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INTRODUCTION
To create a winning marketing strategy, a company's internal resources and talent must be successfully matched with its external environment. Varying schools of marketing strategy thinking place different emphasises on the significance of specific aspects in reaching this goal. The competitive market, however, will determine whether the plan ultimately succeeds or fails; what works well in one setting may not work well in another. The concept of competition is the foundation of marketing strategy, which is affected by the actions of the firm, its competitors, and even the external environment.
Volkswagen Group is reportedly the second-largest carmaker in the world. In addition to its own namesake, the Volkswagen Group is also in charge of 11 other important car, motorcycle, and commercial vehicle brands, including Audi, Ducati, and Scania. The well-known company has continued to post excellent profit and market share numbers, but the future remains uncertain. In this article, the PESTLE analysis, a technique that takes into account the Political, Economic, Sociocultural, Technological, Legal, and Environmental variables that have an impact on an corporation, will be used to examine the current and future business environments of the Volkswagen Group. This study will also discuss how Porter's five forces apply to the company and examine the reasons why every force is regarded as high, medium, or low. Also, let’s look into the SWOT analysis and marketing strategies of Volkswagen.
PESTLE ANALYSIS
One of the most used tools for doing business analysis is PESTLE analysis. It serves as a framework or tool for marketers. If you want to examine and evaluate the external marketing environment of your business, you can utilise it. Following the PESTEL framework is so crucial. The goal is to assess how precisely the factors affect business success.
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POLITICAL
Brexit deal and taxes
The US and the UK have sizable markets for the different vehicles made by the Volkswagen Group. The US consistently demonstrated in 2018 and 2019 that it was willing to impose tariffs on goods coming from the EU. The automobile sector has not yet been affected by these tariffs, although that could change at any time. Higher import duties are imposed on vehicles from the VW in this nation as a result of the UK's highly contested decision to leave the European Union. But the Brexit agreement guarantees free trade between the UK and Europe. The cost of administration and paperwork would, however, drive up the cost of vehicles. (BUSH, 2022).

EU and THE EU
Political conflict between the US administration and the EU has existed for some time. The US government rejoins by raising the export tax rate whenever the EU implements new regulations. Volkswagen's sales and profitability are impacted. (BUSH, 2022).
Based on the above aspects, the political factors are not favourable for Volkswagen because of the extra fees imposed on imports and the raising export tax rates.
ECONOMIC
Revenue and Income
Volkswagen's yearly income in 2020 was estimated to be 248.570 billion US dollars; it has since decreased by 11.09 percent. Out of which, the business's net profit was 4.668 billion dollars, a decrease of 68.95 percent. (BUSH, 2022)

Pandemic of COVID-19

The COVID-19 pandemic, corporate lockdowns and closures, travel bans, and the period of uncertainty have all had a negative impact on Volkswagen's sales, revenues, and net profits. As a result, the brand's profitability fell off dramatically. (BUSH, 2022)

