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Abstract

New energy vehicle is a technological revolution in the automotive industry,
which has changed the pattern of the original automotive industry to a cer-
tain extent. Nowadays, energy consumption and environmental pollution are
becoming more and more serious, therefore new energy vehicles are becom-
ing the trend of future industry development. Governments spare no efforts
to promote new energy vehicles. In the case of its broad market prospects, the
market gives new energy automotive enterprises a cold response. In addition
to the heading companies, such as Tesla, small new energy automobile com-
panies are still struggling to increase market share. Based on this, this paper
mainly focuses on the marketing strategy of SL New Energy Automobile
Company. Firstly, we overview the marketing theory, and introduce the SL
new energy automobile company. Then we use PEST (Politics, Economy, So-
ciety, Technology) and SWOT (Strengths, Weaknesses, Opportunities,
Threats) to analyze the macro and micro environment of SL company. Then
we use STP (Segmentation, Targeting, Positioning) to decide the target mar-
ket selection and positioning. Finally, we put forward the marketing strategy
from the four aspects of SL company’s product, price, place and promotion.
Through this paper, we hope to have better marketing suggestions for enter-
prise managers, and hope to help the new energy automobile enterprise to
promote market share.

Keywords

New Energy Vehicles, Marketing Strategy, Market Segmentation, Market
Targeting, Market Positioning

1. Introduction

In spite of the bright future of new energy vehicles, the research on marketing

DOI: 10.4236/ajibm.2019.92020

Feb. 21, 2019 306

American Journal of Industrial and Business Management


http://www.scirp.org/journal/ajibm
https://doi.org/10.4236/ajibm.2019.92020
http://www.scirp.org
https://doi.org/10.4236/ajibm.2019.92020
http://creativecommons.org/licenses/by/4.0/

J. H. Zhang, R. Wang

strategies and models of new energy vehicle enterprises is very limited. The In-
stitute of Transport Research at Waseda University has found that Japanese
consumers are increasingly willing to use new energy vehicles [1]. According to
a survey of the worldwide automobile consumers, the Rwe Group found that In-
dian consumers were the most willing to buy new energy vehicles, followed by
Chinese consumers [2]. Chinese scholars have studied new energy vehicles late-
ly. Xu and Xu (2010) pointed out that urban residents have higher willingness to
buy new energy vehicles, but their actual purchasing behavior is less, mainly
concerned about such problem as safety, after-sales service, parking lot and
energy supplement [3]. Jin (2012) pointed out that compared with China, Ja-
pan’s new energy vehicle market has gradually developed [4]. Xie (2013) pro-
posed that the new energy automobile company should focus on the public
transport system and rental services, and expand the market of the new energy
automobile in the field of public transport through effective market strategy [5].
Sang and Zhang (2014) pointed out that although new energy automobile mar-
ket received government support, the market reaction was not good [6]. So far,
few studies have put forward effective marketing suggestions for actual enter-
prises. Therefore, this paper mainly explores the situation, market status and fu-
ture development trend of SL New Energy Automobile Company, and analyses
the internal and external environment and competitive advantages and disad-
vantages of SL Company, and then looks for the potential problems in marketing
strategy of SL Company. Then, in view of SL Company’s existing problems, this
paper uses STP analysis method to subdivide the market, select the target market
and reposition. Finally, based on 4P marketing theory, this paper puts forward
corresponding marketing strategies from four aspects: product, price, channel
and promotion to meet the needs of self-development and current competitive

environment.

2. Theory
2.1. Background

Environmental and energy issues are major issues facing countries in the process
of economic development [7] [8]. However, the high pollution and high energy
consumption of traditional fuel vehicles have increasingly negative impact on
people's survival and development, so the energy transformation of the automo-
tive industry is imminent [9]. In this context, automobile companies around the
world have introduced new energy vehicles, mainly hybrid and pure electric ve-
hicles [10] [11]. This kind of automobile has less pollution, low energy con-
sumption, intellectualization and humanization, which meets the needs of au-
tomobile transformation [12]. Governments have also issued policies to encour-
age the development and production of new energy vehicles, laying the founda-
tion for the rapid development of new energy vehicles [13].

2.2. PEST Model

PEST is one of the most important models for macro environmental analysis.
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The PEST model analyses the macro-environment of industry and enterprise
from four external environmental factors: politics, economy, society and tech-
nology. Specifically, P (Politics) refers to the political forces that have practical
and potential impact on the organization's business activities, including gov-
ernment regulation and government subsidies; E (Economy) refers to the level of
economic development and future economic trends of a country, including GDP
and per capita income; S (Society) refers to the cultural traditions, values and
customs of the society in which the organization is located. T (Technology) re-
fers to inventions that cause revolutionary changes and new technologies related

to enterprise production.

