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Executive Summary
[bookmark: _GoBack]Under the impact of the COVID-19, Volkswagen has not stopped its growth pace, and has constantly improved its competitiveness and researched into technology iterative products, which is very beneficial to the positive image of Volkswagen in front of the public. The shaping of the positive image of the enterprise is to maintain the continuous impetus for the development of the enterprise, and help the public to obtain enough orders to continue to promote their own development in the downturn of the overall industry environment.
FAW-Volkswagen in China defines 2022 as the year of "public ambition". In terms of mobility, manufacturing, enterprise development and corporate ecological responsibility, it will accelerate transformation and upgrading, overcome the challenges brought by the epidemic and supply chain, and continue to lead the Chinese auto market in 2022. In the Chinese auto market in 2022, the potential competition between mainstream brands and emerging brands is particularly interesting. Some people even believe that with the replacement of two industrial eras -- the mechanical era to the digital intelligence era, the automobile industry will also be a big shuffle, and the position of traditional auto giants may even be replaced. But as it turns out, "Rome wasn't built in a day," and the influence of a car brand isn't easily achieved.




1 Introduction
The epidemic in China in 2022 will have a huge impact on China's auto market. From the supply side, different from the previous epidemic areas, the epidemic areas and large-scale containment areas of this round are mainly concentrated in Jilin and Shanghai, two of the three major automobile industry centers, directly involving vehicle manufacturers such as SAIC Motor, FAW and Tesla Motor. Among the many links of the automobile industry chain, Shanghai and Jilin have industrial agglomeration effect, covering most of the upstream and downstream production capacity. Under the radiation of Shanghai, Jiangsu and Zhejiang regions are also greatly affected. There are 26 domestic auto parts enterprises with market value of more than 10 billion yuan, 12 of which have offices in Jiangsu, Zhejiang and Shanghai, accounting for nearly half of the total. Among the parts enterprises with registered capital of more than 50 million yuan, Jiangsu, Zhejiang and Shanghai account for more than 30%. At the level of listed enterprises, there are 17 autonomous parts enterprises in Shanghai and 4 in Changchun. There are 21 foreign component companies in the affected areas. At the same time, during the epidemic in Shanghai, although some enterprises closed the production loop, the sealing and control cut off the logistics system of the whole industrial chain, and the raw materials and core components such as chips could not be effectively transported, resulting in production stagnation and shipment delay, which affected the whole country. The annual loss of automobile production is expected to exceed that of the previous Wuhan epidemic, which will be more than 1.5 million vehicles. The vehicle production of FAW-Volkswagen was also greatly affected, and the expected number of finished cars could not be produced for sale.
The impact of the number of finished cars is not fundamental, and the reduction of consumers' willingness to consume will exert great pressure on automobile enterprises. For any manufacturing enterprise, products are the foundation of its survival and growth. However, to do a good job of one hundred thousand millions of products, even thirty years a day to do one hundred thousand millions of products, but has considerable difficulty. When the product manufacturing chain scale, the user base is expanding day by day, how to ensure the high quality of batch products to win the market and users, has become the most important issue for enterprises to solve
2 Volkswagen's marketing situation
The COVID-19 pandemic has severely impacted global industrial chains. The automobile industry is a long industrial chain. For example, at the most basic supply end, automobile enterprises need the supply of raw materials to support automobile production, while the suspension of production of enterprises in the chain will affect the normal production of downstream enterprises that have a dependent relationship. Many countries in the world have introduced a series of trade protective measures and restrictive measures during the epidemic, which has a great impact on automobile production, destroying the original automobile supply chain and affecting the normal supply of products. On the other hand, from the demand side, the epidemic has caused less and less money in the hands of ordinary consumers, the global economy has been severely backward, the demand market has also been extremely shrinking, and the cake of the whole market is shrinking. While the localisation of global supply chains has led to a sharp reduction in trade in intermediate goods, trade in final goods has also tended to decline due to the delay in buying caused by the macroeconomic recession.
