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An Overview of the Report

The success and growth of any company is dependent on the business strategies that need to be well defined as per the needs and demands of the consumers. the business strategies of companies are affected by a number of internal and external factors that need to be identified in terms of understanding the short and long-term prospects of products’ acceptance in a critical manner. Kathuria et al. (2010) pointed that the international business environment is far more complex than the national or local market where competition is limited. Jiang (2011)mentioned that companies operating in multiple companies often find it hard to derive a single or universal strategy that is appropriate for all the markets. There is a need for different strategies for different markets. Nandy(2011) pointed that every country and market is different and so are consumers and their needs and demands. Additionally, what may be feasible or appropriate for one market might not be feasible for another market. 
Hill and Jones (2012) highlighted the importance of marketing strategies being derived based on the analysis of the market and related components. Sargenti et al.(2018) supported this idea by adding that market comprises of customers, competitors, suppliers, manufacturers, government, and regulatory bodies. It is important to derive strategies that are beneficial for all and a profound understanding and reading of the market is often useful in doing this. The report aims to compare the marketing strategies of Porsche owned by Volkswagen in regards to two different markets. The first market is Germany that is developed and known for its automobile excellence with a number of automobile companies located there. On the contrary, the Indian market is developing with a growing space for luxury brands like Porsche. The report discusses the marketing strategies like STP, 7Ps, pricing strategies, competition strategies, Porter’s five forces analysis, Ansoff Matrix, BCG Matrix, and SWOT and PESTEL Analysis. 

Before moving towards the analysis of the marketing strategies, it is important to highlight the core objectives of the report. The report is also based on assessing the directional development used by the management in regards to the similarities and differences for the market of the proposed countries. The report will analyze the significance of the marketing strategies being introduced in two different markets. The report will further aim to uncover the strategies and approaches used in regards to such business objectives. The report is divided into two major parts where the first part presents an overview of the company details and its operation but mainly related to its operation in India and (GermanyKathuria et al. 2010). Another point that needs attention is the focus of the report. The report aims to discuss the marketing strategies of Porsche that is own by Volkswagen and the focus area of the report is only Porsche and its brand identity rather than Volkswagen. 
The second part of the report is represented by the critical discussion on the marketing strategies of Porsche in two different markets of India and Germany. The report involves data and information from the annual reports and industry findings along with published journals. However, the focus of the report is solely on the marketing strategies and very little attempt has been made to highlight the financial performance(Schultz 2018). The major purpose of the report is to further react to the marketing approaches being used by Porsche in the stated countries. The report addresses the key issues or benefits associated with the current approach along with identifying further strategies and recommendations that can be helpful in adding value to the business and marketing strategies of Porsche. Overall, the report describes the feasibility and impact of the marketing strategies adopted by Porsche and how it is different or similar in regards to two different markets and the economy. This will be further supported by some reliable and published findings in a succinct manner. 

[bookmark: _Toc393725015]An Overview of Porsche in Germany and India

Porsche is a German car manufacturer specializing in high-performance sedans, SUVs, and sports cars. The company is headquartered in Stuttgart and is owned by Volkswagen. The company was founded in the year 1931 and primarily engaged in motor vehicle development work and consulting. However, it started designing and manufacturing cars in the later years that witnessed the emergence of one of most iconic automobile brands embedded with the elements of luxury and exclusiveness. One of the most interesting findings in regards to the company is its sales in the home country and international markets. In the year 2015, the company sold only 13% of the total manufactured cars in Germany while 87% of the cars were sold in the international markets (Porsche, 2018). This clearly shows that the reliability, brand value, acceptance, appeal, and image of Porsche is quite high in the international market. stated that Porsche is a premium category automobile brand with high success rate in the developed markets. 
However, the company has still ventured into developing markets where the demand for such high-value and premium category cars is quite limited. The emergence of Porsche in India in the year 2004 in Mumbai was a celebrated event because of the introduction of a world-classcar brand with a premium appeal (Porsche India, 2018). Porsche has been selling limited units of cars to Indian consumers and a majority of the sale is generated from the Cayenne SUV model that is also assumed as one of the highly preferred SUV models worldwide. The company imports the cars from Germany and sells in India as per the demand and does that strategically to other parts of the world (Porsche, 2018). The company has six centers in India with majority of the demand coming from the metropolitan cities. Porsche has different strategies for the Indian and German market and this is mainly because of the differences in internal and external factors requiring different kinds of marketing strategies and focus (Porsche India, 2018). 
[bookmark: _Toc393725016]Segmentation Targeting and Positioning (STP) of Porsche in India and Germany

