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[bookmark: _Toc113630277]INTRODUCTION
One of the leading automobile production brands the Volkswagen Group founded in 1937 in Germany the company created an effort to innovate modular production with the establishment of its industry in Brazil and started its business operations with commercial vehicles products production throughout 1996. Thus, the brand has prioritised the customer's requirements and satisfaction factors to increase brand values and volume in the global competitive automobile industry. For that reason, the brand can apply strategy and build a potential communication channel that is capable of making a potential supply chain network to sustain internal and external communication with the stakeholders. 
The research can emphasise the application of the communication model for supporting data availability and security factors due to the integral way of illustrating business. Apart from that, the promotional strategies application has defined the popularity of the commercial vehicle that can persuade Volkswagen Group to merge with other brands and enrich the values of the product and increase brand awareness and equality factors. 
[bookmark: _Toc113630278]Concepts  of communication for Volkswagen Group
Communication can be considered as an exchange of information as well as an exchange of resources. The versatile product range has demanded a strong communication channel that can maintain a commercial bond with the stakeholders and shareholders of the company. Besides, the communication concepts can measure the resource exchange factors to achieve success in the global business of Volkswagen Group (Volkswagenag.com, 2022). The sustainable communication has indicated more cooperation and inspiration to increase business growth by applying innovative strategies. In this way, the production system and the supply chain network would be stronger and smoother the pathway of brand recognition factors to consistently satisfy customer expectations. 
The term communication has referred to the business progression to address commercial threats. Besides, communication has ensured the opportunities of business while integrated with innovative strategies that increase brand values, equality, and awareness factors (Rofiqah and Rozaqi 2020). In this way, the company can transform its outcomes to prioritise useful communication. 




In addition, they have open ample options such as product advertisement, social media platforms, and direct interaction that can cooperate with the Volkswagen Group and get direct open feedback from the customers about their commercial vehicle standards 9VW.com, 2022).  Moreover, the perception of communication can cooperate to understand the customer demand and ultimate satisfaction level through communication. Similarly, the team of Volkswagen Group can experiment with their product features and design due to preferring the direct communication approaches that increase brand values also. 
[bookmark: _Toc113630279]Communication model
Communication models are used to call out and understand the elements and relationships of the communication process being studied. Currently, the model is a new concept, thinking about different aspects of communication for planning to create an effective communication system. Besides, through potential communication, the brand can maintain the chain of massage, sender, and receivers (Tsaousoglou et al. 2022).  Thus, the customer inquired about the commercial vehicle products Volkswagen can proceed more simply so that the brand can provide satisfactory customer services to meet the demand of the customers and increase their satisfaction level. 
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Figure 1: Concepts of Communication Model
(Source: Park et al. 2020)
On the other hand, based on the application of the communication model, internal discussions are also maintained thereby making the company's high progress possible. 



Apart from that, the model has measured the feedback and responses aspects in such a way, that the brand Volkswagen can receive various types of feedback from the customers and transform their products features, designs, and appliances (Park et al. 2020). Besides, the transformation of the [products can get affirmative or negative responses through focusing on the communication model. Sometimes, the brand failed in its 

product manufacturing due to the low interest of the customers, especially in diesel commercial vehicles of Volkswagen groups (Volkswagenag.com, 2022). Moreover, the presence of the communication model can make a bridge between the brand and the customers that enhance the business production. Standing by the current industry, the modern approaches of the communication model are highly effective to maintain business productivity that increases the cooperation of the customers to satisfy their expectations. The diverse range of customers has preferred to maintain a straight and simpler way to maintain the communication path satisfactory supporting business expansion for  Volkswagen groups through their commercial vehicles products. 
[bookmark: _Toc113630280]Application of the concepts of Integrated Marketing Communications 
Integrated marketing communications (IMC) is defined as a process of using combined elements of marketing communications like “public relations, social media, audience analytics, business development strategies, and advertising” for establishing a brand identity to sustain consistency across individual media channels (Bob et al. 2020). Based on the Volkswagen Group has a previous identification due to proceeding with the business for a long time. The efforts and experience of the brand have inspired the customers for expecting more modern and innovative services through their commercial vehicle products. Besides, the advertising marketing communication process has applied the brand to increase the number of audiences and targeted mainly upper, middle, and upper-middle-class customers. The monotonous production has decreased the interest of the customers to invest in their products. 
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Figure 2: Formation of Integrated Marketing Communications
(Source: Laurie  and Mortimer, 2019)
The advertisement marketing communication channel is valuable to improving the issues of Volkswagen Groups to develop the brand awareness factors using digital marketing strategy to enhance the branding factors more. Thus, the approaches of IMC are supported by their purpose to ensure a sustainable position (Laurie and Mortimer, 2019). Similarly, the planning process of IMC has developed as a customer prospect to upgrade the capability of products of commercial vehicles and develop a competitive atmosphere in the automobile industry. 
[bookmark: _Toc113630281]Application of new promotional strategies of Volkswagen raising  brand awareness
The Volkswagen Group intends to develop mobility for everyone by applying strategies that promote their business as respective products, and price ranges (VW.com, 2022).  Besides, the brand has preferred to apply the targeting strategy to promote particular products and different group brands in specific segments of customers. Similarly, as per the brand value, the company has preferred to apply the positioning strategy to take a stand as respective of the products and presents among large numbers of customers (Hassan, 2019).  Currently, they have preferred the strategy of mobility, trust, marketplace, customers' interest development, and selling more factors. The company has applied the social media promotional strategy to maintain mobility through its products of commercial vehicles. 
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Figure 3: The process of increasing brand awareness
(Source: Hassan, 2019)

