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Executive summary
This study examines the need for marketing management in organizations and analyses the successful marketing strategies of Volkswagen as an example. The study analyses the impact of internal and external environmental factors through PESTEL analysis and SWOT analysis, and highlights the importance of understanding the target market. STP marketing applications used in marketing management are also presented and marketing channels are described in detail, with a focus on the use of social media marketing and digital marketing. In addition, the study points out the impact of marketing spend on the overall budget of the business and the importance of successful marketing and promotional models to ensure that customers fully understand the characteristics and actions of the organization. These findings help organizations understand the role of marketing management in increasing sales and profits, and how to apply various applications in their marketing strategies to achieve their target markets.
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[bookmark: _Toc131961033]Introduction 
In the modern era, the automotive industry in Europe is advanced and on the rise. Volkswagen is a company that has held the top position in the global auto industry since its founding in 1937 (Jung & Sharon. 2019, p. 12). The automotive (cars, light trucks, heavy trucks, buses, motorcycles), maritime (engines, machinery), and financial services sectors are crucial to this organization's operations in these various industries (Mačaitytė & Virbašiūtė, 2018). The company offers its services in 117 different countries, dispersed throughout the world. Oliver Blume is the CEO at the moment, and the company's headquarters are in Germany. The organization brought in €279.2 billion in revenue in 2022, and it made €16.591 billion in profit during that same period (Annual Report, 2022). The organization employs 668 000 people, and more than Ten million vehicles are produced there each year.
[image: Logos of Volkswagen's 12 brands.]Tesla, General Motors, Bayerische Motoren Werke AG, Ford Motor Company, and Honda Motor Company are just a few of the many rivals the company faces (Clemente & Gabbioneta. 2017, p. 291). This company has the greatest variety of these brands out of all of them, and there are many different brands in general. This automaker is the largest in Europe, and China is where most of its products are sold. The following figure displays the twelve vehicle brands (Siano, et al. 2017, p. 29; Jurevicius, 2023). [bookmark: _Toc131961019]Figure 1‑1: Volkswagen Brand Portfolio
Source: (Jurevicius, 2023)


There isn't another company that offers as many brand options as Volkswagen. As a result, the company's brand portfolio is both a strength and a competitive advantage. Nevertheless, the organization has experienced several scandals that have hurt its ability to build a positive reputation. This is a crucial element for orgaorganizationalwth. The organizational management during that period was greatly impacted by the engine scandal (Jacobs & Singhal. 2020, p. 702). Marketing and press releases are required to overcome this. A clear explanation of the scenario that is going on is needed to know and understand it. There is a higher level of recalls in the organization as well. Comparatively to the competitors, there is a very high level of recalls in the organization (Jacobs, et al. 2017, p. 702). In 2022, there were 1805 or 1000 people in this organization. This was 1139/100 at Ford Motor Company and 1028/100 at Toyota Motor Company. Overcoming these needs through effective marketing application implementation (Jurevicius, 2023; Li, et al. 2018, p. 3171). 
With these considerations, the environment of the business is being undertaken by the company. This is helping to understand the possible advantages and disadvantages for the organization. Accordingly, the process of delivering the actions should be undertaken to achieve the results. Thus, an analysis of the external environment and an analysis of the internal environment is also necessary for the successful development of the investigation. Accordingly, this research is mainly focused on that marketing management is necessary to deal with modern society and attract employees. 