STP is a strategic approach in marketing revolving around products rather than customers. Steilmann (2015) stated that segmentation is based on identifying the market and its variable along with ascertaining its characteristics and tendencies. Targeting is based on approaching the most profitable and attractive segments that can be valuable for the business in the short and long run. Jian (2011) further pointed that positioning is based on creating an impression and image in the mind of customers. In regards to Porsche, the company use descriptive variables like geographic, demographic, psychographic, and behavioral that is based on the usage, benefits, and response to the brand. The company mainly targets people with an income of more than $100,000 and who are young and dynamic in nature belonging to the middle-age group. Porsche has equal attention on female buyers as well by signing Maria Sharapova and launching campaigns such as “Engineered for Magic Everyday” (Porsche, 2018). 
In Germany, the targeting strategies of Porsche are based on using hybrid-marketing strategies by focusing more on premium sport cars and SUV segment. The company has also been focusing using campaigns to create a positive image of Porsche in terms of using it everyday rather than being a premium car that can be used once in a while (Porsche, 2018). The company further targets customers at differing performance and price levels in different segments. The company has further positioned itself as a lifestyle brand showcasing its legendary status and premium appeal. The company has been successful in terms of differentiating its image in regards to the price, exclusiveness, and luxury elements. The brand appeal is premium and the positioning strategies are based on the elements of luxury and premium appeal. In regards to India, the market is quite new for the luxury cars as there are very little numbers of consumers willing to buy premium cars.
The segmentation strategy is based on identifying individuals having an income of more than $1,00,000-$2,00,000 along with the willingness to afford the car and its maintenance. The targeting strategies are based on identifying people in their middle age having relevant income.The company targets high profile businessmen, sportspersons, and individuals with high income. The positioning strategy is based on the uniqueness of the brand and its premium appeal and feels. However, there is a difference in the STP of Porsche in regards to Germany and India. The first difference is in the form of income inequality and Euro and INR difference embedded with brand presence and acceptance (Porsche, 2018). Even though the targeting and positioning strategies remain the same for both countries, there is a very little doubt that Porsche has pre-defined STP strategies for all the nations and customers are aware of it and only selected customers aware of the positioning strategies are targeted by the company. However, the demographic and behavioral differences are quite high in regards to both the countries in terms of income and response to the brand because of the difference in the income and response towards the brand that is engineered for everyday in Germany and premium and luxury for limited use in India. An overall comparison of STP is presented as follow highlighting the differences and similarities between the STP strategies employed in Germany and India. 

	Elements
	Germany 
	India 

	Segmentation 
	Demographic and behavioral based on premium feel, high, income, and positive perception 
	Demographic and Behavioral with income difference and usage perception 

	Targeting
	High income group, individuals over the age of 40 years 
	High income group, businessmen, and people in their mid-age

	Positioning
	Premium and luxury brand that can be used every day
	Premium and luxury brand that is used as a income and luxury statement 


[bookmark: _Toc393725238]Table 1: STP Analysis
[bookmark: _Toc393725017]Four Ps of Marketing

