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Abstract 

Some executive-level automotive dealership managers in Grenada lack successful 

marketing strategies to sell new U.S. or Japanese vehicles to increase dealership profits. 

Executive-level automotive dealership managers are concerned about how dealership 

marketing strategies can negatively impact the business’s bottom line. Grounded in the 

segmentation, targeting, and positioning model, the purpose of this qualitative multiple-

case study was to explore the successful marketing strategies four executive-level 

dealership managers used to sell U.S. or Japanese vehicles to increase profit in the 

southern region of Grenada. Yin’s 5-step thematic analysis of semistructured interviews 

and company documents derived four themes: customer retention, product branding, 

media promotional strategy, and after-sales service. A key recommendation for the 

executive-level automotive dealership manager is to implement two-way communication 

with customers to maintain good customer relationships. The implications for positive 

social change include the potential for marketing strategies that promote company 

sustainability that could result in improved satisfaction of employees and enhanced 

lifestyles of their families and communities.   
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Section 1: Foundation of the Study  

Background of the Problem 

Preowned vehicles imported into Grenada have caused a decline in new vehicle 

sales. Traditionally, automotive dealers imported new vehicles from Japan and the United 

States for sale to increase dealership profit and store performance (Almohri et al., 2019). 

Customers have been looking for less expensive alternatives. With easy access to the 

internet and Japanese auto dealer sites, individuals can purchase preowned vehicles from 

online dealers at an affordable price and in good working condition. 

Patty et al. (2021) found that consumers have a low level of product knowledge 

and brand consideration and depend on companies to furnish sufficient information to 

make a confirmed decision. Similarly, in the automotive industry, the potential market is 

not only the main focus in developing a business but also the fitness of the value of the 

market needs (Ibarra et al., 2018). On the other hand, Nasir et al. (2021) suggested that 

customers engaging in servicing marketing through word of mouth have an influence on 

decision-making activities. Notably, automotive dealers must adopt new ways to avoid 

customer dissatisfaction and acquire strategic methods to retain loyal customers. 

To compete with online dealers and to ensure profitability in the businesses, some 

managers of automotive dealerships import cheaper vehicles from India and China to 

increase sales. Teece (2018) raised serious concerns that very few dealers adopt dynamic 

capabilities to carry out the current business of the firm, sustain high performance, and 

gain competitive advantage. However, with the importation of vehicles, some managers 

do not possess adequate marketing strategy to successfully sell new U.S. or Japanese 
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vehicles to increase dealership profit. The current study’s findings could expand the 

literature on successful marketing strategies for automotive dealerships.  

Problem Statement 

 Automotive dealerships need guidance to implement strategies to improve 

profitability (Almohri et al., 2019). During the period from 2009 to 2014, the 

growth recorded by store retailers declined by approximately 4%, thereby forcing 

retailers to develop new strategies (Kumar et al., 2017). The general business 

problem was that Grenada-based local dealerships import and sell new Indian- 

and Chinese- made vehicles with lower prices and lower profit margins, which 

negatively impacts Grenadian dealerships’ profitability. The specific business 

problem was that some executive-level automotive dealership managers in 

Grenada lack successful marketing strategies to sell new U.S. or Japanese vehicles 

to increase dealership profits.  

Purpose Statement 

The purpose of this qualitative multiple case study was to explore successful 

marketing strategies that executive-level automotive dealership managers in Grenada 

used to sell new U.S. or Japanese vehicles to increase dealership profit. The sample 

consisted of four chief executive officers in the Grenadian auto dealership industry. Each 

participant had successfully implemented marketing strategies that ensured profitability 

by selling new U.S. or Japanese vehicles. The implications for positive social change 

were that the findings might help Grenadian automotive dealership managers develop 

marketing strategies that promote company sustainability, which, in turn, could result in 
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improved satisfaction of employees and enhanced lifestyles of their families and 

communities. 

Population and Sampling 

The purpose of this qualitative multiple case study was to explore successful 

marketing strategies automotive dealership executive-level managers in Grenada used to 

sell new U.S. and Japanese vehicles to increase dealership profit. Moser and Korstjens 

(2018) defined sampling in qualitative research as the process of selecting or searching 

for situations, contexts, and/or participants who furnish rich data regarding the 

phenomenon of interest. Additionally, Polit and Beck (2017) revealed that sampling in 

qualitative research is deliberate, not random. The most commonly used deliberate 

sampling strategies are purposive sampling, criterion sampling, convenience sampling, 

and snowball sampling.  

The sample for the current multiple case study was four automotive dealerships 

that had successfully used marketing strategies to increase dealership profit. I used the 

purposive sampling method to select the participants. The rationale for using a purposive 

strategy was that I assumed that the participants were knowledgeable about the 

phenomenon of the study.  

 When conducting interviews with the participants, researchers should choose 

settings that are conducive to communication without interruption (D. R. Johnson et al., 

2021). Current participants were automotive executive managers who had successfully 

used marketing to sell U.S. or Japanese vehicles to increase dealership profit. I and each 
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participant agreed on a suitable place to conduct the interview that was private and free 

from distraction and that allowed for free flow of information. 

Nature of the Study 

Three research methods are available to researchers: qualitative, quantitative, and 

mixed methods. According to Yin (2018), qualitative methodology is most appropriate 

for a multiple case study because this method enables the researcher to use open-ended 

questions in more than one organization to compare results among cases. As Park and 

Park (2016) noted, researchers choose a quantitative method when the study goal is to 

examine whether significant relationships exist among several variables. Because the 

objective of the current study was to understand a phenomenon, not examine variables by 

testing theories or hypotheses, the quantitative method was not a good match for the 

study goals. In a mixed-methods study, researchers use both quantitative and qualitative 

methods to investigate a more complex research problem (Mabila, 2017). Because the 

current goal was to explore marketing strategies, not to quantitatively analyze variables, a 

mixed-methods approach was not suitable for the study. Therefore, the method used for 

the current study was qualitative. 

Commonly used qualitative designs are (a) ethnography, (b) phenomenology, (c) 

narrative, (d) case study, and (e) multiple case study (Khaldi, 2017; Marshall & Rossman, 

2016). Researchers use an ethnographic design to explore shared patterns of a group 

culture through observation and interviews to understand that group’s culture 

(Hammersley, 2016; Letourneau, 2015). The ethnographic design was not suitable for the 

current study because the study goal was not to analyze one or more groups’ cultures. 
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The phenomenological design is used to describe participants’ perspectives and interpret 

the meanings of personal human experiences related to a specific phenomenon (Yin, 

2018). A phenomenological design was considered but deemed inappropriate for the 

current study because my goal was not to explore the personal meanings of the 

participants’ lived experiences with the phenomenon. Narrative researchers focus on the 

life stories and experiences of participants through the participants’ stories (Yin, 2018). A 

narrative design was not suitable because current participants’ historical and personal 

experiences were not required to meet the study’s purpose.  

In a case study design, the researcher examines data to recognize themes, patterns, 

or ideas (Yin, 2018). A multiple case study design is chosen over a single case study 

when the study involves a comparison of the practices of the subjects to understand and 

contrast those practices (Wahyuni, 2012). A multiple case study design was appropriate 

for the current study because the goal was to explore successful marketing strategies that 

executive-level automotive dealership managers in Grenada can use to increase 

dealership profit by selling U.S. or Japanese vehicles. 

Research Question  

The research question was the following: What successful marketing strategies do 

Grenadian executive-level automotive dealership managers use to sell new U.S. or 

Japanese vehicles to increase dealership profits? 

Interview Questions 

The following open-ended questions were asked of the study’s participants: 
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1. What successful marketing strategies are you using to increase dealership 

profits from selling new U.S. or Japanese vehicles? 

2. How have you used technology and innovation to develop strategies to sell 

new U.S. or Japanese cars to increase profits to sustain your dealership? 

3. How, if at all, has the COVID-19 pandemic affected how you develop your 

marketing strategies? 

4. What were the key challenges to implementing your organization’s strategies 

for marketing new U.S. or Japanese vehicles? 

5. How did you address the key challenges to implementing your present 

successful marketing strategies to market new U.S. or Japanese vehicles? 

6. What role does promotional strategy play in marketing new U.S. and Japanese 

vehicles? 

7. What processes or procedures do you use to measure the success of your 

marketing strategies? 

8. What additional information would you like to add about the marketing 

strategies you use to sell new U.S. or Japanese vehicles to increase dealership 

profits? 

Conceptual Framework 

The segmentation, targeting, and positioning (STP) model coined by Smith (1956) 

was the conceptual framework for the current study. The STP model, augmented by 

Kotler (1994), focuses on a special blend for the successful development of a suitable 

marketing strategy. The following marketing strategies listed are from the heart of 



7 

 

Kotler’s augmented STP model: (a) market segmentation, which focuses on various 

demand schedules; (b) marketing targeting, which is the selection of a target group to 

focus on a market strategy; and (c) market positioning, which describes how an 

organization implements the targeting of a chosen segment to achieve desired results. The 

augmented STP model is a marketing strategy that allows market researchers to access 

data in imperfectly competitive markets. 

The STP model highlights the information required by managers on market 

structure and preference structure with regard to the incorporation of segment-specific 

details of the market (Flostrand et al., 2016). By focusing on the STP conceptual 

framework, decision makers can select appropriate target groups and develop successful 

marketing strategies when faced with highly competitive environments. Because the STP 

model provides segment-specific information about market and buyer preferences, I 

expected using the STP model would enable me to understand how the participants 

created strategies to successfully market new U.S. and Japanese vehicles to Grenadian 

customers. 

The success of any organization hinges on the quality improvement process. 

Juran’s (1986) trilogy of basic quality-oriented processes (quality planning, quality 

control, and quality improvement) is the foundation for total quality improvement. Souza 

et al. (2020) stated that car dealerships must focus on performance and search for 

continuous improvement for all sales elements. Oschman (2017) found that total quality 

management enables an organization to achieve competitive, sustainable excellence while 

improving productivity and profitability initiatives. 
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Operational Definitions 

  Business-to-business (B2B) marketing: The sale of one company’s product or 

services to another company rather than consumers (Nunan et al., 2018). 

  Business-to-consumer (B2C) marketing: Businesses market their goods or 

services to consumers that are limited in geographical area and/or the number of people 

in the city, county, or country (Reklaitis & Pileliene, 2019).  

 Internet marketing: Marketing activities designed for the online marketplace to 

get the maximum effect from the potential audience on the site (Vynogradova & Drokina, 

2020). 

 Marketing mix: A combination of strategies and activities that a company uses to 

promote its products and services in the market (Dodor, 2015). 

 Market positioning: The core of strategic marketing helps to differentiate the focal 

brand from its competitor and appeals to the customer’s needs (Iyer et al., 2019) 

 Market segmentation: The key strategic concept in marketing, detecting, and 

clustering the most profitable customers for the line of business of a firm (Zhou et al., 

2020). 

Marketing strategy: A potential plan to converge with the customer needs and 

enhance business performance (Finoti et al., 2019).  

 Market targeting: The schedule of signals received when sharing information with 

retailers and manufactures to target the snob market (Zhang et al., 2020). 
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Relationship marketing: Providing customers with long-term value and creating 

high customer loyalty through building relationships at many levels, whether economic, 

social, technical, or legal (Huggins et al., 2020).  

Assumptions, Limitations, and Delimitations 

In this section, I discuss several assumptions, limitations, and delimitations of my 

study. According to Theofanidis and Fountouki (2018), researchers should report their 

research limitations, delimitations, and assumptions to improve the quality of their 

findings and the interpretation of evidence provided.  

Assumptions 

 Assumptions are thoughts that researchers presume to be true (Marshall & 

Rossman, 2016). Walsh (2015) found that unconscious beliefs or assumptions are 

accepted as true and can produce biases of perceptions and thoughts. I assumed the 

participants would provide information to answer the interview questions. I also assumed 

the selected participants would be a valid representation of the sample population and 

that participants would fully understand the interview questions. In addition, I assumed 

that the participants would provide truthful responses during the interview. Additionally, 

I assumed that business documents would be accurate and complete. My final assumption 

was that business owners would share information on their marketing strategies. 

