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[bookmark: _GoBack]ANALYSIS OF PORSCHE'S COMPETITIVE STRATEGY
Report based on the development of the current status of the Porsche 

Abstract
The report is an analysis and evaluation of the competitive strategy of Porsche cars, the analysis shows that Porsche is very competitive in the market, The report finds that the global sales of Porsche cars are facing global growth, the evidence shows that the competitive strategy adopted by Porsche is conducive to expanding market share, the major issues are the change in brand positioning and audience, the future development trend of cars, the recommendations show that follow the development trend and maintain the market share of the original products. Recommendations suggest following the trends and maintaining the market share of existing products and using new products to grab more market share. 
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[bookmark: _Toc29556]Abstract
Porsche's 2022 global new car sales are steadily increasing, and if we analyze Porsche's competitiveness and competitive strategy, we can first divide all Porsche models into three echelons: first, luxury cars, second, premium cars, and third, the new entrant in the segment, electric cars. In the luxury car queue, the market itself is small, so it faces fewer competitors compared to the other queues; also, limited edition cars like McLaren and Lamborghini can be excluded, while mass-produced cars like Ferrari can be considered real competitors, but not very competitive due to the different brand audiences. In the second tier, the most competitive and strongest rivals are brands like Mercedes-Benz, Audi and BMW, all of which have long histories and wide audiences and are highly attractive in terms of quality and appearance. Finally, in the fully developed electric car segment, competitors have to mention the electric car ranges of Tesla, Mercedes-Benz, Audi and BMW. Next, I will analyze Porsche's 2030 strategy, as well as the external and internal environment, in order to identify its competitiveness and give recommendations.





1. [bookmark: _Toc13003]Introduction
Porsche is a brand that is no stranger to you, having officially joined the German Volkswagen Group family since August 2012, founded by Ferdinand Porsche, originally owned by Porsche Holding and now indirectly held through the Volkswagen Group. The most familiar models are the classic sports car 911 and the very common Porsche Cayenne, which shows that Porsche's brand positioning is focused on the sports and luxury segment. It is considered a high performance brand in the automotive market and, economically speaking, denotes a social status and lifestyle when using this type of vehicle. 
Porsche SUVs continued to be popular with customers, with the Cayenne topping the list with 66,769 units delivered. The second most popular model was the Macan, with 59,604 units delivered. The 911, the benchmark sports car, remained popular with 30,611 deliveries, up 9 percent year-on-year. 25,452 new Panamera vehicles were delivered. Deliveries of the all-electric Taycan were down 12 percent to 25,073 units due to supply chain bottlenecks and parts shortages, but orders for the Taycan remained at a high level. In addition, new deliveries of the 718 Boxster and 718 Cayman were 14,003 units.


	Porsche new car deliveries
	
January to September

	
	2021
	2022
	Year-on-year change

	Global
	217，198
	221，512
	+2%

	Germany
	19，099
	20，850
	+9%

	North America
	58，616
	56，357
	-4%

	China
	69，789
	68，766
	-1%

	Europe 
(except Germany)
	38，030
	42，204
	+11%

	Other areas
	31，664
	33，335
	+5%



[bookmark: _Toc3682]2. Porsche's current and future market strategy
Porsche is presenting and starting to implement its Strategy 2030 in 2021, which has six cross-cutting elements: customers, products, sustainability, digitalization, organization and transformation, which form the core of Porsche's strategic system.
The horizontal strategy "Customers": with its focus on maintaining relationships, it emphasizes that a superior customer experience should further increase customer loyalty and attract new audiences to the Porsche brand. Porsche is building omnichannel sales and a strong Porsche community that aims to connect customers with the brand online and in reality.
The horizontal strategy "Products" focuses on the customer requirements of the future, aligning the product strategy with digital, connected and innovative products and services. In addition to the core business, individual mobility solutions and financial services should contribute to the growth and profitability of the company.
The horizontal strategy "Sustainability" strategy: designed to pursue a comprehensive approach, from environmental and social aspects to responsible corporate governance. Porsche has adopted a number of specific measures for the sustainability of its supply chain as well as for transparent and responsible corporate governance.
The horizontal strategy "Digital": This strategy focuses on developing its own digital capabilities within the company and engaging its partners, reducing the time to market for new products and business models, and adopting an open platform strategy to improve the company's competitiveness.
The horizontal strategy "Organization" ：it involves organizational alignment of the company to optimally prepare it for future requirements. Processes are to be as effective and efficient as possible. Porsche is also defining strategic fields of value creation that will be developed by the company itself or by external suppliers in the future. This will also involve decisions regarding strategic partnerships.
The horizontal strategy "Transformation" ：it focuses on people. They must be provided with new ways and methods of working. Management has an important role to play in involving Porsche employees: they must be informed of changes early on and participate in processes that enable them to jointly accelerate the transformation. This is where long-term thinking and long-term thinking and business-oriented actions.
Porsche constantly reviews the progress made in the context of its "Strategy 2030". In the past financial year, the company has achieved a number of important milestones.
	Porsche FINANCIAL RESULTS FOR THE LAST 3 YEARS

