to join a niche to be able to sell their product.


Place: 
According toMangatu(no date),  place is the place where the product or service is sold and also to bring the customer to the right place where he can be informed, see, and many times really feel the service or product. The fact that there are trained staff who know how to deliver the information and create a possibly unique experience for each individual customer can bring a huge plus to the company, many of the enthusiasts not wanting to leave the place without at least a souvenir when on the other hand a page of interest it can be closed without any feeling. This sector includes: telemarketing, wholesaler and retailer in physical stores, online retailer, trade fairs or mail order (Mangatu,no date) 

Therefore, this factor plays an important role because it can change an acidity a lot. A well-trained staff knows how to make you feel special or even a little richer at that moment and not leave their store empty-handed.

Price :

Price is a critical tool that refers exactly to the value of the product or service that the company sells or how much it is worth on the market. The company must set a price for the product only after doing a lot of analysis and research apart from the manufacturing and production costs. After that the value of the product or service must be established, taking into account competitors/rivals, and how valuable it is for customers . It is the only tool among these that brings profit and generates sales, so the product must be strategically priced to generate a profit, so the following steps should be followed: wholesale and retail pricing, cash and early payment discount, seasonal pricing (Mangatu,no date)

Therefore, the price must be justified as much as possible because you never know when an information can be leaked from the inside and everything that was built in good years can be taken down in a single day considering that winter plays a very important role imported today


Promotion

According to Ferarri(2023)the end, this factor is the one that communicates with the company's clients about what it has to offer. Products and services can reach and be known only through promotion, that is why it is an important factor for any company, so the message must be clear, easy to understand and reach exactly where it trains. This field includes the following: advertising, sales promotion, public relations 




2.5 Marketing Monitoring

To assess the success of marketing initiatives and pinpoint opportunities for development, marketing monitoring is crucial. Ferarri must keep an eye on key performance indicators like browsing, social media, sales growth, client feedback, and competitor analysis to assess the effectiveness of its marketing initiatives.Ferarri  will be able to spot patterns, evaluate the results of its marketing initiatives, and make data-driven decisions regarding its upcoming marketing plans thanks to the study of these indicators. By doing so,Ferarri  will be able to improve its strategy and stay one step ahead of the competition (Fonseca,2011)


3 External  Analisys 

These external analyzes help the company to better understand what surrounds them and is a very important resource for this macro environment. Political, economic, social, technological, legal and environmental plays a main role for any company to also understand opportunities and threats. Besides these Porter five's forces shows an analysis for competitive forces that already exist in the industry.
[image: ]


https://enterslice.com/learning/pestle-analysis-a-mechanism-for-analysis-of-businesses/ 
Political Factors:
Thus,this company is so big with a history to match, it operates and carries out its activity in many countries including Europe, UK, America and has all its aspects very well structured. From taxes, laws, and other political regulations there may still be problems consistent with this colossus of the auto industry. The parts and the import can sometimes be a big problem if we take it that way because many of the parts or components of this car are made in different countries. What can be a problem for Ferarri is the fact that most countries are starting to have restrictions considering the pure engines that this company also uses, but Ferarri has adapted by releasing as many electric models as possible. (Murphy,2021).
 This factor is quite favorable for this company for now


Economical factors:
Therefore, these days the situation is quite precarious regarding the economic situation in many countries and continents with inflation and other sources related to this economic factor, this brand may face some problems when it comes to money. If the countries do not do well, people will not be so willing to spend a fortune for these cars as inflation and exchange rate plus the situations in the world can directly affect this industry(Murphy,2021). From a point of view, the economic factor can be slightly unfavorable

Social factor :
According toMurphy(2021),in the Social field, Ferarri has no problems at all because this brand has its loyal clientele, adaptations have been made for a long time and regardless of religion, ethnicity, orientation or personal life, a Ferarri remains a Ferarri and can be used by any type of person as long as fits their requirements
 This factor can only be favorable for this very well known brand.

Tehnological factors:

The technological factor plays an important role in this business, because Ferarri wants more and more to switch to electric cars, and as we well know, in recent years there have been quite a big problem with electric chips, cars that burn, even cars that explode because of overheating, especially when a supercar is coming. Life for them was much easier when there was no problem in creating cars with internal combustion(Murphy,2021).
This factor is slightly unfavorable for Ferarri at the moment.

Legal factor:

When it comes to this factor, Ferarri has many problems because many of the parts that appear on the Internet for sale are fake, it must always keep an eye on it to be up to date with everything it can. Also, they themselves have a rather thick file with what can be done with their cars and what not. Adapting different regulations to be legal costs him quite a lot of money and not only that. Often cars are called back to the factory to be adapted to the new regulations, especially in the area of ​​the Arab Emirates(Murphy,2021).
This factor can be unfavorable for this brand . 

Enviromental factor :
n this sector, Ferarri has something to gain because the climate is changing, more sunny days and good weather are starting to appear, which generates a much higher profit for them by renting and selling convertible cars. They also try to help the environment by reducing noxes already making many hybrid models and in the future they will go all electric (Murphy,2021).
This field is favourable for the Ferarri brand . 





