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[bookmark: _Toc60850272]Introduction
Presentation is a key part of any business association. The part of the association decides how the association gets acquainted with the market, in terms of the data on the value it offers in its articles, and at what value it does so. Advertising is also responsible for ensuring that the item reaches the customer, as expected at the scheduled time (Russell, 2018). The advertisement establishes what a general experience the item offers to the customer. This is why it is important to understand top-down performance from a hierarchical point of view.
Fontain Motors is an association that works in the sale of used extravagant vehicles. The exceptional value that Fontain Motors offers is the extraordinary scrupulousness and experience they use to get their customers the best of vehicles in terms of quality and detail. Their specialty is used Audi cars. People from the country come to them specifically for their experience, relationships and fame with Audi.
[bookmark: _Toc60850273]Marketing cycle and the role of the marketing mix
Advertising is a device used by organizations to ensure that its items give and transmit the value they need to fulfill customers and keep them returning (Hanson and Kalyanam, 2014). During advertising, there are many tools that include arranging and building the item, ensuring that it meets its warranty. Transmission and association with key partners. First of all, to promote the benefits of the item to convince customers, this is the item they should choose.
[bookmark: _Toc60850274]Declaration of purpose
The statement of purpose is the part of the demonstration cycle that expresses the motivation behind the whole promotional endeavor for the item or organization outside and outside. It includes what significant value the association needs from its customers to see its articles. It also includes what type of customer service should be added, preferably to the brand. The whole incentive measure is entirely designed around this.
[bookmark: _Toc60850275]Statistical survey
The statistical survey is important for any demonstration activity. The great statistical survey is an accurate window into the client's brain. To make a decent item means to assemble it according to the customer's requirements, whether they are aware of it or not. The statistical survey includes the collection of data on the market to which the item will be sent. In essence, the data include identifying the needs of customers who have not yet been inclined or have not met the right value (Chrzanowska, 2010). At this point, it is imperative to contemplate the contenders and study their strategy and how they position themselves alert. More inside and outside statistics will remember a report on how amazing suppliers are and how amazing customers are. In view of this data, the ad group must build an element that is perfectly located in the observation area and that sends the right message and meets the right requirements.
[bookmark: _Toc60850276]Goal setting
Goal setting and efforts to achieve them are an approach that will continue to demonstrate the plan ahead. If the agreement is ahead and there are no pre-defined markers of progress, there will be no good reason to do so. The goals may be different as far as the idea of ​​the demonstration plan is concerned. For example, if the element is administration and is aimed at building associations with the client so as to delay their membership in the administration, the goals may be to extend the normal measure of the time the client remains attracted to the administration. However, in case the item is something as basic as the story, the destinations that need to be achieved will be to reduce costs and expenses, expand the number of transactions, overcome the luggage space and more. the implementation of the promotion plan and, more importantly, the progress it is making.
[bookmark: _Toc60850277]Methodology
While the mission and destinations and the statistical survey reveal the “what” or “why” of the activity, the system is the answer to the “how” part (Hooley, 2017). The methodology is a point-by-point and strategic book for arranging the tasks used by the administrators to achieve the goals set by them. For example, Dell computers moved to an all-online store to sell their items, and this made it easier to track transactions, orders, and various boundaries that allowed them to devise the "End of Time" stock framework., everything was delivered directly from the suppliers to the assembly office and transported to the buyers directly. This cycle of selling computers on the network and using information to bear certain operating costs is what is seen as a strategy.
[bookmark: _Toc60850278]Application
Use of marketing concepts has more to do with coordinates and HR. When the technique is created, it is necessary to arrange some way to finance the methodology, the number of people who will deal with it, how things will be observed, etc. (Heizer, Render and Munson, 2016). Continuing with the Dell PCs model, whether or not we realize that we need to make a smooth and consistent operating framework, the investigation actually survives on what we should do. In what capacity will we build the product that examines the information and selects the number of parts to organize and organize the creation. The number of people will take it to create it, how long it will take to create it and how much money it will cost, what the compensation time will be, the description continues.