Limitations 

Limitations are the weaknesses of a study that impact the validity of the study 

(Marshall & Rossman, 2016). The first limitation was that participants may not 

accurately answer the interview questions. Second, the possibility existed that 
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participants may not wish to disclose information regarding their successful marketing 

strategies because of competitive threats. Another limitation was the sample size of four 

business executive managers within the southern part of Grenada. The sample size of this 

study did not represent all automotive dealerships in the south region of Grenada. 

Delimitations 

Delimitations are elements the researcher can control in the study (Theofanidis & 

Fountouki, 2018). The focus of the current study was to explore marketing strategies for 

the automotive dealership in Grenada. The setting for the study was the southern section 

of the island of Grenada. I did not include automotive dealerships that failed in their use 

of marketing strategies to increase dealership profits. Additionally, the selection of one 

country limited the generalizability of the research findings. 

Significance of the Study 

The current qualitative multiple case study was significant because the results 

may help executive-level automotive dealership managers formulate marketing strategies 

and derivative processes to sell U.S. or Japanese vehicles, which may increase profit and 

firm sustainability. Teece (2018) found that within the organization, there exist multiple 

sets of activities such as marketing and production, each of which can be analyzed as a 

system connected to other systems internally or externally. Using the current study’s 

findings to increase profits might influence executive-level managers to allocate a portion 

of the profits to give back to the community to enhance the welfare of less fortunate 

individuals.  
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Contribution to Business Practice  

Because automotive firms are dependent on new vehicle sales to sustain business 

and profitability, a lack of effective marketing strategies can negatively affect an 

automotive dealership’s bottom line. Increased profits may allow dealerships to create an 

avenue for community personnel to have access to employment and may improve 

employees’ performance matrices and targets. Szucs (2015) found that the automotive 

industry is an economic driving force for preowned and new vehicle sales. Business 

leaders may use or adapt the current study findings to develop strategies to increase 

product selection options in the Grenadian automotive dealerships to increase sales from 

new vehicle sales operations’ profitability. 

Implications for Social Change  

Social change for automotive dealers includes creating jobs and community 

outreach programs for members to engage in service to improve families’ living 

standards. According to Schinckus (2017), social programs such as assisting 

underprivileged and homeless people and general societal improvement can help enhance 

communities’ spirits. By focusing on the implications for social change, a firm can have a 

positive long-term impact that can improve the way of life for employees, families, and 

community members. 

A Review of the Professional and Academic Literature 

 The purpose of a literature review is to provide a thorough analysis of previous 

research within a specific educational research topic (Snyder, 2019). When conducting a 

literature review, a researcher obtains an initial and broad overview of a research area, 
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develops new insights, and identifies scholarly gaps in the existing body of the literature 

(Kunisch et al., 2018; Linnenluecke et al., 2020). The purpose of this qualitative multiple 

case study was to explore successful marketing strategies that executive-level automotive 

dealership managers in Grenada used to sell new U.S. or Japanese vehicles to increase 

dealership profit. In this section, I provide an extensive review of academic literature to 

support and understand the phenomenon.  

 My study was designed to furnish business executives with strategies to increase 

product selection options and profit. I selected the STP model as the conceptual 

framework for this study. This section includes the following: (a) search strategy, (b) 

conceptual framework, (c) alternative theories, (d) strategic planning, (e) marketing 

trends, (f) new trend in B2B marketing, (g) marketing innovation, and (h) marketing 

strategies. This section concludes with a summary and transition to Section 2. 

Search Strategy 

 I explored the following databases from Walden University Library to find 

relevant literature: EBSCOhost, ScienceDirect, Google Scholar, Emerald Insight, and 

ProQuest Central. The keywords used to extract the data were B2B (Business-to-

Business) marketing, B2C (Business-to-Consumer) marketing, marketing strategies, 

Internet marketing, marketing mix, marketing positioning, marketing segmentation, 

marketing targeting, and relationship marketing. Because limited literature was available 

on marketing strategy in the automotive industry, I expanded the literature review to 

include other sectors such as the retail industry and manufacturing. 
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STP Model Conceptual Framework 

 The STP model was the lens through which I formed this study. The STP model is 

a strategy used in an organization and its marketing process in response to a potential 

customer base (Vinuales et al., 2019). When the needs and wants of customers are 

satisfied, the results of increased sales and profits materialize (Kerin & Hartley, 2017). 

The STP model offers tools to understand the segments of the market and develop 

marketing strategies (Smith, 1956). STP marketing is a core concept of the current 

marketing process and helps marketers analyze critical strategies for every product. 

Schlegelmilch (2016) found STP to be the essential instruction for marketing strategy 

because this is the main reason for business failures or success in the market. Because a 

marketer cannot satisfy every person in the market, the STP model was developed to 

divide the market into segments and positions (Kotler & Keller, 2005). 

Market Segmentation 

 Market segmentation is a strategy adopted to divide a large market into smaller 

segments of consumers with specific needs, behaviors, and characteristics requiring 

different market preferences (Dolnicar, 2020). Marketing segmentation theory hinges on 

the availability of marketing data and the advances in analytical techniques. Liu et al. 

(2019) found that the overarching point in the market segmentation problem is 

identifying consumer preferences to make a decision.  

 Consumer preferences are the points of view and feedback on products intending 

to purchase (Liu et al., 2019). In the consideration of an automobile, a thorough 

evaluation of multiple models available, price, maximum speed, and fuel consumption 
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are weighted to make a decision (Corrente et al., 2016). The evaluation process is a 

combination of all criteria describing the characteristics of the product.  

 Individual preference and solution methods are critical functions for the market 

segmentation approach. Consumers from various segments with marketing policies and 

specific product needs are targeted to rank the products in preference that can assist the 

firm in allocating appropriate products to meet consumer expectations (Liu et al., 2019). 

However, consumers having knowledge of a product compared to consumers with limited 

knowledge face difficulties in deciding on their preference on the variety of products. 

Because the demand for products is high, the undecided consumers are eliminated from 

the product ranking range. Management, however, should analyze the importance of each 

customer individually and provide guidelines for easy selection of the products.  

Consumers make decisions regarding the choice of purchase. S. M. Kim and Park 

(2020) suggested the importance of understanding local consumers’ characteristics in the 

targeted overseas market to establish a valid global market strategy. According to 

consumer studies, cultural interest is a vital antecedent factor influencing consumers’ 

overall attitudes and purchase behaviors (Asgari & Hosseini, 2015). Although social 

media users tend to follow opinion leaders and seek advice on consumer decisions, users 

know what products and services are available and gravitate to buying or using these 

products (Tobon & Garcia-Madariaga, 2021). The decision to purchase goods or services 

is influenced by an individual’s ability to informally shape the attitudes, opinions, and 

behavior of others. 
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Market Targeting 

 Market targeting is the process of evaluating each segment’s attractiveness by 

selecting one or more of the market segments and designing different strategies. Zhang et 

al. (2021) suggested that a market targeting strategy for the fast-fashion brand market of a 

cobranded product is identified. The fashion brand is willing to forgo either the 

conformist or the snob market under certain conditions, even when sales are in both 

markets. Shen et al. (2017) suggested that the branding loyalties of the associate brands 

may affect the cobranding’s performance in the market. However, Colicev et al. (2016) 

posited that brand performance is determined by customer brand loyalty, which is a 

fundamental concept in strategic marketing. Although consumers’ brand loyalty has 

emerged as a significant marketing concept for many businesses, consumers with high-

level loyalty will spend more money on products and services, demonstrating consumers’ 

purchase behavior. 

Consumers are influenced by others’ purchasing powers. Zhang et al. (2020) 

found that the manufacturer has to bear the signaling cost without information sharing, 

resulting in a decrease in the profit due to a downward sale price. The impact of social 

influences and information policy, focusing on pricing strategy and marketing strategies, 

offers some interesting insight on information management for supply chain 

management. J. Kim et al. (2017) found that social influence interaction and individuals’ 

decisions may be influenced by choices made by members of their social network. 

Similarly, Alencar et al. (2021) found that a car-sharing system provides individuals with 

different degrees of influence depending on social relationships. However, the network 
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choice depends on the magnitude of the type of relationship and social interaction that 

individuals choose to associate with their peers. 

In applying an effective market targeting strategy, organizations must understand 

their current customer needs in the market environment. Meanwhile, data mining has 

become a growing trend in targeting marketing. In a recent study, Yoseph et al. (2020) 

found different marketing segmentation experiments conducted to investigate the 

variability of customer buying behavior and profitability. The results showed the benefits 

of understanding the importance of market opportunities and understanding customers’ 

needs in implementing STP strategies.  

Market Positioning 

 Market positioning strategy focuses on a stage to distinguish the product range, 

compare to competitors’ products, and is viewed as the underlying process needed to 

utilize and transform information that is generated through customers’ perception (Iyer et 

al., 2019; Keller & Kotler, 2015). Although some firms use an explorative learning 

system to encapsulate customers’ existing needs in the market, improved solutions to 

fulfil those needs are incorporated in the process (Herhausen, 2016). Traditionally, 

business performance is achieved when the strategic configuration is aligned with 

internal operations (Iyer et al., 2019).  

 The evolution of price for products and services in the market has been in 

response to demand changes. Kӧnig et al. (2019) conducted a study with several firms 

and found that suppliers or providers are always price takers rather than price makers. 

However, customers decide on the price of their purchases in the market. Kӧnig et al. 
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(2019) were able to distinguish the successful rear boundary that led to a more profitable 

market position. The positioning concept is to guide management over time. However, 

Koch and Gyrd-Jones (2019) argued that positioning is often seen more in identifying a 

competitive position rather than as a dynamic and intraorganizational process of 

positioning.  

 In a competitive market, companies must decide the strategies needed for a 

competitive advantage. Dombrowski et al. (2018) pointed out that four success factors are 

required to position within the generic competition strategies: (a) reduced cost or 

improved benefits, (b) a wide range of products, (c) production process, and (d) delivery 

time of the product. Once these success factors materialize, strategic positioning in the 

market is achieved. The idea of positioning in relation to marketing activities was 

introduced by Trout (1969). Subsequently, several researchers as Ries and Trout (1981), 

Kapferer (2010), and Keller (2012) agreed that positioning strategy is focused on shaping 

the preference of consumers from brand’s target group and brand positioning. 

Additionally, Witek-Hajduk and Grudecka (2018) agreed with the positioning strategies 

from previous researchers, highlighting an increase in customer loyalty and satisfying  

customers needs.  

Relevant Alternative Theories 

 The STP conceptual framework was chosen for the current study to answer the 

following research question: What successful marketing strategies do Grenadian 

executive-level automotive dealership managers use to sell new U.S. or Japanese vehicles 

to increase dealership profits? I considered three additional theories for the study: general 
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theory, marketing mix theory, and social marketing theory. Some researchers use 

alternative theories to better understand marketing strategies. Although I considered these 

frameworks, each theory lacked one or more constructs for the study. The STP 

conceptual framework was the most appropriate framework for the study because all 

theory segments were addressed. 

General Theory 

 The general theory is an overarching theory that seeks to explain the most 

important fact in a discipline by integrating many concepts to explain the phenomenon. 

Shaw (2014) found that the general theory was the main focus of leading marketing 

scholars to advance the market discipline as a social science. Although the general theory 

was leading systematically, integrating insights from many concepts of marketing and 

supplying products and services that people demand should be given top priority. The 

groundwork of the key developments or concepts of marketing strategy was deliberated 

by historians over the past 30 years. 

 According to Jones and Shaw (2018), both the practice and thinking about 

marketing strategy were remarkably refined in the early 20th century. Hunt (2018) argued 

that enhancing various facets of the literature of strategic marketing within the market 

discipline needs to be transformed. However, drawing from previous materials and 

arguments on marketing strategy, the research task to understand the current trend in 

marketing strategy is promising. Additionally, Shaw (2020) posited that general 

marketing theory involves marketing management, consumer behavior, and macro 

marketing.  
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The marketing system provides the necessary and sufficient conditions for 

increasing aggregate economic growth in a society. According to Shaw (2020), marketing 

systems involve buyers and sellers interacting in a dual search process in which 

customers are seeking goods to purchase and suppliers are looking for customers. 

