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Teodor Daniel Pascu 1905518 Background
Task 1A
Introduction
Volkswagen is a well known German based car manufacturing organisation, and the success rate of this organisation is very attractive. It was the largest automaker by worldwide sales in 2016 and 2017.   German labour front was the founder of this organisation and it was founded in 1937. The headquarters of this organisation is established in Wolfsburg and it is the main sponsor of Vfl Wolfsburg football club.     
Company background  
The way to glory 
The historical background of Volkswagen is very rich as it was founded in 1937 and in that time period cars were a symbol of luxury lifestyle. For instance, only one German among 50 Germans has the ability to afford a car, most of the common German people use a scooter as their primary vehicle. The people’s car project of Nazi Germany took place in 1932 and the establishment of Wolfsburg was a part of this project (En.volkswagen.com, 2020). Many reputed organisations like Mercedes, Hanomag, and Adler auto have been working to produce cars at a comparatively cheaper price. On the other hand, Ferdinand Porsche had developed a design which is suitable for a small family but the price was still very high according to the average German income. 

Figure 1: First logo of Volkswagen 
(Source: Based on Volkswagen.co.uk, 2020) 
Adolf Hitler became involved in car manufacturing as he wanted to provide cars to the all German and according to his calculation introducing cars within the price range of 990 RM can be affordable by average German people (Volkswagen.co.uk, 2020). This cost price was equivalent to a small motorcycle. Private limited organisations were unable to develop cars within this price range and Adolf Hitler provided financial support to the all state owned car manufacturing organisations. Volkswagen had produced its first car through the financial help of Nazi party in this time period and this organisation had taken the design of Ferdinand Porsche it looked like a beetle. Volkswagen was also called as the people’s car company and this organisation was successful to get 336,000 advances booking for its first car. After the starting of the Second World War this organisation has stopped its production and like the other organisations of Germany it also ruined. On the other hand the Allies have started to redevelop the organisational and production structure of Volkswagen and it was a part of development for German economy. After the redevelopment of this organisation it has failed to establish a good business market in the USA because of its history with Nazi party and unusual round shape. The organisational authority has hired Doyle Dane Bernbach as the marketing head and he had planned a revolutionary marketing campaign in 1959 (Volkswagen-newsroom.com, 2020). He has showcased the effectiveness of the little space and Beetle structure of Volkswagen cars in this campaign and it has completely changed the business scenario of Volkswagen in the US. For instance, over the next few years Volkswagen became the top imported cars in the US. 

Figure 2: Current logo of Volkswagen
(Source: Based on: Volkswagen-newsroom.com, 2020) 
1960 is an important year for this organisation as the German Government has sold 60% market share to the public as it has been denationalised.   
Mission 
Providing attractive, safe and environmentally sound cars at an affordable price is the mission of this organisation.   
Vision 
Changing the mobility of this world with the help of its product is the vision of this organisation. 
Subsidiary companies of Volkswagen Group  
Volkswagen Group owned twelve different organisations from seven European countries. 
Audi: This organisation is a part of Volkswagen Group from 1965 and it is famous for producing luxurious cars.  
 SEAT: Volkswagen Group holds 71% market share of this Spanish manufacturing organisation and it has more than 24 car models in the UK. 

Figure 3: SEAT logo 
(Source: Based on Volkswagenag.com, 2020)
SKODA: It is a part of Volkswagen Group from 1991 and this manufacturing organisation sells cars in more than 100 countries.  

Figure 4: SKODA logo 
(Source: Based on Volkswagenag.com, 2020)
Ducati: Volkswagen Group sells motorcycles through this organisation and Volkswagen Group has owned the market share of Ducati in 2012 for $1.2 billion.   
  
Figure 5: Ducati logo 
(Source: Based on Volkswagenag.com, 2020)
Lamborghini: This organisation is a part of Volkswagen Group from 1988 and it is popular for producing powerful V12 sports cars. 

Figure 6: Lamborghini logo 
(Source: Based on Volkswagenag.com, 2020)
Porsche: In 2015 Volkswagen Group has ovened the major market share of Porsche and the concept of Tiptronic transmission in four wheeler cars was first introduced by this organisation.   
    
