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I. Product 

Among the features of BMW 7- series, model 730i (product description), we can see that this particular model has a vehicle length of 5,029 mm, a vehicle width of 1,902 mm, a vehicle height of 1,492mm, 6- cylinders, 4- valve, a top speed of 237 km/h. It has a track front of 1,578 mm, a track rear of 1,582 mm, and a wheel base of 2,990 mm. The engine has a nominal power (kW) at 1/min of 170/5,900 and a maximum torque (Nm) at 1/min of 300/3,500. It also has a drag (cw) performance of 0.28, an acceleration of 0 to 100 km/h at 8.1 seconds and a fuel consumption rate of 15.5 liters/100 km in the city and 7.9 in the highway 10.6. 

This good is a 2004 sedan. The BMW 7 series is marketed as “the most refined and most exclusive form of automobile individuality”. This implies that BMW is taking enough care to ensure the position of the 7 series on the high-end of the automobile consumer market. The BMW series 7 is a series of car models using the number “7” as the first digit in the model number of each class. This type of sedans are generally compact, luxury cars and come in a variety of colors and slightly different styles and features – all following the same line of class of the 7 series. BMW has positioned this particular product as one of its elite products on the competitive automobile market.  

The consumer for this product is the upper-middle income and higher-income family. This should come as no surprise due to the nature of the product and cost. For example the lowest priced sedan in the series, the 745i sedan starts at $69,900 in the U.S., passing by the middle-priced ones: the 745Li, starting at $73,900 and the 760i, starting at $109,900. The higher-end sedan of the “7 series” is the 760Li, with a starting price at $117,300 for the U. S. market. The BMW marketing team, obviously, must come up with a sound market analysis of the target market for the 7 series it notably must be based upon professional, six-digit annual income families and individuals across the U. S.

II. Customers

 Target Market for the BMW 7 Series lends itself only to the higher income market in Corpus Christi. This market includes doctors, lawyers, and those higher income professionals in the healthcare, oil production, and export/import industries. As table I (attached) shows there was an estimated 13.6% increase in that population from 1990 to 2000.  The total estimated population is 72,740 through 2000 and the area has experienced an average increase in population of approximately 7.7% (Table II).
The age groups we will market will the Baby Boomers, Generation X, and the latter ages of Generation Y. Statistics show that those in the higher age groups (45 +) have migrated in significant numbers to southern states such as Texas. A good indication of that type of migration is the explosive growth North Padre Island is undergoing with property prices in the last three years increasing almost 10% per year and building continuing to increase in the higher end market..   

The justification for those three age groups is that the Baby Booms are seeking those higher end products that make them feel younger, the Generation X are looking for quality and success oriented products, and the Y Generation is looking for successful image the BMW 7 Series represents. (http://www.bmwusa.com/vehicles/7) 
III. Sales Organization


The sales organization for the 7 Series will be part of the BMW dealership already in existence in the Corpus Christi area. The 7 Series will have a totally separate marketing mix which will be geared toward the target mentioned above. There will be a separate chain of command including sales manager, assistant sales manager, and sales staff. 

SALES MANAGER
SALESPERSON 
SALESPERSON
SALESPERSON
SALESPERSON

ADMINISTRATIVE ASSITANT

Forecasting sales of our BMW is a measure of overall percentage of this market place. The affordability factor for BMW, Mercedes, Lexus, and the like is equal to the same income percentage of what is considered high income, ie over $150,000 per family. That percentage is approximately 1% of the total per family income population. Our measure is the population of professional employees and using the 1% measurement factor for the percentage of income in excess of $150,000, the number of  7 Series sales could be 727 if our market share of the luxury market was 100%. Our goal for market penetration realistically would be 25% which gives us a goal of around 180 vehicles sold.

We would further breakdown the percentage of sales of our product into the following percentages:


Vehicle
Price

% Goal
No. Sold
Income


745i Series
$69,900
50% 

90

$ 6,291,000

745LiSeries
$73,900
30%

54

$ 3,990,600

760i Series
$109,900
15%

27

$ 2,967,300

760Li Series
$117,300
  5%

09

$ 1,055,700

Total Income


100%

180

$14,304,600


Sales staff includes Manger and four sales people with average sales per person per month of 3 vehicles for a total of 15. Commission structure for the Manager is 1. % (percent) of all sales plus a base of $50,000 per year and sales staff 4% (percent) of total price of the vehicle sold. Sales staff will be on a $2,000 per month draw against commission.
The budget for personal selling includes the following:

Operational Expenses:




Administrative 
$200,000 (mgr base, Adm.Asst. &  Benefits)



Sales Commission:




Manager
$ 143,000



Sales

$ 572,200



Marketing

$  50,000



Total Expenses


$765,200
IV. Sales Force Recruiting


Qualifications for our sales force to sell the BMW 7 Series automobile are very high considering the segment of customers we are looking for. They must have: excellent communication skills, prior sales experience in the category of luxury cars, knowledge of the car, a high degree of similarity with our segment base, and a college degree. Their personal characteristics must include: maturity, assertiveness, and high intelligence. To recruit this type of employee we will use intelligence tests, androgynous scale test, and drug screening.


Since this is a high end luxury car that we are promoting, we will need to find a superior quality of candidates for our sales force. To find these prospective sales force we will look for candidates through referrals from our existing sales force, steal from our competitors and suppliers (Mercedes, Lexus). This will enhance our ability to secure a sales force of the highest caliber. Some of the items that we will require from the candidates will be resumes, references, and  databases on previous customers which will not only ensure they are the type of salesperson we want but also it will bring new customer prospect to our brand.