Gloukhovtsev et al. (2018) argued that the purpose of a marketing system should be to 

improve human welfare by providing goods and services to meet a variety of needs. 

Moreover, a market system perspective offers a comprehensive overview of the decision 

compared to a simple analysis of transaction cost.  

Marketing Mix Theory 

 When a firm is trying to manage marketing elements with resources to fit the 

needs of customers, adopting a marketing mix program is important. The marketing mix 

theory was initiated by Borden in the early 1960s with a set of 12 important deciding 

elements in theory (Beke, 2018). Additionally, McCarthy (1964) refined the idea of the 

12 elements in the marketing mix as a combination of all factors to satisfy the target 

market. With the refined idea, four elements, namely product, price, promotion and place 

(or 4Ps), were commissioned to satisfy the target market.  

 According to Londhe (2014), the marketing mix is a powerful concept that allows 

the separation of marketing from other activities of the firm and changes the firm’s 

competitive position. Similarly, Kotler and Armstrong (2016) found that the marketing 

mix offers marketers a set of controllable variables to position and communicate their 

product brands to satisfy the demands of customers. Most often, different elements of the 

marketing mix may be used to address sacrifice relating to donation behaviors (Bradford 
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& Boyd, 2020). Additionally, it is necessary to investigate the concept of sacrifice related 

to price, or what consumers give up obtaining value. 

 Moreover, marketing is predicated on the activities and processes that create, 

communicate, and deliver value to customers, organizations, stakeholders, and society at 

large (W. M. Lim, 2021). More recently, scholars recognized the need for a stronger 

classification in the marketing mix. Festa et al. (2016) suggested that the marketing mix 

can stimulate conceptual and contextual integration for customers, relationships, and 

retail services.  

Social Marketing Theory 

 Social marketing theory is extended beyond business transactions to any human 

activity relating to or involving social change (Rundle-Thiele et al., 2019). Social 

marketers encourage people to change their behavior and adopt a healthy lifestyle that 

can bring value to the market (Rundle-Thiele et al., 2019). Social marketing theories 

focus on human behaviors and responses to influences and situations (Fries et al., 2020). 

Although the idea of the theory is appealing from a theoretical standpoint at a community 

level, the impact of influences that work to shape behavior to greater exposure is 

sustainable.  

 In considering the complication associated with behavioral changes, the key is 

building an evidence base to understand social marketing. Tweneboah-Koduah et al. 

(2019) found that the social marketing concept has been used effectively to influence 

behavior change and to benefit society. However, to achieve change, clear direction is 

required to assist social marketing practitioners with understanding the individual scope 
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of what is needed to be done and when and where to make healthier choices (Venturini, 

2016). Behavior of individuals in social marketing research may change positively by 

adopting best practices to create value.  

Studies conducted by Cismaru and Levit (2020) suggested that social marketing 

theory can guide in settings communication and campaign objectives, segmentation and 

targeting and the 4Ps strategy. However, most popular theories and models identify what 

needs to be addressed so that behavioral changes are more likely to occur. Once changes 

are noticeable, social marketing theory has succeeded in achieving the objectives. 

Strategic Planning 

When an organization embarks on a strategic planning process, there must be a 

vision statement and a mission statement to guide the process (Northouse, 2018). The 

leaders and followers must be aware of the organization’s ultimate goal to have a 

competitive advantage and be profitable. Olsen (2012) stated that to implement the 

strategy assigned for the organization, every facet of the strategic planning must be 

adhered to by each team member. Managers, however, must develop strategies to achieve 

a competitive advantage and stay ahead of their competitors. Dyer et al. (2018) revealed 

that the deliberate strategy creates a pattern of activities to achieve the organization’s 

mission. These plans are monitored constantly and adapted to the industry environment to 

sustain the competitive advantage.  

In sustaining the long-term benefit, stakeholders are the benefactors of the 

planned strategy. These include the shareholders, banks, customers, suppliers, employees 

and the community. MacDonald et al. (2019) found that when stakeholders are fully 
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involved in the organization planning process, each individual sees the need to help 

generate above-average profit that will benefit all. In an organization, decision-making 

authorities are centralized with a high degree of control for coordination. However, each 

stakeholder seeks essential information about how a stakeholder can impact the 

community and what strategy can be adopted for sustainability development.  

The benefits derived from the organization being profitable augur well for the 

continuation of the business. Bereznoi (2014) suggested that what distinguished, 

innovative business models from traditional models are the systematic results of 

developing a set of business innovations. It follows then that, by creating customers value 

and delivering on time, the organization maintains its competitive advantage. 

Marketing Trends 

The business-to-business (B2B) environment with an emphasis on marketing has 

created an avenue to explore. Marketing any business is dynamic and innovative and 

plays a pivotal role in conceptualizing the marketing strategy. Finoti et al. (2019) found 

that marketing strategy is accepted and is the core concept in marketing. On the other 

hand, organizations refer to strategy as critical in decision-making related to the creation, 

communication, and delivery of valuable products to customers. Additionally, Slijepčević 

et al. (2020) found that companies need to be visible and linked to target groups to 

survive in a dynamic environment. However, Big data provides an opportunity for 

organizations to analyze a high volume of data at speed and predict what may benefit the 

organization shortly (Lee, 2018). Forecasting outcomes of strategies is vital to advance 

organizations’ service to customers and to stimulate organizations innovativeness.  
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Batra and Keller (2016) argued that recent development and penetration of new 

media fundamentally changed the way stakeholders think about products, brands, 

partnerships and buyer relationship management. In response to these trends, many 

companies have developed substantially enhanced digital capabilities, skills and 

practices, to remain relevant and competitive in the market. Boyd and Koles (2019) 

suggested that current business firms are expected to establish and maintain their social 

networking sites to enhance buyers’ engagement and interaction with their products and 

brands. 

New Trend in B2B Marketing 

 Hofacker et al. (2020) found that digitalization is a pervasive force in business 

places. Digitalization has increased competition and further pushed firms to seek unique 

ways to distinguish themselves in the business to business (B2B) market. Additionally, 

B2B relationships have not escaped the overwhelming transformative force of 

digitalization that has been upending the way market’s function and the way customers 

make sense of firms’ value offerings. Hofacker et al. (2020) suggested that artificial 

intelligence, blockchain, data security/integrity, the internet of things and big data 

analysis are just possible digital trends shaping how B2B relationships are understood 

and managed. 

 Paschen et al. (2019) argued that for B2B companies, artificial intelligence can 

help translate (big) data into information and into knowledge required for developing 

effective marketing and sales strategies and tactics. Similarly, Singh et al. (2019) 

suggested that digitization enables digital approaches to access, organize, store and use 
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sales-related knowledge. Additionally, artificial intelligence technologies concern 

learning that permits sales artefacts to perform sales or the entire sales autonomously 

(Syam and Sharma, 2018). Although practitioners expect artificial intelligence to offer 

B2B marketing and sales practice, Paschen et al. (2019) found that tailoring innovative 

ways to enhance marketing effectiveness can impact business strategy. 

New Trend in B2C Marketing 

 Firms introducing business-to-consumer (B2C) service innovation provides new 

benefits to consumers. Dotzel and Shankar (2019) found that B2C service innovation can 

be sealed to a wider market to generate larger cashflows. Although B2C can be 

characterized to create value for the firm, the market downturns can also create 

uncertainty in the level of price premiums different consumers may pay for innovation 

(Dotzel & Shankar, 2019). Consequently, a firm should anticipate higher returns and also 

be prepared for higher risk.  

 Hazimeh (2020) found that marketers look at location as an attribute to develop 

marketing strategy where potential consumers are reached at their own location rather 

than consumers coming to the company’s own location. Knowing where consumers are 

located is a huge marketing value that helps business to reach consumers at the right time 

and the right place. Xu et al. (2020) argued that if B2C e-commerce platform wants to 

expand market share, much emphasis should be placed on competitiveness through 

differentiation, which requires the combination of marketing mix and sales. In addition to 

creating the marketing mix, Xu et al. (2020) found that new media platforms and 

channels can help build differentiation and focus on people and goods market. 
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 Strategies that offer consumers a steady flow of shopping experiences across 

various platforms have emerged as a powerful engine for upward mobility. Lim and 

Winkenbach (2019) found that the retail sector has undergone a transformation from a 

brick-and-motor retail environment to an online platform. Although retailers develop the 

click-and-motor hybrid operations via the introduction of an online channel, new 

strategies are developed for penetration of the market and offering the consumer the 

fulfilment of last-mile delivery. Lin et al. (2018) agreed with the last-mile delivery 

because it offers convenience and flexibility. Last-mile delivery is the final business-to-

consumer parcel delivery service (Lin et al., 2018). Albeit, the picking, packing, and 

delivery process align with the last-mile logistics, and the destination point is dictated by 

the consumer making the purchase. 

Business Model 

Every organization has a business model process to sustain the business within the 

business environment. Urmetzer (2021) argued that the business model perspective is 

initiated to connect the micro-level orientation within firms to align, examine, and 

determine the outcome on the system level. Urmetzer (2021) further stated that 

individuals are targeted to contribute to the insight of systemic change while focusing the 

perspective and innovative activities for a sustainable outcome.  

 Ammar and Chereau (2018) found that although businesses adapt business 

models to operate, some lack strategy to create an innovative business model. Although a 

business may have a plan of action on penetrating a market and being competitive, 

specific contingencies require adaptation of strategy to fulfil the business model. When 
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firms decide to operate and develop within a specific industry or environment, there are 

different models to do so. However, Ammar and Chereau (2018) found that these options 

are not infinite, and firm tend to follow limited set of part that will ultimately lead to 

stable configuration. 

Initially, a business model is not noticeable in emerging industries where the 

competition is considered market driven. Parnell et al. (2017) suggested that general 

management require information and feedback from the market and their environment to 

understand the condition of the competitive market. The challenges faced by the 

organization to successfully make correct decisions depend on mixes of strategic, 

policies, and functional strategies. Scuotto et al. (2020) found that both functional 

strategies resulted in positive and significant relationships with innovation performance. 

Notwithstanding, in the global economy, the efficient, systematic organizational 

environment firms are moving to develop a better interest in the innovation function 

(Pérez-Luño et al., 2016). However, the information retrieved will guide the management 

team to adopt the current trend and gain a competitive advantage successfully.  

In an automotive cluster, which is a well-suited framework in which members 

play a supply or buyer role, Zapata-Cantu et al. (2020) found that from the economic 

importance of the automotive industry in Mexico, it is the most dynamic sector in terms 

of innovation. However, with strategic innovation for improving the vehicle model, the 

focus has shifted to consumer wants for new technology in the vehicle cluster. 

Additionally, Morgulis-Yakushev and Sölvell, (2017) argued that firms inside a cluster 

are typically networked and connected in many ways, e.g. resource mobility, knowledge 
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sharing and collaborative projects. Mendoza-Velazquez (2017) discussed that some firms 

combined geographical clusters and related supporting industries, but specialization 

correlates knowledge, creation, and diffusion. Additionally, firms having a sustainable 

business model within the automotive cluster should include activities in various areas of 

the business models. 

Open Innovation 

Open innovation is defined as the use of purposive inflows and outflows of 

knowledge to accelerate internal innovation and expand the markets for external use of 

innovation (Chesbrough, 2006b). However, Szymanska (2016) found that the concept of 

open innovation which appeared in 2003 was introduced by Henry Chesbrough. Open 

innovation concept is an important source of access to new resources and talents, creating 

opportunities for learning, and influencing the creation of a competitive advantage 

(Chesbrough, 2017; Szymańska, 2016).  

Managers and executives are challenged by understanding open innovation as it 

relates to business to expand the markets for use of innovation. Radnejad et al. (2019) 

found that open innovation can provide firms with advantages in risk-bearing and cost-

sharing. However, relationships must be maintained to develop strategies that will help 

the company to exploit ideas in different markets.  

Open innovation can be divided into two important kinds of knowledge flows: 

outside-in and inside-out. Focusing on the outside-in part involves opening of a 

company’s innovation process to external knowledge inputs (Chesbrough, 2017). 

