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[bookmark: _Toc60851772]Introduction
Fontain Motors is a membership that works in offering exploited extreme cars. The extraordinary value that Fontain Motors offers is the unprecedented integrity and experience they use to get their customers the best of vehicles in terms of quality and detail. Their power is used by Audi cars. People from the nation come to them specifically for their experience, connections and distinction with Audi.
[bookmark: _Toc60851773]Marketing Overview
Marketing is a process used by associations to ensure that its stuff gives and sends the value they need to satisfy customers and return them (Hanson and Kalyanam, 2014). During advertising, there are many devices that include orchestration and construction of the item, ensuring that it meets its warranty. Transmission and liaison with key stakeholders. Most importantly, in order to reap the benefits of this thing, to convince customers, this is the thing they need to choose.
[bookmark: _Toc60851774]Revelation of the direction
The mission statement is the part of the show that communicates the inspiration that drives the whole special endeavor to the thing or the association outside and outside. It includes what it's worth joining, what his clients need to see his articles. It also includes what kind of customer support should be added, ideally to the brand. The whole measure of motivation is entirely planned around this.
[bookmark: _Toc60851775]Measurable study
The factual review is important for any exhibition action. The exclusive factual review is an accurate window into the client's brain. To do something honestly intends to collect it as indicated by the client's needs, if they know about it. The actual inspection remembers the range of information about the market to which the item will be sent. In general, the information includes recognition of customer requirements that have not yet been inclined or have not reached the correct value (Chrzanowska, 2010). Now it is essential to study the competitors and to study their technique and how they position themselves on the alert. More internal and external measurements will recall a report on how stunning suppliers are and how amazing customers are. Given this information, the promotion team must develop a component that is completely located in the territory of perception and that sends the right message and meets the right needs.
[bookmark: _Toc60851776]Model Porter 5 Forces
This model was created together for an association that quickly assesses the vital parts of the market and whether it is profitable to enter or stay in the said market. This model will currently be applied to Fontain Motors' own car business to assess its severe climate.
1. Competition in the industry: This is the strength that characterizes the number of associations in the business and how much interest they are fighting. In case there is such a large number of members and the interest is low, this is a deeply serious market (Warner, 2010). Whether the interest is high, it is still significantly serious. At the expense of Fontain Motors, the UK vehicle sales centre industry is high in terms of rivalry overall with around 2,500 suppliers making a £ 53bn business. In any case, it must be borne in mind that Fontain Motors contributes a large part of its cash, gaining practical experience in a very specific specialty in that market. This specialty is a business opportunity for used, heavily refurbished Audi. It is worth not just the vehicles, but the experience and care needed to adjust them. In this sense, Fontain Motors is generally no opposition.
2. Potential for new entrants: The potential for another market segment in which Fontain Motors operates is extremely low. Due to the main major obstacle to entering this industry with the gigantic financial plan needed to try to start an exchange of vehicles in the UK. It used to be easier to launch small ones and grow from now on, but now, with more rivalry and manufacturers having their own business, it is extremely difficult for another association to enter this market (MacKay, 2011). There are also a huge number of guidelines and legal circles that organizations have to go through to open a vehicle sales centre in the UK.
3. Supplier Power: Supplier power is impressively high for this situation, as they can take steps to enter the business on their own. Autonomous companies have recently come under pressure as brands open their own suppliers, especially local brands. In the long run, these organizations have gained their reputation and collected their brands and do not hesitate to enter the business on their own. They have the funding, the basis and the scope of the elements to help with that as well. Fontain Motors, in any case, again gives its strength to this situation. They sell used Audi cars, you can never find a used Audi vehicle at an Audi dealer. Because Fontain Motors introduces customers to an Audi item that looks great on everyone around, but can be won with more modest value, it simply helps build the Audi brand that is useful to them. This is the reason why Audi stays away from the direct dispute with Fontain Motors.
4. Customer Power: Customer intensity is nothing but difficult to determine with the automotive industry. Each vehicle brand has a special offer for after and respect. In almost all cases, the reasons why people buy vehicles are elusive, especially in the case of extravagance or sports vehicles. This model thinks about the number of substitutes and the choice. As for Audi brand replacements, there are many. However, there are no reasonable options unlike Fontain Motors, in case you are looking for a low rated, used, first class Audi. In any case, it is difficult to say exactly what Audi's main customer audience is. Thus, the intensity of customers can be considered medium.