Our sales force will have many duties. The vital parts of their job description will be to assist customers, answer phone calls, participate in putting up promotional items, maintaining a clean environment in offices and showroom, follow up calls on previous sales, make cold calls through networking by using socialization strategies, and to develop relationship selling. Some of the socialization strategies they are to use are networking through country clubs, yacht clubs, chambers of commerce, art centers, and museums. 

Training of our sales force is also a must. We will accomplish this by first establishing the following objectives: make the salesperson effective, increase sales, improve moral, and improve customer relations. To achieve these objectives they will be fully oriented with knowledge of the product, analyze BMW mission and vision statement, and an in-depth analysis and orientation of the customer segment that we are pursuing. Since customers in this category are very brand loyal we will fully orient them with the “Problem Solving Approach” to accomplish the “Need Satisfaction Selling” type of selling. This will be accomplished by using the experiential approach to training and specifically role playing. Since our salespersons are similar to our segment base, role playing will be effective in preparing our sales force with adequate communication skills. 
V. Directing and Leading the Sales Force

Territory Design:  The territory design plan that BMW 7 series has decided to use is the trading areas. Because trading area is an economic area that ignores political and other no economic boundaries. Trading areas recognize that consumer who live in Arlington, for example, may prefer to shop in Dallas. Also, BMW 7 series is going to assign each salesperson to the territory where his or her relative contribution to the company’s success will be the greatest.

Time Management: BMW 7 series to improve the time management is going to provide some instruction during classroom training. So, every salesperson from the company is going to be required to go this classroom training. This class is going to give each of salesperson at what time they need to be finish with the job and what method they have to use to process the job.

Motivation: BMW 7 series is going to motivate each salesperson by offering extra amount of money if they do the right stuffs. Also, this company will appreciate each salesperson by one-on-one rather than in the group. BMW 7 series will recognize the best salesperson of the company in a company newsletter. This company will make the process easy, so the salespersons do not get frustrated by the process of selling. Also, this company will create a project or account that will enable them to control and lead. Finally, the company will give them sufficient time to get the job done.

VI. Sales Force Evaluation 

Since our objectives for our sales plan are to make the salesperson effective, increase sales, improve moral, and improve customer relations, we will evaluate them by using goal strategies. Under salesperson effectiveness the sales manager will determine this category by contacting a sample of both customers who purchased our product and ones who did not purchase to determine what level of information was provided by the salesperson. In the increasing sales category the sales manager and the salesperson will collaborate to establish realistic goals for number of autos sold and also up selling (purchasing extras on the auto). Improving customer relations is closely related to salespersons effectiveness, however it is more involved with contact after the sale, how did the salesperson make the purchase of our auto a pleasurable experience, and will they consider BMW again in the future. The sales manager will accomplish this also by contact with both customers that made a purchase and those that did not.

In addition to these strategies to accomplish our objectives the sales manager will also use a performance index and sales force training efficiency measurements. Since the sales person will be in setting the goals used in the performance index it will provide an excellent measurement of how our sales force is responding to the objectives established. The sales manager will also use the output/input efficiency formulae to determine how well our training procedures our doing in order to determine what, if any, adjustments are needed to be made in order to accomplish our objectives. Finally, the salesperson will give a detailed evaluation on how they have responded in achieving the sales promotions objectives. This will include analysis on how he or she accomplished or did not accomplish the goals set out for the sales force. For this step the sales person will be asked to not only show his or her strengths but also on weaknesses and how they can be improved.
VII. Marketing Mix Support for Personal Selling


A. Promotional Tools Supporting Personal Selling

1. Factory Discounts and Special Offers- We will offer discounts to customers associated with manufactures specials.  Some of these include package discounts and special rebates.

2. Financing and interest rates- Qualified buyers will benefit from lower interest rates offered by the manufacturer when financed through BMW.

3. Advertising- We will take advantage of TV, Radio, and Print advertising paid for by the manufacturer.


B. Supporting Pricing Strategies

1. Pricing strategies will be set at the manufactures suggested retail pricing, with discounts and rebates offered by BMW.



2. Regular pricing will be as follows:

	Model
	Pricing (MSRP)

	745i
	$69,900

	745Li
	$73,900

	760i
	$109,900

	760Li
	$117,300



C. Supporting Product Strategies

Since we are at the retail end of the distribution chain we have little control over product innovation.  Although BMW has been in innovator in the high performance luxury car market.  There main competitors are Mercedes Benz, Lexus, and Audi.  As far as the BMW Group is concerned, an innovation is any marketable new development that offers benefits to our customers. The greater the potential benefit to the customer, the higher the value of the innovation. After all, in the end, it is the customer who decides whether or not an innovation is successful, through awareness and acceptance of the product. Innovations are, and have always been, of inestimable importance to the BMW Group. Being an innovative company means having the creativity to produce pacesetting technologies, processes and methods, being a trend leader, and defining benchmarks. It is through constant innovation that, time and again, our vehicles have won a place at the top of their respective categories. And we hope to ensure that this does not change.


D. Supporting Distribution Strategies

The majority of BMWs for the U.S. market are built at the factory in South Carolina which is part of BMW group’s global manufacturing network.  Distribution to individual dealerships in the southern region is controlled by the BMW North America headquarters in Atlanta, Georgia. 

