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[bookmark: _Toc2807][bookmark: _Toc133184085][bookmark: _Toc133140988][bookmark: _Toc833][bookmark: _Toc16081]Executive summary
As the automobile industry has gradually become an important pillar of the world economy, it has become a key issue to analyze the marketing strategies and problems of the automobile industry. Under this background, this paper first analyzes the current situation and problems of the third brand marketing of Volkswagen Group, starting with a detailed understanding of the general situation of Volkswagen Group and the differences between Volkswagen Group and similar brands, and then analyzes the marketing problems of Volkswagen Group in detail (Dong, 2022). At the same time, this paper also analyzes the macro environment and automotive market demand of Volkswagen Group worldwide. Combining the internal environment analysis of the third brand of Volkswagen Group and using SWOT analysis tools, this paper analyzes the internal strengths and weaknesses of Volkswagen Group and the opportunities and threats in the business environment. Through research, this paper analyzes the target market and market positioning of Volkswagen Group based on the current sales market segmentation of Volkswagen and develops new marketing strategies for Volkswagen Group's cars, including product strategy, pricing strategy, distribution strategy, and promotion strategy, aiming at the problems existing in the current marketing strategy of Volkswagen Group, to provide a reference for the improvement of Volkswagen Group's marketing strategy.
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[bookmark: _Toc133140989][bookmark: _Toc133184086]1 Introduction
Volkswagen is a multinational automobile company founded by the German Labour Front in 1937. It is headquartered in Wolfsburg, Germany. It consists of several brands of vehicles for a range of cars for different customer demographics of age group and price. The company provides its services and products in around 153 countries with its largest market share in China. 
Internationally the company is known as Volkswagen group, It has become one of the top automotive manufacturers in the world and is a top automotive manufacturer in Europe.
        This paper is the critical analysis of the marketing strategy of Volkswagen Group, which is mainly based on the marketing concept and importance of Volkswagen Group, the macro and micro marketing environment of the organization, the target market, media selection, and measurement of Success (Vince, 2020).
[bookmark: _Toc133140990][bookmark: _Toc133184087]1.1 Marketing Concept and Importance
The business philosophy of Volkswagen Group must be closely combined with the market demand and proceed from customers' interests (Volkswagen, 2022). Customers include both dealers of Volkswagen Group and end consumers. When the market demand changes, Volkswagen Group's business philosophy can follow the market changes. The automobile market has been transformed into a buyer's market. Volkswagen Group needs a revolutionary redesign of the company's business philosophy, optimization of the company's system, and forming an enterprise culture system based on customers' interests.
The most important thing to carry out automobile marketing is the marketing concept, organization form, and technology. We can only establish an automobile marketing plan that meets the market's needs from these three aspects. For the members of the Volkswagen Group to spread and gradually accept, customer-centric values can be achieved by optimizing the cultural characteristics of the Volkswagen Group. Customer relationship management should be reflected in every step of every marketing personnel's action, matching the customer-centric marketing values. Implement customer-centered value marketing and enhance customer relationship management capability. Volkswagen Group needs to improve its customer relationship management capabilities and establish customer-centric values, which mainly include the following:
The customer-centric values require enterprises always to pay attention to customer needs. The new values should enable Volkswagen Group to pay more attention to the interests of customers, gradually eliminate short-sighted behaviors that damage customers' interests for the sake of their short-term interests, and look at the relationship between enterprises and customers and the long-term interests of both parties with a long-term development perspective. In various marketing activities organized by Volkswagen Group, we should efficiently use existing customer resources and develop new ones.
As the automobile market has gradually changed from the buyer's to the seller's market, buyers have a lot of choices. Therefore, the customer-centric values should enable Volkswagen Group to pay more attention to the personalized needs of customers to provide products that are more responsive to consumer needs. We remain invincible only by rapidly developing new marketing models based on consumers' consumption concepts and lifestyles (Volkswagen, 2022).
The new values should make Volkswagen Group pay more attention to customer emotional communication. With the increasing abundance of people's material life, consumers can easily find many similar products in terms of price, quality, appearance, etc. Therefore, meeting the psychological needs of consumers will be the direction of the development of automobile marketing in the next step (Wolfgang, 2021). In the age of emotional consumption, consumers no longer focus on the price and parameters of the product but on such hard-to-quantify factors as views and feelings. The establishment of customer-centric marketing values by Volkswagen Group will help Volkswagen Group win customers.
[bookmark: _Toc133184088][bookmark: _Toc133140991][bookmark: _Toc133184089]2. Macro and micro marketing environment of the organization
2.1 PESTEL Analysis
Any company's decision-making process can be affected by different factors in macroeconomics in its operation. Similarly, many automobile companies worldwide, like Volkswagen, can be affected by different factors in their decision-making process. These factors include political, technological, social, economic, and environmental factors. 