Figure 7: Porsche logo 
(Source: Based on Volkswagenag.com, 2020)                     
Task 1B
Products 
Analysing the social media marketing and analysing the review of mass people regarding Volkswagen products through Google help to understand product details and efficiency.  The products are made by the company keeping in mind their customer base. Volkswagen is a manufacturing organisation and it develops family cars or passenger cars as most of the customers seek for these products. The traditional Beetle model of Volkswagen has been the highest selling model and continuous development in the design and other features has successfully gained the attention of the people. The Arteon model of Volkswagen is one of the most attractive and eye catching products (Usedcars.volkswagen.co.uk, 2020).       
Price 
Managers at Volkswagen determine price based on the economic condition of the encountered nation. The price range is affordable for the middle and high wage income segment as this organisation has different products for different wage segments. As stated by Sanina et al. (2017), pricing is very necessary to gain the attention of the customers or to drive customers away from a product. Analysing the official website of Volkswagen helps to understand that the starting price of a UP model is £3,595 while the starting price of a Golf GTE model is £13,591 (Usedcars.volkswagen.co.uk). 
Place 
Analysing the online websites and social media pages of Volkswagen helps to understand that this organisation operates manufacturing units in 27 different countries and operates buses in nearly 100 countries. Analysing the manufacturing units through Google helps to determine the encountered nations based on the employment and population statics (Bannier et al. 2019).      
Promotion 
The blog required to understand the promotion strategy of Volkswagen and hence various social media websites and traditional media channels has been studied. It can be attributed to the fact that marketing on social media and sponsoring various football teams has attracted the audience towards the company. 
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  TASK 1A
Place
Workplace channel
Volkswagen operates its business strategy through a form of organisation that excels in sales along with development of an effective brand and portfolio management. Outstanding sales also result in development of sustainable growth with innovative forms of mobility in distribution of sales for global customers. Volkswagen secures profitability in long term range that enables a sustainable form of growth. development of new fields for business and higher efficiency provides greater flexibility with changes of time in mode of their employee performance.

Figure 1: Workplace Channel
(Source: Volkswagen, 2020)
Countries where Volkswagen operates
Volkswagen group operates in more than 124 production plants that are placed in Major of 20 European countries. along with that 11 countries in the region of Africa America and Asia also constituted an extended range of Volkswagen products. Total employee strength of 671,205 operates in worldwide production of Volkswagen vehicles and measures vehicle-related services. Volkswagen Group sells its product in a measure of 153 countries distributed or across the globe.

Figure 2: Distribution Channel
(Source: Volkswagen, 2020)
Biggest showroom
Behbehani Motor Company being Volkswagen's official distributor in Kuwait has recently opened the largest modular showroom of Volkswagen in the world with a facility investment worthing of  $ 145.6 million. State of art Volkswagen showroom in Al Rai cost about $32.5 million and tends to provide an experience of unparalleled form across a land area of 22,134 Sq M.