Then four Ps of marketing often expanded as product, price, place, and promotion have been discussed in regards to Germany and India. It needs to be mentioned that the marketing mix of Porsche is based on the ideologies of quality and luxury perception. 
Product-It needs to be mentioned that Porsche has always focused on quality products having high price. The concept of high-price and high-quality products has been quite significant in the growth of the brand in the last few years. The company was founded in 1931 and still, 70% of the cars manufactured by them are on road showcasing the quality of products that is not only high but also durable. Porsche has always maintained the brand appeal and image by targeting high-end customers and some of the most impressive cars in the portfolio include Cayenne, Panamera, 911, Macan, and Boxster. The product portfolio includes midsize SUVs to high-end luxury cars. All these cars are manufactured and assembled in Germany while cars are imported from the Volkswagen Group as per the demand. Additionally, these products are easily available in Germany but Indian customers have to wait for a good period of time as the products are imported. However, there is no significant difference in the products other than the driving seats that are on the left side in Europe and right side in India (Porsche, 2018). 
Price-The pricing strategies of Porsche is based on the price skimming where products are introduced at a high price and with time, the prices are lowered to gain more attention and acceptance. The price of Porsche cars is quite high and when Panamera was launched with price tag of $133,000, it attracted a number of customers in the US and Europe but not in India because of the high price. Additionally, in Germany, customers are not liable to pay the import duty as the cars are easily available but Indian customers have to pay a hefty amount as import duty to avail Porsche cars. 
The company does not use the psychological and competitive pricing strategies as their cars are exclusive in nature and are meant only for high-end customers. There is no doubt that the pricing difference is quite high in regards to Germany and India because of the currency difference and import duties making prices affordable for German customers and high for Indian customers. This difference in the price always remained a crucial factor in determining the demand in developing countries while countries like the US and Europe enjoyed the privilege of availing Porsche cars with not much price difference (Statista, 2018). 
Place-Porsche follows a direct distribution channel where the cars are available with the licensee and customers can go directly to purchase cars. Porsche has a huge presence in the US, China, and Germany but little presence in India. It only has six distribution centers in India while many centers in Germany and US. This is mainly because of the difference in the affordability and acceptance. Additionally, such a strategy is also useful in avoiding fixed and operating costs related to the distribution center, daily expenses, maintenance, and employees’ salary. As per the demand, the place strategy is modified and restructured and can be assumed as quite appropriate and rationale in nature (Porsche, 2018). 
Promotion- Porsche follows above the line marketing strategy in the form of using media such as television to promote the products along with below the line marketing strategy in the form of doing offline promotions through the magazines. The company does not believe in offering promotional offers, discounts, and incentives, as the target audience is mainly affluent belonging to high-class society. The promotional strategy of Porsche is similar for both Germany and India and the company biggest promotion is its brand name, image, and reputation that have strengthened a lot in last few years because of the premium perception and brand appeal requiring little promotional support. Overall, the marketing mix of Porsche in regards to India and Germany differs in price and place for justified reasons (Porsche, 2018). 
[bookmark: _Toc393725018]Competition Strategies of Porsche

The competition strategies of Porsche have been discussed in regards to Porter’s Generic Competitive Strategies. Proctor(2014) stated that the position of the firms is determined by the profitability that is after above or below the industry average. When companies are successful in availing above average profitability, they are in a position to have sustainable competitive advantage. Jian(2011) further added that there are two kinds of competitive strategies in the form of low cost and differentiation. Additionally, there are three generic strategies helping companies to achieve above average performance in the form of differentiation, focus, and cost leadership. A detailed overview of the competition strategy has been discussed as follow.

[image: ]
Reference: Schultz(2018)
[bookmark: _Toc393725199]Figure 1: Competition Strategy