Political 
From the perspective of the political environment, the support of many national policies has provided a good market environment for Volkswagen Group's marketing in the world market, and the improvement of laws and regulations has provided an effective guarantee for the development of the automobile industry.
Economic
From the perspective of the economic environment, since the 2008 economic crisis, although world economic development has been greatly affected, the government has timely adjusted the economic structure and issued policies to stimulate economic development. In recent years, the income of people worldwide has generally increased, and people's living standards have significantly improved, promoting the prosperity of the automobile market and the booming development of China's automobile industry. With the steady economic development of countries worldwide, the development prospects of the automobile industry are optimistic, providing favorable conditions for the development of the Volkswagen Group (Dong, 2022).
Social 
From the social ecological perspective, there are 439 cars per 1000 Americans in the United States. By contrast, China's per capita car ownership is only equivalent to the level of the United States in the last century. China's car market still has huge space and broad prospects for development, which provides a broad market space for Volkswagen Group's marketing in China and other developing countries.
Technical
From the perspective of the technical environment, with the gradual improvement of new energy industry policies in various countries, auto manufacturers have gradually strengthened their attention to new energy vehicle technology and strengthened research and development in battery endurance, motor, and other aspects. The new energy vehicles have competed with traditional fuel vehicles regarding endurance, mileage, and stability. At the same time, emerging areas such as the Internet of Things and mobile travel have also injected new vitality into the automotive market (Volkswagen, 2022), providing new growth points for a new round of development of Volkswagen Group's automotive industry the future.
Environment 
Regarding the microenvironment, Volkswagen Group adopts a special platform for electric vehicles, accumulates a variety of advanced processes and technologies, and has sufficient cash flow and talent reserves. However, the current market share of Volkswagen Group's I.D. series of pure electric vehicles is relatively low due to increased consumer demand, the intense constraints on major suppliers, and the strong entry of new car-making brands. To this end, Volkswagen Group should fully use its current advantages, seize the favorable opportunity, formulate SO strategy according to the actual objective situation, and focus on developing the pure electric vehicle market.
Apart from that, there are various challenges to unpredictability in economic sectors. For instance, in European countries, many people do not have enough capital to purchase cars, making it the main problem for manufacturing companies.
2.2 SWOT Analysis
      Volkswagen Group is a company with a wide range of portfolios. The following are some of the strengths, weaknesses, opportunities, and threats: 
Strengths
As one of the oldest automakers, Volkswagen is highly recognized globally. For one, the company’s simple but iconic intertwined VW logo can be picked out of a line by most consumers across the world.
The Volkswagen group is highly diversified with two major divisions: the Automotive division and the Financial Services Division.
Despite a very competitive landscape, Volkswagen sold 10.9 million vehicles in 2019, resulting in annual revenue of €252.63 billion.
Weaknesses
While it has an impressive portfolio, the company is focused on producing cars for sale. Millennials and Gen Z are the present and future, but they prefer to rideshare, car share, and car rentals. This makes Volkswagen’s lack of diversity a major weakness. 
Opportunities
Focus on Eco-friendly Cars:
The number of eco-conscious consumers is increasing rapidly across the world. Volkswagen can invest more in the manufacture of hybrids and electric cars to exploit the growing demand. In the next five years, Volkswagen has set aside €60 Billion for the expansion of its electric cars. Volkswagen group estimates that by 2025, 20% (about 2.5 million) of all its vehicles will be Battery Electric Vehicles (BEV).
In comparison, in 2019, BEV volume is about 1% of total group vehicle deliveries. For example, some of its electric vehicles are e-tron, Taycan, e-Bora, E-Lavida, etc.
Expand in Emerging Markets
The automobile market in the developed world is saturated with very little gains to be made. It is time to tap into the growing purchasing power of the middle-class in Asia, Africa, the Middle East, and Latin America.
Threats
The auto industry is highly competitive with new carmakers like Tesla, Zorya, and Koenigsegg grabbing market share from Volkswagen’s electric and high-end sports cars while fending off old rivals, such as Toyota, Ford, Hyundai, and Nissan. Also, now there is additional competition from ridesharing companies such as Uber, Lyft, Ola, Didi, etc.
[bookmark: _Toc133184090][bookmark: _Toc133140992]3.Target Market
3.1 STP Marketing Application
STP technique is an amalgamation of segmentation, targeting, and positioning. This methodology suggests that the mass business sectors comprise some variable number of generally homogeneous gatherings. Volkswagen (V.W.), a company that makes cars, is one of the successful companies that use STP, enabling the company to meet its global clients with the help of a robust distribution network.
Tarketing
The price range of Volkswagen Group cars is RMB 7-120000 (Volkswagen, 2022). Through differentiated product market positioning, Volkswagen Group has higher quality at the same price and higher cost performance among similar joint venture brands.