Similarly, with the inside-out open innovation, the organization allows unused and under-



28 

 

utilized knowledge to go outside the organization for others to use in their business and 

business models. In testing the business model innovation, Guo et al. (2018) suggested 

that the impact can enhance the firm’s performance. However, some firms use the 

business model innovation as a decision-making activity to improve efficiency and 

capture the benefit from such models. It follows then that business innovation models are 

necessary tools for business strategic positioning in the market. 

Firms that pursue an open innovation strategy tend to achieve higher innovative 

performance. Wilhelm and Dolfsma (2018) found that one of the obstacles for open 

innovation in the automotive industry is that information processing boundaries were not 

sufficiently permeable for ideas from small inventors. However, West and Bogers (2017) 

stated that analysis of the field to go beyond is a firm-centric perspective when 

researching open innovation is the role of management of open innovation networks.  

Marketing Innovation 

 Marketing innovation on companies’ environmental orientation has impacted the 

business community. Medrano et al. (2020) argued that marketing would play a critical 

role in achieving sustainable development. However, virtually all companies seek 

growth, but they need to emphasize sustainable parts to change. The challenge of 

sustainable development requires new ways of thinking and acting, incorporating new 

products, services and technologies. Intuitively, companies that engage in marketing 

innovation will have significant environmental objectives of promoting and sustaining the 

business (Ashrafi & Zare Ravassan, 2018). Customers looking for the best deal on 

products and services will gravitate to the business that offers such incentives. 
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Companies have to adapt to changing customer needs by applying the traditional 

four Ps of marketing practices, which are: - product, price, place, and promotion. The 

development of a new product is innovative and dynamic. Prices are regulated to have a 

competitive edge, while businesses strategically position themselves to attract customers 

or alternately use online sales. Promotion refers to the use of advertising on printed paper 

or social media. Similarly, Pekovic et al. (2016) found that marketing strategies are 

tailored to promote customer satisfaction, sustain the organization and care for the 

environment. 

According to Medrano et al. (2020), firms adapted to undertake marketing 

innovation does not require large financial outlay. However, they require a clear 

environmental awareness on the path of managers and, especially, a sustainable 

organizational culture that enables awareness of these types of innovations’ short and 

medium-term benefits. Therefore, the strategy of sustainability opens up opportunities to 

innovate in marketing activities strategies. Similarly, Rubera and Kirca (2017) found that 

firms that focus on innovation can create value for shareholders by satisfying customers. 

 However, research has shown that a crucial trade-off between satisfying 

customers and creating value for investors is timely. Rubera and Kirca (2017) also 

suggest linking the same factors as a firm’s branding strategy. The position of market 

dominance and industry-level competitive force that enhance the effect of innovation 

depress the effects on customer satisfaction of innovation on firm value interchangeably. 

More importantly, with innovation signals, some firms’ ability to expand their product 

portfolio in the future is remarkable, thereby increasing its residual value. 
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Innovation in the automotive industry has a remarkable impact across the range of 

product offerings. The automotive industry is unique because innovation is essential at 

every phase of the value chain, from a network of suppliers at the initial stage of the 

extensive distribution network to future product performance (Talay et al., 2017). More 

importantly, the billions of dollars of new product development expenses with highly 

uncertain market outcomes make the stakes even higher for everyone in the value chain 

(Carolino Sousa Santos Junior, 2018). Innovation has a critical impact on product 

portfolios in the automotive industry. Talay et al. (2017) found that product line renewals 

and extensions constitute a reasonably standard process. Car models are regularly 

scheduled for upgrades or replacements in various areas, such as technology updates, style 

makeovers, and marketplace positioning. 

Marketing Strategies 

Effective product and brand portfolio of marketing strategies are ways customers 

need addressed and created an avenue for competitive advantage in the marketplace. 

Auto manufacturers that compete in various product categories in the car segment focus 

on parent brands and car models that are constantly upgrading over time (Kirca et al., 

2020). The number of products and brand ports support essential traits of an organization 

and so depicts the effectiveness of marketing processes as necessary.  

According to Brexendorf and Keller (2017), brand architecture is the hierarchal 

structure as to how the firm’s products and services are branded. It highlights valuable 

assistance in understanding the transfer of various corporate image associations from the 

corporate brand to any sub-brands and products in its portfolio and any reciprocal 
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feedback effects. (Carolino Sousa Santos Junior, 2018) found that a brand architecture 

strategy defines the number and nature of common and distinctive brand elements (i.e., 

names, logos, symbols, etc.) used across the firms’ products, revealing their explicit 

ordering. Moreover, it suggests which brand elements a firm should apply across new and 

existing products and services, clarifying the similarities and dissimilarities between the 

entities involved. 

In similar studies, Sheth (2021) found that marketing strategy will go back to basic 

and focus on managerial marketing. In developing marketing strategies, six managerial 

marketing areas are considered anchors to shifting the focus back on customers. They are 

as follows: - 

• Creating value for customers: This offers a superior product to customers at a 

reasonable price backed by superb service.  

• Brand value: The brand value is linked to the company’s market value and 

provides royalty to the selected brands.  

• Discipline in selling: The imparting of marketing strategy on selling through 

several avenues such as social media and by personal influence involvement. 

• Science of pricing: The ability and willingness to pay for goods and services 

in the consumer market. 

• Reverse Marketing: The focus is on purchasing online in real time, compared 

to brick-and-mortar retailers where customers have to leave the comfort of 

their homes to shop. 
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• Role of marketing in Society: Marketing can enhance customers’ willingness 

to pay even if there is no ability to pay. Marketing also has an impact on 

society through social and celebrity as well as peer group influences. 

Marketing strategy is likely to revert to managerial marking. However, the marketing 

strategy will focus more on customers and community and less on the competition in the 

process. Additionally, Morgan et al. (2019) suggested that marketing strategy is a 

construct embedded in strategic marketing and is the lens through which the current state 

of marketing strategy is examined. Likewise, by developing sustainability marketing 

strategies, a firm’s performance can be measured by its customer loyalty and external 

stakeholders’ input.  

Supply Chains 

Supply chains are dynamic and innovative networks comprising entities, such as 

suppliers and customers where information exchange occurs. According to Azzi et al. 

(2019), a supply chain is the system of organization, people, and information that 

involves moving a product or service from suppliers to customers. Automotive supply 

chains using big data are seen as fulfilling the needs of customers at a minimum cost, 

thereby improving competitiveness (Vieira et al., 2019). The need to deliver products and 

services is part of customers’ expectations that supply chains are mandated to perform. 

 Although customers demand and suppliers’ capacity may hinder the delivery of 

such products and services, the possible consequences may negatively affect supply 

chain’s ultimate goal to fulfill the ultimate goal of customers’ satisfaction (Vieira et al., 

2019). However, with the organization focusing on improved products, services, and 
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customer experience and transforming them to a decision-driven unit for sequential 

information, big data in supply chains will enhance organization performance. 

 In a supply chain, performance is measured by quality, dependability, and cost. 

Researchers found that some organizations have access to valuable insight on value 

performance, which provides them with a better opportunity to strengthen their 

relationship with customers in a supply chain environment (Gawankar et al., 2020). The 

accomplishment of a relation-based alliance, Wamba et al. (2017) argued that it depends 

on the operational and strategic management of the relationship between stakeholders and 

the supply chain. Moreover, big data is expected to greatly impact the supply chain in 

various industries, including the automotive industry. 

Social Media Marketing 

 When consumers are in the market to make a purchase decision, social media 

platforms such as Facebook and Twitter are powerful tools for shaping a decision choice. 

In a study conducted on digital marketing, Gosline et al. (2017) found that consumer-to- 

consumer is a powerful medium to spread the news on purchasing decision, highlighting 

the likes and dislikes of products or services. The stories of brand products with a sample 

size of 1800 participants were the main focus of the study. Results show that there was an 

average increase of approximately 32% in purchasing consideration when consumer-

based story telling was employed (Gosline et at., 2017). Consumers exposed to stories of 

brand products had a significant impact of connection and trust with the firm.  

 According to Compeau et al. (2016), social media relationships have influenced 

the purchasing intention and behavior of consumers. Shopping, however, allows 
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consumers to express themselves through affiliation with family and friends (Compeau et 

al., 2016). The need to associate and share the same shopping experience has a significant 

meaning for consumers. When relationships are closely knitted, shopping allows the 

shopper to reinforce and enhance those positive feelings (Compeau et al., 2016). 

Additionally, the art of shopping expresses oneself to others and allows the 

communication act to reciprocate.  

 Social media marketing strategy has a positive influence on consumers buying 

power. According to Hyun et al. (2021), consumers have adopted new shopping 

behaviors with the use of social media and interaction with firms. Although some 

consumers purchasing powers are influenced by social media commerce, the decision to 

shop online is highly motivated by technological experiences. Wang et al. (2019) posited 

that social media commerce behavior is viewed as an extrinsic motivation such as 

benefits. Social media commerce is diverse in sharing online shopping experiences, 

communication and interactions among participants. Assuredly, the comments and 

communication from community interaction on social media allow the firm to understand 

participants needs and strategically plan to fulfil that social media tool. Research done by 

Rehman et al. (2020) found that when consumers are interacting on social media, the 

likelihood of social shopping has good potential to increase online sales. Social media has 

become an outstanding and innovative platform for shopping (Yahia et al., 2018). The 

level of trust is crucial in the online shopping environment. However, the steady growth 

of social media usage has allowed the business to perform innovative tactics to reach 

global and distant customers while increasing market share. 
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 Considering new techniques to reach customers is necessary for business growth. 

Saura et al. (2019) observed that Big Data analytics is utilized to find trends, patterns or 

customers preferences to improve the business decision-making process. However, to 

perform the analysis, it is necessary to search for a database, organize it with text mining 

techniques, and proceed with the analysis, to make an informed decision on the data 

retrieved from the search. Nonetheless, the three techniques come with challenges when 

obtaining the data initially. Therefore, access to the internet worldwide will help to 

improve the decision-making techniques. 

Internet Marketing 

 Advertising forms an integral part of business marketing strategy. In the early 90s 

the digital banner was initiated (Pritchard, 2021). Following the digital launch, a number 

of ways to connect with, entertain, inform and engage consumers, with digital media 

capabilities disrupting every aspect of the advertising, media and marketing ecosystem 

(Pritchard, 2021). According to Gordon et al. (2021), digital advertising market is 

lavishing exceptional innovation to marketers. Although traditional advertising in 

newspapers was the dominant form of media for marketers, the introduction of radio and 

television became dominant over time, notwithstanding some inefficiencies in the digital 

advertising.  

 Similarly, Pritchard (2021) agreed with digital media now the dominant form of 

media, marketers are encouraged to utilize the platform to create positive benefits. With 

positive benefit expecting to achieve, marketers were hoping to solve the problem of 

advertising waste that has plagued the industry. However, marketers should create a 
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medium to monitor the numbers of hits on various digital platforms to reduce waste 

spending.  

 Consumers are benefiting from the online platform and digital advertising. Porter 

(2021) found that although consumers are benefiting from the platform and digital 

advertising, areas of marketing inefficiency must be addressed. Gordon et al. (2021) 

acknowledges that four areas of marketing inefficiency in digital advertising market have 

received less attention from competition reviews.  

• Ad effect measurement is an approximation of progressive effects of 

advertisement on consumer behaviors. Being unaware of the uncertainty of 

the outcome of the advertisers’ financial position such as budgets, negotiated 

prices and bids for ads. 

• Organizational inefficiencies occur within advertising organizations and 

between advertisers and designated agencies; these inefficiencies may lead to 

incorrect advertising decisions. 

• Ad blocking is a consumer technology that prohibits ads from being displayed. 

Ad blockers may alter advertising revenues and jeopardize the incentive to 

provide content. 

