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[bookmark: _Toc512814025]Introduction
In order to achieve successful business growth and profits across the international markets, there is a need for implementation of a highly structured and focused marketing strategy. However the marketing strategies needs to differ depending upon the overall cultural and economic characteristics of the different international markets. This assignment will focus on identification and evaluation of the marketing strategies employed by the organization of Land Rover for promoting their new luxury SUVs named Land Rover Discovery in the markets of Germany and India. Land Rover holds a high reputation in the global markets owing to their luxury SUVs which effectively caters to the demand of their global customer segments (Akaka, 2013). The new Land Rover Discover offers higher and technologically advanced features and specifications to the customers that has a high demand in the present automobile industry market. However, while promoting the product in two different international markets such as Germany and India which are socially, culturally and economically diverse and dissimilar, marketing strategies must be implemented with caution so that success product promotion is achieved or obtained. The report will explain in details the existing differences and the overall similarities between the uses of marketing strategies by Land Rover for promotion of the product of Land Rover Discovery in the different international markets of their choice. 
[bookmark: _Toc512814026]Comparing and contrasting the marketing strategies employed by the organization in different international markets
[bookmark: _Toc512814027]Marketing Objectives
IN order to facilitate the implementation of useful marketing strategies, Land Rover must identify their marketing targets and goals in relation to the concerned markets. While developing of the marketing objectives, SMART objectives must be developed, that makes the goals to be realistic in terms of markets, highly precise, measurable as well as achievable within specific timeline.
[image: Image result for SMART goals]
The dissimilarities in the overall marketing environment of the international markets of Germany and India, the development of the marketing objectives can be different for the two different international markets. 
The specific SMART marketing objectives for Land Rover in the German market have been listed as follows:
· To achieve an enhancement of the sales and revenues by about 5.5 percent in the automobile industry market of Germany within 3 to 6 months of launching the Land Rover Discovery.
· The achievement of a better competitive position in the market by improving the market share by nearly 4 percent (Kotler, 2012). 
· To improve the brand appeal among the customers and attract the loyal customer segments towards buying from the new product offering in the market. 
On the contrary, the specific SMART goals developed by Land Rover for the international market of India have been listed as below;
· To improve the overall market sales in India by about 3 percent by launching and introduction of the product of Land Rover Discovery.
· To generate higher brand identity and reputation in the Indian market and gain the loyalty and attention of the Indian customers towards the products deliver3ed by Land Rover. 
· To focus upon differentiating the overall product offerings in the market, so as to compete in an intense Indian market and cater to needs of the niche segments of buyers and car lovers in the market. 
· To appeal to the loyal customers in the Indian market in buying the newly launched or introducedproduct of Land Rover Discovery.
[bookmark: _Toc512814028]Market Analysis and Research
While developing and implementation of the marketing strategies for the automobile markets of India and Germany, Land Rover must focus upon conducting in depth market analysis and research. This can help the organization in evaluation and understanding of the market statistics, trends and growth opportunities, which can determine the success or failure of Land Rover Discovery in the Indian automobile industry market. In addition through market analysis and research, it is also possible for Land Rover to identify and evaluate the overall level of competition and rivalry faced and develop their strategies accordingly to achieve better success and development. The detailed analysis of the targeted international markets of India and Germany have been discussed below;
Analysing the Market of Germany
The automobile industry market of Germany is said to be highly developed and advanced. As highlighted by the facts and statistics, the overall automobile industry market in Germany is seen to generate overall 400 billion of euros in revenues considering the year of 2016 to 2017. In addition Germany is also considered to be among the largest automotive market in Europe both in the perspectives of sales as well as production. In the year of 20915 to 2016, the total number of automobiles sold in the German market was seen to be more than 20 million. In addition the German automobile industry has also witnessed a growth in the premium segment of the market with the needs of high end automobiles. This is largely attributed to the overall growth in demand of premium. Highly valued compact as well as SUV automobiles. In addition the overall German market is said to be effectively aligned or positioned for meeting the growing premium branded demands in the international market. This therefore enables the organization of Land Rover, to achieve a successful sales and revenues figures by introduction of the luxury SUV of Land Rover Discovery. The growth of the sales of Land Rover in the German market was also seen to grow by nearly 2 percent which offers the organization with significant opportunities in obtaining or attaining a higher market success through launching of the product of Land Rover Discovery. 
