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1. [bookmark: _heading=h.arnlfm8p6c5a]Introduction
Volkwagen - the people’s car is one of the world’s most famous vehicles brand and this paper evaluates marketing strategies as well as the brand positioning of the company (The Editors of Encyclopedia Britannica, 2021). The aim of this marketing proposal is to see what strategies and tactics a company should adopt to market its product among the target-oriented consumers. However, marketing analysis is a current situational analysis of Volkswagen that explains the brand’s current positioning through its external and internal analysis by using PESTLE, SWOT, Porter’s 5 forces, and 4P analysis. The paper concludes that Volkswagen features a highly competitive advantage and needs to focus on a new targeted population to enhance its market worth.  
2. [bookmark: _heading=h.i8bl53lr9ac]External Analysis of Volkswagen 
[bookmark: _heading=h.u4dgplog7k6w]2.1. PESTLE Analysis 
PESTLE is the short form for various external factors like; Political, Economic, Social, Technological, Legal, and Environmental that guides through the company’s current state (Perera, 2017). PESTLE analysis is a fact-finding marketing tool used by businesses. 
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Fig.1 PESTLE analysis. Source: (Pathak, 2020)


Political:
The political changes have an impact on Volkswagen such as breaks of any kind may affect the company in creating an image or situation that would raise their brand. Big business needs to raise their brand worth internationally and globally (Friesendorf and Uedelhoven, 2021). Therefore, political stability in any country may affect the brand itself.
Where Volkswagen is concerned, the German-based automobile industry has also its market in the USA, the country that imports goods to European Union. The USA is also planning to import goods with certain major trade and in the coming years maybe this tariff may be placed on VW automobiles as well. Thus, the political factors in this sense are not so good because they ultimately affect their sales rate.
Economic:
Economic factors have directly affected the greatest automaker of the European Union “Volkswagen.” The organization has faced financial issues because it lowered the demands for vehicles in the market which ultimately demolished the sales and the revenue of the brand and thus, no profit was generated (Chodakowska, 2018). As it already survived the unstable economic condition, the diesel scandal is a catastrophic event. Although it has exceeded its sales again.VW has introduced many car brands which are both for the higher segments as well as lower segments.
So, Volkswagen offered the lower segment to that country which is not economically stable. Another problem is an increase in the price of petrol or fuel which directly affects the car sales of the company. The economic factor of the VW company is not favorable. However, the company tries to adopt alternative strategies other than diesel and petrol.
Social:
Volkswagen is considered a much better vehicle maker due to its ecological nature. Also, they enjoy an excellent status as one of the best manufacturers of Automotive cars.
Car Industry Volkswagen is interested in hailing projects and vehicle sharing projects, offering less expensive transportation. In this scenario, promotional deals are influenced by social factor.