Porter’s five forces 
[image: ]
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.mindtools.com%2Fat7k8my%2Fporter-s-five-forces&psig=AOvVaw3F4FnwgYgvvqdOVtDf4ipR&ust=1693653693238000&source=images&cd=vfe&opi=89978449&ved=0CBIQjhxqFwoTCMCH8-eliYEDFQAAAAAdAAAAABAI 





Threat of new Entrans :
The economy of scale is quite difficult to achieve when it comes to the industry in which Ferarri addresses itself. Differentiation is strong in this industry because people with money want personalized things and Ferarri knows what to do. The government plays an important role because it can stop the opening or functionality of a new entrant because it is not in accordance with what the person wants (Murphy,2018).The threat for new entry is low because Ferarri has history, power, resources and people who already do these analyzes very well precisely to gather as much information as possible

Power of supplier :
In this field, Ferarri does not face any problems because they are much more independent suppliers than customers, so it is very easy for this brand to change its supplier as often as it wants(Murphy,2018).
Therefore this factor is low because Ferarri can always have another who wants a collaboration.

Power of buyer :
The product differentiation in teh industry is high, this means that buyers have no other options to buy this product, this means that they do not really have control over the price. This makes the power of buyers a low fofrces. This quality exhibited by Ferarri is a very big fact that makes customers come back and pay the price(Murphy,2018).
Therefore the power of buyers is low because they are less sensitive at the price


Threat of substitutes :
According to Murphy(2018),there are only very few substitutes for this brand and the ones that exist are at a possibly higher price, which makes this facor make the threat of substituted products a weaker force..
This is not a recall and it is low, of course, because there is not really another substitute that meets the same criteria.

Rivalry Among Existing Firms:
According to Murphy (2018),the rivals in this sector in which ferrari operates are only a few. This means that there will be no moves in the industry without which Ferarrisa knows considering the importance it has. Competitors have no chance in front of this brand because Ferarri grows year by year and learns more than anyone in this supercar industry .
This factor represents a low for rivals because Ferarri has far too many resources and innovations that are also prepared for the following years

Advantages Porter’s Five Forces :
After this analysis, it is possible to identify the strong points that will be transferred to advantages based on the analysis in accordance with Ferarri. For this well-known brand the forces can be: Rivalry, Threat of substitute, Threat of new entry,Power of supplier (Chand,no date)

Disadvantages Porter’s Five Forces :
According to Chand(no date),on the other hand, when it comes to this company, Ferrari also has some disadvantages found based on the Pestle analysis, so they will be listed in the following: Power of buyer, because the price is so high and their requirements are so high.

Recommendations:
Due to Ferarri is a luxury brand with premium products, customers could face some problems due to the situation that is now in the world, after the pandemic, the war in Ukraine, the inflation that affected everyone. For these reasons, there will be a decrease in the purchase of luxury cars, especially when it comes to the special models from Ferrari. This brand could also produce something at a low price, even if it will focus only on a certain niche. In the end, Ferarri should look very carefully at the following factors: Awareness, interest, desire, action. These factors could bring new customers or more sales, including old customers.(Mirazayev,2020)
 Therefore, this brand cares a lot about its image and it is possible that it will not let its price and quality rank down because the history that recommends it could be affected and the cars that are specially edited could lose their value.



Ansoff Matrix
[image: ]
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Market penetration:
According to Singh(2019),the first step in market penetration is to extend the way it operates with the already existing product and to increase its income. This luxury brand could orient itself much more towards Asia and Africa because there are also people who can afford it and have a good status, being ontinent with a very large population. In Europe, UK or US this brand is very well known, also many of the marketing strategies could be applied in Africa and Asia.


Product development :
On the other hand, the next strategy could be product development, which could lead to the creation of new products for the already existing market, such as smaller cars, motorcycles, boats, submarines. Starting from this premise, Ferarri can have significant gains because many of the enthusiasts would be able to purchase these models, plus the fact that a motorcycle will not cost as much as a car, and also small cars are increasingly sought after the fact that parking spaces are hard to find (Singh,2019)

Conclusion 

Ferarri is a brand very loved by people passionate about cars and it will always be an iconic car. For now, the market is constantly growing and Ferarri knows how to stay at the top, having some of the best sales on the supercar market both in Europe and in the US. In Germany alone, it had a profit of $456M in one year, money that it immediately returns to research and late models that are to be released. The fact that their history is so complex, they had time to specialize towards perfection when it comes to business. By doing the Pestle Analysis we can realize that Ferarri has a glorious future in this field and knows very well what it has to do, having he always sees every factor that surrounds him. For the other analysis, Porter's Five Forces turns out to be a favorable one for this brand, having more advantages than disadvantages given the name of the brand and the industry in which it operates. It is possible that in the future we will see other products made by them, why not, flying cars or that walk on water.
Hance,the industry of luxury cars, supercars and Formula 1 will always be closely linked to this brand, bringing new customers, excessive advertising and enormous profits, This brand knows how to do its job as well as possible, having trained people in every field, a control of very well defined quality and the price set for quality that never lowers its standard. Ferarri is a brand that will last and we will hear about it from now on for many many year
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