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[bookmark: _Toc152455270]Executive Summary
This report critically evaluates Volkswagen's marketing activities with a focus on sustainability and technological innovation, reflecting on the company's response to the Dieselgate scandal and its efforts to rebrand and realign with contemporary consumer values. It examines Volkswagen's marketing strategies within the macro and micro marketing environments, change management strategies, target market identification and marketing effectiveness, media selection, and methods for measuring success and effectiveness.
Volkswagen's strategic alignment in marketing is primarily with sustainability, demonstrating a significant shift from traditional product promotion to developing a comprehensive brand ethos. This reorientation is vital in the wake of the emissions scandal, which significantly impacted the brand's image. The company's investment in marketing strategies that emphasise sustainability is not just about selling cars but also about re-establishing trust and reshaping perceptions in a highly scrutinized industry. Today’s consumers, increasingly conscientious about environmental sustainability, expect brands to align with their values, necessitating Volkswagen to navigate this complex landscape effectively.
The macro-environmental factors, including the global shift towards sustainable mobility and stringent emission regulations, have necessitated a rethinking of automotive marketing strategies. Volkswagen has responded by positioning itself as a leader in sustainable mobility, evident in its increased investment in electric vehicle (EV) development and marketing. Micro factors such as intense competition and changing consumer preferences in the EV market have also shaped Volkswagen's marketing focus, emphasizing technological innovation and environmental friendliness. The company’s marketing strategies are tailored to engage with consumers more informed and connected than ever, requiring agility and a deep understanding of consumer behaviour.
Post-Dieselgate, Volkswagen’s change management strategies focused on rebranding and realigning its marketing objectives towards sustainability. This strategic pivot involved a clear commitment to environmental responsibility and transparency in communication about environmental goals. Internally, significant operational changes were implemented, including investing in sustainable technologies and restructuring corporate governance for enhanced accountability. Despite these efforts, overcoming the depth of reputational damage and consumer scepticism remains a challenge.
Volkswagen’s target markets have become more defined post-scandal, focusing on environmentally conscious consumers and technology enthusiasts (Plute, 2018). Marketing efforts incorporate elements of transparency and accountability to reassure consumers about Volkswagen’s commitment to ethical practices. However, effectively reaching these markets is challenged by the need to rebuild trust and the diverse needs within these segments.
The selection of media channels for marketing is a crucial part of Volkswagen’s strategy, employing social media, email campaigns, and search engine optimization. Each channel serves a distinct purpose, contributing to a comprehensive marketing approach. However, the effectiveness of these channels depends on their ability to convey Volkswagen's commitment to sustainability and innovation.
Measuring the success of marketing campaigns involves various metrics, including sales figures, brand image surveys, and digital engagement rates. While these metrics show positive trends, aligning the brand's image with sustainability goals fully remains a work in progress.
Volkswagen's marketing strategy, while showing significant strides towards sustainability, still faces challenges due to the lingering effects of the Dieselgate scandal. The company needs to adopt more robust, transparent, and authentic marketing practices to fully address its past shortcomings and re-establish itself as an ethical and environmentally responsible brand. The report also recommends enhancing transparency and trust, leveraging technology for personalized marketing, strengthening customer engagement, and engaging in collaborative initiatives to further augment Volkswagen’s commitment to environmental stewardship.
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1. Critical Evaluation of Volkswagen's Marketing Activity
[bookmark: _Toc152455272]1.1 Concept and Importance of Marketing in Volkswagen
Volkswagen's marketing approach exemplifies a strategic alignment with contemporary business imperatives, notably sustainability. This alignment is not serendipitous but a calculated effort to intertwine the brand's identity with evolving global narratives. In the realm of marketing, Volkswagen has transcended the conventional boundaries that confined marketing to mere product promotion. Their investment in marketing transcends traditional advertising and ventures into building a comprehensive brand ethos. This ethos is reflective not just in their promotional activities but also in their product development and consumer engagement strategies.