Impact of Brexit
Numerous firms have unanticipatedly been impacted by the Brexit accord. Volkswagen is one of the manufacturers having financial issues. It's because a sizable portion of Britons no longer buy goods made in Europe. The company's car sales have decreased as a result. (Karlsson, 2018).
Growing consumer spending
[bookmark: _GoBack]Good news: Consumer spending is rising across the globe. This could indicate that consumers are eagerer than ever to purchase consumer goods like electronics and, to a smaller degree, autos. In developing countries whereby individuals may not have initially purchased any vehicles, increased consumer spending is crucial for the automotive industry.
The economic aspects discussed above states that they have been unfavourable to Volkswagen market since the Covid-19 pandemic and the Brexit. (Uedelhoven, 2021).
SOCIO-CULTURAL
Mixed brand perception
The several brands controlled by the Volkswagen Group enjoy widespread popularity. In terms of prestige, the most well-known brands in the nation are Lamborghini, Audi, Porsche, Bugatti, and to a lesser extent, Volkswagen. Seat and Skoda, two additional Volkswagen brands, are less well-liked by customers. Whatever the case, many of Volkswagen's brands, which range in price from pricey to budget, find it difficult to stand apart from wealthy, forward-thinking rivals like BMW or Tesla. This is valid, especially for readers who are younger. (BUSH, 2022).
Shift away from driving
Driving is not one of their expanding wants, despite the fact that consumer expenditure is rising. Due to costs and environmental issues, many individuals are going to give up owning vehicles in favour of using bicycles, scooters, buses, trains, and ride-sharing services like Uber. As a result, revenues for the Volkswagen Group and the industry may drop dramatically. Again, it seems that the younger audience is more significantly impacted by this societal transformation. (BUSH, 2022).
Health Trends
These days, many don't want to spend their money on an automobile. Instead, they like using the subway, walking, and riding bicycles. Such solutions are wholesome and cause less environmental pollution. (BUSH, 2022). The company's sales are, however, declining as a result of millennial and Generation Z's interest in health.
The sociocultural factors have been equally favourable and unfavourable for Volkswagen market.This can be concluded so, because majority of the younger population favours the mixed brand perception but the elder population seems to be unfavourable as they are more concentrated in the health aspects and ‘shift away from driving’.
TECHNOLOGICAL
Self-driving cars
Automakers are rushing to create their own autonomous vehicles in light of Tesla's enormous recent advances. The development of autonomous vehicles is difficult technologically, both in terms of software and hardware. (BUSH, 2022). Hardware restrictions, particularly those on high-quality lenses and accurate sensors, have already been lifted. Thankfully, the strong financial standing of the Volkswagen Group indicates that the necessary R&D is less of an issue than for recently established automakers.
Green technologies
The primary technological problem in the automotive sector, aside from autonomous driving capabilities, is creating more eco-friendly and efficient vehicles. Currently, hydrogen fuel cells, electric motors, and batteries are the most promising green car technologies. With a number of Audi and Porsche models, the Volkswagen Group has already shown that it is capable of developing electric vehicles that use batteries. (BUSH, 2022).
The modern technology of self-driving cars have favoured Volkswagen market as they used it for building their eco-friendly models those went up to the top level markets .
LEGAL
Regulations

Laws governing company operations, security, and labour could have an impact on Volkswagen. Considering that the organisation has operations in almost 160 different nations. The rules and laws differ from one nation to the next. (BUSH, 2022). As a result, the automobile manufacturer should adhere to local laws before launching its goods there.
Emissions scandal
A multi-year scandal began when the United States Environmental Protection Agency revealed in 2015 that Volkswagen Group had purposefully cheated diesel engine emissions tests. Numerous automobiles produced by the Volkswagen Group between 2009 and 2015 featured software that, though it momentarily reduced emissions during testing, failed to meet legal requirements when regularly driven. (BUSH, 2022). The incident's numerous legal actions, ultimately resulted in hundreds of billions of dollars in fines and penalties having paid, also caused a dip in sales and a drop in the stock price. The Volkswagen Group has made numerous corrections since then, considerably enhancing the possibility that it will uphold the law going forward.
Green technologies
Technologies such as electric motors, batteries, and fuel cells using hydrogen are only one aspect of the development of environmentally friendly technologies. The development of eco-friendly alternatives to conventional vehicle engines is primarily driven by the need to allay government and consumer concerns regarding the environment, even though consumers may gain from them in a variety of ways (such as better gas mileage or quicker throttle response). Volkswagen Group will need to adjust if it wants to remain relevant in the evolving automotive industry. (Volkswagen, 2022).
Legal factors where really unfavourable for Volkswagen businesses as they lost a lot of their revenue due to the emissions scandal and also their market went down due to this.
PESTLE analysis of Volkswagen: Final Thoughts
Based on this PESTLE analysis, the Volkswagen Group is still well-liked, well enough to absorb increases in consumer spending, and prepared to respond to ecological issues. However, given the present macroeconomic climate, the Volkswagen Group will confront a range of obstacles, including a range of trade levies, shifting consumer car tastes, and strict regulatory frameworks.
Advantages and Disadvantages of PESTLE Analysis. (NITANK RASTOGI, 2016).
	Advantages
	Disadvantages

	1. Simple and easy to understand and use
2. Helps understand the business environment better.
3. Encourages the development of strategic thinking.
4. Enables projects to spot new opportunities and exploit them effectively.
	1. The tool needs to be updated regularly to be effective.
2. 2. Access to data sources, which could be time-consuming and expensive, is a requirement for using the tool.
3. The programme relies heavily on assumptions while using data.