In perspective of the market in Germany, the higher stability of the political system results in flexible and suitable regulations and protocols which offers Land Rover with the benefit of proper and effective marketing and promotional strategy implementation. In addition considering the economic perspective, Germany is seen to be having one of the fastest growing GDP in the globe. This ensures that the spending power of the buyers in the automobile industry market significantly high. In addition, unlike the customer segments in Indian market, the customers or buyers in Germany prefer high performing automobiles and desire for the premium and luxury feel in their cars. This is said to effectively offer Land Rover with the advantage of appealing to the customers in Germany through their marketing strategies and approaches (Canzler,2016). In addition, it also enables Land Rover to achieve better sales and profitability by selling their luxury SUV of Land Rover Discovery at premium pricing in the German market. The overall automobile industry market in Germany is technologically well developed and highly advanced. This ensures that the organization of Land Rover, has all the necessary resources and capitals which are needed for ensuring a successful marketing and promotional campaign in the targeted automobile industry market of Germany. Thus the above analysis effectively showcases the fact that the overall market environment in Germany offers higher opportunities to the organization of Land Rover, in context of achieving better sales and promotion in respect to their newly launched product of Land Rover Discovery a premium and luxury SUV. However, the organization must ensure that promotional strategies are innovative so that better brand appeal can be generated among the concerned customers in the German market amidst the huge and intense competition and rivalry in the premium segment cars and automobiles. 
Analysing the Market of India 
The automobile industry market of India is seen to be emerging at a faster pace. The overall growth and development of the automobile industry market of India is evident from the fact that the overall revenues attained from the market serves nearly 7 percent of the overall gross domestic product (GDP) for the nation. Statistics suggests that in the year of 2017, the overall number of automobiles produced and manufactured in the Indian market was nearly about 25 million. 
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Fig: Number of automobiles manufactured and sold in Indian market (2012 to 2017) (source: ibef.org)
However Land Rover must note that the small and mid-segment automobiles dominate the sales in the comme4rcial automobiles in the market of India. However, the statistics also highlights the fact that there is a high and increasing demand for luxury cars in the Indian market. However these demands are mostly concentrated among the niche customers out there in the market. The statistics also highlight the fact that Land Rover has been able to achieve nearly 49 percent of the volume growth in the year of 2017. These is largely attributed to the introduction of new products into the Indian market and superior levels of customer satisfaction. Land Rover has also successfully sold more than 4000 units in the Indian market in 2017. These offers higher growth and development opportunities for the organization in India by introducing the product of Land Rover Discovery. 
Considering the overall political aspects, the Indian market is quite favourable for the organization to promote and market their product of Land Rover Discovery. The flexible rules, regulations and protocols of the government, largely favour’s Land Rover in implementing their marketing strategies for successful product promotion. In addition, the support of the government towards direct investment for the international companies is also a advantage for Land Rover in the Indian market (Balon, 2016). This can lead to better sales and marketing prospects in the Indian market. However, while developing and implementing the strategies of marketing, Land Rover must be well aware of the overall social and economic demands of the customer segments in the Indian market. The general customer segment in the Indian market are more focused upon the economic perspective and prtefers the use of competitive priced and compact car segments. Therefore the organization must understand which customer segments they need to target through their marketing strategies. In addition Land Rover Discovery comes at a high price tag. Although there has been a steady economic growth of the Indian market, the overall power of purchase is low to moderate in the Indian market. Therefore the organization must ensure that the marketing strategies are developed exclusively so that they can appeal to the niche or high customer segments in the Indian market, who are likely to be buying the product of Land Rover Discovery. While operating in the Indian market, the organisation also enjoys the availability of wide technical resources. These resources when used or utilized properly leads to better marketing and promotions. The digital advancements and transformation in the Indian market, highly offers the use of digital marketing and promotional strategies for Land Rover Discovery, in the automobile industry market of India. In addition the regular international auto exhibitions also offers Land Rover with high promotional opportunity in the Indian market. 