2.3. SWOT Analysis

SWOT analysis is one of the basic methods of marketing analysis, which is to
analyze the competitive situation of enterprises from four aspects (S, W, O, T).
Firstly, the strengths (S) of enterprises generally refer to the advantages that en-
terprises possess, including sufficient sources of funds, good corporate image
and strong technical strength; secondly, the weaknesses (W) of enterprises gen-
erally refer to the shortcomings of enterprises, including insufficient funds, poor
corporate reputation and backward technology; thirdly, the opportunities (O)
that enterprises possess generally refer to the enterprises in the process of devel-
opment. Opportunities that can be exploited to promote their own development,
including new products, new markets and new demands; Fourth, threats (T)
faced by enterprises include potential new competitors, increased alternative
products and changing consumer preferences.

The main purpose of SWOT analysis is to construct a set of efficient and con-
cise strategy system, to list complex and difficult problems, and to formulate ef-
fective strategies and competitive strategies. Michael Porter put forward four al-

ternative strategies: SO strategy, WO strategy, ST strategy and WT strategy.

2.4. STP Strategy

Philip Kotler systematically put forward STP strategy: S-Segmentation (market
segmentation), T-Targeting (target market selection), P-Positioning (product
positioning) [14]. Generally speaking, STP strategy can help enterprises to de-
sign products, services and image of the company on the basis of market seg-
mentation, according to their own resource advantages, so that they can occupy

a unique position in the minds of target customers.

2.5. Marketing Combination

J-McCarthy first proposed the 4P factors of marketing combination: Product,
Price, Place, Promotion. In the process of marketing, it is the market, not the
production, that decides what kind of products enterprises need to produce,
what price strategies they should make, in what areas and why they should sell

commercialized products and carry out relevant promotional activities.
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3. Research Results of SL Company

Firstly, the environment of new energy automobile industry is analyzed from
four aspects: economy, politics, society and technology. Secondly, SWOT analy-
sis of SL Company’s internal environment is carried out to understand its
strengths, weaknesses, opportunities and threats, and put forward corresponding
strategies. Finally, the current marketing strategies of SL Company’s new energy
vehicles are analyzed, in order to understand its shortcomings in product strate-

gy, placing strategy, pricing strategy and promotion strategy.

3.1. Analysis of SL Company’s External Environment

China’s economic growth rate has changed from the previous high-speed growth
to the medium-speed growth. GDP grew by 10.6% year-on-year in 2010, and
then slowed down gradually. GDP growth in 2011-2016 was 9.5%, 7.9%, 7.8%,
7.3%, 6.9% and 6.7% respectively. Since 2017, the national economy has contin-
ued to develop steadily. In the first half of 2018, the gross domestic product
reached 41,896.1 billion yuan.

In terms of policy, in 2009, the financial department and the science and
Technology Department jointly issued the document “Notice on Pilot Work of
Energy-saving and New Energy Vehicle Demonstration and Promotion”, and
carried out the promotion of energy-saving and new energy vehicles in the taxi
and bus fields of 13 cities.

Consumers’ purchasing behavior will be affected by the social and cultural en-
vironment to a certain extent. In recent years, consumers have gradually formed
the concept of low-carbon environmental protection, which has greatly pro-
moted the development of new energy vehicles.

The key to the leaping development of new energy vehicles lies in the innova-
tion. As far as China is concerned, the technology of new energy vehicles has
made some progress, but the key technology is still in the hands of foreign ad-
vanced enterprises. Technical researchers in western developed countries ac-
count for 10% of the total workforce, while in China only 2.5%. From the pers-
pective of R&D investment, for example, Volkswagen has more than $10 billion.
In addition, the R&D costs of Honda cars in Japan also account for 5.6% of sales
revenue. However, most of the new energy automobile enterprises in China have
less than 2% R&D investment.

3.2. Analysis of SL Company’s Internal Environment

1) Strengths. At present, SL company has built a huge sales network, which is
a great advantage, and SL company attaches great importance to the mainten-
ance of sales channels. With the acceleration of urbanization, the increase of per
capita income and purchasing power, as well as the fact that the per capita car
ownership in China is much lower than that in developed countries, the poten-
tial of the automobile market is enormous. In addition, SL’s technical team has

fully independent development experience and data accumulation of a variety of
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products, and has gradually formed its own technical development platform
with its own characteristics and international level.

2) Weaknesses. There is still a certain gap between the development of new
energy vehicles in China and the international advanced level. The supporting
parts, charging stations, repairing shops and so on have not formed a certain
scale. This situation has certain restrictions on the development of SL Compa-
ny’s new energy vehicles. In addition, compared with the world’s advanced level,
SL’s new energy automobile core technology is still in a relatively backward posi-
tion. Compared with traditional energy vehicles, the core parts of new energy
vehicles are mainly batteries, motors and control systems. SL Company is still
backward in these core technologies.

3) Opportunities. In recent years, more and more attention has been paid to
energy shortage and environmental pollution. The use of traditional energy ve-
hicles has caused serious environmental pollution. It has also damaged the
health of residents to a certain extent, and brought a series of problems such as
traffic congestion and noise pollution. The limitations of traditional energy ve-
hicles make people gradually realize that clean energy should be developed to
replace them. The consciousness of energy saving and environmental protection
has gradually penetrated into the hearts of the people. The development of new
energy vehicles conforms to the concept of green development and is a kind of
green science and technology. It is gradually accepted by people for its advan-
tages of energy saving, low carbon and environmental protection. The develop-
ment of new energy vehicles has become a national development strategy, and
there will be continuous policy and financial support.

