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1.0. Introduction
In terms of definition, business to business is a form of transaction where one business makes a commercial transaction with another. In other words, B2B refers to the business between companies and it generally occurs when one business is sourcing materials for their production process from another business entity. In business to consumer process, business entity directly sells products to consumers (Iankova, et al, 2018). This report will focus on B2B target market behavior and marketing mix recommendations. After that, this report will B2C target market behavior evaluation & marketing mix recommendations. In the end, this report will recommend. 
[bookmark: _Toc8074137]2.0. B2C target market behaviour evaluation & marketing mix recommendations
	The B2C market encompasses all the sale to end consumers directly. The consumers in this segment want price advantage. The specific behavior of this segment can be discussed as:
[bookmark: _Toc8074138]2.1. B2C target market behavior evaluation
For the company, the specific B2C niche consumer segment is Demographic and particularly focus element is income. This segmentation helps organization to targets its consumers more accurately (Brennan, 2014). The advantage of this segmentation is that it can be segmented into several markets. To target consumers more accurately, it is crucial to know the behaviour of consumers more deeply; otherwise, it will be difficult to sell right product to right consumers at right place. 
As stated by Swani, Brown and Milne, (2014), the personal income of an individual influences by many factors but income is one of the crucial factors which directly motivates consumer to buy the product. Discretionary income and disposable income are types of personal income. To target consumers for the selling products of ACE Cargo, ACE Yewt, income is the best option as it will.
It can be explained with the help of the following consumer behaviour models.
[bookmark: _Toc8074139]2.1.1. Economic model (Consumer behaviour model)
In terms of an economic model, the objective of consumers is utility maximization and for the reason business organization are setting price of the product on the basis of the marginal utility derived from the product (Brennan, 2014). This model assumes that there is a closer similarity between the homogeneous buying pattern and behaviour of buyers exhibited in the market. As stated by Huang and Sarigöllü, (2014), price, income and substitution are the three major factors that mainly influenced the decision of consumers. 
· Price effect
In terms of law of demand, low price is mainly influenced consumer to buy more products and higher price de-motivates consumers to buy lower products (Fan, Lau and Zhao, (2015). Basically, price and demand inversely related to each other if other factors in a ceteris paribus situation. 
· Substitution effect
In the consumer theory, substitution effect is one of the crucial components, which motivated consumers to make choice. In other words, if similar products available at cheap price, consumer can buy the cheap products, but the decision also depends on other factors. 
· Income effect
In terms of the definition, the consumption decision of consumers depends on income. The high income motivates consumers to buy more products or high-quality products. Similarly, low income motivates consumers to buy lower amount products. 
[bookmark: _Toc8074140]2.1.2. Internal and external factors affecting consumer behaviors
· Internal factors affecting consumer behaviors
Decision
The internal factors are basically coming from consumers’ own way of thinking as well as own lifestyle. Personal lifestyles, motivation, memory, feelings, attitudes are the internal factors which influence consumers to make good decisions. In terms of the view of Fan, Lau and Zhao, (2015), internal influences can be considered as psychological influence.  The marketers of ACE UTE and ACE CARGO need to be understood that number of internal influences affects potential consumers at the time of purchasing decision.
Personal needs and motives
Personal motives and needs are the most substantial influence that affects purchasing decision of consumers.  The difference between the consumer’s actual state and desire state is the actual process to measure the need of consumes (Fan, Lau and Zhao, (2015).  On the other hand, motive encourages targeted consumers of ACE UTE and ACE CARGO to satisfy the personal needs. 
· External factors affecting consumer behaviour
In addition to the internal factors, external factors also responsible to influence the purchasing behaviours of consumers. Culture, subculture, family influences, reference group are the examples of external factors. These factors are directly or indirectly connected to the community or groups with which individuals interact with. 
Culture
As stated by Londhe, (2014) values, basic attitudes, tradition are the pivotal elements of culture. Furthermore, from childhood culture norms are learnt by an individual. It teaches an individual the rights and wrongs as well as the acceptable norms of behavior. In this case  the targeted consumers for  the ACE GROUP  selected products  have the potentiality to influence by  the  culture factors. It is fact that good culture will always motivate consumers to buy products which have the potentiality to fleet greenhouse emission by over seventy percent as well as have minimal impact on environment. 