The application of the online advertising promotional strategy has been effective for Volkswagen Group in increasing brand awareness in the competitive market of the automobile industry where there is a high probability of changing customers’ preferences and not any constant demands. On another side, there are wide differences between advertisements and promotions and the outcomes also differ beyond increasing brand awareness. The advertisements have referred to the presentation of the company whereas the promotion means a large number of influencers support the brand and its products. In that way, Volkswagen Group has applied the social media marketing strategy to increase the engagement of the customers and decline the effects of the end-to-end customer journey (Dlamini and Artemenko 2019). . In addition, the strong brand portfolio strategy also served as an affirmative outcome for the company increasing brand awareness using the capability of their products. 
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Figure 4: Influences of Social media promotional strategy to increase brand awareness
(Source: Social et al. 2019)

The social media marketing strategy can inspire a large audience and share the features of the products quickly. As a  result, the marketing strategy has inspired to increase the brand values in the competitive automobile industry. Similarly, Volkswagen groups admire this promotional strategy to overcome the issues of customers' end-to-end journey also increasing the customer engagement factors simultaneously (Soviar et al. 2019).  Besides, the concepts of push and pull strategy is also applicable for the band where the pull indicates uses of advertisement way to promote business among the audiences,
besides, the pull strategy has indicated strategic implementation to support the business growth potential in the competitive market of the automobile industry through their mobility and commercial vehicles products. Similarly, the sales promotion approaches also served the satisfactory return to the brand by launching new products in the automobile industry. Like, Volkswagen group has tried to launch new auto recently using the sales promotion strategy. 
[bookmark: _Toc113630282]Perception of branding and brand equity
Brand equity is the combination of customers’ perceptions, experiences, and responses that increase a position of a company in the competitive market. Similarly, brand equity has covered the aspects of the premium product price range a company generates a population of products as per generic competitive items context (Wang et al. 2019).   Volkswagen groups build brand equity for their products using competitive price range strategic concepts for making commercial vehicles preferable and superior in quality, performance, and reliability.
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Figure 5: Responsibility of brand equity
(Source: Mahmood and Bashir, 2020)