At present, with the entry of some Internet enterprises into the field of automobile production, the production efficiency and market speed of products have become the focus of attention. In order to seize the "first opportunity" in the market, some enterprises greatly shorten the project approval and development time of their products, and hand over the product verification to the users. Although this move has gained a certain market share, the problems related to product safety and durability have become the bottleneck of their sustainable development.
At the national level, countries differ in the extent and location of their participation in the global industrial chain, and the mechanism and impact of the epidemic vary. As a global manufacturing center, China's supply chain security and value chain position have been severely impacted. High-end manufacturing industries such as automobile manufacturing, machinery and equipment, engines and aerospace are faced with the problem of supply shortage of imported components. Some industries are facing risks of foreign investment withdrawal and supply chain migration. The trend of some industries returning to developed countries in the US and Europe is intensifying. Some production links are shifting to developing countries in South Asia, Southeast Asia and South America at an accelerated pace.
In the globalized automobile production chain, countries in the world participate in the automobile manufacturing industry chain to different degrees and positions, and are affected by the epidemic to different degrees and at different times. For China, the global manufacturing center, both supply chain security and value chain status have been severely impacted. During the epidemic, many high-end manufacturing industries faced the problem of the shortage of imported components, which seriously affected the production schedule of products. Some industries are facing risks of foreign investment withdrawal and supply chain migration. The trend of some industries returning to developed countries in the US and Europe is intensifying. Some production links are shifting to developing countries in South Asia, Southeast Asia and South America at an accelerated pace.
Under the influence of the epidemic and the Russia-Ukraine conflict, the global economy began to cool down. The continuous price rise of global commodities led to increased inflationary pressure at home. At the same time, the Federal Reserve continued to raise interest rates and international assets gradually flowed to the United States. As foreign attitudes toward the epidemic change, China's export growth will continue to slow down.
From the perspective of the whole automobile industry chain, different components are affected by the epidemic in different degrees and scopes. If the impact time is divided into long-term and short-term impacts, the impact of short-term impacts on complex industries is stronger than that of simple industrial chains. The complex links in the automobile manufacturing chain often require more raw materials, which requires international cargo transportation and cross-border transportation. This is very inconvenient under the influence of the epidemic, so it is seriously affected. There is no doubt that the automobile manufacturing industry is a high-tech industry, and strict regulation is required from design to assembly of various components. The automobile manufacturing industry involves a large number of raw parts and a variety of types. If the epidemic affects one link and the raw materials with sufficient output cannot be supplied normally, the upstream and downstream countries of the automobile industry will be seriously affected. Under the influence of the COVID-19, the output of major automobile producing countries in 2020 is well reflected.
The impact of the volatility of the pandemic on China's economic and political environment has led to a sharp weakening of consumer demand and more cautious consumer behavior. For example, the outbreak of the epidemic in Shanghai, China in March caused domestic consumption to be dragged down again by the epidemic. Many cities closed down the restaurants, Shanghai and other cities entered the lockdown state, and the catering income showed a deep negative growth. The consumption of this round was affected by the epidemic in both time and depth, showing a negative growth trend. The impact of the epidemic on the sales of goods is very harmful, in terms of prices, PPI started to rebound month-on-month. The cost of raw materials continues to rise, the living conditions of small enterprises gradually deteriorate, the profit growth rate drops sharply, the number of loss-making enterprises increases, and the survival becomes increasingly difficult. Corporate production is often disrupted by policy, and cash flow dries up. However, the retaliatory consumption of consumers is inevitable after the epidemic. However, due to the employment difficulties and income decline caused by the epidemic, the decline of residents' disposable income will be difficult to support the retaliatory consumption after the epidemic.
In order to survive in the harsh environment, it is necessary to comply with the increasing demand of users for automobile customization. Faw-faw-volkswagen has developed the personalized model strategy and started the original factory customization mode. The pre-batch center undertakes the company's personalized sample cars and small batch customization tasks. In the past two years, we have successfully introduced new processes such as exterior matte paint, black light bag and interior embroidery and hot stamping, and created a series of special edition customized products, and assisted in batch import. In the future, the center will expand the range of customized products and improve the capacity of small-batch customization, so as to continuously meet the needs of users.
