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Introduction 

New Money Automotive Sales & Imports provides a unique car buying experience to customers primarily 

in Kingston, St. Andrew and St. Catherine. We strive to provide an experience that focuses on customer 

satisfaction first. However, we understand that vehicle purchasing is a necessary, but sometimes 

unpleasant experience. Thus, our goal is to provide the customer with an enjoyable, honest service by 

satisfying individual customers practical transportation needs with a quality product. New Money 

Automotive Sales & Imports strives to deliver quality vehicles at a low cost. We also back each vehicle 

with a 180-day limited warranty. Our company will make a profit by generating sales. It will provide job 

satisfaction and fair compensation to its employees, and a fair return to its owner. Hard work and 

performance are rewarded with bonuses and commissions. Job satisfaction is very important for 

employees and owners; we will create a work environment that is enjoyable and profitable for both 

employees and consumers. New money Automotive Sales & Imports recently launched a new product 

called the Smart Travelers Companion© (STC) which is a unique device for motor vehicle operators. It 

allows drivers to focus on the road, keep their hands on the wheel and mind on driving. With the Smart 

Travelers Companion, drivers now have phone calls, text messages, emails, audio commands and 

complicated maps and directions streamlined and simplified. It also provides an advanced Navigation 

system that provides safety information along the route before the driver reaches gets there. This will be 

extremely useful when driving in low visibility conditions, such as; rain, fog, snow or darkness.  
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Background 

New Money Automotive Sales & Imports located at 22 Half Way Tree Road, Kingston 5 began 

operations in 2015 with the goal of providing the Jamaican market with unique car buying experience to 

the customers primarily in Kingston, St. Andrew and St. Catherine. 

Our goal is to provide the customer with an enjoyable, honest service by satisfying individual customers 

practical transportation needs with a quality product. 

Mission Statement 

We aim to exceed customer expectation by ensuring every contact between our clients and staff, both 

parties will feel so good about their experience they will want to do it all over again!   In so doing, we will 

strive to continually deliver the following: 

1. A highly-experienced sales staff with a mission to serve the customers by making the necessary 

purchase of a vehicle an enjoyable experience with unmatched customer satisfaction. 

2. Unequivocal excellence in all aspects of the company 

3. A very thorough inspection process to avoid selling any "lemons." 

4. Honesty & integrity 

 

PASSION, COMMITMENT & QUALITY 

PASSION:  

At New Money Automotive Sales & Imports, share your passion for what you drive and as such we will 

go the extra mile with you because we share your excitement about your new vehicle purchase. With New 

Money Automotive Sales & Imports, you are not just buying a car, but you are being inducted into the 

New Money Automotive Sales & Imports family. 

COMMITMENT: 

At New Money Automotive Sales & Imports, our priority is finding all our clients the right vehicle that 

fits their personal needs and style. All vehicles sold are given top-rate service from our experienced 

service team. 
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QUALITY: 

We value our reputation for supplying quality vehicles and providing quality service. New Money 

Automotive Sales & Imports Limited only carry carefully selected top quality pre-owned vehicles that we 

feel stand out among others in the automotive trade. 

OUR FACILITIES: 

     

Above displays a section of our car lot - showcasing our vast selection of used Cars, SUVs, Mini Vans, 

Buses, Pickups and Light Trucks. 
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Rationale 

This research is being completed as part of a fulfilment for the Colbourne Colleges’ Level 7 Strategic 

Marketing Management research paper. 

It requires the researchers to critically analyse the nature, performance and potential of the business; New 

Money Automotive Sales & Imports (NMASI) by assessing its management, marketing, and creative 

business needs.  

The benefits are that it acts as a theoretical framework for any business that is seeking to align their 

overall business strategies with their goals and objectives. It provides the relevant knowledge and 

information that is needed to assist anyone in developing an effective marketing and promotional tool. It 

will also assist potential business owners in increasing their knowledge and awareness of how to 

successfully operate a business and applying viable strategic marketing options.  

It will also provide feedback on how NMASI can become better in promoting their recently launched 

product “The Smart Travellers Companion©” and managing the growth of the company.  
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Methodology 

A methodology is a process used to collect data for the purpose of making business decisions and collect 

information and data. “Methodology implies more than simply the methods you intend to use to collect 

data. It is often necessary to include a consideration of the concepts and theories which underlie the 

methods” (Humanities.manchester.ac.uk, 2015). 

The type of research conducted for this report was a qualitative research. Secondary research was used to 

gather information from government websites such as the Trade Board Jamaica Limited, the Consumer 

Affairs Commission and The Jamaica Used Car Dealers Association. This type of research was easily 

accessible, fast, and there’s enough time to collect information. However, in using secondary research, it 

occupies a large number of spaces.  

Primary research such as interviews was also conducted to build a strong foundation for the research. In 

using primary research there is enough flexibility, enough time, it's reliable, and it gives a broad range of 

response to questions asked. On the other hand, a disadvantage of an interview is that it can be costly and 

time consuming.  

The Interviews were conducted with five customers. Each person was asked five questions relating to the 

type of motor vehicles and motor vehicle related products that had previously purchased or would be 

interested in purchasing.  All interviewees were explicitly advised that all information provided in the 

interview would be treated with the highest level of confidentiality 
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         AC 1.1 Discuss the role of strategic marketing in an organization 

 
 

Since the term was created, scholars in the field of marketing have sought to coin the” perfect 

definition” for marketing and the marketing strategy. Various scholars and authors have defined 

and redefined marketing and the marketing strategy and many still continue to do so today 

(Diasz, 2014). Cim.co.uk (2009) defined marketing as; “the management process responsible for 

identifying, anticipating and satisfying customer requirements profitably.” Ama.org (2013) 

defined marketing as; “the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, clients, 

partners, and society at large.”  Kotler (2002) defined marketing as; “getting the right goods and 

services to the right people at the right places at the right time at the right price with the right 

communications and promotion.” This report, however, will be focusing on the role of strategic 

marketing in an organization. Listed below are a few of the most cited definitions of strategic 

marketing. 

 

 

Key Definitions 

 

1. Strategic marketing is; “looking at the whole of a company’s portfolio of products and 

markets, and managing the portfolio to achieve the company’s overall goals” (Jain, 

2000). 

2.  The term “Strategic Marketing” “reflects a company’s best opinion as to how it can most 

profitably apply its skills and resources to the marketplace. It is inevitable broad in scope. 

Marketing strategies are the means by which a company achieve its marketing objectives 

(McDonald & Dunbar, 2005). 

3. Strategic Marketing reflects; “the way in which the marketing function organizes its 

activities to achieve a profitable growth in sales at a marketing mix level” (Kotler & 

Keller, 2009). 

4.  Strategic Marketing is; “the way a firm effectively differentiates itself from its 

competitors by capitalizing on its strengths (both current and potential) to provide 

consistently better value to customers than its competitors. In principle, it’s that simple, 

but it means a lot more than getting creative in the marketing mix” (Davies, 2011). 

5. Strategic Marketing is considered an “identification of one or more sustainable 

competitive advantage a firm has on the markets, it serves (or intends to serve), and 

allocation of resources to exploit them” (Satell, 2013). 

6. Strategic Marketing; “refers to a company plan that allocates resources in ways to 

generate profits by positioning products or services and targeting specific consumer 

groups. Marketing strategy focuses on long-term company objectives and involves 

planning marketing programs so that they help a company realize its goals. Companies 

rely on marketing strategies for established product lines or services as well as for new 

products and services” (Dandurand, 2015). 
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The Role of Strategic Marketing in an Organization 

There are varying views expressed in the role of strategic marketing within an organization, 

however, three fundamental components that were present in most of the views expressed was; 

profit generation, customer satisfaction/retention and brand image/loyalty. Baicoianu (2012) 

postulated that strategic marketing is ineptly tied with profit generation and customer retention. 

He elaborated further by saying: “Businesses that fail to recognize the important role of strategic 

marketing in an organization are destined to fail.” Procter and Gamble (2012) recognized the 

important role of strategic marketing when they implemented a unique product distribution 

program utilizing bicycles to capitalize on a previously untapped market for persons living in 

areas that were not easily accessible via conventional modes of transportation. New Money 

Automotive Sale & Imports (NMASI) is a new entrant to the Used Automotive Market. This is 

an extremely competitive market and NMASI’s success or failure will depend on its ability to 

effectively utilize strategic marketing. Given the notoriety of the industry and its participants in 

delivering a sub-standard sales experience and at times an inferior product quality, customers are 

understandably inherently cautious and un-trusting when dealing with Used Car Dealers. To 

overcome this hurdle NMASI will use strategic marketing to create superior customer value and 

a pleasant car buying experience that will improve the image of the brand and develop customer 

loyalty. We will also utilize strategic marketing to identify potential new products that our 

customers may be interested in, while evaluating the potential time and money that it would 

require to launch this/these product/s. Strategic marketing will also be useful in the creation of a 

customer rewards program that is focused on promoting brand loyalty and improving customer 

retention. Given the current global financial uncertainty and volatility in the investment arena, 

NMASI will deploy various strategic marketing tools aimed at maintaining a solid revenue 

generation process while avoiding risky ventures that could ultimately lead to significant losses.   