The importance of marketing for Volkswagen lies in its ability to navigate the complex and evolving landscape of consumer values and expectations. Today's consumer is increasingly conscientious, seeking products and brands that align with their values, especially regarding environmental sustainability. Volkswagen's focus on sustainability is not just a marketing tactic but a fundamental reorientation of their brand narrative (Pimonenko et al., 2019). This reorientation is particularly crucial in the wake of the emissions scandal that significantly dented the brand's image. By investing in marketing strategies that highlight their commitment to sustainability, Volkswagen is not merely selling cars; they are attempting to re-establish trust and reshape perceptions in a highly competitive and scrutinised industry.

[bookmark: _Toc152455273]1.2 Macro and Micro Marketing Environments
The impact of macro-environmental factors on Volkswagen's marketing strategy is profound and multifaceted. The global shift towards sustainable mobility, driven by heightened environmental awareness and stringent emission regulations, has necessitated a rethinking of automotive marketing strategies. Volkswagen, in response, has positioned itself at the forefront of this shift. The company's marketing strategies underscore its commitment to leading the charge in sustainable mobility, evident in its increased investment in electric vehicle (EV) development and associated marketing campaigns. This strategic orientation is not just a response to regulatory demands but also a proactive approach to align with the emerging environmental ethos.
On the micro level, Volkswagen's marketing strategies are shaped by intense competition and changing consumer preferences in the EV market. The automotive industry is witnessing a paradigm shift, with traditional players and new entrants vying for dominance in the EV market. Volkswagen's marketing efforts in this arena are focused on distinguishing their offerings through technological innovation and environmental friendliness. Volkswagen's promotional efforts frequently emphasize elements like cutting-edge battery technology, heightened energy efficiency, and smaller carbon footprints. These aspects directly cater to the interests and worries of consumers who are mindful of the environment.
Additionally, the company's marketing approaches are shaped by the necessity to adapt to and address the quickly evolving preferences of consumers. Modern consumers, equipped with an abundance of information and viewpoints, are more knowledgeable and interconnected than in the past (Flanagin and Metzger, 2008). Consequently, Volkswagen's marketing techniques need to be nimble and adaptive, proficient in engaging customers across a variety of channels and formats.. This necessitates a deep understanding of consumer behaviour, preferences, and expectations, which Volkswagen attempts to address through targeted marketing campaigns and consumer engagement initiatives.

[bookmark: _Toc152455274]1.3 Change Management Strategies
Volkswagen's response to the Dieselgate scandal is a pivotal example of change management in a crisis scenario. The scandal, which highlighted discrepancies in emission data, significantly tarnished the company's reputation. In response, Volkswagen embarked on a comprehensive change management strategy, focusing on rebranding and realigning its marketing objectives towards sustainability. This strategic pivot was not just a superficial makeover but an extensive overhaul of Volkswagen's brand ethos and operational principles.
The core of this change management strategy involved a clear and unambiguous commitment to environmental responsibility. Volkswagen's marketing campaigns began to reflect this commitment, transitioning from traditional automotive marketing to a more conscientious and responsible messaging framework. The emphasis shifted towards transparent communication about their environmental goals and progress, an effort to regain public trust and redefine the company's identity in the wake of the scandal.
However, the effectiveness of these change management strategies extends beyond mere marketing adjustments. Internally, Volkswagen implemented significant operational changes, including investing in research and development for sustainable technologies, restructuring their corporate governance to enhance accountability, and introducing rigorous compliance measures (Salvioni and Astori, 2013). This internal transformation was crucial in reinforcing the authenticity of their external marketing communications.
Despite these efforts, the journey towards regaining trust and re-establishing a strong market presence has been challenging. The depth of the reputational damage meant that consumer scepticism remained a significant barrier. Volkswagen's marketing campaigns, though focused on sustainability, had to work hard to overcome the shadow of Dieselgate. This scenario underscores the complexities inherent in change management, particularly when trust and credibility are at stake.

