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[bookmark: _Toc8118066]Executive Summary 
AiRui is a Chinese company dealing with a wide range of products especially the automobile products. This company has succeeded due to its effectiveness in the use of marketing mix strategy which incorporates the 4Ps of the marketing mix. However, the business market environment has become very competitive, and businesses are faced with a stiff level of competition from rival firms. It is essential that a company should plan well the marketing strategy to compete for the few customers. There are several variables and factors which influence the success or failure of the company (Srdjevic et al. 2012).  Such factors include things such as the company marketing mix strategy, the evaluation of the marketing strategy and care analysis of the political –economic, social and technological factors related to the company market environment. AiRui is facing a complex global environment, and it has gone through many difficulties to achieve the present success.  As a result business firms need to conduct the SWOT analysis to determine the strengths, weaknesses, opportunities, as well as threats, are facing business. 
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The market place is increasingly becoming competitive in the current corporate world and businesses are focusing on the evaluation of the marketing strategy to position them in the market.  Most of the firms have engaged in a continuous re-evaluation of the business strategy and focusing on a specific market segment to sell their products (Emanuella Grinberg 2004).  The focus of this report is based on the evaluation of the development of the AiRui as well as the factors affecting its success.  Some of the success factors which have been related to the growth and development of AiRui sales has been viewed as sound marketing mix strategy which centers on significant company’s product elements such as the products, price, and place as well as promotion all forming what is known as the marketing mix. 
An enterprise marketing mix is fundamental to business in context because it affects the entire company’s critical functions such as operations, production as well as company management. The future development plans of the company are essential, and it is therefore important to macro-environmental analysis as well as the SWOT analysis to determine the current market position as well as the informing the future strategy to be adopted by the AiRui for effective competition (Emanuella Grinberg 2004). The continuity need of the business is essential since it creates consumer confidence which means there is a need for continuous strategy evaluation and development to ensure that the continuity of the future operation is achieved. This report, therefore, evaluates the development if AiRui by conducting an analysis of its sales success factors and eventually proposing the recommendations to be adopted for the company to achieve a long-lasting success (Zalengera et al. 2014).
[bookmark: _Toc8118068]2.0 Project Aim and Objectives 
The fundamental aim of this report as mentioned in the project proposal is to evaluate the development of the AiRui by doing an analysis of the causes or examining the factors behind it sales success, and finally recommends suggestions which would help AiRui achieve further as well as long-lasting success. The specific objectives of the report are listed as follows:
•  Conducting both micro and macro environmental analysis where the political, economic, social and technological factors are analyzed 
• Investigation of the pricing strategy to be used in the electronic products market of the company (AiRui). The pricing theory is used and applied in the pricing decision of the company products 
•  Examining the promotional methods of AiRui. To examine or investigate this objective, the marketing mix model used by AiRui is examined 
•  Investigating the customer's feedback of the AiRui Corp 
• Exploring the company product brand position in the market as well as the market segmentation 
•  And finally, evaluate the company market existing opportunities and threats.
[bookmark: _Toc8118069]3.0 Research Methodology 
[bookmark: _Toc8118070]3.1 Secondary Research Method
To come up with the final document of this report, both the primary and secondary sources were used which formed the primary and secondary research methods respectively. Primary research was approached through the administration of questionnaires to the respondents. On the other hand, the secondary research method was done through the use of internet sources to support the investigation of the AiRui Company such as the company background information as well as other company stories searched from a credible website which provided insightful information regarding the company development history (Emanuella Grinberg 2004). The advantage of secondary sources is that it’s cost effective to access information from a website, complementary data is obtained, and it helps in clarification of the research issues. Similarly, the internet articles, journals, and websites with AiRui information provide an insight on how to analyze the competitors, and it is beneficial since it informs the company to change strategy against that of competitors to stay in the market and compete effectively (Cadle et al. 2014). Through analysis of this website, it provides information on how to face completion as well as the giving a historical background of the company early strategy, the various ways to change development strategy for purposes of the market survival. Through the secondary sources, the marketing strategy of AiRui such as the 4p strategy, the STP strategy is accessed. Such information helps understand the company target market as well as the market environment and SWOT analysis all which help in the investigation of the AiRui market situation. After collecting all the relevant information from the credible AiRui website on market data, an extensive critical literature review was conducted for data analysis.
