AS NICHE VERSUS MASS MARKETING

A CASE STUDY ON THE NICHE MARKETING OF BMW’S NEW MINI. 

    In the summer of 2001 BMW launched the New Mini. The new car was designed so that it bore some resemblance to the original Mini, the best selling car that was a design Icon of the 1960’s and 70’s. However, unlike the old Mini the new model was bigger, safer and more luxurious than its predecessor. These improvements were intended to create a car that was right up to date but without losing the character, fun and excitement of the original Mini.  


    The new Mini was a strategically important new product for BMW. The aim being that this new car would enable BMW to capitalise on the growing small car segment of the car market. By diversifying in this way the company would no longer be so dependent upon sales of its luxury cars for the bulk of its profits. 


The car was aimed to carve out its own market niche within the small car segment of the car market by appealing to twenty and thirty something single-nesters with high disposable incomes that wanted a funky and more stylish alternative to mass-market small cars. According to BMW promotional material the new Mini was “for individuals who were not interested in following the crowd”.   

BMW’s marketing department used persuasive advertising to promote the brand. The “Mini Adventures” T.V. advertising campaign was based around a series of humorous story lines featuring good looking young people having fun and adventure in their new Mini.  In addition to the above the line activity BMW used a variety of innovative below the line tactics. For example, part of Gatwick South's departure lounge was transformed into a shrine devoted to the new Mini. Passengers waiting for their flights were given access to a colourful and stylish Mini lounge area equipped with terminals offering free Internet access to www.mini.co.uk. Tactics like this helped to create exactly the sort of trendy image that BMW wanted for the brand. 

The new Mini had a very successful first year in terms of sales. 30 000 cars were sold in the U.K alone and in America the car was so popular that waiting lists actually developed. To address the supply and demand miss-match BMW plan to increase the annual production of the new Mini by as much as 15 to 20% in order to cope with demand levels that have clearly caught the company by surprise. 


Questions

1. Explain how BMW might have gone about identifying the niche market opportunity that existed for the New Mini?

2. How can firms like BMW benefit from selling niche market products like the new Mini?

3. The new Mini was priced at £11 000 in the UK when it was launched in 2001. Discuss whether BMW should consider increasing the price of the car in the future.
4. To be successful niche market products must be differentiated. Explain how BMW went about creating the product differentiation needed to ensure the new Mini’s success.
A New Niche Market: Traditional Asian Drinks

Asian consumers are drinking more and different beverages to quench their thirst, according to The Asian Wall Street Journal. Not only does demand for Coca-Cola, Pepsi and other colas continue to expand, but competition among soft drink suppliers has never been more fierce. Small beverage companies are moving in on a fast-growing market niche for traditional Asian drinks, such as winter melon tea and grass jelly drink. Today, freshly made traditional drinks can be bought in cans in Hong Kong and Singapore for about US$1. These small firms sell their traditional drinks through vending machines, convenience stores and even street hawkers.

Compared to Coca-Cola and other Western soft drinks such as Sprite and Dr Pepper, overall sales of traditional drinks are small. However, drinks companies know a good thing when they see it.  Convinced that consumers want healthier and more varied choices, drinks companies have increased marketing budgets. They’re also targeting advertising to older customers, who might be persuaded that traditional drinks are still healthy, and younger consumers, who may be sceptical that Mum and Dad’s favourite beverages can be cool. 

Smaller companies combat their larger competitors with advertising that highlights and reinforces brand loyalty, but they follow no single approach.  Some try to convince younger consumers that traditional beverages are as hip to drink as Coca-Cola while others go for marketing campaigns that describe wholesome traditional products, using the tagline “Asian Heritage.” 

Recently, large companies like Coca-Cola have tried to produce their own range of traditional Asian drinks, but smaller companies are not folding; they are fighting to keep their customers. 

Questions.

1. Explain why Asian traditional drinks are examples of Niche market products.

2. Identify the different techniques used by to differentiate Asian traditional drinks.

3. Niche market products are normally more expensive than most Mass-Market products using the example of traditional Asian drinks explain why this is so?

4. Large companies like Coca-Cola can normally produce their products at a lower cost than many smaller firms. Can you explain why?

5. Why do most small firms produce Niche market products?

6. In the long-term do you think that these small drinks companies will be able to compete and survive against much larger American owned multinationals such as the Coca-Cola and Pepsi-Cola Corporations?