[bookmark: _Toc152455275]1.4 Target Markets and Marketing Effectiveness
Identifying and effectively reaching target markets is central to Volkswagen's marketing strategy. Post-Dieselgate, the company's target markets have become more defined, focusing primarily on environmentally conscious consumers and technology enthusiasts. This strategic focus is evident in Volkswagen's promotion of eco-friendly electric vehicles and advanced automotive technologies, designed to appeal to a demographic that values sustainability and innovation (Abdelmonem et al., 2023).
Volkswagen’s marketing materials for these segments are crafted to highlight the environmental benefits of their electric vehicles, such as lower emissions and reduced carbon footprints, as well as technological advancements like autonomous driving features, enhanced battery performance, and digital connectivity. This targeted approach aligns well with the increasing global consciousness about environmental issues and the growing interest in technologically advanced vehicles.
However, the effectiveness of targeting these specific markets faces the significant hurdle of overcoming past reputational damage. The lingering effects of the Dieselgate scandal mean that Volkswagen’s marketing efforts must not only appeal to these target demographics but also actively work to rebuild trust. The company’s marketing strategies, therefore, incorporate elements of transparency and accountability, aiming to reassure consumers about Volkswagen’s commitment to ethical practices and environmental responsibility.
Moreover, Volkswagen’s market segmentation strategy involves a nuanced understanding of the diverse needs and preferences within these target groups. The environmentally conscious consumer segment, for example, is not homogeneous but consists of various sub-groups with different priorities and concerns (Yıldırım and Candan, 2015). Some may prioritise emission levels, while others might be more interested in energy efficiency or the use of sustainable materials. Similarly, technology enthusiasts vary in their interests, from those fascinated by cutting-edge innovations to those who value practical and user-friendly technological integrations. Volkswagen’s marketing materials and campaigns, therefore, need to be sufficiently diversified to resonate with these varied interests within their target markets.

[bookmark: _Toc152455276]1.5 Selection of Media
The choice of media outlets for Volkswagen's marketing plays a pivotal role in their strategy, especially in light of their image reconstruction following the Dieselgate incident. The organisation's engagement with a range of media outlets, including social media, email marketing and search engine optimisation (SEO), demonstrates their grasp of the varied and evolving nature of today's media environment (Bhandari and Bansal, 2019). Each medium serves a unique role and targets distinct segments of Volkswagen’s intended market, contributing to a thorough and layered approach to marketing.
For example, social media channels are leveraged by Volkswagen to connect with a younger and more tech-savvy demographic (Wang et al., 2019). These platforms facilitate dynamic and immediate interactions, allowing Volkswagen to disseminate updates, respond to customer inquiries, and foster a community centred around its brand. Social media also offers the advantage of viral marketing, where engaging content can be shared widely, extending the reach of Volkswagen’s marketing messages (Quesenberry, 2020). Nonetheless, the success of marketing through social media hinges on the content's quality and pertinence, along with the capacity to genuinely interact with the audience. Conversely, email campaigns offer a method of communication with customers that is both more direct and personal. Volkswagen uses email marketing to send targeted messages to different customer segments, offering updates on new models, sustainability initiatives, and exclusive offers. This method of marketing is particularly effective for maintaining ongoing relationships with existing customers and keeping them informed about the brand’s developments.
Search engine optimisation is another critical aspect of Volkswagen's media strategy. SEO enhances the visibility of Volkswagen's online content, making it easier for potential customers to find information about their vehicles and sustainability initiatives (Okonkwo et al., 2023). By optimising their website and online content for search engines, Volkswagen ensures that their brand appears prominently in search results, improving the chances of attracting interested consumers.
The effectiveness of these media channels is contingent on their ability to reach the intended audience and convey Volkswagen's commitment to sustainability and innovation. The choice of media and the messaging need to be strategically aligned with the overall marketing objectives and the brand’s values. Moreover, in an increasingly digital world, the integration of these channels to provide a seamless and consistent brand experience is crucial.

