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[bookmark: _Toc39769678]Task 1A
[bookmark: _Toc39769679]1. Introduction 
Marketing is an important part of business organisations as it helps to showcase the effectiveness of a specific product or service. Markets practise different activities such as PESTLE analysis SWOT analysis, marketing mix to gather information regarding internal and external strength. Understanding the marketing activities of Volkswagen is the main motive of this study.     
[bookmark: _Toc39769680]2. Marketing process 
Volkswagen operates 12 different brands and it is very important to develop unique marketing strategies for each brand. The marketing strategies of Volkswagen are different for each brand and it helps in targeting different customers groups. PESTLE and SWOT analysis help to understand internal and external conditions (Kotler et al. 2017). Marketing mix strategies help to develop appropriate marketing strategies for each customer group. Market segmentation helps to understand the customer buying behaviours.         
[bookmark: _Toc39769681]Effectiveness of macro and micro environmental factors 
Macro environmental factors like political condition, economic condition affect the strategy development process of an organisation. Markets of Volkswagen develop strategies according to the overall business condition of a specific business market. PESTLE analytical tool helps to determine macro environmental factors. 

	Factors 
	Description 
	Impact 

	Political 
	· The UK is a politically stable country
· Business market expansion became problematic after BREXIT 

	Positive and Negative

	Economical 
	· After BREXIT issue the GDP rate has been decreasing 
· 1.4% is the present GDP growth rate (Tradingeconomics.com, 2019)
· Per capita income is £35213 (Tradingeconomics.com, 2019) 
· The inflation rate has been increased by 1.8% (Tradingeconomics.com, 2019)
	Positive and Negative

	Societal 
	· Multicultural nation with diversified religious beliefs 
· The UK holds the population of 66.4 million (Ons.gov.uk, 2019) 
	Positive 

	Technological 
	· 5th most innovative places in the world
· 94.85% is the internet penetration rate in the UK (Statista.com, 2020)
	Positive 

	Legal 
	· Presence of equality act 2010 (Gov.uk, 2019)
· Presence of Workplace Health and Safety Legislation (Hse.gov.uk, 2019)

	Positive 

	Environmental 
	· Increasing air pollution level in major cities 
	Negative


Table 1: PESTLE of UK
(Source: Tradingeconomics.com, 2020)

Analysis      
The overall stable political condition of the UK is very helpful for Volkswagen to operate its business freely. On the other hand, the business market expansion strategies became problematic after the BREXIT issue. As stated by Walsh and Rafferty (2020), organisations have no clear idea regarding the application of BREXIT policies. The attraction of the UK business market decreased for the Brexit issue. 
The overall economic condition of the UK is helpful for operation business. Volkswagen determines the pricing of the products based on per capita income. This organisation has forced to increase its price in the UK market after implicating the Brexit issue. On the other hand, gradual growth in GDP helps this organisation to maintain a suitable pricing strategy within this specific business market.  
The rich cultural heritage of the UK allows Volkswagen to make an experiment in marketing strategy. As stated by Ronald and Amelia (2017), a vast population is very helpful to establish a good business culture. The vast population of 66.4 million allows Volkswagen to sell more products in the UK. 
High internet penetration rate allows the marketers of Volkswagen to practise social media marketing. Social media marketing is a cost and time saving method (McDONALD, 2016). Proper technological innovations help Volkswagen to hire skilful technicians. 
Maintaining the government rules and regulations regarding equality and health safety are helpful to Volkswagen to maintain a flexible and positive workplace culture. It is also helpful for maintaining the brand reputation.    
The increasing rate of air pollution is a major issue for a automaker organisation like Volkswagen. It has introduced electric cars like e-UP to gain the loyalty of the customers.    
SWOT analysis               

	Strength 
· Wide range of products 
· Proper marketing strategy
· Good market reputation 
· Manufacturing units in 27 different countries (Volkswagen.co.uk)
	Weakness 
· Lack of environment friendly cars 
· Weak position in passenger car segment 

	Opportunity 
· Long term relationship with non German car manufacturers 

	Threat 
· Rising price of raw materials 
· Increasing competition in passenger car segment 