	Inconme statement
	31/12/2021
	31/12/2020
	31/12/2019

	
	€ (Millions)
	€ (Millions)
	€ (Millions)

	Revenue:
	4,615.00
	2,700.00
	116.00

	Operating Profit / (Loss):
	4,572.00
	2,658.00
	4,393.00

	Profit Before Tax:
	4,565.00
	2,654.00
	4,416.00

	Profit after tax from continuing operations:
	4,563.00
	2,630.00
	4,408.00



Based on the strategy proposed by Porsche, we can determine that they are executing a differentiated segmentation strategy because they offer a product that suits the needs of their consumers, who, as we said before, have a high social status or economic level or are interested in sports cars.
3. [bookmark: _Toc7223]Porter’s 5 forces
4. [bookmark: _Toc2202]BCG Matrix
	Star

Porsche 911 Daker
Porsche Cayenne Turbo GT
Porsche Macan GTS

	Question Mark

Porsche Taycan

	Cash cow

Porsche Cayenne
	Dog

Porsche 711 Boxster



Based on BCG's analysis, we can identify three Porsche models that are its star products, they are the brand's newest and most exclusive offerings, they require greater promotion and development investment, and they have been increasing in sales over time. Porsche, on the other hand, has a cow product that is the best-selling and most affordable product that has held up and doesn't require much promotion or development investment. It is a cash generating product that is well known in the market. In addition, we can see that it has a product with a question mark, the Porsche Taycan, a model that is the first electric model that Porsche has launched in the market. For a brand known for large internal combustion engine cars, it is well accepted by the public and the car can already be seen on the streets, however it is still a question mark because its sales are not in the same position as Porsche's star products.
5. [bookmark: _Toc23228]SWOT analysis
	Advantages
- Excellent appearance (colors for women)
- Reliable quality.
- Brand positioning.
- Unique user experience.
	Weakness
- Maintenance cost is expensive.
- Model range is too small compared to BBA.
- Most products have larger powertrains.
- Weak in software and intelligence. Heavy dependence on parent company Volkswagen.

	Opportunities
- Emerging technologies.
- Hybrid vehicles.
- Electric vehicles.
- New moel designs.
	Threats
- Global economic crisis
- Laws favoring the environment
- Sustainable innovation in competition
- New electric car brands
- Self-driving vehicles (Tesla type)



6. [bookmark: _Toc21413]Competitive Strategy Summary
● Traditionally, Porsche has undoubtedly been an ultra-luxury sports car brand. However, with the introduction of the first SUV-Cayenne model, and the follow up of compact SUV-Macan and Panamera, etc., although it has quickly boosted Porsche's overall sales, to a certain extent, Porsche's brand power has also been The launch of the Macan, for example, has been a major factor in the Porsche brand. The launch of the Macan, for example, significantly lowered the entry barrier for consumers to buy a Porsche, but posed a challenge to Porsche's previous positioning of itself. In addition, Porsche used to focus on one group or tier in terms of customer maintenance and marketing costs, but now the number of market segments has increased and costs have risen significantly. However, on a competitive level, this strategy still has an advantage, as Porsche is now in a situation where it is not a direct competitor to Mercedes-Benz, BMW and Audi, and does not compete head-to-head with Rolls-Royce, Ferrari and Bentley, which happens to leave a small gap in the automotive market between luxury and premium cars for Porsche.
● Due to Porsche's brand strategy, user price sensitivity is very low, which also directly contributed to Porsche's rapid transition to electrification last year. Porsche can not need to consider the price factor after electrification like Mercedes-Benz, BMW and Audi, while customers are not as obsessed with fuel cars as Ferrari customers. Therefore Porsche will have a very smooth road to electrification if it makes a big push into electric or hybrid vehicles. But what needs to be taken into account is the direct and indirect competitors, although the director of Porsche claims that Tesla is not a competitor of Porsche, Porsche Taycan target positioning pure high-end market, and sales of Tesla Model 3 more low-end, the two do not form a direct competition, but I think the owners who want to buy Taycan, must also be considering Tesla at the same time. Tesla as the genesis of the electric car brand, the image in the market has been deeply rooted, the age of the car also retains its value up to 87%, in addition, the degree of intelligence is also very high, these are the current Porsche taycan did not do the qualities, we can see Porsche in the 2030 digital strategy to explore the road there is still a long way to go.
7. [bookmark: _Toc15217]Suggestions
7.1.
Intensive growth to improve competitive position among Porsche Taycan models.
Ansoff Matrix：