Social class
In a society, social class refers to an important determinant of consumer behavior as it affects lifestyle, media patterns, consumption patterns, activities and interests of consumers (Khan, 2014). The targeted consumers by the marketers of the ACE GROUP   are also coming from a various social class as well as influenced by the factor. In business place, generally social class identify with income differences. Therefore, high income will motivate consumers to buy ACE UTE and ACE CARGO products, but it should be remembered that same income may diverge significantly in lifestyle.  
Reference Groups
In present timeframe reference group is one of the pivotal external factors which has the potentiality to influence the behavior of consumers to a maximum extent. In an individual life, close friends, family is considered as the primary reference group in terms of their frequency of interactions. For that reason, their suggestion has a huge potentiality to influence the decision of the targeted consumers of ACE UTE and ACE CARGO.
[bookmark: _Toc8074141]2.2. Marketing mix Recommendations 
To properly channelize the behavior of targeted consumers of ACE UTE and ACE CARGO in a right direction, the marketers of ACE group should follow the following recommendations.
[bookmark: _Toc8074142]2.2.1. Price
Before fix the price, the marketers of ACE group should do a market research of the income of targeted group people. Otherwise, organization can lose potential consumers by setting price at higher level. In this context, it should be noted that, In the Australian domain, ACE UTE and ACE CARGO are the first homemade electronically 
[bookmark: _Toc8074143]2.2.2. Products
Help targeted consumers of ACE UTE and ACE CARGO to understand brand
In the millennial demographic consumer want to connect with brads that have a positive impact on the worlds. For that reason, the marketers of ACE UTE and ACE CARGO products should help  targeted consumers to understand brand by sharing more information about the positive impact of brand on the community  such as minimal impact on environment, will lower running cost by more than eighty five percent, fleet greenhouse emission by more than  seventy percent, Drive range on one charge 150 – 200km at partial load and so on.

Place
	The effective place strategy will also focus on reverse logistics. To attract maximum consumers or increase the volume of targeted consumers, marketers of ACE UTE and ACE CARGO should provide the facility of reverse logistics. It will motivate consumers to purchase the products. 
[bookmark: _Toc8074144]2.2.3. Promotions
Add cross promotion with online marketing
The marketers of ACE UTE and ACE CARGO should add cross promotion technique to promote the product to targeted markets. To expand marketing efforts and generate more sales, cross promotion is an inexpensive as well as powerful approach. Once the positioning is defined, organisation should also look for the cross-promotion partners that would help the company to increase its sales. The cross-promotion partners for Ace would be various local dealers in Australia. Other than the company showrooms, the marketers should have tie up with local garages and multi-brand showrooms that would help in further promotion. The cross promotion can also happen with other products in different industry vertical. For example, partnership with banks where people usually go for car loan. 
[bookmark: _Toc8074145] 2.2.4. Social media posts cross promotions
To influence decision of consumers, social media is a powerful online marketing tool which has been proven by researchers. Therefore, by using the following methods, the marketers of ACE group can increase online marketing efforts 
· Include social tabs to the Fcebook page of ACE group
· Integrate social media with email marketing
· Use blog page or website of ACE UTE and ACE CARGO
[bookmark: _Toc8074146]3.0. B2B target market behaviour evaluation & marketing mix recommendations
	The B2B market is different that B2C market as it needs dedicated support and service. The customers in B2B markets need long term relationship. The specific behaviour of B2B market can be discussed as:
[bookmark: _Toc8074147]3.1. B2B target market behavior evaluation 
For the marketing team of the ACV group, a specific B2B niche segment is Need based. As stated by Swani, Brown and Milne, (2014), in B2b markets, the most common need based segments are quality and brand focused segment, service focused segment, partnership focused segment and price focused segment. As stated by Khan, (2014), in order to satisfy a need or to solve a problem the, consumer decision making process consists a series of steps,
Models of consumers behaviours:
The consumer models refer to the perspectives and varying orientations with which consumers approach the marketplace. It refers in which ways the varying orientations impact the overall buying behavior and the buying decision process. General models and specific models are the specific models that researchers proposed. Furthermore, Economic model, Psychological model, Psychoanalytic model and Sociological model are examples of models that fall under general model category. 
