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Introduction 
Marketing is the process of by which promotion of products and services are conducted within organisations. The business is entitled to analyse the requirements of the individuals and based upon that, conduct product development and marketing strategies. Products development is important in enabling the company to gain competitive advantage. Incorporation of technology and various forms of influencers on the social media helps in gaining the required outcome. Electric vehicles have expanded in the market. BMW i3 is one such car model which utilises this mode of technology. Marketing mix and strategy shall be analysed effectively. 
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Process and Stages of Marketing
Marketing strategies incorporates objectives of the company and enable the proper management of products and services. Main processes of marketing are as follows: 
Definition of Mission and Objectives: The management of the company should formulate a stringent mission statement. Objectives should be formulated based upon mission, and it should promote expansion and subsequent growth of the company (Wright et al., 2014). Objectives should be SMART, and aid in promoting motivation of employees. BMW i3 has the mission statement of being the leading manufacturer of premium products for enabling mobility. Moreover, class leading electric vehicles is the other mission that it aims at attaining. 
Position Assessment for Organisation: The analysis of products of organisation and requirement of consumers is conducted. SWOT analysis is conducted followed by obtaining a clarified vision and steps for product development and gaining competitive advantage. 
Marketing Strategies: Channels and marketing strategies are selected in this process. Situational analysis is conducted in this process (Wright et al., 2014). For instance, BMW needs to conduct the analysis in order to ensure the place where the selling of the products can gain maximum positive outcome. 
Marketing Process: After the conduction of planning the management is supposed to ensure the effective marketing of various resources. 
Evaluation: It is one of the vital steps. The steps enable better management of various processes and also effective management of the various sales factors over a considerable period of time. The coming up with various forms of strategies is conducted in this process (Peter and Olson, 2010). Timeline is an effective manner by which organisations are capable of ensuring proper management of various processes and evaluation. Marketing plan should be herein created which also enables proper management of invested capital. 
SWOT analysis 
It is a tool which ensures that proper management of various procedures are conducted effectively. Moreover, a department is selected which ensures the effective gaining of insight into various procedures. Competitive management is gained with respect to the findings of SWOT analysis. 
Strengths: BMW i3 has a wide and powerful inventory of staffs and equipments for production of goods. Higher quality of equipment and trained staffs enables proper management of organisation which helps in the attainment of goals. Technology is infused throughout the process of production and service. Hence, the products are of higher quality and also the brand name is highly strong. 
Weakness: Operational management is one of the major weaknesses for the brand BMW. The team does not ensure that they effectively conduct their operations adequately. The sales team is also capable of rendering the team incompetent. 
Opportunities: The opportunity for the organisation comes from the external environment. BMW has undertaken advantages from the trend within the market, which respect to which it has formulated the marketing strategies. Moreover, conservation of environment and movements around the world centred on it has enabled the formulation of strategies. It has further underpinned the Corporate Social Responsibility for the company and attainment of organisational goals. 
Threats: It is the external conditions which prevents the growth of the business. The business should strategise and conduct their investment with respect to the various threats in the market. Higher rate of competition is rather detrimental to the businesses. The various organisations such as Tesla are newer entrants with new forms of technologies. Hence, this is a major threat which requires to be mitigated. 
Potter’s Five Forces 
It is with respect to this process that product management is conducted and gaining of required profits. The following section promotes the proper comprehension of various forces: 
Supplier Power: BMW i3 is deemed to be affected by supplier power. Enhancement of cost of products is gained with the aid of this process. Sales and marketing of various products is expanded with respect to this process which in turn is related to handling of various aspects of the supplied products and raw materials. The advantage from supplier is rather strong wherein operations and resources are adequately managed. The distribution network for supplier is also rather expansive (Peter and Olson, 2010). 
Buyer Power: The operations are affected by the buyers. The buyers not only affect the competition but also the price (Mullins and Walker, 2013). BMW i3 can effectively manipulate this particular factor and formulate strategies to enter a market without any competition. 
Attraction of Competition: The environment’s credibility with respect to attracting more competition is assessed in this segment. Large economies are the market which attracts products from organisations such as BMW to thrive. 
Ease Substitution: The organisation requires choosing the particular environment and marketing wherein it possesses the autonomy. The greater is the ease of substitution brands to gain market, lower would be the level of competitive advantage for BMW. Hence, BMW i3 would expand in a market with minimum scope of entry for substitute products. 
Competition: Competition ceases the expansion of products. Hence selection of a market with minimum amount of competition is vital. It would enable the better management of various procedures and application of innovation which would be effectively enabling the development of the market (Mullins and Walker, 2013). 
Marketing Mix Elements 
The 4 Ps marketing mix elements shall be analysed herein: 
Product: Products and services should satisfy needs of consumers. Progress and profits should be enabled by the products (Fill and McKee, 2011). BMW i3 was developed to be environmental friendly and attract the new age consumers. 
Price: Market and clientele determines the pricing strategy. BMW i3 are highly priced to attract the affluent consumers who can afford the products (Fill, 2011).
Place: The place should be identified and management of audiences should be conducted based upon that factor (Fill, 2011). The BMW has maximum showrooms in the higher class sections of the society. 
Promotion: The marketing strategy should promote the sustainability factor. It should also ensure that the organisations are capable of showcasing the positive aspects of the products and the manner in which competitive advantage shall be attained. 
Role of Marketing in Value Creation to Customers 
Requirements of consumers are analysed prior to formulation of strategy. Customers are pillars for profits for various organisations. Satisfaction of customers along with their loyalty is underpinned with the aid of effective marketing strategy. BMW has conducted effective market analysis with utilisation of marketing concepts. Based upon the market analysis, the effective planning for product and service development can be conducted. 
