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[bookmark: _Toc124089209][bookmark: _Toc124090195]Introduction
Marketing must be used constantly for a business to prosper. It is the division in charge of choosing how the business will portray itself to clients, as well as what products and services it will offer and at what cost. Marketing must supply products to customers on schedule and accurately to complete the cycle. How the product is viewed by the consumer is decided by the marketing division. It is important to thoroughly research marketing from an organisational standpoint because of this. Experts in the sale of used, high-end vehicles work at Fontain Motors (Nti, Adekoya and Weyori, 2020). Fontain Motors stands out due to its knowledge of the market and attention to detail while locating only the best cars for its customers. They are experts in used Audi cars. Because of their experience with, confidence in, and status with Audi, people come from all over the country to them.
[bookmark: _Toc124089210][bookmark: _Toc124090196]Marketing, importance of marketing, steps in marketing
Businesses use marketing as a strategy to make sure their products offer and communicate the value required to satiate and keep customers. Planning and developing a product, where its quality must be guaranteed, is one of the many marketing processes (Mogaji, Soetan and Kieu, 2020). interacting with influential individuals and having good conversations. If businesses want to sell their products to consumers, they must emphasise the advantages of the product in their advertisements.
[bookmark: _Toc124090197]Mission Statement
A mission statement outlines the marketing strategy's main objective for each specific product or company. A crucial element is the value the corporation sets on its products in the eyes of its target market (Cortez and Johnston, 2018). The ideal perception that customers ought to have while considering the brand is included in this. Almost every other marketing principle relies on this fundamental idea.
[bookmark: _Toc124090198]Market Research
Any effective advertising campaign must start with in-depth market research. Good market research gives you a clear understanding of what customers are thinking. Whether or whether the consumer makes explicit demands, a good product satisfies their needs. Before making a product available to the general public, market research is essential. The majority of the information is statements of client demands that have not been met or that are not being profitable addressed (Loureiro et al., 2019). The organisation should then examine what the rivals are doing to dominate the market. A thorough analysis of the market would also show the relative power of the suppliers and the customers. The marketing team must utilise this information to develop a product that fits perfectly in the market, communicates effectively with customers, and meets their needs.
[bookmark: _Toc124090199]Setting Objectives
A marketing plan remains on course by setting targets and pursuing them. In the absence of agreed-upon metrics, implementing the approach would be pointless. Goals may need to be varied depending on the details of each marketing plan. In the case of a service, one of the objectives may be to increase the typical time a customer spends using the product in order to develop a relationship with them and keep them as a subscriber for a longer amount of time (Qazzafi, 2019). If the product were a floor mop, the objectives would be to lower the price, increase the amount sold, occupy more shelf space, etc. These objectives, however, are what show whether or not the marketing approach is effective.
[bookmark: _Toc124090200][bookmark: _Toc124090201]Strategy
The strategy describes "how" to do something, whereas the aim, goals, and market research explain "what" or "why" to do anything. A manager's strategy is a comprehensive and workable plan for achieving the organization's goals (Tokarev, Shkarovskiy and Soldatova, 2020). For instance, Dell Computers was better equipped to monitor sales, demand, and other indicators when it opted to solely sell online. The "Just in time" inventory system, which never kept any goods and instead had them transported immediately to the consumer from the producer, was made possible because to this enhanced monitoring. The strategists define "Strategy" as the practise of using data to save operating expenses while selling computers online.
Implementation
Implementation requires more logistics and labour than anything else. Once the strategy has been created, it is vital to decide on its finance, the participants, the management team structure, and other factors. Using the Dell laptops as an example, Dell is aware that it must create a slick and fluid operating system, but it is unsure of the precise steps necessary to do this (Panwar et al., 2019). Questions like how many staff will be needed, how long it will take, how much it will cost, when the investment will be recouped, etc. are frequently asked.
Control
Evaluation of whether the objectives, or even the overall purpose, of the organisation have been attained is important once the project has been fully carried out. Fontain Motors cannot improve if it does not evaluate its current situation (Radziszewska, 2022). The control procedure also includes identifying the sources of any differences and revising the plan in light of the results of the investigation.
