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Ferrari Marketing Strategies
Introduction 
The Ferrari Company is a luxury sports car manufacturer leading in the industry with the core element of the market being its very product, the Scuderia Ferrari racing car. The company has its roots base formed by Enzo Ferrari in 1939 in Italy and has other models such as F12Berlinetta, 488GTB, and 488 Spider (Campbell). According to the American Marketing Association, marketing is the unique collection of the actions and the processes for the delivery and making of value and products for the customers, clients, and the public as a whole (Jaworski and Drucker). The essay, therefore, explains the different marketing processes and analyses for the Ferrari manufacturing company about their customer value.
Marketing Process 
The marketing process is the identification of the marketing opportunities, analysis of targeted markets, designation of marketing strategies, and programs to implement and control the marketing efforts as was defined by Kotler (Rollins). The main processes, according to Rehme and Rennhak, is the planning and execution of the marketing strategies of the company. 
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Fig. 1. Marketing Process from: UzomaMadu, Augustine, et al. "A Review of the Concept, Relevance, Processes, and Planning Strategies for Marketing Library and Information Services." International Journal of Library and Information Studies, vol. 7, no. 1, 2017, pp. 124.
Mission 
“We build cars, symbols of Italian excellence the world over, and we do so to win on both road and track. Unique creations that fuel the Prancing Horse legend and generate a “World of Dreams and Emotions.” The Vision, “Ferrari, Italian Excellence that makes the world dream” shows the level of experience in the car manufacturing industry. 
Objectives and Values 
The company excellence and performance objectives and values include the creation of teams through the individuals that are the greatest asset to the company, emotion, and integrity to remind the enthusiasm and motivation to excel and ensure a sustainable future and innovation as a tradition for the company topped with passion and excellence to ensure that work is smartly done with a passion for excellence. 


Strategy and analyses
The marketing strategies of the Ferrari Company will be analysed and their implementation clarified as the marketing team of the company has taken steps in brand awareness through communication with the public and demographic as well as segmentation strategies along with selective targeting (Bhasin; Chamat). 
Pestle and Situational Analysis 
The political and legal restrictions have risen in favour of improved environmental restrictions in companies in addition to the different country employee restrictions and contracts. The changing policies and tax rates in different countries affect the operation of Ferarri. Intellectual property laws, as well as consumer protection laws in addition to environmental and climate laws, are legal and environmental restrictions that are affecting global distribution.
Economic. Economic changes in Italy such as the economic structure and stability in addition to the infrastructure quality in the industry as well as the inflation, interest, employment, and economic growth rates are in play in the industry.
Social Factors. In many countries, the skill levels are low, and this demographic, as well as geographical differences, affect the company. Moreover, the increased social awareness of health and the environment in society is a possible threat to the increased innovation in the manufacturing industries.
Technological. The increased technology advancement is a significant strength for the company; however, the industry has also become one dominated by online transport companies such as Uber and Taxify that have eased access. Technology in this industry affects the cost structure and value chain hence impacting the products. 


Porters 5 Forces Analysis 
Competitive rivalries on the side of the Ferrari NV is a strong force because the automobile industry is consistent with many other strong and consistently innovative brands such as the McLaren, Automobili Lamborghini, Lotus, Bugatti, Acura, Maserati, Porsche, and the Tesla.
Suppliers. Given the brand name of the Ferrari NV, being a supplier to the company is highly honoured, and therefore many suppliers would be willing to supply to the company. In this regard, the bargaining power of suppliers is low because the available suppliers are many. 
Alternatives. The threat of substitution for the Ferrari is moderate because the alternative forms of luxurious transport such as the yachts or the private jets are more expensive and use other forms of transport different from the Ferrari. 
Buyers. The bargaining power of the buyers is low because the Ferrari NV has made its brand one that is mainly present among the rich and wealthy who are actually few but willing to purchase the quality of the cars. 
New Entrants. The power that new entrants have is highly controlled by the competition that the Ferrari NV presents as the company has established itself to a level of high investment (net worth of the Ferrari is $36.21b) with quality and production rate (Zacks Investments). The Ferrari NV has a brand name in the manufacturing industry that would take new entrants much work to reach. 
SWOT Analysis
The SWOT analysis for Ferrari will enable the company to notice its core competencies in order to ensure that the company develops those and in the realisation of its weaknesses to devise solutions that can improve competitiveness. In view of knowledge on the opportunities, the analysis, therefore, ensures that innovation is in the right departments and therefore simplifies innovation. However, the SWOT analysis is limited because it does not offer direct solutions to the weaknesses and does not apply to emergencies and decisions. Therefore, the information given in the analysis is limited in its scope. 