[bookmark: _Toc131961034]Concept of Marketing 
Understanding the idea of marketing and its significance is essential to making the right decisions that will increase the number of customers and their level of satisfaction (Bala & Verma. 2018, p. 337). Marketing is the process by which an organization effectively develops, communicates, delivers, and exchanges its offerings with its clients, partners, and other stakeholders. Marketing merely clarifies the purpose of any organization and the factors that influence a consumer's decision (Appel, et al. 2020, p. 82). This activity encourages the process of buying and selling. Understanding buying and selling strategies is crucial application if you want to compete effectively and produce successful results (Hudák, et al. 2017, p. 342). Furthermore, to effectively implement marketing strategies, organizations must comprehend the stages involved.
Management of marketing is crucial for organizations. One essential element is realizing how important it is (De Mooij. 2019, p. 421). Effective marketing management is assisting the organization in achieving a variety of goals. One of the key requirements in marketing is having an advantage over rivals (Martínez-López, et al. 2020, p. 24). Before making a purchase, marketing enables the consumer to have a clear understanding of the goods and services. Distribution and promotion of the products are also necessary actions, and doing so is regarded as a crucial marketing strategy (Kowalkowski, et al. 2017, p. 9). 
Further, the following are the importance of marketing actions. 
· Marketing is important in making the customer aware of the products and the services 
· Engaging the customer and aiding them to take purchasing decisions is undertaken by the marketing management applications 
· Maintaining demand, reputation, and success of the organization is also mainly undertaken by the marketing management 
· Marketing is necessary for business planning and sion-making applications within the organization 
· There are latent demands of the customer that is needed to be converted into different demand functions. This is a highly necessary application in marketing management 
· Satisfaction of the stakeholders is another important identification that is highly available in the organizations

[bookmark: _Toc131961035]Macro and Micro Environment of the Organization 
Different macro and micro environment applications are needed to be investigated for organizational development. Here, PESTEL analysis and SWOT analysis is been used in understanding the business environment in the organization. ImpaThe impact of these environmental factors the marketing is necessary and this is highly important in understanding the strategies in marketing concepts. 
1.1 [bookmark: _Toc131961036]PESTEL Analysis 
PESTEL Analysis is considered as important and necessary in understanding the external environment. PESTEL analysis is having six factors that explain the environment in the selected organization. PESTEL analysis is shown in the following figure (Song, et al. 2017, p. 281; Cox. 2021, p. 102219). 
[image: What Is A PESTEL Analysis And Why It Matters - FourWeekMBA][bookmark: _Toc131961020]Figure 3‑1: PESTEL Analysis
Source: (Pan, et al., 2019, p. 05018013)




















The application of PESTEL analysis is shown as follows. 
[bookmark: _Toc131961031]Table 3‑1: PESTEL Analysis of Volkswagen 
Source: (Trintini, et al. 2021, p. 28; Friesendorf, et al. 2021, p. 12)
	Environmental Factor
	Impact on Marketing

	Political Environment 
	There are situations where the UK government is planning to have zero diesel and oil usage in 2040. This is a new initiative taken by the government. There is another application called the “Street to Zero” concept, which is applied by the UK government (Máté & Péter. 2022, p. 607). The government is trying to get all-electric or half-electric vehicles in the future to get more advantages for environmental protection and effective automobile manufacturing. These measures are highly published by the organization and favorable for marketing actions. 

	Economic Environment 
	There was an issue caused by Brexit prompting high swelling, which has caused Volkswagen to face monetary issues. The spending of buyers has reduced, and further, the downturn of the interest has also diminished, resulting in an entire difference in the money exchanges in the organization (Kreutzer & Kreutzer. 2019, p. 97). Money-related factors are impacting the management of the organization, and this is highly resulting in the development and downturn of the actions. Marketing needs money, and these monetary applications resulted in using less money for marketing actions. This is impacting the delivery of the outcomes of marketing management actions. 

	Social Environment 
	There are different brands in the group, and there is a mixed-brand concept. There are well-known brands in the group, such as Lamborghini, Audi, Porsche, and Bugatti, while there are fewer appealing brands in the group as well (Sonntag, et al. 2021, p. 173). There are situations where people have less interest in driving as their spending increases. This is a significant factor. Middle-aged people need to be attracted through marketing actions. Thus, creative marketing to attract these people is a necessity. 

	Technological Environment 
	Technology is developing, and in the present era, self-driving cars are highly available. Further, there are green technologies used in automobile manufacturing. Technology development has resulted in marketing actions that have been effective in delivering outcomes (Sonntag, et al., 2021). Marketing needs concern about technological development patterns and most importantly organizations needneedsadd these technological advancements in the explanation of the automobile sector development in attracting more customers. 

