Student name: Lukasz Perski				Student ID number: 2219674

Date: 07-07-2023



Programme: MBA Part-time Distance

Module: Marketing Management

Module code: BMMB7012

Lecturer: Adila Khan





Assignment title:
Future Developments in the Field of Marketing


Table of Contents
Introduction	3
Task 1: Critical Evaluation of Volkswagen's Marketing Activity	4
The Concept and Importance of Marketing	4
About Volkswagen	5
Overview of Volkswagen’s marketing strategy	5
4Ps (Product, Price, Place, and Promotion):	6
Macro and Micro Marketing Environment	7
Target Market(s)	7
Selection of Media	7
Measuring Success	8
Greenwashing Scandal	8
Marketing Strategy Pre-Greenwashing Scandal	9
Marketing Strategy Post-Greenwashing Scandal	9
Task 2: Conclusion Addressing the Shortcomings of Volkswagen's Marketing Strategy	10
Task 3: Recommendations to Improve Volkswagen's Marketing Strategy	11
Conclusion	12
References	13



[bookmark: _Toc139391010]Introduction
The role of marketing is crucial in shaping a company’s brand image, reputation and how successful it is. The purpose of this report is to evaluate Volkswagen's marketing activities and strategy and provide recommendations for improvement considering the fallout of the greenwashing scandal which in 2015 severely damaged the brand’s reputation. This report evaluates Volkswagen's marketing strategy by analysing the marketing environment, target markets, media selection, and success measurement. 


[bookmark: _Toc139391011]Task 1: Critical Evaluation of Volkswagen's Marketing Activity

[bookmark: _Toc139391012]The Concept and Importance of Marketing
Marketing is the process of managing and directing all business activities related to understanding customer needs, generating demand for a product or service, and delivering it to the end consumer. The goal is to achieve company targets, such as profit or other objectives.

Kotler (2000), described marketing as “a social and managerial process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.” Another much shorter definition he put forward was “meeting needs profitably”. The marketing process involves meeting both human and social needs.

The latest approved definition of marketing according to the American Marketing Association (2017) is as follows: “Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.” This is very different from their definition published in 1964: “The process of planning and executing the conception, pricing, promotion, and distribution of goods, services, and ideas to create exchanges that satisfy individual and organizational objectives.” The main difference between one from 1964 and 2017 is that the in the most recent one the marketing offer value for “customers, clients, partners, and society at large.” So, it is focusing on a much wider audience than the one from 1964. This shows how much changed the perception of the delivery of value and who are supposed to be the recipients. The most important change of all is that according to the latest definition, the “customers, clients, partners” and “society at large” are put as equals in terms of companies' marketing objectives.

For a company to successfully market a product or service, it needs 4Ps which are Product, Price, Place and Promotion which were defined under the idea of the marketing mix by Nil Borden in the 1950s.

1. Product – this is the company’s output to the clients. It could take the form of physical goods or services. It is important for the marketing professional involved in this product to fully understand the actual product and what benefits it will bring to the clients using it. It should be designed or created in such a way that will offer more than similar products of competitors. Branding should ensure that the product or service could easily stand out from others.
2. Price – Pricing should be adequate for the product value and quality. It should be priced in a way that would consider the cost of production and include a profit margin that would provide a profit. Demand for the product and competitor’s pricing need to be taken into consideration when setting up a price.
3. Place – Concerns movement of products through channels of distribution – direct, one-level, two-level and three-level. In direct, products are being offered to the client directly to the clients. On one-level, wholesalers are present and on two-level, there are wholesalers and retailers finally on the three-level except for wholesalers and retailers, there are also sales agents.
4. Promotion – is about communication with the clients and presenting the features of the product and its value. There are various ways to promote a product in the market, but advertising is the most common and effective method. Advertising involves paying to communicate information about the product through various media channels such as print, broadcast, internet, mobile phones, and posters. Another approach is personal selling, which involves salespeople approaching individual customers and understanding their needs while having convincing power. Sales promotion is another method that bridges the gap between advertising and personal selling, where customers can be given incentives such as discount coupons, gifts, and free samples to boost sales in the present and future.

[bookmark: _Toc139391013]About Volkswagen
Volkswagen, also referred to as VW, is a German automobile manufacturer that was founded in 1937 by the German Labor Front, under Adolf Hitler's request for an affordable car for the general population. The VW Beetle was the first model produced by Volkswagen and has since become a renowned symbol of the company worldwide. Despite facing significant challenges following World War II, Volkswagen managed to regain popularity in the 1950s with the growing demand for the Beetle in Europe and North America. Over time, Volkswagen expanded its product line to include various models, such as the Golf, Passat, Jetta, and Polo, to cater to different market segments and customer preferences. Quality engineering, innovation, and design have been key factors behind Volkswagen's success. The company has always strived to provide dependable, practical, and technologically advanced vehicles. Recently, Volkswagen has made significant progress in the field of electric mobility through its ID. series, emphasizing the company's dedication to sustainable transportation solutions. With production facilities and assembly plants in Germany, China, Mexico, Brazil, the United States, and other locations, Volkswagen has a broad global presence that enables it to serve a diverse customer base and meet the needs of different regional markets.

