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[bookmark: _Toc111390750][bookmark: _Toc113187090]Introduction 
[bookmark: _Hlk110784713]Any successful business will have a marketing department. It's the department in charge of crafting the company's first introduction to customers, including the details of the value it delivers in its goods and the prices it charges for them. Likewise, it is marketing's responsibility to deliver the product to the customer in a timely manner that makes sense to them (Russell, 2018). The marketing department is responsible for figuring out how the product will impact the buyer as a whole. For this reason, it's crucial to study marketing from the inside out of a company. Fontain Motors is a company that focuses on the sale of pre-owned high-end vehicles. Fontain Motors' distinctive appeal lies in the fact that they provide their clients with the finest automobiles available in terms of both quality and features, thanks to their knowledgeable and experienced staff. Second-hand Audis are their specialty. Audi customers go from all over the country to work with them because of their expertise, connections, and stellar reputation.
[bookmark: _Toc113187091]Definition of Marketing and Concepts
Marketing is a tool used by businesses to ensure their goods provide and convey the value they need to satisfy and retain consumers (Hanson and Kalyanam, 2020). Planning and creating the product to ensure it delivers on its promises is only one of several processes in the marketing process. Establishing contact with and building rapport with important parties. The most crucial aspect of advertising is selling the product's benefits to potential buyers.
[bookmark: _Toc113187092]Mission Statement
The mission statement is the element of marketing that describes why the firm or product is being promoted in the first place. What the company hopes its clients will get out of using its goods is a big part of this. What clients' ideal associations with the brand are also included. The foundation of the whole advertising operation.
[bookmark: _Toc113187093]Situational analysis 
The marketing strategy may be kept on track by establishing and working to meet goals. There is no use in moving on with the strategy if there are no measurable milestones along the way. Objectives might vary depending on the specifics of the marketing strategy being implemented. If the product is a service with the goal of fostering a connection with the customer so that they remain a subscriber for a longer period of time, then one of the goals may be to raise the average time spent using the product. If, on the other hand, the product was a floor mop, the goals would be to reduce price and cost while boosting sales and market share.
[bookmark: _Toc113187094]  Market Research
The success of every marketing effort depends on thorough market research. A reliable view into the customer psyche may be gained via thorough market research. A good product is one that caters to the demands of the client, whether or not the buyer is conscious of those needs. Information on the target market for a new product is gathered via market research. The data mostly consists of requests from customers that have not been satisfied or have not been handled at a reasonable price (Palencia Alacid, 2018). Next, you need to do some research on the rival companies to figure out what strategies they use and how they are positioned in the market. In-depth market analysis would also reveal the relative strength of the suppliers and the buyers. The marketing group must use this data to create a product that has an ideal place in the market, conveys the desired message to consumers, and fulfils their requirements.
[bookmark: _Toc113187095]Setting Objectives
Keeping the marketing strategy on track requires setting goals and working to attain them. No sense in moving on with the strategy if there are no measurable milestones along the way (Palencia Alacid, 2018). The type of a marketing strategy may have an impact on the kinds of goals that should be pursued. If the product is a service with the goal of fostering a long-term connection with the consumer, one of the goals might be to extend the average time a customer spends using the product. If, on the other hand, the product was a floor mop, the goals would be to decrease the price, boost the quantity sold, take over the shelf space, and so on. However, it is the achievement of these goals that serves as the ultimate barometer of the marketing strategy's effectiveness.
[bookmark: _Toc113187096]Implementation
The logistics and manpower available are more important factors in implementation. The next step, once the plan has been drafted, is to determine the logistics of putting it into action, such as how much money will be spent, how many people will be involved, and who will be in charge (Heizer, 2020). Continuing with the Dell laptops as an example, the subject of what is needed to establish a smooth and fluid working system continues. The programme that performs the necessary data analysis, quantity of components to order, and production orchestration has to be developed. The list of questions that need answers to proceed from "how many people will it need to build it" to "how long will it take to develop it and how much money will it cost" to "how long will it take to see a return on investment".