New Money Automotive Sales & Imports is a trading name for Monarch Financial Services 

Limited. The decision to trade under a new name was a strategic move by our marketing 

department who theorized that the trading name would let customers instantly know that we 

operate within the Automotive Sales and Importation Industry; as opposed to being just a 

financial services company. We are strategically located on Half Way Tree Road, which 

connects the major business hubs of Half Way Tree and Cross Roads. We believe that our 

location in this area will provide a competitive advantage as this area is heavily traversed by 

persons going about their daily routine and potential customers looking to purchase motor 

vehicles. We are cognizant of the fact that an important part of customer retention is by 

providing a quality product. With this in mind NMASI will extend the minimum mandated 

warranty by the Trade Board Jamaica Limited from 120 days or 45000KM to 180 days or 

60000KM, whichever comes first. All vehicles prior to delivery will also go through a rigorous 

120-point quality inspection. NMASI understands that even with the best Strategic Marketing 

team customer related issues will arise, it is how companies deal customer complaints that 

determine whether a business’s turns a negative situation into a positive situation. Effectively 
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resolving customer concerns can improve the image of the brand and customer referrals. NMASI 

will have a dedicated team in place to respond to and address customer concerns appropriately. 
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AC 1.2 Explain the process involved in strategic marketing 

 
New Money Automotive Sale & Imports is a Certified Used Car Dealer by the Trade Board 

Jamaica Limited. It commenced operations in Kingston, Jamaica in September of 2015 and has 

recently acquired Progressive Traders Limited another Used Car Dealership that was facing 

economic challenges. There are currently plans for other acquisitions and expansion to other 

Parishes. Our marketing department has been given a mandate to promote and grow the brand in 

becoming a top 5 rated Used Car Dealer in Jamaica by 2020. If NMASI is to be successful in 

achieving this goal the company will need to effectively deploy the various elements of the 

strategic marketing processes. It is widely accepted that creating and implementing marketing 

strategies helps companies to achieve objectives and organizational goals. Ferrell, (2014) 

theorized that every marketing plan should be uniquely crafted focusing specifically on the 

individual needs of the company. A marketing plan is only effective when it creates a balance of 

information, effort and creativity. With this combination a company can generate robust and 

reliable data.  

Listed below are a few of the most commonly used definitions of the strategic marketing process. 

 

Key Definitions 

 

1. Kumar (2004) defined the Strategic Marketing Process as: “The planning process that 

seeks to clarify the purpose of the business’s marketing endeavours so that all efforts of 

the marketing personnel are unified and there is no conflict. The conclusions of this 

planning process then become the basis of the marketing plan. However, both the 

strategic marketing process and the marketing plan need to be updated regularly in line 

with changes in market demand.” 

2. The Strategic Marketing Process “seeks to establish a clear direction and unified purpose 

for all marketing efforts. Its conclusions are documented in a marketing plan that is 

regularly updated. The five steps in strategic marketing are: identifying a mission; 

analysing the situation; setting objectives; developing a marketing strategy; and planning 

for evaluation” (Handlin, 2013).  

3. The Strategic Marketing Process “involves digesting information and some fairly difficult 

analysis. A good strategic marketing planning process should be simplified, not 

simplistic. It should also answer the questions: what are we selling, to whom and how do 

we beat the competition? The first two questions will determine the focus of your overall 

business while the third will help you specify your strategies to market” (Carolin, 2013). 

4. The Strategic Marketing Process is “concerned with the planning, development, 

implementation, documentation and review of systems and procedures to ensure that the 

central marketing objective of getting the right product, in the right quantity, to the right 

place at the right time in a profitable manner actually occurs” (Smallbusiness.wa.gov.au, 

2014). 

5. Rix (2007) defined Strategic Marketing process as “The managerial process of matching 

an organisation’s resources with its marketing opportunities over the long run by; 

defining the organisation’s mission, setting organisational objectives, evaluating 
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organisation’s strategic business units (SBU’s) and selecting a strategy to achieve 

organisation’s objectives.” 

6. The Strategic Marketing Process is modelled in a sequence of steps, (Situation Analysis, 

Marketing Strategy, Marketing Mix Decisions, Implementation and Control). “The 

situation is analysed to identify opportunities, the strategy is formulated for a value 

proposition, tactical decisions are made, the plan is implemented and the results are 

monitored” (Academia.edu, 2012). 

According to (Brookings.edu, 2010) there are three important stages of the strategic marketing 

process, they are (Planning, Implementation and Control). We will explore these stages and 

identify how they could be utilized to benefit the NMASI brand. The first stage is: Planning:  If 

NMASI is to be successful the planning stage will be extremely crucial. NMASI will need to do 

forensic analysis of the company to determine its strength and weaknesses, to identify where the 

business is; performance and production wise and where it needs to be. We will also need to 

assess the resources the company has at its disposal (both financial and personnel) and perform a 

critical marketing analysis to identify the type of cars that customers are purchasing and who are 

purchasing these cars. It is also fundamentally important that our marketing department is able to 

investigate and appreciate the market, market saturation and the potential for successful 

implementation given the socio-economic climate. Implementation: This process involves 

making the cars available for purchase by consumers. NMASI will accomplish this by utilizing 

appropriate distribution mediums to reach the target market. This phase will also be used to 

execute a strategic promotional plan that encompasses developing brand loyalty (a connection 

between our products and customers) which could result in repeat customers. Control: This 

element will also be crucial to NMASI’s success. We will utilize this option to examine things 

like; revenue, customer retention/satisfaction, website visit statistics and email marketing 

campaign results. 

Handlin, (2014) concluded that the process involved in strategic marketing “seeks to establish a 

clear direction and unified purpose for all marketing efforts.” Handlin further suggested that two 

of the most important steps in the marketing process is; Identifying a Mission and Target Market. 

NMASI’s mission is to provide a unique car buying experience to customers primarily in 

Kingston, St. Andrew and St. Catherine area. We will strive to provide an experience that 

focuses on customer satisfaction first. We understand that vehicle purchasing is a necessary, but 

sometimes unpleasant experience. Our initial target market will be: Public Passenger Vehicle 

Operators: Public Transportation is always in high demand, providing quality used cars that 

meet the standards set by the Transport Authority and Taxi Associations with financing options 

will allow us to capture a sizable portion of this market. College Students: College students 

require a safe but economical mode of transportation to and from school. Given that there are 

now Credit Bureaus in Jamaica this could be used as an important tool in establishing credit for 

this segment of the market. Families: This group will be primarily interested in safe functional 

vehicles. A car or SUV that will keep going for a considerable length of time. Should be able to 

run tasks such as: Transporting the children to school, large grocery runs and accommodate long 

family road trips. This group often times will operate under a strict budget, but will still require 

value for money. We will offer incentives to these group of customers to earn their business such 

as: vouchers for back to school supplies, supermarket vouchers and tablets 
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 AC 1.3 Discuss the link between strategic marketing and corporate strategy 

 

Corporate strategy is used to identify and determine the direction an organization is or should be 

heading. Its primary function is to promote the organization, longevity and long term business 

success. It is considered a flexible strategy that is adaptable to changes within an organization; it 

usually involves framing the purpose and scope of an organization.  To analyse the strength, 

weakness, performance or effectiveness of the corporate strategy a SWOT Analysis is generally 

performed. The acronym SWOT refers to the “strength, weaknesses, opportunities and threats” 

within an organization. (Harvard Business Review, 1987). In strategic marketing we can use the 

results of a SWOT analysis and established marketing objectives to identify the relationship 

between the corporate strategy and strategic marketing    

(Yale.edu, 2015). In AC 1.1 we looked at the definition for Strategic Marketing, now we will 

look at the definition of “Corporate Strategy” this will help us to better understand the link 

between the two.  

 

Key Definitions 

 

1. Corporate strategy is defined as: “The manner in which a company optimizes the value of 

its products or services. In a more general sense, a corporate strategy is a plan to aid a 

company in carrying out its vision and mission while achieving particular goals” 

(Kokemuller, 2015). 

2. Tyndall, Cameron and Taggart (1990) in their book “Strategic planning and management 

guidelines” defined Corporate Strategy as: “The overall scope and direction of a 

corporation and the way in which its various business operations work together to 

achieve particular goals.” 

3. The Chartered Quality Institute (2015) defined Corporate Strategy as: “The manner in 

which an organization deploys its available resources to achieve set objectives. This 

strategy will also dictate the overall direction of the organisation and establish its future 

working environment. Corporate strategy is typically displayed in the context of the 

organisation's mission and vision statement.” 

4. Corporate Strategy “is concerned with how companies, create value across different 

portfolios. This requires an organization to invest in a valuable set of resources, craft the 

business portfolio, and design the organization structure, systems and corporate functions 

to share activities or transfer skills across businesses” (Harvard Business Review, 1998). 

5. Chicagobooth.edu (2010) defined Corporate Strategy as: “The overreaching strategy of a 

company developed by its leadership that reflects its mission and core values in its goals 

and underlying business strategies for achieving them.”  

6. Corporate strategy is “the pattern of major objectives, purposes or goals and essential 

policies and plans for achieving those goals, stated in such a way as to define what 

business the company is in or is to be in and the kind of company it is or is to be” 

(Andrews, 1980).   

 

Rick (2013) postulated that Corporate Culture plays a fundamental role in the long term goals of 

a company. He expounded further by highlighting that, it is very crucial to have an effective 

marketing strategy, however a company cannot survive exclusively by utilizing its marketing 
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strategies because corporate culture often times make a huge difference in many organizations. 