[bookmark: _Toc152455277]1.6 Measuring Success and Marketing Strategy Effectiveness
Measuring the success of Volkswagen's marketing campaigns is critical to understanding their effectiveness and guiding future marketing decisions. Volkswagen employs various metrics to assess the impact of their marketing efforts, including sales figures, brand image surveys and digital engagement rates.
Sales numbers serve as an immediate reflection of how the market is reacting to Volkswagen's offerings and marketing tactics. A surge in sales, especially of their eco-friendly and innovative vehicles, signals the potency of their marketing initiatives in persuading consumers to buy their products. Volkswagen also utilises brand image surveys to gauge the effectiveness of their marketing campaigns (Kostelijk and Alsem, 2020). These surveys evaluate how the public perceives the Volkswagen brand, focusing on aspects like sustainability and innovation. Insights from these surveys reveal the extent to which Volkswagen's marketing efforts have successfully redefined the brand's image after Dieselgate and brought it in line with their sustainability objectives (Leleux and Van der Kaaij, 2018).
Metrics related to digital engagement, encompassing website visits, interactions on social media, and the rates at which emails are opened, act as indicators of the effectiveness and appeal of Volkswagen's online marketing (Trunfio and Rossi, 2021). Elevated levels of engagement suggest that the content is striking a chord with the audience and effectively drawing attention to the brand and its products.
Although these indicators point towards positive developments, there remains scope for enhancing the alignment of the brand's image with its sustainability objectives. It is crucial for Volkswagen to keep honing their marketing strategies, ensuring they effectively transmit their dedication to sustainability and respond to the needs of their audience. Additionally, as market dynamics and consumer preferences evolve, Volkswagen must remain agile in adapting their marketing strategies to maintain relevance and effectiveness.

[bookmark: _Toc152455278]2. Conclusion - Shortcomings of Volkswagen's Marketing Strategy
Despite Volkswagen's significant efforts in rebranding and realigning its corporate identity with sustainability goals, the company's marketing strategy faces ongoing challenges primarily due to the lingering effects of the Dieselgate scandal (Zhang et al., 2021). This historical event has left a deep and enduring impact on consumer perception, casting a shadow over the brand's subsequent marketing endeavours. The scandal, which exposed the company's use of software in diesel cars to manipulate emission test results, significantly eroded public trust and damaged Volkswagen's reputation.
The crux of the issue lies in the gap between Volkswagen's marketed image of sustainability and innovation and the public's memory of the company's past misconduct. While Volkswagen has made commendable progress in promoting eco-friendly vehicles and adopting more sustainable business practices, the disconnect between past actions and current marketing messages creates a credibility gap. In today’s market, where consumers are increasingly informed and sceptical, the challenge for a company like Volkswagen, with its history of environmental infractions, is substantial in convincing the public of its commitment to sustainability (Bhandari and Bansal, 2019). This scepticism is not unfounded but rooted in past events where the trust between the company and its consumers was significantly breached. To navigate this landscape of doubt and rebuild trust, Volkswagen must adopt a marketing strategy that transcends traditional methods and focuses on demonstrating genuine accountability and an ongoing commitment to ethical practices and environmental stewardship.
The deep-seated mistrust that Volkswagen faces cannot be mitigated merely by promoting electric vehicles and green technology (Banister, 2000). While these are positive steps towards sustainability, they are insufficient in isolation to restore consumer trust. The company must actively demonstrate its accountability for past actions. This necessitates not just the recognition of previous errors but also the provision of distinct, tangible proof of measures being undertaken for correction. As an example, Volkswagen could regularly report on the enforcement of new ethical standards, the advancements in internal audits, and the results of efforts designed to avert future violations of ethical conduct.
Furthermore, there is an urgent need for Volkswagen to engage in transparent and authentic communication with its audience. The current marketing efforts, while indicative of a shift towards sustainability, often lack the depth and authenticity necessary to fully engage and persuade a sceptical audience (Kemper and Ballantine, 2019). This deficiency highlights the underutilisation of transparent and authentic communication in Volkswagen's marketing strategy. To address this, Volkswagen's marketing should incorporate in-depth, transparent discussions about the company's journey towards rectifying past mistakes and ensuring future compliance with environmental standards. This could include detailed explanations of changes in operational processes, investments in sustainable technologies, and the impact of these changes on environmental outcomes.