[bookmark: _Toc139391014]Overview of Volkswagen’s marketing strategy
Volkswagen has set its prospects on to growing its portion of the automobile industry. To achieve this, the company is implementing targeted marketing strategies aimed at attracting new customers and gaining a competitive advantage over other brands. Volkswagen's marketing efforts are focused on boosting sales and capturing a larger portion of the market. In addition to improving its market share, Volkswagen places a strong emphasis on promoting sustainable mobility and environmental responsibility. The company's marketing objectives include raising awareness about its electric vehicle offerings and highlighting the environmental benefits of its products. Volkswagen aims to be a leader in the shift towards sustainable mobility. Volkswagen is also committed to building strong customer relationships and increasing loyalty. The company focuses on providing exceptional customer experiences at all touchpoints, from pre-sales interactions to after-sales service. To achieve this, Volkswagen's marketing objectives include implementing customer engagement programs, personalised communication, and loyalty initiatives. To differentiate its products from competitors, Volkswagen highlights unique features, technological innovations, and design elements that set Volkswagen vehicles apart. By effectively communicating the distinct advantages of its products, Volkswagen aims to create a perception of superiority and attract customers who value these differentiating factors. With the increasing popularity of digital platforms, Volkswagen is enhancing its digital presence. The company's marketing objectives include strengthening its online visibility, engaging with customers through digital channels, and leveraging digital marketing strategies to reach a wider audience. Volkswagen aims to use digital platforms to deliver targeted messaging and create meaningful interactions with consumers. Volkswagen is focused on achieving specific marketing goals that will enhance its brand, expand its market share, and cultivate a devoted customer base. The company's marketing strategy is embedded in its core values, which include innovation, sustainability, and a dedication to providing exceptional products and services.

[bookmark: _Toc139391015]4Ps (Product, Price, Place, and Promotion):
· Product: Volkswagen has a diverse selection of vehicles that includes compact cars, sedans, SUVs, and electric models. The company prioritises quality, performance, safety, and innovation when designing and manufacturing its vehicles. With a range of options to choose from, Volkswagen caters to different consumer needs and preferences across various market segments.
· Price: Volkswagen has a pricing strategy that aims to offer value and affordability while maintaining the perceived quality of its vehicles. The pricing strategy differs depending on the vehicle model and market segment and considers factors such as production costs, competition, and market demand. Volkswagen strives to position its vehicles as providing excellent value for their features, performance, and brand reputation.
· Place: Volkswagen is a global company with a wide distribution network that enables customers to easily access their vehicles. They have a mix of owned dealerships, authorised dealers, and online channels to serve their customers. To ensure broad market coverage, Volkswagen strategically chooses dealership locations in both urban and rural areas.
· Promotion: Volkswagen uses a variety of marketing strategies to promote its brand and encourage sales. These include traditional methods like TV, print, and radio advertising, as well as digital marketing, social media, and experiential marketing. Their promotions often highlight the performance, quality, safety features, and environmental advantages of their vehicles.

Volkswagen is a reliable and innovative brand that focuses on engineering excellence to give drivers a positive experience. They are committed to advancing technology, especially in the areas of electric mobility and sustainable transportation. Volkswagen promotes features such as advanced safety systems, connectivity options, and eco-friendly technologies to provide their customers with the best experience possible. They prioritise customer satisfaction and offer personalised services, pre-sales support, after-sales service, and maintenance programs to build long-term relationships with their customers. Volkswagen also integrates sustainability into its marketing strategy, highlighting its efforts to reduce environmental impact through investments in electric vehicles, eco-friendly manufacturing practices, and partnerships with environmental organizations. Their messaging aligns with societal concerns about climate change and sustainable living.

By integrating the 4Ps and other marketing elements, Volkswagen positions itself as a leading automotive brand, offering quality vehicles with a focus on performance, innovation, and sustainability. The marketing strategy seeks to appeal to a broad range of consumers while maintaining a consistent brand image and delivering value to customers.

