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[bookmark: _Toc40269416]Introduction
The marketing fundamentals are broadly related to the marketing strategy as well as analysing the various areas of marketing. This includes the critical analysis of the marketing process, Macro as well as microenvironmental analysis and evaluation of the 4ps of a company. This essay tries to prove lack of the strategic type of marketing plan and analysing the business environment can hamper negatively on growth factors. This essay tries to present the marketing mix along with the business environment of the UK including competitive strategies. 
[bookmark: _Toc39937126][bookmark: _Toc40269417]Task 1A
[bookmark: _Toc39937127][bookmark: _Toc40269418]Marketing process of Volkswagen
The marketing process of Volkswagen has been considered as covering the major factor of the market that has been estimated to be viable by the year 2025. The initial marketing process of this company has been focused on customer satisfaction as well as gaining customer loyalty. Volkswagen has been effectively gaining customer loyalty by the incorporation of Net Promoter Score as well as Loyalty Rate and Conquest Rate. Volkswagen has also been considering the concept of e-mobility as well as Digitization which has been effective in terms of enhancing the group sales (Volkswagen, 2020). In addition, the marketing process of this company also includes the Fleet Customer Business which significantly impacts the long-term partnerships.
The macro-environment is the key aspect that exists in the whole nation rather than existing in a specific region or sector of the nation. Rate of GDP and inflation along with factors of PESTLE are parts of macro-environment. 
Analysis of PESTLE factors of UK 
	Factors 
	Illustrating each factor 
	Impact on the procedure of business 

	Political 
	· Stable type of situation and lack of conflicts 
	Positive 

	Economical 
	· Enhanced rate by 2.15% in overall GDP (Trading Economics, 2020)
· Enhancement of inflation by 1.22% in 4th quarter of 2019 (Trading Economics, 2020).
· Increment in overall capita income by 1.226% in 3rd quarter of 2019 as compared to 3rd quarter of 2018 (Trading Economics, 2020)
	Positive 

	Social 
	· The UK is recognized as one of the largest automobile markets
· Considered as diverse market having various cultures and customary practices
	Positive 

	Technological 
	· The UK has been investing immensely in the technology sector for its advancement
· Ranked as 5th most innovative technologically advanced place in the world in 2019 as per the Global Innovation Index (Department for International Trade, 2020).
· £184 billion has been the overall turnover from digital technology in the year 2018 (Department for International Trade, 2020)
	Positive 

	Legal 
	· Health and Safety Act 1974 provides safety measures for workers in the workplace (Legislation.gov.uk, 2019).
· Employment Act of 1996 protects the terms and conditions of the workers (Legislation.gov.uk, 2019).
· The Principle of the Equality Act of 2010 regarding equal opportunity is strict      (Legislation.gov.uk, 2019).
	Positive

	Environmental 
	· The Environment Protection Act of 1995 enabled control over environmental degradation (Legislation.gov.uk, 2019).
	Negative 


Table 1: PESTLE analysis 
(Source: Legislation.gov.uk, 2019)
Stable political factors can impact positively on Volkswagen for growing their business smoothly. The increased amount of capita and GDP growth could be the significant reason for the increasing the net volume of the process of sales and profit of Volkswagen. Technological improvement and social factors can support companies to tackle a competitive market. 
Analysis of internal factors of Volkswagen using SWOT
	Strengths 
	Weaknesses 

	· Shaping mobility
· Large portfolio of product 
· Strong financial support and customer base
	· Higher operational cost
· Recalled 27,800 cars as well as SUVs (Olsen, 2015)
· Weakened Brand Image

	Opportunities 
	Threats 

	· Emerging AI technologies
· Implementing ideas for developing electric cars
· Enhancing market relationship as their main strategy and vision
	· Intense competition
· Fluctuation in currency
· Pressures of regulations