NMASI recognizes the fundamental importance of both strategies and with this in mind both our 

administration and marketing department will work cohesively to deliver robust strategies that 

complements each other. Kankipati (2012) concluded that a strategic marketing plan that is 

inconsistent with an organization's way of life is destined to fail. A company's Marketing 

Strategy should be reasonable, calculated, clear and logical. It should not be overly complicated, 

it should however be adaptable and easy to discuss. Without an effective Marketing Strategy, an 

organization is lost. A corporate strategy, however, needs to be communicated in a language that 

can be easily understood and is generally ineptly linked to an organization's mission, vision, and 

values. Kankipati elaborated further; “when corporate strategy embraces the marketing strategy, 

execution is scalable, repeatable, and sustainable.”  

According to (Gray, 2013) Corporate and marketing strategies are frequently, but incorrectly 

used interchangeably. A critical element of the marketing strategy is to focus its resources on 

creating value and determining the direction of a company, while the corporate strategy is the 

“emotional, organic habitat in which a company’s strategy lives or dies.” These two fundamental 

strategies, however, veer in different directions when corporate strategy cannot significantly 

contribute to organizational advancement and focuses primarily on financial productivity. 

Corporate Strategy: NMASI’s Corporate Strategy consists of four equally important elements. 

Purpose: To be a leader in the Used Car Industry in Jamaica through the provision of a world 

class service and quality Used Vehicles while growing the brand and increasing profitability. 

Mission: Our mission is to provide a unique car buying experience to the customers primarily in 

Kingston, St. Andrew and St. Catherine area. We will strive to provide an experience that 

focuses on customer satisfaction first. We understand that vehicle purchasing is a necessary, but 

sometimes unpleasant experience. Our goal is to provide the customer with an enjoyable, honest 

service by satisfying individual customers practical transportation needs with a quality product. 

Core values: We believe in treating our customers fairly. We will grow through creation and 

innovation. We integrate honesty, integrity and business ethics into all aspects of our business. 

Goals: Island wide expansion by 2020, to become top 5 rated Used Car Dealer in Jamaica by 

2020, developing a loyal customer base, increasing the assets, portfolio and image of the 

company and to develop and maintain good relationships with customers and key players in the 

automotive industry. Marketing Strategy: NMASI’s marketing strategy focuses primarily on 

creating a structured and methodology that focuses on the provision of quality used vehicles for 

sale, while generating a profit from the sale of the units sold. Our strategies are developed around 

the very popular "Marketing Mix" which is often times referred to as the "Four P's" of marketing. 

Theses "Four P's" speak to the product, price, place and promotion of products or services being 

offered by a company. NMAI’s marketing strategy was a critical tool in determining startup 

prices for the first batch of vehicles that were imported. To determine initial prices, several 

factors were explored such as; cost of acquiring the vehicles, competitor's prices and profit 

generation. The Relationship: The administrative department of New Money Automotive Sales 

& Imports fully understands the importance of forging a strong reciprocal working relationship 

with its marketing department to ascertain whether any corporate strategies being contemplated 
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are in line with the current marketing strategies of the marketing department. As previously 

stated when these two departments work cohesively the potential for growth is significantly 

enhanced. Hunter, Sommers and Dean (2015) cited (Kokemuller, 2015) and highlighted that; 

“corporate strategy aids companies in carrying out their vision and mission while achieving 

particular goals… the marketing strategies are used and implemented to execute corporate 

goals.”  An important element of NSMAI’s strategies is understanding its strengths, weaknesses, 

opportunities and threats. This will, however, be explored in detail in AC 2.1. 
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_____________________________________________________________________________________           
AC 2.1 Assess the value of models used in strategic marketing planning 

                                                                                                                                                                            

Strategic Marketing Models often times referred to as Strategic Planning Models are a unique set 

of tools that are generally utilized in an effort to accomplish, formulate or implement various 

targets/objectives of a company. There are a wide variety of strategic marketing models that are 

utilized in organizations on a daily basis. Some marketing experts may opt to use a particular 

model based on the type of company and the set objectives. The chosen model may vary by 

objectiveness, effectiveness or convenience (Kumar, 2004). Given the wide variety models 

available it highlights the fact that no one model is perfect, or superior to the other. Companies 

often times use an existing model as a guide to create a strategic marketing model of its own. It 

may also at times becomes a necessity to use a mixed approach which will result in experts 

combining two or more marketing models (Doyle and Stern, 2006). 

Key Definitions 

 

1. Leeflang, Wittink and Wedel (2000) defined marketing models as: “Numerous types of 

methods that are used in determining the effect of many different forces that can affect 

the performance of the market, including the economy and individual choices of 

investors.” 

2. Marketing Models are “techniques created for a purpose, to make assumptions about 

what they are representing and typically consist of variables that describe the 

relationships that are of interest” (Lilien, Rangaswamy and De Bruyn, 2007). 

3. Calculated representation of “the interactions among various participants, economic 

forces, and choices made” (Sorger, 2012). 

4. Chaffey and Hanlon (2013) opined that marketing models “are powerful tools to aid 

thinking when reviewing strategic options and selecting the best future direction for a 

company.” 

5. Marketing Models “involves translating perceived marketing relationships into 

constructs, symbols, and perhaps mathematical terms. Marketing models are the bases for 

marketing theories, since they are the axioms or assumptions on which marketing 

theories are founded” (MIT.edu, 2011). 

6. Marketing Models are; “tools that allow marketers to structure a problem, identify and 

evaluate its determinants and solution options and select the best solution. Models vary in 

their objectiveness, structures, assumptions, complexities, required inputs and outputs 

(Diamantopoulos et al., 2012). 

As previously mentioned there are quite a number of marketing models that can be used to 

achieve similar objectives within an organization. A very popular method according to (Green 

and Williams, 2011) is the Situation Analysis; this is a combination of the SWOT Analysis 

(Strengths, Weaknesses, Opportunities and Threats) and the PEST Analysis (Political, Economic, 

Social and Technological Analysis) The Situation Analysis is a precise and systematic 

assessment of current and prior financial, political, social, and technological information. This 

information is generally used strategically for the purpose of identifying internal and external 

factors that may impact the company's execution capabilities and strategies. It can also be 

utilized to appraise the company's present and future strengths, weaknesses, opportunities, and 
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threats. Internal assessment and evaluation is a critical component of this combination model. 

The PEST analysis is used similarly to SWOT to analyse four critical components. The variables 

explored in the PEST analysis are Political, Economic, Social, and Technological. It is a 

strategic, concise yet detailed examination that explores how each of the elements can positively 

or negatively affect an organization.  

Political: Makos (2015) who explored the PEST Analysis in detail believed that the political 

element incorporates government regulations and explores legal ramifications. It also 

characterizes both formal and casual principles that an organization should take into 

consideration. The following are a few components that would be would be explored in this 

category:  

• Employment regulations that have the potential to impact a company's core business.  

• Import/Export restriction or limitations and custom duties.  

• Potential changes or hostility in the political climate. 

Economic: This explores the cost associated with new customer acquisition, assess the financial 

position of the organization's and performs a forensic examination of the company's finances, 

expenditures, capital and the cost associated with product acquisition. Some related components 

are:  

• Tangible economic stimulation and development. 

• Interest rate and Taxation. 

• Exploring fluctuations or volatility in the country's currency exchange rate within a 

prescribed period.  

• Investigating how social elements can positively or negatively affect a company's core 

business or a new product. 

Social: These factors can significantly affect cultural and demographic factors that are present in 

the macro and socio-environment externally. The accompanying elements can also have an effect 

on client needs and market sizes: 

• Ascertain what attitudes that could positively or negatively impact business.  

• Examine the populace development rate and the likelihood of change. 

• Explore the socio-cultural changes that have affected competitors or similar businesses in 

the past and identify how they could impact the organization presently. 

Technological: These variables can minimize or significantly decrease obstacles to entry. They 

can likewise decrease non performing product levels and influence outsourcing choices. 

Technological elements may include: 

• Explore technologies that could be utilized to improve the quality and efficiency of the 

product/service. 

• Examine whether new technologies that are to be implemented could have significant 

impact on a company’s core business. 

 

New Money Automotive Sales & Imports will remain cognizant of the fact that if it is to remain 

profitable and ultimately successful, it will need to deploy a multiplicity of marketing models 

throughout the lifetime of the business. Models such as the; Situation Analysis which as 

previously mentioned combines both the SWOT & PEST analysis will be utilized to perform an 

Internal/External evaluation with the aim of examining; our image, culture, personnel, structure, 

location, operation capability/effectiveness, market share, political/environmental factors, brand 

consciousness and financial resources. The SWOT model will be independently used by NMASI 
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to continually assess, and analyze its strategic position in the Automotive Industry. It will also be 

used to continually improve its business model and to assist in evaluating the internal potential 

and limitations and the potential opportunities and threats from the external environment. It will 

help the company to evaluate the positive/negative factors, both internally and externally that has 

the potential to influence success. A SWOT analysis will play a fundamental role in identifying 

strategies that will create new or improving existing strategies that adjust the company's assets 

and capacities to the prerequisite standards of the industry that we operate in. The SWOT 

analysis is an important tool in interpreting information available with respect to its environment 

that affects the ability of the business to meet its strategic goals (Richards, 2011). 
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_____________________________________________________________________________________
AC 2.2 Discuss the links between strategic positioning and marketing tactics 

 

Determining an organization’s strategic position is dependent on the acquisition of requisite 

knowledge of where the organization is and where it needs to be. Dean (2015) opined that in 

order for a company to determine its strategic position, thorough research needs to be carried out 

so that information relating to the level of competition in the market as well as how said 

company serves its customers. An understanding of the company’s customers and competitors is 

essential to the success of any marketing strategy.  Furguson (2009) postulated that marketing 

tactics are actions that a company can take to carry out or execute its marketing strategy. Some 

such actions can be in the form of: 

1. Television Advertising: Cochran (2015) postulated that Television 

Advertising/Marketing was one of the most effective advertising tool. During one of his 

research he did an analysis of past performance across a wide spectrum of Media Outlets 

to include; Television, Online Display Ads, and paid search, print and radio advertising 

and found that TV had the highest efficiency at achieving key performance indicators. 