The Psychological model of consumer Behavior:  In terms of the psychological model, decision making, and consumer behaviors is a purpose of interaction between stimuli and cues, responses and reinforcements, human needs and drives. In terms of the views of Swani, Brown and Milne, (2014), psychologists have been investigating the causes which mainly motivated them to purchase products. One of the popular psychologists, A.H. Maslow has been answered the questions in his hierarchy of needs.    
Fig: Maslow’s hierarchy of needs
[image: ]
Source: (Hanssens, et al., 2014)
At a particular time, the behavior of a consumer is majorly determined by his or her strongest needs. In this case, Maslow founds that needs have a priority and on the basis of that they first satisfy the basic needs then go on psychological needs and third go on self-fulfillment needs.  Psychological needs and safety needs are the basic needs according to the model. Food, clothing, shelter, safety, security are the basic needs. Without satisfying the basic needs, it’s very difficult for the People to focus on other needs. The marketers of the ACV group know that their products are little costly and generally people are not considered cars in the list of their basic needs. Now, to support the statement Davari, and Strutton, (2014), stated that to meet basic needs people can do to do whatever it takes to feed their families. Therefore, Australian people can use ACE UTE and ACE CARGO to meet their basic needs. The thing is that people are generally thought about safety or security after fulfilling the basic needs. The interesting thing of the ACE UTE and ACE CARGO products is that it will not only help people to achieve the basic needs but will also help to meet the security and safety needs. As opined by Hanssens, et al., (2014), safety needs take various forms, for instance financial security, personal safety and so on. Both the products ACE UTE and ACE CARGO have the potentiality to provide both the safety. The Maslow in his model is also considered the concept of psychological needs by using terms esteem needs and love and belonging needs. After fulfilling the basic needs, people will need to feel accepted and loved by others. In addition to that, People seek esteem and self-respect from others. Marketers know that advanced technology, local specialized product and zero emission has the potentiality to fulfill the needs of self-esteem. In the Meslow model, the last stage is the self-actualization stage and at this stage people want to be creative and abstract, want to make every moment count, want their lies to be filled with satisfying activities and to solve hard problems. The interesting fact is that for the future personal transport in Australia, ACE UTE and ACE CARGO is the new technology which has the capability to fulfill the Self-Actualization need. In terms of the higher management of the ACE EV Group, both the products (electric cars and light commercial vehicle) are innovative and will help to increase the satisfaction level of the consumers. 
The needs of consumers can easily understand with the help of the consumer attitudes theory. In accordance with the views of Schütte and Ciarlante, (2016), behavioral intentions, feelings and beliefs are the crucial components of consumer attitude. In the business context, all the above-mentioned concepts are highly dependent on each other. Additionally, it represents forces in which ways consumers will react to a product or object. 
Fig: The pivotal elements of consumer attitude
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Source: (Amin,  Abdul-Rahman, and Abdul Razak, 2014)



Beliefs
One of the crucial components is beliefs which consumer has on ACE GROUP products that may be positive beliefs or negative beliefs. Furthermore, the beliefs may be neutral or differ depending on the situation. In this context, it should be noted that beliefs need not to be accurate. 
Affect (feelings)
In accordance with the views of Cohen, S.A., Prayag, G. and Moital, M., (2014), in the global business domain consumers always hold certain feelings towards certain brands or products. Australian people know that ACE eve group is the flag bearer of a new innovative future and has been working in the last few years.  Towards brands or other objects, the company is focused on the future of clean energy from the above conception, it can be stated that the above feelings of Australian consumers regarding the ACE eve group hold certain positive feelings towards its products but there are other feelings which relatively independent of beliefs. 