5. The danger of substitutes: There are various brands that are better known than Audi in the UK vehicle market at the moment, according to reviews. This suggests that the risk of substitutes is high. However, this does not affect the transactions without a doubt. Because each brand of vehicle has a commitment after that and rarely changes in size or different ratio. So generally speaking, the risk of substitutes is low for Fontain Motors.
[bookmark: _Toc60851777]Swot investigation
In the Swot investigation, we will look at the overall perspective on the advantages and disadvantages of the Fontain Motor situation. We will look at the characteristics, weaknesses, openings and threats associated with the market activity that Fontain Motors does.
Strength:
- An exceptional brand, following both itself and Audi
- Staff with extensive experience both in the Audi brand and in the expectations and thoughts of each customer.
Threat:
- Excess in decision making for components.
- The offer of recently owned vehicles offers a path to the expected size of the market.
Opportunity:
- Audi has a long way to go in improving its electric and a half and a half extravagant cars. Fontain Motors must have a respectable fleet of cars soon enough to disrupt EV.
- Domestic vehicle brands and foreign brands with a direct stake in the UK, suffering from not very wonderful Brexit deals.
Threat:
- Other brands of vehicles that improve electric vehicles
- Excessive dependence on the brand can give them an excessive effect on Fontain Motors.
Despite the fact that the 5-hour model is still widely used as an assessment to study market capacity, it does not meet the most current business sectors (MacKay, 2011). It does not take into account the progress and rapid changes that are regular to date.
[bookmark: _Toc60851778]Focal points
- A key evaluation tool that does not require many resources to use.
- It can be used to limit inaction when trying to look at the market, as it can be used as a ground test to assess each market.
- It can depict the challenges that the organization can deal with in a predefined market
[bookmark: _Toc60851779]The marketing mix
The Product: What it means to sell for money is known as something (Schindehutte, Morris and Pitt, 2009). As for Moors, it is used by Audi cars at the best price with incredible customer support and vehicle tuning assignments.
The Place: Where the association sells is as important as what it sells. The place from which an association will perform its exercises is crucial to the fate of both the component and the affiliation.
The Price: Price is an important part of Fontain Motors' personality. As he sells used vehicles, but with incredible adherence to a remarkable assumption of respect, his lower costs become a tremendous incentive for money in the customer's mind.
The Promotion: Fontain Motors sells extreme vehicles. Ordinary methodologies for progress will not work. In light of everything, Fontain Motors relies on its own assistance to enter the minds of its customers and the people it meets (Russell, 2018). He relies on a relationship with your clients that is beneficial for a long period of time for both meetings.
[bookmark: _Toc60851780]The role of marketing in creating value
[bookmark: _Toc60851781]The marketing concept
The motivation behind advertising and the inquiries it places on companies over the years have changed. The advertising idea is the current cycle of what the demonstration intends to associate
The popularizing idea is the idea that associations need to study what clients need, how they need them, in what structure and at what price, and then build an element that coordinates what they measure. The demonstration idea recommends that the association or item that has obviously worked around the customer and meets his needs be the best.
[bookmark: _Toc60851782]Marking
The brand is basically an identifier for an item and even more broadly for an organization. There are several unique items on the market on a regular basis that are designed to meet a similar need or deal with a similar problem for the customer. It is important for each of the associations to be separated from the others who observe. This is why associations give customers something to link the special value they receive from items (Coomber, 2015). For example, the ability to have a consistent, perfect, excellent and useful computer is easily related to Apple. The feeling of perfect automotive extravagance suggests a fact, the Rolls Royce logo. This is what brands achieve, they represent everything the item has to offer, in a direct image, logo or name.
[bookmark: _Toc60851783]Preferences
- The brand gives the association a public character.
- Once the brand is created, it makes tons of demonstrations all by itself. The created brand can give a predominant value without anyone else.
- The brand can be changed to accommodate the association. The brand can control how people see the association and thus can help the brand by gaining dominance in demand.
[bookmark: _Toc60851784]Fontain Motors strategy
Fontain Motors uses a branding strategy to expand the product line. Fontain Motors is now widely rumored to be getting the best-used Audis by reworking them to the most noticeable extent possible and providing customers with the perfect definitions, quality and price. This is what their image intends for Audi fans (Lee, 2015). They do not hope to embark on other brands of vehicles. They tend to associate their name with one as well-known as Audi and continue to acquire the best of Audi. This solitary serves to extend their current image image throughout their client. This is a typical case of a known technique for marking product line extensions.