The company has a sense of developing moderate design and accessories-oriented products to support the brand's growth. Besides, the promotional procedures and application of effective social media influencing strategies included the various social media platforms to develop brand awareness. Similarly, the competitive price range has insisted on the customers being part of their progression (Mahmood and Bashir, 2021).  
As a result, the company can develop the factors of brand equity by applying the techniques. The incredible consistency efforts can develop the brand loyalty factors among the large customers so that the company has illustrated different geographical locations. 
Apart from that, trustworthy customer responses,  brand logo, and market demand has developed the brand equity factors of the company in the competitive automobile industry. 
[bookmark: _Toc113630283]Keller’s Brand Equity model to Volkswagen
Keller's Brand Equity model is customer based that is used for measuring the connection and interest of the customers on Volkswagen. The purpose of the model has referred to a potential brand and the image attracts a wide range of customers through their broad experiences. According to the business purposes of Volkswagen Group, it has an already market reputation through its business of automobile and mobility services (Dharmawanand Hendrayati,2019).  Although the presence of competitors made monotonous production has decreased their brand values and hard the customers' journey procedures. Similarly, meaning has referred to the performances where the company shows its aggressiveness using an effective strategy in business and influencing the customer satisfaction factors eventually. As a result, the brand values are upward using a sales promotion strategy that enhances the company's productivity and assets values indicating new investment also. 
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Figure 6: Concepts of  Keller’s Brand Equity model
(Source:Stukalina and Pavlyuk, 2019)
Based on the stages of responses the company achieves cooperative feedback as a result, they can demonstrate their business volume, and organisational structure and achieve loyal customers. Besides, the modern progression and digitalisation have smoother the judgemental factors among the products. As a result, the customer can examine before investing in asset-oriented products of commercial vehicles. Similarly, the application of the push and pull strategy can achieve preferences from the customers along with receiving abandonment from the customers also. 
It symbolises lower brands equally so that the model aids to clarify the factors of Volkswagen. Besides, direct relation has developed with the customers due to their existence in the market for the long term and enhancing the customer's touchpoint factors (Stukalina and Pavlyuk, 2021).  Moreover, the upper stage of Kaller's model pyramid has measured the relationship among the customers and the brand means focusing on the B2C business to satisfy the expectation of the customers through their productive services of commercial vehicles. In addition, the company has prioritised sustainable factors so that emphasis is on the development of e-mobility factors to add on the extra efforts to sustain cooperative bonding with the vast range of global customers. 
Customer journey and Customer touchpoints for Volkswagen
In a highly competitive market, companies need to maintain positive relationship with their customers (Zafar, 2015). Customer relationship management (CRM) becomes one of the most important business strategies in the digital age, thus involving organizational capability of managing business interactions with customers toward maintaining and creating the relationships with customers in modern business (K, 2015). Volkswagen prefers to deliver an end-to-end user experience for its customers, which is the most exciting interaction approach at all touch points in the automobile industry. The factors of Touchpoints exist within the vehicle that can operate through the internet via apps and websites (Abramov et al. 2019). As a result, it can be useful for developing abandoning among the customers to provide a satisfactory interface that compliments the customer journey factors. The customer journey has followed some steps to direct interaction between the customers and the brand through “Awareness, Consideration, Decisions, Service, Loyalty” which increases the brand's potential to erase the issues of customer end-to-end factors. 
The Holistic user experience (HUX) division is individually able to manage the interaction between technical development, design, product line, and sales, to ensure, among others, the smooth integration of the vehicle into the digital environment for receiving the customer's appreciation that enhance the concepts of touchpoints. IAl Subhi et al. 2019). 
Moreover, the touchpoints have been dependent on the three purchasing phases to maintain the customer bonds satisfy the expectation of the shoppers, and aid to develop the purchasing interest in commercial vehicles. Besides, intuitive usability serves as instructing principle with full integration of growing functions such as "infotainment, mobility, and value-added services” on behalf of Volkswagen. 
[bookmark: _Toc113630284]Customer journey map for Volkswagen
	Stage 
	Awareness
	Consideration 
	Decisions
	Service 
	Loyalty 

	Customer Action 
	Social media campaigns and online advertisements 
	Conduct research on the commercial vehicles with the other competitive companies' products 
	Purchase the products 
	Receive service, customer service, and after-sale service 
	Interest in another purchase and sharing affirmative purchasing experiences 

	Touchpoint 
	Social media 
	Social media 
	Company’s official website 
	Emails, phone calls
	The official page and website review site 

	Customer experiences 
	Interested 
	Curious 
	Excited 
	Worry 
	Satisfied 

	KPIs 
	Number of target audiences reached 
	New website visitors 
	Increase sales value  
	Customer services success ratio, commercial vehicles product review 
	Customer satisfaction range, retention rates 

	Business Goals 
	Develop awareness, each bash e-mobility 
	Maximum the customer numbers. 
	High purchase rates 
	Develop customer satisfaction level 
	Develop positive reviews and high customers retention rates 

	Team Involvement 
	Marketing communication 
	Sales and Marketing Communication 
	Marketing customer services 
	Customer Success 
	Providing customers satisfactory services for success 



Table 1: Customer journey map
(source: Self-developed)
[bookmark: _Toc113630285]Critical analysis of  Volkswagen’s customer journey map
The customer analysis map of Volkswagen has defined customer-related stages were observed mixed responses concerning the performance of the brand. The actions of the customers have depended on developing brand awareness that considers taking affirmative decisions to encourage the services of the company. Similarly, it can maintain the loyalty factors to enhance the relationship among the customers (Kim et al. 2022).  The promotional and advertising procedures have a major induction to minimise the issues of the customers' end-to-end factors. The touchpoints have measured the direct and indirect communication that reflects on the brand business illustration factors affirmatively. It is currently satisfied through the social media platform and the official websites. Communication is also an essential way that supports the company to maintain direct interaction for receiving better opportunities through customer retention factors also the standards of the product of commercial vehicles. 
The performance of the employees of Volkswagen has depended on the reaction and connection of the employees measured through the KPIs.
As a result, the journey map insists on determining the progressive business goal that supports increasing the products and performance productivity. Finally, the strength of the team has the potential to satisfy the niches of the individual global customers to receive an affirmative appreciation that supports the brand's progression.
[bookmark: _Toc113630286]Evaluation of Total Engagement Model for  Volkswagen’s product
The customer's positive product purchasing interest is the initial method of success in a business. There is a circulation of an organisation that in case a brand goes beyond simply encouraging customers to stop purchasing and connection instead of customer negotiation or product research skills (Batidzirai et al. 2021). Moreover, they can dramatically enhance business performance levels including sales and growth values. Hence, the total engagement model is responsible for increasing the revenue values of the company to encourage the customers to maintain their purchasing interest thoroughly. 
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Figure 7: Approaches to the Total Engagement Model
(Source: Batidzirai, 2021)