[bookmark: _Toc8118071]3.2 Primary Research Method
To complete this report, primary research approach was used where credible questionnaires with relevant questions about the report objective were prepared. The questions were verified to ascertain that they are suitable for the collection of relevant and required information concerning AiRui market environment. About fifty questions were drafted and sent to relevant respondents (Cadle et al. 2014). For example, sample of 200 customers were emailed the questionnaires and same questionnaires emailed to 30 competitors of the AiRui Company as well as to company internal managers and employees. The survey was aimed at examining the company areas of strength which would help the company in making an appropriate decision on how the company would compete in the future.
[bookmark: _Toc8118072]4.0 Finding and Analysis 
The report through thorough secondary research and primary research where analysis of the data obtained from the sources as well as the significance theoretical framework,  there are various major findings made relating to the company marketing strategy as well as the company’s success sales factors. The findings have also made significant results on the company’s micro and macro market environment, the company’s pricing strategy, the promotion methods used by the company, the customer feedback as well as the brand position in the market segment (Cadle et al. 2014). Ideally, these findings were reached at after critical SWOT analysis, PESTEL tools, and company marketing mix among other important areas such as the competitor analysis.
[bookmark: _Toc8118073]4.1 SWOT Analysis.
[bookmark: _Toc8118074]Strength 
One of the company’s strength is founded on how they address the corporate social responsibility issues from the group perspective and proceed to integrated CSR issues into the company’s management actions (Gordon 2012). The company’s corporate social responsibility sections, as well as other relevant departments in the headquarters, implement the CSR activities throughout to see to it that policies, as well as activities, are communicated to all corporate groups across the country where the company has subsidiaries. The corporate social responsibilities activities in the company look at legal affairs and compliance, product quality, environment, investor relations, marketing as well as sustainable supply chain (Gordon 2012). The company approach to the CSR is key strength as it integrates several things which lead to satisfaction among investors, customers, and supplier which has been an integral element in building its reputation.
AiRui focuses on the production of quality products which easily find a ready market in the high-end market, high customer groups among other strategic markets. The company has efficient communication or rather computer systems which facilitate instant communication. The system allows the company to release the product sales so that it allows the customers to understand the experiences as well as the product characteristics (Ginevičius et al. 2013). Also, internet communication with customers allows the company to gather the customer’s information as well as the challenges after the product use.  The integrated information system has allowed the company customer service center which would allow customers to solve challenges themselves and in a more convenient manner.
[bookmark: _Toc8118075]Weakness 
The increased competition in the automobile products industry has continued to exert downward pressure on the company, and a decline in profitability is experienced. As competition increases, the small market share is shared among many competitors in the market which cause a shrink in the market (Ginevičius et al. 2013). The increased focus on investing on the corporate social responsibility has limited the company investment on product diversification as well as having low capital for purposes of expanding other international markets and compete effectively with key players in the industry.
[bookmark: _Toc8118076]Opportunity 
The increased manufacturing of automotive machines creates a wider market prospect for current and future business expansion. It opens a room for the company to invest in the diversification strategy which would be key in opening new product lines such that future profits will increase with expanded business (Ginevičius et al. 2013). Today customers are migrating to high-end products, and AiRui focuses on the production of high-quality automobile products such as class 1 brake systems among other automobile spares. The focus of clients on high-end products is a big gain for the company (Hunt 2014). It is a new market potential which AiRui can focus on to develop a strategy of the continuous making of quality products. Over time, the income level of the people has increased a needs shifted from basic ones to more secondary ones. People have purchased many cars which have created and will continue to create a market for the country (Hu et al. 2015). The lower inflation rate in the Chinese market is also again for the AiRui Company since the sales made will go upwards. Most of the customers today are embracing the use of internet or online platform to make their purchases which also present an opportunity for the company. Today customers do not have time to go shopping. Hence, they are looking for a platform which can be effective in creating time and place utility. The Internet offers the convenience needed by customers as well as saving time and cost of transport of the cost of moving to the product location. Since online marketing platform is the one which provides the much-needed customer convenience, AiRui can sport such opportunity and exploit the online segment which would increase the market share (Hu et al. 2015). The increase and advancement in technology is an opportunity which the company can exploit. To do so, the company should adopt and implement the technology including process automation. Automating the process both at production and operation will be effective in that the company will increase the production, lest time will be taken to produce an item and reduction of production cost since the human labor rarely needed. Technology advancement can do business to expand the operations to oversee markets through entering into strategic alliances which enable technology transfer hence making AiRui play in other markets and consequently increases the market share.