2. Magazine and Newspaper Advertisements: According to Hale (2014) News Paper & 

Magazine Advertisement still remain a powerful tool in the digital age. He opined that 

these advertising options allow clients to geo-target potential customers based on their 

location. He further highlighted that most print media entities have caught up with the 

digital age by offering content electronically. 

3. Digital Advertising: Cooper (2011) opined that “the world is rapidly shifting from 

analogue to digital. People are consuming more and more digital content on a daily basis 

– on mobile phones, laptops, desktop computers at work, and more – and companies that 

have not yet recognised this in their marketing strategies need to adapt fast.”   

4. Retail Promotions: Every company has periods where their sales and profit margins 

decrease. One effective tool that can be utilized to increase sales, attract new customers 

and expand existing customer retention programs is through strategically deploying retail 

promotions (Greenhaw, 2012).  

5. Website Navigation & Accessibility: According to (Anderson, 2013) “Smart devices are 

becoming increasingly popular among consumers, so is the demand for accessible 

internet browsing. As a result, this has convinced millions of business owners to go 

“mobile”. Offering additional ways for customers to access your website not only creates 

a more convenient and stream lined experience, but implementing a fully responsive 

design will allow a larger audience to access your site across various devices of carrying 

size (desktop, tablet, and smartphone).” 

There are some common components that good marketing strategies, share and from which can 

emerge great marketing tactics.  
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• There needs to be a thorough understanding of the brand, including its status as well as its 

origin and history 

• There should be a realistic assessment of the strength and weakness of the product that is 

being or that is to be marketed. This can be ascertained in a SWOT Analysis. 

• Knowledge of the activities of the competition 

• Core and detailed knowledge of the market and the customer base 

• Identifying new uses for current products and creating a new market for same 

• Utilize current marketing techniques and technologies to reach all demographics 

• Increase advertising tactics 

Marketing Tactics should be continuously honed so that it correlates with the Strategic 

Positioning of the brand. Sommers, Hunter and Dean, (2015) opined that this can be appreciated 

through the interpretation of the 4P’s of Marketing more popularly referred to as the “Marketing 

Mix.” They researched into the works of (Dudovskiy, 2013) and postulated that “the use of 

marketing tactics in general and individual elements of marketing mix in particular should 

correspond to the strategic positioning of the company.” New Money Automotive Sales & 

Imports, a new entrant to the Used Car Dealership Market in Jamaica has developed a Marketing 

Strategy using the Marketing Mix to bring a new product to the market. The Marketing Mix is a 

useful tool which allows the organization to dictate a clear path towards developing, identifying 

a target market, selecting the right location and price, and create suitable promotions which will 

ensure that the desired market share (economictimes.indiatimes.com, 2015). One way to 

understand the Marketing Mix is by defining the four (4) Ps in keeping with the Marketing 

Strategy of New Money Automotive. The elements of the Marketing Mix are: 

• Price: The price that customers are expected to pay for the products we provide will be 

compared with the current market price. Our pricing strategy will be backed by thorough 

market research. We will not exceed competitive retail prices and will attempt to sell at 

wholesale plus a fair profit, generally 15-25%. The average industry mark-up for similar 

devices is 20-30%. Quality and price say a lot about our product as it is readily available 

to meet demand.  

• Place: Our location is a very important competitive edge as it is tailored to suit 

accessibility of the target market as well as our suppliers.  Parking for customers as well 

as areas for offloading/delivery of products will be paramount to the business.  

• Promotion: Some planned promotions for The Smart Traveller’s Companion are 

discounts for purchases made at tradeshows and for businesses that wish to make 

multiple purchases. For online shoppers who purchase between November 24 and 

Christmas Eve, December 24, there will be what we call a “Santa Sled Delivery” which 

provides the customer with free delivery for purchases made during that period.  

• Product: “The Smart Traveller’s Companion allows the driver to remain focused on the 

road while using his/her voice or pre-programmed hand gestures to control everything 

such as music, temperature, navigation, emails, text messages and phone calls. It also 

comes with app optimization features that allows the driver to use voice or hand gestures 

to control or navigate a wide variety of apps such as Facebook, Twitter, Instagram, etc. 
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Ways in which NMASI links Strategic Positioning and Marketing Tactics 

NMAI utilises a three pronged approach to link its Strategic Positioning to its Marketing Tactics, 

these are explained below. 

Segmentation: The Automotive Market in Jamaica is huge and extremely diverse. NMASI 

utilises marketing segmentation to identify potential customers that are most likely to buy the 

cars and automotive products that we sell. Additional information on this is listed in AC 3-4. 

Targeting: After segmenting the Market NMSAI utilises various marketing tools to target the 

segmented market with our products whilst focusing on developing our brand image and 

message to appeal to their needs and buying habits. 

Positioning: NMSAI utilises “Positioning” to determine our place in the market based on the 

results of our strategic marketing initiatives. We also utilise positioning to create a brand concept 

that we believe will remain embedded in the minds of our target customers.  

These positioning options will be utilised to determine the appropriate Marketing Tactic that may 

be required to achieve an objective. These Tactics may include, but would not be limited to; 

Sponsorship, Premiums/Giveaways, Research Report, Website Activities, Promotional Events, 

Social Media Marketing, Electronic Newsletter, and Marketing Emails. 
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_______________________________________________________________________________________________________

AC 2.3 Analyse the merits of relationship marketing in a given strategic 

marketing strategy 

 

As the competitive environment becomes more turbulent, the most important issue the sellers 

face is no longer to provide excellent, good quality products or services, but also to keep loyal 

customers who will contribute long-term profit to organizations. Relationship Marketing as a 

business strategy identifies, cultivates, and maintains long-term profitable customer relationships 

(Alibhai, 2013). Ruiz (2012) postulated that relationship marketing provides a “a personal or 

emotional connection to a brand through a connection that is centred on trust that is created 

through the consistent delivery of a product or service that meets or exceeds customer 

expectations” He further elaborated that “corporate culture impacts relationship marketing.” This 

means that relationship marketing can no longer be viewed as a responsibility that is tasked 

exclusively to the marketing department, this should be made top priority that every member of 

staff within an organization focuses on.  If relationship marketing is approached collectively it 

can improve and ensure a consistent and positive customer experiences. Ruiz (2012) opined that 

“relationship marketing offers powerful benefits; however, it takes discipline, strategy and a 

supportive environment.”   

STRATEGY 

To be successful, New Money Automotive Sales & Imports (NMASI) must differentiate itself 

from competitors in order to appeal to customers in the marketplace. To do this, NMASI will 

utilize its practice of personalizing its product by utilizing relationship marketing, quality 

service, efficient staff, and profitability targets to increase the growth percentage. 

To achieve this the following marketing tactic were used to achieve the desired outcome: 

1) Creating a loyalty program which offered free car wash and oil changes to customers who 

purchased a vehicle 

2) Increasing Auto Loan conversions by simplifying the loan application process and having the 

application done in house thereby preventing the need for customers to travel back and forth.  

3) Increase brand awareness and loyalty through the use of social media. The Launch of NMSAI 

Facebook, Instagram and Twitter pages allowed NMASI to engage its customers in an informal 

and ongoing way. Prior to establishing a social media presence, it was almost impossible to keep 

useful records about every single client, effective utilization of the power of social media makes 

it easy for NMSAI to automate their marketing efforts. 

Launching NMASI Birthday Club: NMSAI developed a strategy to send out handwritten 

birthday cards to customers on their birthdays. Initially this was considered a simple thank you 
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gesture, however the response was overwhelming as customers indicated that the personal touch 

helps clients feel like NMSAI cares about them as people rather than simply consumers. 

Francis (2009) theorized that relationship marketing aims to create customer loyalty and secure 

life time customers. He highlighted some of the benefits of relationship marketing as being: 

 

• Loyal customers will help expand your business by recommending your business to 

friends and family. 

• Loyal customers are more willing to try your new products, because they trust you. 

• Loyal customers are more likely to accept price increases because they are loyal to you 

and trust your products and services. 

• Loyal customers are more likely to provide feedback which enables you to improve your 

product and services. They can even support innovation by identifying gaps in the market 

and suggesting ideas for your business.  

• Loyal customers will usually continue to provide you with custom after there is a lapse in 

the customer service (as long as you resolve the situation swiftly and to the customer's 

satisfaction). 