The matrix of Ansoff and Fontain Motors
Ansoff's matrix is ​​a technical model designed to help organizations explore what improvements they need to take in terms of their products and business sectors. There are new elements, new business sectors and existing items and markets, each exclusive combination of the two can be a strategy for an organization that relies on their broader environment.
Fontain Motors, for example, follows the Market Penetration Strategy. They sell Audis and are the best at it. They do not want that to change. They need to continue to sell used Audis with an incredible incentive for their customers. They need to make sure they are the lone seller of used Audi in the UK (Lee, 2015). Since this is something they spend a lot of time in, they expect to overcome this market completely.
[bookmark: _Toc60851785]Stakeholder types and engagement and their impact on marketing activities
Partners are any meetings that directly affect or are influenced by the associated organization. At the time an association operates in a climate, it therefore begins to influence people in that climate and all those involved in its business (Saarinen, Tinnilä and Tseng, 2006). The association influences its clients, representatives, networks based around the territory of activity. It is then again influenced by its suppliers and the public authority in terms of its guidelines and decisions. These gatherings are partners in the association.
[bookmark: _Toc60851786]The internal stakeholders
Delegates: Employees are the clearest internal accomplices, apart from the owners, they are the only social occasion for people who can generally be affected by any movements or dangers to belonging. Each membership depends on the ones made by its representatives. In case the workers perform well, this will also happen from the affiliation. On the other hand, any decision made by the association affects its representatives. The critical inspiration for Fontain Motors to treat customers is a direct consequence of the vast experience and knowledge of their delegates. Clients receive so much help and treatment from workers that they never choose to recall.
Supervisors: Managers can choose how affiliation will dominate. As can be expected, choose the last solution and the lower supervisors together decide how to get there. Only one decision can cause disappointment or brightness for the affiliation. Heads often have a gigantic, demanding share of membership. The managers of Fontain Motors are the ones who keep in touch with Audi and deal with the corrective end of the business.
Owners: Owners have been the most invested in a relationship for some time, given the way the enclosure of affiliation implies that they lose a lot of their assets. This is why they point to something extremely important in important decisions. This further chooses the possible fate of the relationship to improve things or in a negative way. The owner of Fontain Motors has contributed time, money and significantly more to his affiliation and now has an illustration of the beating difficulties. This shows how important the accomplice is to the owner of the affiliation.
[bookmark: _Toc60851787]The external stakeholders
Suppliers: Suppliers are critical partners, considering the way things or businesses would not exist without them. The Audi brand name is a huge and captivating commitment to Fontain Motor. If Audi has not created vehicles as well as they are known, there will be no interest in vehicles from Fontain Motors (Law, 2007).
Government: The decision taken by the public body insofar as the law and regulations affect how the associations cooperate, or rather should cooperate. For example, the UK government's decision on the Brexit deal is something many associations are eagerly awaiting, as forgetting the possible fate of their business in Europe costs them money.
Customers: Has a business affiliation that serves one of the requirements of its customers. So it is not surprising that customers are a major partner in an association (Saarinen, Tinnilä and Tseng, 2006). For Fontain Motors, their customer is important, given the way they are loyal and will continue to return (Daum, 2003). They will also recommend Fontain Motors to family members. In any case, customers are aware of the anticipation of the best quality for used Audi cars and Fontain Motors should think about this.
[bookmark: _Toc60851788]Stakeholder communication and influence
The main people Fontain Motors should address are its agents, as they are the first and also the most important goal of the association's contact with its customers. It is their abilities and behavior that customers experience directly for Fontain Motors. This is the thing that assembles the image of the brand according to the customer. If the agents perform well, the evaluation of the brand or its items will be conveyed through their lead, data and organization. (Daum, 2003) They further ensure that the vehicles sold really meet the quality assurance guidelines guaranteed. So the proposal of Fontain motors depends entirely on their delegates.
[bookmark: _Toc60851789]Conclusion
[bookmark: _GoBack]The show explores the full breadth of promotion in a legitimate setting. Based on what is progress towards how the association is perceived and its component. How to publish plans and update the agreement, which will lead to valuable customer relationships. This arises entirely through the end point of convergence of Fontain Motors, whose different levelled setting gives the user a pragmatic setting to conquer viable theories. In light of everything, the show provides a solid attempt to increase the significance of the constraint of the exhibition in an association.
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