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[bookmark: _Toc92376052]Executive Summary

This paper contains an internal and external examination of Volkswagen, with a focus on the company's hybrid industry. Porter's value chain, PESTEL, SWOT, STP, and Marketing Mix of the firm would be explained in the report, as well as how the organisation uses these methodologies. All of this is discussed in the form of tables and bullet points to make it easier for the reader to grasp the significance of the methods.
Apart from that, this paper discusses some of the Volkswagen Group's troubles and problems. In addition, the assignment includes recommendations for the Volkswagen Group, as well as the references that were utilised to create this report.
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The Volkswagen Group is a significant German automobile company that was created in 1937 by the German government. Volkswagen is a German word that means "people's automobile." Volkswagen was founded with the primary goal of producing low-cost automobiles. Originally, Adolf Hitler's ran the corporation "DEUTSCHE ARBEITFRONT," or German Labor Front, a Nazi organisation. Adolf Hitler gave his approval to Ferdinand Porsche's design for the Volkswagen in 1933. As a result, Adolf Hitler and Ferdinand Porsche might be considered the Volkswagen's founders.
The Volkswagen Group has grown to become one of the world's major automobile manufacturers, as well as Europe's largest vehicle manufacturer. Every fourth automobile sold in Europe belongs to the Volkswagen Group. Volkswagen, Bentley, Audi, Bugatti, Lamborghini, and SEAT are all part of the Volkswagen group.
Wolfsburg, Germany is the company's headquarters. The corporation delivered 10.7 million cars globally in fiscal year 2017, with 702,805 of them being commercial vehicles. After Toyota, the Volkswagen Group is now the world's second-largest automaker. According to the company's annual report for 2017, the VW group employed 642.3 thousand people, making it one of the world's largest private sector employers (history.com, 2009).
In 2017, the Volkswagen Group had a profit of 17.0 billion euros and a net profit of 13.14 billion euros. In comparison to 2014, this figure has risen to 8.1 percent.
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[bookmark: _Toc92376055]Porter's Value Chain
Michael Porter's Value Chain is one of the most widely utilised marketing ideas, since it illustrates how to distinguish a company's product by examining the events that occur throughout the business. This notion states that there is a chain of events that happens in every organisation, starting with the purchase of raw materials and ending with the delivery of items to customers. The Porter's Value Chain has nine processes, and any of these steps can be altered to bring more value to the final product.
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The first five phases are the most important and may be found in any company. These operations ensure the company's long-term viability and strength. The remaining four tasks are secondary and are utilised by businesses to differentiate themselves and keep their organisations running smoothly. The key operations of the Porter's value chain in the Volkswagen Group are as follows:
· Inbound Logistics
· Operations
· Outbound Logistics
· Marketing & Sales
· Service
Volkswagen ensures that customers who purchase a Volkswagen automobile receive only genuine parts for their vehicle. In order to provide high-quality care to Volkswagen automobile owners, the business has established facilities in practically all major cities.
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PESTEL Analysis is a process through which businesses may evaluate the elements that impact them from the outside world. (Political, Economic, Social, Technological, Environmental, and Legal) elements:
Political Factors
These are the aspects that have been influenced by the government's impact on a state's infrastructure. These considerations include future and present political influences and pressures, as well as the stability of the industry's environment, which will affect operational costs.
As an example, in 2009, US President Barack Obama spoke out against pollution and established new guidelines requiring all automobile manufacturers in the United States to build more pollution-free and efficient vehicles. In addition, the US Congress has passed legislation that provides tax credits of up to $7500 for plug-in automobile owners. Volkswagen was obliged to convert to the Hybrid Car Industry because of this news.
Economic Factors
Economic influence on the global, national, and local levels. Interest rates, inflation, and unemployment rates, among other factors, will affect people's purchasing power.
The worldwide economic recession, rising oil prices, and a reduction in consumer spending are all issues that benefit the hybrid car business. People will save money on gasoline and taxes, resulting in an increase in GDP per capita.
Social Factors
Any changes in society that impact a firm, or a project are considered social elements of the external environment.
More people are being educated about the need of conserving environment for future generations, as one of the most pressing issues today is global warming, which is caused by carbon footprint emissions into the atmosphere. As a result of this greater knowledge among the world's population, demand for alternate options to traditional automobiles with significant emissions has surged. This has a favourable influence on the growing hybrid vehicle market.