[bookmark: _Toc139391016]Macro and Micro Marketing Environment
The macro marketing environment refers to the larger external factors that influence an organization's marketing strategy. For Volkswagen, these include the following concerns:
· Economic conditions can impact consumer purchasing power and demand for vehicles. 
· Socio-cultural trends, such as increased interest in sustainability and eco-friendly transportation, have influenced Volkswagen's focus on electric vehicles and environmentally responsible practices. 
· Political and legal factors, such as emissions regulations and government incentives for electric vehicles, have shaped Volkswagen's product offerings and marketing messaging. 
· Technological advancements have driven innovations in vehicle connectivity, safety features, and electric mobility. 
· Environmental concerns, particularly related to climate change, have pushed Volkswagen to prioritise sustainability and reduce its carbon footprint.

The micro-marketing environment refers to the factors that are specific to an organization's industry and competitive landscape, such as customers, competitors, suppliers, and distribution channels. As a global automotive company, Volkswagen competes with other automakers in various market segments. Volkswagen's marketing strategy and product development are influenced by consumer preferences, demographics, and purchasing behaviour. Additionally, the availability and relationships with suppliers and distribution channels have an impact on Volkswagen's marketing approach.

[bookmark: _Toc139391017]Target Market(s)
Volkswagen caters to people and families who prioritise quality, performance, and reliability in their cars. To better understand their customers, Volkswagen divides them into groups according to demographics, psychographics, and lifestyle. For instance, Volkswagen offers trendy and compact cars, such as the Golf or Polo, to urban professionals. Meanwhile, the Tiguan is designed for families or anyone who needs more space and flexibility. Volkswagen conducts market research and analysis to identify the traits, interests, and requirements of each target group and creates marketing plans that fit their needs.

[bookmark: _Toc139391018]Selection of Media
Volkswagen uses a mix of traditional and digital channels to reach customers through its marketing communications. They use traditional media such as TV, radio, and print to reach a large audience, but they also have a strong presence on social media platforms like Facebook, Instagram, and YouTube. To ensure visibility in online searches, they use search engine optimization (SEO) and communicate directly with customers through email marketing. Volkswagen also uses influencers, online reviews, and user-generated content to increase its reach and engage with consumers. The selection of media channels depends on the target market's media consumption habits and preferences. Volkswagen recognises the importance of social media in connecting with consumers and aims to reach its target audience effectively by using a mix of traditional and digital media while delivering targeted messages through appropriate channels.

[bookmark: _Toc139391019]Measuring Success
Volkswagen uses several methods to measure the effectiveness of its marketing campaigns. These include:
· Sales Performance: Tracking how marketing campaigns impact vehicle sales and market share.
· Brand Awareness and Perception: Conducting brand surveys and monitoring brand metrics to evaluate how well known the brand is and how consumers perceive it.
· Customer Engagement: Measuring customer engagement metrics, such as website traffic, social media interactions, and conversion rates, to evaluate how effective digital marketing efforts are.
· Campaign Reach and Impressions: Monitoring the reach and impressions of marketing campaigns through online analytics tools and media monitoring services.
· Conversion and ROI: Assessing the conversion rates and return on investment (ROI) of marketing initiatives to determine their effectiveness in generating leads and driving sales.

By analysing these metrics, Volkswagen determines the effectiveness of its marketing strategy and makes necessary adjustments. They continuously monitor and analyse campaign performance to optimise marketing efforts, allocate resources effectively, and refine messaging to better resonate with their target audience.

[bookmark: _Toc139391020]Greenwashing Scandal
Identified in 2015, Volkswagen's deliberate manipulation of emissions data had severe consequences. The company faced backlash from consumers, governments, and environmental organizations. The scandal damaged Volkswagen's reputation, resulted in a significant drop in its stock value, and led to costly legal settlements. The scandal exposed the practice of "greenwashing," where companies falsely present themselves as environmentally friendly or socially responsible. Despite marketing their diesel vehicles as "clean diesel" and claiming to champion eco-friendly transportation, Volkswagen's deceptive practices revealed a significant discrepancy between their claims and actual environmental impact. 

The Volkswagen scandal highlights the importance of corporate transparency, honesty, and true environmental accountability. It's a warning to all businesses about the consequences of deceitful behavior and the value of a genuine commitment to sustainability.


[bookmark: _Toc139391021]Marketing Strategy Pre-Greenwashing Scandal
Before the Volkswagen Greenwashing Scandal, the company marketed itself as a pioneer in eco-friendly transportation. They heavily promoted their diesel vehicles as "clean diesel" and invested in marketing campaigns to showcase their environmental benefits, such as fuel efficiency and lower emissions. The aim was to attract consumers who wanted sustainable transportation without sacrificing performance or convenience. Volkswagen marketed its diesel vehicles as an eco-friendly option, promoting them to lower carbon emissions and address climate change. The company's ads emphasised sustainability and responsible driving to create a positive image for the brand and appeal to environmentally conscious consumers. The Volkswagen Greenwashing Scandal had a major impact on the company's marketing and brand image. The scandal revealed that Volkswagen had intentionally manipulated emissions tests, which contradicted their claims about the environmental impact of their vehicles. This caused consumers to lose trust and credibility in Volkswagen.