	Ecological Environment 
	The protection of the environment is a concern for many customers. There are green concepts in the automobile industry, and even Volkswagen is following these measures (Fic, et al., 2022). Marketing should be included with these measures that result in better delivery of the customer's attraction. Thus, it is highly considered that the ecological factors used by the organization are highly important and effective in marketing actions. 

	Legal environment 
	Some emissions scandals originated in 2015. It was saying that Volkswagen cheated on the diesel engine emission test. These are harming organizational development and marketing (Friesendorf & Uedelhoven. 2021, p. 12). Scandals are spreading fast and they are explaining negative results in marketing applications. 



PESTEL analysis is showing the environmental applications of the Volkswagen Group. These factors should be considered while understanding marketing strategies. Marketing is needed to be included in the organizational development process to understand the outcomes at the matt effective level. Furthermore, it is highly needed to make sure that favorable factors in the environment are applied in the marketing measures to develop strategic initiatives. 






1.2 [bookmark: _Toc131961037]SWOT Analysis 
[image: COVID 19 SWOT Analysis: SWOT Analysis in a Pandemic]SWOT analysis is important to understand the internal and external environment of the organization. Four factors need consideration (Benzaghta, et al. 2021, p. 71). These are shown in the following figure. 
[bookmark: _GoBack]







[bookmark: _Toc131961021]Figure 3‑2: SWOT Analysis
Source: (Zajonz, 2017)



SWOT analysis is provided as follows (Máté & Péter. 2022; Chen & Zhong. 2022, p. 707; Oliveira, et al. 2022, p. 14).
Strengths
· There is a wider brand portfolio among all the automobile manufacturers in the world 
· There is a new strategy called “TOGETHER 2025’
· Organization is using a diversification strategy 
· There is a proper synergy among brands 
· Joint ventures are presented with the local Chinese automobile makers
· Brand name and brand awareness are very higher 
· Healthy history and financial flow
Weaknesses 
· There is some negative publicity application that makes negative impacts on the sales 
· There is a higher recall rate in the US market
· US is having lower market share for these automobiles 
· Higher burnout among the employees 

Opportunities 
· There is an increment in the fuel prices in the world shortly 
· Acquisition can be applied to have more skills and competencies in the employees 
· There is a higher demand for the autonomous vehicles 
· Euro exchange rate is becoming weakening 
· Many sustainability programs aid recovery of damaged reputation
Threats 
· There is a very higher competition 
· Some fines needed to be paid by the organization 
· There are many government regulations increasing continuously 
SWOT analysis is showing that there are situations that need consideration in marketing the vehicles and processes to the market. It is highly important to understand the outcomes effectively to make sure effective marketing measures. Opportunities and strengths are positive tools for successful marketing actions and to support organizational development. This is considered as important to understand as it delivers better results. 
[bookmark: _Toc131961038]Target Markets 
1.3 [bookmark: _Toc131961039]STP Marketing Application 
STP analysis is a method of understanding the segmentation of the market, targeting the market, and positioning the products in the market (Kuang. 2022, p. 2128). These things are very important identifications and are highly needed to have a clear understanding of managing segmented, targeted, and positioned markets (Liu & Shan. 2021, p. 02055). Along with these identifications, it is highly important and necessary to deliver the needed strategic developments for the organization. STP analysis is explained in the following figure effectively (Huang & Rust. 2021, p. 41). 
[image: Finding The Right Customers With The STP Model][bookmark: _Toc131961022]Figure 4‑1: STP analysis
Source: (Shah, et al., 2020)







1.3.1 [bookmark: _Toc131961040]Segmentation 
Segmentation is explained in four sectors: geographic segmentation, behavioral segmentation, psychographic segmentation, and demographic segmentation (Wuryandani, et al. 2018, p. 131). Each sector needs to be identified in the segmentation process. The following table gives the segmentation criteria explanation effectively (Hung & Yen. 2022, p. 8522). 
[bookmark: _Toc131961032]Table 4‑1: Segmentation of Volkswagen  
	Demographic Segmentation
	· Gender – Both male and female 
· Family size is considered here 
· Occupation is considered with higher income levels 
· Age is also considered and above twenty-five years are mainly focused 

