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1. The Marketing Concept

In answering the question “What is marketing?” Gronroos (1990) argues that it is “a philosophy guiding the overall thinking in an organization” as well as both “a way of organising various functions and activities of the ﬁrm” and “a set of tools and techniques” such as “packaging, promotion, distribution activities and pricing”.
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Fig. 1: Pricing Strategies Matrix
Source: Whalley A. “Strategic Marketing”

The fundamental principle of marketing is straightforward: business success is achieved by a method of identifying and satisfying consumer needs. Few would disagree with this fundamental premise, and even the most novice of business executives would see the logic.
All organisations need to make strategic decisions relating to their external environment. Strategy must address issues such as customers, competitors and market trends. It needs to be proactive as opposed to simply reacting to events. In this way, strategy can detect and influence changes in the business environment. By its nature, marketing defines how the organisation interacts with its market place. Marketing aims to transform corporate objectives and business strategy into a competitive market position. Essentially, the concern is to differentiate our actives/products by meeting customer needs more effectively than competitors. Marketing strategy can by characterised by:  
· analysing the business environment and defining specific customer needs, 
· matching actives/products to customers segments 
· implementing programes that achieve a competitive position, superior to competitors. Therefore, marketing addresses three elements – customers, competitors and internal corporate issues. [footnoteRef:1] [1:  G. Drummond, J. Ensor, R. Ashford, 2001, Strategic Marketing: Planning and Control, Linacre House, Jordan Hill, Oxford OX2 8DP] 


2. Marketing: past - present – future
Marketing techniques can be traced back to the mid 1400s, when moveable form was used in printed advertisements. While strategic marketing strategies have progressed significantly since then, there are a few trends that remain relevant in today's society. Some of the most used ways of marketing in the past are: Basic Printed Works (like flyers, newspapers, posters, phonebooks, etc.), billboards, Radio advertisements, telemarketing, early Television Advertisements (A. Whalley,  2000). New innovations such as primitive mobile phones, first-generation computers, and user-friendly printers emerged during the Digital Age. The type of technology available and the best medium for marketing communication are inextricably linked. Between 1195 – 2002, marketing developed into: Early Search Engine Optimization Improvements, AdWords and PageRank, Early Blogging. 
In today's culture, marketing consists of a mix of past patterns that have been built upon, such as TV advertising and print, as well as modern tactics centered on inbound activities. Marketing can be now seen via Social Media Marketing, Retargeting Campaigns, Text Message Advertisements, Targeted Emails, Internet Video Advertisments etc (P. Rauschnabel and B. Ivens, 2012). 
While no one really knows what fresh and exciting marketing strategies are right around the corner, we can get a general idea of what to expect based on what has worked in the past so that we are prepared. People can assume that as technology becomes more widely accessible, people would be more open to marketing tactics if the content is formatted specifically for them. Many of the most basic marketing techniques may become obsolete. As forum alternatives become more popular, items like AM/FM radio ads, cable TV advertisements, and telemarketing will begin to lose effectiveness (A. Sitaram, A. Bernando, 2010).
With the introduction of new model nomenclature in 1994, Audi signaled the start of a new era. In March, the A8 replaced the Audi V8; in the summer, the reworked Audi 100 was introduced as the A6; and in November, the Audi A4 was introduced as the new mid-size. It quickly became a best-seller due to unexpectedly strong demand. Audi is now adapting to modern world, is creating electric cars, new concepts of lightning and adapts to the Covid19 situation and promotes its services and products online. 

3. Customers and other stakeholders
Some of the key words in both definitions identify the concern with satisfying the individual customer, and this is commonly tackled by the idea of the ‘marketing mix’ – one of the most common formulations of which is that of the 4 Ps:
· Product
· Pricing
· Place
· Promotion.
With the development of mass media networks in the middle of the twentieth century, there was an increasing trend toward using ads to ‘sell' a product to the general public. In the latter half of the twentieth century, there was a growing recognition of the importance of meeting consumer needs, which shifted the emphasis of marketing activities once more.
Customers are people who use our services and pay for them, while users are individuals who are affected by or who affect the product that we supply. Users are often people who use the product but do not pay for it. (Rice, 1997)
Audi's ambition to become Australia's number one luxury car brand by 2020 hinges on adopting a unified and lifecycle-based view of customers. Audi made the decision to rethink its consumer strategy after discovering that the longer people owned an Audi, the less likely they were to purchase another. According to research, the longer they had been a client, the less likely they were to suggest an Audi. Data and technology are thought to be the answer, but Hill claims that they are merely enablers. What matters is that you get to know your customers and then develop technology and data around them. The ability to provide personalised and consistent messaging across platforms, as well as optimize sales and marketing budget, are all benefits of providing a single customer view. It's also critical for fully comprehending and growing consumer lifetime value. 
The company has an entire team which has to do with “loyality of the customers”. They come up with plans and strategies to buy their customers loyality. Audi, like most car companies, has a detailed profile of its potential target customer for each model in its lineup. These profiles aren't demographically focused, like other forensic sketches, and don't try to pin down a goal based on superficial characteristics like age, race, or income. Rather, they are psychographic, with parameters dependent on attitudes, behaviors, and aspirations. "When we do market research, we want to figure out their attitude and the common beliefs between what our company offers, how we're viewed, and how they view themselves," says Jessica Thor, Audi's director of brand strategy.