[bookmark: _Toc512814029]Segmentation Targeting and Positioning (STP)
In order to achieve successful promotion and marketing in the markets of India and Germany, the organization of Land Rover needs to implement proper strategies which can appeal to the potential segments of buyers in both the international markets. Thus to develop proper strategies of marketing, the implementation of effective segmentation, targeting and positioning (STP) process or strategy is deemed to be essential or necessary. In addition the use of the proper segmentation, targeting and positioning (STP) process the overall growth and development in the international markets of India and Germany can be properly identified by the organization of Land Rover (Hassan, 2012). Through the application or implementation of a structured and well planned segmentation, targeting and positioning (STP) process or strategy, the organization of Land Rover can segment the most potential groups of buyers in the market and targeting them with proper strategies so that a better product appeal can be generated. Therefore the detailed process of segmentation, targeting and positioning (STP) have been discussed as follows:
Segmentation
Segmentation is required for the purpose of identification of the overall potential segments of customers in the market. Once such customer segments are identified the marketing strategies are then needed to be formulated so that a higher brand appeal and promotional success in generated among the targeted customer segments in the market. Thus in order to identify and target the potential segments of customers in the market Land Rover, must implementation proper segmentation approach in both the international markets of India and Germany. While implementation of the segmentation some specific factors or parameters must be considered. These includes the following;
· Demographic factors: While segmenting the international markets of Germany and India, Land Rover, must consider some specific demographic factors that includes the income levels, social class and status, age, gender, occupation and others. Now considering the markets of Germany and India the overall demographics of the customer segments can be seen to vary significantly. The customers in Germany has better economic standards which results in the potential customers for Land Rover to be the people belonging to the upper and middle classes of the society. However, on the other hand, the ability of spending for the luxury Land Rover Discovery is limited to the niche segments of buyers in the Indian market. Thus the potential customer segments for Land Rover in this context will be the customers belonging to upper classes of the society. 
· Psychological factors: The psychological factors considered for the market segmentation includes the lifestyles and attitudes of the customers or buyers in the market. While considering the market in India, customers prefer economically priced and compact cars to fulfil their needs. The overall needs and demands for luxury Land Rover SUVs is limited to the niche buyer segments in the market. On the contrary considering the market of Germany, the customers have a higher preference towards high class SUVs which enables Land Rover to enjoy targeting a wider or larger segment of buyers or customers (Meissner, 2012). 
· Behavioural factors: During segmentation of the international markets of Germany and India, Land Rover must focus upon identification specific behavioural factors. These include the rates of usage, perception towards the brand image, the different benefits expected from the product and service. In perspectives of the two international markets of India and Germany, Land Rover has a better brand presence and image among the different buyer segments. However considering the Indian market, the overall brand presence and appeal is merely concentrated among the niche buyers in the market. In addition, unlike that of the market in Germany, the buyers in the Indian market prefer competitive and compact products, which makes the availability of the target segment limited for Land Rover, in the automobile market industry of India. 
· Geographic factors: The different sets of geographic parameters which Land Rover must properly consider during segmenting the international markets of India and Germany includes the size and population density of the targeted metropolitan areas. Considering the both the markets of India and Germany, land Rover must target the buyers based in the urban or metropolitan areas with their product of Land Rover Discovery. This is due to the fact that the overall ability of spending for the luxury SUVs offered by the brand of Land Rover is concentrated among the metropolitan areas of the Indian and the German automobile industry market. 
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                 Fig: Market segmentation (source: mindtools.com)
Targeting 
As discusses from the market segmentation analysis as showcased above, the targeting of the marketing segments in India and Germany for success promotion of Land Rover Discovery requires different sets of targeting strategies. This have been explained in details in the following section of the report;
In regards to the international market of Germany, Land Rover enjoys a larger segment of buyers in the market who can potentially purchase the product of Land Rover Discovery (Czinkota, 2013). Therefore considering the perspective of the automobile industry market of Germany, Land Rover is said to be targeting the buyers belonging from the upper and the middle classes of the society with a greater income level and higher power of spending. Thus the implementation of the strategy of differentiated targeting will be implemented by the organization. Through this specific strategy the organization of Land Rover, can emphasis upon targeting multiple segments of customers to achieve better promotional and marketing success in respect to the product of Land Rover Discovery introduced into the market. This can also help Land Rover in developing strategies for serving the diverse needs of the multiple segments of customers which in turn can lead to better and improved results in perspective of marketing and promotion and branding of Land Rover Discovery in Germany. 
Now considering the Indian market, the spending power required for purchasing of the product of Land Rover Discovery is limited or concentrated among the highly income class of the society. Therefore the segments of buyers to target in the market is limited for Land Rover and comprises of only the niche buyers having the preference towards luxury SUVs delivered by the organization of Land Rover (Paliwoda, 2013). Therefore, for the international market of India, the strategy of specific concentrated targeting and marketing can be implemented. The use and implementation of this specific strategy can benefit the organization of Land Rover, to develop and implement specific and precise strategies of marketing that can have a higher appeal towards the potential segments of customers in the Indian market. This can also benefit Land Rover, from the perspective of designing of premium product, and offer differentiated services so that a better or improved brand presence is developed or generated in the specific targeted market. 