4) Threats. The main threat comes from the competition of the same indus-
try. As mentioned earlier, SL Company’s new energy automobiles not only face
the competition of foreign new energy automobile enterprises, but also face the
competition of domestic new energy automobile enterprises. In product devel-
opment, marketing channels, marketing strategies, automotive services and oth-
er aspects, the competition has reached a white-hot stage. In China’s huge mar-
ket, every enterprise in the industry wants to maximize its benefits, and has
made every effort to solve this situation. For this situation, if we do not advance,
we will go backwards. If SL can’t make progress in these areas, it may be pushed

out of the market by competitors very quickly.

3.3. Improvement on Marketing Strategy of SL Company

1) Product Strategy. Firstly, product quality improvement and new product
design are carried out based on user experience. As an indispensable means of
transportation, any unreasonable parts and design may lead to product quality
problems and even endanger the personal safety of passengers and drivers. It will
also have a fatal impact on the reputation of SL, a new brand. Therefore, SL
Company should strictly control every part and design. On the premise of en-

suring product quality, improving product quality based on user experience is
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also a good way to improve brand awareness, such as voice intelligent control,
ergonomic seats and so on. Secondly, in the development of new energy prod-
ucts, SL Company should start with low-end and small electric vehicles, gradu-
ally extend to mid-grade pure electric vehicles, and create a product structure
covering the middle and low-end market according to the different uses of the
products, so as to fully meet the needs of target consumers.

2) Placing Strategy. SL Company should actively use e-commerce to broaden
the channels of network sales. According to the latest data from China Internet
Information Center, the scale of Internet users has exceeded 800 million, the
penetration rate has reached 57.7%, and the scale of mobile Internet users has
reached 788 million. Internet has become an important channel for people to
search and buy. Under this background, SL company should increase investment
in business platform, increase the construction of its own official network, build
a single online customer service section. At the same time, it should cooperate
with the mainstream automobile vertical e-commerce platform and comprehen-
sive e-commerce platform, and make full use of network technology for accurate
advertising and App Design promotion

3) Pricing Strategy. Implement differentiated infiltration pricing strategy. In-
filtration pricing is an enterprise that uses lower prices to rapidly increase sales
and increase market share, so as to achieve the goal of quickly seizing the mar-
ket. From the current situation of SL Company, its current goal should be to se-
ize market share, profit growth as a secondary goal. At the same time, penetra-
tion pricing does not mean that enterprises should always focus on low prices.
Simple low prices will cause consumers’ doubts about the quality of products.
Differential pricing should be carried out for target groups.

4) Promoting Strategy. SL Company can spread brand information by inte-
grating various channels to enhance consumer brand awareness. In addition, SL
can organize exhibitions to enable consumers to fully feel the SL’s new energy
vehicles, playing a better publicity role for the company’s brand and products.
Further, enterprises should actively assume social responsibilities. For example,
by sponsoring and supporting public welfare activities, SL Company can estab-
lish a responsible corporate image, win the recognition of consumers, especially

young consumers, and enhance brand image.

4. Conclusion

Through analysis, this paper puts forward some suggestions for SL Company’s
future marketing development. First of all, SL Company should focus on young
people who are curious about automobiles and technology, creating products
with a sense of technology, large space and price advantages. Secondly, SL Com-
pany should enrich the product structure, starting with low-end and small-sized
electric vehicles, and gradually extend to mid-grade pure electric vehicles. SL
Company should gradually create a product structure covering the mid-low-end

market, increase small cars or compact cars, and develop SUV systems according
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to the different uses of products. Then, in order to expand consumer contact
channels, the company should strengthen the layout of second and third-tier city
outlets, form strategic alliances with industry giants, upstream and downstream
industry chains, and use e-commerce to expand network sales channels. Finally,
SL car should be located in the “60 thousand-80 thousand” pricing range, and
implement the “bare car sales + battery leasing” marketing model. Finally, SL
should actively integrate all kinds of channels to spread brand information to
build consumer brand awareness, and lay out the hot green sharing and Real

Leasing business, so as to reduce the purchase resistance of target groups.

5. Discussion

5.1. Implications for Enterprises

With the concept of sustainable development being deeply rooted in the hearts
of the people, the development of new energy vehicles has become an inevitable
trend. All sectors of society are concerned about new energy. The government is
also strongly supporting the development of the industry. However, as a new
industry, the development of the market also leads to many problems. Therefore,
this article through the analysis and suggestions of SL Company’s new energy
vehicle marketing strategy, on the one hand, is to implement the marketing
theory to promote the development of new energy vehicles. On the other hand,
taking SL Company as an example, it provides reference for other domestic new
energy vehicle brand marketing strategies, so as to promote the sustainable de-

velopment of the new energy vehicle industry.

5.2. Limitations

In the analysis of SL Company’s marketing strategies, there is a lack of
on-the-spot investigation on factors such as company brand image and the rela-
tionship between upstream and downstream visitors. Most of the analysis is
based on theory and lacks certain data support, which may lead to deviations in

conclusions from the actual situation.
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