These benefits will play a crucial role in the rationale behind NMSAI’s implementation of 

relationship marketing. NMASI has a vision to become a Jamaican top 5 used car dealer by the 

year 2020. Understanding the importance of and effectively utilizing relationship marketing to 

expand market share, develop and maintain brand and customer loyalty will be of fundamental 

importance if NMASI is to achieve this objective. New Money Automotive Sales & Imports is 

also currently seeking establish a referral program where customers who refer a customer will 

get Fifty Thousand Dollars ($50,000.00) if that person buys a car and One Thousand Dollars 

($1,000.00) if the persons doesn’t. This form of incentivizing is aimed at increasing word of 

mouth marketing and attracting new customers. This will be followed by several initiatives 

aimed at customer retention such as quality customer service, quality after sales service, ensuring 

that all vehicles sold go through a rigorous one hundred and twenty-point inspection, offering 

free car washes and oil changes, discounted service packages, free tyre and battery check, free 

tyre rotation and discounted membership passes to the Jamaica Automobile Association (JAA). 

In order to obtain sustainable competitive advantage, Automotive Industry will need to make 

strategic innovative decisions that will focus more on customer satisfaction. Gronroos (2004) 

opined that relationship marketing has emerged as a powerful popular new paradigm due to shift 

in focus from customer acquisition to customer retention, increased competition forces 

companies to understand the value that customers, rather than the value the products generate for 

them. Francis (2009) opined that It takes a lot of time and effort to build relationships with 

customers but the list of relationship marketing benefits is endless. The ultimate benefit is an 

increase in sales, market share and dominance This is an area that NMASI will have to be 

successful in if it intends to be successful and accomplish its Vision 2020. 
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_____________________________________________________________________________

AC 3.1 Use appropriate marketing techniques to ascertain growth opportunities 

to a market 

Kotler (2001) postulated that “marketing is getting the right goods and services to the right people at the 

right places at the right time at the right price with the right communications and promotion”. Thus, a 

number of techniques should be employed in an organization to ensure success of the marketing plans of 

the business. New Money Automotive Sales & Imports will utilize a number of marketing techniques 

which are fundamental to accomplishing sustained growth within the market.  

NMASI Marketing Techniques:  

1. Marketing Objectives: A marketing objective is; “a statement of what is to be accomplished 

through marketing activities. It specifies the results expected from marketing efforts” (Oxford 

College of Marketing, 2013). 

2. Marketing Strategy: Kotler (1997) defined the marketing strategy as; “the way in which the 

marketing function organises its activities to achieve a profitable growth in sales at a marketing 

mix level.” 

3. Marketing Techniques: These are “techniques that consolidate the greater part of its showcasing 

objectives into one complete arrangement” (Townsend, 2013). 

4. Target Market: Griffin (2013) defined target market as a “particular group of individuals to 

whom you are attempting to sell your products or service. Understanding your business sector 

decides your potential client base.” 

5. Market Profiling: This has to deal with “a set of qualities that recognize an objective gathering 

of the populace or a business sector portion. Utilized as a part of defining showcasing plans, it 

incorporates demographic, wage, a way of life, psychographic, and socioeconomic data” (Clark 

and Kays, 1997). 

6. Marketing Segmentation: This is defined as “the procedure of partitioning a whole market up 

into diverse client segmentation. Focusing on or target promoting then involves choosing which 

potential client portions the organization will concentrate on (Joseph, 2015). 

 

New Money Automotive Sales & Imports (NMASI) in an effort to remain current with technology and 

providing products and services that we believe will improve the quality of life for our customers has 

through our international partners launched a new product called; The Smart Traveller’s Companion. This 
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is a small gadget that’s mounted on the dashboard of the vehicle which is designed to keep the driver 

focused on the road while the The Smart Traveller’s Companion with its built-in artificial intelligence 

will assist the driver with navigation, hands-free phone calls and text messages, etc. The The Smart 

Traveller’s Companion acts as a projector with the windshield as the whiteboard. It projects information 

from a connected smartphone or the car onto the windshield. The driver will be able to see the same 

information that is being displayed on their cellphones, thus minimising the need to look down at the 

device. This provides an unparalleled level of safety and may reduce the number of accidents which 

occurs whist drivers are distracted by texting whilst driving.  

                                                                                                                                                                                                                                 

 

The following Marketing Techniques will be utilized to promote growth for the Smart Traveller’s 

Companion: 

 

Segmentation 

New Money Automotive Sales & Imports will utilize market segmentation to strategically deploy targeted 

promotions which will involve identifying potential clients, which the organization will concentrate its 

marketing efforts on to gain their business. Effectively utilizing our marketing segmentation options will 

be fundamental to the general accomplishment of New Money’s Marketing Strategy.  

 

Segmentation Profiles                                                                                                                                                                           

Geographic Profiling: New Money Automotive Sales & Imports will develop marketing strategies using 

Geographic Profiling to target customers within the Kingston, St. Andrew and St. Catherine. We believe 

that customers within these localities are most likely to buy our products because of the close proximity 

and the quality of products we offer when compared to our competitors and most importantly our pricing 

is extremely competitive. We will utilize traditional marketing options such as the distributions of flyers 

in the areas identified and use Geo location targeting through online and social media to reach customers 

in these localities. 

Demographic Profiling: After completing an extensive research of available literature and our own 

marketing analysis New Money Automotive Sales & Imports has concluded that Demographic profiling 

will be a crucial tool of our marketing strategy. This will see us using personal characteristics to 

categorize consumers that are most likely to buy our products. These characteristics may include, but 

would not be limited to;  age, gender, income level and marital status. This information would be acquired 

through marketing surveys where information such as employment status, age, marital status, annual 

income and buying tendencies. This information will help us to develop a marketing strategy that appeals 

to individuals within the chosen demographic.  
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Psychographic Profiling: Psychographic profiling is generally utilized to fragment the business sector in 

light of attributes, for example, identity and way of life. New Money Automotive Sales & Imports will 

utilize this option if necessary to launch, this will be extremely useful in publicizing limited time 

campaigns. NMSAI will also use psychographic profiling to identify and market to people who have 

acquired comparative products in the past whilst offering discounts or incentives to get them to upgrade. 

Behavioural Profiling: Behavioural profiling will prove extremely vital to NMSAI in identifying 

purchasing examples and what changes may influence these examples. Behavioural profiling will also 

enable NMSAI to identify what number of our clients are first-time purchasers and what number are 

repeat clients.  

Targeting  

 

Geographic Profiling: The results of segmenting the market have improved our market share as well as 

new opportunities for marketing positioning. Jamaica Automobile Association (2013) research findings 

showed that approximately 35% of the vehicles in Jamaica are owned by persons residing in Kingston, St. 

Andrew and St. Catherine and that these areas accounted for 60-70% of the total car sales in the Island.  

 

 

 

Figure 1: New Money Automotive Sales & Imports (First Quarter Sales October – December 2015) 

.

*KSAC: Kingston & St. Andrew 

 

Our internal sales figures as indicated in figure 1 above showed that for the period October 1, 2015 to 

December 31, 2015, customers residing in the Parishes of Kingston, St. Andrew and St. Catherine 

accounted for an average of 96% of our total sales. The statistical information from our internal sales was 

combined with other research data which formed the basis for these Parishes selected.  
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Figure 2: NMSAI First Quarter Demographic Analysis 

.  

 

Demographic Profile: Based on the type of cars we sell and our internal sales statistics for the period 

October 1, 2015 to December 31, 2015, we believe that persons with a monthly income exceeding 

$60,000.00 will be able to purchase the vehicles we sell. NMSAI internal sales for the period October to 

December 2015 showed that females between the ages of 27-40 accounted for 51% of our sales for the 

corresponding period while 41% were males. We will therefore develop a campaign targeting Males and 

Females between the ages of 27-40 with a minimum monthly income of $60,000.00.    

 

 

 

 

Figure 3 NMASI Behavioural Analysis 

 

Figure 3 above shows that 68% of our customers for the same quarter were new customers while 32% 

were repeat customers. This indicates that our marketing promotions targeting new customers have been 

very effective. It also shows that we need to significantly improve our efforts aimed at customer retention. 
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________________________________________________________________________

A.C 3.2 plan how to use marketing strategy options in a market 

There is a myriad of marketing strategy options available, from which an organization can choose in order 

to reach its target market. However, it makes good business sense that options are selected which are best 

suited for the organization and the product or service being marketed in order for there to be a distinct 

identity.  A Marketing Strategy should also be geared towards ensuring that the benefits of the business 

are identified and clearly communicated to the target market.  It should be focused on making sure that 

products and services are structured to meet customer needs (infoentrepreneurs.org, n.d). New Money 

Automotive Sales & Imports (NMASI), an existing company that sells used cars in Jamaica, has used 

Focused Differentiation as one of its marketing strategies to launch a new product known as “The Smart 

Traveller’s Companion©”. Focused Differentiation is a strategy that focuses on offering a unique 

product or service that targets a specific demographic group such as motor vehicle owners/drivers 

(srtmarketing.com.au, 2014). New Money Automotive Sales & Imports intends to dominate the market 

with this new product and gain a competitive advantage as a leader in the automotive industry. Some of 

the options within the plan to market the new product are below 

Strategic Marketing Options 

The Smart Traveller’s Companion will be marketed using the below marketing strategy options: 

1. Tradeshow marketing – this is an exhibition of companies to showcase their products and 

services. There are usually offerings of business opportunities for sale as well as discounts and 

package sale (entrepreneur.com, 2015). 

2. Social media marketing - sites such as Facebook, Instagram and Twitter provide another 

marketing option as these social media sites reach a wide range of individual because of their 

large population and the ease and speed with which information travels via social media 

(cultbranding.com, 2013).   