[bookmark: _Toc139391022]Marketing Strategy Post-Greenwashing Scandal
After facing legal consequences, substantial fines, and a decline in sales due to the scandal, Volkswagen has adopted a more cautious and transparent marketing approach for its diesel cars. To regain trust, the company has implemented a comprehensive brand-rebuilding strategy, shifting its focus towards electric mobility and sustainability. Volkswagen's marketing strategy now highlights its commitment to environmental responsibility. The company is investing heavily in electric vehicle (EV) development and promoting its ID line-up of electric cars. With ambitious targets, Volkswagen aims to launch dozens of electric models and achieve carbon neutrality across its entire fleet by 2050, becoming a major player in the EV market. In recent marketing campaigns, Volkswagen highlights the advantages of electric vehicles, such as no emissions from the tailpipe, less reliance on fossil fuels, and improvements in EV technology. The company positions itself as dedicated to innovation, sustainability, and a cleaner future. By distancing itself from the diesel scandal, Volkswagen is promoting electric mobility as the way forward.
Volkswagen is now focusing on promoting its electric cars, specifically the ID.3 and ID.4 models, and highlighting its investment in charging infrastructure through marketing efforts.



[bookmark: _Toc139391023]Task 2: Conclusion Addressing the Shortcomings of Volkswagen's Marketing Strategy

The recent scandal has highlighted the importance of honesty and openness in marketing practices. It is crucial that companies accurately represent their products or services in their marketing claims to avoid damaging their reputation and losing consumer trust. Once trust is lost, it takes significant time and effort to regain it. Marketing departments must prioritise establishing and maintaining trust by delivering on promises and ensuring that marketing messages align with the actual performance of the product or service. Adhering to legal and ethical standards is also essential in marketing. Companies must ensure that their marketing practices comply with applicable laws and regulations and should avoid any deceptive or unethical practices that could harm their reputation and consumer perception. Brands must prioritise genuine sustainability initiatives over superficial "greenwashing" tactics, and marketing communications should transparently and accurately reflect their commitment to sustainability. Effective crisis management strategies are crucial for companies to respond promptly, transparently, and decisively to crises that may arise. Open communication, quick action, and taking responsibility for any wrongdoing are crucial in mitigating damage to the brand and rebuilding trust with consumers. Ongoing reputation repair efforts are also necessary to rebuild the brand's reputation through consistent, transparent messaging and by showcasing concrete actions taken to address past issues. Rebuilding trust requires a long-term commitment to ethical practices and sustainability.

[bookmark: _Toc139391024]Task 3: Recommendations to Improve Volkswagen's Marketing Strategy
To rebuild trust, Volkswagen should focus on transparency and authenticity in all marketing communications, clearly communicating steps taken to address past scandals and demonstrating a genuine commitment to accountability. The brand should also reinforce its commitment to sustainability by investing in research, development, and promotion of clean technologies and communicating efforts to reduce carbon emissions and improve fuel efficiency. Educational campaigns should be launched to inform consumers about the benefits of electric vehicles and address any misconceptions or doubts. Volkswagen should engage in meaningful corporate social responsibility initiatives such as community programs and sustainable manufacturing practices. Actively engaging with customers and stakeholders, incorporating their feedback, and collaborating with influencers and ambassadors aligned with the brand's values and sustainability goals can also help rebuild trust. Volkswagen can also position itself as a thought leader in sustainable mobility by publishing articles and partnering with organizations and industry leaders. Finally, Volkswagen should develop a comprehensive crisis management plan and train its marketing team on crisis response protocols.


[bookmark: _Toc139391025]Conclusion
Volkswagen has a strong presence in Europe, especially in Germany where it's based. It's also notable in the United States, Brazil, and emerging markets like China and India. In recent years, Volkswagen has been prioritizing environmental sustainability and electric mobility, aiming to become a leader in the electric vehicle market. They're also working on advancing autonomous driving and digital connectivity features for a seamless driving experience. With a rich brand history, commitment to quality, and worldwide presence, Volkswagen is a respected and influential player in the automotive industry. In 2015, the company was hit by the Greenwashing Scandal which exposed its false claims in relation to their diesel engines being eco-friendly. Greenwashing Scandal served as a wake-up call for the marketing department, emphasizing the critical importance of ethical marketing practices, consumer trust, transparency, and sustainability. It highlighted the potential repercussions of misleading marketing and highlighted the need for companies to prioritise integrity, compliance, and responsible marketing strategies to maintain a positive brand image. By implementing these recommendations, the Volkswagen marketing department can rebuild the brand's reputation, regain consumer trust, and position the company as a leader in sustainable and ethical automotive manufacturing.
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