[bookmark: _Toc113187097]Internal and External Analysis of Fontain Motors
[bookmark: _Toc113187098]PESTLE Analysis
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Figure 1. PESTLE Analysis Model

Political: Government regulation of vehicles and agreements between governments are two key elements of the political context. Most wealthy nations have recently instituted restrictions that either punish car owners who use fossil fuels or reward and motivate those who purchase environmentally friendly automobiles (Submitter et al., 2021). Some of Fontain Motors' operations may be affected by this rule. Clearly, shoppers will be on the lookout for more eco-friendly vehicles going forward. Because of this, they'll need to gain experience with Audi's own range of hybrid and electric automobiles to comply with future requirements while maintaining their standing in the market. But for the fact that they are not a UK-based car manufacturer, Fontain Motos would have been hit hard by Brexit. Its business would suffer if Brexit were not completed as soon as possible. Fontain Motors is now less impacted by Brexit since it specialises in selling second-hand automobiles from other countries. However, a "No deal" Brexit poses risks for the United Kingdom.
Economic: The European economy is in a poor place right now. When the economy is in a terrible position, people have less money to spend, which reduces demand. In particular, premium items are suffering from a lack of interest (Submitter et al., 2021). In addition, governments often impose more onerous taxes on luxury commodities during economic downturns. An obvious danger to Fontain Motors. Having their revenues drop in one direction or another, and maybe even double, is devastating in the event of an economic downturn. Good pre-owned luxury and sports cars are available at non-bargain basement prices. Because of this, you can be certain that the vehicles offered by Fontain Motors are high-end automobiles.
Social: The demand in the market is directly related to the societal climate. Preferences and viewpoints vary across individuals and might even shift within different cultural groups. Any business that deals with automobiles must be cognizant of the many connotations that consumers attach to these vehicles. What aesthetic do they desire, what practical requirements does the vehicle need to meet, and what sort of vehicles do they seek out to purchase? (Harrison, 2014). Fontain Motors must also take into account the customer's history, demographics, and requirements. Simply importing high-quality luxury vehicles won't cut it. When bringing in new vehicles, they need to know whether those vehicles meet the needs of their clients.
Technological: The world's largest automakers are competing with one another to produce the most advanced and user-friendly electronic car. Every manufacturer is pouring billions into R&D to make their vehicles better than the competition. In this regard, Audi is no slouch. Their E-Tron product line has received widespread acclaim and praise for its boldness. Because of how sophisticated it is, they are hesitant to release it anytime soon. Because of this, Fontain Motors must figure out how to provide its consumers with the same high quality of product and service, but with Electric Vehicles. 
Legal: Since Audi produces automobiles for both the German and British markets, it must adhere to two sets of laws. Audi will comply with UK government laws in order to compete in what is obviously a highly lucrative market. Fontain Motors should not worry too much about environmental factors, despite their importance, since they get their vehicles from a very dependable and trustworthy manufacturer who has very seldom had any issues in the past (Harrison, 2014).
Environmental: As we go through this conversation and keep coming back to the issue of EVs, it is becoming clearer that all of the variables in the macro-environment are extremely intricately interwoven with each other (Harrison, 2014). The devastating impact that fossil fuel–powered automobiles have on our planet have now forced us to make the switch to battery–powered electric cars. Enhanced government laws exert considerable pressure on the car industry, encouraging the shift toward more environmentally friendly, electric drivetrain options. Added evidence that Fontain Motors should be ready to deal with a lot of electric automobiles very soon.

[bookmark: _Toc113187099]Porter’s 5 Forces Model
In order to determine whether or not it is worthwhile for a company to join or continue operating in a certain market, this model was devised. To better understand the challenges faced by Fontain Motors, a used vehicle dealership, we shall apply this model to the industry in which they operate.
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Figure 2. Porters Five Forces Model (Russell, 2018)