• Ad fraud is a collection of practices that misrepresent advertising inventory or 

disguise machines as human in order to steal advertising expenditure. Most 

industry estimates indicate that fraud takes 10% - 30% of total digital 

advertising revenue.  
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 Similarly, firms measure ad effects to quantify the incremental return of their 

marketing investments. However, Shiller et al. (2018) argued that advertising exposure 

might be influenced by factors that are arguable independent of consumers’ preference 

for the brands being advertised. Mishra and Ewing (2020) also agreed that financial 

constraint negatively affects brands capital of intangible investment. However, smaller 

firms facing constraints continue to increase their intangible assets, while larger firms 

reduce their intangible investment to remain competitive.  

 Marketing excellence is a strategy focusing on achieving growth in the market 

ecosystem. Homburg et al. (2020) observed that effective marketing excellence shows 

value to investors, which poses a managerial challenge. Similarly, according to a survey 

conducted, top managers are hesitant to show how financial markets activities can create 

growth in shareholders’ value. However, marketing excellence can adjust, and impact 

competitors’ offers, and also build platforms with multiple stakeholders to secure a firm’s 

place in the ecosystem. 

Relationship Marketing 

 Customers are attracted to businesses where customers experience specialized 

personal care and long-term relationships. Gilboa et al. (2019) argued that if customers 

are offered unique and distinctive attention, then social relationships take a crucial role in 

the business. Bolton et al. (2018) found that large enterprises focusing on managing the 

company’s employees, customers and machines are linking multiple touchpoints in the 

business to create a customer experience. Furthermore, firms are encouraged to adopt and 

produce a positive customer experience based on the competitive strategy of the business. 
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 Relationship marketing, as suggested by marketers, is one of the most successful 

business development portfolios currently utilized by businesses. Putra and Putri (2019) 

revealed that service quality plays a major role in the sustainability of service companies. 

However, low service quality reflects negatively on the business. When customers are not 

happy with the service, they may turn to competitors. The goal is to develop, maintain, 

and improve the relationship with customers over the long term. Amoako (2019) also 

agreed that relationship marketing is understanding the needs of customers, how to 

develop strategies, built trust and commitment, and communicate. Additionally, for firms 

to gain value through relationship marketing, strategic and competitive benefits are 

essential for success. 

 Differentiated relationship marketing strategies can be affected by changes in 

customers’ behavior and personalities that can alter the success of relationship marketing. 

Interestingly, Caliskan (2019) discovered that relationship marketing is a powerful tool 

for developing variation in a competitive arena. Although relationship marketing helps to 

motivate customers and buyers to strengthen word-of-mouth marketing, the openness to 

experience and building relationships help identify customer personality (Caliskan, 

2019). Hence, customer satisfaction and commitment should contribute to both 

relationship and quality of customer behavior.  

 Developing strong relationships with customers is important and beneficial for the 

long-term success of any organization. According to Fazal-e-Hasan et al. (2020), 

relationship marketing is developing, maintaining and sustaining customer relationships 

which is beneficial for customer-organization relationships. Adopting the customer 
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relationship approach, van Tonder and Petzer (2018) revealed that a firm practicing 

relationship marketing should focus on the provision of core service and must ensure the 

relationship is customized according to individual’s needs. In contrast to these views, 

researchers also found that relationship quality is a contributory factor to the closeness of 

the organization and customers for sustaining a competitive advantage.  

 Integrated marketing is the combination of multiple marketing strategies for 

online businesses. Vynogradova and Drokina (2020) found out that the integrated 

marketing tool is built on the traditional “4P” marketing mix concept. Additionally, the 

marketing mix tool focuses on two blocks of components: constructs of the “4P” model 

modified to the internet environment and the elements of customers and community 

services. Similarly, businesses are using integrated marketing as a communication tool by 

ensuring that messages are received by the right audiences and to make a valuable 

contribution to the business economy. 

Transition 

This section of the study detailed the foundation of the study, the background of 

the problem, problem statement, purpose statement, and nature of the study. I also 

included assumptions, limitations, delimitations and significance of the study that aligns 

with the research question. The main research question forms the basis for selecting the 

interview questions. I used as my conceptual framework: segmentation targeting and 

positioning model and present relevant literature to support the phenomenon of 

successful marketing strategies of automotive dealership operations in Grenada. In 

section 2 of the study, I restated the purpose statement, the role of the researcher, the 
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participants, research method, research design, population and sampling and discuss 

ethical research. Additionally, I covered data collection instruments, data collection 

techniques, data analysis and section of reliability and validity.  
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Section 2: The Project 

Section 2 provides the detailed plan to explore the successful marketing strategies 

that executive-level automotive dealership managers in Grenada use to sell new U.S. or 

Japanese vehicles to increase dealership profit. The steps outlined in this section provide 

readers with details about how I conducted my research. Moreover, I provide a 

perspective for ensuring the validity and reliability of this study. 

Purpose Statement 

The purpose of this qualitative multiple case study was to explore successful 

marketing strategies that executive-level automotive dealership managers in Grenada 

used to sell new U.S. or Japanese vehicles to increase dealership profit. The sample 

consisted of four chief executive officers in the Grenadian auto dealership industry. Each 

participant had successfully implemented marketing strategies to ensure profitability by 

selling new U.S. or Japanese vehicles. The study’s implication for positive social change 

include helping Grenadian automotive dealerships develop marketing strategies that 

promote company sustainability, which, in turn, could result in improved satisfaction of 

employees and enhanced lifestyles of their families and communities. 

Role of the Researcher 

As the researcher, I served as the primary instrument for data collection, 

organization, and analysis from the interview responses. Cluley et al. (2020) found that in 

qualitative research, a researcher is responsible to collect, organize, analyze, and interpret 

responses from the participants. My role was to gather information from and engage 

participants in answering the interview questions in an accurate manner. I used an 



42 

 

interview protocol to conduct this study that included open-ended questions to permit 

greater participation.  

I was exposed to automotive dealership operations at the time of study in the 

accounting department. However, my plan for avoiding possible bias in this research was 

to present the experiences of the participants and to ensure a correct reflection of the 

participants through data analysis and thematic representation. Bias is part of the research 

process. Wadams and Park (2018) suggested that researchers may have biases when 

conducting qualitative research. Based on previous experiences of a researcher, one bias 

is anticipated outcomes that the researcher may have when conducting the study.  

I aligned my study with the ethical protocols established in the Belmont Report 

(1979) regarding research participants. I adhered to all ethical protocols for analyzing 

ethical issues as outlined in the Belmont report. The Belmont report requires researchers 

to follow three principles: (a) respect for persons, (b) beneficence, and (c) justice (Anabo 

et al., 2019). I respected the decision of participants, made every effort to secure the well-

being of participants, and ensured confidentiality of the identity of participants.  

Participants 

My participants included four automotive executive officers in the southern 

region of Grenada who had successfully positioned themselves to adapt marketing 

strategies that ensured profitability to sustain their business. Choosing participants for 

qualitative research requires participants to have experience and knowledge of the 

industry (Crick, 2021; Ji et al., 2019). Some researchers are faced with challenges when 

seeking to choose participants (Pratt et al., 2020). I used the automotive dealership list 
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from the auto dealer association of Grenada. I contacted the potential participants by 

telephone and email. I had no direct business, personal, or other relationship with the 

potential participants.  

Making plans to contact research participants by email may provide new data 

collection (Lobe et al., 2020). Communication through email can foster a relationship 

with the potential participants. Once a response from the participants confirmed the 

consent to participate in the study, I forwarded an official email to establish a relationship 

with the participants who had successfully used marketing strategies to ensure 

profitability in automotive dealerships in Grenada.  

Research Method and Design  

Research Method 

Researchers use three research methods to conduct a research study: qualitative, 

quantitative, and mixed. Some researchers use the quantitative method to examine 

whether significant relationships exist among a number of variables (Park & Park, 2016). 

Because I did not intend to examine variables and test hypotheses, the quantitative 

method was inappropriate for the study. Mixed-methods research includes both 

quantitative and qualitative methods to investigate a complex research problem (Mabila, 

2017). Because the mixed-methods approach includes an element of quantitative analysis 

that was not part of the current study’s goal, the mixed-methods approach was 

inappropriate for the study.  

I used a qualitative method to conduct the multiple case study. The qualitative 

method enables researchers to use open-ended questions, view documents, and conduct 
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observations to gain further insights into more than one organization (Yin, 2018). I used 

the opportunity to gain an understanding of the problem through observations and 

interviews. The qualitative method was appropriate for the study because I was able to 

understand the business phenomenon.  

Research Design 

I used a multiple case study design for the current study. Researchers use several 

qualitative designs that include ethnography, phenomenology, narrative, and case study 

(Khaldi, 2017; Marshall & Rossman, 2016). Researchers use ethnographic design to 

explore shared patterns of a group culture through observation and interview to 

understand the culture (Hammersley, 2016). The ethnographic design was not appropriate 

for the current study because I was not studying culture in my research. The 

phenomenological design includes using several interviews to interpret lived experiences 

of participants (Yin, 2018). I did not use the phenomenological design because I was not 

researching personal experiences. A narrative design focuses on lifelong experiences of 

participants from their stories (Yin, 2018). The narrative design was not appropriate for 

my study because the lifelong experiences of participants were not needed to explain the 

marketing strategies of businesses.  

 Researchers use the case study design to understand complex phenomena with a 

robust inquiry (Alpi & Evans, 2019). According to Yin (2018), a case study can be single 

or multiple bounded by a specific time and location. The multiple case study design 

allows researchers to explore multiple cases within one or several locations and examine 
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data to identify themes, patterns, or ideas (Yin, 2018). I interviewed executive managers 

of automotive dealerships to collect data from various sources to ensure credibility.  

Data saturation is achieved when the information from the participants becomes 

repetitive (B. Saunders et al., 2017; Tran et al., 2017). Researchers conduct interviews 

with participants and reach data saturation when no new information or themes emerge 

(Constantinou et al., 2017; Tran et al., 2017). To ensue data saturation, I conducted and 

analyzed information provided by the participants until no new data or themes emerged 

from the interviews.  

Population and Sampling 

The goal of this study was to explore successful marketing strategies automotive 

dealership executive-level officers in Grenada used to sell new U.S. and Japanese 

vehicles to increase dealership profit. Moser and Korstjens (2018) defined sampling in 

qualitative research as the process of selecting or searching for situations, contexts, 

and/or participants who furnish rich data regarding the phenomenon of interest. 

Additionally, Polit and Beck (2017) revealed that sampling in qualitative research is 

deliberate, not random. The most commonly used deliberate sampling strategies are 

purposive sampling, criterion sampling, convenience sampling, and snowball sampling.  

The sample population for this multiple case study was four automotive 

dealerships that had successfully used marketing strategies to increase dealership profit. I 

used purposive sampling to select the participants. The rationale for using a purposive 

strategy was that I assumed that the participants were knowledgeable in understanding 

the phenomenon of the study.  
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When researchers conduct interviews with participants, the settings should be 

conducive for communication without interruption (D. R. Johnson et al., 2021). 

Participants were automotive executive managers who had successfully used marketing 

strategies to sell U.S. or Japanese vehicles to increase dealership profit. I and each 

participant agreed on a suitable private place to conduct the interview free from 

distraction to allow for free flow of information.  

Ethical Research 

Ethical considerations and the informed consent process should be addressed 

when conducting a study. The researcher must be open and honest with the participants, 

informing them of the evidence required and what will be done with the information once 

the research is completed (Kaewkungwal & Adams, 2019). Further research suggested 

that three core ethical considerations (risks/benefits, vulnerability, and privacy) are 

required in qualitative research (Thompson et al., 2021). 

The decision-making authority for consent, the process for approaching the 

participants, and the availability of contact for the study were based on ethical principles. 

Before I contacted the participants in my study, I received approval from Walden 

University’s International Review Board approval no. 06-02-22-1013377. I issued a 

consent form with a confidentiality statement so the selected participants would 

understand that the study was voluntary and that they could withdraw from the study at 

any time (see Yin, 2018). 

My overall goal for this study was to ensure that I applied the ethical standards of 

respect, beneficence, and justice to the participants. According to Brothers et al. (2019), 
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compliance with the standards of the Belmont Report means to emphasize the 

participants’ right to withdraw from the study at any time without any penalty. To 

withdraw from the study, participants could have contacted me via email or phone 

informing me of their choice to withdraw from the study. I also informed participants that 

no incentive would be provided for the study and that the study was voluntary.  

