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Introduction
The current write-up is a focus and analysis of the campaign ‘It’s A mitsi”. The work consists in critical insight into the fitness of the campaign and its potential to meet the objectives of the promotion. The report consists in assessing the campaign for reaching the criteria of awareness, Word of mouth campaigning, influencing the purchase preferences, reducing the market risk and so and so forth. The report also consists of comparing the characteristics of the ROI on four similar vehicles.

General opinion:

Some of the categories considered are, Culture, Brand, Consumer target audience and segmentation etc. Culture is one feature that most of the consumers give considerable weightage when it comes to influencing their market decisions and selection options. “It’s A Mitsi” is not actually accepted in regular tone by many of the customers from the conservative backgrounds. There are instances in Australia, where the customers openly remarked that the WOM is not as per their sentiments and the cultural customs. Nicknaming the vehicle is some thing they did not accept as acceptable. They were considering that the marketing department of Mitsubishi overlander has not done their homework properly in broadcasting this campaign. Essentially this is a cultural issue, the sentiments, values and perception towards things actually varies from one society to the another and naturaly there are several groups with diverse interests and hence even though the campaign is welcomed in the West, it is criticized in the conservative societies of Australia. They said calling a jeep with a nickname is not appropriate at all. It is openly visible that their mindset is not accepting that at all. The title ‘Mitsi’ is received as a strange vocabulary for a car and so it feels like the marketing team of Mitsubishi has not done their homework properly. I don’t think the campaign adds any value to the product, it will be taken like any other ad if does not work to reduce the image of the car. 
Discussion:

Actually speaking, the Word of mouth value addition to the product does not seem to work well for the company. Secondly the consumer does not find anything impactive or useful with potential to change their preferences, attitudes, interests or even it has nothing on the board to influence the decision of the consumer drastically. Here the reference is with the relative impact from the competitors and the value addition they project for their products. As a whole the campaign does not has anything solid to influence the consumer’s perception and decision.

Analysis of the advertisement:

Application of the ROI principle to the Ad, Relevance, originality and impact (Ries, A 2009) results in a vague and non-comprehensible information regarding the vehicle. The advertisement does not look so appropriate for the target audience. From the first look it appeared that the Mitsubishi Overlander is targeted for a young father with kids, but as the ad progresses the emphasis is more on other external people who are different from the target audience and hence the overall appeal and appropriateness of the advertisement is actually lost. The brand and its image does not sound strong in the advertisement, there is no any impact of the brand in the advertisement it is actually not properly used in the advertisement. Apart from that the vocabulary that it makes “Its Mitsi” is not actually very polished and there were aversions found in the mass media regarding that (Bellakatz, 2015). Other discouraging issues are that the advertisement is not very strong, it is not original and “I bought a jeep” (Ward, 2015) do have similar voice stating “it’s a Mitsi” in the advertisement.

Further insight:

Culture: Its mitsi is a word not accepted by most of the consumers as a common acceptable phase or vocabulary, they felt the word is abnormal and has added to create annoyance. They considered that the word is not normal and they felt that is annoying the sentiments and culture. It does not have any positive impact on the consumers considering the overlander for prospective purchase decision. There is need for total remake of the advertisement with more originality and with content that reflects strongly the brand image and the brand impact should be utilized as much as possible
Brand: Mitsubishi is a brand with potential to excel and prosper, but the brand is not performing well in the recent years, there is clear decline in the market share, total sales and revenues of the brand in the recent years. The campaign and the launch of the outlander does not seem to have anything unusual strong and adding to the value of the vehicle. The WOM goes that the Overlander has better engines and the interiors when compared with its previous models, but still the model is not upto the benchmark standards of the rivals, the competitors do have better engines and the interior when compared with overlander.
Consumer and target audience: Apart from that the target audience should be actually used in the advertisement and they should get projected as the actual beneficiaries of the new product. The brand image of the Mitsubishi is not actually very impressive and the new advertisement that comes to replace the current should consider the brand value enhancement and should work on to enhance the same. Australia is both conservative as well as sport loving community; the designs and the advertisement should consider these aspects to best utilize these aspects for positive response. The current advertisement lacks both these issues. This definitely a car for a family person and so the large pool of consumers who just looking for a cute little car obviously does not chose overlander as their choice of selection. Even though this is inevitable like any classified model need to lose some of the target consumers, the brand does not has all the necessary versatile features to grab the consumers of diverse requirements and interests. It is obviously a model for big families, but still some of the features of the car like usage of improved materials, good looking contrast stitching and wood accents ads aesthetics. Also the sound deadening material usage makes the cabin quieter. Features like automatic climate control, heated side mirrors, Bluetooth, USB ports, voice activated fuse hands-free link system are ok. Still there are issues like cushioning deficit in the rear seats; limited safety features when compared with its rivals are all features, which would have taken care more (Mitsubhishi, nd).
Competitors and analysis:
Mitsubhishi has several key competitors like Honda motors co limited, Nissan motor co limited, Toyota motor company limited etc. There is tough competition to the product with the new list of the vehicles Ford escape, Honda CR-V, Mazda CX-5, Subaru Forester and Toyota RAV4. The only big thing that the redesigned SUV, overlander can project is about the features of lane-departure warning system, adaptive cruise control, forward collision warning etc. The ROI on the product is dim; there is nothing very lucrative to invest in the product, only marginal gain in the few of the above features does not actually face the stringent competition by the rich mix of attractive features from the competitor’s products. Inspite of this other features like lacking in the rear seat cushions, overall price marked above the competitors are all negative issues adding up to reduce the possible prospects of the product in gaining the market share (Okue et al, 2014).
Key insight& opportunity: 
Family still has great role in influencing the purchasing decisions in Australia. The family culture and influences often affect people. Hence any attempt that makes the young fathers influencing them of the selection from the old people of the family will convince them to select the new product. Advertisement can take that as an opportunity in fact.

End opinion & conclussion:

There is no doubt that Mitsubishi has done its all the best possible effort in working out the best solution for its declining position in the recent times in the market as well projected all it can in redesigning the SUV as Overlander and coming on to the forefront. But still there lacks a distinct edge in its projection in the campaign as well as in its actual product features. It is highly possible that there won’t be any thing peculiar in the market gain by Mitsubishi, as well there won’t be anything worth adding to the market position of the company. In my opinion, “It’s a Mitsi” – Mitsubishi overlander does not works out. It does not add anything great to its existing market profile.
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