	

	Existing
	Product
	New

	Existing
	Market Penetration
Taycan
[image: IMG_256]
	Product development

	Market
	
	

	New
	Market development
	Diversification



Based on an analysis of the organization, the strategy will be to seek penetration for the Porsche Tyacan model with the aim of increasing the market share of the Porsche Tyacan, increasing sales of the product and demonstrating the capabilities of the brand and the sustainable technology that the brand possesses.
Strategies:
●This strategy will be one of intensive growth, in order to improve the organization's competitive position of the organization in its Porsche Taycan model. They should seek new users who are aware of the environment and the benefits of using hybrid vehicles. 
● They should also develop the new market that is opening up to us with the addition of hybrid vehicles through product repositioning of the product by offering it to another group of consumers that the organization does not yet focus on.
● Similarly, since the market and the product are booming and becoming known, they could focus on the development of the product by adding social and emotional value to the product through social responsibility.
7.2.
Accelerate the transformation of brand digitalization.
Upgrade digital business: First of all, Porsche's car control system is completely dependent on its parent company - Volkswagen, it has no self-developed system, which means that it is very limited, and with the continuous upgrading of cars, the adaptability of the system also needs to be considered, so if we want to improve our competitive position, we should deploy our own car system to perfectly match each Porsche. The digitalization is not only in the car's design, but also in its design. In addition, digitalization should be reflected not only in the car's intelligent systems, but also at the sales level, such as the creation of a simulated operating system on the official website to make it easier and more intuitive for customers to experience the advantages of our vehicles, the continuous updating of a series of products such as the Porsche search engine and the Porsche Online Shop, and the comprehensive layout of the Porsche website and third-party platforms to continuously improve marketing tools.
7.3.
Deepen the concept of product localization and customization.
With the intensification of market competition and the gradual homogenization of products, we can foresee that the level of innovation in the market will not open much of a gap in the near future, so organizations should focus on the "appearance" of the vehicle "configuration" and other personalized and Personalized concepts. As with Porsche's "Ice Plum Pink" color coupe for young women, although the attributes are very strong and the audience is limited, I think the future consumer trend is no longer "similar" and "popular". "Therefore, they should conduct in-depth research on the market demand in countries with high sales volume or high profitability, and adjust the body color, configuration and interior according to local consumer habits and trends to provide consumers with more personalized choices.
8. [bookmark: _Toc27429]Conclusion
In fact, Porsche's 2030 strategy can also be said to represent the development trend of the entire automotive industry. Porsche is innovating, and so are Porsche's competitors. So If it want to stand out in the competitive market, it must not only pay attention to the details, but also always observe the changes in the market, judge the direction of the market, adjust your strategy, and hold on to it old users while pursuing new consumers in new markets. The brand is not just selling products, it is selling the whole lifestyle, an aesthetic, a feeling, a set of values and beliefs, and the meaning of the brand is to help their customers plan their lives. It also means that customers become more emotionally attached to it, they want to trust a brand, and that's how important customer loyalty is. Today, I believe that for a company to think out of the box and explore more possibilities on a product and customer level is the key to strategic wins.
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10. [bookmark: _Toc13385]Appendices
Questionnaire
1.Gender
A. Male B. Female
2.Age
A. Less than 25  B. 25-35  C. 36-45  D. 46-55  E. 55 or more
3. The level of the city you live in
A. Upper middle class B. Lower middle class C. First tier city
4.Which Porsche model do you know more about?
A. 911  B. 718  C. Panamera  D. Cayenne  E. Macan  F. Taycan
5.How much do you think you need to have before you consider buying a Porsche brand?
A. Less than 100milion  B. 200M-400M  C. 400-600M  D. More than 600M
6. What is the reason for buying a Porsche?
A. Brand value  B. Performance of the car  C. Appearance of the car  
D. After-sales service  E. Others
7.What would not buy a Porsche because of
A. Price  B. Maintenance cost  C. Performance  D. Appearance  E. Others
8.Have you ever known the Porsche taycan?
A.Yes  B. No
9.If you have enough money, do you have the intention to buy the taycan?
A.YES  B.NO
10.When buying a trolley or hybrid car, what do you value more about the vehicle?
A. Range  B. Power  C. Charging time  D. Supporting facilities 
E. Maintenance cost
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