Data Collection Instruments  

I was the primary instrument for this study. According to Yin (2018), in 

qualitative research the primary data collection instrument is the researcher. The data 

collected were primary data from conducting interviews. The interview protocol (see 

Appendix B) allowed me to focus on the interview process, which aided in the study’s 

reliability (see Yin, 2018). The interview questions I developed consisted of eight open-

ended questions to obtain data about marketing strategies for automotive dealership 

operations in Grenada. Although there might have been some challenges whereby some 

members of the organization may have found it difficult to disseminate the information, I 

explained the nature of the study and the benefits that could be derived from the study. I 

assumed that the subjects would be willing to participate. 

 I conducted a face-to-face interview with each participant, and with permission 

the interview was recorded using a voice recorder device. M. Saunders et al. (2015) 

suggested that the interview is the most used method for qualitative data collection. To 

enhance the reliability and validity of the data collection process, I used member 

checking. According to Iivari (2018), member checking allows participants to check, 

comment, or approve research data for correct interpretation from the viewpoint of the 
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informants. I allowed the participants to review the findings and offer any clarification or 

amendment to the data interpretation.  

Data Collection Technique 

In this study, I explored successful marketing strategies that executive-level 

automotive dealership managers in Grenada used to sell new U.S. or Japanese vehicles to 

increase dealership profit. According to Chu and Ke (2017), three types of interviews are 

available for researchers: structured, semistructured and unstructured. Yin (2018) pointed 

out that a structured interview is a formal questionnaire, but an unstructured interview is 

developed spontaneously at the interview site. For my study, I used semistructured 

interviews, which allowed me to obtain data from participants. Prior to conducting the 

interview, participants read and responded to the invitation email (see Appendix A). Chu 

and Ke (2017) also suggested that researchers prepare a list of interview questions to 

interact with participants. I conducted the interview using interview protocol (see 

Appendix B). 

When collecting data, there are restrictions that concern the organization 

regarding the amount of time and resources that will be involved in the request for access 

(M. Saunders et al., 2015). An advantage of conducting an interview is that rich data 

through open-ended questions can be collected from the participants to answer the 

research question (Ciftci, 2019). Being honest regarding the time required and not 

extending the time will benefit the participant and will encourage participation (Lukacik 

et al., 2022). If the interview is longer than stipulated, this will prevent further access to 

subjects. Young et al. (2018) suggested that there are disadvantages when conducting 
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interviews in that the participants fail to supply information to answer the research 

question. Additionally, too much information may be collected, and analyzing it may be 

difficult. I used an audio recording device to provide an accurate rendition of participant 

responses to the interview questions. After the interview, I listened to the audio 

recordings and transcribed the information. To enhance the level of validity, I used 

member checking to provide the participants with a copy of my interpretation of the 

interviews for validation.  

Data Organization Technique  

The purpose of the data organization technique is to prepare the data for analysis 

(Yin, 2018). During the compilation of the data, I kept track of all interviews in an 

electronic format, using NVivo and Microsoft Excel. The audio device I used to record 

the information was an Apple iPad with Voice Memos software. The data collected with 

my notes from the interviews were coded and electronically organized using NVivo and 

Microsoft Excel. The programs used were suitable to organize and sort the data. I 

organized the interview data files by naming the file with the participant’s interview date 

and time of the event for identification and retrieval.  

I kept all data secure and safe. The information was kept on file on a computer 

and a password-protected thumb drive to ensure backup of information. I secured hard 

copies of documents in a locked cabinet. The thumb drive was also stored in a locked 

cabinet. After a 5-year period, I will destroy all paper documents and delete all electronic 

data. Access to the locked cabinet was limited to me. According to M. Saunders et al. 

(2015), data saturation is achieved by the researcher when similar patterns repeat, and no 
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new information has emerged. I used member checking to provide participants with a 

copy of my interpretation of the interviews for validation. 

Data Analysis 

Data analysis involves the search for patterns in the data, interpreting those 

patterns, and then discovering themes to answer the research question. According to Yin 

(2018), the researcher has the main role in analyzing and interpreting the data. The 

purpose of data analysis is to process the data, so it has to yield meaningful, and 

important, information from the research study. Yin (2018) also points out that the 

researcher needs to carefully select a systematic and thorough data analysis technique. As 

such I used thematic analysis as the research study data analysis technique. 

According to M. Saunders et al. (2015), thematic analysis is a foundational 

method to qualitative analysis. However, this type of analysis uses coding as outlined in 

the approach to identify themes or patterns, which occur across a data set as in interviews 

and documentation, which is the focus of my case study. In conducting a thematic 

analysis of the data, I used Yin’s five steps which are applicate and includes (a) 

compiling the data, (b) disassembling the data, (c) reassembling the data, (d) interpreting 

the data, and (e) drawing conclusions about the data (Yin, 2018).  

Compiling the data is the initial stage in finding answers to the research question. 

Castleberry and Nolen (2018) suggest that compiling data is transcribing the data so that 

researchers can see the data. First, I defined my research question so that there is a clear 

understanding of what is to be achieved from the study. I asked the question, and the 

answer collected from the interview will help to answer the research question. 
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The next step after compiling and organizing the data is dissembling the data. 

According to Castleberry and Nolen (2018), dissembling is to separate the data and create 

meaningful groupings. The process is usually done through coding. I searched through 

the transcripts looking for codes and repeated themes. After separating the data into 

codes, the next step is to reassemble the codes or categories into themes. Reassembling is 

putting back the data together to articulate how different perspectives can be developed 

from themes. I ensured that all transcripts were in the right format to verify any spelling 

errors and identify any possible codes. 

Once the data has been reassembled through coding, I was able to extract excerpts 

from the data and view them in relation to each other. Castleberry and Nolen (2018) 

found that focusing on interpreting what is going on within and across various 

discussions begins to identify thematic patterns across the data. After the themes are 

analyzed, the final stage will respond to the research question or state the conclusion. 

As I completed the interview process with each participant, as suggested by Yin 

(2018), I reviewed the data, coded the data and stored the interpretive summaries on a 

computer in a password-protected file. It is interesting to note that thematic analysis is 

flexible and is not attached to a particular philosophical position (Saunders et al., 2015). 

The analysis focuses on identifying key themes, correlating the key issues with prior 

literature as well as new studies published since writing the current study and aligning the 

conceptual framework.  

Yin (2018) suggested that in conducting case study research, six sources of 

evidence are attributed to the research, documentation, archival records, interviews, direct 
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observation, participants-observation and physical artifacts. However, not all the sources 

will be used in the study at the same time; they can be used interchangeably. The sources 

of evidence I used are in the form of documentation and interviews. I used member 

checking to provide the interview participants with a copy of my interpretation to validate 

my understanding of their discussions. 

Reliability and Validity 

Reliability and validity are essential standards for determining the quality of a 

qualitative research study (Yin 2018). The elements required to confirm the reliability 

and validity of a qualitative study include dependability, transferability, credibility, and 

confirmability (Moon, 2019). Reliability is attributed to replication and consistency, 

while validity is a suitable measure for analyzing the results (Yin, 2018). Reliability and 

validity are measures used to determine if the data is accurate and the trustworthiness of 

the current study. 

Reliability 

As a researcher, one of the main goals is to produce the results of a study that are 

reliable and valid. According to Yin (2018), reliability is the consistency of research 

study components and their repeatability to yield the same results. I ensured 

trustworthiness by following the interview protocol. More than one researcher is used 

within the research project to conduct interviews or observations to realize the goal. 

Consequently, when external reliability is used, the data collection techniques and 

analytic procedures would output consistent findings if replicated by another researcher 

(Saunders et al., 2015). To enhance dependability, I used member checking to provide the 
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interview participants with a copy of my interpretation to validate my understanding of 

their discussions. 

Trustworthiness 

Trustworthiness is a fundamental concept in qualitative research methodology. 

According to Daniel (2019), the concept of trustworthiness depicts the quality in 

qualitative research and reinforces both rigor in the research process and the relevance 

and confidence in the research outcome. Similarly, Cypress (2017) suggested that 

trustworthiness is an alternative for establishing the validity of the research outcome and 

truthfulness of findings. Therefore, to achieve trustworthiness in qualitative research 

outcomes, Daniel (2019) suggested employing a systematic process in organizing and 

analyzing data to ensure the outcome reflects the views of the sample.  

Dependability 

Dependability refers to the extent to which the result could be replicated in similar 

condition to get similar results (Yin, 2018). Researchers consider dependability as an 

audit trail of research, from research method startup to reporting the research findings 

(Korstjens & Moser, 2018). The audit trail will provide a detailed record of the 

development of the data collection and analysis processes. Johnson et al. (2020) 

suggested that qualitative researchers must adopt a research design stage for ensuring 

dependability to enhance consistency of the data and trustworthiness of the research 

findings. To ensure the study’s dependability, I used member checking, which covers a 

range of activities, including sharing study discoveries and understandings with the 
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study’s participants, returning the interview summaries to participants and permitting 

them to analyze, discover, and provide feedback for verification.  

Validity 

Validity in qualitative research is the precision in which the findings accurately 

reflect the data. According to Mohajan (2017), validity evaluates the credibility, 

instrument tools and methodological suggestion to make it applicable to readers. 

Similarly, Moon (2019) suggested that triangulation supports reliability and also 

increases the credibility of the findings of a study. To ensure validity, researchers used 

member checking to allow participants consent through mutual agreement and 

understanding (Caretta & Perez, 2019).  

Additionally, Caretta and Perez (2019) found that member checking is one way of 

achieving transactional validity, which has been sighted as a stronger version of validity 

reach through triangulation. The validity of qualitative research has allowed researchers 

to triangulate several data sources to validate the interview data and direct observation 

(Moon, 2019). I observed the protocol process and suggestions to maintain the validity of 

the study. 

Credibility 

In qualitative studies, Yin (2018) revealed that credibility ensures validity and the 

degree to which reporting are fairly. Similarly, Hessels et al. (2019) suggested that 

credibility is ensuring that the findings from the study are a true description of the 

phenomenon from the perspective of the participants in the research. To enhance the 
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degree of credibility of the study, I used Yin’s 5-step process by way of collecting and 

analyzing data from company financial documents.  

Transferability 

Transferability enables researchers to apply the results in different settings. 

Munthe-Kass et al. (2019) emphasized that transferability refers to how well a researcher 

can apply the findings of a study to other studies involving different populations and 

similar contexts. I ensured that my research study will show transferability by clearly 

identifying the sample, data collection, and coding process. 

Confirmability 

Confirmability involves the degree to which the research results are free from bias 

(Spiers et al., 2018). According to Ibiamke and Ajekwe (2017), confirmability also 

confirms that other researchers can confirm a true representation of the information 

collected from participants and not the researchers’ own thoughts. I maintained an audit 

trail and reflective journal and ensured the responses were those of participants and not 

my personal bias. To enhance confirmability, I followed the interview protocol, using 

probing questions, conducting member checking of my interpretation and triangulating 

collected data. 

Data Saturation 

Data saturation occurs when a researcher obtains rich information to answer the 

research question and no new themes emerge from the data collection (Braun & Clarke, 

2021). Researchers should align with the data saturation strategies to ensure that the data 

is complete and to arrive at a point where no more data collection adds new information 
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(Constantinou et al., 2017). Additionally, Yin (2018) suggested that researchers use data 

saturation to confirm transferability and confirmability. The idea of not reaching data 

saturation affects the overall quality and validity of the research (Johnson et al., 2020). 

 To ensure that I reached data saturation, I used the same interview protocol for all 

participants, and when I received the same responses, data saturation was achieved. I 

used the member-checking technique for data validation by providing my interpretation 

of participants’ answers to the interview questions to each participant to ensure 

completeness and accuracy in the documentation. I provided a summary of the 

interpreted interview back to the participant containing specific descriptions or themes 

completed, offering them an opportunity to confirm pr provide additional material to 

augment their responses.  