PORTER’S FIVE FORCES MODEL
Michael E. Porter proposed the Porter Five (5) Forces Model in 1979. Analysis and evaluation of business entities' strengths and competitive positioning were the goal. The danger of replacement goods or services, the threat of entry of new companies, and competition among already existing businesses are the three horizontal competitive forces which are included in the model in addition to the two vertical ones (Bargaining power of buyers and bargaining power of suppliers). The photos below show the Porter Five (5) Forces Model. (Business, 2014).
[image: ]
(Henry, 2018)


Volkswagen Porter Five (5) Forces Analysis
Volkswagen may apply this model to understand its competitive place in the market and evaluate the industry's attractiveness. Making wise strategic decisions based on the study could improve Volkswagen's performance and ensure the company's long-term survival.
Threats of new entrants
Threats from new entrants are an indication of how vulnerable established market players are too new competitors. (Business, 2014). An industry will attract more participants and pose a greater danger from new entrants if it is profitable and has low entry barriers. Here are some factors that reduce the threat of new entrants for Volkswagen:
· A significant material and financial commitment is necessary to enter the industry. This effect also diminishes if customers place a high value on the distinctive experience and product differentiation is considerable. If the current legislative framework imposes some restrictions on the new enterprises interested in joining the market, Volkswagen will only face low risk from rivals. (Business, 2014).
Volkswagen will be facing high new entrants threat if;
· Current rules encourage the entry of new players.
· Lack of/weak brand loyalty makes it simple for consumers to swap brands.
· The initial capital outlay is substantial.
 The Threat of Substitute Products or services
Due to the existence of competitors, the business rivalry is challenging for Volkswagen and other well-established businesses. (Business, 2014). There is a greater risk of substitute goods or services when:
· Changing from one industry to a substitute product has a little psychological impact.
·  Products substituted for Volkswagen's offer comparable, if not better, quality and performance.
However, Volkswagen faces a drastically reduced threat when;
· Using the alternative product has a significant switching cost (due to high psychological costs or higher economic costs). (Business, 2014).
· Customers cannot obtain the same utility from replacement products as they do from Volkswagen products (in terms of quality and performance).
The Rivalry between current businesses
· • The rivalry among already-established companies indicates the amount of adversaries who represent a serious threat to Volkswagen. High competition shows Volkswagen can be subject to a lot of pressure from competitor businesses, which could limit each other's potential to develop. (Business, 2014). Volkswagen will experience little competition from other companies if;
· The market is growing swiftly; 
· There are relatively few companies in it.
· The items are very diverse from one another, and each market participant focuses on a specific sub-segment.
The competition amongst Volkswagen's existing competitors is also impacted by several factors. For instance, if market participants are strategically varied and focus on the same market, the company will encounter fierce competition from other current enterprises.
Bargaining Power of Suppliers
The Porter 5 Force Model's visualization of suppliers' power to negotiate highlights the influence that distributors put on businesses through a number of tactics, including degrading performance, limiting product availability, or increasing costs.(Business, 2014). When suppliers have significant bargaining power, buyers pay a price—(business organisations). Volkswagen's suppliers will have strong power to negotiate if:
· Suppliers have a greater geographic concentration than buyers in a given area.
· The suppliers' position against Volkswagen is strengthened when there are few suppliers and high demand for the goods they are offering.
Contrarily, the bargaining power of suppliers will be low for Volkswagen if:
· Supplier saturation is low
· Switching costs are low
· The product isn't distinctive enough.
· And alternatives are simple to find.
Bargaining Power of Buyers
The purchaser's negotiating strength order from a customer pressure on companies supply premium goods at competitive costs and with top-notch customer service. This factor directly affects Volkswagen's ability to accomplish its strategic objectives. A dominant bargaining stance decreases profitability and raises industry competition. (Henry, 2018) The following factors give buyers extra negotiating power:
· A smaller client base gives them more negotiating strength with Volkswagen
· The discretionary income will be higher when there are fewer buyers (business entities) than sellers.


SWOT ANALYSIS
Volkswagen has the widest brand and product portfolio among all automotive companies. Volkswagen is (Jurevicius, 2022), the leading automaker in Europe, where all its brands are based. The largest company’s market is China.

