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· History of the company- Jidosha Seizo Co., Ltd is established in Yokohama, Japan in 1933. In 1934 the company name is changed to Nissan Motor Co., Ltd. During the 1930’s the company is selling Datsun passenger cars. Yoshisuke Aikawa is the president of Nissan Motor Co., Ltd. 
· Description of the brand / product benefits- Nissan uses their automotive technology advancements to advance their entire product line. Edmunds car buying guide shows safety features such as traction control, stability control and side curtain air bags come as standard equipment on 2011 Nissan vehicles. Nissan uses a special type of transmission on their vehicles that uses technology not found on other transmissions. These transmissions shift more smoothly and last longer. IPod input is available in Nissan vehicles.  
· Positioning- According to an interview conducted by AdAge.com with Jon Brancheau (the marketing boss for Nissan Motor Co., Ltd), Nissan is taking an “Innovation for all” approach in their campaign. Innovation is incorporated in every Nissan vehicle, instead of having different standards of innovation based on vehicle model. Nissan is positioning their product line as utilizing more technology than competing automakers. Nissan was the first auto advertiser to make a deal with Apple to create an iAd.
· Relevant advertising history- The “Innovation for All” campaign has television advertisements that focus on the things that a car should be able to do and then the advertisements show a Nissan vehicle fulfilling those needs with their innovative technology. In example the narrator would say, “Wouldn’t it be cool if cars didn’t need keys” while a woman walks to her Nissan and uses keyless entry. 
Industry Overview

· State of the industry- According to “In Auto News” the 2011 earthquake that occurred in Japan impacted the automotive industry. Fortunately Nissan Motor Co., Ltd. had a substantial amount of their inventory already delivered or in transit to the U.S. before the earthquake. Some auto makers with production plants in Japan were not as fortunate as Nissan. Production of new vehicles in some plants stopped for a period of time creating an inability to meet the supply necessary to meet the demand for new vehicles. Japanese companies make parts for auto makers all over the world; the supply of parts was disrupted.
· Current Industry Trends- An online article published by the “New York Times” there is a shortage of new cars. This has caused the price of new vehicles available to increase in price. The value of used vehicles also increased. Both new and used vehicles sales have risen since 2010. 

Competitors
· Who are they? - According to an article by “Just-Auto” the top competitors of Nissan in the domestic market are Toyota and Honda. Both competitors offer hybrid vehicles in their product line that directly compete with the Nissan leaf, which is not a hybrid; it uses only electric power to operate. Both competitors offer relatively inexpensive compact cars such as the Honda civic and Toyota Corolla that compete with the Nissan Sentra.  
· Strengths / Weaknesses- Honda and Toyota are well known for reliability and simplistic design; this has made their vehicles a good investment because their reputation for reliability gives them an excellent re-sell value. James Hamel writes in an article for “Associated Content” that four of the ten most reliable cars for 2011 are made by Honda and three are made by Toyota. 
· Market Share- A study conducted by “Good Car Bad Car” an automotive blog suggests that in November 2010, Honda obtained 10.4 percent of the automotive market share. Toyota obtained 15.3 percent during the same period. 
· Advertising / Promotional strategies- Honda has created a campaign called “Good Reasons”. It has a strong online presence since 86 percent of Honda customers conduct auto research online. The campaign plays on the proven strengths of Honda automobile fuel efficiency, quality, dependability, safety, value and innovation. Toyota created an advertising campaign called “#1 for a Reason”. The campaign plays off the strength of the manufacture for being the auto maker ranked number 1 in U.S. auto sales for the past three consecutive years.  