Cost Leadership-Khan(2014) stated that in cost leadership; the company sets out to become the lowest cost producer in the industry by using economies of scale to boost sales and profitability. Firms can also focus on using technological excellence and preferential access of sources and resources.Hanssens et al. (2014).further added that sustaining the cost leadership helps in becoming the above average performer in the industry with a potential of generating above average profit in the short and long run. However, Porsche does not fitinto the category of cost leadership as the prices of the cars are quite high and there is no focus on economies of scale. This is applicable for both Indian and German markets.
Differentiation-Patterson (2008) pointed that the differentiation strategy is based on seeking uniqueness within the industry along with seeking dimensions and elements that are preferred by the buyers. Payne (2005) further added that the focus of the company is more on selecting one or more attributes that buyers in the industry perceive as important and unique and then positionitself to meet those needs. Smith and Colgate (2007) added that this strategy is further rewarded for its uniqueness with a premium price. In regards to Porsche, the focus is more on premium and luxury elements that have differentiated it from other car brands. The further focus is on the quality that is on par with some other premium cars in the same category. The differentiation strategy is again similar in Germany and India but there have been few changes in regards to differentiation in Germany(Hanssens et al. 2014). The company has been positioning itself as an everyday car rather than a premium car that can be used rarely or on selected occasions. However, this ideology is still to be seen in the Indian market because Porsche still differentiates itself as a luxury and premium brand with unique appeal rather than an everyday car. It is assumed that considering the price skimming strategy and push for more sales in developing countries, this differentiation strategy might change in coming years.
Focus Strategy-Van Auken (2002) further added that the generic strategy of focus is based on narrowing the competitive scope in a systematic manner. Blythee (2001) further added that the focus strategy is based on selecting a segment and focusing on that segment by serving them and excluding others. Focus strategy has two variants in the form of cost focus and differentiation focus. The cost focus strategy is base don seeking cost advantage and the differentiation focus strategy is based on differentiating the target segment. The difference between the strategies lies in focuser’s target segment and other segment in the industry. Cameron (2014) further added that the target segments must have unique and unusual needs or the production and delivery system serving the target segment should differ from the industry segments. Guenzi (2007) pointed that the cost focus exploits the differences in the cost behavior in some segments and the differentiation focus explores the unique needs of buyers in some segments. In regards to Porsche, the company has a differentiation focus where the products itself is unique and premium in nature.
 The company also targets the specific segment of the society that has premium and luxury needs. It needs to be stated that even though the focus strategy sounds similar in regards to India and Germany or any other market, the truth is the difference in perception and focus in specific markets. The luxury car market in Germany is well developed while the same market in India has evolved recently (Porsche India, 2018).The presence of luxury and high-end cars is still at a nascent stage where only a few percentage of the population is successful in owning such brands and products. In India, the focus is more on luxury, high quality, status, and superiority while in regards to Germany, the focus is more on quality, comfort, exclusiveness, class, premium appeal, and affordability. Such focus is appropriate to a certain extent because of the differences in the countries in terms of the demographic, social, economic, technological, and psychological elements (Smith and Colgate, 2007). 
[bookmark: _Toc393725019]SWOT Analysis of Porsche in India and Germany

It is important to ascertain the strengths, weaknesses, opportunities, and threats of Porsche in regards to the operations in India and Germany. The SWOT analysis has been presented separately in regards to the stated countries starting with Germany followed by India. 



[bookmark: _Toc393725200]Figure 2: SWOT Analysis of Porsche in Regards to Germany
From the Germany perspective, the company has a number of strengths in the form of reputation, brand image, customer loyalty, and employee base that is dedicated to improve the products and use exclusive skills and expertise. The company has weaknesses in the form of being expensive with a limited product line but has opportunities in the form of designing future cars and expanding to other countries. It also has threats in the form of competition from luxury brands like BMW and Mercedes and recession that might affect the demand and supply pattern in a critical manner (Porsche, 2018). 
In regards to India, the company has a number of strengths, weaknesses, opportunities and threats that have been discussed as follow. 

From the above analysis, it can be said that the strengths in regards to India are in the form of a positive brand image, reputation, and luxury perception of customers. It has weaknesses in the form of high prices cars requiring further maintenance and offering low mileage in the city. The company has an opportunity to spread its distribution centers in different parts of India by creating a buzz and robust presence (Burns Bush and Sinha 2014). However, it also needs to plan in regards to how to deal with the Indian car manufacturers who are offering luxury at an economical price. Additionally, the import duties are a deterrent in terms of attracting the Indian buyers and are always a threat to divert their attention from duty free cars. However, the company has the potential to attract more Indian consumers considering professionals with high disposable incomes
      PESTEL ANALYSIS: 