Transition and Summary 

In this section, the successful marketing strategy for automotive dealerships is 

explored to increase dealership profit. In section 2 of the study, I restated the purpose 

statement, identified the role of the researcher, stated the suggested participants, research 

method, research design, population and sampling and discussed ethical research. I 

outlined the data collection instrument, the data collection techniques, data analysis and 

the overview of reliability and validity. In section 3, I presented the findings of the 

research and discussed the implication for social change, reflections, suggested 

recommended action, and used the finding for future research. 
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Section 3: Application to Professional Practice and Implications for Change 

The purpose of this qualitative multiple case study was to explore the strategies 

that executive-level automotive dealership managers in Grenada used to sell U.S or 

Japanese vehicles to increase dealership profit. The data were collected from 

semistructured interviews and reviewed archival documents of the participants. The data 

analysis revealed that four participants were needed to meet data saturation. The findings 

indicated four themes regarding strategies used by executive-level managers in the south 

region of Grenada to increase dealership profit: (a) customer retention, (b) product 

branding, (c) media and promotional strategy, and (d) after-sales service. 

In this section, I include (a) a presentation of findings, (b) applications to 

professional practice, (c) implication for social change, (d) recommendation for actions, 

(e) recommendations for further research, (f) reflections, and (g) the conclusion. 

Participants reported that customer retention, product branding, media and promotional 

strategy, and after-sales service were vital to the success of the automotive business. The 

answers to the interview questions helped me obtain a clearer understanding of this 

phenomenon and the findings needed to reach a conclusion for this study.  

Presentation of the Findings 

The overarching research question for this study was the following: What 

successful marketing strategies do Grenadian executive-level automotive dealership 

managers use to sell new U.S. or Japanese vehicles to increase dealership profits? I 

conducted face-to-face semistructured interviews with four business owners who 

provided a wealth of information regarding their success in selling automotive vehicles. 
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To achieve data saturation, I asked all participants the same questions in the same order, 

and each interview lasted approximately 30 minutes. To ensure confidentiality, I assigned 

each participant a unique identifier: P1, P2, P3, and P4.  

Following the participant interviews, I used Yin’s (2018) five steps for thematic 

analysis: (a) collecting the data, (b) disassembling the data into groups, (c) reassembling 

the data into themes, (d) interpreting the data, and (e) developing conclusions. In the data 

process, I highlighted keywords presented by participants, which resulted in four themes 

(see Table 1). Interview transcription, direct observation, and physical artifact were 

included in my data analysis. To mitigate bias, I followed an interview protocol (see 

Appendix B). Each participant was given a summary of the interview transcript for 

member checking. I asked the participants to correct any errors in my interpretation of the 

data and return the summary within 1 week.  

To understand how some businesses can use marketing strategies to increase 

dealership profit, I used a multiple case study design. The participants were asked eight 

open-ended questions, and responses allowed me to gain insight into how business 

owners use marketing strategies to sell U.S. or Japanese vehicles to remain profitable. 

Following the discussion, I relate the themes identified in the study with the existing 

literature on successful marketing strategies and the STP model. 
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Table 1 

 

Emergent Themes 

Participant Customer 

retention 

Product 

branding 

Media and 

promotional 

strategy 

After-sales 

services 

Participant 1 X X X X 

Participant 2 X X X  

Participant 3 X X X X 

Participant 4 X X  X 

 

Theme 1: Customer Retention 

The first theme to emerge from the data analysis was customer retention. The 

degree to which organizations retain their customers is called retention. Having a higher 

customer retention means a higher market share, which in turn means higher revenue 

(Sliz & Delińska, 2021). Customer retention was mentioned by all four participants. The 

data analysis indicated that customer retention is a positive indicator for businesses to 

generate revenue and increase profit. P1 stated “customer retention is ensuring that the 

customer is satisfied with the services received, and through word of mouth encourages 

other customers to patronize a business.” P2 revealed that “by developing a strong 

business relationship with the customers, they always return to the business.” P3 added 

“by educating the customers on the value the business places on customers satisfaction 

will have the customers returning to the business.” P4 said “conducting customers 

surveys will give a fairly good idea as to what the customers need, and the business 

owners can use the information as a guide to measure the marketing pulse.”  

Customer retention is an important component in building firm profitability. 

Torkzadeh et al. (2022) found that retention is a direct implication for customer lifetime 
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value and firm profitability. Customers use satisfaction as a primary criterion when 

comparing choice alternatives to determine whether they remain with the firm and buy its 

products and services. As customers get closer to earning some reward, they dedicate 

more financial and nonfinancial resources to the firm, which leads to greater retention 

(Torkzadeh et al., 2022). Hawkins and Hoon (2020) noted that customer retention also 

includes the activities that firms undertake to encourage customers to continue buying 

from the company and supporting their brands. Although higher satisfied customers are 

often the most loyal customers, dissatisfied customers can spread more negative word-of-

mouth marketing than satisfied customers spread positive word-of-mouth marketing, 

thereby lowing the customer–firm relationship.  

Theme 2: Product Branding 

 The second theme to emerge from the study was product branding. According to 

Kirca et al. (2020), product and brand portfolio extensions are effective marketing 

strategies that meet customer needs and create a competitive advantage in the 

marketplace. Although the product portfolio decision of a firm cannot be effectively 

scrutinized without considering the brand and branding strategy, the product portfolio and 

branding decisions are directly linked because a product line usually exists under a brand 

structure. As automotive dealers focus on different product categories and target different 

consumers, the spectrum to earn a high return increases the firm’s value. P1 stated, well 

one of the challenges is putting an effective marketing plan in perspective. New products 

come with new features, so we have to develop new ideas in order to market profitably 

and that is what we had to do to meet the challenges of our competitors. 



61 

 

P2 declared 

when making a decision to purchase a vehicle, the customer would like to know 

everything about the vehicle. You as a salesperson will stress all the strong points 

tailored around the conversation about the vehicle, so as to allow them to make a 

decision. The customer will have questions about the product and even negative 

thoughts, but you as the salesperson will have to point out all the positive features 

the comes with the vehicle so as to convince the customer to purchase the vehicle. 

Brand quality is expensive, and customers have different ways and abilities to 

finance a vehicle.  

R. B. Kim and Chou (2019) suggested that consumers conduct an internal search 

by recalling their experiences. When an internal search is not sufficient, the consumer 

engages in an external search, such as word-of-mouth and market communication to 

obtain information to make an informed decision. Furthermore, there are many vehicle 

brands that can be used by a consumer and making a purchasing decision depends on the 

job and the ability to pay for the vehicle. P3 added 

one of the most important we use is education the customer on the product, why 

the product is different from the others, what makes the product superior in terms 

of quality, reliability and very, very important is the after-sales service, this is one 

of the greatest tools that we can offer, or a dealership can offer to their customers. 

Branding has emerged as a top management priority due to the growing 

realization that brands are one of the most intangible assets that firms have. According to 

Hussain et al. (2022), brand experience commences when a consumer looks for a branded 
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product, either in person or on a website, and then pursues to purchase the product. 

Brands are required to provide consumers with a value that reaches above and beyond the 

practical qualities and benefits and instead focuses on a holistic consumer experience (R. 

B. Kim & Chao, 2019). P4 revealed “we pride ourselves in knowing the brand product 

we supply, and back our service with literature so our customers are knowledgeable on 

the product they receive.” P4 further added that “although our market is small, we try to 

accommodate as many customers as possible, answering questions on the brand we carry 

and finding possible solutions for the problems encountered.” 

MolkAra (2022) stated that branding is an operational strategy to distinguish the 

industry; however, presently companies and organizations are not only pursuing 

competition for owning the market of products and service, but also making efforts to 

align customers’ perceptions with themselves (product/brand). Firms that focus on deep 

product portfolio benefit from a higher quality brand positioning because these brands 

help generate higher cash flows. Kirca et al. (2020) added that most automobile firms 

own and market a portfolio of products and brands, and make important strategic 

decisions related to portfolio.  

Theme 3: Media and Promotional Strategy 

The third theme to emerge from the study was media and promotional strategy. 

According to Patty et al. (2021), brand managers should have a clear understanding of 

which content strategy causes information to diffuse on a social media platform. 

Although message strategies influence marketing effectiveness, informational strategies 

state the facts about products and services. Similarly, Mrad et al. (2022) suggested that 
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using the WhatsApp service can produce new opportunities to communicate with 

consumers. Terkan and Selebi (2020) agreed that WhatsApp changes the way business 

works although the closest media to WhatsApp is Snapchat, less attention has been paid 

to how gratifications affect the use of WhatsApp.  

Fink et al. (2020) found that Facebook communities were self-selected into 

communities concerned with specific themes such as entertainment and sports celebrities, 

which offer an attractive marketing option for growing members of firms. Social 

influence is defined as an individual tendency to conform behavior to a group or society 

(Hyun et al., 2021). Social media provides a two-way communication link in which 

consumers can access most of the firm’s products and services in real time. 

Current participants explained the use of social media in their organizations 

related to customer involvement. P1 revealed 

well, our entire outfit is computerized, and we have a mechanism in place to 

communicate with consumers through social media networks. In our sales 

department, we track any customer who purchases a vehicle to ensure that they 

are happy with the product purchase. Additionally, we have a little questionnaire 

that we encourage our customers to complete to make sure we are meeting the 

customer’s needs. 

Similarly, P2 stated 

well, the thing is, you have so many technologies available to you. You have 

social media communication etc. etc., and there is no one specific way to go at 

any one customer or quote-on-quote type of customer with social media so you 
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have to personalize the customer choice of media preference. Some customers use 

Facebook to search for products, so you use Facebook to our advantage. 

P3 added  

we use technology and innovation by training our staff to know the products and 

be able to speedily access the information to share with customers. Facebook and 

WhatsApp are the main social media platforms we use. Service bulletins are sent 

via email to customers and feedback through the same source, thereby keeping in 

touch with the customers. 

P4 was not using social media platform at the time of the study but had plans to 

incorporate the social media platform within a year.  

 Digital data come with benefits and challenges. According to Cluley et al. (2020), 

digital data can be shared and analyzed by different teams across several networks. 

However, such rich data must be interpreted and disseminated to make informed 

decisions. Digital tools are designed to allow individuals who are not involved in the data 

gathering process to use these instruments to present the findings.  

Theme 4: After-Sales Service 

 The final theme to emerge from the data was after-sales service. After-sales 

service forms an integral part of customer service within the business organization. 

Balinado et al. (2021) revealed that, in the competitive service industry, customers play 

an important role in determining the service quality they receive from an organization. To 

remain competitive, automotive companies’ way of delivering after-sales service is 

through customer retention and customer satisfaction. When customers are satisfied with 
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the service they received, they will return to patronize the business and in return increase 

profits to sustain the business. 

  Knapp (2021) found that after-sales service is a critical aspect to increase profit in 

an organization. Customers judge the service received from an organization when 

promised commitment time and that time is fulfilled (Pakurár et al., 2019). A customer 

who has bought a vehicle always has good expectations from the service provider (Baber, 

2018). Most customers are satisfied with service when promised a commitment time and 

the time is fulfilled. Customers are suggesting that with the level of commitment from the 

dealership, increased profits and sustainability can be achieved.  

 According to Dal Bó et al. (2018), the after-sales service in the automotive 

industry undergoes a transformation as an important aspect of business operations 

becomes retaining customers of after-sales services, which constitutes a key part of 

profits. The concept of customer retention is applicable not only to the automotive sector 

industry but also to other sectors focusing on sales and after-sales services. However, 

relationship marketing is determined by an increase in the number of customers who 

patronize the firm with a product of ownership, which is considered important to the 

business as after-sales service.  

Participant 1 noted the COVID-19 pandemic had a negative impact on sales and 

on customer interaction with the business. However, Participant 1 used online platforms 

such as Facebook and WhatsApp to communicate with customers. The motto of the firm 

was “we service what we sell,” so after-sales service was a top priority for the firm. 
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Participant 3 emphasized that the Grenadian population relies on a firm with an after-

sales service component to transact business.  