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Figure 1: Marketing Planning Process
(Source: Tokarev, Shkarovskiy and Soldatova, 2020)
The challenges that marketing presents to firms have changed as the industry has throughout time. Nowadays, organisational marketers utilise the idea of marketing to describe the field. Prior to creating and delivering a viable product at a reasonable price, companies should research the requirements and wants of their target market, according to the marketing philosophy (Zebal, Ferdous and Chambers, 2019). The most profitable companies and products are those that are created to specifically satisfy the needs of the target market, claims marketing theory.
[bookmark: _Toc124090202]Branding
A brand is a visual representation of a certain product or, more broadly, an entire company. Numerous products on the market have virtually the same function or target the same problem. It's important for businesses to differentiate themselves from the competition. Businesses provide their customers a part of their life so they may link the unique value their products bring to that part of their lives. For instance, when thinking of a hassle-free, beautiful, and highly functioning computer, Apple comes to mind almost immediately (Matviiets and Korpan, 2021). The recognisable name of Rolls Royce immediately evokes thoughts of unblemished motorised grandeur. The objective of branding is to reduce all the details of a product to a single, memorable feature, such a logo or name.




Advantages of Branding
· A trademark makes a business more recognisable to the public.
·  Once a brand is established, it attracts a lot of interest. The increased worth of a well-known brand name may be successfully communicated by itself.
· To meet a company's strategic objectives, branding may be modified. In today's extremely competitive business world, a brand's capacity to shape how consumers perceive a company is a crucial component of its success.
Branding Strategy of Fontain Motors
Fontain Motors uses the branding strategy of "product line extension." Fontain Motors has built a solid reputation by importing high-quality pre-owned Audis, restoring them to showroom level, and selling them to consumers at fair prices. They are incredibly cherished among Audi lovers as a result. They don't intend to expand their operations to sell any automobiles produced by other automakers (Erdmann and Ponzoa, 2021). They continue importing top-tier vehicles from Audi because they want their name to be associated with that of a well-known brand. It will increase their brand's reputation, which will benefit a bigger audience. This is a wonderful example of how "Product Line Extensions" uses good branding.
Ansoff’s Matrix and Fontain Motors
Ansoff's Matrix can help organisations choose the optimal course of action for upcoming product and market development. Depending on the situation, a company's strategy may incorporate a variety of new products, markets, and existing products and markets. The Market Penetration Strategy, for instance, is employed by Fontain Motors. They excel in selling Audis and are specialists in the field (Layton and Duffy, 2018). They value the current state of affairs and would want to keep it that way. They intend to maintain providing cost-effective pre-owned Audis of the highest calibre. When it comes to used Audis in the UK, they aim to control the market. Given that this is their area of expertise, they aim to grow until they have complete market domination.
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Figure 2: Ansoff Matrix and Fontain Motors
(Source: Layton and Duffy, 2018)
[bookmark: _Toc124089211][bookmark: _Toc124090203]Understanding the Role of the Marketing Environment and Other Situational Analysis Models
The employees of Fontain Motors should receive priority attention because they are the company's most crucial and initial point of contact with its customers. Initial perceptions of Fontain Motors are shaped by how customers engage with and learn about the staff. That is what instils a positive perception of the brand in customers' thoughts (Wang et al., 2018). Customers may be made aware of a company's reputation or the value of its products by the deeds, expertise, and assistance of its employees. They are also in charge of making that the claimed quality of the automobiles is met. Fontain Motors' employees are thus its most significant resource. Fontain Motors also must stay in touch with their suppliers in addition to their clients. Audi must provide precise information on their newest models and technology for Fontain Motors to choose and repair Audi automobiles with the same level of expertise. Finally, they must explain to customers why they are worth purchasing from (Gepner et al., 2022). Staff members will get practical experience with this once more. Customers return to Fontain Motors mostly because of the thorough attention they receive, which extends well beyond the time they drive away in their brand-
[bookmark: _Toc124090204]PESTLE Analysis
[bookmark: _Toc124090205]Political Factors
Politics here refers to the regulations that governments place on vehicles and the deals they make with one another. Most industrialised nations' governments have recently implemented regulations that either forbid or severely restrict the use of fossil fuels in personal vehicles while also encouraging and pushing consumers to buy more environmentally friendly vehicles (Paes et al., 2019). This rule has consequences for Fontain Motors that are not inconsequential. It is apparent that consumers will begin looking for greener cars. Audi will need to amass a breadth of knowledge and expertise with its own line-up of hybrid and electric vehicles in order to abide by the new regulations and keep their market position. Fontain Motors would have suffered from Brexit if they were a UK-based automaker instead of not. If that happened, the postponement of a soft Brexit would be detrimental to business (Vlados, 2019). Due to their focus on selling used cars from other nations, Fontain Motors is currently less affected by Brexit. A "No Deal" Brexit, however, would be risky for the UK.