Table 2: Analysis of internal factors of Volkswagen 
(Source: Volkswagen, 2020)
The Strategy of Volkswagen related to Shaping mobility has been estimated to serve them by 2025. In addition, the existence of the large product portfolio, as well as strong financial and customer support, has also been a strength. However, the opportunities of Volswagen such as the implementation of new technologies can mitigate the weakness such as weakened brand image and other threats.
Segmentation along with targeting as well as factor positioning (STP analysis)
Volkswagen has segmenting customers on the basis of age range which is 22-45 years and targeted Abingdon city because of having high demand among consumers of this age range (Volkswagen, 2020). Volkswagen will maintain key competitive strategies such as low-price range for the best quality models like Electric cars as compared to competitors such as General Motors and Ford in the UK.
Marketing mix strategy of Volkswagen (4P analysis)
Product: Volkswagen has planned to launch its new product of E-vehicle which will have an automatic clutch system and adjustment of the wing mirror.   
Place: The production has been planned to be held in European and Chinese manufacturing Factories.
Price: The Price of this model has been estimated as €30,000 (O’Kane, 2019)
Promotion: Volkswagen has been using social media promotion and various motor shows such as the Frankfurt Motor Show to promote the product.
[bookmark: _Toc39937128][bookmark: _Toc40269419]Role of marketing in the creation of value for customers
Defining Marketing concept
The concept of the market is related to the philosophy of analyzing the needs of enhancing the productivity of the sector that Volkswagen is being dealt with. Volkswagen has been estimated to have 150 markets throughout the world with over 50 locations in 14 countries. The marketing analysis of Volkswagen has estimated that the company has been delivering over 6.3 million vehicles in the year 2019 (Volkswagen Newsroom, 2020).
Defining branding and its various strategies
The Branding of the products that are being owned by Volkswagen is also a significant marketing strategy adopted by the company. As per the views of Atkin et al. (2017), branding can be regarded as the process of giving particular differentiation among the market. For example, Volkswagen has considered the rebranding campaigns in their new brand design which defined the brand as electric as well as fully networked and balanced neutral carbon (Volkswagen, 2020). 
[image: ]
Figure 2: Volkswagen stand in IAA 2019 in the new brand design of electric cars
(Source: Volkswagen, 2020)
The branding can be based on the various implementations of Branding strategies such as Corporate Umbrella, Range Branding as well as Individual Product. Hsu et al. (2016) suggested that the Corporate Umbrella Branding is widely based on the single brand name that has multiple related products that targeted the most particular segment of the market. On the other hand, LaMarco et al. (2019) mentioned that Individual product branding is related to the creation of the product in terms of various levels of quality while having a similar structure of the company.
Volkswagen has been utilizing the Range Branding which includes the branding of various brands. The range branding strategy of a company is concerned with the extension of the territory of products in order to increase competence (Account Learnings, 2020). For example, Volkswagen has been recognized as adopting the strategy of Range Branding as this company comprises 12 brands from 7 European Countries such as SEAT, SKODA, Audi, Bentley as well as Porsche. In addition, the company has also been planning to expand its brand in terms of battery technology as well as autonomous driving in terms of new competence core (Volkswagen, 2020).
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Figure 3: Range of Brands under Volkswagen
(Source: Volkswagen, 2020)
As opined by Martin (2016), the relationship marketing strategy can be adopted by an organization in order to establish a successful business in the market. Volkswagen has been successfully picking up client dedication by implementing the strategy of Net Promoter Score just as Loyalty Rate and Conquest Rate. Likewise, the showcasing procedure of this organization additionally incorporates the Fleet Customer Business which altogether impacts the drawn-out associations (Volkswagen, 2020).
Ansoff Matrix strategy
The Ansoff matrix strategy is critically related to the inclusion of strategies such as product development, market development as well as its diversification and finally considering the value of the customers. As per the views of Loredana (2016), the Ansoff Matrix is beneficial in terms of analysing the various strategies that are implemented by companies that are helpful for their productivity. Market penetration of the matrix is the strategy that is critically based on enhancing productivity in the existing market. Also, Market development is related to the development of existing products in the existing market. As mentioned by Prasetyo and Rahman (2018), the Ansoff matrix also defines the strategy of product development where the introduction of new products is considered for an existing when the company has been to have sufficient market share. On the other hand, Loredana (2016), mentioned that the strategy of Diversification is related to the introduction of new products in a completely new market.
Volkswagen can consider the strategy of product development as the company has already penetrated the automobile market and developed a significant market share. The product development can be beneficial for the company as this required significantly lesser investment than that of the strategy of diversification. For example, Volkswagen can consider the development of its current automobile product and transform it into an electric-driven engine.
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The stakeholder is the group of individuals who are responsible for supporting the organizational operation. As per the opinion of Nartey et al. (2018), the stakeholders can be widely segmented into two categories; Internal stakeholders and external stakeholders. The internal stakeholders of Volkswagen include the Business owner, managers, and project team members related to the organization. In addition, the external stakeholders of Volkswagen include the Contractor, customers, suppliers, government as well as the environmentalist who are responsible for indirectly influencing the organizational operation (Volkswagen, 2020). The job and commitment of the partners can be fundamentally useful for venture executives which are useful in finishing the task. 
	Stakeholders
	Interest 
	Impact 
	Stakeholder engagement
	Stakeholder Engagement Communication

	Customers
(External)
	Medium
	Very High
	Buying the products and contributes to the market growth
	Purposeful Communication Systems.

