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[bookmark: _gjdgxs]1. Introduction 
Volkswagen of India is a subsidiary of the German automotive company Volkswagen AG. Established in 2007, Volkswagen of India is headquartered in Pune, Maharashtra and is the largest car manufacturer in India in terms of sales. It currently has four manufacturing plants located in Aurangabad, Pune, Chakan, and Aurangabad. Volkswagen of India offers a wide range of car models, from hatchbacks and sedans to SUVs and MPVs. It also offers a range of after-sales services such as finance, insurance, service, and parts. Volkswagen of India is a wholly owned subsidiary of Volkswagen AG, the German manufacturer of the Volkswagen passenger cars. The company was established in 2007 and has operations in India, Sri Lanka and Nepal (Liu and Racherla Editors, 2019). Volkswagen India is one of the leading brands in the Indian car market, with a range of cars that include hatchbacks, sedans, SUVs and MPVs. Its products are sold through a network of dealerships across the country. The company has a strong presence in the market with a wide range of products and services. Volkswagen India has a strong focus on customer service and offers a range of services designed to make ownership of a Volkswagen car a pleasant experience. The company’s dealerships are equipped with highly trained technicians and service personnel to provide the best service to its customers. Volkswagen India has also set up a roadside assistance program to help owners of Volkswagen vehicles in case of a breakdown (Liu and Racherla Editors, 2019).
It offers a range of cars, SUVs and MPVs in India. The brand has a total of seven models in the Indian market, including the Polo, Vento, Ameo, Tiguan Allspace, T-ROC, Passat and the all-new Tiguan. The T-ROC is a compact SUV and is powered by an 11.4-liter petrol engine. The Passat is a premium sedan offering and is powered by a 22.0-liter diesel engine. The all-new Tiguan is Volkswagen's flagship SUV and is powered by a 22.0-liter diesel engine. All the models are available with a range of features and safety systems (Lee et al., 2021). 
Volkswagen Group UK is part of the Volkswagen Group, one of the world's leading automobile manufacturers and the largest car maker in Europe. The organization is responsible for the sales, marketing, after sales, and customer service of the Volkswagen Group's passenger and commercial vehicles in the United Kingdom. Volkswagen Group UK comprises Volkswagen Passenger Cars, Volkswagen Commercial Vehicles, ŠKODA, SEAT, Audi, Bentley, Lamborghini, Bugatti, Porsche, Ducati, and Volkswagen Financial Services (Jung and Sharon, 2019). The organization is headquartered in Milton Keynes, Buckinghamshire. Volkswagen is one of the most popular car manufacturers in the UK and is known for its reliability, affordability, and performance. Volkswagen's range of cars includes hatchbacks, saloons, SUVs, and electric vehicles. In the UK, the Volkswagen range has a wide range of models to choose from, including the Polo, Golf, Tiguan, Passat, and Touareg. Volkswagen is also known for its innovative technology, such as the BlueMotion system, which delivers improved fuel efficiency and lower emissions. Additionally, Volkswagen's range of cars is also renowned for their safety features, such as the Intelligent Crash Response System (ICRS). All Volkswagen cars are designed to provide a comfortable, enjoyable driving experience, and come with a range of features and options to suit different needs (Jung and Sharon, 2019). 
[bookmark: _30j0zll]2. Analysis and Discussion 
[bookmark: _1fob9te]2.1 Volkswagen of India and UK 
High involvement of Volkswagen products in both countries 
Volkswagen products are very popular in the UK. The Volkswagen Group is one of the leading car manufacturers in the UK, with a market share of around 12% (Wendt and Farhadi, 2022). The Volkswagen Group includes Volkswagen, Audi, SEAT, Skoda, Bentley, Lamborghini, Porsche, and Ducati. Volkswagen sells a variety of passenger cars, commercial vehicles, and light trucks in the UK. The company has several plants in the UK, including Volkswagen Group UK in Milton Keynes and Volkswagen Group UK in Coventry. The Volkswagen Group has a strong presence in the Indian market, with a market share of around 7%. The company sells a range of passenger cars, commercial vehicles, and light trucks in India. Volkswagen has several plants in India, including Volkswagen India in Pune, Volkswagen India in Chennai, and Volkswagen India in Aurangabad. The company also has several sales and service centers in the country (Wendt and Farhadi, 2022).