	Strengths
	Weaknesses

	1. The broadest range of brands among all car manufacturers
2. A fresh "TOGETHER - 2025" plan; 3. A diversification plan
4. Collaboration between brands
5. Partnerships with Chinese locals. (Jurevicius, 2022)
	1. Bad press damages the Volkswagen brand as a whole.
2. The U.S. market with the highest recall rate
3. The American automotive market has a small market share.



	Opportunities
	Threats

	1. A quick increase in fuel prices is anticipated.
2. Acquire abilities and skills through purchases
3. The demand for self-driving cars
4. Depreciating the value of the euro. (Jurevicius, 2022).
5. Place a major emphasis on improving environmental standards in order to regain brand reputation.
	1. Ferocious competition
2. Additional fees and damages that must be paid
3. More stringent government rules



[image: Logos of Volkswagen's 12 brands.]
(Jurevicius, 2022)
The Volkswagen, Audi, Seat, Koda, Bentley, Bugatti, Lamborghini, and Porsche brands are used to market the company's automobiles. Volkswagen's motorcycle line is called Ducati. Under the commercial vehicle brands Scania, Man, and Volkswagen, the corporation sells buses, large trucks, and other commercial vehicles.
SEGMENTATION, TARGETING, AND POSITIONING BY VOLKSWAGEN
Segmentation, targeting, and positioning are three strategic marketing tactics that businesses can utilise to their advantage to succeed in the market (STP).
Segmentation and Targeting
Volkswagen employs fragmented marketing and splits their market using a mix of behavioural and demographic segmentation in order to meet the unique needs of distinct consumer groups. A market is segmented according to the clients' socioeconomic status, values, views, passions, lifestyles, dispositions, personality traits, and other psychological segmentation.. Volkswagen has divided the market into distinct segments based on the tastes and lifestyles of its customers. The company does this by focusing on a variety of market segments, including customers who merely need mobility, enthusiasts, and customers who need comfort. (Gupta, 2013).
Volkswagen's line of small and compact vehicles, including the beetle, polo, and golf, is designed to meet the needs of customers who only require transportation or who merely want to make use of a vehicle's utility. These clients are targeted with simple-designed vehicles that are less expensive to acquire and maintain. When it comes to their product range, the company's targeting strategy is geared toward adult customers between the ages of 18 and 49. Based on these facts, we can conclude that Volkswagen use concentrated targeting strategy. (Gupta, 2013).



Positioning of Volkswagen/Volkswagen Brand Positioning
Volkswagen takes pride in being a leader in positioning. Comparing itself to other automobile brands with more or less comparable features, Volkswagen primarily portrays itself as the manufacturer of those vehicles that appeal to consumers. The Volkswagen car is advertised as a stylish and comfortable vehicle no matter where it is sold. (Gupta, 2013).
VOLKSWAGEN MARKETING STRATEGY & MARKETING MIX (4Ps)
Product innovation, getting ready for promotions and price strategy are just a few examples of different marketing tactics. These marketing tactics, which are based on the Volkswagen marketing mix, help the brand's commercial endeavours succeed.
[image: ]
(Shah, 2021).

Product Strategy
Volkswagen provides a variety of automobiles in different countries. The Volkswagen Beetle, Passat, Polo, Jetta, Sirocco, and Hardtop convertible are a few of the brand's best-selling and most popular designs.. The marketing mix for Volkswagen includes each of these vehicles in its product plan. Based on the level of customization, amenities, comfort, size, space available, accessories, motor choices, and power, there are numerous grades and variations to choose from. Additionally, it manufactures and sells vehicles that run on dual, hybrid, and rechargeable sources. The sector has spent more than $80 billion on the advancement of electric vehicles. (Shah, 2021). 
[image: ]
(Rees, 2021).
At first look, the data appears to support the notion that luxury and ultra-luxury companies like Porsche and Lamborghini are designed with social media exposure in mind. Because of their effectiveness and status, luxury buyers and brand apologists desire them. They are status symbols that attract passing glances and likes, resulting in above-average engagement and reach for each posts. (Rees, 2021).

If we look a bit closer, we can also see that the performance of the Volkswagen Group as a whole on Instagram demonstrates how even businesses with extensive brand portfolios can achieve high levels of interaction as a whole. Audi, Lamborghini, Bugatti, Bentley, and Porsche, to name a few, all exhibit excellent performance that is pretty precise. This is something that happens on purpose, not by accident, in my opinion vehicles. (Rees, 2021).