Open communication about the challenges faced in transforming operations and meeting environmental goals is also crucial. By openly discussing the hurdles and setbacks encountered in its journey towards sustainability, Volkswagen can humanise its brand, making it more relatable and trustworthy. This approach would mark a significant departure from traditional corporate communication, which often focuses on achievements and positive outcomes, neglecting to mention the challenges and learning processes involved.
Additionally, Volkswagen should consider utilising various communication channels to reach different segments of its audience. This could include traditional media, social media platforms, interactive webinars and community forums (Hassan, 2019). By diversifying its communication channels, Volkswagen can ensure its message reaches a wider audience and resonates more effectively with different demographic groups.
Furthermore, Volkswagen's marketing strategy could benefit from more active engagement with its stakeholders, including customers, environmental groups, and regulatory bodies. Building collaborative relationships with these groups can help Volkswagen better understand and address the concerns of those still wary of the brand. Engaging with external critics and incorporating their feedback into business and marketing strategies can demonstrate Volkswagen's willingness to listen and change, further helping to rebuild trust (Stieglitz et al., 2019).
Therefore, despite Volkswagen's considerable progress in aligning its brand with objectives of sustainability, the company's marketing approach still faces obstacles stemming from the lingering impact of the Dieselgate scandal (Sapozhnikov, 2018). To surmount these issues thoroughly, Volkswagen must embrace more robust, transparent, and genuine marketing methods. These should extend beyond simply promoting eco-friendly products to directly confronting past failings and showcasing a sincere, enduring dedication to ethical and environmentally sound business practices.

[bookmark: _Toc152455279]3. Recommendations for Improvement
[bookmark: _Toc152455280]3.1 Enhancing Transparency and Trust
A fundamental step for Volkswagen in regaining consumer trust is to intensify its commitment to transparency and ethical marketing. This approach requires a shift from traditional marketing strategies to a more open and honest communication style (Williams and Page, 2011). Volkswagen must provide more than just surface-level information on its sustainable practices and progress towards environmental goals. Consumers today demand comprehensive, clear and verifiable information that reflects a company's commitment to its stated values.
One practical approach for Volkswagen to enhance transparency is through detailed and regular reporting on its sustainability initiatives (Esty, 2017). This might encompass the release of reports detailing reductions in emissions, enhancements in energy efficiency, and advancements in the development of eco-friendly technologies. These documents should be readily available to the general public and composed in a way that those without expert knowledge can easily comprehend. Additionally, Volkswagen might explore the option of having external parties verify its sustainability reports, thus lending an additional degree of trustworthiness.
Volkswagen's marketing should also focus on the ethical aspects of its business operations. This includes openly acknowledging past mistakes and detailing the steps taken to prevent future ethical breaches. Ethical marketing is more than simply adhering to legal and regulatory standards; it represents a true commitment to acting ethically, beyond mere obligations. Adopting this strategy could play a pivotal role in restoring the trust that diminished in the wake of the Dieselgate scandal (Tidwell, 2017).

[bookmark: _Toc152455281]3.2 Leveraging Technology for Personalised Marketing
To enhance its connection with customers and to align with evolving expectations in sustainability and technology, Volkswagen should leverage technology, particularly advanced data analytics, for personalised marketing. In the digital age, customers expect marketing to be tailored to their individual preferences and needs (Dearing, 2000). Utilising data analytics allows Volkswagen to gain deeper insights into customer behaviour, preferences, and expectations.
Volkswagen could use data analytics to segment its customer base more effectively, identifying distinct groups based on their interest in sustainability, technology or specific vehicle features. This segmentation enables the creation of targeted marketing campaigns that resonate with each group. For instance, one segment might be particularly interested in the environmental impact of their vehicle, while another might prioritise technological innovation and performance.