[bookmark: _Toc60850279]Control
After the end of the use, it is obligatory to examine whether the goals or sometimes the general mission that the association has set for implementation are fulfilled or not. Due to the lack of evaluation, there is no improvement. The control further includes examining the source of the deviations, if any, and improving the device depending on said study (Hooley, 2017).
[bookmark: _Toc60850280]PESTLE analysis
Political: The world of politics includes government guidelines for vehicles and the arrangements they make with various governments. Recently, most established countries have implemented guidelines that either penalize individuals for claims for fossil fuel vehicles or reward and encourage the purchase of all more environmentally friendly vehicles (Sampson and Chambers, 2000). This direction has certain consequences for Fontain Motors. At present, customers will undoubtedly hope to buy even more earth-hearted vehicles. That's why they create skills with Audi's own half-and-a-half line of electric vehicles to adapt to fresher directions, but still maintain their position. Brexit would have adversely affected Fontain motos if it were not for the way they are not a local carmaker in the UK. As all things considered, postponing a smooth and consistent Brexit would have an antagonistic effect on his tasks. As Fontain Motors spends considerable time selling unfamiliar, used vehicles, it is currently less affected by Brexit. Despite the fact that there will be inconvenience if Britain chooses Brexit "No agreement".
Financial: Europe is currently in a terrible financial situation. The terrible financial situation leads to a wage deficit, which turns into a lack of interest. This lack of interest is especially true for products with extravagance. In addition, in monetaryly troubling cases, governments will generally appreciate the extravagance of things at a high pace. This is an unequivocal danger for Fontain Motors. The economic downturn is terrible because their deals will deviate in some way and more horribly, with two overlaps. Whether used or not, they usually sell excellent extravagance and a sports car whose sticker prices show no indication of frugality. This is the reason why the cars that Fontain Motors sells undoubtedly fall into the ranking of extravagance.
Social: The social climate has an integral link for advertising a request. People have tendencies and assumptions and change in the long run and in different societies. Every association that sells vehicles needs to know about the different things that people partner with. What configuration do they like, what utilitarian requirements do they expect the vehicle to meet, what type of vehicle do they need (Harrison, 2014). Fontain Motors must further consider the baseline, socio-economic situation and needs of its customers. Acquiring extravagant vehicles alone will not be enough. They need to know if the type of vehicle they are acquiring is what their customers need.
Technological: An internal race inside the goliaths of the automotive world continues to see who can make the perfect electronic vehicle or possibly who can show improvement over anyone else. All organizations invest billions of dollars in innovative work to make their vehicles better than others. Audi is the original article on this situation. Their E-Tron line is eager and praised everywhere. It tells such an extraordinary truth that they do not expect to send it too soon. This is just another explanation that Fontain Motors needs to understand how to serve its customers such an incentive both in the element and in the administration, still in electric vehicles.
Legitimate: Germany and the UK have distinctive guidelines for cars, and so Audi must produce vehicles for both. As the United Kingdom is an unmistakably productive market, Audi will adhere to legislative guidelines to be able to fight vigilantly. Despite the fact that it is an extremely important climate component for a manufacturer or brand, Fontain Motors should not worry much in this regard, as they provide vehicles from a completely attentive and legitimate manufacturer who has rarely had problems (Harrison, 2014).
Environment: All components in a large-scale climate are tightly interconnected, and it becomes clear as our conversation progresses and we continue to trample on the topic of EV (Harrison, 2014). Traditional vehicles that use a non-renewable energy source to operate have extremely negative consequences for our environment, which has led to a time when we have to choose between limited options but a complete change of electric vehicles. Better government approaches use serious impact to make car manufacturers think more environmentally friendly and electric. Another motivation why Fontain Motors should hope to work with a ton of electric vehicles soon.
[bookmark: _Toc60850281]Swot analysis
In the analysis of Swot we will consider the general perspective on the advantages and disadvantages of the position of Fontain Motor. We will study the qualities, shortcomings, openings and dangers associated with the operation of the market that Fontain Motors does.