4. Marketing strategy and planning
It could be argued that ‘strategy’ (or ‘strategic’) is the most overused/misused phrase in business today. Everybody seems to have a ‘strategy’ for everything. By attaching the term ‘strategy’ to an activity, it somehow becomes more important – more grand – but in reality very little actually gets done. Essentially, strategy is a three stage process involving analysis, formulation and implementation. During the analysis phase management needs to look both internally and externally. Understanding the wider business environment is fundamental. It is then necessary to formulate plans appropriate to current and future circumstances. Finally, implementation needs to make sure our plans are put into practice. Managers must ensure that due care and attention are paid to each of these stages. In this way, strategy avoids being little more than rhetoric and starts to become a practical reality of business life (G. Drummond, J. Ensor and R. Ashford, 2001).
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Fig. 2: The basics of strategy
Source: G. Drummond, J. Ensor and R. Ashford, 2001, Strategic Marketing: Planning and Control
Customers, rivals, and industry dynamics must all be addressed in a strategy. Rather than merely responding to incidents, it must be constructive. Strategy can identify and affect changes in the market environment in this way. Marketing, by definition, is concerned with how a company communicates with its customers. As a result, marketing plays a role in all strategic planning, to a greater or lesser extent. Only in this way would businesses be able to respond strategically to consumer needs and commercial pressures (M. Housden, E. Cox, L. Parkinson 2010). 
Audi’s products are distributed by certified streamlined distributors that make Audi flagship vehicles available to customers; the company will continue to invest in the development of flagship stores in order to improve the customer experience. Simultaneously, the company is increasing the number of registered dealers. The location of stores is a critical element in Audi's sales plan. It is recommended that stores have a large amount of space for displaying different vehicles. At the same time, the neighborhood should be posh. The margins provided to dealers are also high due to the high investment involved.
5. Macro and micro environment
Marketing communications represent the voice of a brand and the means by which companies can establish a dialogue with consumers concerning their product offerings. Marketing communications allow marketers to inform, persuade, incite, and remind consumers. Marketing communications can provide detailed product information or ignore the product all together to address other issues. Product attributes can be translated to benefits and related to higher-order values. Consumers can be told or shown how and why a product is used, by what kind of person, and where and when; learn about who makes the product and what the company and brand stand for; and be given an incentive or reward for trial or usage. [footnoteRef:2] [2:  Keller, K., 2010, Mastering the Marketing Communications Mix: Micro and Macro Perspectives on Integrated Marketing Communication Programs, Journal of Marketing Management] 

P.E.S.T.E.L Analysis of Audi
Political factors: the company has a large human capital of over 60,000 employees of various nationalities. With the introduction of Audi's global strategy,  the German automaker has built many large plants in various countries. In all the countries where Audi operates, the laws have to be adapted and respected. 
Economic factors: In the European and North American markets, new car sales increased dramatically from 2009 to 2010. Furthermore, the Middle East and China continue to be the most popular markets; for example, Audi shipped 108,000 cars to China in the first three months, compared to a total of 705,000 cars sold during the same time. During these time, Audi’s sales are affected because people tend to be mor careful when they spend their money after pandemic situation and they tend to not buy cars so often. 
Social factors: Audi is a major automobile maker, but its social influence is unavoidable. Audi has been improving workshop conditions to please workers, and when new employees enter the company, Audi still offers success in making outstanding vehicles. Audi has established many partnerships with suppliers in order to manufacture perfect vehicles, which necessitates a large quantity of eligible content. 
Technological factors: Audi is best known for its permanent four-wheel drive system, called QUATTRO. Technology development is a core aspect of the Audi Company; Audi is best known for its permanent four-wheel drive system, called QUATTRO. Customers choose to buy a fuel-efficient car over a large SUV with a powerful engine; Audi kept the price the same for customers while adding more technology to the vehicle. Because of Covid19, Audi is  now more focused on digital orders of cars, so people can personalize their cars, order and have them delivered home.
Environmental factors: Audi placed a greater emphasis on corporate social responsibility. Since Audi is a producer, it is unavoidable that it does not pollute the setting. Audi promises to keep the environmental effects to a minimum. Audi has spent billions of dollars studying the efficiency engine over the last two decades; the latest generation engine produces more horsepower while emitting less pollution. 
Legal factors: talking about cars, the company has to make sure that the cars are perfectly safe to be on the road, both for the people that are driving them, but for the environment too.