Technological Factor
These variables all have to do with how modern technology affect business or industry. It encompasses technical advancements, regulation, research funding, technology maturity, and new discoveries.
The primary challenge for the hybrid vehicle business in this aria, which is slowing hybrid car sales, is the misconception that hybrid cars are less powerful than automobiles with gasoline engines. Hybrid automobiles are still not as powerful as gasoline cars due to technological limitations. Another factor slowing hybrid car sales is the battery charging time.
However, Volkswagen is the first auto manufacturer to demonstrate a fast-charging battery for electric vehicles under this concept. The business unveiled the E-Bugster model, which charges in 35 minutes and has a range of at least 110 miles.
Environmental
National, global, and local law that influences business are among these variables.
Volkswagen got into hybrid car manufacturing due to a number of environmental concerns, including the fact that hybrid cars emit less pollution, are more economical and efficient, and produce less engine noise than gasoline cars, among others.
Legal Factors
The organisational environment is influenced by a country's rules and laws.
Legal issues have a favourable impact on the development of the hybrid automobile sector. Many nations want to reduce their carbon imprint in the atmosphere, so they've devised a slew of policies that provide hybrid and electric car manufacturers a lot of advantages, such as lower taxes.
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Strengths
Volkswagen has a well-structured umbrella brand, which is one of its primary advantages. The firm is the world's second biggest automobile manufacturer, with a well-structured branding strategy. Volkswagen, Bentley, Audi, Bugatti, Lamborghini, and SEAT are among the manufacturers represented.
The Volkswagen Group has 70 manufacturing units across the world, and the brand is represented in 150 countries. In 2017, the Volkswagen Group produced 10.7 million cars of various sorts. It can churn out 26,600 automobiles each day. If there is no demand, non-companies may make this quantity of automobiles. In 2015, Volkswagen ranked as the world's 18th most valuable brand. Volkswagen is without a doubt one of the most well-known automobile manufacturers in the world.
Weaknesses
Emissions issue: The huge scandal of 2015, which ruined the Volkswagen Group's brand image, is the company's most fundamental problem. Only because upper management made a bad judgement to install the improper software did the brand's reputation suffer. Almost 5 million automobiles were returned. In 2015, Volkswagen was rated 18th in the world, but in 2016, it was placed 57th.
Competitors: Another shortcoming of Volkswagen is the influx of new companies into the industry, particularly in Asia. For example, even though Volkswagen manufactures its automobiles in India, the company's positioning in the nation is gradual. In India, Hyundai and Maruti are gaining market share.
Opportunities
Automobiles that are hybrid, electric, or self-driving: Hybrid, electric, and self-driving cars represent the future of the automobile business. Tesla has already made significant advances in electric and self-driving cars; now is the time for Volkswagen to follow suit and expand the number of fuel-efficient vehicles on the road. Because gasoline will become more expensive in the future, governments and consumers are already seeking for renewable energy sources. In this circumstance, now is the moment for Volkswagen to grow its hybrid vehicle sector and become one of the world's top hybrid car manufacturers.
Threats
The brand has lost its credibility: The Volkswagen Group's greatest threat is that the company's reputation has been severely harmed because of the US emissions issue. Many clients have lost faith in the company.
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Volkswagen has a multi-segment marketing approach. Each Volkswagen Group product is categorised and targeted towards certain clients. Thus, Volkswagen makes automobiles for the middle class, such as the Golf and Polo, while companies inside the Volkswagen Group, such as Lamborghini, Bugatti, and Bentley, produce vehicles for the upper class.
Some vehicles have been segmented for a specific location. For example, the presence of Lamborghini, Bugatti, and Bentley automobiles is higher in nations with high GDP per capita, whereas Scania, Seat, and Skoda vehicles are manufactured in countries with lower GDP.
Most Volkswagen automobiles are targeted at those aged 18 to 49 years old. The most of Volkswagen automobiles are classified as fuel-efficient and affordable to the public.
Volkswagen is a multinational corporation with operations in 150 countries. It manufactures automobiles in Germany, Hungary, Poland, Portugal, Slovakia, Russia, Brazil, Argentina, Mexico, the United States, South Africa, Nigeria, China, and India, among others. After doing market research to determine where a model should be positioned less than another, Volkswagen automobiles are exhibited in all countries with significant demand for vehicles. Consider nations with poor road conditions. In cities and other urban areas, Volkswagen places more pick-up trucks and compact or hybrid automobiles.