	Contractor and suppliers
(External)
	Low
	Medium
	Providing product and resources related contracts 
	Reports or Documents.

	Business owners and Managers
(Internal)
	High
	High
	Owns the business and responsible for the overall management of the organizational operation
	Reporting as Well As Direct Communication

	Clients 
(External)
	Medium
	Low
	responsible for Buying the products and contributes to the market growth
	 Reporting Communication

	Project Teams
(Internal)
	High
	Very High
	responsible for undertaking projects related to the development of the products and implementing new ideas into the product.
	Reporting Communication

	Government officials
(External)
	Low
	Medium
	Implementing rules and regulations that can impact the organizational policies of Volkswagen
	Project Relation Communication

	Environmentalist (External)
	Low
	Low
	Implementing rules and regulations that can impact the environmental policies of Volkswagen
	Project Relation Communication

	Patents and Partners (External)
	Medium
	Low
	undertaking projects related to the development of the products and implementing those who belong to another company.
	 Reporting Communication


Table 3: Stakeholder Engagement and Communication
(Source: Bourne, 2015)
The Contractors are likewise answerable for overseeing the venture as far as setting the courses of events alongside dealing with the spending plans so as to compose the needs of different partners. The business owners such as, for example, Financial Officers, Human Resource Managers are answerable for the association of the different assets, for example, ventures, workers just as material gracefully required in the undertaking. The legislature of a nation can considers the outer partner of the undertaking of Volkswagen who is liable for dealing with the enactment just as guidelines. Thus, the internal, as well as external stakeholders, impact the marketing strategies of Volkswagen.
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I have learned that there are various communication tools that have been utilized in the development of this project. Each of the communication tools has its own functionality which has helped me to gain a significant amount of knowledge while executing the tasks. The initial communication that has contributed to the project is the internet. This has helped me to gain various knowledge related to the organization named Volkswagen. Through the features of the internet, I was able to gather information from the Annual reports of Volkswagen to present relevant data in this project. In addition, communication tools such as social media have helped me to know various news and information that has been circulated in terms of the business growth as well as upcoming projects of Volkswagen. Furthermore, this communication has been most helpful for me to exploit various information such as strength, weakness as well as opportunities of the organization and implement in the project.
Finally, the internal blogs, videos as well as journals have also been used as a communication tool that has helped me to gain ideas of various theories related to the stakeholder theories and engagement. All this information that has been gathered from various social internet sources can be aligned with the communication theory of Social Learning. As per this theory, the people are being subjected to gain information from observation as well as imitating the behavior of the subjects. 
The theory related to the Actor-network theory can also be suggested in this context. I have been following the guidelines of this theory as this theory is related to the involvement of the technological as well as non-human entities in the communication field. This theory has been effective in terms of gathering information from various non-human entities such as internet social media, journals as well as blogs. Thus, it can be said that these non-human entities have critically contributed to empowering myself with various information related to the growth factors and market conditions of Volkswagen. This has helped me to increase different information identified with the company. Through the highlights of the web, I had the option to accumulate data from Volkswagen official website to introduce important information in this project.
Thus, it can be said that communication tools such as internet social media, journals as well as blogs helped me to know different news and data that has been raised as far as the business development as well as upcoming undertakings of Volkswagen. In addition, this correspondence has been generally useful for me to explore different data, for example, quality, shortcoming just as chances of the association and actualize in the task. I have communicated with my peers and gathered strategic idea regarding inclusion of key information and making authentic of final researched paper. I personally believe that strong team commitment and management of time are the most essential criteria of performing well and making successful research on specific topic. Collection of volkswagen data and regular basis testing for validity along with discussion with peers of team have helped me to prepare final valid blogs. 
[bookmark: _Toc39937131][bookmark: _Toc40269422]Conclusion and recommendation
Thus, it can be concluded that this assignment includes the critical analysis of the marketing process, Macro as well as microenvironmental analysis and evaluation of the 4ps of a company. The underlying marketing procedure of Volkswagen has been centred around consumer loyalty just as picking up customer satisfaction which has strengthened the relationship with the customer. Volkswagen need to conduct market research on regular basis for collecting data of market trend and providing best quality service as per choice of customers. 
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