Price/Pricing Strategy
The improved quality of Volkswagen is the basis for its slightly higher costs. One of Volkswagen's tactics for achieving its pricing objectives is psychological pricing. They can decrease guilt feelings due to the actual and perceived good quality, which allows them to defend the extra cost that they pay for Volkswagen cars. Additionally, the cost of repair parts is somewhat high. As a result, the price strategy in Volkswagen's marketing mix is heavily influenced by demand, competition in each market group, and the facilities provided by the vehicle. (Rees, 2021).

Place & Distribution Strategy
Volkswagen has production plants and assembly lines across the globe, therefore its vehicles are practically available worldwide. These include South Africa, Portugal, Spain, the Czech Republic, Mexico, the United States, China, India, Indonesia, Russia, Poland, the Czech Republic, and Slovakia. Volkswagen has a strong global presence and a distribution network that is well suited to the markets it serves vehicles. (Rees, 2021).

Place/Distribution channels of Volkswagen
Most nations on earth sell Volkswagen vehicles. In addition to the United States, Germany, India, China, and South Africa, the corporation has 118 production facilities worldwide.
In several nations, Volkswagen automobiles are offered at dealerships and showrooms run by the company. According to an analysis by business consulting firm Alix Partners, Volkswagen will surpass Tesla in global electric vehicle sales for the first time by the end of 2020. However, it should be emphasised that there was a noticeable communication problem between Volkswagen and some of its manufacturers, with the former blaming the latter for poor planning that has exacerbated the computer chip deficit facing the world's automotive industry. (Rees, 2021).
	
Promotion & Advertising Strategy
Strong language has long been a part of Volkswagen's advertising campaigns. Volkswagen employs 360 branding as a component of their marketing mix promotion strategy to market both the parent company and each of its distinctive cars separately. Due to active promotional campaigns employing social media networks and internet platforms, Volkswagen maintains its lead in the promotional market while competitors move online more frequently. One marketing strategy employed by Volkswagen for its promotional activities is product differentiation. Through sponsored events, they also interact with other well-known brands around the world. In light of this, the complete Volkswagen marketing mix is summarised. (Rees, 2021).

CONCLUSION
According to the findings of the numerous marketing analysis tools, Volkswagen may still gain a sizeable market share and improve its reputation among the target market segments despite the fierce competition. An essential point of differentiation from the competitors is the engine system's low fuel usage. Additionally, the Volkswagen name is well-known throughout the world, and it may use this advantage to compete. The business will need to imitate the advantages and capitalise on the disadvantages of its nearest rivals. The segmentation of customers should be the focus of the marketing strategy to build a large and new client base. The greatest Volkswagen Passat will be equipped with appealing features that cater to the individual needs of the buyers. A successful pricing plan will match competitors' prices while still generating the necessary profits for the business. A larger customer base may result from broader coverage provided by an extensive distribution network. Increased marketing and advertising efforts will guarantee those prospective buyers are aware of the brand.



RECOMMENDATIONS
I have a few key recommendations based on my research and point of view after analysing Volkswagen's numerous companies and marketing tactics. By selling automotive accessories and services online and providing mobility services made possible by autonomous vehicles, the Volkswagen Company can try to develop new revenue sources. The majority of mobility will still be provided by people driving or being driven in privately owned, leased, borrowed, or rented cars. Nearly all of Volkswagen's new vehicles in important markets may be zero-emission if the company develops enough battery-electric vehicles to make up 50% of its global sales within the next several years. The company may transform all of its operations to be completely climate neutral.
Use of the diversification strategy from the Ansoff matrix can help in developing a better market for new products. The concept of entering a new market with altogether new products is a kind of diversification method. For middle-class buyers who want to test the new innovative models from Volkswagen, more lenient financing options could be implemented. The inclusion of the financial packages in brochures, publications such as newspapers and magazines, and online adverts will let buyers begin to consider the financing assistance that Volkswagen will provide them with when they make a purchase. Sales of this new design could be increased by more skillfully implementing pre-purchase and post-purchase client touch points. Volkswagen has made billions of dollars in technology investments, but it still needs to make more to compete with its rivals and meet shifting consumer demands for automation and completely electric vehicles. To combat the powerful force of long-standing competition, new entrant Tesla, and anticipated entrants, comprehensive methods are required (Apple and Google).
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