Table 2: SWOT of Volkswagen
(Source: Based on Volkswagen.co.uk, 2020)
Analysis 
The product range of Volkswagen is vast as it operates business through its 12 subsidiary organisations. It produces sports cars, bikes, passenger cars, luxury cars, trucks and many other cars. This organisation adopts different marketing strategies for different countries according to customer needs. It is one of the oldest car manufacturing organisations in all over the world and it increases its brand reputation. 
The demand for sustainable cars has been rising and it has a very limited range of environment friendly cars. As stated by Bolden (2016), it is harmful for the brand reputation. It has maintained a good relationship with non German car manufacturers like Lamborghini, Porsche and it is great scope for exploring into different car segments. 
The rising price of raw materials and increasing competition with Ford in the family car segment are two major threats for this organisation.                   
Segmentation, targeting and positioning 
Market segmentation is an essential tool for Volkswagen as it helps to divide a huge market into small groups. As stated by Avenant et al. (2016), behavioural segmentation helps to understand the customer buying behaviours. Markets of Volkswagen penetrate in the customers’ decision making through behavioural segmentation strategies. On the other hand, this organisation has different products for different wage groups. For instance, the Beetle Cabriolet model offers a glance of the traditional Beetle model in a more advanced and stylish way but this product is only available as used cars. It is for the upper middle class people but models like UP are made for the middle wage income segment. Working adults at the target customers of Volkswagen as most of the showrooms are situated beside corporate offices.        
        
[bookmark: _Toc39769682]Marketing mix strategies 
Volkswagen practises marketing mix strategy to establish a good marketing concept towards target customers. According to this strategy this organisation develops products according to the customer needs. For instance, it sells used cars like Golf, Polo and these used cars are certified from the technical group of Volkswagen. Customers get free servicing and brand warranty for these cars. The price of the cars varies on product quality and car size as small cars like UP are available at an affordable price range. On the other hand, big cars like Golf SV are available in a high price range. Marketers showcase the attractive features of the cars according to the price tag. Volkswagen determines the place according to market segmentation. For instance, it has more showrooms in London than other places in the UK as the average income level of London is comparatively higher than other places. This organisation practises social media marketing for promotion as it is a cost saving process.                      
[bookmark: _Toc39769683]3. The role of marketing 
[bookmark: _Toc39769684]Definition of social marketing concept 
Social marketing 
Volkswagen does not determine the marketing strategies only according to the customer needs and internal strength. It develops strategies according to the long term interest of the customers and society (Kotler et al. 2017). For instance, it has introduced two electronic car models called e-UP and e-Golf. First one is a small car and second one is a big car, customers can easily choose sustainable cars according to their needs. Developing cars based on renewable energy is a long term investment and it will become very popular in the upcoming future (Patrutiu-Baltes, 2016). Proper analysis of the social media trends is helpful to understand the long term interest of the customers.
Advantages 
Societal marketing concept is very helpful for long term success and it establishes a good brand reputation. It is also helpful to get competitive advantages over the competitors. For instance the sales of Volkswagen electric cars have increased more than the sale of Ford cars in the UK. It helps organisations to retain old customers as well as attract new customers. 
Disadvantages 
It is harmful for gaining the attention of the real time customers as marketers shifted their focus on the near future. The current business position of an organisation can be hampered for using societal marketing.                     
Definition of branding 
Organisations always try to create a symbol, name or design which is helpful to differentiate a product or organisation from others and it is called branding. As stated by Rehm et al. (2019), proper marketing strategies and good product quality help to develop a good branding. The logo of Volkswagen is very familiar all over the world because of its good market reputation. Providing high quality products and sponsoring football clubs help this organisation to create a good branding. 
Advantages      
Proper branding strategies are helpful to develop a direct connection with the customers. Customers can easily determine the product quality through proper branding. It develops a good market reputation and it is also helpful to gain the trust of the customers.     
[bookmark: _Toc39769685]Discussion about different branding strategies
Corporate umbrella branding 
Corporate umbrella branding helps to distinguish the subsidiary brands from the corporation. There are 12 different brands under Volkswagen and corporate umbrella branding must be a good practise for this organisation but it does not practise this branding as all brands have their unique brand value.    
Range branding 
Range branding helps organisations to encompass multiple products under a single banner. This practise is very helpful for organisations like Volkswagen as this organisation has a huge range of products. Marketers showcase the wide range of product details through range branding marketing strategy.    
Individual product branding 
This practise is helpful to create a unique portfolio for each product and marketers of Volkswagen showcase the uniqueness of each car through individual product branding. It is very helpful to target each customer group separately.     
[bookmark: _Toc39769686]Relationship marketing 
Relationship marketing is a very popular concept to the marketers of Volkswagen as it is a very old car manufacturing organisation. The first budget range car model was introduced by Volkswagen and it has never stopped the sale of its first Beetle model and it developed the model according to the demand of the market. It is very helpful to develop an emotional relationship with the customers.     
[bookmark: _Toc39769687]Ansoff matrix 
The marketers of Volkswagen analyse Ansoff Matrix to determine the appropriate strategy for penetrating into the existing market with an existing product. For instance, because of the Brexit issue the economic condition of the UK became weak and analysing the market condition through the Ansoff matrix, marketers of Volkswagen introduced the concept of selling certified used Volkswagen cars. This strategy became very popular as people can enjoy the features of a new car with a much affordable price.          
[bookmark: _Toc39769688]4. Stakeholder engagement and importance
[bookmark: _Toc39769689]Definition of stakeholder 
A stakeholder can be any social group, organisation or a person who has a stake in a specific business. There are two kinds of stakeholders such as internal and external stakeholders.   
[bookmark: _Toc39769690]Identifying internal and external stakeholder 