From the urban level, the main target of Volkswagen Group cars is the potential consumers in the third and fourth-tier cities in developing countries. The car priced at RMB 70000 to 120000 belongs to the entry-level model (Dong, 2022), which first-time buyers mainly purchase. First-time car buyers are mainly concentrated in third and fourth-tier cities. Due to the number of license plates in the first and second-tier cities, the proportion of upgrading is much higher than that of first-time car buyers. Upgrading users usually do not choose entry-level models.
[bookmark: _Toc133216331]From the perspective of age, the main goal of Volkswagen Group cars is to pursue practical value, high-cost performance, and high-quality brands; young consumers with an open consumption attitude are aggressive, optimistic, and confident. Volkswagen Group cars belong to the entry-level model of RMB 7-120000 (Volkswagen, 2022), which is in line with the purchasing power of young car buyers. At the same time, the simple, fashionable, and sporty design style of Volkswagen Group cars are more in line with the aesthetics of young people.
Segmentation 
Volkswagen Group uses segmented marketing and has its market-based om mix of geographic, psychographic, and demographic factors to meet its needs to various customers worldwide (Schlegelmilch, 2022). Psychographics mainly divides the market based on clients' lifestyles, interests, and other factors. Volkswagen Group has also divided its markets based on customers' lifestyles.
[bookmark: _Toc133216332]Positioning 
Market positioning is the process of mainly establishing the image of the product the company is manufacturing so that customers perceive it differently. Regarding the positioning of Volkswagen Group, the company takes the most pride in being a leader in its production.
[bookmark: _Toc133140994][bookmark: _Toc133184092]3.2 Marketing Mix
[bookmark: _Toc133184093][bookmark: _Toc133140995]Product Strategy
On the premise of meeting the overall quality requirements of the Volkswagen Group, the model itself is constrained by the cost. the appearance and interior of the product are not up to date with the times, lacking avant-garde design and rich, intelligent configuration, and cannot compete with domestic, independent brands. For young consumers who pay attention to appearance and interior, several models of Volkswagen Group may not impress them.
Price Strategy 
Depending on the engine's power, size, and model, the price of the car ranges from affordable to expensive. The Volkswagen group caters to every segment of society. The company has a huge range and variation of competitively priced cars. On the contrary, its product portfolio may also include expensive vehicles (Barwick,2021). With the good sales of the company's cars every day, Volkswagen prices its cars through various pricing tactics, and it prices its luxurious collection more expensive to keep for the upper classes. The company also considers geographic factors when making prices for its clients worldwide. The company has affordable prices for different developing countries and high prices for developed countries where they have their clients.
The company's high prices are explained by psychological pricing, in which clients believe they are receiving greater value than what they are spending.The organization implements regionally-specific, competitive, and psychological pricing.
Place Strategy 
[bookmark: _Toc133184096][bookmark: _Toc133140997]Volkswagen cars are manufactured and distributed conveniently so that the delivery can be done on time and easily. The company has to manufacture and assemble units in many nations worldwide. These countries include Germany, Malaysia, China,the USA, and Indonesia. In addition, the Volkswagen group has 124 manufacturing locations in around 20 European nations and 11 other countries in Africa, America, and Asia(Csomos, 2017). Volkswagen's leading markets are China and the European Union. With the sales surge, showrooms have also increased, reaching 28 locations nationwide. To increase profits, the company first identifies different growing markets and plans to open more production and manufacturing units in those locations to increase its sales(lackweler et al., 2017). The corporation has established a strong global identity thanks to its international presence.
        Volkswagen Group still adopts the same dealer model as the other two brands of Volkswagen Group. As a German brand, there are also some problems in constructing distribution channels. First of all, the dealers' business aspirations are very poor. I'm afraid dealers are reluctant to invest in new 4S stores to display Volkswagen Group models. The distribution channels should be more flexible and diversified to establish a sales channel with sufficient and comprehensive coverage (Dong, 2022).
Price Strategy
        Pricing does not have competitive advantages. Volkswagen Group is a German automobile brand, and its subordinate third brand also has the characteristics of a joint venture automobile brand (Allen, 2021). On the one hand, the car market in Germany is highly competitive. On the other hand, joint venture brand cars usually sell at a high price. The high cost makes Volkswagen Group unable to establish sufficient price advantage.In this context, the nationality of Volkswagen Group, a German-based company, can be a barrier to price competitiveness in certain markets. This is because the perception of German-made products often associates with high quality, precision engineering, and reliability, which can result in a premium pricing strategy.
Promotion Strategy
Fourth, promotion is restricted. Generally speaking, the new models of Volkswagen Group will not be promoted in any way in the first three months of listing. Even dealers will use bundled boutique accessories to increase prices disguisedly, based on the good reputation and market share of Volkswagen Group in mid - and high-end models for many years. However, I am afraid that these situations will not occur in the models of the Volkswagen Group for developing countries because the target market of Volkswagen Group is officially the most competitive economic model market.