       Fig: Targeting Strategy of Land Rover for markets of India and Germany (source: self)
Positioning 
After segmentation and targeting of the market segments, there is a need for Land Rover application of appropriate marketing mix, so as to properly position the product of Land Rover Discovery, in the customer or the buyer mind-sets. By achieving this the organization of Land Rover can attain success in their marketing and promotions in the international markets of Germany and India which can cater to improvement in sales and sustainability for the organization. The product positioning has been explained through the application of the 7 Ps of marketing which includes the aspect of products, price, place, promotion, people, physical evidence and process. The detailed discussed have been showcased as follows:
· Product: The higher marketing success can be achieved only if the products and services delivered to the concerned segments of customers in the market fulfils their demands and needs. The newly launched product of the Land Rover Discovery can be considered to be having the potential of appealing to the SUV lovers in both the markets of India and Germany (Terpstra, 2012). The identified customer segments in both the markets will have a niche towards the premium designed luxury SUV from Land Rover with all the advanced specifications and features which are of high demand in the global market. In addition the new SUV will also offer the buyers with a higher luxury feel and comfort which is of high end in the current age of the automobile industry market. Starting from the outer design to the engine and interiors top notch technology and innovation has been implemented which makes Land Rover Discovery a highly valued products for the customers. This can help the organization of Land Rover in achievement of a higher brand appeal among the concerned customer segments in the markets of India and Germany. The Land Rover Discovery, will offer the customers with high differentiation and values which in turn can help in generation of an improved and wider brand presence in the international markets of India and Germany. This therefore can effectively add to the competitive edge or advantage of Land Rover in the targeted international markets of business operations and activities. 
· Price: In relation to the pricing policy, the product of Land Rover Discovery will come with a high or premium price tags. However considering the specifications, designs and innovation delivered by the modern day SUV, the premium pricing of the products can be highly justified. This in turn can help Land Rover, in differentiating their product of the new SUV from other specific competitors or rivals in the market. The premium pricing policy is expected to be well received by niche customers, who demand for high end services and products from big brand such as Land Rover. The product pricing along with the design, specifications and services is expected to appeal to niche customer groups in the markets leading to higher success in context of marketing, promotion and sales in the international markets of India and Germany. 
· Place: Speaking in a wider context, the success of the product of Land Rover Discovery, in the international markets of Germany and India, is dependent upon their availability among the targeted markets. In this context, the product must be made available in the market, so that customers can access them as per their needs and overall conveniences. Thus therefore, Land Rover must make the product of Land Rover Discovery, available across the international markets of Germany and India through their stores (Armstrong, 2015). The stores must be placed at convenient locations with adequate parking facilities for meeting the demands of the respective customers and buyers. In addition the product of Land Rover Discovery can also be made available through automobile exhibitions or expos across the international markets of Germany and India. This in turn can also result in better and improved marketing and the promotional success. 
· Promotion: In background of both the international markets of India and Germany, the advertising of the products of Land Rover Discovery is reflected to be compulsory for the business of Land Rover for the drive of aiding the improved merchandise sales and profits. Consequently for fruitful advertising of the products of Land Rover can be done by Land Rover through contemplation of both digital and traditional marketing ort promotional approaches. In this regards, the utilization of the different media channels available in the market must be correctly used by Land Rover for higher marketing success in India and Germany. The use of different media channels for this specific purposes can be explained as follows:
· Print Media: Advertisements regarding the newly launched product of Land Rover Discovery can be published by use of the print media such as the newspapers, automobile magazines, journals so that better brand appeal can be generated among the targeted buyers in the international markets of India and Germany. 
· Television Media: Advertisements regarding the new product of Land Rover Discovery must also be aired through different television channels. This can lead to achievement of high success regarding the product marketing and promotions among the concerned or potential segments of customers and buyers in the international markets of Germany and India. 
· Visual Media: Now considering the use and implementation of the digital media, the product of Land Rover Discovery can be marketed and promoted in the international markets of Germany and India through the use of advertisements through hoardings and billboards. In addition the product can also be promoted through different automobile exhibitions or expos in the concerned international markets of Germany and India. 
· Social Media: In the age of digital transformation in both the international markets of Germany and India, the use of the social media platforms can prove to be beneficial for the organization of Land Rover. The social media channels can help Land Rover in properly communicating and connecting with the buyer segments innovatively (Berthon, 2012). This can help in effective conveying of the product and the marketing message to the buyers in the international markets of Germany and India. In addition, the use of the social media channels can also help in reducing the marketing expenses with higher success results. The different social media channels that can be used for this purpose are Facebook, You Tube, Twitter and others. 