It is further important to analyze the political, economic, social, technological, environmental, and legal factors in regards to Porsche in the context of the Indian and German markets. The PESTEL analysis has been presented in a combined but critical manner for both the countries. 
Political- The government in Germany has been focusing on using energy conversant sources and resources and also focusing on producing high mileage cars in order to increase the automobile sales (Burns Bush and Sinha 2014). Automobile sales contribute to the national GDP as the country has some of the best automobile brands in the world. However, the government is also strict in regards to the legal laws pertaining to the environment and Volkswagen has been fined in the past for breaching the environment code of conduct (Porsche, 2018). On the other hand, the Indian government has opened doors for foreign automobile companies to set their plants and cater to the needs of Indian consumers. The focus is further on having the presence of multinationals. The political difference is in the form of focus on the environment issues through the automobile sales (Burns Bush and Sinha 2014). The government of Germany is focusing on the development of electric and solar cars offering high mileage while the Indian government is attracting the foreign automobile brands. Taxes, regulations, and laws are also strict in India and foreign policies often play an important role in deciding the presence and absence of any automobile company (Statista, 2018)
Economic-There needs to be a balance between the demand and supply. The automobile companies contribute a significant percentage to the GDP of European countries. Additionally, a decrease in the exchange rate can affect the sale of cars worldwide. In regards to Germany, customers with high disposable income can buy the car, as they need not worry about the exchange rate and import duties. However, Indian consumers have started to show an increase in the surplus capital and buying power.
It needs to be mentioned that the currency difference embedded with disposable income difference plays an important role in deciding the buying behavior of consumers. Porsche sells less than 500 units cars in India but more than 70,000 in Europe. This is mainly because of the economic differences (Porsche, 2018). 
Social-Social factors include changes in the buying behavior of consumers because of the differences in the culture and demographics. In Germany, the focus is more on positioning Porsche as an everyday car while in India it is known as a luxury brand that cannot be used everyday (ClarkeFriese and Washburn 2016). In Germany, consumers are more likely to change their buying behavior because of the government regulations towards the environment and controlling emission. However, people in India are still lagging behind in terms of using electric car or low emission cars because of the high price. Thus, there remains a huge social difference between the two countries. 
Technological-German carmakers are known for their technological excellence and R&D. The use of new and innovative technologies, solar powered energy, electric cars, and futuristic designs has paved the way for further excellence for Porsche. Germany has more restriction on technology causing environmental pollution compared to India. Additionally, India does not have a manufacturing unit of Porsche and thus, there is no comparison in regards to the technological excellence (Porsche, 2018). 
Environmental-There are stern EURO norms regarding emission, greenhouse effect, and burnouts and companies like Volkswagen have been fined in the past. However, there are relaxed norms regarding emission in India (Porsche, 2018). 
Legal- Strict pollution norms in Germany and the government of India has also introduced BHARAT norms in line with the EURO norms. Germany has more stringent laws compared to India in regards to environmental pollution and emission of harmful gases. However, the company is affected by the legality of the norms in both the countries
[bookmark: _Toc393725021]Ansoff Matrix

Ansoff matrix is used to understand and highlight the risk of growth. It focuses on the strategies that can be used to highlight the growth strategies along with analysing risks associated with them. Hill and Jones (2012) added that the first element is related to the market development where new markets are targeted based on the analysis of the PEST, SWOT, market segmentation, and marketing mix. Joshi (2005) mentioned that the diversification strategy is based on selling different products or services to different customers in order to minimize risks posed by one country by selling more in another country or market. Patterson (2008) further pointed that the market penetration strategy is based on developing a new marketing strategy for encouraging more numbers of customers to use products while the products development strategy is based on extending the product portfolio, developing related products and services, and improving the customer service.
 In regards to Germany, the company has been using the market penetration and product development strategy because of the existing markets and market development and diversification is used in regards to the Indian market because of the fact that the Indian markets are new and nascent at this stage. This strategy can be assumed as quite beneficial because of the fact that German customers have number of choices and the company manufactures its products there, so there is a need for market penetration and product development because of the high number of sales in Germany compared to India (Porsche India, 2018). Additionally, the Indian market is still new to the luxury and premium cars and there is a needful better degree of understanding of the market.Mulcaster (2009) added that after selecting the ideal strategy, it is important to focus on the risk factors that can be in the form of human, operational, functional, financial, technical, natural, political, and structural. The below figure explains the elements of Ansoff matrix. 
[image: ]
[bookmark: _Toc393725201]Figure 3: Ansoff Matrix
Reference: Kotler (2007) 
Based on the understanding, it can be further said that there is a need for decision matrix analysis. Patterson (2008) pointed that decision matrix analysis is useful in making decisions by ascertaining a number of factors that can affect the decision making process. There is no doubt that Porsche has considered factors like cost, quality, location, and reliability before choosing the ideal strategy for the India and German markets. However, it can be assumed that there is a very little potential of changing the stated strategies in regards to both the countries as Indian luxury car segment is still at a nascent stage with low annual demand while the German market witnesses high demand requiring penetration and product development strategies. 
As per the report published by Statista (2018), it was found that Porsche sold around 30,000 units of cars in 2016 in Germany.
[image: ]
[bookmark: _Toc393725202]Figure 4: Porsche Car Sales in Germany in 2016
Reference: Statista (2018)
Statista (2018) reported that Porsche sold only 400 units in the year 2016 in India. This clearly shows that there is a huge difference in the sales figure of Porsche in India and Germany and thus there need to be different marketing strategies for both the countries. There is also a strategic difference between the directional approach as the Indian leadership style of Porsche is based on developing markets gradually through new dealerships while the German directional approach is more on developing new designs and marketing strategies to attract more numbers of customers. However, the focus remains the same in terms of offering the quality product at a premium price along with increasing the sales figures in a systematic and planned manner. 