Figure 3: Volkswagen Biggest Showroom
(Source: Trade Arabia, 2020)
Ways of marketing
Volkswagen major implements STP marketing in their primary developmental process. The operation of Volkswagen in 12 independent forms of brands includes a mix of psychographic, demographic and geographic segmentation along with major variables that help in catering needs of customers. changes in customer taste with emerging forms of technology in the automobile industry makes it difficult for Volkswagen to engage their marketing program and indulge with the emerging economy. Volkswagen mainly targets audiences with generation of high profile cars with a major form of economic success in German countries. 40% is being enjoyed by Volkswagen along with a decade-long enhancement of every age group.
Volkswagen marketing strategy
operation of Volkswagen 812 independent brands generally indulges development of mix variables within marketing strategy of Volkswagen. Use of targeting strategy in a differentiated manner helps in offering specific products to certain customer segments having very and multiple group brands. The positioning strategy of Volkswagen helps in a proper analysis of products that can be kept in potential minds of customers. Volkswagen develops a deep impression in mind of customers by building a brand image and loyalty. The maturity of Volkswagen brands contains premium segments that can be grouped in a positioning strategy of value-based for a generation of inspirational and emotional connection with their customers.
Volkswagen has majorly shaped affordable and individual mobility for millions of individuals. development of new vision in the name of shaping mobility- for generations to come help to provide major answers along with challenges in upcoming years (Volkswagen, 2020). TOGETHER 25 campaign of Volkswagen helps in development of sustainable environment that includes digital networking electric drive and autonomous driving. Volkswagen aims in integration of quiet, clean, safe and intelligent automobiles in upcoming innovations.
Marketing mix of Volkswagen
Volkswagen has highly reliable products that definitely meet customer expectations based on variable leads. the presence of multiple types of cars including base model to premium model engraves product diversification based on customer differences and taste. Volkswagen has built high quality with respect to their support and brand name with presence of perfect service delivery and less escalated complaints. use of media, TV and integrated marketing is being implemented by Volkswagen for their promotion strategy. The cost of Volkswagen is usually distributed and manufactured in various locations that can be easily accessible in terms of delivery and manufacturing. Volkswagen generally provides a variable and affordable car prices ranging from low to an expensive level based on size, engine power and exclusivity level 
Placing of Volkswagen in Marketing strategy
Volkswagen group was majorly founded in 1937 that became the largest automaker of Europe with handling of 12 major brands including Skoda, Porsche Ducati Bentley and various commercial vehicles of Volkswagen (Steenkamp, 2017). Volkswagen majorly operated their business into two varied strategies namely: financial and automotive business strategy. 
dealing of passenger cars along with commercial vehicles are categorised in automotive business deals. Deals of financial services include services in customer financing associated with leasing and fleet management.
Volkswagen Advertising
Volkswagen majorly aims in development of new advertisements for putting their past far behind. The rebirth campaign of Volkswagen is majorly designed in the form of commercials that are meant for hammering home nation with embracement of environmentalism with discarding of self-interest (The New York Times, 2020). Volkswagen advertisers in digital media along with a primitive style of advertising that includes telegraph and posters. Recent advertising of Volkswagen includes their statement along with collection of a 50 billion electric fleet with development of 22 million battery-powered vehicles.
Conclusion
Marketing companies considered to be a major promotion event that can be achieved by integration of multiple types of media including radio, television and major online platforms. development of marketing campaigns related to Volkswagen is not only Reliance to form advertising but also includes major demonstrations along with interactive techniques and video conferencing. The operation of Volkswagen is considered to be a highly competitive market that has major franchises and initiates in development of multiple marketing campaigns. devotion to significant resources helps in generation of sales and brand awareness for Volkswagen. This assessment is completed for developing a blog related to major areas of key elements related to marketing theory of Volkswagen. Assignment majorly tends to develop a proper plan with mode of communication execution. development of creative plan in relation to post is majorly prepared for addressing in public related to marketing theory implemented by Volkswagen. 
The blog provides a detailed knowledge of current trends and activities in the area of marketing that Volkswagen has implemented by Volkswagen. widespread possibilities and major future opportunities in the field of marketing that can be experienced by Volkswagen are also elaborated within this assignment process. block also represents a major pathway of success that is implemented by Volkswagen in collaboration with their detailed mission and vision. A detailed analysis of Volkswagen products are also elaborated with presence of variable features. features of multiple Volkswagen products elaborated in terms of their variety of automobile cars and major services implemented in automobiles. Please coordinate this blog to majorly represent marketing analysis of Volkswagen in relation to their operational area along with adapter ways of marketing. implementation of STP marketing strategy by Volkswagen majorly classify detailed targeting and segmentation of individuals in securing a sustainable place. Volkswagen majorly advertisers in every form of media including a traditional and digital form to enhance sales and with effective customer collaboration.
Jabir Abdulqadir Nur 1909644       Product
TASK 1A
Golf GTI still in manual transmission and not in hybrid
Golf GTI is one of the oldest and high-performance driven cars being offered by Volkswagen and enthusiasts still can’t get enough of it. The car goes back approximately seven generations and many of the people still have older models of it (Visser, Sikkenga and Berry, 2019). But what comes surprising to people is that the new Golf GTI is still offering stick and they have not introduced the hybrid version of the car which is shocking for enthusiast as they were really looking forward to it. Talking about the performance of the car it carries a 2.0 liter four cylinder engine which produces 241 horsepower and 273 nm of torque. The power of the engine and the torque both of them has been subsequently increased giving the enthusiast the performance they want. The engine is turbocharged but the car does not have a hybrid version. The reason behind this is because company believes that the car does not require an electric motor as it will only make it heavier than the current offering. People believe if the car offers more power then it must be offered in automatic transmission but that’s not the case for Golf GTI (McLean, 2019). 
Communication and increasing awareness
Volkswagen has taken many steps to keep in mind that they communicate with their target audience through various platforms such as the Geneva Motor Show where they know they will have the right type of audience to showcase the car. Other than this there are other platforms such as auto expo, auto blog from where company can promote the car as well as answer the queries of people about the car by communicating with them. If not talking about the transmission there are some changes that have been made which has increased the appeal of the car such as increase in performance, change of chassis which has led to improved dynamics of the car. This car is totally for enthusiasts and the buyers do not mind taking a decision of even taking it if it is still being offered in manual transmission that is why the company is pretty confident about this car. The company has successfully made the hype for the car before even its launch in the market. This is a good sign for Volkswagen as they have been successful in increasing the awareness about their project to their specific target audience which has saved their time and resources and increase the chances of getting better return on investment (Shaw, 2016).

