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Executive Summary
According to Jeff Bezos, "We see our customers as guests to a party and we are the hosts. It is our job every day to make every important aspect of the customer experience a little better". From this quote, it is clear that customer satisfaction, loyalty, and values are the most important factors for global business organisations to conduct business in the targeted markets along with effectiveness. This report will cover the case study of Volkswagen and also provide a clear overview of the organisational strategies for increasing customer loyalty, satisfaction, and values for running the business in the international automobile industry. 
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[bookmark: _heading=h.gjdgxs]Introduction
Maximising customer satisfaction is the most essential aspect of running a business on global platforms. The chosen organisation is Volkswagen which is a popular vehicle manufacturing company. This report will analyse the micro and macro environment of this company and the customer journey and touch point which effectively enhance customer value, loyalty, and satisfaction.
[bookmark: _heading=h.30j0zll]Overview of Volkswagen
In recent years, German vehicle manufacturing company Volkswagen is the leading brand in the international market. It was founded by the German Labour Front in 1937. Volkswagen brand has been begun with the development of the “Kafer” which is under the “Nazi Prestige Project” in the year of 1934. The mission statement of Volkswagen is "For all our products and mobility solutions we aspire to minimize environmental impacts along the entire lifecycle from raw material extraction until end-of-life in order to keep ecosystems intact and to create positive impacts on society”(Volkswagenag.com, 2022). The headquarters of this organisation is in Wolfsburg, Germany. The key people are Ralf Brandstatter who is the Brand CEO, and the passenger cars' CEO Thomas Schafer. In the fiscal year 2020, this organisation has generated sales revenues of €222.9 billion (Lopez, 2022). 
[image: ]
Figure: Sales Revenues of Volkswagen
Source: Statista, 2022 
[bookmark: _heading=h.cdslhrdkzi8l]Definition of Communication
Communication is the process in which information or data is exchanged through symbols, behaviour or sign systems among individuals and groups of members. American organizational theorist Harold Koontz, "Communication is the process of transforming information from one person to another whether or not it elicits confidence". 
[bookmark: _heading=h.ei1h5hjv6k2x]Shannon and Weaver Model of Communication
Definition of model
Shannon and Weaver model of communication is known for its ability for explaining how messages can be mixed up and misinterpreted during the process of sending and receiving messages (Kubota, 2019). According to Shannon, "The fundamental problem of communication is that of reproducing a message sent from one point either exactly or approximately to another point". 
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Figure: Shannon and Weaver Model of Communication
Sources: Kobiruzzaman, M., 2022
7 Key Components of the Shannon-Weaver Model 
Sender
According to the Shannon and Weaver model, the sender is the source of information during the proper communication process (Kuznar, and Yager, 2020). A sender can send a message through multiple ways such as verbal, music, signs, body language, and writing. 
Encoder
The next step is the encoder and it is the machines that convert the idea into signals which are sent from sender to receiver. 
Channel 
The channel of communication is the infrastructure that gets information from the centre and transmits it to the receiver through the decoder and receiver
Noise 
According to this communication model noise is an interruption while a message is transferring from sender to receiver. 