3 Conclusion
"User-oriented preventive quality management system" aims to quickly solve the problem of users using cars, extract the failure mode, form a user-oriented key feature parameter library, and transfer users' demands forward quickly through digital means. Through the development and formulation of product interception and process control schemes in the whole link, the system can avoid the flow of defective products to the market and prevent the recurrence of problems, which can realize the implementation and implementation of quality management in the whole link value stream from the research and development end, the manufacturing end, the after-sales end to the supplier end. This can not only continuously improve the quality of physical objects and processes, More can promote the continuous improvement of user satisfaction. Policy will be a key factor in the recovery of the car market.
Enterprises should always make clear the rules of competition in the market, that is, to meet the pain points of users, and to cover a wide range, otherwise they will not be able to obtain sufficient profits. Enterprises need their own secret weapons, which must be strong enough to occupy a place in the market. Volkswagen needs to constantly incline its resources to its core competitiveness while continuously transmitting its core competitiveness to consumers, which can effectively establish its corporate image and facilitate the sales of cars.
The global spread of the novel coronavirus pandemic has severely impacted the global automobile industry chain. The COVID-19 pandemic, combined with economic, technological and political factors, has accelerated the restructuring of the global automotive industry chain. The river fluctuates, and the boats on the river cannot move smoothly. FAW-Volkswagen is one of them. Especially in the Chinese market, the restructuring of the global automobile industry chain will greatly reduce the space for China to participate in the global industry chain, reduce the opportunity to acquire value, block the path to acquire advanced technology, and make FAW-Volkswagen auto industry upgrading face severe challenges. Therefore, it is urgent to adjust the industrial development strategy and policy focus of FAW-Volkswagen to better balance independent innovation and participation in international cooperation.
Reform is a necessary action in the face of huge challenges, but the reform is only a change of methods, the idea of "user first" is always firm. How to better meet the needs of customers, solve their troubles and create greater value for FAW-Volkswagen is the key issue.

4 Recommendations
4.1 New marketing model is imperative
Before the epidemic, the main after-sales service of the automobile industry was face-to-face communication between customers and sales personnel, and they could test drive cars in physical stores and then decide whether to buy a car. Under the influence of the epidemic, customers' psychological burden of going out to see cars will increase. With the rapid development of the Internet, live delivery has gradually become a highly accepted marketing method for consumers. However, because the epidemic affects consumers' distrust of online purchase of high priced goods, it has caused the problem that auto dealers cannot effectively sell goods through traffic. However, enterprises can explore ways to maximize the purpose of live broadcast publicity. Online car purchase has been considered as a development trend in recent years, but from the actual development and transaction results, this is not the case. Since 2016, the pure auto e-commerce model has been on the stage, first Alibaba Auto, then "buy a good car", and finally Yi Che, all of which ended in failure. Moreover, similar phenomena not only appear in the Chinese market.
4.2 It is the general trend to adjust product layout and accelerate intelligent and personalized transformation
The epidemic has reduced the consumption power of consumer groups, and consumers will also be less willing to buy low-frequency and high-price goods such as automobiles, further affecting automobile enterprises. Therefore, FAW-Volkswagen should go against the current trend, keep its original mind, adhere to the idea of customer orientation, take the initiative to meet the current new media communication mode, and change the traditional rigid thinking. The epidemic has led to more prudent and rational consumption, and the current Russia-Ukraine relationship has led to the high oil price rise, which further increases the cost performance advantage of new energy vehicles. New energy vehicles are expected to maintain growth in the entry level and high-end markets. According to the survey, 59.4 percent of potential new energy vehicle users are converted from fuel car users. However, the price sensitivity of new energy vehicle users is relatively low. Faced with the price increase of new energy vehicles, only 5. 5% of users will choose to consider replacing fuel vehicles. Catering to consumers can usher in the dawn of victory.
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