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[bookmark: _Toc533700036]Introduction
Audi is a German automobile manufacturing firm which designs their own products with the help of their engineers. The automobiles which are generally manufactured by this company are based to serve the luxurious and rich customers. This company runs under the Volkswagen Group. The company started in 1965 when the series of automobiles Audi F103 were launched. The company operates its business operations in different countries across the world while there are only 11 production units in 9 different. According to reports, the company manufactures 1,879,840 products every year leading to the revenue generation across the world estimated to be as €60.128 billion in 2017. 
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Fig: Audi Showroom
There are different division and subsidiaries of the company operating in the entire globe. The company holds a total asset worth €63.680 billion. Being a multinational company, the company is bound to engage good number of human resources in order to operate their business operations successfully in the market. The total employee strength of the company is 91, 231 according to the latest reports of 2017 (Dremel & et al, 2017). The different subsidiaries of the company are Audi Brussels, Audi Hungaria Motor Kft, Ducati, Lamborghini, Audi India etc.
[bookmark: _Toc533700037]Marketing and Branding of Audi through implementing 4 P’s of marketing and promotion
The purpose of branding and marketing of the company is to generate successful awareness among the public regarding the products and services offered by the company. In order to generate successful public awareness, the usage of the 4 Promotional and marketing mix strategies like the Products, the Price, the Promotion and the Place are very important (Leclerc & et al, 2005). The consumers’ interest towards the products and services of the organization and the future sales and revenue generation is highly dependent on these factors. From the establishments of the company y Audi has been very active in approaching the public with their products and services to generate a buzz in the market about their luxurious automobiles. The company has been successful to enter new markets of operations and successfully gain the market position with good consumer attractive cars through their proper marketing approaches. The uses of the 4 P’s by Audi are discussed below:
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Fig: marketing mix strategies
Products: as Audi is an automobile manufacturing company, the main and the only products which are manufactured are automobiles. There are several ranges of cars which are manufactured by Audi belonging to different ranges such as A1 Supermini car, A3 Small family car, A4 and A5 Compact Executive Car, A6 and A 7 Executive car, A 8 Full size luxurious car, TT Compact sports car, R8 Sports car, etc. there are different models under the S and RS range of cars like the S4 Sedan, SUVs of different types etc. the company is always focused to bring something innovative and new in the market to generate public curiosity. The cars are mostly owned by celebrities and high class business men because of their innovative technologies and attractive features (Fill, 2005). There are different ranges of cars manufactured by Audi too which take part in the motorsports, tour cars, etc. the Le Man series of the company is very famous for the high quality performances. The company is also associated with the Formula one for providing their sports cars in the competition. The performance and the quality of the engines used in the cars of Audi are extremely good which would never disappoint their consumers.
Price: as already mentioned Audi is a brand of luxury cars and thus it can be understood that the pricing strategy of the cars of Audi are pretty high end. The prices of the cars justify the quality of the materials used for the manufacturing and the performance of the engines. The company is also focused to use the best quality and innovative technology in their cars. There are constant researches going on in the factories in order to develop further innovative technology to increase the utility of the cars to the customers. The luxurious prices of the cars are completely worth the services they deliver (Melewar & Saunders, 2000). The company also aims to tie up with Japanese company to create cars which will run on complete electricity without using non-renewable resources of fuel. The different showrooms of Audi are located in such locations where people are prone to buy luxury cars. The affordability is not maintained in Audi because they believe in delivering the best quality of products and services through their cars.