Technological:
Where the technological factors are concerned it also has an impact on the brand. Volkswagen is   popular for delivering product quality and stylish vehicles. The competitor of the VW — Audi organization has a primary focus to develop future mobility, but Volkswagen is a cornerstone of innovative future mobility. Hence, gaining popularity and dominance in the technological field.
Innovation is the focal point of the Volkswagen car industries. The condition of technological innovation has become favorable due to advancements in man-made brainpower, mapping cameras, territory sensors, huge information examination, and radar innovations that are also being utilized in vehicles of the Volkswagen.
Environmental:
Volkswagen is an environment-friendly manufacturer of automotive cars. It has favorable conditions in terms of environmental safety. As it is committed to meeting advanced emission technology. Since 2015, countless cars can be recreated to meet the target standard of emission.
Legal:
Volkswagen has also often faced legal issues like the case of the diesel scandal (Blackwelder et al., 2016). For this concern, they had to submit an ample amount as a fine, but it was saved from any restrictions by the law for manufacturing the vehicles. However, these types of issues can seriously damage the business’s brand image. 
Volkswagen has a lot of lawful factors that must be dealt with in the organization. These are  labor law, business operation, and driver security. As Volkswagen operates its business in about 160 countries and of course, every country has its own rules and regulation. Therefore, the company meets these obligations before introducing the products.
[bookmark: _heading=h.dqlur2dmtnvi]Advantages and Disadvantages of PESTLE Analysis 
Advantages
· This model is easily understandable and conductible.
· It provides an in-depth understanding of the macro-environment factors.
· It develops strategic thinking among the members of the organization. 
· It allows organizations to forecast threats that might be faced in the future. Also, identify the ways to minimize or eliminate the impacts (Perera, R., 2017). 
Disadvantages
· Usually, PESTLE analysis uses insufficient data to simplify the decisions.
· Data should be relevant and concise. Otherwise, capturing and undertaking excessive data may lead you in the wrong direction and thus paralysis the whole analysis.
· PESTLE analysis is based on postulates that might be wrong or often outdated. Therefore, the risk of wrong outcomes (Rastogi and Trivedi, 2016).
[bookmark: _heading=h.qtmsbuofp21u]2.2. Porter’s Five Forces Analysis 
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Fig.2: Porter’s five forces model. Source: (de Bruin, 2016)
Bargaining Power of Suppliers:
For Volkswagen, the supplier’s bargaining power is low, that is mainly because of the reason that VW’s suppliers are scattered throughout the world, and they are bound to follow a specific code of conduct as proposed by VW. The company is a huge and financially strong entity with a strong global supply chain (Pandey and Kumar, 2016). The bargaining power of VW’s suppliers is also considered to be low as it keeps switching its suppliers. However, VW’s long-term partners get to bargain slightly. 
Bargaining power of Customers:
Due to excessive brand presence in the market, the bargaining power of the customer has increased in previous years. Also, as the customers in the current era are smarter and more informed, they tend to ask and bargain depending on the quality and safety aspects of the vehicle. Also, the competition has touched new limits and companies are in a continuous run to match the customer’s expectations. Thus, overall, the bargaining power of the customer is high. 
Threats of Substitute Products
In the current time, the threat of any substitute products is also quite high as the competition in the industry is quite high. Apart from product substitutes, the introduction and fame of other modes of public transport also work as a substitute for VW’s vehicles. However, the impact is moderate for VW as it is a financially strong company with a remarkable brand image. moderate.
Threats of New Entrants
For VW, the threat of any new entrants is very low as it poses high barriers for the new entrants. The company is spending a huge amount on infrastructure including designing, manufacturing, supply chain, marketing, distribution, and human resources as well. Also, new entrants also find it difficult to enter the market due to the legal regulation they may have to face. Thus, the threat of new entrants is quite low or negligible.
The Intensity of Rivalry
Where the threats are low to moderate for VW, the intensity of rivalry is quite high. That is because a huge number of competitors tend to offer similar products with similar quality but at a lower price. They heavily invest in marketing and R&D (research and development) to bring about new technologies into the competitive market. Overall, for VW, the intensity of rivalry is quite high.
[bookmark: _heading=h.kpeosxyw6ckx]2.3. SWOT Analysis 
SWOT Analysis is also called the “situational assessment” which is a strategic management tool that helps the organization to analyze its Strengths, Weakness, Opportunities, and Threats (Gurel, 2017).
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Figure 3: SWOT Analysis. Source: (Visual Paradigm, 2019) 
Strengths:
· Volkswagen has been considered the most trustworthy brand in the automobile vehicles industry.
· The diversification of the company in terms of social and cultural factors brings a boost as a whole.
· They have faced a huge market around the world because it also has a partnership with other brands (Olabi et al., 2022).
Weaknesses:
· The high negative publicity can worsen the brand image of Volkswagen around the world.
· The United States automotive car industry recreates the same model as the Volkswagen.
· It has a low share with US-based automotive markets.
· Vehicles that are operated on the battery are not considered the innovative skills of Volkswagen (Lee, Kim and Lee, 2021). 
Opportunities:
· The prices of fuels will be expected to increase even more in the future.
· As the automotive car industries rise, the demand for driverless vehicles is considered a goldmine because it will boost the image of the organization. 
· The price of Volkswagen dropped down as the Euro currency rate decreased.
Threats:
· The competition for automobile vehicles in the market has been raised in number.
· Still, the company must submit a further fine for the damages and also had paid in the past.
· The Government’s regulations are increasing for automotive cars.

	STRENGTHS
Considered as World's Best
Diversified nature
Partnership with another brand
	WEAKNESSES
Bad publicity 
Less US-based markets
Negative consideration

	OPPORTUNITIES
Driverless vehicles
Declination of Euro rate
Achievement policies
	THREATS
Number of Competitors
Undue fines
Government regulations increase


Figure 3: SWOT Analysis of Volkswagen
3. [bookmark: _heading=h.3rioi2jyx7m8]Internal Analysis of Volkswagen 
[bookmark: _heading=h.x32b8v3m4prd]3.1. Segmentation and Positioning of Volkswagen 
Geographical Segmentation
In terms of the target audience, Volkswagen is very diversified including the upper class, upper-middle-class, and middle class. This premium brand has a defined target audience that has similar interests and needs therefore, only targeting the higher class towards their premium cars, for example, Bugatti, Audi, and Lamborghini (Gaultier and Marcello, 2021). 
Demographic Segmentation 
Likewise, the brand has a defined demographic attribute to market their automobiles and car. It usually targets the audience aged between 25-44 years because the people of age or in between have more interest or need toward Volkswagen therefore demographic attributes are a factor. However, the design and the styles of the car may vary from person to person or may be replaced as a new trend is launched (Schlegelmilch, 2022). 
Positioning 
Undoubtedly, Volkswagen puts in impressive effort to launch intelligent innovations and new technologies to become the best brand of automobile around the world and wins the heart of the customer with the quality designs. Hence, the success of the brand depends on customer satisfaction. Higher customer satisfaction leads the brand to long-term success (Fonseca, 2021). 
Volkswagens has starred Alex Morgan in the ad campaign as a celebrity endorsement. She is a notable and well-known US footballer and Volkswagen surprised the audience by revealing her as a brand ambassador. This market strategy attracts the attention of millions of the audience by viewing a girl as a star in the giant new car ad campaign.
[bookmark: _heading=h.lv2klt8qydqf]3.2. The Marketing Mix Strategy of Volkswagen 
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Figure 4: 4P’s Marketing Mix. Source: (Acutt, 2015) 

