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Introduction

Kotler (1989), has defined marketing as ‘’ The science and art of exploring, creating, and delivering value to satisfy the needs of a market at a profit.’’ Furthermore, Doctor Philip Kotler Believes that the marketing identifies the unfulfilling needs and desires of the customers.
The purpose of this paper is to write an individual assignment about the marketing fundamentals of a company.  However, the American Marketing Association (AMA), identifies the marketing as a process of creating delivering communicating with high value for customers, partners, and society at large. For this paper we are going to use McCarthy’s 4 P’s (1960) to describe the current marketing mix strategies. For this assignment I’m going to choose to write about BMW. In this paper I’m going to write about the marketing of the company BMW, Determine the segmentation, targeting and positioning strategies of BMW. In this assignment we will also have the history of the company and its mission statement.


Marketing
What is marketing? Everyone has different concept about everything, so they also have a different concept of what marketing stands. The AMA Sees the marketing as set of institutions and a process for creating, delivering, and exchanging offerings that has value for customers, partners, and society. While doctor Kotler defines marketing as the art of exploring creating and as a science. Furthermore, Doctor Kotler also agrees that marketing identifies unfulfilled desires and needs of the customers. The marketing according to Doctor Kotler when the segments of the company can serve at their best, design and promote the appropriate service and products. 
When it comes to marketing the first thing that comes in mind is marketing mix, the 4P’s of marketing. They are the product, price, place, and promotion. These are one of the many examples of a ‘’ marketing mix’’ word tools that are used by marketers to achieve their objectives.
The 4P’s check that where first envisioned by McCarthy in 1960, that will be discussed later in this paper.



Background of the company
 The acronym BMW stands for Bavarian 	Motor Works Company. According to Collis et al. (2013), BMW is a German multinational industry that has been founded in 1916 by Camillo Castiglioni and Karl Rapp. Furthermore, the authors are stating that BMW is producing the most luxury motorcycles and vehicles.
The headquarter of BMW is in Munich, Germany but it spreads worldwide, and they also produce different brands like Mini and BMW I.
                 Figure: ‘’ BMW’’ (Carrol et al, 2014) [image: ]
The BMW company wants to channel its image and it must be available to meet the demand and the needs of the customers with strong value proposition. (Boiral et al, 2014)
The company BMW has one mission and vision. To improve and to be lucrative for long-term and to become world’s leading provider for its best services and products.
 

Segmentation, targeting and positioning of the company BMW.

In segmentation there are four strategies. furthermore, we will have the four strategies from segmentation and their description along with a figure (fig. 5.1). 
· Undifferentiated this is when marketers decide that there is no diversity on the market segments. However, even an undifferentiated segment can be segmented based on secondary desires. 
· Concentrated is when a marketer focuses only on one segment of choice. The marketer develops an appropriate marketing mix and is using all its efforts and resources on the segment of its choice. However, there can be threats and the selected segment can be too narrow and wrong market selected. 
· Differentiated it means that there is attention on more segments. The company choses more than one segment and assemble marketing mix for each one. There are also influential decisions. They are the following: 1. competitive conditions.
                                                             2. corporate objectives
                                                                           3. available resources 
                                                                           4. alternative marketing opportunities
· Customised this process is when the market is so divers that the company strives to content each customers needs and desires by creating a different marketing mix for each one.
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(Moutinho, 2000).
Furthermore Moutinho (2000) agrees that the segments should be categorised by their economic value and level of demand. As soon as the target markets have been identified by the marketers, the marketing mix must be set. However, when deciding the marketing mix, one must be certain that the used elements are not considered in a vacuum, but are considered as they are affected by the changes. 
As we can see so far in this paper from the background of the company BMW, the BMW company somehow has a bit of each four strategies of segmentation.  However, segmentation is also the dividing of the customers by certain categories, developing products and services that are attractive and fairly to everyone. Below we have a table that illustrates BMW segmentation, targeting, and positioning. (BMW Group Report, 2016)[image: Graphical user interface, application
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In this figure from the BMW Group Report we can see that the segmentation is done demographically. The region is used to substitute various characteristics, demographic, socioeconomic, and cultural. 
It is also done psychographic, meaning that the company is basing on selling their products assuming that the customers will buy the products for its benefits when they are going to use it.

Targeting is the decision of the company towards which product-market will their direct attention for marketing programme positioning strategy. This is one of the most demanding tasks for the management team. (Moutinho, 2000). Moreover, the targeting is done easier by a company once the segmentation step is concluded.
Furthermore, the author has identified few steps towards the best target market strategy:
1. Figure how to create an opportunity in the product-market.
2. After a thorough evaluation, the opportunities still are a good advantage.
3. After detailing to the company each of the created opportunities, asses the other options on the market and the management must decide of the chosen opportunity is the best choice over a mass target market procedure. 
4. Final step is to select the target marketing strategy.
The management duty is to identify each opportunity and then decide what programme positioning strategy will get the most favourable profit. 

The positioning strategy of BMW. The brand is positioned as a ‘’premium automotive brand and its selling point is the pleasure of driving, motto’’. BMW has a competitive positioning, being one of the largest companies that produces the most luxurious vehicles. 
The competitive strategy is the search for a beneficial competitive position in a company and also thrives to initiate a profitable and sustainable position against competitors. (Porter, 1985).
Furthermore, Poter (1980) has identified two major paths towards creating competitive advantage. The term he used for these is cost leadership and differentiation. Moreover, the author in 1985, has appraised how each can be accomplished. 
Moreover, Collis and Montgomery (1997), made a figure that describes the advantage creating resources.[image: Diagram, venn diagram
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BMW is a company that has maintained its positioning over such a long time, due to the company’s competitive advantage. The BMW group has initiate a programme for customers to show them their desired model on the screen and confirm it before purchasing. 


Marketing mix

As mentioned in the beginning the 4P’s of McCarthy will be used in this paper. 
‘’Marketing is engaging customers and making profitable customers relationships’’ (Kotler et al. 2020).  The goal of the marketing as Kotler et al. (2020)has described it, is to catch the customers eyes by guarantee superior value, keeping and expand the current customers by delivering what it has promised. Below we have a figure that represent five simple steps of the marketing process, in the process of creating and encapsulate the customers value.[image: Diagram
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(Kotler et al. 2020). The five steps figure demonstrate that by generating value for customers, the company in return apprehends value from the customers and gain long term profits.
The marketing mix   
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The following table ilustrates BMW segmentation, targeting and positioning:
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Figure 10.1
Advantage-creating
resources

Contribute to providing value
for customers

Sustainable
competitive
advantage

Are hard for
competitors to
acquire or imitate

Are unique to
the firm





image5.png
‘This important figure shows marketing in
a nutshell! By creating value for customers,
marketers capture value from customers in
return. This five-step process forms the
marketing framework for the rest of

the chapter and the remainder of the text.
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Figure 1.1 The marketing process: creating and capturing customer value
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Fig. 5.1.
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