[bookmark: _Toc124090206]Economic Factors
Currently, the European economy is struggling. When the economy is struggling, people have less disposable income, which inhibits their ability to spend. Particularly, there is a dearth of interest in luxury goods. In addition, governments frequently levy exceptionally high taxes on luxury during recessions. Unmistakable risk to Fontain Motors (Paes et al., 2019). Since a fall in sales is unavoidable during an economic downturn, it is terrible. At pricing that don't suggest any financial restraint on their side, they provide high-quality pre-owned luxury and sports cars. People may be confident that Fontain Motors' selection of vehicles includes high-end automobiles as a result.
[bookmark: _Toc124090207]Social Factors
The social environment in which a market operates has a direct impact on the demand inside. People's preferences and worldviews differ from one another and from one culture to another. Any company that works with autos must be aware of the many meanings that consumers give to these vehicles. What appeals to them in terms of aesthetics, what features are most essential to them, and what performance expectations do they have for the car all contribute to determining the type of vehicle that will eventually satiate their needs (Vlados, 2019). The backgrounds, characteristics, and needs of Fontain Motors' customers should also be considered. It won't do to introduce high-end luxury automobiles at a discount. It's critical for them to understand whether the automobiles they're bringing in match the needs of their customers.
[bookmark: _Toc124090208]Technological Factors
There is a competition among the titans of the automobile industry to see who can create the ideal electronic car, or at the absolute least, who can do it better than anybody else. For their automobiles to be better than others on the market, all firms are spending billions on research and development. In this scenario, Audi is no pushover. They have an extremely ambitious and well-regarded E-Tron line (Paes et al., 2019). Since it is so sophisticated, they don't want to launch it too soon. Another reason for Fontain Motors to consider using electric cars to provide their clients the same value in both product and service.
[bookmark: _Toc124090209]Legal Factors
Audi is required to follow two different sets of legislation since it manufactures cars for both the German and British markets. Audi will abide by UK government regulations in order to participate in what is undoubtedly a very valuable market (Vlados, 2019). Since Fontain Motors obtains its automobiles from a highly responsible and reputable manufacturer that has very seldom experienced problems, Fontain Motors shouldn't be overly concerned about environmental considerations, which are crucial for any company or brand.
[bookmark: _Toc124090210]Environmental Factors
It becomes more obvious how interconnected all of the macroenvironmental elements are. We must immediately move to electric vehicles because of the terrible effects that fossil fuel-powered cars have on the environment. It is preferable for the government to impose additional restrictions on the auto sector to force it to embrace cleaner, electric technology (Paes et al., 2019). This is simply another proof that Fontain Motors could be expecting a boom in the amount of business it does with electric automobiles in the near future.
[image: What is PESTLE Analysis? Factors, Advantages and Disadvantages of PESTLE  Analysis]
Figure 3: PESTLE Analysis of Fontain Motors
(Source: Vlados, 2019)
[bookmark: _Toc124090211][bookmark: _Toc124090212]Porter’s Five Forces
This approach enables a firm to swiftly determine whether it is advantageous to enter or continue serving a particular market (Wang and Wang, 2020). Using this automobile, Fontain Motors, a used car dealer, will research the market where it competes.
Bargaining Power of Buyers
It's challenging to estimate the purchasing power of customers at car dealerships. Each automotive manufacturer has a devoted following and market. Particularly when it comes to expensive or sporty automobiles, buying a car is typically prompted by intangible reasons. The existence of potential substitutes and alternatives is taken into consideration by the model. For individuals who are interested in luxury cars, there are several additional brands accessible (Taherdoost and Brard, 2019). But the only sensible choice is Fontain Motors if you want a high-quality used Audi at a fair price. But it's difficult to estimate how well-liked Audi is. Therefore, consumers have a fair degree of influence.