In the competitive service industry, customers play a significant role in 

determining the quality of service received. Balinado et al. (2021) found that enhancing 

customer satisfaction has been highly utilized by automotive repair shops. With customer 

retention and loyalty, the company can increase profits and have a competitive advantage 

over other automotive dealerships. P3 stated  

if a customer came to purchase a spare part for their vehicle and the part is out of 

stick, to satisfy the customer, sales personnel will try to source the part from 

another dealer outside of the geographical location and give the customer an 

estimated time when the part should arrive.  

Not all customers have knowledge of automotive service, hence the reason for after-sales 

service and reliance on valuable dealership competitive advantage to promote customer 

satisfaction. 

Correlation to Literature 

 Automotive dealership managers use several strategies to sustain the business and 

be profitable. Marketing strategy allows automotive dealership managers to develop ways 

to target various segments of the market to position their products. Ibrahim and Harrison 

(2020) revealed that marketing strategy performance is defined as the function of a 

vibrant interactive process incorporating internal resources and external environmental 

factors, and competitive action. Although the significance of competitors on marking 
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strategy effective have been noted recently by many authors, a competitive effect feature 

in recently developed scale is to measure marketing flexibility.  

 Fierce market competition has forced many firms to pay particular attention to 

invest significant resources on customer retention (Zhou et al., 2020). A clear 

understanding of the features of competition that propel the market can apply, then 

identify a preferable segment of the market. Positioning strategy is a stage to differentiate 

the product range compared to the competitor’s product, in order to fulfil the customers’ 

needs. Knapp (2021) suggested that the greatest after sales measure is linked to the 

marketing approach and corporate strategy.  

Relevance to the Conceptual Framework 

 The findings of this study align with Smith (1956) segmentation, targeting and 

positioning (STP) model. The segmentation, Targeting and Positioning model is useful 

when creating communication plans since the model helps marketers prioritize 

proportions in the market. Liu et al. (2019) found that consumer preference provides a 

basis for various segmentation decisions. As a researcher, different aspects of marketing 

play a crucial role in the marketing mix of the organization. From the theme emerging for 

the study, customer retention is linked to the segmentation of the STP mode. Hawkins 

and Hoon (2020) found that customer retention distinguishes true loyal customers from 

false loyalty customers. Purchasing power can depict loyal customers. 

 Product branding can be linked to targeting of the STP model. Automotive firms 

should consider targeting customers and the customers that are likely to recommend the 

product or brand to their friends as targets to patronize the business. Kirca et al. (2020) 
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suggested that product portfolios are related to the enhanced market share of the parent 

brand in the automotive industry. Product branding is viewed as the capacity that can 

provide firms with an advantage in the marketplace. 

  Media and promotional strategy and after-sales services can be linked to the 

positioning section of the SPT model. Positioning is how to position the company’s 

products. According to Iyer et al. (2019), a firm that moves beyond the traditional sales-

led mid-set and implements positioning strategies will reap superior performance. In 

other words, these positioning strategies are the links to brand performance and market 

orientation.  

Applications to Professional Practice 

The findings of this study may provide guidelines to the professional practice of 

business in many ways. Therefore, business executive managers can apply the results to 

solve the marketing strategies that organizations face to remain profitable. The themes in 

the study are customer retention, product branding, media and promotional strategy, and 

after-sales service. All four themes that emerged from the study are applicable and 

relevant and support professional business practices in several various ways.  

The first theme that emerged from the study was customer retention. All four 

participants described various methods of how business owners can retain customers. 

According to Sliz and Delińska (2021), customer retention can be categorized as 

satisfying customer needs with the products and services offered by the business in a 

dynamic market environment. Moreover, customer retention has positive consequences 
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for economic and financial development according to the marketing orientation (Dal Bó 

et al., 2018).  

The second theme emerging from the study, product branding. All four 

participants strongly agreed on the importance of product branding. Product branding is 

flexible, allowing firms to position and appeal in different segments in different markets. 

yields different advantages for firms. Pallant et al. (2022) revealed that consumers invest 

in brands that allow them to express their self-concept. However, when consumers are 

allowed to express individuality and meet personal needs, product branding can increase 

consumer perception of symbolic value. 

The third theme emerging from the study is media and promotional strategy. Only 

three of the participants can identify with media and promotional strategy. In today’s 

business environment, promotional strategy is very important. Promotional strategy plays 

a significant role because for the brand public to know what products are available. 

Additionally, promotional strategy showcases the products arousing the public to make a 

decision to purchase the products and in contributing to the success of the business.  

The fourth theme to emerge is after-sales services. This type of service is part of 

the decision-making process. After-sales services would facilitate communication with 

customers, in the event of a malfunction the vehicle, the company will be notified and 

assign a technician to rectify the problem and remedy the problem. 

Implications for Social Change 

The implications for social change from this study will help automotive 

dealerships utilize profits generated to provide employment for Grenadian community 
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members. The significance of the study promoting that social change within the 

community, youth will benefit from part of the profits from automotive dealership 

organizations in the increased sponsorship of sporting teams and other community-based 

activities. Additionally, the profit-sharing from the organization handed out to the 

employees at the end of the financial year will help increase the standard of living of 

dealership employees, their families and the entire national Grenadian community.  

The qualitative multiple case study findings can enhance strategies that managers 

lack to ensure profitability in the automotive dealership. According to Braun et al. (2019), 

within a business model, the strength of a company should stand out among its 

competitors by doing what an organization does well to capture profit. Hence the 

strategies adopted should align with the operational performance to drive profitability. By 

dealerships focusing on strategies to ensure profitability, the community will gain from 

the expertise of the managers’ innovative ways to explore self-realization and to stimulate 

unearthed strategies that will impact the community for positive social change. 

Recommendations for Action 

The purpose of this qualitative multiple case study was to explore successful 

marketing strategies automotive dealership executive-level managers in Grenada used to 

sell U.S. or Japanese vehicles that increase dealership profit. Based on the findings, I 

recommend that Grenadian automotive dealership managers use innovative marketing 

and strategic plans to increase profit. Customer relationship and loyalty are key factors in 

accomplishing how well the business can benefit from their input. Automotive dealership 
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managers should foster effective two-way communication with their customers to 

maintain good customer relationships.  

I recommend that automotive dealerships use social media marketing technology 

effectively as sharing information on their website can attract many customers. 

According to Itani et al. (2020), effective information exchange between buyers and 

sellers is crucial for a salesperson’s success. Within the business environment, buyers 

serve as a major source of market intelligence for sellers. Additionally, information 

technology communication between buyers and sellers continues to rapidly progress. 

Similarly, social media and customer relationship management (CRM) as of late facilitate 

two-way information exchanges between buyers and sellers and as such provide an 

additional lever for value co-creation.  

The results of this study will be disseminated to all the participants. I submitted 

the results through the ProQuest/UMI dissertations database, making the study results 

available to other researchers. Additionally, I plan to present my findings to all other 

automotive dealerships in Grenada.  

Recommendations for Further Research 

I conducted a qualitative multiple case study to explore successful marketing 

strategies that executive-level automotive dealership level managers use to sell new U.S 

or Japanese vehicles to increase dealership profits. The study population consisted of four 

automotive dealership managers in the southern region of Grenada who answered open-

ended questions in the interview. The sample size is one of this study’s limitations. 

Another limitation of the study is the geographical location. In this study, I presented the 
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findings that may serve as a foundation for research on all automotive dealerships in 

Grenada. I recommend that future researchers build on the results of successful marketing 

strategies of automotive dealerships throughout the island of Grenada by interviewing a 

larger sample of participants; the information collected will offer substantial findings 

through analysis and data saturation. Researchers could conduct a quantitative study on 

the correlation between geographical location and profits. 

Reflections 

As I reflect on my doctoral journey, I must say the undertaking of this study has 

been challenging but overall rewarding in arriving at the results. The software mentioned 

at the proposal stage was not used. The reason is, after reviewing some literature and 

noticing that Nvivo software can be used and the software is available to download, I 

opted to go for the more widely used software for qualitative study in terms of analyzing 

data at a higher academic level. I was able to run many scenarios with the data to analyze 

better and interpret the findings. I depended on my participants to provide the information 

needed to complete my study. I enjoyed conducting the interviews and gained valuable 

insight into the successful marketing strategies used to sell vehicles. I am happy that the 

participants were enthusiastic about sharing their knowledge on the questions asked in the 

interview.  

Having gone through the findings, I have broadened my scope of better 

understanding of the strategies used to initiate, keep the interest, and seal the decision to 

purchase a vehicle. A salient point worth mentioning is that the objective of the 

dissertation was fulfilled. Moreover, spent on this research study has proven that much 
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can be accomplished with a good plan, tenacity, focus and determination. I am grateful 

that the doctoral journey I embarked upon has allowed me to develop my research skills 

and gain a better understanding and appreciation of successful strategic marketing 

strategies to sell U.S or Japanese vehicles in Grenada. 

Conclusion 

The purpose of this qualitative multiple case study was to explore successful 

marketing strategies automotive dealership executive-level managers in Grenada used to 

sell U.S. or Japanese vehicles to that increase dealership profits. I conducted 

semistructured interviews with four executive managers who successfully used marketing 

strategies to increase dealership profit. According to this research, four emergent themes 

emerged from this study were: customer retention, product branding, media and 

promotional strategy, and after-sales service. I correlated the results of this study to the 

current literature related to strategies for automotive dealerships to sell U.S or Japanese 

vehicles to increase profit. Implementation of this study’s findings by automotive 

dealership managers can result in positive social change through higher living standards. 

To increase profit and sustain the business through successful marketing strategies, I 

recommend that current and potential automotive dealership management utilize these 

strategies to remain profitable.  
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Appendix A: Recruitment Letter  

[Date] 

Re: Invitation for Research Study 

Dear [Name] 

 My name is Keith Wayne Hall, and I am a doctoral candidate at Walden 

University pursuing a Doctor of Business Administration. The title of my doctoral study 

is Marketing Strategies for Automotive Dealerships Operations: A Focus on Grenada. I 

would like to invite you to participate in this study through an interview that should take 

no more than 45 to 60 minutes. I am reaching out to you because you meet the following 

criteria: 

• You are a leader in the automotive industry. 

• You are knowledgeable and of experience with business strategies that have 

helped to sustain your organization. 

• You are employed at an automotive dealership located in Grenada. 

 Your participation in this study is voluntary, and you have the right to withdraw at 

any time. I have attached the consent form which provides additional information 

about the study. To prevent compromise of your confidentiality in the study, your 

name and the name of your organization are confidential and only known to me.  

If you are interested in participating in this study, please reply to this email. 

Sincerely, 

Keith Wayne Hall  
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Appendix B: Interview Protocol  

Guidelines 

1. The interview will be conducted face to face in the participant’s office at a 

suitable time for both participant and researcher. 

2. The interview questions will require about 45 to 60 minutes of uninterrupted time 

to complete. 

3. I will conduct member checking by drafting a summary page for the participants 

by email following each interview. 

4. I will be considerate of my participant’s time by allowing enough time to respond 

to my questions. 

5. With the participant’s approval, I will record the interview. 

6. Upon the completion of the interview, I will thank the participants for taking the 

time to participate in the study. 

Interview Questions 

1. 1What successful marketing strategies are you using to increase 

dealership profits from selling new U.S. or Japanese vehicles? 

    I will ask follow-up questions. 

2. 2How have you used technology and innovation to develop strategies to 

sell new U.S. or Japanese cars to increase profits to sustain your 

dealership? 

   I will ask follow-up questions. 



105 

 

3. How, if at all, has the Covid-19 pandemic affected how you develop your 

 marketing strategies? 

I will ask follow-up questions. 

    4. What were the key challenges to implementing your organizations’     

 strategies for marketing new U.S. or Japanese vehicles? 

I will ask follow-up questions. 

     5. How did you address the key challenges to implementing your present  

  successful marketing strategies to market new U.S. or Japanese vehicles? 

I will ask follow-up questions. 

    6.What role does promotional strategy play in marketing new U.S. and 

 Japanese vehicles? 

I will ask follow-up questions. 

     7. What processes or procedures do you use to measure the success of your 

 marketing strategies? 

I will ask follow-up questions. 

8. What additional information would you like to add about the marketing 

 strategies you use to sell new U.S. or Japanese vehicles to increase 

 dealership profits? 

I will ask follow-up questions. 
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