High-involvement of customers in Volkswagen products in the UK and India are those customers who have a high level of commitment to the Volkswagen brand and its products. They are typically more knowledgeable about the product range and are more likely to research any product purchases prior to making a decision. They also tend to be more dedicated to the brand, with a higher degree of loyalty, and they are willing to spend more money on Volkswagen products. The high involvement of customers is likely to be the most satisfied with their Volkswagen experience, and they are among the most loyal customers (Wendt and Farhadi, 2022). They are likely to spread positive word-of-mouth about the brand, and they are the most important customers for Volkswagen to retain and nurture. In the UK, Volkswagen has a long history of customer involvement in the brand and its products. This involvement is seen in the company’s investment in customer research, feedback, and the development of new products. Consumers are drawn to the brand’s commitment to quality, innovation, and customer service. This has led to a high level of customer loyalty, and customers have a strong emotional connection to the brand (Wendt and Farhadi, 2022).
In India, Volkswagen is known for its modern and innovative products and for its focus on customer satisfaction. The company has invested heavily in customer research, feedback, and product development, and it has built strong relationships with its customers. This high level of customer involvement has helped Volkswagen become one of the most successful brands in India. In the UK, Volkswagen has seen a steady increase in sales over the past few years. In 2019, sales of new Volkswagen cars in the UK rose by 6.4% compared to the previous year (Bhagirath, Mittal and Kumar, 2022). This was a result of the introduction of new models such as the Tiguan Allspace and the T-Roc. Additionally, the company has seen an increase in aftersales revenue due to increased servicing and repairs. The company has also seen strong growth in its overall revenue, with a 5.4% increase in 2019. In 2019, sales of new Volkswagen cars in India rose by 14.2% compared to the previous year. This was largely due to the launch of the Volkswagen T-Roc and the introduction of the VW Polo and Vento models. Volkswagen of India offers a great selection of cars at a reasonable price. The quality of the cars is excellent and the service is top-notch. I have been a customer for a few years now and have never had any issues. Customers in the market have generally praised Volkswagen of India for its wide range of vehicles, competitive pricing, reliable after-sales service, and quality of vehicles. People have also noted that the company offers a wide range of financing options and deals, making it easier for customers to purchase their desired vehicles. Many customers have also mentioned that the company's customer service is top-notch, with quick response times and helpful staff. Many customers also praise Volkswagen for its commitment to safety and environmental responsibility (Bhagirath, Mittal and Kumar, 2022).
Volkswagen of the UK strives to provide excellent customer service and ensure that customers are satisfied with the products and services the company offers. The company offers a range of services including a customer care package, an extended warranty package, and 24-hour roadside assistance. Customers can also take advantage of exclusive offers and discounts, and can even become a member of the Volkswagen Club of Great Britain (Aichner et al., 2020). Volkswagen of the UK is committed to providing a quality customer experience and meeting the needs of its customers. Volkswagen of the UK has customer loyalty programs in place to reward customers for their loyalty. These programs involve exclusive discounts, access to exclusive events and rewards, and other perks. Volkswagen also offers special financing and lease deals for customers who are interested in purchasing a Volkswagen vehicle. Additionally, Volkswagen offers a free roadside assistance package for customers. This package includes emergency towing, fuel delivery, and other services. Volkswagen also offers a variety of special services and benefits to customers, including complimentary car washes, oil changes, and tire rotations (Aichner et al., 2020). 
The UK market is more mature than the Indian market, with more established brands and a larger selection of vehicles. Prices are also higher in the UK due to the higher costs of labor and materials. The Indian market is more price sensitive, with customers looking for value for money. The Indian market is also more focused on fuel efficiency, whereas the UK market is more focused on performance and luxury. The primary difference between the market of Volkswagen India and the UK is that India is a much smaller market for Volkswagen compared to the UK. 
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STP Analysis of Volkswagen of India
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Figure 1. STP Analysis of Volkswagen
Source: (Müller et al., 2021)
1. Segmentation
Volkswagen India segments the market by targeting specific customer segments. These segments include young professionals, high-income earners, and those looking for a luxury vehicle. Segmentation is the process of dividing a large group of customers or potential customers into smaller, more targeted groups. For example, the company has segmented its market by geographic location, age, lifestyle, and income level. The company has also segmented its product offerings to meet the needs of different customer segments. For example, they have cars that are specifically designed for urban areas, as well as cars that are designed for rural areas. The company also offers cars with different features and price points depending on the customer segment. By segmenting its market, Volkswagen India is able to better target its products to specific customer needs and create more personalized experiences for its customers (Müller et al., 2021).