Renata Farkas 1910087      Promotion
Introduction and Organisational Background
The following discussion is based on the significance of marketing incentives for an organisation as well as for its customers for long term engagement professionally. The organisation is focussed in the following discussion is referred to as Volkswagen which is a German automobile company involved in the manufacturing and  selling of some of the world’s best coupe cars (VW, 2020). However, it is important to understand the current success environment of Volkswagen which affects its marketing strategies which can be initiated through an analysis of its marketing mix. In my case I would like to present the company ,based on promotion  -from marketing mix -.
For the first step , I am going to demonstrate the Volkswagen brand by SWOT analysis :
SWOT Analysis
	Strengths
· A well-known brand which is much stronger comparatively
· Focuses extensively on quality, cost and pricing for increased customer satisfaction
	Weaknesses
· Management issues related to the coordination and communication initiates as the company is widespread

	Opportunities
· Has the capability to acquire new companies
· Has the potential of entering the electric-powered vehicle industry
	Threats
· Competition getting intense due to the vehicle-related technological and trends changes
· Global encouragement on the use of public transportation







Marketing Mix
The marketing mix is a marketing analysis tool which outlines and evaluates four major elements, which are product, price, promotion and place (Singh, 2012). These are further analysed in detail for Volkswagen in terms of the specific element of focus being promotion, as follows;
Promotion – Promotion refers to the aspect of spreading the required and appropriate information and awareness for the focussed customer groups. Similarly, taking into account the example of Volkswagen, the company uses several approaches for its promotional activities, which are inclusive of personal selling by visiting clients at corporate levels as Volkswagen is believed being a prestigious brand, electronic and social  media campaigns- such as television , Twitter, Facebook, Youtube advertisements- and through sponsorships which can be witnessed for several activities, such as sports, etc.  The Volkswagen group also offering financial product to help people to buy Vw brand  cars through dealership. (Group; Volkswagen,2020 ) Volkswagen brand  also lined up  for sale environment safe electric vehicles . In 2018 on Twitter was a post about new Vw Golf what is cheaper than other  Brand of Electric cars. (VasilasH, 2019) 
[image: ]
                                           (Source : MarketingPlan )

Advantages of Marketing for Customers
In light of the discussion provided as above, it is important to understand that marketing is highly significant for the success of an organisation as it provides the spread of appropriate awareness thoroughly. The online advertising most used place is the Volkswagen own online pages ,where the customers are can see the actual vehicles ,what the company offer for the buyers . Also in the television , in movies the customers can see different models of vehicles , its also can be impact to them interest . (Yi, 2016) However, marketing not only benefits the entities but also provides with advantages to the customers, which are further highlighted and discussed for Volkswagen’s customers, as follows;
Provides Personalised Experience – One of the major benefits earned by the customers of marketing is that it allows personalised experience within the product of interest (Shen, 2014). Referring to the example of the vehicle options provided by Volkswagen, the company allows its customers to take part in the personalisation aspect, allowing them to design the interior and exterior as they prefer. Customers are can leave feedback on the brand webpages , and the potential interested parties can check previous buyer experiences .
Enhances Interaction with Organisation – Marketing also allows the customers to benefit with the aspect of developing strong and effective interaction with the organisations (Hollebeek, 2011). The social media marketing initiative of Volkswagen has indeed allowed the customers to be linked with them and form an effective communication rather successfully, enabling the queries to be resolved rather quickly and ensuring maximum customer satisfaction. 
Conclusion : 
Marketing mix is the foremost principal concept of showcasing. Riaz & Tanveer (n.d) alluding Kotler, Armstrong, Wong, & Saunders (2008) characterized the showcasing blend as: a set of controllable showcasing apparatuses utilized by a company for creating a wanted reaction within the focused on advertise. These elements or apparatuses of showcasing blend are the essential, strategic components of a promoting arrange. So 'Marketing Mix' is additionally alluded and known as the Four P's, which are showcasing blend components i.e., item (P-1), cost (P-2), put of dispersion (P-3), and advancement (P-4). These are the essential fixings of a promoting methodology, and as a implies of interpreting promoting arranging into hone. McCarthy (1960) was first to propose the four P's. This consider is to clarify the components of promoting blend within the light of writing. (Khan, 2014)