Decoder 
Decoding is the opposite action of the encoding process. Mainly decoding is used for technological communication but still, while people interact with other people without technology, it is also needed. 
Receiver 
The endpoint of the Shannon and Weaver model of the communication process is the receiver. 
Feedback 
It is the final step of the model which is indicating the responses of the receiver. 
[bookmark: _heading=h.40go68n2kbvl]Definition of Integrated Marketing Communications 
According to Philip Kotler, " the concept under which a company carefully integrates and coordinates its many communications channels to deliver A clear, consistent message about the organisation and its products". The role of Integrated Marketing Communication for ensure the synergic effect between the brand values and positioning, gaining a common message from communication processes to make differences among organisational products and services. 
[bookmark: _heading=h.84p8e5atidc2]Promotional strategies of Volkswagen for brand awareness 
Volkswagen is increasing the electric car share by 70% of their sales in the Europe market (Hassan, 2019). In recent years, direct marketing, sales promotion, and advertisements promote cars and services in the targeted markets. In future organisational sales, promotion must be handled on a project rather than retained on a basis. This organisation always targeted diverse audiences such as the middle class, upper middle class, and upper class. Volkswagen must implement online promotion strategies through Facebook, Twitter, Instagram, and YouTube to mitigate the competition in the targeted markets. Product differentiation is another tactic to promote offline advertisement through newspaper, article, and hoardings. 
[bookmark: _heading=h.3okcta2d6ee3]Definition of Brand Equity and Branding  
Brand Equity
Brand equity refers to a premium value of the organisational product along with a recognisable name while compared to a generic equivalent (Gersdorf et al., 2020). It also helps to differentiate competition in the targeted market along with premium prices. 
Branding 
Branding is the process of providing meaning to a specific organisation and its products or services to create and shape a brand in the consumer's mind. 
[bookmark: _heading=h.kj4mc553l6ci]Kellers' Brand Equity Model
Definition 
Keller's brand equity model also knows the customer-based brand equity model (Stukalina and Pavlyuk, 2021). This model is developed for an increasingly strong brand which is shaping how customers think and feel about organisational products. The Keller’s brand equity model was developed by Kevin Lane Keller, a professor of marketing. 
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Figure: Kellers' Brand Equity Model
Source: Mindtools, 2022 
Brand identity
The target audience of Volkswagen are middle class, upper class, and upper middle class. This organisation also provides passengers and commercial vehicles, turbo machinery, motorcycles and engines along with other services such as leasing, financing, and fleet management (Das, 2020). After analysing the market penetration, and demand for vehicles among targeted consumers. 
Brand meaning 
The marketing department of Volkswagen examines the products' meaning and looks at how this company communicates with its targeted consumers. After analysing the demand for cars this organisation has divided its product into three factors such as volume(Skoda, SEAT, Cupra), premium (Audi, Lamborghini,  Bentley), and sports(Porsche) cars.
Brand response 
In 2015, the "nitrogen dioxide scandal" and violation of the Clean Air Act of the US Environmental Protection Agency increased up to 40 times the permitted level (Che, Katayama and Lee, 2020). This organisation has settled its scandal by paying around USD 30 billion. 
Brand resonance 
Volkswagen knows its consumer base very well and gives the services as per their demands. This company also uses the social networking process for creating an organisational forum where customers can discuss the issues of the products and services. 
[bookmark: _heading=h.1fob9te]Importance of Customer Loyalty, Satisfaction, and Values
. Product marketing strategies are playing the most effective and important role to provide customer loyalty, satisfaction and proper value to their perception or demand (DAM and DAM, 2021). Quality product and services, proper packaging after-sale services, providing good customer services, and provide proper assistance will also help companies to manage their existing and new consumers
[bookmark: _heading=h.3znysh7]Creating Customer Values, Loyalty, and Satisfaction
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Figure: Customer Satisfaction Strategy 
Source: Volkswagen Newsroom, 2022
Customer satisfaction is the most valuable aspect for the company because if a customer is satisfied with the product and services, they will remain loyal to the business which companies might be able to increase revenues and develop competitive advantages in the targeted markets (Keshavarz and Jamshidi, 2018). For creating customer values, loyalty, and satisfaction, Volkswagen has to focus on brand perception, prioritise customers' demands and requirements, create unique products and also take feedback from consumers for future betterment. By providing a different service process for customers the company might deliver superior customer values. 
Customer journey Customer touchpoints of Volkswagen 
Volkswagen is constantly preparing itself for becoming the most user-centered mobility brand in the global market (Che, Katayama, and Lee, 2020). The touch point between Volkswagen and its targeted consumer will be increased over the next year through the internet, application, and websites. This organisation has decided to create a better customer journey within a pre-established hierarchical structure where the journey is carved. For example in India Volkswagen has a network compromising 120 service touch points across 114 cities. The customer journey touchpoints depend upon the pre-purchase, purchase, and post-purchase stages. Customers are searching on official websites then purchase products and provide negative or positive feedback for product purchasing.
[bookmark: _heading=h.vwh60axcg5pc]Customer journey map analysis
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Figure:  Infinity Loop with Customer Journey Map
Sources: Qualtrics, 2022