Behavioral Intentions
As stated by Frederiks, Stenner and Hobman, (2015), with respect to the object, the behavioral intention is what the consumer plans to do means buy the product or not buy the product. For instance, if the consumers do not like the ACE GROUP products, they will not buy it.  To support the statement, Baker and Saren, (2016) opined that for several reasons, consumers do not behave constantly with their attitudes.  The first one is ability, if consumer physically or financially unable to buy the ACE GROUP products, they will not buy it. Social influence, competing demand for resources, measurement problems affect the behavioral intention of consumers. In this context, it can be stated that most of the consumers are interested to believe that their behavior is rational.  
[bookmark: _Toc8074148]3.2. Marketing mix recommendations 
	The specific recommendations around the marketing mix can be discussed as:
[bookmark: _Toc8074149]3.2.1. Price
Price is one of the crucial factors as it has the potentiality to affect the attitude, beliefs of business organizations. In this context, the marketers of ACE UTE and ACE CARGO products must know that business buyers are relatively more focused on value and price than consumer buyers. In the business buying landscape, style and trends hold much less importance compared to the price Therefore, In B2B business domain, the higher authorities of the ACE GROUP should research the price of the products of close competitors. The close competitors of ACE GROUP are very few in the Australian domain as it is the first company who made electric cargo vehicles. 
[bookmark: _Toc8074150]3.2.2. Place 
In the Australian automotive industry, ACE GROUP is introduced a new range of technologically innovative products. Therefore, the higher management should find a warehouse storage which will help retailers by reducing the transport cost or delivery cost, Basically, retailers or bulk sellers wants a warehouse near to the shop or near to the urban areas. 
Focus on reverse distribution
To attract maximum retailers or increase the volume of targeted business entity, marketers of ACE UTE and ACE CARGO should focus on reverse distribution. The collection of unsold goods outdated and damaged products from the business clients and bringing them back to manufacturers as well as suppliers are called reverse distribution or reverse logistics. This process has a potentiality to motivate consumers in a positive direction. 
[bookmark: _Toc8074151]3.2.3. Product
In the area of Business 2 Business (B2B), compared to the appearance (packaging and presentation) of the products, function (cater to all the needs of client) is much more important.
 The marketers of ACE GROUP should know that business organization will not buy their products still the product does not meet their requirements. Therefore, the marketers of ACE GROUP before selling the products to any business organization at first should make a list regarding their needs and then compare both products. It will help ACE GROUP to sell their products in B2B realm. 
[bookmark: _Toc8074152]3.2.4. Promotion
The marketers of ACE GROUP should follow the following techniques for promoting the products. 
· Networking events or trade shows:
To invite all existing and potential clients, the marketers can invest in trade shows as it has the potentiality to attract maximum clients. Furthermore, it will help marketers to demonstrate their products on a common platform without wasting much time. 
· Email
For B2B marketers, email marketing is a hugely important tool and the marketers of the ACE GROUP should use this to tool to promote the products.   The advantages of e-mail marketing are flexible design, scalable, permission based, sharable, benchmark, measurable, benchmark, time saving, real time marketing, cost effective, environmentally friendly and less intrusive. Using automated triggers, the marketers of the ACE group can easily connect to the Business client’s without wasting much money. It will indirectly help the company to achieve the primary objective of the organization by maximizing profit.
· Using social media
The marketers of the ACE group should social media to attract business clients by posting regular basis on social media regarding the products like lower fleet greenhouse emission by ACE CARGO is over 70%, maximum speed 100km/h, maximum pay load 500kg and so on. The advantage is that, marketers can find useful content from followers and can get direct business from them. Furthermore, in this connection it should be remember that social media promotion is costly if marketers use pay to play platform to ensure that audience sees the content. However, among various marketing tool, it is one of the cheapest way to advertise. 
[bookmark: _Toc8074153] 4.0. Conclusion
Hence, from the report, it can be concluded that the needs of consumers are directly and indirectly motivated by various internal as well as external factors. This marketing mix element is basically varying between B2C and B2b business domain. Furthermore, it can be derived that the marketing mix helps to determine the strategies that will help ACE GROUP to sell right products at right price to the right person. 
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