2. Targeting 
Volkswagen India targets these customer segments by creating customized campaigns that appeal to their specific needs and interests. The company also creates campaigns that emphasize the quality and performance of its vehicles. Volkswagen India targets middle-class families and upwardly mobile, young professionals. The company wants to appeal to its target market by offering cars that are affordable, stylish, fuel-efficient and technologically advanced. The company also focuses on providing excellent customer service and creating a positive customer experience. Volkswagen India has also launched various campaigns and initiatives to strengthen its brand presence in the Indian market. These initiatives include a digital campaign featuring celebrity influencers, a corporate social responsibility program, and an employee engagement program. Additionally, Volkswagen India has introduced a range of finance and insurance options to make purchasing a Volkswagen car easier (Müller et al., 2021).
3. Positioning
Volkswagen in India positions its vehicles as reliable, luxurious, and stylish. The company also emphasizes the safety features of its vehicles and its commitment to environmental sustainability. The company strives to create a sense of trust and loyalty with its customers by delivering a quality product and providing excellent customer service. Volkswagen India is positioning itself as a brand that is reliable, innovative, and accessible. The company is focusing on building a strong connection with its customers by offering them products that are reliable, efficient, and affordable. Volkswagen is striving to create an emotional connection with its customers and build strong brand loyalty. In addition, they are targeting a broad customer base, from young drivers to luxury car buyers. Furthermore, Volkswagen is emphasizing its commitment to quality, safety, and sustainability in order to stand out from its competitors. The company is also heavily investing in technological advancements and innovation to keep up with the changing market dynamics (Müller et al., 2021). 
STP Analysis of Volkswagen in the UK
1. Segmentation
Volkswagen of the UK uses a variety of demographic, geographic, and psychographic segmentation methods to target its customers. Demographically, they target buyers of all ages, incomes, and lifestyles. Geographically, they target buyers in the UK, with a focus on urban and suburban areas. Psychographically, they target individuals who appreciate the brand’s reputation for quality, safety, and reliability (Hassan, 2019). 
2. Targeting
Volkswagen of the UK targets buyers who appreciate the brand’s reputation for quality, safety, and reliability. They also seek to target individuals who are looking for a car that is stylish, yet practical and affordable (Hassan, 2019). 
3. Positioning
Volkswagen of the UK positions itself as a reliable, high-quality car brand that offers a wide range of stylish, practical, and affordable vehicles. They emphasize their commitment to safety and the fact that their cars are built to last. They also emphasize their strong customer service, and their willingness to go the extra mile to make sure their customers are satisfied (Hassan, 2019). 
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Strength 
Being one of the earliest firms in the world, VW has a lot of benefits and strengths. First of all, it has an effective research and development division. This division greatly aids in the development of new technology for India's automobile industry. In the UK, company has a strong financial performance. Volkswagen is positioned at the below global position as of May 2020, according to Forbes, and the UK significantly contributes to this (Müller et al., 2021).
#8 in sales earnings 
#37th in profitability
#70th in context of assets
#133 in context of market value
Weakness 
Volkswagen still has a few flaws, despite the fact that it dominates the auto industry. Volkswagen has a weak position in India, where it only occupies 3% of the market, based on the SWOT Analysis performed by Got About Business Analysis (Müller et al., 2021). In the UK, Volkswagen is not proactive enough in its brand marketing or promotion. Most of the time, a company's weakness will be to work with an established competitor.
Opportunity 
In India, there are numerous prospects for business expansion. There is room for VW to expand its business operations in India because it is a sizable market. Additionally, India has a cheap labour force. VW may therefore employ low-cost workers in its production processes. In the UK, there is a high potential for eco-friendly cars additionally, there is a growing market for the brand in the UK for eco-conscious consumers (Müller et al., 2021).
Threats 
There are some serious threats to VW, if that is what you're talking about. The Indian government may enact carbon emission regulations. Volkswagen vehicles rely heavily on gasoline. As a result, while you are driving the car, carbon dioxide is released. So, it might pose a threat. Volkswagen is facing legal action related to emissions in a number of UK courts. Impending court decisions put Volkswagen's revenues in jeopardy because each loss costs millions (Dlamini and Artemenko, 2020).