	
	Awareness 
	Consideration 
	Convert 
	Loyalty 

	Channels 
	Official Websites, social media platforms, marketing penetration analysis, automobile campaigns (D'Arco et al., 2019
	Face-to-face interaction, sales Emails from official websites
	Marketing events, email marketing and face-to-face communication with consumers
	Marketing emails sales emails and consumer feedback calls

	Key Methods 
	R&D ratio, sales revenues,
Product deliveries to customers
	Operating operations, revenues in the automotive division
	Sales avenues in the automotive division
	Cash flow in the automotive division

	Responses
	Identified consumer requirements
	Identify business objectives
	Found solutions for filling the gaps in business
	Identified marketing barriers for responding towards consumer related requirements

	Opportunities 
	Diversify product portfolio,
Focusing on MaaS, and technologies
	Product sales in China, developing eco-friendly cars
	Focusing on first-time ability research and development process for increasing market share
	Horizontal product diversification will also help to manage customers


[bookmark: _heading=h.z2zxzxqwkneb]The Total Engagement Model 
Definition 
The total engagement model helps to engage everything together into an effective or efficient system for enhancing the organisation's brand value in the targeted market (Álvarez Medina, 2021). The key focus of this model is to align all activities of the organisation for a unified plan for customer engagement through advertisement, product lining, and service, products and the internal culture. 
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Figure: The Total Engagement Model 
Sources: (Tao, 2022)
Customer value proposition 
Volkswagen has to create innovative, responsible and also offering product values to the targeted consumers. This organisation has to invest in the progressive software model for developing Zero emissions cars in the markets. 
Branding 
The branding Slogan might be "For the love of the car". The eye-catching vending on the social media platform also helps this organisation to create brand value in the targeted market (Sun et al., 2020). Targeting millennials in the year 2020 will also help this organisation to run its business in the international market. 
Internal culture elements 
The organisational internal culture is also important for the increase in customer experience through providing unique and quality products. Focusing on internal cultural elements such as purpose, ownership, effective communication, community and good leadership
Customer experience 
The strong cultural foundation will also help Volkswagen to deliver a plant customer experience which will deliver products as promised in the advertisements. The current customers of theVolkswagen are the age group between 20-30 years of age. The information on the demographics is that,Volkswagen tries to impress the young affluent  who have been falling in the age between 20-34 years (Ghosh, Koh and Jaillet, 2019). The Psychology ofVolkswagen is that it tries to be experimental in its exterior outlook and carries a good style and design. Buying Behavior is, customers will purchase depending on the comfort and budgets suiting the class of people. Price sensitivity ofVolkswagen is that its running costs are very competitive, which makes the brand costs too high. Customer Satisfaction and loyalty is promoted, by providing the customers with good reliability.
Customer’s use of the value from the business is reliability and comfort.Volkswagen customers have been trying to seek comfort from the cars, which has been determining their buying behavior too.Volkswagen business has been gaining hearts of the customers due to this.
[bookmark: _heading=h.dtqk5726sl39]Opportunity for Innovation
Volkswagen has been trying to bring in creative changes in its business. The creativity will be reflected in the designing and production of the cars. The more exclusive the designs would be, the more happening the business would be for the customers and the clients. The ways by whichVolkswagen has been taking advantage of the creative changes are:, it will lead to the increase in market share and revenues (Zhang and Ng, 2018). Volkswagen serves its customers with emotional value. The inner side of the car will be designed with pictures of old heritage, and the design of the car will be of good quality too. Customers are equally served with the lowest pricing structure, so that they can purchase more according to their needs and necessities.
First Opportunity,Volkswagen has been supported with higher diversity and originality in brand. Due to higher diversity,Volkswagen has been able to gather customers and clients from all other parts of the world.
Second Opportunity,Volkswagen has increased the scope of penetration in the economies. With the increasing economies,Volkswagen has been able to increase higher market share by 11%.
Third Opportunity,Volkswagen serves as the personality for all which has been enthralled with various designing and functionalities, which has made the vehicle effective for everyone (Mathieson, 2020). With the help of this opportunity,Volkswagen is winning hearts of the people from all over the world.
[bookmark: _heading=h.78f0ieypxs0k]Threat for the company in the Market 