[bookmark: _Toc92376060]Marketing Mix

A company's marketing mix is a collection of tactics it employs to sell its product, service, or even brand. The 7Ps of the marketing mix are grouped into two groups:
Product, Place, Promotion, and Price are the four Ps of product marketing.
Physical Evidence, Process, and People are extra P in the Services Marketing Mix or Extended 7P's.
Products
The Volkswagen Group provides a variety of models and brands to keep consumers happy. As a result, Volkswagen has a diverse line-up that includes the Touran, Tiguan, Touareg, Phaeton, Sirocco, Pasat, Galf, Beetle, and Polo, among others.
Promotions
Volkswagen makes extensive use of television and print media to sell its goods. Apart from that, the corporation promotes its brand image through social media. In addition, the Volkswagen Group supports several automotive races to promote its brand.
Place
Every Volkswagen vehicle is built in strategic locations to ensure that the vehicles are delivered on schedule. The firm mostly focuses on metropolitan areas. Customers who live in the city may get to the Volkswagen Outlet in less than 45 minutes. In this instance, the corporation must consider selling its products in rural regions, where supply is limited, and demand is strong. This does not imply that Volkswagen must create car dealerships in remote locations, but rather that it must open shops where consumers can easily obtain Volkswagen brand spear parts.
Price
Every Volkswagen vehicle is built in strategic locations to ensure that the vehicles are delivered on schedule. The firm mostly focuses on metropolitan areas. Customers who live in the city may get to the Volkswagen Outlet in less than 45 minutes. In this instance, the corporation must consider selling its products in rural regions, where supply is limited, and demand is strong. This does not imply that Volkswagen must create car dealerships in remote locations, but that it must open shops where consumers can easily obtain Volkswagen brand spear parts.
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Volkswagen is one of the most well-known automobile manufacturers and a globally recognised brand. Volkswagen, as a large corporation, may set worldwide ambitions. With such backing and influence, the firm stands a good chance of dominating the car industry. The firm said in 2017 that it wants to be number one in the automotive sector, which is a reasonable aim given that it is now ranked second after Toyota. The firm has every opportunity to become the world's premier hybrid and electric vehicle producer. Of course, the corporation will need to allocate extra resources to the development and research of modern technologies. To compete with its competitors, the corporation must improve the design, quality, and performance of its products.
The Volkswagen Group's most genuine issue is a tarnished brand image. And investing in electric and hybrid vehicles is a wonderful way for the corporation to make up for previous mistakes. The corporation has already made significant investments in the Hybrid market. However, the corporation must examine all potential dangers in the future.
The corporation primarily sells its products through franchisees and dealers, making it reliant on them. The organisation needs to figure out how to reduce this reliance.
Because the hybrid car market is extremely easy to enter, Volkswagen must have a winning strategy and be the best in terms of innovation. The company's interaction with suppliers and customers should be improved.
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Figure 1: Porter's Generic Value Chain
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Table 1: INTERNAL ANALYSIS USING PORTER'S VALUE CHAIN

ACTIVITIES STRENGTHS (+) VALUE GAINED | WEAKNESSES (=) VALUE LOST
PRIMARY
ACTIVITIES
Inbound o Produces almost all the | » Less expenses. . .
Logistics units needed for car « JIT (Just in Time)
manufacturing. delivering.
o The company has
plants in all continents
Operations « Both, robotic and « High Quality « High number of « Time consuming
manual performance operations
Outbound o Delivers only inside a | » Less delivering « Dependence on o Less direct customer
Logistics continent (not from Expenses dealers relationship before
one continent to making purchase.
another)
« No overproducing
Marketing & | « Worldwide recognition | « International . .
Sales Marketing
Service o Strong customer * Good Feedbacks. . .
relationship after
‘making purchase
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Table 2: EXTERNAL MACROENVIRONMENT ANALYSIS USING PESTEL FRAMEWORK

Factor Opportunity (+ value) Threat (- value)
. Government + Easytorunthe |+ Given «  High
Support business. opportunity of competition
«  Reduced tax easy entrance to level
industry
Economic « Increasing oil «  Highdemand . o
price.
Socio-cultural |+ Lessemissionin |* Highdemand. |« .
atmosphere.
+  Educated
population.
Technological «  Volkswagen — «  High profit «  Misperception « Lowdemand
the first margin. that Hybrid cars
manufactured . are not powerful
fast-charging enough.
battery.

Environmental

»  Less pollution

« Lessengine
sounds

+  Economic

« Development of
new
technologies.