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Political factors that impact Volkswagen in India & UK
Due to the fact that enforcement agencies typically report to city councils in their own states about various laws, local governments have a significant influence on the process of creating policies and enforcing them (Dlamini and Artemenko, 2020). With its numerous foreign partners, the nation has a solid track record of upholding international agreements. Both the rule of laws and rules are consistent since each party's government has abided by the agreements made by earlier administrations. By the end of 2040, the UK's government wants all gasoline and diesel vehicles off the roads. Volkswagen has previously introduced electric vehicles, and it keeps putting more cars on the road (Dlamini and Artemenko, 2020).
Economic factors that impact 
Over the past 15 years, the country's average household income has steadily increased, which has an impact on Volkswagen in India. Compared to the proportion of the manufacturing, products, and agriculture sectors—all of which have an impact on Volkswagen—the share of activities in the economy is steadily rising (Dutta et al., 2020). Numerous firms have been randomly impacted by the Brexit agreement. Volkswagen is one of the automakers dealing with financial difficulties.
Social Factors that Impact- Volkswagen
Volkswagen's operations in India and UK are impacted by the nation's immigration regulations, the volume of immigration, and the industries where immigration is supported. An important consideration for predicting demand in an economy is the demographic trend. For instance, the demand for goods primarily aimed at this market sector will increase as the demographic of the USA and EU ages (Dutta et al., 2020).
Technological factors 
The legal position of different property rights or intellectual property rights safeguards, which are prevalent in the US, should be examined by the VW Jetta. The digitalization of numerous procedures can be used by the VW Jetta to combat corruption in the regional economy. Through ongoing research and development, Volkswagen has introduced electric vehicles in the UK. It demonstrates the dedication of an automaker to innovation and technology (Hassan, 2019).
Environmental factors that effects Volkswagen
What is the waste management policy in the potential market and how can the VW Jetta comply with the waste management regulations in that market are two questions that have an impact on the firm in India and UK (Hassan, 2019).
Legal factors which impact Volkswagen
Laws governing company operations, security, and labor could have an impact on Volkswagen in India and the UK. Volkswagen must evaluate the country's data regulations and what it must do to meet with them in order to comply also with the company's data protection standards. For instance, the majority of EU nations currently demand that only EU nations store the data of EU citizens (Chamberlain and Al Majeed, 2021).
[bookmark: _3dy6vkm]2.5 Porters 5 force model of Volkswagen in India & UK
1. Bargaining power of suppliers of Vw Vw's - Suppliers will demand a higher price from VW VWs if they have significant bargaining power.
2. Threat of new entrants - Current participants would be willing to forgo greater revenues if there is a significant danger from new entrants.
3. Rivalry among existing players – For established firms like VW VWs, it becomes challenging to generate sustained profitability when there is fierce competition (Chamberlain and Al Majeed, 2021).
4. Bargaining power of buyers of Vw Vw's – Customers who can negotiate well tend to lower prices, which limits the ability of Volkswagen to make a sustainable profit.
5. Threat of substitute products and services - If there is a high danger of substitutes entering the market, Volkswagen must either regularly invest in R&D or risk losing market share to competitors (Chamberlain and Al Majeed, 2021).
Porters 5 force model of Volkswagen in UK
1. Volkswagen Competitive Rivalry: Ford, General Motors, Toyota, or Honda are a few of Volkswagen's fiercest rivals in the UK's automotive market.
2. Volkswagen Bargaining Power of Suppliers: Key components like engines and chassis are supplied by a select few suppliers for the company. Volkswagen depends on the suppliers for these crucial components, which provides them some negotiating strength (Chamberlain and Al Majeed, 2021).
3. Volkswagen Threat of New Entrants: Not surprisingly, In the UK, the automobile industry has large barriers preventing new firms from entering. Aside from insurmountable start-up costs, automakers must set-up dealer networks and establish trust in the brand. 
4. Threat of substitute products and services - Volkswagen must consistently invest in R&D if there is a high chance of replacements entering the market, or else it runs the risk of losing share of the market to rivals (Odugu et al., 2022).
5.  Bargaining power of buyers of Vw Vw's – Customers in the UK who are skilled at haggling often agree to reduce prices, which makes it harder for Volkswagen to sustainably increase profits.