3. Business to Business marketing - this marketing option typically involves the sale of the 

product or service of one company to another (cultbranding.com, 2013). 

4. Word-of-mouth marketing- as suggested by marketingmadesimple.com (n.d), is the spreading 

of positive messages about a product or service from person to person using verbal 

communication. This marketing option can be in the form of direct human voice or via 

communicative means such as text messaging. 
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5. Public Relations (PR) marketing – marketing option as stated by cultbranding.com, (2013) is 

one of the most important marketing strategies as marketers and companies work with the media 

to showcase an awareness and benefits to their product. 

6. Cause marketing – this marketing strategy seeks to tie a cause or charity to a brand or company. 

When customers are aware that they are a part of an organization that cares for the wellbeing of 

others, it helps to create and retain customer loyalty and builds long lasting customer 

relationships (news.gcase.org, 2012). 

Options which NMASI plans to use: 

The marketing strategy options which will be used to market the new product are expounded on below. 

Tradeshow marketing is an ideal strategic option as this new product will be used by drivers and 

vehicles will be sold at trade shows. There will be a booth where persons will be able to view and 

experience the product. It will be available to the potential buyer to get a first-hand experience of its 

offerings prior to making a purchase. Tradeshows are industry gatherings where customers as well as 

potential customers are invited to sample all that a specific industry has to offer. This setting is ideal for 

introducing a new product which is directly associated with the existing product that is being showcased. 

As reporters will be bringing the happenings of these tradeshows to the general public, the new product 

stands a very good chance of reaching a wide audience and as such expanding outside of its customer 

base (cultbranding.com, 2013).  

Social media - We understand that Social Media Marketing is a vital 21st century marketing tool and with 

this in mind, we have decided to maintain an online presence on all the major social networks. These have 

resulted in us establishing a presence on Facebook and are currently exploring other Online and Social 

Media options such as Instagram, Twitter and YouTube. 

Business to Business or B2B marketing is another ideal marketing option which will allow the business 

to reach out to automotive companies and offer them the option of adding the new product to their 

existing product (motor vehicles) when selling to their customers’/ target market. This will be beneficial 

to both companies as the customer will be able to make both purchases at one location.  

Word of Mouth Marketing - It is the intent of the organization to make such an impact with the 

introduction of the new product that people will become excited to tell someone about the product. 

Public Relations (PR) Marketing - New Money Automotive Sales & Imports plans on using this 

strategy option to market its new product by holding press conferences as well as displaying large 
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advertisements in the centrefolds of major newspapers and magazines. This is in an effort to bring 

awareness to the product and by so doing increase the market share of New Money Automotive Sales & 

Imports.  

The company plans on using Cause Marketing as another option. Our plan is to partner with 

organizations such as Mother’s Against Texting and Driving (M.A.T.D.) that are focused on reaching 

drivers and saving lives while creating awareness of the dangers of texting while driving. This 

organization seeks to identify and facilitate the development of innovative technologies that are aimed at 

reducing the incidence of distracted driving (rampo.edu, 2014). 
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________________________________________________________________________
A.C 3.3 Create appropriate strategic marketing objectives for a market. 

“Marketing objectives define what you want to accomplish through your marketing activities” 

(Toolkit.smallbiz.nsw.gov.au, 2015). New Money Automotive Sales & Imports (NMASI) strives to 

provide an experience that focuses on customer satisfaction first. To maintain a level of advantage over 

our competitors the company focuses on its target market and also raising awareness about our company’s 

newest product “The Smart Travellers’ Companion”. This is a part of the company’s strategic plan as to 

bring together the need for keeping track and also staying focused.  

 

1. Strategic Marketing “is the way a firm effectively differentiates itself from its competitors by 

capitalizing on its strengths (both current and potential) to provide consistently better value to 

customers than its competitors” (Davies, 2011). 

2. BusinessDictionary.com (2015) defined business management as “the activities associated with 

running a company, such as controlling, leading, monitoring, organizing, and planning.” 

3. Marketing “is the process used to determine what products or services may be of interest to 

customers and the strategy to use in sales, communications and business development” (Kotler, 

Armstrong and Saunders, 1996).  

4. An objective statement “is comprised of a sentence or two that describes the exact outcomes that 

the business wants. It tells employees precisely what they must do to reach the company’s goals” 

(Small Business - Chron.com, 2015).  

5. Ward (2015) “Target Marketing involves breaking a market into segments and then concentrating 

your marketing efforts on one or a few key segments.” 

6. Lake (2015) defined Strategic Market Planning as “the planning process that yields decisions in 

how a business unit can best compete in the markets it elects to serve. The strategic plan is based 

upon the totality of the marketing process.” 

 

NMASI Objectives for 2016 

• To identify the target market, and explain why The Smart Travellers Companion will be useful to 

them.  

• Analyse and review the appropriate strategic marketing tools and techniques for The Smart 

Travellers Companion.  

• Identify the Pros and Cons of using the marketing tools and techniques chosen by NMASI for 

The Smart Travellers Companion.  
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• Identify the position of New Money Automotive Sales & Imports’ using the strategic marketing 

technique within the next four (4) years.  

• To identify ways to gain pertinent information or feedback from customers stating the 

performance of “The Smart Travellers Companion”.  

 

Increase Sales 

It is the aim of NMASI to increase sales by 20% within six (6) months. The plan to achieve this goal is by 

ensuring that the price of the new product is comparable to the current market price of similar products. 

This will ensure the company will get a good return on its investment.  

Improve Product Awareness 

The plan to achieve this goal is by ensuring awareness of the product in the market by focusing on the 

available marketing options (see AC 3.2). This will be done through trade shows etc. 

Establish NMASI in the Industry 

The Smart Traveller’s Companion is a product that has the potential to reduce significantly the number of 

a fatality on the roads in Jamaica and by extension globally. This product will be marketed as such, as a 

device promoting safe driving. NMASI is not promoting or condoning texting while driving we are 

simply providing a product that, should drivers decide to do so; they can now do it in any safe manner 

through voice to speech.  This minimizes the distraction of having to look at the phone or using one hand 

to type. NMASI will partner with Colleges, the Road Safety Unit and Insurance Companies to bring 

attention to the new product so it will be recognized in the noisy confusion of the marketplace. 

Brand Management 

NMASI plans to manage its brand by constantly running ads in the print media, via television, Internet 

and in shopping malls. Our plan is to ensure that the images that are used to advertise the brand will be 

etched in the minds of all who come in contact with it (Goodwin, 2015). 
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Organization like NMASI uses perceptual or positioning maps to assist its operations in developing a 

market positioning strategy for their product or service. Hence, the maps illustrate where the existing 

product is positioned in the market so that the business can decide where they would like to position its 

product (Learnmarketing.net, n.d.). Thus, the below figure illustrates the company high ranked products 

compared to its competitors, and where the business is overall in the market. 

 

 

 

Select and Plan to use Strategic Options for NMASI Vision 2015 (Sommers, Hunter & Dean):  

• Researching  

• Market Assessments and Planning Techniques: Segmentation, SWOT, Porter’s Five Forces, Gap 

Analysis, and Creating Marketing Tactics.  

• Workforce Planning: Staff Training and Development Exercises throughout the college.  

• GAP Analysis and Marketing Strategy Development and Implementation  

• Marketing Mix improvements: Price, Product, Experiences, Value, and Delivery Differentiations.  

• Implement Price Leadership and Differentiation Strategies.  

• Implement Relationship Marketing Strategies: Programs and Scheduled Stakeholders’ Meetings.  

• Social Media Target Marketing; Advertising in Printed Media; & Advertising on local Television.  

• Increase Customer-Targeting Sales Staff  

• Control and Monitor: market and staff evaluations; assessing feedback from the key stakeholders.  

• Brand Management: Corporate Communication and Reporting to the stakeholders and public.  
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_____________________________________________________________________________________

A.C 4.1 Report on the impact of changes in the external environment on 

a marketing strategy 

A successful Marketing Strategy requires a forensic examination of the various elements that can affect 

the business internally and externally. In AC 4.2, we will explore the internal elements using the Strength 

and Weakness portion of the popular SWOT analysis. In this section, however, the researchers will 

examine the external factors by examining the Opportunities and Threats that are present in the 

environment within which we operate. The objective of this external analysis is to gain valuable 

information and develop strategies that will give New Money Automotive Sales & Imports a competitive 

advantage in the Automotive Industry. Having completed a SWOT Analysis New Money is aware that 

there are a multiple Opportunities available that can be exploited that will enable the company to perform 

more productively. There are, however, some Threats that need to be examined. If these threats are not 

meticulously examined, they can have an adverse impact on the company's performance and profitability. 

 

The importance of an External Analysis in an Organization: 

1. M360.sim.edu.sg (2013) opined that “the external environment plays a critical role in shaping the 

future of entire industries and those of individual businesses.” 

2. Performing an external analysis is important to the long-term viability of any organization. This 

analysis is critically important in the examination of the economic, social, cultural, demographic, 

environmental, political, governmental, legal, regulatory and technological factors that are present 

in the environment (Reeves, 2015).  

3. The external environment can significantly influence a company's marketing strategy and should 

be continually examined and monitored (Melander, 2012). 

4. The external analysis is very important in examining factors that could affect a company's 

viability in a selected market (Turkay, Solmaz and Sengul, 2013). 