Competition in the industry: This factor establishes the competitive intensity of the industry by determining the number of companies competing for customers. A market is said to be extremely competitive if there are numerous sellers but few buyers (Morgan et al., 2019). If demand is large, competition will only increase. Fontain Motors operates in a highly competitive market, since there are over 2,500 vehicle dealerships in the United Kingdom bringing in a combined 53 billion pounds annually. Fontain Motors, however, makes the vast majority of its money by catering to a very small subset of this market. Used, meticulously restored Audis fill that need in the market. It's not the automobiles themselves that are valuable, but the knowledge and attention to detail that goes into getting them ready. It's safe to say that Fontain Motors faces almost no competition in this regard.
Potential of new entrants: Fontain Motors' market is well protected from prospective new entrants. The first barrier to entry is the huge investment needed to start an automobile trading business in the UK. It used to be simpler for a new company to join the market on a modest scale and gradually expand; now, with the rise of both competition and manufacturer-owned dealerships, this has become a much more challenging proposition (Aghazadeh, 2015). In addition, establishing a car dealership in the United Kingdom involves jumping through a number of legal hoops and following a number of rules.
Power of suppliers: When suppliers threaten to join a market, they have a lot of power over it. Recently, manufacturers have been creating their own showrooms, posing a threat to independent dealerships, particularly those selling domestically produced vehicles. These businesses have established themselves and their brands through the years, so they aren't scared to compete. They're able to back this up with money, infrastructure, and a wide selection of products. In this instance, however, Fontain Motors is safe because of the specialised nature of the products it offers. Used Audis are for sale there, while one would never find them at an official Audi shop. Fontain Motors does nothing but assist the Audi brand by introducing buyers to a used Audi product that performs as well as new ones but costs less. As a result, Audi will steer clear of head-to-head competition with Fontain Motors.
Power of customers: An industry where consumer influence is not easily quantified is the automobile retail sector. There is a dedicated fanbase and market for each automobile manufacturer. Most individuals acquire automobiles for abstract reasons, particularly when it comes to high-end models like sports cars. With this approach, we factor in the availability of potential replacements (Aghazadeh 2015). There are many of other automobile manufacturers to Audi. Fontain Motors is the only logical option for purchasing a pre-owned luxury Audi at a modest price. It's tough to gauge Audi's level of popularity, however. Therefore, the influence of consumers is about moderate. 
The threat of Substitutes: According to recent polls, Audi is now not the most sought-after automobile manufacturer in the UK. Substitutes are a serious concern because of this. However, it does not have a major impact on sales. Simply said, there is a steady and consistent fan base for every make and model of automobile. Overall, this means that Fontain Motors has less competition from similar products.
Although the Porter Five Forces Model is still often used to evaluate a market's viability, it is increasingly seen as out of date and unsuitable for the dynamic conditions that characterise today's marketplaces (Aghazadeh 2015). It doesn't account for the pace of change and technological advancements in the modern world.
[bookmark: _Toc113187100]Swot Analysis
Using the SWOT framework, we will examine the benefits and drawbacks of being in Fontain Motor's situation. We will take a close look at the market that Fontain Motors serves to determine its potential for success by analysing its strengths, weaknesses, opportunities, and threats.
	Strengths
· Availability of customers that are loyal to their brands
· Professionals that know the Audi brand well and out and who can anticipate and meet any need.
· Good place to have Audi serviced, with both the tools and the expertise to handle any problem.
· Cooperation that goes well with Audi. This is the only locally owned auto centre they'll use.

	Weaknesses
· Inconsistency in the availability of goods and services.
· The sale of solely pre-owned automobiles would limit the available customer base.

	Opportunities
· When it comes to developing innovative luxury automobiles, Audi is light years ahead of the competition. As the EV revolution gains momentum, Fontain Motors could soon have a decent fleet of automobiles.
· Negative effects of Brexit discussions for domestic automakers and foreign automakers having a direct investment in the UK.
	Threats
· Development of better EVs by competitors
· The dependence on one brand can impact the influence of the company