Strengths:
- A special brand, following both itself and Audi
- Staff with extensive experience both in the Audi brand and in anticipation and consideration of every customer need.
- A well-prepared shop for setting up both in terms of hardware, specifically for Audi design, and experienced architects and mechanics.
- Great connection with Audi. The lone free vehicle center they maintain.
Weaknesses:
- Excess in determining elements.
- The sale of newly owned cars gives way to the potential size of the market.
Opportunities:
- Audi is far ahead in improving its electric and hybrid luxury cars. Fontain Motors should have a decent armada of vehicles soon enough to upset the EV.
- Domestic vehicle brands and Foreign brands with a direct stake in the United Kingdom, enduring due to the not-quite-perfect Brexit exchanges.
Threats:
- Other brands of vehicles that improve electric vehicles
- Excessive reliance on a brand can give them an excessive impact on Fontain Motors.
- Audi may drop out of fame.
- New guidelines that put sellers of used vehicles at risk, for example, tariff reductions with Germany.
Although the 5-porter model is still widely used as a measuring rod to assess market ability, it does not meet the most modern markets (MacKay, 2011). It does not take into account the innovations and rapid changes that are typical of today.
[bookmark: _Toc60850282]Points of interest
- A key valuation tool that does not require multiple assets to use.
- It can be used to limit wasted time when trying to study the market, as it can very well be used as a ground test to evaluate each market.
- It can characterize the difficulties that the company may look at in the specified market
[bookmark: _Toc60850283]Obstacles
"I'm not considering a quick change."
- Technological advances can displace ideal industry models in the short term.
- No industry is static, it just gives a transitional picture of business.
- Do not think about powers outside the market.
[bookmark: _Toc60850284]Division
The automotive business can be divided into different fragments depending on different measurements (Hooley, 2017). Basically, pay, age and family work. It can be very well accepted for the setting of Fontain Motors that these are usually people looking for the best vehicles. More experienced people tend to brands that were massive some time ago. Younger people are more energetic towards extravagant vehicles than at any other time and have an exceptional inclination towards brands. The normal age of the client and the unusual examples continue to get younger and younger. People with almost higher pay will prefer vehicles that are well-defined, but they would prefer. People with lower pay will buy a car for sale, but with the level of value that Fontain Motors offers. In case the client is lonely, they will probably not think about reasonableness so much, in case they are a family person, they will do it. Fontain engines serve relatively young people with equally low pay and people who take on any family job.
[bookmark: _Toc60850285]Objectives
When the market is divided and the association has arranged exactly what kind of customers can be served, they have chosen one of the market fragments and have gathered their item and image around this section (Hooley, 2017). At this point, this part will be considered as an objective market. Fontain Motor's target market is young people with a pay on the spot north of 100,000 each year and in perfect world singles.
[bookmark: _Toc60850286]Situation
The situation intends to decide exactly what character the association should take in the eyes of the client (Russell, 2018). Should he be the chief of value or should he give the best quality, paying little attention to price? Is it necessary to give only an element that represents significant power, or to give the client many choices? Fontain Motors decided to stick to its reputation with Audis and continued to idealize its current item with the lowest possible value.
[bookmark: _Toc60850287]4ps marketing
Product: What the association intends to sell for cash is known as an item (Schindehutte, Morris and Pitt, 2009). Regarding Fontain Moors, the item is used by Audi cars at the most ideal price with great help for customers and vehicle tuning offices.
Place: Where the association sells is as important as what it sells. The place from which an association will carry out its activities is urgent for the fate of both the element and the association. For Fontain Motors, this place is their long-time seller.
Promotion: Fontain Motors sells extravagant vehicles. Conventional progress strategies will not work. All things considered, Fontain Motors depends on its very help to enter the psyche of its customers and the people it meets (Russell, 2018). It depends on the associations with your clients, which are productive for a comprehensive period of time for both meetings.