Promotion: the promotion and branding strategies of Audi have been extremely impactful and attractive to gain attention of the consumers. To start with, the emblem of Audi represents four overlapping rings which are denotes the unification of the four Marques of the Auto Union i.e. Audi, DKW, Horch and Wanderer from left to right. Another important uniqueness of the Audi cars which also infers their individuality is the corporate sound which is specific to the Audi cars. They also have signature Brand music and a Brand voice. The company is also efficient at creating their own tag lines which is an important step for generating consumer awareness and attention like when the car Audi A was launched it came with the attractive tag line “The Art of Progress” (Abratt & Grobler, 1989). Apart from this there have been other tag lines which were used by Audi like “Progress through Technology”, “Innovation through Techno logy”, “Truth in Engineering” etc. the company has also adopted different methods of promotion through creating web content and television content which would advertise the  latest features of the car which is being launched. Moreover they also launch their cars in different countries through successful and attractive launching events which are ought to create a buzz among the consumers. Moreover the company’s presence in the market is also noticeable because of their sponsorships in the different national and international events like football matches. For instance, Audi has been sponsoring the different football clubs like Real Madrid, Bayern Munich, Chelsea, AC Milan, FC Barcelona, etc. the Audi Cup was also organized at the event of 100th anniversary of the company. They also sponsor various award functions and other events. Celebrity brand endorsements have been part of Audi’s promotion since the beginning like they have featured an impersonator of Elvis Presley. Currently many celebrities are associated with branding the company and different car ranges in different nations (Babin & Zikmund, 2015).
Place: the cars which are manufactured by the company are sold in the entire world. They company analyzes the different market scenarios before opening their retailing outlets. The management of the company has to make sure of the circumstances and chances of being successful in the market because the cost of operation and maintenance of their showrooms is pretty high. The most potential market of operation would be posh markets where the people usually own luxury cars and therefore would love to invest on the world cl.ass technology used in the different car ranges of Audi (Newman & Kenworthy, 2015). The preferences of the people are also understood before actually operating their business in the market.
[bookmark: _Toc533700038]Critical Success Factor of Audi
[bookmark: _GoBack]Every business organization in order to run successfully in the market and then to extend their business in the international market must have some potential factor or uniqueness to their products or services which they are trying to sell to their consumers. In case of Audi there are different factors which impart the success factor to the company so that they have been able to run their business in the entire world with huge number of retailing stores and manufacturing units. The critical success factor are the features which are unique and exclusive to the company and have been acting as their asset in being successful in the market and gaining attention of the consumers. The different CSF of Audi are as follows:
· Organization structure: there are different manufacturing units and stores of Audi. Hence there is requirement of every class and designation of employees in the company to run the functions of assembly, manufacture, packaging, sales, and marketing, promotion and other tasks of the company smoothly. Therefore management of this huge population and variety of employees is very difficult unless there is a systematic way of management of the employees (Moss, 2015). In Audi, the employees are considered as a part of the family where every member is given the importance and opportunity of placing their suggestions regarding the important decisions. The team managers of the different teams make sure to complete the tasks of the departments before the deadlines through motivating the employees throughout the period of work. All the departments of the organization work in proper coordination with each other through the help of effective communication. This is because communication is effective to eradicate any sort of confusion regarding the tasks and activities of the employees. The employees are motivated by training them in the areas they need attention or need to improve. The employees are also awarded on the basis of their performance annually.
· Branding: as already mentioned, the company focuses on its branding strategy efficiently by different sponsorships in the different national and international events like football matches. For instance, Audi has been sponsoring the different football clubs like Real Madrid, Bayern Munich, Chelsea, AC Milan, FC Barcelona, etc. the Audi Cup was also organized at the event of 100th anniversary of the company. They also sponsor various award functions and other sports events. Celebrity brand endorsements have been part of Audi’s promotion too. They brand their cars with signature Brand music, Brand tag line and the Brand emblem which sets them apart from rest of the automobile companies. This creates good impression of the company and its products among the consumers helping them to generate good base of loyal customers.
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Fig: Emblem of Audi
· Design: The designs of the cars are very important since the cars manufactured in Audi are luxurious. The looks and feel of the cars are very important for the purpose of generating public awareness about the products of Audi. The cars are designed with the help of international car designers who are extremely skilled to address the various aesthetic needs and preferences of the customers and hence design the cars according to the features. The different sports cars, SUVs and Sedan are designed in such a way so that they will look luxurious from the outside and have attractive interiors too to feel luxurious in the inside too. The retailing outlets are also designed accordingly such that they offer a luxurious feel to the customers entering the stores and they would feel special.