6. Marketing information and research
Marketing research should help pinpoint target markets, help determine the property tourist marketing mix, and help make most effective use of marketing efforts. The concept of market segmentation arises from the recognition that consumers are different. Marketing research is used throughout all four phases of the management process: selecting strategies, developing marketing plans, putting the plans into action and evaluating their effectiveness. [footnoteRef:3]  [3:  Moutinho, L., 2000, Strategic Management in Tourism, Department of Management Studies University of Glasgow, UK] 

It's crucial to keep an eye on emerging market trends, particularly when there's a lot of uncertainty in the world. Audi can do this using a variety of trend analysis methods, including marketing mix modeling, risk analysis, preference modeling, and consumer analysis.
7. Segmentation, targeting and positioning
Differentiated marketing (multiple market segmentation) is when an organization chooses more than one target market segment and prepares marketing mixes for each one. The decision influences are: competitive conditions, corporate objectives, available resources and marketing opportunities. Customized marketing is when a market is so diverse that the company attempts to satisfy each customer’s unique set of needs with a separate marketing mix. 
Audi aims at upper-class buyers, professionals and executives from wealthy families, since these are the people for whom Audi would be affordable, and they will appreciate the technologically advanced and creative goods, which are also known for their appealing style, high-quality materials, and build quality. It also caters to young buyers who enjoy driving. The car prioritizes design and style over speed.

8. Branding
On a very practical level consumers like brands because they package meaning. They form a kind of shorthand that makes choice easier. They let one escape from a feature-by-feature analysis of category alternatives, and so, in a world where time is an ever-diminishing commodity, brands make it easier to store evaluations (Albaran, A., and Wirth, M., 2008). In a competitive marketplace, brand value improves the efficacy and quality of marketing efforts, resulting in higher profit margins. 
For a luxury manufacturer, a good name and a positive reputation are critical success factors. Audi has a huge competitive advantage over competitors BMW and Mercedes-Benz because it can leverage the parent Volkswagen group's global purchasing power. 

9. The Marketing Mix and 7 P’s
The marketing mix consists in 7 elements, that is why it is called 7p’s. 
	Product
	Place
	Price
	Promotions
	People
	Process
	Physical evidence


Audi has expanded its lineup and now offers a broader range of vehicles, ranging from the A1 to the Q5 and Q7, the company's foray into the 4x4 market. The Audi A4 and the Audi TT, both of which have a striking appearance, continue to be common. Despite being based in Germany, Audi has a global presence and continues to sell a large number of automobiles. The business is building on its reputation by establishing and sustaining a presence through exclusive dealerships and excellent after-sales services. Audi manages to stay in the public eye without being overbearing. Over the years, the company's slogan "Vorsprung durch Technik" (progress by technology) was advertised on billboards, magazines, and television ads, and the company still uses the same words in its advertising today. Audi also involces in sponsorships and parnerships with football teams or other companies from car industry such as LeasePlan. Of course, nowadays, their main focus when talking about promoting is social media. When talking about prices, the company’s cars are not considered necessary affordable. When you consider the car's efficiency and brand value, the price is absolutely justified. This pricing is also needed for the brand's proper positioning. People value the company's reputation, which is reflected in the car's production. Audi has a lot of employees in all the domains which are necessary for the company’s organizational performance. They are also always trained in order to achieve the company’s goals. 

Conclusion
Audi is a luxury brand and It took many years to earn this title. It is a well known company and customers tend to have a positive  image about the brand. Audi does not concentrate on promoting its brand on every channels now, but it does focus on coming with innovative products and services to outcome its competition.











References

1. Albaran, A., Wirth, M., 2008, Handbook Of Media Management And Economics, Library of Congress Cataloging-in-Publication Data, London
2. Chaffey, D., Ellis-Chadwick, F., Mayer, R., and Johnston R., (2009) Internet Marketing; Strategy, Implementation and Practice, Edinburgh
3. D’heur, M.,  Sustainable Value Chain Management, Munich, Germany
4. Dremel, C., Herterich, M., Brenner, W., and Wulf, J., 2017, Understanding AUDI AG Established big data analytics in its digital transformation, MIS Quarterly Executive
5. Drummond, G., Ensor, J., and Ashford, R., 2001, Strategic Marketing: Planning and Control, Linacre House, Jordan Hill, Oxford OX2 8DP
6. Housden, M., Cox, E., Parkinson, L., 2010, CIM Coursebook: Project Management in Marketing, Oxford
7. Keller, K., 2010, Mastering the Marketing Communications Mix: Micro and Macro Perspectives on Integrated Marketing Communication Programs, Journal of Marketing Management
8. Moutinho, L., 2000, Strategic Management in Tourism, Department of Management Studies University of Glasgow, UK
9. P. Rauschnabel and B. Ivens, 2012, Social Media Marketing: How Design Features Influence  Interactions with Brand Postings on Facebook, University of Bamberg, Germany
10. Rice, C., 1997, Understanding Customers, Oxford
11. Sitaram, A,. and Bernando, A., 2010, Predicting the Future With Social Media, Palo Alto, California, HP Labs
12. Whalley, A.,  2000, Strategic Marketing, UK
https://www.audi.com/en.html accessed on 19h of April, 2021


image1.png




image2.png