[bookmark: _Toc8118077]Threats 
The company faces threats of new entrant, the automobile products and spare industry have experienced consistent growth over time, and most investors and entrepreneurs are entering this industry. The new entrant will offer a big competition challenge to the company in that; the product will increase over the time, the market will become saturated due to increase in supply while the demand is growing at a meager rate (Hu et al. 2015). The competition will affect the price of products and services adversely, the profits AiRui was generated will be affected and market share would shrink for the AiRui meaning there is a consequent decrease in the sales made and revenue generated respectively. The company’s competitors and new entrants are easily establishing their brand as they have adopted a business model which focus on openness of the market information. Even though AiRui been the leading brand and leader in the industry, it faces stiff completion from local competitors as well as internationally established companies which threaten the business.
[bookmark: _Toc8118078]5.0Macro-environment factors which could affect the market positioning for AiRui Company 
The analysis of the research finding showed that there are various external macro environment factors which would affect the company market strategy and consequently affecting the company brand value, the product positioning as well as the product’s market visibility (Haghighi et al. 2012). The findings analyzed different external environmental factors through the use of PESTLE analytical tool as discussed below.
[bookmark: _Toc8118079]5.1 Political Factors 
After analysis of the collected data, it is revealed that the company is experiencing high pressure to be compliant to the global regulations which aim to protect the environment. The global regulations are requiring companies to adopt sustainable manufacturing techniques which minimize the air and material waste for a better environment. Such laws may affect the company future production strategies in case necessary complaint measures are not taken. However, the company is well favored by local politics as the government has established protectionist policies such as providing local industries with incentives, increase high taxes on imports and other import tariffs which see to it that the local industry such AiRui are competing effectively (Haghighi et al. 2012). The local government policies directly influence the company’s growth in a very positive way as the market environment is made conducive.
[bookmark: _Toc8118080]5.2 Economic Factors 
AiRui economic performance directly relates to the market in which it sells its products. However, based on the country GDP, which is expected to increase or grow by a 7 %, the economic growth of AiRui is directly related to the country expected growth in that, the senior strategic management team project that, it will grow by 5 %- 7%. Various economic phenomenon’s happening in the country have a direct impact on the company. For instance, an increase in government spending cause an increase in disposable incomes for people as well as a direct increase in investment in the economic sector (Haghighi et al. 2012). The country has stable, extensive and well established financial institutions such as the bank of China, among other reliable credit providing institution which is fundamental for the company. It will be easy therefore for the company to access finances which will be used for expansion and diversification as well as the production of new product lines. The highly extensive infrastructure in the company has created a conducive economic environment for business, and hence it is fundamental for growth and expansion of AiRui production and market (Haghighi et al. 2012). Due to the government economic policies focusing on trade liberalization, the AiRui Company can invest in areas where they have not set operations by opening subsidiaries or entering strategic alliances.
[bookmark: _Toc8118081]5.3 Social Factors 
AiRui has been a Chinese based company that has a strong connection with social norms at the local market in which it operates. However, it faces a big challenge in that; it has not built a strong local Chinese team which would have been effective or with the capability of understanding the global societal norms of the clients across multicultural cooperation. However, the country in which AiRui conduct its trade is made up of majorly made up of a huge population of middle-class people with enough disposable income (Ansoff et al. 2018). Majority of the middle-class population owns the automobile chines which present a ripe market for the company products (Londhe 2014). The society is made up of people who have adequate knowledge of the digital technology which make it easy for them to access information regarding the product via their smart devices. It is cost effective for AiRui in that it lowers the marketing cost which would otherwise be incurred through advertisement and promotion in the mainstream media. The high population in the country provide a great opportunity where the company can sell its products efficiently.
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Technological development and advancement continue to offer tremendous opportunities to business both small and large. For example, the development of internet network from 3G to 4G and now to the 5G present an opportunity which increases the internet speed as well as the mobile experience. Such increase in the internet speed will make e-commerce better and effective than it has never before. AiRui can reap high-speed internet benefits by tapping to its capability (Londhe 2014). Increased use of high technology such as the internet of things as well as artificial intelligence and robotics is reducing the production cost tremendously. Due to technology efficiency in the country, AiRui has invested heavily on the research and development which is fostering creativity and innovations leading to the development of new sustainable production systems which are environmental friendly (Tap and Spotswood 2013).
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Environmental sustainability has become a contemporary business issue in the current corporate world. There has been a lot of pressure on producers to adopt production strategies which reduce environmental pollutions. Such strategies include the use of a renewable source of energy, adoption, and implementation of the circular economy which focus on recycling and product restoration (Londhe 2014). Increased focus on environmental sustainability is targeted to help control the waste disposal, reduction of the carbon dioxide emission as well as general environmental pollution.