Price: Price is a significant part of the character of Fontain Motors. As he sells used vehicles, but with an incredible adherence to an exceptional expectation of value, his relatively lower costs become an extraordinary incentive for money in the client's psyche.
[bookmark: _Toc60850288]Stakeholder engagement and their impact on marketing activities.
Partners are any meetings that directly affect or are influenced by the associated organization. At the time an association operates in a climate, it therefore begins to influence people in that climate and all those involved in its business (Saarinen, Tinnilä and Tseng, 2006). The association influences its clients, representatives, networks based around the area of ​​activity. It is then again influenced by its suppliers and the public authority due to its guidelines and decisions. These gatherings are partners in the association.
There are basically two types of partners, internal and external. Internal partners are those who are available within the association and work from within. The external partners have a place with the external climate of the association. These two types of partners have different implications for the association.
[bookmark: _Toc60850289]Internal stakeholders
Representatives: Employees are the clearest internal partners, apart from the owners, they are the solitary gathering of persons who can generally be influenced by any progressions or dangers for the association. Each association is based on created by its employees. In case the workers perform well, this will also happen from the association. On the other hand, every choice the association makes affects its employees. The key motivation for Fontain Motors to treat customers is a direct result of the vast experience and insight of their representatives. Clients receive so much help and treatment from workers that they never decide to think back.
Supervisors: Managers have the ability to choose the way the association will take over. The best administrators can choose the final choice and the lower bosses together decide how to get there. Only one choice can cause failure or brilliance for the association. Administrators often have a huge, strict stake in the association. The bosses of Fontain Motors are the ones who maintain the associations with Audi and take care of the corrective end of the business.
Owners: Owners have long been the most invested in the association in light of the fact that the bombing of the association means that they are losing much of their resources. This is why they say something intense in important choices. This further decides the possible fate of the association for the better or in a negative way. The owner of Fontain Motors has contributed time, money and much more to his association and now has an example of overcoming adversity. This shows how important the partner is to the owner of the association.
[bookmark: _Toc60850290]External stakeholders
Suppliers: Suppliers are significant partners in light of the fact that without them the item or business would not exist. The Audi brand name is a significant and interesting contribution of Fontain Motor. In the event that Audi has not produced vehicles with the degree to which they are known, there will be no interest in vehicles from Fontain Motors (Law, 2007).
Government: The choice a public body makes in terms of law and guidelines affects how associations work together, or rather should work together. For example, the official choice of the UK government for the Brexit deal is something that many organizations are eagerly awaiting on the grounds that ignorance of the possible fate of their business in Europe costs them money.
Clients: There is a business association that serves one of the needs of its clients. So it is not unexpected that customers are a critical partner in an association (Saarinen, Tinnilä and Tseng, 2006). For Fontain Motors, their customer is important in light of the fact that they are loyal and will continue to return (Daum, 2003). They will also prescribe Fontain Motors to relatives. Still, customers are accustomed to expecting the best quality for used Audi cars and Fontain Motors should consider this.
[bookmark: _Toc60850291]Talking to stakeholders and how they affect marketing
The main persons to whom Fontain Motors should turn are its representatives, as they are the first and also the most vital goal of the association's contact with its clients. It is their abilities and behavior that customers experience directly for Fontain Motors. This is what builds the brand image according to the customer. In the event that the representatives perform well, the evaluation of the brand or its articles will be conveyed through their conduct, information and administration. (Daum, 2003) They further ensure that the vehicles sold really meet the quality guidance guarantees. So the offer of Fontain engines relies entirely on their representatives.
[bookmark: _Toc60850292]Conclusion
The exhibition explores the full breadth of advertising in an authoritative setting. From what is promotion to how it recognizes the organization and its element. How advertising plans and implements the agreement, which will lead to useful associations with customers. This emerges entirely through the authoritative focal point of Fontain Motors, whose hierarchical setting gives the reader a practical setting to overcome the hypotheses under consideration. All things considered, the exhibition makes a strong effort to expand the importance of demonstration capacity in an association.
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