	Internal stakeholders of Volkswagen
	External stakeholders of Volkswagen

	· Employees 
· Board of directors 
· Managers 
	· Customers 
· Suppliers 
· Shareholders 
· Government 
· Society 


Table 3: Internal and external stakeholders of Volkswagen
(Source: Based on Volkswagen.co.uk, 2020)   
[bookmark: _Toc39769691]Communication between stakeholders and organisation
Volkswagen communicates with internal stakeholders like employees, board of directors and managers through proper monitoring and meeting on a regular basis. This practise helps to understand the expectations of the internal stakeholders. On the other hand, it maintains communication with customers and society through sustainable practices and social media marketing. Obeying government policies helps to maintain good communication with the government.        
[bookmark: _Toc39769692]Impact of stakeholders
Proper job satisfaction of the employees helps to increase productivity and the activities of the board of directors determine the future expansion and investment policies. On the other hand, brand reputation towards customers determines the overall sales volume of an organisation Olson et al. (2018). The government policies affect the export and import business and reputation towards society affects the profit margin and brand reputation.      
[bookmark: _Toc39769693]5. Conclusion 
From the above discussion it can be concluded that proper marketing strategies and maintaining good product quality help Volkswagen to gain success. Studying the micro and macro environmental factors of Volkswagen helps to determine its marketing strategies. A rich history is car manufacturing helps Volkswagen to develop a good relationship marketing strategy.        
[bookmark: _Toc39769694]6. Recommendation
Volkswagen can showcase its steps towards sustainable practises in car manufacturing. This practise is helpful to increase its brand reputation as air pollution is a major p[roblem in all over the world.     

[bookmark: _Toc39769695]Task 1B 
[bookmark: _Toc39769696]Definition of tactical communication tool 
Tactical communication tools are the activities which are helpful to execute a marketing plan for meeting specific business objectives. As stated by Coffelt et al. (2016), tactical communication tools provide a clear concept regarding market expectations. PESTLE analysis acts as a tactical communication tool as it helped me to understand the overall market condition of the UK. SWOT analysis of Volkswagen helps me to understand its strength and weakness. The marketers develop marketing strategy according to the internet strength and overall market expectations. Social media marketing is another tactical marketing tool for this organisation as it helps to understand the current trends. Studying the marketing strategy of Volkswagen helps me to understand that developing strategies according to the long term interest of the society is very helpful to develop a good market reputation. The marketers of Volkswagen utilise the brand value tactically as it helps to develop direct relationships with the customers.        
[bookmark: _Toc39769697]Discussing different kinds of promotional strategies  
Advertising 
I have seen the advertising of Volkswagen printing media and electronic media. The markets of Volkswagen showcase the effectiveness of a particular product properly in both sectors. For instance, it has showcased the effectiveness of electric cars in the advertisement of e-Golf models. Volkswagen promotes its products in popular printing media like The Sun, Daily mail, daily Mirror. It is very helpful to establish a good market reputation.       
Public relations 
Public relation of Volkswagen is one of the key factors as it helps to retain customers. Volkswagen has understood the public emotions regarding the Beetle model and it never stopped selling this model. As stated by Passera et al. (2017), developing strategies according to customer demands helps to increase sales volume.       
Social media marketing 
I have analysed the social media activities of Volkswagen through popular social media platforms like Twitter, Facebook and Instagram. This organisation promotes detailed information regarding new products through its Twitter handle and it helps to make direct communication with the customers. Customers can share feedback through social media and it helps to develop strategies according to customer demands.   
Direct marketing 
Volkswagen practised direct response marketing strategies as it communicated with existing customers and gathered feedback. According to me it is very helpful to establish a good emotional bonding with the employees.  
Sponsorship 
The overall market condition of Volkswagen is very attractive and I had seen the logo of Volkswagen in the jersey of a popular football club called Vfl Wolfsburg football club. It also provides sponsorship through its subsidiary organisations like Audi. 
[bookmark: _Toc39769698]The importance of blog
I have written a blog regarding the historical development of Volkswagen and the blog also holds detailed information regarding the current business scenario of Volkswagen. It will help this organisation to gain more customers. People often read online articles regarding product quality before purchasing a product. It will penetrate in the decision making practises of the buyers.        
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