4.Key Channels of Marketing
High-frequency promotion activities can attract more media and consumers' attention. By introducing brands and products in the activities, consumers can understand more about the culture of the Volkswagen Group and have the opportunity to directly experience the products of the Volkswagen Group to achieve the goal of increasing sales and expanding market share(Vince, 2020).
Advertising media placement is the focus of promotion strategies, such as the Audi brand, which improves brand awareness and product exposure by broadcasting T.V. advertisements. Volkswagen Group should choose better advertising media and more publicity means. Regarding the media mix strategy, because Volkswagen Group mainly produces and sells entry-level economy cars, it isn't easy to invest a large budget in T.V. media to maintain product costs. Therefore, newspapers and the Internet should become the main media of the Volkswagen Group. Newspapers usually use color layout and increase exposure in broadcast, Internet, and other media during major promotional activities to comprehensively promote the brand's cultural characteristics and the good quality of products. Automobile enterprises need to establish a good two-way communication channel between enterprises and consumers by coordinating and using various publicity means and tools to establish a unified corporate image and brand competitive advantage and improve consumers' loyalty to the brand (Allen, 2021).
Volkswagen Group also cooperates with e-commerce platform companies to carry out e-commerce activities and expand online sales business (Dong, 2022). An example of a business strategy employed by Volkswagen Group is the establishment of exclusive stores on prominent e-commerce platforms such as Tmall and J.D. These stores are dedicated to displaying and selling the company's products to a wide online audience. Users can be provided with detailed product parameters, performance, and price comparisons through the business platform to help them choose their favorite models. After the consumer places an order on the e-commerce platform for payment, the order will be sent to the OEM for production and delivered to the consumer through logistics distribution to complete the transaction. The comprehensive application of various marketing models and the maintenance of the sound development of automobile marketing models can help enterprises in the fierce market competition.
[bookmark: _Toc133184095][bookmark: _Toc133140996]5. Success of the Marketing Strategy
The main basis for judging the success of Volkswagen Group's marketing should be quantitative analysis based on the order quantity of the group (Wolfgang, 2021). Such analysis can better link the marketing measures and profit rate of Volkswagen Group, control the marketing cost, and grasp the final marketing results.
6.Recommendation
[bookmark: _Toc133140999][bookmark: _Toc133184098]First, we should do a good job of promoting sales. The Volkswagen Group should improve on its efforts concerning providing consumers with channels to interact with products, introduce the brand culture to consumers during the test drive, and guide consumers to experience the power, safety, and comfort of products to show consumers better the strength of the Volkswagen Group's products and brand characteristics.
High-frequency promotion activities can attract more media and consumers' attention. By introducing brands and products in the activities, consumers can understand more about the culture of the Volkswagen Group and have the opportunity to directly experience the products of the Volkswagen Group to achieve the goal of increasing sales and expanding market share (Volkswagen, 2022).
Second, proceed from the interests of customers. The business philosophy of Volkswagen Group must be closely combined with the market demand and proceed from the interests of customers. Customers include both dealers of Volkswagen Group and end consumers. When the market demand changes, Volkswagen Group's business philosophy can follow the market changes. The automobile market has been transformed into a buyer's market. Volkswagen Group needs a revolutionary redesign of the company's business philosophy, optimization of the company's system, and forming an enterprise culture system based on customers' interests (Wolfgang, 2021).
Third, strengthen brand marketing. This shift in consumer preferences significantly impacts brand marketing for companies such as Volkswagen Group. The company needs to adjust its marketing strategies to cater to younger consumers by emphasizing its products' sustainability, digital innovation, and safety features (Mikayla, 2022). Additionally, Volkswagen Group must engage with younger consumers through social media and other digital channels to build brand awareness and a strong online presence. The company can effectively target younger consumers and maintain its market share in the highly competitive automotive industry.
In today's highly competitive automotive industry, where consumers have many choices, brand quality can be a key differentiation for Volkswagen Group. By paying attention to brand quality, the company can enhance its reputation, increase brand loyalty, and attract new customers. This can be achieved through consistent messaging, effective brand positioning, and investing in brand-building activities such as advertising and sponsor-ships. Therefore, it is imperative for Volkswagen Group to focus on product, service, and brand quality to remain competitive. (Allen, 2021).
7.Conclusion
This study conducted a systematic analysis and critical evaluation of Volkswagen's marketing strategy and proposed five promotion strategies, including diversification of marketing promotion activities, the combination of corporate culture and marketing strategy, starting from customer interests, marketing concept, and brand image, which also provided a reference for Volkswagen Group's marketing strategy.
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