[bookmark: _Toc393725022]Situational Analysis

Patterson (2008) pointed that situational analysis is based on wide arrays of methods being used by the managers to analyze the internal and external environment of an organisation for a better degree of understanding on the customers, competitions, and capabilities. The focus of the situational analysis is on the 5Cs as SWOT and Five Forces Model Analysis has been conducted earlier. In regards to the company, there is no doubt that the core objective of Porsche is to focus on the value generating growth along with producing quality products. The major goal of the company is to create value through quality and this has been discussed in the form of the marketing mix and marketing strategies being used by the company. The company’s goals and objective remain same in regards to India and Germany. In terms of the performance, Porsche has assets worth 35109 million Euros and there has been an increase by 9% in the year 2017 compared to 2016 (Porsche, 2018). The profit has also increased to 499 million Euros in the year 2017. This clearly shows that the company has been performing quite well. However, the deliveries are more in the US, UK, Middle-East, Brazil, China, and Spain whilst India does not have a significant place. 
[image: ]
[bookmark: _Toc393725203]Figure 5: Delivery of Porsche in Different Countries
In terms of competitors, BMW, Tesla, Ferrari, Lexus, and Mercedes are some of the key competitors of Porsche offering similar products with similar premium and luxury appeal. In terms of competition, Porsche needs to compete with the likes of Tesla and BMW in terms of producing electric cars with premium appeal. The focus should be more on the premium appeal and luxury element with the core objective of safeguarding the environment and controlling emission. Majority of the competitors are focusing on the futuristic cars and Porsche also needs to focus on this(Van Velsen2017).
Cameron (2014) stated that the identification and assessment of customers is based on the analysis of the demographics, market size, motivation to buy products, and income level of customers. In regards to Germany and India, there is a vast income gap because of the currency difference and quality of life is also different. There are more numbers of Porsche owners in Germany compared to India and the focus of the company is more on the German and related markets rather than Indian that is still developing slowly steadily(Clarke Friese and Washburn 2016). Porsche works on the direct distribution model where there are distributors selling the cars. Volkswagen supplies cars to India and there are no middlemen involved. The company has its manufacturing unit and suppliers unit in Europe helping in creating more demands and accessing more business opportunities (Porsche, 2018). 
From the climate perspective, it was found in the PESTEL analysis, that there is an economic difference between Germany and India along with differences in the exchange rates and inflation affecting the business. The demand is increasing slowly in India for Porsche cars while the sales figures in regards to Germany have been always high showcasing the gap between the two nations in terms of acceptance and demand for the products. Thus, the focus of the company can be on developing new opportunities in Indian markets but the mature markets in Germany would be more profitable as suggested by the sales figures. 
[bookmark: _Toc393725023]Organizational Approach