· Technology: the technology used for the development of the engines and additional features of the car require immense research works and determination of the engineers in order to develop innovative ideas in operation of the cars (Bellini & et al, 2017). The technology used in the development of the innovative and advanced technology for the engines being energy efficient, fuel efficient and adaptive to latest technology. Better technology is always part of the Audi family because of their intense researches and dedication of the highly skilled engineers. Better technology will also ensure less wastage generation in the manufacturing and assembling process. This reduces the operational cost of the company helping in higher profit generation. 
· Quality of the cars: every user of the Audi cars can undoubtedly rely on the quality of the products. The different raw materials used for the manufacturing each and every individual part of the car are checked and selected as per their best performance capabilities. The employees of Audi never compromise on the quality and performance of the substances used in the manufacturing of the cars. The management of the company and the employees are focused to developed better technology to improve the quality, durability and performance of the cars further by using innovative technology in the manufacturing techniques. The constant improvement in the quality of the products is also evident through the successive models of the cars of Audi with better technology in terms of mileage, fuel efficiency, eco-friendly etc. 
[bookmark: _Toc512014165][bookmark: _Toc533700039]End to end journey of the customers of Audi
The customers experience certain stages while making their purchases from any business organization. The entire experience starts with the requirement of the certain products or services which are manufactured by the respective company and ends with development of a relationship with the brand. The relationship between the customer and the company will be positive or negative depends on how the customer has been treated by the products and services of the company. The customers of Audi are not restricted to a certain geographical location. The company operates its business in different countries and therefore the product preferences of the consumers are also different. Although the only focus of Audi is to target the customers who would like to invest their hard earned money on the good quality and highly durable cars with latest technology implemented luxurious cars. Therefore the complete satisfaction of the customers is very important in order to make the entire journey of consumer experience feasible and smooth. The different stages of customer journey generates with the awareness of the consumers about the brand, then proceeds with connectivity, desire of the customer for owning the product, purchasing the products and the post purchasing services offered to the customers by the company.  The different stages of the customer’s journey are depicted below:
Awareness: Audi has been observed to be extremely active in creating awareness among the consumers about the presence of the product. They have also been seen to launch their new car models with eventful and happening launching events by having celebrity brand ambassadors who help in promoting the cars efficiently. Moreover the company also believes in creating awareness in the different nations by making national brand ambassadors by selecting celebrities who are popular faces in the respective countries (Wozniak & Clements, 2015). Moreover Audi is also seen to sponsor different football clubs and other sport events which make people aware of their presence. They have seen to award their special launched cars in the award functions or to the winners to the sports events in order to create a buzz about the features and stylish looks of the car they are launching. Apart from this, the different promotional campaigns and online advertisements of the products have been effective to gen berate interest among the people to buy the Audi cars. 
Comprehension: after getting a glimpse of the company and the attractive cars of Audi, the interested people would like prefer to do some investigations in the market regarding the history of the brand, for how long has it been operating, the after purchase services and the buying options available for the company, the warranty of free services and other free facilities available by the company, the color options of the particular model of the Audi car and expected time of delivery etc. the investigations are usually done through online researching, along with asking friends and folks. The word of mouth acts as a very relevant source of information for generating appositive image of the company and its products and services towards the consumers. The overall image of the products and services of the company is highly reliable by the consumers from different countries leading to a huge reliable customer base of Audi globally.
Connectivity: the company’s marketing and promotion department has been efficient enough to stay connected to the consumers through online as well as offline modes of connection. By using the offline media, the company is effacement to stay in touch with their consumers and create new consumers. The retailing showrooms of the cars are located in high end markets and shopping malls where the consumers are likely to invest in luxury cars. They distribute leaflets among the people in order to grab the attention of the consumers and generate their interest to buy the cars of Audi. The consumers are also offered free test driving to generate their feeling of driving an Audi car which further increase their interest and desire of purchasing one. Moreover the company also promotes their cars through online website and social media like Facebook and YouTube where they create and advertise their video content illustrating the different pros of using Audi car and positive customer reviews of Audi. 