This section tells you about what branding strategies were used by Volkswagen to contribute to the long-term success of the brands. Undoubtedly, the Volkswagen brand attracts a lot of attractive consumers and it  is continuously struggling to attain the brand  image by focusing on various factors of brand value like; Innovativeness, Valuable, Trustworthy, Reliable,   and Equitable. Besides these, the current brand customer strategies include intuitive usability, smart sustainability, human excitement, and a connected community. Hence,this branding strategies prove to be a safe choice.
Product 
Volkswagen has built a strong brand image by selling the product under different companies, and therefore, partnership with different brands enables the parent company to sell out the car models to fulfill the needs of all kinds of customers. It is also at the top list in terms of the product portfolio as it has the broadest products that offer a portfolio of 70 different models and 122 brands in its product portfolio. In addition, VW automobile company offers all kinds of cars, for example, SUVs, coupes, hatchbacks, convertibles, sedans, and sports (Guo, 2021).
Volkswagen advertised its products under the catchy tagline ‘Aus Liebe Zum Automobil’.It is a german language word that simply means  ‘from love to the car’ which implicates the brand value of Volkswagen. 
Price 
Price is one of the most pressing things that comes to the mind of the audience while buying a product. The price of the car depends on the model, size, and engine power. While the price of the car ranges from affordable to expensive price. The famous Volkswagen company serves its products to every segment at a cost-effective price and thus increases its brand sales (Helmold, 2020). Also, it has a large range of competitors that sell the product pricey. Volkswagen prices its cars through a competitive pricing strategy, and it prices its luxurious collection a little more expensive to keep it premium for the upper class. 
VW has introduced many car brands which are both for the higher segments as well as a lower segment. So, Volkswagen offered that lower segment car to those countries which are not economically stable.
Place 
The famous brand, Volkswagen designed and distribute its car in a prime location. The company markets its assembling units and manufacturing globally including in Mexico, Germany, China, Malaysia, the USA, and Indonesia. However, the company offers 124 manufacturing units to Market its products including 20 in European countries and 11 in other countries in Africa Asia, and America (Bai, 2021). Hence, the company that holds its presence on the international level can definitely attract a more positive brand image which also boosts the brand identity globally. Volkswagen follows a varied price strategy, for instance, Volkswagen prices its cars through a competitive pricing strategy to meet the standard of the upper-class society therefore, it prices the luxurious and innovative vehicles a little more expensive to keep them premium and charmful for the upper class.
Promotion
As Volkswagen has invested in 360 promotions and advertising campaigns, it has promoted each model of its cars individually and even the same as its parent company does. However, the company may use different mediums to market or promote their products like social media. Apart from digital media, they also use traditional means like newspapers and magazines, event organizations, and roadshows to promote their products (John, 2020)
4. [bookmark: _heading=h.x217cyacvrq7]Conclusion 
Undoubtedly, Volkswagen is a well-known and established brand. The company is still trying to manufacture dynamically designed and innovative products according to the new generation’s demands and needs. The structured product strategy helps the company to attract customers geographically and internationally. The premium quality car with innovative technology has helped the company to gain a positive brand image which also boosts the brand’s reputation Internationally. The Volkswagen company due to its accurate marketing strategies also helps it to achieve more success.
5. [bookmark: _heading=h.hqg7uia5g325]Recommendations
Considering the Ansoff metric that the company uses for its growth in the international market, the company can focus on its market penetration, market development, product development, and diversification to improvise as well as strengthen its competitive advantage. For better market penetration, the company can consider increasing its production capacity and marketing investment to grab a new and better population along with enhancing its distribution at competitive pricing. For this, the company can also consider reducing its operational costs without cutting an edge on quality and by acquiring its competitors by opting for different partnership and joint venture opportunities. For market development, focusing and investing in its R&D department will be a fruitful investment that, along with regional as well as international expansion, can ensure a stronger competitive advantage for the company.  For product development, the company can consider modifying its previous products along with launching new products that meet the needs of the new era as well as most of the targeted audience in a specific age category. However, this cannot be possible without considering vertical or horizontal diversification. 
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