Renata Farkas Blog Post : 
Volkswagen Das Auto
In my blog I would like to interviews for you……,yess YOU next  Volkswagen owner , what our brand offer for the customers !
[image: ]
Figur 1 Volkswagen Atlas 2020 
(Source :  https://www.pacificvolkswagen.com/blog/ )
2020 Volkswagen Atlas is a model that stands out! This model offers many amazing personalization options, letting you design the vehicle to suit your wants and needs.
You can ready  more about our new vehicle by click on the link above . Every customer can found the perfect model from our cars , by use the personal colouring options .
Our brand also offer for the customers absulutly safety driving on every day life :
Aspecially with the new 2020 Volkswagen Tiguan.
[image: ]
Figur 2 : Volkswagen Tiguan 2020
(Source :www.pacificvolkswagen.com/blog/)
 If you’re looking for a vehicle that delivers a ton of safety and protection while on or off the road, is this model for you. For more information just click on the link above . 
Our promotions everyone can found the perfect car , what you would like to ride in your whole life .
On the list you can choose from sports car, family car, and even electric vehicles. 
[image: ]
Figur 3 :   Vw Electric car 2020
(Source: www.volkswagen-newsroom.com/en/electric-vehicles-3646)
Volkswagen  also prepared with really favorable finance options . From 0 % APR ! 
Check out our great offers on finance, servicing, Motability and many other Volkswagen products making it easier to drive away in a new Volkswagen.
If you have any more questions our company is more than happy to answer for your questions , and help to get your Dream Car ! 
[image: ]
Email : vwthebestpricecar@gmail.com 
Phone : 007744556677
@ RenataFarkas 2020
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An analysis of Volkswagen’s price focusing on their objectives, demand, cost, competitors, prices evaluation and price level.
“The price is the value of a good, service or sources in terms of money inside the market. It can be sectioned from the companies on the moment that the market is a monopoly system (just one seller whom decides the marketing’s right) or from the market (consumers and production level of the products) if the market is free, by basing on the demands and offers rule.” (economicsonline.co.uk, 2020)
Volkswagen Price Objectives:
· Add Value: “With this objective Volkswagen wants to add new values inside its products. Through its engineers, Volkswagen wants to achieve the best drive experience to its consumers.” Thanks to the introduction of new technologies, operative system and equipment that will develop and improve the drive experience. (Volkswagen.com, 2020). Indeed “Add Value is fundamental to keep competitive inside the market, by uploads and producing new products, the companies are able to achieve new costumers and keeping their consumers.”( Yen, J, Tran, Hsuan, 2016)
· Maximize current income and profit: With this objective Volkswagen wants to improve its income and profit, by offering high quality products through its methods called Best Performance. Indeed, “Volkswagen wants to achieve a profit of the 15% per years of its investments, instead the past 8% of profit per years.” (Volkswagen.com, 2020), by offering a high quality for a “medium low” price comparing its range market placement. “Maximize income to develop the profit is an essential part of the marketing to permit the company to improve its investments and improve the production and the product” (Mitsuhiro,A, Kaneda , M, 2010);
· Improve its market share: Through its promotions, strong brand name, additions of new equipment, system inside of its products, and by the implementation of family car models and products, “Volkswagen wants to improve its quote market, by achieving new consumers and surpassing the concurrence.” (Volkswagen.com,2020) 
Demand:
The level of demand is very high. Notwithstanding that the car are a luxury transport, a lot of people require having a car to face work trips, personal movements or holiday travels. 
Cost: 
· “Volkswagen costs are several, instead the company have to face with its suppliers (low costs), its engineers (medium costs, its manufactures (high cost) and with the product promotion (high cost).”(Yen, J, Tran, Hsuan, 2016). The last two are the most expensive but at the same time the most important to achieve the costumer, the product sales and to maximize the profit. 
Competitors: 
By being inside an oligopoly market, the competition is very high. Volkswagen is in competition with strong brands such as Audi, BMW and Porsche which have a high price level, by concentring its product for wealthy/rich consumers.
Price Calculation:
· “Volkswagen price has been formed by a calculation of the marginal profit that Volkswagen wants to achieve (15%) minus the direct production cost (such as manufacturing, raw materials etc.) and indirect costs (taxes, rent etc.).”( Yen, J, Tran, Hsuan, 2016)
Price level: 
“The Volkswagen price level is medium/high.” (Volkswagen.com, 2020). That factor permits Volkswagen to be more competitive than its competitors whom fix their level price of high categories. Moreover, the price is introduced in the market by using the penetration strategy (because the products are introduced with a “medium” price and it develops by their implementations) and the psychological strategy (because the price is formed by basing on the experience that it is able to offer to the costumers.) 
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