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Power Distance at Volkswagen : A Strategic Alliance in India & UK
The cultural dimensions of Volkswagen, A Strategic Alliance in India will be examined through this model in order to comprehend the norms and values of Volkswagen, A Strategic Alliance in India, whose headquarters are in the United States. The United States has a low power distance rating (Exhibit 1), which indicates that it prioritizes equal rights in both society and government (Odugu et al., 2022).
Individualism versus Collectivism
Individualism is the preference for a society in which people are more disposed to taking care of oneself and his immediate families than the general public. On the opposite hand, collectivism depicts a society in which people see themselves as being a part of larger organisations. These organisations can look after them, they can trust them. Individualist ideologies tend to encourage people to focus primarily on themselves and their immediate family (Odugu et al., 2022). 
On the individuality scale (Exhibit 1), the USA receives a score of 91 out of 100, which is the highest. This indicates a loosely linked community with little expectations from ingroups. People typically take care of themselves and don't rely on his extended family or the government for support.
Masculinity versus Femininity
Male ideals are often favoured in societies, and these societies are typically more aggressive and competitive in their pursuit of success. A feminine society, in contrast hand, places a higher importance on quality of life. Modesty, compassion, and humility are all more highly regarded and common in this society. Men are likewise required to be ambitious, self-assured, competitive, and diligent in cultures that value masculinity. Women are obligated to provide and look after their families in these societies in order to raise the standard of living for everyone (through care) (Odugu et al., 2022).
Uncertainty Avoidance
The degree to which individuals feel uneasy and make efforts to stay away from uncertain situations by adhering to rigid standards of thought and behaviour is known as uncertainty avoidance. The model predicts that nations with higher rankings on this metric are much more likely to defy organizational norms (Bai, 2019).
Advantages & disadvantages of Hofstede Cultural Model of Volkswagen
Advantage 
1. Volkswagen was able to grow their business internationally without encountering any cultural obstacles thanks to Hofstede's model.
2. It also helps Volkswagen to understand the culture (Bai, 2019).
Disadvantage 
1. Despite his achievements, Hofstede received a lot of flak from all corners. Some point the finger at the model's applicability. According to researchers, this is untrue.
2. Others claim that the four dimensions does not provide enough information, while some claim that it is out of date.
[bookmark: _4d34og8]2.7 Market entry method of Volkswagen in the UK & India 
Exporting
Exporting is the act of selling goods and/or services directly into another nation. It may be the most well-known and least risky way to join a foreign market. Regarding dangers, it can be a fantastic choice for Volkswagen (Bai, 2019).
Joint venture 
As a joint venture involves two companies creating a jointly-owned business, this can be a fantastic alternative for Volkswagen in India and the UK. A neighborhood company will be one of the proprietors. The two businesses would then assign a management team to the new company and divide ownership of a joint venture.
Advantages/disadvantages of Exporting market entry method 
1. Your markets could be greatly expanded by Volkswagen, reducing your reliance on any one particular area.
2. Volkswagen's research and development expenditure should be put to better use since it is possible to modify current goods to appeal to new customers (Bai, 2019).
Disadvantage 
1. More distant, often thousands of miles away, relationships will be managed by Volkswagen.
2. Volkswagen may not maintain the same level of control it does at home in foreign markets.
Advantages/disadvantages of Joint venture 
Advantages:
1. Increased capacity or resource - Increased capacity and resources can be achieved through cooperation or teaming up, which aids in the faster growth and expansion of joint venture businesses (Vallino, Ridolfi and Laio, 2021).
2. Joint venture can also help the company to innovate new products with efficiency and other/newly technology. 
Disadvantage:
1. Clash of culture: 
Some workers are reluctant to change and unwilling to make concessions. There might be cultural disparities between the groups as a result (Vallino, Ridolfi and Laio, 2021).
[bookmark: _2s8eyo1]2.8 Directional Development of Volkswagen in the UK
Volkswagen has adopted the Directional Development marketing strategy in the UK. This strategy is based on four key elements: product, pricing, promotion, and placement. The goal of the strategy is to ensure that Volkswagen’s products and services are competitively priced, well-promoted, and in the right places to reach their target audience. The Directional Development marketing strategy of Volkswagen in the UK is a strategic approach to marketing that focuses on creating and maintaining strong customer relationships. It involves understanding customer needs, wants, and desires in order to create products and services that meet these needs. This strategy also includes developing a strong brand identity and using an integrated marketing approach to reach target audiences. The Directional Development strategy for Volkswagen in the UK has been successful in building customer loyalty and creating a positive perception of the brand. It has also helped to increase sales of Volkswagen vehicles. The strategy has been implemented through various initiatives such as sponsoring events, engaging in digital campaigns, and creating customer loyalty programs. Additionally, Volkswagen has established relationships with local dealerships to ensure a more personalized customer experience (Pitoňáková, 2019). 