5. The external analysis is a critically important tool in identifying external market opportunities 

such as "expansion possibilities, technological improvements or competitor weaknesses” 

(Markgraf, 2015). 

6. The external analysis provides businesses with an opportunity to assess and evaluate external 

opportunities while avoiding or minimizing external threats (Pflueger, 2013). 
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Opportunities and Threats 

New Money Automotive Sales & Imports understands that our marketing strategy is destined to fail if it 

focuses exclusively on just our strengths and weaknesses. With this in mind, we have created a strategy to 

systematically examine external opportunities and threats. We will do this to ascertain what opportunities 

are present and how to exploit them and what threats are on the horizon in order to appropriately address 

them.  

Opportunities 

• Market Dominance: While this particular and similar product are available internationally. New 

Money Automotive Sales & Imports (NMASI) is currently the only company offering this 

product in Jamaica. Being the first to the market gives us a distinct advantage (first mover 

advantage) in capturing a large portion of the market, this provides an opportunity for higher than 

average profitability over time. It will also significantly help us in the process of promoting and 

developing brand image and loyalty which will be crucial when other competitors enter the 

market. 

• Price Flexibility: NMASI through its parent company Monarch Financial Services Corporation 

(USA) has secured the exclusive rights from Navdy for the distribution of this particular product 

in the Jamaican Market and a non-exclusive right to distribute the product in the wider Caribbean 

for the period September 2015 through September 2017. Being a direct distributor allows us to 

deal directly with the supplier and this in turn will result in us getting the product significantly 

cheaper. This will provide us with an unparalleled flexibility in our pricing structure and as the 

product gains popularity in Jamaica, the opportunity for expansion to other Caribbean markets 

will become more of a reality.  

• Online/Social Media Marketing: We offer the option of purchase and installation as a package. 

Some customers have, however, requested the option to just purchase the product and have it 

installed by their own technicians. NMASI executives explored the idea and decided that not only 

was this an excellent idea for increasing direct product sales, but it also provided an opportunity 

for the introduction of selling the product online via our website. The opportunity for online sales 

will significantly increase the availability and reach of the product this will also enhance our 

ability to provide the products across the length and breadth of Jamaica. 

• Business to Business (B2B) Marketing: Given NMASI’s second tier distribution status, we have 

already begun discussions with several businesses and tour operators for the provision of some 

demo units which they will use to test the product. The resulting opportunity from this approach 
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will see us offering these companies our Smart Traveller Companion Device at a reduce cost 

through a wholesaler agreement.  

• Market Expansion and Product Longevity: The Government of Jamaica has recently 

overhauled the outdated Road Traffic Act and replaced it with a version more suitable for the 

changes in the environment since it was enacted more than half a decade ago. One of the changes 

in the law seeks to ban the use of mobile phones while driving. After careful consultation with 

international partners a clause was added to allow the use of hands-free or Heads up Display 

(HUD) technology such as “The Smart Traveller’s Companion”.  This will form the basis of one 

of the many marketing campaigns to promote the product and should ultimately increase sales 

given that Jamaica is considered one of the countries with the highest cellphone ownership/usage 

per capita.  

 

Threats: 

• Political Threats: These are regarded as changes in laws and regulations that can have a 

fundamental influence on an organization's marketing strategy, profitability and productivity. In 

the case of NMASI; the clause above which allows the use of mobile telephones through a hands-

free, and HUD technologies received staunch objections from the Political Party that currently 

forms the country’s Political Opposition. With this in mind and given the current political climate 

(pending elections) it is a possibility that should the Opposition Party form the next Government, 

this clause that will be vital to NMASI’s success could be repealed. 

• Economic Threats: These factors grouped into four separate but equally important elements. 

These are Interest, Exchange, Inflation/Deflation rates and the economy. These elements can 

influence an organization's ability to receive a satisfactory return on investment. The team at 

NMASI are very cognizant of the ever sliding exchange rate and interest rate. While the interest 

and inflation rates may not significantly impact the company in the short term, the exchange rate, 

however, will have a significant impact. This is primarily because the product is manufactured in 

the USA. 

• Social Threats: These are the social factors that can negatively impact sales, profitability and 

productivity in any industry. NMASI understands that there are many advantages to being the 

first company to offer a product to the market. Equally, though, there will be many disadvantages; 

such as social reservations where some customers question the validity and necessity of the 
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product because it does not fall within the social norms of products that they are accustomed to 

purchasing.  

• Technological Threats: These are the forces that through the creation or distribution of new 

technology or enhancing existing technologies can make a product obsolete or significantly 

reduce product sales. One potential technological threat that NMASI’s marketing department 

explored during the external analysis was the high potential that this product may be duplicated 

and redistributed to the market with significantly more features and for a lower price. 
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_____________________________________________________________________________________________

A.C 4.2 Conduct an internal analysis to identify current strengths and 

weaknesses in a marketing strategy 

For the strategic management process to begin, managers are required to conduct an internal analysis. 

This involves identifying the organisation's strengths and weaknesses, by analysing its competencies. It 

also requires the manager to highlight the business' competitive advantage. A business' competencies are 

its resources and capabilities that allow the business to differentiate itself and its products and services, or 

reduce its costs when compared with competitors. A business' resources are its assets, which may be 

tangible assets, such as equipment or technology, or intangible assets such as brands, knowledge and 

expertise. These resources become Internal Analysis valuable to your organization, and thus a 

competence when it adds value to your outputs, that is, customers place a positive distinction with your 

business and its offerings, over those of competitors. This is likewise for your business' capabilities, 

which are its' skills, processes and structures. 

The Role of Internal (SWOT) Analysis in an Organization:  

1. “SWOT analysis is an analytical tool used for the identification and categorization of internal 

and external factors. Strengths and weaknesses in SWOT analysis are termed as internal 

factors while opportunities and threats are termed as external factors” (Makos, 2014).  

2. Perkins et al. (n.d.) refer to internal analysis as a “process of evaluating an organization’s 

resources and capabilities”. 

3. “SWOT analysis entails a distillation of the findings of an internal audit that draws attention, 

from a strategic perspective to the critical organisational strengths and weaknesses and the 

opportunities and threats facing the organisation” (Kotler and Armstrong, 2014). 

4. Carysforth and Neeld (2004), stated that SWOT is a technique for comparing or matching an 

organisation’s internal strengths and weaknesses with opportunities and threats found in the 

external environment. 

5. Strengths, in the SWOT analysis, are a company's capabilities and resources that allow it to 

engage in activities to generate economic value and perhaps competitive advantage, while the 

organization’s weaknesses refer to lack of resources or capabilities that can prevent it from 

creating economic value or gaining a competitive advantage if used to enact the company's 

strategy (Simmering, 2015).  

6. Valentin (2001) refer to SWOT analysis as a conventional approach to searching for insights 

into ways of realizing the desired alignment. The SWOT analysis is no doubt a valuable tool 
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in the field of business strategy because it invites decision-makers to consider important 

aspects of their organization’s environment and helps them organize their thoughts. 

New Money Automotive Sales & Imports Strategy is to utilize various marketing tactics such as 

relationship marketing, price and product differentiations for a unique value proposition, quality service, 

efficient staff, and profitability targets to increase the growth percentage of the organization. 

The organization launched its new product “The Smart Traveller’s Companion©”. This product allows 

for a virtual display of text messages, GPS directions, and incoming calls being projected on the 

windshield of the motor vehicle. The new product is safe because of its hands-free feature. There are also 

other built-in apps such as Spotify, Pandora and Apple Music, which are voice activated and controlled. 

The idea behind product development is that by displaying this vital data on the driver motor vehicle, it 

would reduce the timeframe individual’s attention is spent looking around the car for their phones, 

checking a text message or even for GPS direction. The below table illustrate the internal analysis 

(strength and weakness) of “The Smart Traveller’s Companion” in the marketing strategy. 
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Internal Environment: SWOT ANALYSIS 

- STRENGTHS 

Internal Environment: SWOT 

ANALYSIS -WEAKNESS 

  
STRENGTHS SUPPORTING  

EVIDENCE 
EFFECTS WEAKNESS SUPPORTING  

EVIDENCE 

EFFECTS 

      

Personal 

Relationship 

➢ Client Statistics ➢ Increase of 

customer and 

employee 

satisfaction level 

Poor 

adaptability of 

our Internal 

processes to 

technology. 

➢ Employee 

Satisfaction 

data 

➢ Poor 

efficiency 

delivery 

➢ Duplicities of 

the task. 

Growing 

brand 

reputation  

➢ Increase in 

product purchase 

➢ Customer survey 

➢ Increasing web 

traffic with 

online requests 

for the product. 

➢ Word-of-mouth 

recommendations 

➢ High sales 

revenue. 

➢ Level and 

consistency of 

company 

performance. 

Competition ➢ Online market 

(eBay, Amazon, 

etc.)  

➢ Regularly 

reviewing 

new ways to 

offset 

competition 

Capabilities ➢ Skills and 

knowledge of the 

business are 

employees 

➢ Increase the value 

of a firm’s 

competencies 

The size and 

scale of its 

global business 

➢ Parent 

Company 

➢ Management 

Issues 

Excellent 

marketing mix 

➢ Price, Place, 

Promotion and 

People 

➢ Affordable price 

➢ Convenient 

location  

Not enough 

distribution 

channels 

➢ Delay in 

product 

delivery  

➢ Poor retail 

strategy 

Improving  ➢ Audit Financial  ➢ Ability to grow  Change in  ➢ Customer  ➢ Negative  

 

Financial 

Management 

➢ Statement 

➢ Ratio of net cash 

to capital 

expenses 

➢ and invest in 

innovations 
Trends ➢ evaluation calls 

back 

➢ impact sales 

Affordability   ➢ Payment plan 

contract 

 

➢ High sales 

revenue. 
   