	Behavioral Segmentation 
	Brand loyalty is mainly considered when discounts on the second car are provided. Also, user status is considered here 

	Psychographic Segmentation 
	Interests such as convertible and hardtop, personality level, and lifestyle are mainly considered important in understanding the psychographic segmentations

	Geographic Segmentation 
	The majority of the affluent population is mainly considered here as the geographical area



1.3.2 [bookmark: _Toc131961041]Targeting 
Targeting is a necessary application that is important in deciding the customer group that the cars are selling to (Sitorus, et al. 2021, p. 49). These targets are changing as per the car model and brand. Sti, ll a common targeting is been provided as follows. 
There is a car named Beetle and here, the targeting has been considered the younger generation. People with no children and baby boomers are also targeted in this related car. The car is designed for less crowd. There is another car called Polo and this has been targeted at upper-class and middle-class youngsters. Likewise, the targeting group is changing as per the car model in this organization. 



1.3.3 [bookmark: _Toc131961042]Positioning 
Positioning is provided in the following figure. A perpetual map has been used in positioning the products in the market. Two sections have been identified and these are higher quality and price concerns. The following gives the positioning of the organizational products. 
Higher quality 
Lower quality 
Lower Price  
Higher Price  










[bookmark: _Toc131961023]Figure 4‑2: Perpetual Map
Source: Author Created 


1.4 [bookmark: _Toc131961043]Marketing MIX 
The marketing mix is an important tool to understand the market and the products. There are different factors added to the marketing mix applications. It can be either the 4Ps in marketing or either 7Ps in marketing. The 4Ps in marketing is referring to the product, price, place, and promotion applications. 4Ps are mainly considered with the products and 7Ps are mainly considered with the services. The application of the 4Ps is provided as follows. 

Product – There are seventy different models and twelve brands in the product portfolio. Understanding these is necessary to make sure that the selling is in the best interest of the customer. The brands are Volkswagen, Volkswagen Commercial, Audi, SEAT, Skoda, Bentley, Bugatti, Lamborghini, Porsche, Ducati, Scania, and Man.
Price – The prices are different from affordable to expensive. This is mainly depending on the engine type and the texture used in the manufacturing process. Following is a summary of the prices of the car types. 
[image: ][bookmark: _Toc131961024]Figure 4‑3: Prices of car types in Volkswagen
Source: (Shastri, 2021)












Place – Manufacturing and delivery is taking place in prime locations so that on-time delivery can be achieved. Manufacturing and assembling are mainly undertaken in the places such as Germany, Mexico, the USA, China, Indonesia, and Malaysia. 124 manufacturing locations in twenty European countries and eleven other countries. China and Europe are the leading markets. 
Promotions – 360 promotion and advertising are undertaken in the company. Each car is advertised separately in the organization. Digital channels are used in promotions and further, using social media to promote their products. All the features and factors are included in the promotions to make sure the customer is well-connected. 











[bookmark: _Toc131961044]Key Channels of Marketing 
Understanding key marketing channels is a main concern to deliver main products and services effectively. Further, this is highly important to understand the new methods need in the future. There are several marketing channels available such as traditional marketing and digital marketing. One such method is newspapers. Volkswagen is using this to reach the unaddressed market. 
[bookmark: _Toc131961025]Figure 5‑1: News Paper Advertisements

























Another method is digital advertising. Website is one such method that the company has used in advertising the products in the organization. 
[image: ]There are YouTube videos, Facebook, Instagram, Twitter, and other social media channels that have been used in understanding and promoting the products and services for better development. [bookmark: _Toc131961026]Figure 5‑2: Website of the Volkswagen

[image: ][bookmark: _Toc131961027]Figure 5‑3: Facebook of Volkswagen














[image: ][bookmark: _Toc131961028]Figure 5‑4:You Tube videos of the Volkswagen Products












[image: ][bookmark: _Toc131961029]Figure 5‑5: Twitter page of Volkswagen














There are several promotional and advertising methods in the company and all the channels are aiding in these to make sure the attraction of the customers is undertaken successfully. 