Similarities of STP of Volkswagen of India and UK 
Segmenting, targeting, and positioning of Volkswagen of India and the UK are quite similar. In both countries, Volkswagen segments its market based on the needs, wants, and preferences of different customer groups. This includes factors such as age, gender, lifestyle, income level, and interests. Once a segment is identified, Volkswagen then focuses on targeting a specific segment or segments with campaigns and products tailored to meet their needs. Lastly, Volkswagen positions itself in the market by creating a distinct image and creating a unique value proposition that sets it apart from the competition. This includes emphasizing the quality, reliability, and affordability of its products (Hassan, 2019). 
Differences of STP of Volkswagen of India and UK
Volkswagen of India targets consumers in the Indian market, which is characterized by a large, diverse population. Its segmentation strategy is based on demographic, psychographic, and geographic criteria, including income, lifestyle, and location. In the UK, Volkswagen targets a more affluent, lifestyle-oriented segment of consumers, with an emphasis on the performance and design of their vehicles. Volkswagen of India focuses on providing vehicles that cater to the needs of Indian consumers, particularly those in the lower- to middle-income brackets. It offers a wide range of models, from entry-level hatchbacks to luxury sedans. In the UK, Volkswagen targets a more affluent segment of consumers, with a focus on performance and design. The company offers a range of high-end vehicles such as Golf, Passat, and Touareg (Hassan, 2019). 
Whereas, Volkswagen of India positions itself as a reliable and affordable option for Indian consumers. It emphasizes the affordability, fuel efficiency, and dependability of its vehicles. In the UK, Volkswagen positions itself as a luxury brand, emphasizing its performance, design, and craftsmanship. It also emphasizes the safety, technology, and comfort of their vehicles. 
Similarities and Differences of Directional Development of Volkswagen in India and UK
Similarities 
Both Volkswagen in India and UK use market segmentation to identify their target market and develop strategies to meet their needs. Both strategies focus on understanding customer needs, providing value-added services, and using a variety of digital channels to reach their target audience. Both strategies emphasize the importance of customer loyalty and the need to build strong relationships with customers. Both strategies focus on creating a positive brand image and developing a strong presence in the market (Pitoňáková, 2019).
Differences
The UK strategy focuses more on luxury and value-priced vehicles, while the Indian strategy focuses more on value-priced vehicles. The UK strategy is more focused on digital marketing, while the Indian strategy is more focused on traditional media. The UK strategy emphasizes the importance of customer service and after-sales support, while the Indian strategy emphasizes the importance of providing value-added services. The UK strategy is more focused on creating a premium brand image, while the Indian strategy is more focused on creating an affordable and accessible brand image (Pitoňáková, 2019). 
[bookmark: _17dp8vu]3. Conclusion 
Volkswagen is one of the leading automotive companies in India, with a market share of 8.7%. It has a wide range of cars and SUVs catering to different segments of the market. It offers cars ranging from entry-level hatchbacks to luxury sedans and SUVs. Volkswagen has a strong presence in the Indian market, with a network of over 100 dealerships and over 500 service centers across the country. In India, Volkswagen has been focusing on value-for-money products to attract more customers. This has helped the company to compete with its rivals in the market. It has launched several successful models in the country such as the Polo, Vento, Ameo, and Tiguan. All of these models have received great reviews from customers. 
As a result, Volkswagen has an extensive business market in the UK. This market is made up of businesses that use Volkswagen vehicles for their own operations and those that supply, repair, and maintain Volkswagen vehicles. This market is made up of a variety of organizations, from small business owners to large fleets, who use Volkswagen vehicles to ensure they are always running efficiently and safely. Volkswagen also has a large network of dealerships and service centers throughout the UK, ensuring businesses have access to the parts and services they need. Hence, Volkswagen has a solid reputation for quality in the UK. Customers generally view Volkswagen as a reliable and well-built brand. 
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