Personalised marketing also involves customising communication channels and messages to fit the preferences of different customer segments (Rowley, 2004). For instance, certain customers might have a more positive reaction to email marketing, while others engage more actively with content on social media channels. Likewise, the communication should be tailored to address the unique interests of each specific customer segment.
In terms of deploying advanced data analytics, a meticulous approach to data privacy and security is crucial. Volkswagen bears the responsibility to collect, store and use customer data in a manner that complies with all relevant data protection laws (Wieringa et al., 2021). Moreover, it is critical to maintain transparency with customers about how their data is being used and to provide them with the autonomy to manage their own personal information.

[bookmark: _Toc152455282]3.3 Strengthening Customer Engagement
In terms of contemporary marketing, particularly for a brand like Volkswagen that is striving to redefine its image post-Dieselgate, strengthening customer engagement is crucial. This can be achieved through developing interactive and educational marketing campaigns with a focus on sustainability. Such initiatives go beyond being mere tools for promotion, acting instead as avenues for Volkswagen to connect more profoundly with its customers, nurturing a community spirit and collective dedication to sustainability (Last, 2021).
The formats of these interactive marketing campaigns vary, encompassing online quizzes, virtual reality sessions, or engaging webinars (LaBorie and Stone, 2022). In these settings, consumers gain knowledge about Volkswagen's commitment to sustainability and how their choices of vehicles affect the environment. These methods prove to be more impactful than standard advertising because they actively involve consumers in a learning journey, thereby enhancing the memorability and effectiveness of the experience. Educational campaigns play a significant role in shaping consumer perceptions and behaviours (Yuan et al., 2019). By educating consumers about the environmental impact of their choices, Volkswagen can not only promote its sustainable products but also advocate for broader environmental responsibility. These campaigns could include information on the benefits of electric vehicles, the importance of reducing carbon footprints and how Volkswagen’s products contribute to these goals. By disseminating crucial and accurate information, Volkswagen can establish itself as a frontrunner in imparting knowledge about sustainability in the automotive industry. Moreover, it is imperative that these campaigns are developed to be inclusive, ensuring they are approachable and accessible to a diverse range of the audience. In addition, these initiatives should be structured to be approachable and reachable to a broad audience.
Furthermore, these campaigns should be designed to be inclusive and accessible to a wide audience. This could involve using simple language, visual aids and ensuring accessibility on various devices and platforms. By making sustainability education accessible and engaging, Volkswagen can effectively communicate its commitment to environmental stewardship and enhance its brand image (Ottman, 2017).

[bookmark: _Toc152455283]3.4 Collaborative Initiatives
Collaborative initiatives with other companies and organisations that champion sustainability can significantly augment Volkswagen’s efforts in promoting environmental stewardship. Collaborative efforts come in various forms, such as joint ventures, alliances with environmental groups, or involvement in consortia focused on sustainability. These collaborations offer Volkswagen new avenues to demonstrate its dedication to environmental care and to gain from the expertise and standing of its collaborators.
Collaborative endeavours might include jointly creating new eco-friendly technologies, engaging in broad sustainability efforts within the industry, or backing projects aimed at conserving the environment (Heslin and Ochoa, 2008). For instance, Volkswagen might collaborate with firms specializing in renewable energy to facilitate the creation of eco-conscious charging infrastructures for electric vehicles. Initiatives like these represent a comprehensive commitment to sustainability, going beyond just producing environmentally friendly vehicles to include the wider ecosystem where these vehicles function. Furthermore, collaborations with non-profit organisations and environmental groups can lend credibility to Volkswagen’s sustainability efforts (Kırcova and Gürce, 2019). These groups often have significant expertise and a trusted voice in environmental matters. Through collaborative efforts, Volkswagen has the opportunity to acquire deeper understanding of critical environmental challenges and discover efficient methods to tackle them. Furthermore, these joint ventures assist Volkswagen in connecting with new demographics and establishing bonds with customers who hold a strong interest in environmental matters.
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