[bookmark: _Toc8118084][bookmark: _GoBack]6.0 Competitor Analysis 
AiRui, as mentioned earlier, is concerned with management as well as coordination of different business activities such as investment, manufacturing of automobile products, doing product marketing, customer service contacts in China's electronic domestic electronic and information industry. From the data analysis of the market competition, the research shows that the company is facing stiff competition for major established brands such as Alibaba which is involved in online marketing and creation of customer service contacts (Londhe 2014). The major established companies have huge market share both at the local and international market. It is therefore important for the AiRui to position itself to in the domestic market and establish itself to have a strong base and sound market share in which the company can establish a base to compete at international level. AiRui is to position itself with itself against the rivals for offering price-quality goods which would be sold in the high-end market and establish itself on the quality perspective in the specific market segment. To capture the local market, it has to created product differentiation on the different market segment in terms of pricing decisions which would cater for all market segments. The product should be designed to serve the low end and high-end market (Londhe 2014). The findings from research analysis have revealed that the company is focusing on the evaluation of the marketing strategies which would help in positioning company brand at the domestic levels as well as in the global market in future. There is a need for AiRui to adopt and implement more aggressive market communication to help reach and create awareness of a huge number of potential and actual consumers. It is also essential to use long distribution strategy to ensure the remote areas customers have access to products at any given time which would also help in the creation of product visibility (Upson et al. 2012).
[bookmark: _Toc8118085]7.0 Pricing Strategy. 
The pricing strategy is what informs the pricing decision of a company which means, a company can use three distinct categories of pricing the products. For example, the first category is pricing the products under similar quality. However, the product should be cheaper than the well-established brand for purposes of competing effectively in the market (Mohaghar et al. 2012). The company should produce quality products which would be priced considerably such that most of the consumer would afford (Ramaseshan, Ishak and Kingshott 2013). Through price reduction, AiRui can compete competitively with other established competitors. Alternatively, the company can invest in the use of new technology which is efficient in the production, increase batch production leading to economies of scale. The volume production would help lower the cost of production, and the company will be able to offer affordable product price which consumers can easily afford (Mohaghar et al. 2012).  The priced products would help AiRui to compete effectively in the market which would make the product to follow.
[bookmark: _Toc8118086]7.1 Market Segmentation 
AiRui uses a demographic segmentation which segment the market based on age, gender, race as well as family size, education, and religion (Shih, Chen and Chen 2013). The company does market segmentation to identify the market targets as well as the various market niches in the vast Chinese market. The company mostly segment the market based on the economic, social status which identifies the market into the high-end market as well as the low-end market (Emanuella Grinberg 2004). The customer market contact segment is done based on the age of the consumer because different consumers at a different level of the need particular information regarding the products they are consuming. High-end market consist of the customers who form part of the population with high income and product in this market segment are priced very high due to their quality.
[bookmark: _Toc8118087]8.0 Discussions and Recommendations 
After analysis of various relevant literatures, the finding of this report has revealed that a lack of adequate marketing strategy has limited brand awareness which has consequently affected the market position. The report finds that some strategies used by AiRui need to be reviewed for it to win a significant market share (Ginevičius et al. 2013). The report identified that significant competitors of the AiRui brand are established company such as Alibaba.  As a result, this report has proposed strategy changes which would make the company compete effectively in the market. Such strategies are as listed below.
· Adopt digital marketing communication which would help understand the company brand
· Use of social media marketing to help reach to a large number of consumers located in different areas
· Use of mobile marketing which will allow the company to connect with customers even in the remote areas.
[bookmark: _Toc8118088]9.0 Conclusion 
This report has been developed through the use of secondary sources guided by the set objectives. The report found has found that AiRui has the capability and capacity to compete even with the giant company but only need a re-evaluation of its marketing strategy. Some of the identified strategies which would be effective have been mentioned. For example, the digital market communication and mobile marketing were identified as the most efficient and effective methods of creating brand awareness. Effective implementation of the suggested strategy will increase brand awareness as well as increasing product visibility in the market.
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[bookmark: _Toc8118090]11.0 Appendices 
AiRui (China) Co., Ltd. was established in Beijing in October 1996. The unified management and coordination of AiRui Group's business activities in China is a wholly-owned subsidiary of AiRui, engaged in investment, product marketing, and customer service contacts in China's domestic electronic information industry. There are AiRui companies in China to conduct macro management and business support and promote the development of Airbus’s business in the Chinese market. By the end of fiscal year 2005, the number of employees had reached about 800. AiRui (China) Co. Ltd. will make full use of the resources of China Group Headquarters. We will build a strong integrated operational platform for planning, designing, developing, producing, selling and serving local development needs, and bring more value-added products and services to Chinese consumers
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