Customer value position 
The application of the strategy of the total engagement model to criticise the existence of the customer presence for ensuring the incredibly long-term progression of the company.The potentiality of the products of Volkswagen's commercial vehicle has developed into a craze due to the features, amenities, design, and technological upgradation (Abimol and Pillai, 2020). As a  result, the customer can prefer to purchase the products due to the value for money concept. The services of the company have enhanced the factors of brand awareness that compliments the model to ensure the key success of the business transaction eventually. 

Customer bargaining skills 
The negotiation skills have declined the profit margins to sell the products of Volkswagen Group. Besides, the pricing compensation is valuable to develop the customer engagement entity that encourages the business progression to satisfy the customer's expectations and influences to maintain loyalty approaches (Schuck, 2018).  As a  result, valuing the bragging skills of the brand can enhance customer relationships and also helps to increase the engagements showing purchasing interest. 



Internal cultural elements 
The key element is another initial move to the success of the brand maintaining the business ethical codes that influence the customers to maintain collaborative bondings (Czuma-Imiołczyk, 2018).  As a  result, the mission and vision of the band have satisfied to increase the connection ratio with the customers through adopting advanced technology n in the products production system.
 
Customer experiences 
The experiences and responses of the customers are other main factors that cooperate to grow the business volume of Volkswagen. Besides, the strength of the products has increased the customer retention factors and also instructs the employees of the company to increase their performance potential (Imiołczyk, 2018).  As a result, the customers can achieve satisfactory experiences through purchasing products from that brand and also receiving quality services after purchasing and transform into loyal customers that cooperate with the growth of the company. 
[bookmark: _Toc113630287]Current and future stakeholders' expectations of Volkswagen
The stakeholders of the band Volkswagen have expected to maintain sustainable management factors to empower the supply chain management. As a result, the stakeholders can get preference and provide a satisfactory return to the product production upgrading the global economy.  Currently, the stakeholders of the brand are expected to increase the power of mobility that wider the successor path of the company that influences a large number of targeted audiences through using communication channels (Zhang et al. 2019).  Besides, the new strategy application is another expectation that prominent the activities and presence of the stakeholder to format the company on a wide scale internationally. 

On another side, based on the present stakeholder's expectations it can assume that in the future they can adopt the social responsibility factors to support global economic development by dominating their performances separately. Besides, the active participation of both internal and external stakeholders has increased the brand's reputation. As a result, they can expect satisfactory growth of the company (Valentini and Kruckeberg,2018).  Meanwhile, the brand can encourage the stakeholders to transform their performance level and increase the power of activities for supporting the business revenue growth in the upcoming days.  The internal stakeholders can expect comprehensive and cooperative behavior from the brand and ensure a flexible working culture. Similarly, the external stakeholders have demanded the services or product standards for maintaining the progressive binding eventually. 
[bookmark: _Toc113630288]CONCLUSION
In concluding note at the end of the research it can conclude that Volkswagen Group has prioritised the application of the innovative strategy. Therefore, the success factors of the products of commercial vehicles of Volkswagen Group have gained high market value from the global customers. In this way, the brand can increase its brand recognition approaches by developing an effective communication pathway. The application of the communication model has complemented the process of the production system of Volkswagen Group. With the integration of marketing communication using digitalisation technology, the brand can achieve incredible sales values that enrich the market position of the band eventually. 

On another side, the application of innovative strategies has developed brand awareness factors that insist the brand apply the innovative social media influencing, sales promotion, and push and pull strategies for increasing the standards of production and supporting to development of brand awareness. Similarly, Keller's Brand Equity model develops brand equality so that the company can receive similar facilities and demands in the international market. 

The technological installation has insisted on the brand to develop a potential brand identity in the developed market of the USA, and China. The costume journey map and the touchpoints factors can inspire the company to meet its desired goals of providing attractive, secure, and eco-friendly commercial sound vehicles which can compete in an increasingly tough market and fix global standards in their respective industry through versatile commercial vehicle products. The total engagement model isn't for the employees to get the best quality efforts in production as a result, the brand can maintain 
its position throughout the world. Therefore, the current and future stakeholders' expectation has analysis to ensure the sustainability of Volkswagen Group worldwide.
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