These are key points in dealing with advertising and it is highly important to make sure the management of the actions in the promotions to attract customers. [bookmark: _Toc131961030]Figure 5‑6: Promotional advertisements in different media




[bookmark: _Toc131961045]Success of the Marketing Strategy 
The organization is using mainly digital marketing to attract the younger generation. This is one of the most important methods, and the organization has invested seven percent of the budget towards digital marketing applications (Strittmatter & Lechner. 2020, p. 102305). There is a customer engagement rate of 6.74 percent with digital marketing applications (Welch, 2019). Further, the budget for marketing is spent effectively and the method of spending is provided as follows (Study Pool, 2023). 
· 50 % of the budget is on display adds
· 30% is on paid search
· 20 % is on social media 
The paid advertisement organization is partnering with the company and undertaking all the marketing applications effectively. Advertising is done in premium advertising positions (MSM, Sify, MoneyControl, and Yahoo). Display ads are mainly undertaken on mass portals such as Targeted Displays. The advertisements in digital media are successful and needed for the proper development of organizational promotions (Mačaitytė & Virbašiūtė, 2018). 
The younger generation is more into the areas that are focused on quality and accessory durability. These were the main factors that needed to be considered in advertising. The content of the advertising is another important factor. Volkswagen is including every important detail possible in its advertising. Advertising and promotions of each vehicle separately is another successful method that the organization is using in making the better attraction of customers.
Still, there is a lack of CSR activities and sponsoring activities in the marketing plan of the organization. This is a well-known company in the world and thus, branding and increasing brand awareness and loyalty are necessary to maintain the present position. Thus, concerning these is a need. 






[bookmark: _Toc131961046]Conclusion 
Many organizations use marketing management because it is an essential application. Additionally, Volkswagen has been chosen for this report's analysis of the marketing strategies that are significantly boosting sales and profits. Environmental factors are advantageous for the growth of organizational marketing. The understanding of external and internal analysis has primarily been enhanced by PESTEL analysis and SWOT analysis. Understanding the target markets is also an important application. One such application used in marketing management is STP marketing. Volkswagen has divided its market into distinct segments by using behavioral, demographic, psychographic, and demographic data. The marketing channels are described, with a focus on how social media marketing and digital marketing are used to market products. Additionally, marketing expenses make up 7% of the organization’s overall budgeted expenses. This is a larger number. Therefore, it is evident that the business is spending more on marketing applications. Marketing has many successful applications, so marketing and promotional patterns in businesses are said to be successful. This is crucial to comprehend, and it is regarded as crucial to ensuring that the customer is fully informed of the features and actions of the organization. 














[bookmark: _Toc131961047]Recommendations 
Several recommendations can be provided to make more attraction of customers to the organization. Further, these are important to fill the gap prevailing in the marketing strategy used by the organization. 
· Separate team should be there to review competitor moves in marketing 
· Understanding the changing interests of customers and marketing with creative videos and ads 
· Focus more on CSR activities and sponsoring activities to build the social life of the customer and protect the environment 
· Sustainability is a needed factor in marketing and more concern on sustainable development goals and linking them with marketing is a timely need 
· Marketing innovation is a need. New news feeds and methods should be used rather than old and always-used methods by the organization in promotions 
· Customer feedback should be considered in promotions and it needed to be added to the next promotion’s activities 
· Digital media needed to be used in promoting the features and more videos should be added. Videos are more interesting rather than pictures or the posts
· Facebook, Instagram, and website should be daily updated with new videos and promotional activities 
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What Is A PESTEL Analysis?

The PESTEL analysis is a framework that can help marketers assess whether macro-economic factors are affecting an organization.
This is a critical step that helps organizations identify potential threats and weaknesses that can be used in other frameworks such
as SWOT or to gain a broader and better understanding of the overall marketing environment.
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