First Threat, there is a fear in the entire designing and styling ofVolkswagen, which can make the people think thatVolkswagen is only for a specific group of people and not for all. This is a threat because it has been lowering the sales of theVolkswagen.
Second Threat, due to current positioning and branding, the people who have been owningVolkswagen can be stereotypes. It will lower the brand image in the minds of potential customers. This is a threat, because it will lower the sales structure too (Cooper, 2018).
Third Threat, Lack of security issues in the car. This has made the customers run in lack of faith upon the cars.
First Strength is that,Volkswagen is one of the cars which has good front wheel systems. This reasoning for choosing this an opportunity because it will give 80% of the floor pan available for luggage and passengers.
Second Strength is thatVolkswagen is one of the iconic brands in the country. The reason for choosing this as a strength is because, with iconic designs, it can capture a lot of customers in the world (Longhurst et al., 2020).
Third Strength, It has higher inspirational value that is needed for increasing the customers and there are multiple options for operating the customers.
First Weaknesses,Volkswagen has been having lesser global reach. The reason for choosing this as a weakness is because,Volkswagen failed to get any support from external clients and investors of foreign countries (GURL, 2017)
Second Weaknesses,Volkswagen has been facing strong competition in the segment of cars, that has declined its share in the market, that is quite unique in appeal.
Third,Volkswagen repairs are highly expensive. Thus, some of the time the costing of the cars varies, which irritates the customers. Thus, for all these weaknesses,Volkswagen failed to get a proper reputation during peak time.
Volkswagen should properly develop partnerships with other clients and investors. The investors and the clients should be from R&D. This is because the department of  R&D can provide the maximum benefits forVolkswagen. It will supplyVolkswagen with proper raw materials for the manufacture of the cars. The things which the company has done well, offering the customers with comfort ability in cars (Adedoyin, Alola and Bekun, 2020). It can improve, by providing more comfort for the customers. The things which have not been done well is lack of proper styling, thus stylistic features need to be inputted and increased thoroughly.
[bookmark: _heading=h.9w8k6o68omu6]Competition in the Industry 
The current partnership ofVolkswagen is with Rapha North America. The partnership has been only formed for bringing about attractive and exclusive features for the development of theVolkswagen. Current partnershipVolkswagen will be making with Volkswagen Beetle. The partnership will be duly formed on the basis of owing of the capital.Volkswagen has been faced with lower shares in the market concurrently, thus, making the partnership will help in increasing monetary budgets and the position in the market. It is for this reason,Volkswagen has been forming partnerships.
The main competitors ofVolkswagen are Mini Copper, Golf and BMW 2 series. First VolkSwagen Beetle is the Competitor because it draws up similar car designs like theVolkswagen. As a result,Volkswagen has been facing decrease in the sales structure, which is affecting the company priorly (Mačaitytė and Virbašiūtė, 2018). Second, Volkswagen Golf is the competitor again because likeVolkswagen it also gives incredible performance and handling, which is positively affecting the development of brands. Third, BMW 2 Series provides similar luxury and comfort like theVolkswagen for both present and future. 
[bookmark: _heading=h.3rdcrjn]Recommendation
Volkswagen is a multinational car manufacturing company that is working on increasing customer satisfaction, loyalty, and perceived values through providing effectiveness in the international markets. Focusing on R&D strategies will also help this company to increase the effectiveness of product and service development (Jozef et al., 2019). Green technology is also an important factor for enhancing the production and designing the automation vehicles for increasing customer loyalty and satisfaction for future betterment. 
Recommendation 1:Volkswagen should increase its sales, so that the competitors cannot carry away all the sales, which is required for making the brand stand with its reputation in automobile market
Recommendation 2:Volkswagen should input higher security issues in the car. With the help of the security issues,Volkswagen would be able to maintain much of confidentiality and the customers would be engaged too.
Recommendation 3:Volkswagen should increase its production and exports the productions to other countries. The declining revenues of theVolkswagen would be increased and settled.
[bookmark: _heading=h.26in1rg]Conclusion
Here it is concluded that maximizing customer satisfaction, and enhancing consumer touchpoints through proper marketing strategies will also help business organisations to manage their business in the international automobile industry. This report also concludes Porter's 5 forces model, SWOT, PESTLE, Porter's generic strategy, STP analysis, and 7Ps marketing strategies for understanding the importance of customer satisfaction and loyalty while conducting business in the international business markets. 
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