Desire: after getting positive feedbacks about the durability and quality of the luxury cars of Audi the consumers are usually tempted to own an Audi car which also reflects their social status and prosperity (Komulainen & et al, 2018). Moreover after one had taken the test drive of the car, definitely has the craving of buying the car and feeling the attention of having the Audi car. Online researches about the availability of the model of their choice and the color which they like, the discounts on the retailing price of the car and free installation and six month free servicing generates the interest of buying the car further. 
Purchase: after craving for the Audi car, the consumer finally purchases the car from the retailing showroom of their choice. The company also has good tie-ups with the banks so that the consumers can avail easy bank loans for buying the car.
Post-purchase: after the consumer buys the car from the Audi showroom, every detail of the features of the cars is illustrated by the customer executives available at the car showrooms. Moreover the consumers are offered free servicing of the cars after the first six months of the purchase. The employees are companies are trained to be humble towards the customers so that the consumers do not feel dejected in the showrooms. There is also an e-mail service of the company through which the customer can lodge complaints about the products and services to offer a better after purchase feeling and satisfaction to the customers.
[bookmark: _Toc512014166][bookmark: _Toc533700040]GAP model
The GAP model helps in determining the different gaps in the quality of the services which are expected by the consumers and the perception of the management of the company. By recognizing the GAPs in the business operations while dealing with the customers, higher consumer satisfaction can be achieved. The different gaps which may appear in the service provision of the Audi are as follows:
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Fig: GAP model
Gap 1: the first gap in the quality of the service provision is known as the knowledge gap which refers to difference of perception of the expected services by the customers of Audi cars and the perception of the management regarding what the consumer might expect (Chen & et al, 2018). When the consumers are not in touch with the management of the company and the employees of the organization fail to understand what the consumers expect, this gap takes place.
Gap 2: this is the gap between the specifications of the quality of the services what the consumers want and what the management thinks could be the possible expectation of the consumer. This gap is also called the standards gap in which each and every parameter of quality standard are not met by the organization.
Gap 3: this is also called the delivery gap because this gap takes place if the specifications of the quality of the services which the management consumers expect are not actually delivered to the consumers. This gap is a result of the Gap 2 in the process of consumer service delivery. 
Gap 4: the 4th gap takes place if there is a gap in the communication between the management of the company and the consumers. The consumer may fail to express their desires or the employees of the organization may fail to establish successful communication with the consumers to understand their desires of the services (Nguyen & et al, 2018).
Gap 5: the 5th gap in the service quality provision ids the service gap. This is because this gap is a result of the difference of the expected and perceived services from the end of the consumers. 
Proper gap analysis and elimination of each of the five gaps would help the management of Audi to keep their customers happy with their service operations.
[bookmark: _Toc512014167][bookmark: _Toc533700041]AIDA model
This is another important model for analysis of the marketing management of the company. This represents Attention, Interest, Desires and Action of the consumers. The illustrations of the AIDA model with respect to Audi are as follows:
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Fig: AIDA Model
Attention: the attention of the consumers is gained by Audi through their different promotional strategies and activities of entering the new markets through launching events and sponsorships. 
Interest and Desire: the interest and desire of the consumers for buying the Audi cars are evolved with better researching techniques getting more information about the pros of using the luxury cars of Audi. The offline promotion of the company also helps in generating the buying interest among the consumers along with free test driving (Copley, 2015).
Action: after the customers have potential interest of buying the products, they take the step of making the purchases from the retailing showroom of Audi. Attractive discounts and features and buying options make the task of purchasing the cars easier.
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From overall analysis of the report it can be concluded that Audi uses efficient ways of marketing and promoting their products through adequate implementation of the 4 P’s of the marketing mix, the GAP model and AIDA Model. The report also analyzes the end to end customer journey of Audi and the critical success factors of Audi for being successful in the international market.
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