· Physical Evidence:This involves the different intangible serviced offered to buyers by land Rover. In this regards, some specific intangible elements that must be considered by Land Rover for better satisfaction of customers include the customer care services, such as after sales support, free services, and additional benefits. This can help land Rover in developing higher product and brand appeal among buyers in the international markets of Germany and India. 
· People: To achieve successful marketing and positioning of the product of Land Rover Discovery, there is a need for land Rover to develop a highly skilled and competent sales force and customer support staffs. This can ensure that highest quality of support and services are being offered to buyer segments in the targeted international markets of Germany and India. This can help the organization in fostering of higher sales and profitability through successful marketing of Land Rover Discovery in the international markets of Germany and India. 
· Process: In order to develop a batter and much recognized brand presence in the international markets of Germany and India, land Rover must continuously improve or develop their business processes. Some of example; enhancement of after sales support to the customers. This can help in enhancement of the customer values resulting in better product positioning in the targeted international markets. 
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  Fig: 7 Ps of marketing (source: mindtools.com)

[bookmark: _Toc512814030]The Awareness of the Brand
Brand awareness in the international markets of Germany and India can impact the success of the marketing and promotions for Land Rover. Thus the generation of high awareness related to the brand of premium SUVs must be developed among targeted segments of buyers in Germany and India. This can also ensure that Land Rover receive better ROI in the international markets of Germany and India. 
In Germany, Land Rover is faced with numerous competition for which the generation of better awareness of the brand among buyers is highly necessary. Thus the overall brand exper4riences must be improved for the customer or the buyer segments in the market. This can be achieved through improved customer care and relations management. In addition there is also a greater need in developing of better consistency in perspective of the market aspects or elements (Skarmeas, 2016). In addition Land Rover must also maintain a high consistency in respect to delivering improved quality of products to buyers. The different brand and the marketing messages must be properly communicated to the different buyers which can gain their interest towards the product of Land Rover Discovery. This can help in development of successful awareness regarding the brand of Land Rover in the market. On the contrary, considering the international market of India, Land Rover must focus upon enhancing their brand image among the niche buyers in the market. In this context, the branding activities’ must be segmented to target specific group of buyers who are the potential clients of land Rover. In addition, there is a also a high need for Land Rover to develop their marketing message in such a way that it proves to be appealing to the esteemed buyer groups in the market of India. The marketing messages must be requisite to clearly define the overall product provisions and added distinction that the respective brand proposes when matched to the other superior priced products accessible in the respective market.  In addition active customer engagement and communication is also deemed to be necessary for development of better brand image in the market (Janiszewska, 2012). The branding and marketing messages must also be delivered by proper use of different channels and media. Considering the narrow buyer group in the market of India, Land Rover must focus upon development of high customer or buyer loyalty. This can help the organization of Land Rover to achieve higher brand awareness in the market of India leading to successful promotion of the product of Land Rover discovery. 
[bookmark: _Toc512814031]Identifications of Environmental and Ethical Issues
Considering marketing activities in the international markets of Germany and India, the success of the strategies and approaches to marketing; leading to successful product promotion can be considered to be depending on specific environmental and ethical concerns. Compared to the market in India, the market of Germany has strict policies and regulations regarding the conservation and preservation of the environment. Such laws thereby need to be complied by Land Rover during marketing and promoting the product of Land Rover Discovery in the respective market. Failing to comply with the laws and norms in the international markets of Germany and India will negatively hamper the brand image or appeal in the markets. During promoting the products and services in both the international markets of Germany and India, Land Rover must be careful in complying with certain specific ethical norms or protocols. During marketing and promotion of Land Rover Discovery, the organization must refrain from negatively portraying any other brand in the market. IN this context, the brand reputation must not be tampered. In addition considering the international market of India, Land Rover must ensure that their advertisement campaigns must not hurt the emotional sentiments of the people. In addition no illegal activities must be undertaken or entertained by the organization of land Rover during the promotion and marketing of their products in international markets of Germany and India. 
[bookmark: _Toc512814032]Recommendations and Conclusions
In the report, the marketing strategy used by Land Rover in promoting the product of Land Rover Discovery in the international markets of Germany and India have been discussed, compared and evaluated along with mentioning the similarities and differences. As analysed in the report, land Rover can be suggested that they must focus upon setting valid marketing objectives and goals in both the international markets of Germany and India. In addition the planning and execution of the different sets of marketing activities must also be evaluated. The marketing initiatives must be developed and implemented in such a way that it offers higher brand appeal to the customers or buyers in the market (Chattopadhyay,2012). There is also a high need to review and update the marketing strategies’ as per the demands of the targeted international markets of Germany and India. 
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