· Positioning of competitors- Honda positions their automobiles as being an excellent automobile for anyone. The “Good Reasons” campaign is not directly targeted at any market segment, it simply explains to anyone researching automobiles that Honda automobiles have many product benefits that are supported by research and testing by well known companies such as JD Power and Kelly Blue Book. The Toyota “#1 for a reason” campaign positions Toyota automobiles as being the best selling cars in the United States because of their proven efficiency, value, quality and especially safety. Similar to the Honda campaign the campaign by Toyota targets this positioning to all market segments. The Nissan “Innovation for All” campaign focuses more heavily on the technology being used in their vehicles to support their efficiency, value, quality and safety. Nissan is positioning their vehicles as being more hi-tech and futuristic.  
Target Audience

· Size of the market- A study conducted by “Pew Research” said, “Among those ages from 13 to 29: 18.5 percent are Hispanic, 14.2 percent are black, 4.3 percent are Asian. This means that approximately 33 percent of millennials are multicultural millennials. A study conducted by “Wine Business” states that millennials account for 81 million people. 
· Demographics- The Pew Research Center conducted a study showing that college enrollment in October 2010 among 18 to 24 year-old Hispanics hit 12.2 million. This is the largest ever enrollment among 18 to 24 year-old Hispanics. Although more millennial Hispanics are becoming well educated the Hispanic household wealth plummeted 66 percent from 2005 to 2010. In 2009 the average Caucasian household had 18 times more wealth. 
· According to the Census Bureau approximately 50 percent of individuals that identify as being Asian and 25 years of age or older have obtained a Bachelor’s degree or higher education. Median earnings for Asian males 16 years of age and older in 2008 was approximately $51,000 and approximately $41,000 for women.  

· The Bureau of Labor Statistics finds that 24 percent of African Americans 25 years of age or older obtained a bachelor’s degree or higher. 
· Psychographics / Lifestyle / Attitudes
· A poll conducted by Time/Rockefeller Foundation finds that millennials said, “The American dream is dead and the United States is on the wrong track.” The poll shows that the majority of millennials are concerned with the current state of the U.S. economy. The U.S. job market is a concern for millennials, 82 percent believe the government should invest in creating more jobs for Americans. 
· millennials regard automobiles as a source of pollution and utilizes alternative transportation. An article by Jim Ostroff says, “Motorists 21 to 30 years of age account for only 14 percent of miles driven. “ Technology spending is high among millennials. “This generation focuses its buying on computers, BlackBerrys, music and software and views commuting a few hours by car a huge productivity waste when they can work using PDAs while taking the bus and train,” says William Draves.
· “Twenties in Transition” by Robert Van Alstyne finds that today’s Millennials are putting off lifestyle shifts both by necessity and choice. Cohabitation of unmarried couples has doubled since 1990, according to the Census Bureau.  Marriage may not be important to Millennials, but family is. A recent Pew Research Center survey found that more than half (51%) of 18- to 29-year-olds said that being a good parent was "one of the most important things in life," while only 30% put having a successful marriage on their life-essentials list (CNN.com, 9 March 2011). 
· Geographics- “Where the Millennials Are” by Matt Carmichael uses Ad Age's new tool, Market Finder to locate areas most heavily populated by millennials. New York, Los Angeles, Chicago, Dallas and Houston have the most millennials. These Cities are the top five markets for late millennials (ages 25 to 34). The college towns that index high for all millennials also index low for late millennials showing that ounce they graduate they leave. 
· Behavior/ Usage Characteristics with the product – An article by Reed Robinson with data provided by Iconoculture Quant Analyzer shows that commuting by car remains the primary method of transportation for millennials. Millennials beat other generations in the usage of alternative modes of transportation such as biking, walking, carpooling, and public transit almost two to one.
Media habits/ preferences- “Marketing to the Millennial Generation” by Jeremy Reis provides information about how millennials do their information search for products. Jeremy Reis says, “If you’re thinking about “how can I create a plan to market to the millennial generation,” then you’re missing the boat. Instead, you need to think about “how can I create a conversation with members of the millennial generation?” Millennials are looking at online product reviews, asking members of social media about products and asking their friends and family about their experiences with products. Millennials prefer text messaging over phone calls or e-mails. Millennials utilize technology and interact with many people.  