Advantages of Branding 
Branding enables incorporation of innovation in order to promote the uniqueness of various products. Competitive advantage is gained with the aid of branding. The formulation of logo and a relevant brand image is considered to be highly important. BMW has a unique branding strategy which is exploited for gaining competitive advantage and ensuring gaining of brand loyalty. 
Flexibility: Effective management of various aspects of business includes enabling selling of products to various consumers. Moreover, profit is also established adequately due to this process (Blythe and Martin, 2019). 
Enhancement in Demand: The advertisement is manipulated to suit the audience preferences and also in order to ensure that marketing is conducted. It ensures that the audience is aware of the product. 
Recognition: The popularity of brands plays an important role in it underpinning and gaining the competitive advantage in a highly competitive market. Individuals are more likely to spend their money on a branded product than generic products (Blythe and Martin, 2019). 
Use of Ansoff Marketing Strategies 
Strategies are formulated for BMW using this model: 
Penetration of Market: In this process the organisations are supposed to formulate strategies in order to gain competitive advantage (Bevolo, Gofman and Moskowitz, 2016). BMW is supposed to come up with strategies for gaining proper quality in terms of branding as well as product development. 
Diversification: The business in this process expands into other sectors to draw in more consumers. BMW should produce products for use of both corporate as well as families thus gaining both markets. 
Product Development: Innovative products are brought into the market which enables better attraction of consumers. BMW is supposed to employ the various staff members. Technological advancement is required for production of i3 goods. 
Market Development: The analysis of these procedures enables the comprehension of manner in which the customers can expand into the newer sector. Expansion into new contitnents or countries is capable of effectively increasing the market (Bevolo, Gofman and Moskowitz, 2016). 
Engagement and Impact of Shareholders
Stakeholders are individuals who have invested and would be gaining an interest based upon the decisions made: 
Internal Stakeholders: individuals directly involved into business and operations. Entrepreneur is an example of internal stakeholder. Profit of business is supposed to be underpinned. 
External Stakeholders: Individuals not directly involved in the business but have interest in their operation. Government bodies are stakeholders since they gain corporate taxes from these businesses. 
The manner in which the stakeholders are responsible for impacting the marketing: 
Funds: Funds should be available for the proper management of marketing procedures. Contribution is supposed to be made of the various forms of finances. 
Strategies of Marketing: The stakeholders also finalise upon the marketing strategies best suitable for the organisation. Research is conducted which ensures the underpinning of profit (Armstrong, Kotler and Opresnik, n.d.). 
Quality of Products: The quality of the various products manufactured by the company is ensured and managed with the aid of consumers. 
Conclusion and Recommendation 
Marketing is crucial in underpinning not only the trust of the consumers but also the proper degree of promotion of products as well as services. Brand name is consolidated with the aid of effective marketing strategy. Customer loyalty is closely dependent upon marketing. Competitive advantage too is gained with the aid of effective marketing strategy. 
However, the company should utilise the strengths and take the full advantage of the opportunity provided by the market. Moreover, employment of effective employees is supposed to be undertaken that would underpin customer loyalty as well as attraction of consumers. 
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Introduction 
Communication is the process by which information is carried out between the individual and team. Operational management can be effectively attained. 
Main Body 
Model of Communication
The general breakdown of the process of communication is termed as model of communication (Armstrong, Kotler and Opresnik, n.d.). The methods as well as channels are supposed to be formulated effectively. The discussion of various aspects of communication is herein provided: 
Transactional Model: It is the process of communication that enables information sending as well as receiving of various feedbacks. The feedbacks are remitted back to the sender. Following is the pictorial representation (Bevolo, Gofman and Moskowitz, 2016).
[image: ]
Marketing department of BMW considers the prospect of interactive communication. 	
Integrated Marketing Communication: The aspects of communication are brought together and communication can be enabled (Bevolo, Gofman and Moskowitz, 2016). 
Types of Promotion used by BMW 
Promotional strategies are capable of attraction of client bases. Some of the following promotional schemes should be effectively analysed: 
Discounts: The responsible consumers are primarily attracted to discounted prices. Consumers are attracted to the products which are lowly priced than their competitors. However, in such a case, the quality of products is an important factor (Egan, 2011). The consumers are willing to pay discounted price for the products. BMW i3 has thus, incorporated discounted price as their financial marketing strategy, which has henceforth aided in attracting the desired market, thus improving the sale. 
Sample: The promotional sample is an important manner in which consumers are attracted to a particular product. Expansion of marketing can be attained with the aid of this process. Even though, in the case of car manufacturing industry, the provision of sample products might induce huge incurring of cost for the company, the provision of test driving can be developed along this line (Egan, 2011). 
Wholesale Prices: The reduction in terms of prices is given to customers to purchase products in bulk. Similarly loyalty consumers also gain a certain percentage as discounts. When customers gain a product at a cheaper rate the brand loyalty tends to increase which is in turn related to development of culture of manufacturing. Moreover, it is through this process that adequate prices are granted with respect to the various products. 
Conclusion 
Communication strategies along with various feedbacks are supposed to be formulated in order to gain competitive advantage. Moreover, people should also be encouraged in order to promote the best practices in the organisation. Promotion and marketing with respect to brand BMW i3 in the market should be enabled. Best practices are also supposed to be highlighted. Profit management and development along with proper management of needs of the consumers should be enabled, that is promoted with the aid of effective communication. 
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