Strengths. The Ferrari brand is one that is known as a legendary brand name that is a typical strength in addition to the innovativeness of the inside team that ensures the production of new quality products. Moreover, the brand has further taken advantage of the online presence to improve marketing, but regardless of this, the brand is still one of the most researched a great strength (Bhasin; James). The Ferrari product is advantaged with light aluminium products that are light and a quality safety team for the racing car market hence consistent innovation. The strong financial position of the brand offsets threats in the industry.
Weaknesses. The Ferrari has a limited distribution network across the globe which couples with the shortage of Ferrari professionals. Additionally, environmental sustainability regarding fuel efficiency remains a challenge, and the low production volumes in the strategy are a weakness (Bhasin; James). 
Opportunities.Technology development and the growing need for faster cars on the global market as well as expansion into diverse markets such as India. The development of luxury cars such as roominess and large space as well as the perfect packaging and colours are an opportunity for the company as very few automobile firms manufacture cars (Bhasin).
Threats. Stiff competitions from rival companies such as Lamborghini which in addition to competition produces larger volumes of cars that can satisfy the market represent a threat to the company. Moreover, these brands have produced high-performance SUV's and the ever-changing environmental consciousness further threatens the company regarding the release of carbon-dioxide (Bhasin; James). 
Relate Segmentation, Targeting, and Position
The Ferrari has positioned its brand as a sophisticated brand and therefore practices selective marketing which is the reason why the brand is majorly for celebrities and wealthy people worldwide (Mirzayev). The company has gone ahead to avail particular rules that ensure that the target customer is in possession of the car. These include; no employees of the company purchasing the car and buyers in countries like America are signing agreements immediately after the purchase that instruct that the cars will not be sold within the first year of purchase. If they are to be sold, they are sold to people in the age range of 40-50 (Schmidt). In this way, the company has divided its market for the public, wealthy and mature people in terms of demographics. Schmidt notes that it is because of these rules that the company has particular disciplined and brand exclusive customers. By using advanced tracking, the Ferrari Company can locate the target customers who are then consistently reminded by ads on their websites in addition to locating the targeted/interested buyers through their search traffic information to avail search results (Chamat). 
Marketing Mix
Product. Ferrari is highly known for its sports cars that have specified their place in Formula 1 race cars and hence a market specificity. However, Mirzayev alleges that the company, as a marketing strategy has set up different products in different areas such as watches, shoes, and perfumes in addition to places such as the Ferrari branded park in Abu Dhabi that market the Ferrari quality to the public (8). 
Price. The Ferrari price strategy includes a fixed price strategy which is purposed to limit the buyer strength. However, for the international market, Ferrari sets a maximum price for all its retail suppliers, and dealers are allowed to negotiate prices to ensure continued financing (Elkann). 
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Fig. 2. Average Prices from: Statista. "Ferrari - Europe | Statista Market Forecast." Statista, www.statista.com/outlook/1000058/102/ferrari/europe.
Promotion. The Ferrari is initially promoted by the Brand identity. The Ferrari brand has been classified luxurious and classy and therefore, is known for its unique and wealthier customers. 
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Fig. 3. Brand Identity Prism for Ferrari from: Mirzayev, Turan. "The Ferrari." Maastricht University, www.researchgate.net/publication/341976034_The_Ferrari.
Promotion through Providing for Diversity and the use of Technology. In countries like India, the Ferrari has been marketed to show that it does not segregate the people. At the same time, Mirzayev adds that the company has developed strategies such as the education of the public about the Ferrari, and its products (8). There exist clubs that educate people to learn anything about Ferrari and the “SF" app has been developed for the users to ease access to their products. The search marketing and display ads have become one of the most adopted promotions of the Ferrari. Using direct mail campaigns, trade shows, catalogues, and uniquely designed display adverts, the brand displays a unique sense of luxury and class (Chamat; Mirzayev). 
Place. The Company is driven by the changing desire for improved and speedy cars on the global market and the luxurious lifestyles in the different distribution channels across the globe to ensure implemented distribution strategies (Bhasin). The initiation of the company is done through the distribution channels in different parts of the world with up-to 50 distribution dealers across Europe, North, and South America, as well as the Middle East (Mirzayev). The prices in different places are related to the price strategy.
Conclusion and Recommendations 
According to Mirzayev, Ferrari could be more prosperous with the geographically strategic pricing to account for transportation costs and the difference in location. Also, the company can use a more rapid innovation strategy that will ensure that customers reduce their bargaining power and collaborating with other rivalries (FernFort). However, the company brand maintains a steady growth rate. 
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