[bookmark: _Toc124090213]Bargaining Power of Suppliers
Due to this, suppliers have a significant amount of power, and even the possibility of entering the industry themselves strengthens their position. The expansion of brand-owned dealerships, particularly among domestic brands, has put independent dealerships under strain recently. They have devoted a lot of time and effort over the years to building their reputations and companies, and they are not afraid to compete in the market. They have the resources, facilities, and stock to support it, thus it is feasible (Esfandiar et al., 2020). The company's distinct specialty is now once more protecting Fontain Motors. Even an Audi dealership wouldn't have used Audis available for purchase, but this business does. Fontain Motors does nothing but promote the Audi brand by connecting clients to previously used Audi items that are just as competent as new cars but far less expensive. Audi will thus stay out of Fontain Motors' direct competition.
[bookmark: _Toc124090214]Threats of New Entrants
The market for Fontain Motors is effectively shielded from incoming competitors. To begin with, if you want to start trading vehicles in the UK, you'll need to make a sizable investment. Prior to the industry's saturation with rivals and the proliferation of manufacturers with their own dealerships, it was simpler for a new business to enter the market on a small scale and gradually grow (Taherdoost and Brard, 2019). Additionally, opening a car dealership in the UK requires navigating a variety of legal and regulatory minefields.
[bookmark: _Toc124090215]Threats of Substitute
Survey results indicate that other automakers are performing better than Audi in the UK. This shows that the danger of replacement is very high (Esfandiar et al., 2020). The effect on sales, however, is negligible. Simply said, every brand and model of car has a loyal and constant fan following. Fontain Motors faces limited competition from products that are similar as a result.
[bookmark: _Toc124090216]Rivalry
By controlling the ratio of supply to demand, this component establishes the degree of industrial competition. The market is considered to be very competitive when there are many of vendors but few buyers. Even if there is a high demand, there is still fierce rivalry. Given that there are more than 2,500 auto dealerships in the UK that generate a combined £53 billion in revenue each year, Fontain Motors competes in a very cutthroat industry (Taherdoost and Brard, 2019). But by focusing on a tiny portion of this market, Fontain Motors generates most of its revenue. Premium second-hand Audis are in demand, and there is a market for them. The planning and preparation that went into the vehicles makes them significant.
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Figure 4: Porter’s Five Forces
(Source: Esfandiar et al., 2020)
[bookmark: _Toc124089212][bookmark: _Toc124090217]Determination of the Segmentation, Targeting, Positioning and Marketing Mix Strategies of the Organisation
[bookmark: _Toc124090218]PEST Analysis
[bookmark: _Toc124090219]Segmentation
There are several subgroups of the vehicle market that may be distinguished. Job level, age, and financial security are typical determining variables. Given that Fontain Motors is the target company, it is logical to assume that all of these clients have an interest in luxury cars. The older generation prefers the brands of their childhood. Younger generations have a clear brand preference and are more intrigued by expensive cars. Average consumer age as well as extreme cases have been steadily declining. Those with greater resources will probably choose a brand-new car with exactly matched spacing (Al Badi, 2018). Because of Fontain Motors' high-quality inventory, those with less discretionary income will be drawn to purchasing a used car from them. A family man or woman will appreciate functionality more than a customer without children does. A disproportionately young, economically underprivileged, and family-oriented customer is served by Fontain Motors.

[bookmark: _Toc124090220]Targeting
The business will concentrate its efforts on a certain segment of the market once it has been segmented and established the kind of customers it can draw in (Wolok, 2021). Fontain Motors will then declare that market to be its "target market." A young, single professional making over $100,000 annually is the ideal client for Fontain Motor.
[bookmark: _Toc124090221]Positioning
Defining a company's ideal image in the eyes of its target market is known as positioning. A strategic decision can be to offer the best items at the lowest prices or to be the cheapest provider (Al Badi, 2018). In order to preserve their brand connected with Audis, Fontain Motors has made the decision to keep refining their current model while keeping costs as low as possible.