Advantages of SWOT Analysis
· A straightforward evaluation method that doesn't call for a lot of time or money to implement.
· As a preliminary test for evaluating any market, it may be utilised to reduce the amount of time spent on market research.
· Possesses the ability to identify potential obstacles facing the company in the target market (Idris and Abdul Wahab, 2015).
Disadvantages of SWOT Analysis
· Neglects the reality of fast-paced evolution.
· Rapid technological progress has the potential to completely transform a sector overnight.
· We can only get a snapshot in time of any given sector.
· Does not account for factors beyond the market (Idris and Abdul Wahab, 2015).
[bookmark: _Toc113187101]Segmentation
Multiple dimensions allow for distinct subsets within the automobile market (Hooley, 2017). Factors such as age, career, and family status seemed to be the most significant. For the purposes of Fontain Motors, it is safe to presume that they are all consumers in the market for luxury vehicles. People of a certain age group have a definite preference for classic, long-established brands. The interest in high-end automobiles among today's youth is at an all-time high, and they have a very individual taste in makes. Customers and outliers are increasing younger and younger as a whole. Those with a greater income tend to want brand new vehicles that are fully equipped to their specifications. Many low-income shoppers are interested in buying a used automobile, and many would consider Fontain Motors' offerings if they were of the quality advertised. While a buyer without kids may not give much thought to functionality, a family man or woman certainly would. Customer demographics at Fontain Motors tend to be younger, economically disadvantaged, and/or part of a family unit. Looking at the company’s geographic segmentation, Fontain Motors is based in Iver, Buckinghamshire and has expanded their customer base to include not just the surrounding area and London commuters, but also the rest of the nation. Similarly, it is used to helping clients from the British Isles of Ireland, Scotland, and the Channel Islands.  
[bookmark: _Toc113187102]Targeting
Once a business has divided the market and determined the kind of clients it can attract, it picks a specific segment to focus on when developing its product and brand (Hooley, 2017). When defining the target market, that subset is the one that matters most. The ideal customer for Fontain Motor is a young, single professional earning more over $100,000 per year. 


[bookmark: _Toc113187103]Positioning
By defining its position in the market, a company may better attract its target audience (Russell, 2018). Does it want to deliver the highest quality at the lowest possible price, or does it seek to be the price leader? Does it wish to provide a limited selection of products or a wide variety to its customers? In spite of competition from newer models, Fontain Motors is committed to maintaining its status as an Audi specialist by refining and offering its current model at the best feasible price.
[bookmark: _Toc113187104]The 4ps of Marketing
Product: The product is what the company will provide to customers in return for payment (David et al., 2017). Fontain Moors' offering is the highest quality pre-owned Audi vehicles at the lowest possible price, backed by unmatched service and maintenance options. Fontain Motors uses a branding strategy known as "product line extension." The company has a solid reputation for importing high-quality pre-owned Audis and restoring them to showroom condition at competitive prices.
Place: The importance of the company's sales channels should not be underestimated. The location from which a company operates is vital to the success of both the product and the company. This location has been a Fontain Motors dealership for many years. The company uses direct selling as their main channel of distribution.
Promotion: Fontain Motors is a dealership that specialises in high-end automobiles. Conventional methods of advertising are futile. Fontain Motors, on the other hand, counts on the quality of its service to leave a lasting impression on its clients and the individuals they come into contact with (Russell, 2018). It succeeds because of the trusting bonds it forms with its clientele, bonds that are mutually beneficial over time.
Price: Fontain Motors' reputation centres on its low prices. Being a used vehicle dealer that strictly adheres to a high-quality standard while charging reduced prices gives customers peace of mind and a sense of excellent value for their money.

[bookmark: _Toc113187105]Recommendations
This paper recommends that Fontain motors should work closely with its stakeholders for them to enhance their marketing. Fontain Motors' personnel are the company's first and most important contact with its clients, hence the company should focus on them first. Customers have direct contact with the knowledge and professionalism of Fontain Motors employees. This is what solidifies the brand in the consumer's mind. Employees' actions, expertise, and customer service directly reflect on the company's brand and its goods. Also, they're responsible for making sure the advertised quality of the vehicles for sale is met. Therefore, the staff of Fontain Motors are the company's most valuable asset. Fontain Motors also has a responsibility to keep in touch with their suppliers. Fontain Motors can't choose and service Audis with the same degree of skill without access to extensive information on Audi's latest models and technologies. Finally, they must inform their clients of the benefits they can provide. Again, this is something that staff will have hands-on experience with. The Fontain Motors brand, however, is based on the whole of the customer's experience, from the moment they step foot in the showroom to the moment they drive away in their brand-new Audi. Fontain motors should employ Market Penetration Strategy from the Ansoff’s Matrix. This will allow the company to sell products that they are best at and ensure that they do not change.


[bookmark: _Toc113187106]Conclusion
This report delves deeply into the many facets of marketing's function in modern businesses. Everything from the definition of marketing to the role it plays in creating brand awareness. How marketing strategies and implements initiatives to build and maintain clients who generate revenue. All of this is shown via the organisational lens of Fontain Motors, whose organisational context gives the reader a concrete environment in which to test the stated ideas. 
Finally, the report does an excellent job of arguing for the significance of the marketing department inside a company.
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