The organizational approach of Porsche in India and Germany is more or less similar. It needs to be mentioned that the core strategies and ideas are formulated in Germany and are distributed to different countries channel partners and distribution centers. The company focuses on the growth that creates value and the growth is further inclined towards four primary goals. The first goal is to inspire customers by offering them unique products and superior brand experience followed but the excellent earning power(Clarke Friese and Washburn 2016). The third goal is innovation and sustainable actions followed by the fourth goal in the form of attractiveness as an employer and an economic partner. The company wants to invest heavily in the electric car segment as the laws regarding the use of petrol and diesel are expected to be more stringent. The company further expects that the demand for electric cars will witness an upward trend in coming years in Europe but the same cannot be said in regards to India, as the country is yet to accept the notion of electric cars and related investment at the mass level (Porsche, 2018). 
The company further focuses on creating sustainable value in both the countries by analysing and addressing the connection between the economic returns and value creation methods for the environment and human beings. The organizational approach towards enhancing customer experience remains the same in both the countries. The company offers a range of its products through the network of exclusive Porsche distribution centers that are also equipped with the tools and activities to support customers’ requirements (Porsche India, 2018). They also have a team of “flying doctors” who represent professionals having technical expertise with zeal to travel to different parts of the country to meet customers’ service requirements along with supporting the technical matters of the company. In Germany, such things are more systematic and streamlined because of the availability of more centers and professionals (Porsche, 2018). 

It needs to be mentioned that Porsche’s present and future design, price, specifications, and attributes are decided by the core management team functioning from Germany while the exported products are designed as per the country’s specification, needs, and demands. The core value and functioning remain with the top management. However, there is no doubt that there will be a difference in the approach for other countries (Porsche, 2018). In regards to India, it needs to be stated that the country has been developing at a rapid pace but the inflation, exchange rates, poverty, infrastructure, and customer service remains huge challenges. On the other hand, Germany is already a developed country with access to the latest technologies and infrastructure that makes it all the more convenient to introduce new products. This is mainly because Germans are already used to the brand image, appeal, and reputation of the company, as there are more numbers of Porsche owners in Germany. However, things are different in India as only a few and selected numbers of people own Porsche cars (Van Velsen 2017). 
These people further use Porsche cars for limited purpose while using some other brand car for everyday purpose. The focus of the company is more on developing new markets and India is one of them. Porsche (2018) reported that China contributes a lot to the revenue model of Porsche as almost 10% of the cars are delivered to China on annual basis out of the total percentage of the deliveries. However, the same cannot be said in regards to India that is also a developing country like China as the numbers are quite low that is further supposed to be low because of the difference in the exchange rates and purchasing power parity. In this regard, the marketing strategies used by Porsche for the Indian and German markets seem to be justified on the grounds of differences in the economy, inflation, currency difference, demand and supply, political and economic factors, and market conditions. Both markets are different requiring different marketing strategies and directional approach. 

[bookmark: _Toc393725024]Conclusion

From the discussion, it can be said that India has been emerging as a slow market for luxury and premium cars like Porsche while Germany is already used to such premium cars. The demand for the luxury brand like Porsche is quite high along with the sale in Germany while the same is limited in regards to India. Market development and diversification are assumed as the ideal marketing strategies in regards to India while market penetration and product development are assumed as the key strategies in regards to the German markets. Even though, the focus of the company remains on customer satisfaction and offering quality with sustainability, the difference in the marketing strategies is mainly because of the difference in the political, economic, social, technical, legal, and environmental factors and also in the STP that has resulted into the focus strategies of two kinds differentiation and cost focus. Overall, it can be said that the marketing strategies will always change as per the changes in the PESTEL factors and shift in the demand. However, in regards to Germany and India, the difference lies in terms of the developed and developing nations.  
[bookmark: _Toc393725025]Recommendations

Based on the discussion, it is recommended that the company needs to enhance its sales in India by reducing the price of its cars using price-skimming methods. This is mainly because of the fact that price plays an important element in affecting the demand for any product. Second, the perception regarding Porsche cars in India needs to be changed by making it an everyday car rather than a premium occasional car. It is further recommended to associate the brand with a social cause in order to highlight the attention of the masses. Porsche is termed as a sports car and the company needs to focus on the SUV segment as it is flourishing at a rapid pace while sports car demands are very limited.
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