[image: A Beginner's Guide to STP Marketing - martechlive]
Figure 5: STP Analysis of Fontain Motors
(Source: Wolok, 2021)
[bookmark: _Toc124090222]4Ps of Marketing Mix
[bookmark: _Toc124090223]Product
What the company intends to provide for sale to customers is the product. Fontain Moors provides the greatest pre-owned Audi vehicles at the best prices with the best after-sale care (Dolnicar, Grün, and Leisch, 2018).


[bookmark: _Toc124090224]Price
As important as the items themselves are the places where an organisation conducts business (Zéman and Bogdan, 2019). A company's goods and success are greatly impacted by the area from which it will operate. For many years, Fontain Motors has had a dealership here.
[bookmark: _Toc124090225]Place
According to Dolnicar, Grün, and Leisch (2018), Fontain Motors is known for its affordable costs. Customers believe they are getting a great deal since it sells pre-owned cars that have been well-maintained.
[bookmark: _Toc124090226]Promotion
These automobiles are the specialty of high-end auto dealer Fontain Motors. The traditional methods of advertising need to be abandoned (Zéman and Bogdan, 2019). Fontain Motors instead relies on the quality of their work to leave a positive impression on its clients and everyone else they come into touch with. Building enduring connections with its clients that are advantageous to both parties is the cornerstone of its success.
[image: Understanding the Marketing Mix Concept - 4Ps]
Figure 6: 4Ps of Marketing Mix
(Source: Dolnicar, Grün and Leisch, 2018)


[bookmark: _Toc124090227][bookmark: _Toc124089213]Impact of covid in the marketing strategies
Due to the fact that most firms worldwide relied on Chinese commodities and manufacturing capabilities, COVID 19 hindered supply chains and made the shortage of consumer products worse (Ansari & Ganjoo, 2020). Business shipping delays have increased as a result of government regulations and COVID pandemics that have hindered imports and exports. As a result, the price of many goods has increased, and consumers now have more difficulty finding some items than they did before the crisis. Businesses used internal resources more and outsourced other resources less therefore to support the local economy and industries. Organizations, industries, and the world economy all suffered as a result of the epidemic. The state-wide closure in several countries has had a particularly negative impact on both large and small business enterprises. Because conventional marketing strategies can no longer be effectively used due to lockdown, digital marketing should be given more emphasis.
[bookmark: _Toc124090228]SWOT Analysis of Fontain Motors
One of the largest industries according to income estimates of SWOT analysis is Fontain Motors, sometimes referred to as the automotive sector. The administrative staff members who are leading the SWOT investigation must understand their target audience in order for the SWOT analysis to be productive. The results are extremely helpful for the organization if management (or professional administration) can provide objective, pertinent data for the evaluation. Here is a SWOT analysis of Fontain Motors that details its strengths, weaknesses, opportunities, and threats because it is a significant industry globally.
	STRENGHTS
	Weaknesses

	1. Growing industry
2. Luxury commercial vehicles
3. Growing Market
	1. Power of bargaining
2. The dependent growth rates
3. Recalled cars

	Opportunities
	Threats

	1. Expansion of market
2. Changing lifestyle and customer groups
3. Alliances
4. Efficiency
	1. Competition in the market
2. Slow Economy
3. High fixed cost and investment
4. Volatility in the fuel Prices



[bookmark: _Toc124089214][bookmark: _Toc124090229]Recommendations
Fointain Motors is a recognized innovator in the fields of sustainability and innovation. The automotive industry has to reassess its plans and prioritize internationalization.
· Studies on renewable energy sources are expanding and continuing.
· [bookmark: _Toc124089215][bookmark: _Toc124090230]Strive to create long-lasting business trust and consumer confidence.
· Increase your reach internationally and work to assure worldwide manufacturing.
Conclusion
The scope of marketing's role in contemporary firms is covered in great detail in this article. everything, including how marketing is defined and how it works to build brand awareness for a company or its products. How marketing plans and puts measures into place to attract and keep customers that bring in money Since the company's structure and culture offer a real setting in which the reader may test the given ideas, Fontain Motors acts as a helpful organisational lens for illustrating these arguments.
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