 

To have a proper internal analysis of the marketing strategy, New Money Automotive Sales & Imports 

management team conducted an internal analysis of the company new launch product, to accurately 

identify the current strengths and weaknesses of the item. New Money Automotive Sales & Imports 

management should consider the following: 

The focus of the marketing objectives should be clear and aligned with the overall organization strategy. 

There was a quantification of the sales figures with a targeted tenure that assisted the organization to 

achieve its desired revenue. However, there is also a need for proper survey regarding the satisfaction 

level of the consumers after which the need for product development will be clear based on which the 
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management can focus on such new initiative of product development bring customization that will be 

much more preferred by the consumers and will increase the satisfaction levels and thus assisting the 

organization to gain a competitive edge in the market over its competitors.  
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____________________________________________________________________________________

A.C 4.3 Strategic Marketing Responses to Key Emerging Themes in a 

Marketing Strategy 

Strategic Marketing “is the way a firm effectively differentiates itself from its competitors by capitalizing 

on its strengths (both current and potential) to provide consistently better value to customers than its 

competitors” (Davies, 2011). Strategic Marketing's primary objective in an organization is to increase 

revenue whilst maintaining a long term competitive advantage. New Money Automotive Sales & Imports 

uses various strategic marketing techniques to identify consumer needs, improve revenue generation, 

promote and improve brand image/loyalty and to improve performance within the organization. 

The company would allow responses to key emerging themes as a part of its marketing strategy. The 

proposed responses are as follows: 

1. Reengineering the process of business- this is a business model which allows an organization to 

revamp its existing business strategy so that it can reduce costs and improve productivity levels 

using emerging processes which are more effective (Entrepreneurialinsights.com, 2014). 

2. Attracting customers through e-commerce – eCommerce is, in essence, conducting business 

transactions via the internet. This is an emerging theme as it allows the business to engage in 

online marketing campaigns aimed at reaching its target market and attracting customers to its 

website or online store (Orocrm.com, 2015).  

3. Benchmarking the performance - Benchmarking is a method for finding what is the best 

execution being accomplished – whether in a specific organization, by a competitor or by an 

altogether diverse industry. This data can then be utilized to distinguish gap in an organization's 

procedures so as to accomplish an upper hand (BusinessDictionary.com, n.d). 

4. Restructuring cost function – this is a new investment to see how long it will take to make a profit 

off the purchase. There are several reviews emerging from this theme, but the overarching issue 

relates to the need to better understand the risk taking incentives and the implications for systemic 

stability (Cooper, 1998). 

5. Building a global network and more market-driven- Internet technology is resulting in an 

increasingly globalized market, with easier access to information, new market players and new 

forms of partnerships. In this new environment, traditional market participants have changing 

roles, new market sectors are emerging and competition is intensifying. To be successful, being 

customer-oriented is not enough (Lambin, 2008). 

New Money Automotive Sales & Imports will strive continuously to utilize various strategic marketing 

tools to respond to emerging themes. Some of these strategic options are listed below:  
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Using Advanced Technology 

In order to respond effectively for the key emerging themes, it is vital for New Money Automotive Sales 

& Imports to remain current with new technology and it is with this thought that we have recently 

launched the Smart Traveller’s Companion which is a unique device that we will be promoting heavily 

because if its “all in one” feature. This device has the ability to act as a virtual co-pilot to provide 

navigation. It minimizes the need to focus on the cell-phone whilst driving as the Smart Traveller’s 

Companion displays text messages, emails and other app information to the driver via the windshield.  

The Smart Traveller’s Companion also allows drivers to use voice control to launch apps and respond to 

messages when needed. Given the dangerous road conditions in Jamaica, another feature potential buyers 

will find extremely useful is the device’s ability to alert the driver when they are approaching a 

potentially dangerous corner. This will be extremely useful for younger drivers and drivers who are 

traversing an unfamiliar route.  

Increasing its product base 

New Money Automotive Sales & Imports also recognises that for a company to be successful in the 21st 

century, it has to continually be rebranding and diversifying itself. With this in mind, NMASI routinely 

conducts and analysis of the products and services that are being offered while seeking to identify 

potential products that consumers might be interested in. It was during one such forensic review that 

Smart Traveller’s Companion was born. We believe that the Smart Traveller’s Companion can help to 

increase the organization’s market share because of its technological features which today’s driver can 

appreciate.  

Eliminating non performing products, and reducing overhead cost to remain competitive. 

Another tactic that NMASI intends to deploy is to continuously strive to streamline our operations by 

reducing overhead cost and eliminating products that consumers are no longer interested in purchasing.  
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This will be extremely vital to our success, because it will allow us to redirect resources that were being 

underutilized to areas that we believe will provide a significantly greater revenue generation potential.  

Reacting quickly to the competitors' strategies 

To be a dynamic player in the business sector, it is essential for New Money Automotive Sales & Imports 

to respond quickly to the marketing strategies of its competitors. This will enable the company to 

maintain its market dominance and competitive edge. New Money Automotive Sales & Imports is 

currently the only company in Jamaica offering this kind of product; however, we will not allow 

complacency to creep in and will monitor the market for changes such as competitors offering similar 

products to the market. We will periodically asses the market and our competitors and should those 

changes be detected we will develop and deploy appropriate marketing strategies to effectively address 

the issues identified.  New Money Automotive Sales & Imports also has the distinct advantage of being a 

second tier distributor which gives us an immense flexibility in price determination.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Recommendation 
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After careful evaluation and analysis of marketing research data the following recommendations are 

made.  

• Expanding the Target Market for the STC: The target market for the Smart Traveller’s 

Companion should be expanded to included companies like FedEx, DHL, UPS and Tara. These 

companies have of necessity to be in constant communication with the drivers of the delivery 

vehicles and given that most of these companies are safety conscious the Smart Traveller’s 

Companion will provide a safe option for headquarters to communicate with the drivers. It will 

also provide the option for the driver to safely navigate unknown routes and communicate with 

package recipients when needed. 

• Reviewing pricing Methods: The pricing methodology needs to be revisited, the Smart 

Traveller’s Companion has the potential to be a very effective tool in reducing the carnage on 

Jamaica’s roads, however, the current volatility and instability in the financial markets and the 

effects it has on potential customers needs to be taken into consideration. 

• Expanding Customer Base: New Money Automotive Sales & Imports needs to explore other 

marketing options such as offering discounts to civil servants. These groups of persons make up a 

huge portion of the Jamaican workforce. If NMASI is able to capture a portion of this market it 

could significantly improve the chances of accomplishing NMASI’s vision 2020. 

• Creating Targeted Advertising Campaign: NMASI should invest appropriate resources to 

create a strategically and selectively placed advertising campaign. This primary objective should 

be to improve the image of the brand and develop brand loyalty. NMASI could explore options 

such as corporate sponsoring activities that will expand brand-building public relations activities 

by maintaining awareness 

• Developing and distributing NMASI branded items: If New Money Automotive Sales and 

Imports is serious about developing the New Money Brand and increasing brand awareness it 

needs to develop and distribute branded “keepsake items” that consumers will find useful. 

Keepsakes are an essential tool in promoting the brand. It can provide a significant boost in sales 

and assist in the creation of a connection between consumers and a company. 

It is recommended that New Money Automotive Sales & Imports continually evaluate the potential 

impact of changes in the external environment to determine the effect it can have on its marketing 

strategy. When necessary, NMASI should utilize a wide variety of tools such as product 

differentiation, price changes and increasing product distribution mediums to combat such threats.  It 

is also recommended that NMASI continually seek to exploit new opportunities that have the 
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potential to improve profitability, productivity, brand image/awareness and provide overall 

satisfaction to our customers, employees and owner. 
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Conclusion 

It is deemed safe to conclude that New Money Automotive Sales & Imports is prepared to challenge the 

market as it launches its new product, The Smart Traveller’s Companion. In order for any organization 

to succeed in today’s ever evolving global market, it has to constantly be aware of the changes taking 

place so that it will be able to provide its customer base with needed products or services at industry 

prices and quality. The new product which New Money Automotive Sales & Imports has launched is one 

which is technologically advanced and has the ability as well as the required features which can 

significantly reduce the number of road fatalities caused by texting and driving.  

Strategic Marketing research was carried out and plans have been implemented in an effort to ensure that 

the market is prepared to accept the new product and that the company is prepared to market the product 

so the desired market share will be achieved and product and brand viability with be attained. This was 

done to ensure that the decision makers were aware of the marketing techniques, strategy options, and 

strategic marketing objectives. The organization carried out both internal and an external analysis in an 

effort to make the necessary changes and adjustments to meet the current market trends. This was done so 

that the organization will be aware of the changes in the external environment, its strengths and 

weaknesses as well as to be prepared to respond to emerging themes such as the possible impact of 

globalization. New Money Automotive Sales & Imports is currently leading the market with its new 

product as it is the only one of its kind currently in the local market. It therefore has a competitive 

advantage as it is currently dominating the market with technology and innovation, which is the hallmark 

of a successful and viable organization. 
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