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[bookmark: _Toc88873385]Executive Summary
Over the past three years, the previously stable auto market has been rocked by the COVID-19 pandemic and a shortage of auto parts chips. However, the wave is a good opportunity for the leading auto companies to seize market share under the opportunity of market restructuring, and FAW-Volkswagen is one of these companies.
There is no doubt that the epidemic has dealt a heavy blow to auto companies, such as the epidemic in Shanghai in 2022. Shanghai has a very high status for the whole Chinese automobile industry. Shanghai is the birthplace of the Santana, the first successful model of China's modern automobile industry. Because of this, China's auto market is surrounded by suppliers for vehicle assembly and parts production.
Lack of supply is a huge problem for marketing. At the moment of the epidemic, more residents choose to save money, so that they have more purchasing power to cope with the huge changes in their living environment. However, the insufficient production makes the automobile enterprises lack of sufficient products to market, and the lack of capital return further affects the development of new products. How to survive in such a difficult situation is the key factor for FAW-Volkswagen to survive in the turbulent automobile market.
At present, when the epidemic seriously affected the market, FAW-Volkswagen was able to buck the trend of growth and continue to lead the Chinese market. Not only the reputation effect of German high value established over the years and consumption inertia, but also the active exploration under difficult circumstances, 
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starting from marketing and innovation, and constantly stimulating consumer demand with new products. To further consolidate the advantage.
With the peak of market flow dividend in recent years, more and more enterprises realize that effect advertising can no longer easily leverage the results of market competition, the influence of brand communication on the user's mind is gradually prominent, long-term brand building investment returns to the attention of enterprises, and the marketing path is gradually changing from the separation of product effect to the integration of product effect and the synergy of product effect. Different from short-term thinking, the combination of product and effect emphasizes the combination of brand and effect marketing strategies to maximize the comprehensive effect in different stages, goals and scenarios, and to realize the coordination and synchronization of short-term transformation and long-term premium. Based on this, enterprises begin to rethink brand building and adjust the structure of marketing input, and explore how to build long-term competitiveness through high-quality brand communication on the basis of reasonable cost input, so as to achieve sustainable long-term operation.
The deeper reflection behind it is that FAW-Volkswagen continues to drive self-evolution and fully implements the user-centered brand strategy, including fully catering to the youth and digital transformation, which fundamentally consolidates the spirit of the brand as a "sales crown" and establishes the development ambition of the second half of the automobile market.
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[bookmark: _Toc1193847030]1 Introduction
The upstream of FAW-Volkswagen depends on the construction of its new media marketing position and the new path of business growth. In 2022, FAW-Volkswagen will make full use of the intelligent layout of online data to achieve a breakthrough development.
The indispensable part of marketing is the collection of clues for prospective customers. As of November 2022, FAW-Volkswagen has collected 710,000 clues from prospective customers through live broadcasting channels, achieving 45,000 new car sales. Meanwhile, FAW-Volkswagen has also made remarkable achievements in the construction of dealer new media matrix: Within the matrix, there are 475 accounts with more than 10,000 fans, 91 accounts with more than 100,000 fans, and 2 accounts with millions of fans. The total number of fans across the platform has reached 35 million, ranking the first in the industry.
At present, there are three general transformation trends in the automobile industry, which are consumption upgrading, personalized service, electrification and intelligence. And the consumption upgrade and personalized service are inseparable from the key role of marketing. The motivation and underlying logic of individuation actually come from digitalization, because only in the digital era can there be channels, methods and means to accurately understand and meet the personalized needs of users.
This personalized demand also brings great challenges to the car manufacturers. First of all, the automobile industry is an economy of scale. Its processes are very complex. Once personalized needs are generated, all the original processes and systems, from the order system to the production system, will face huge challenges. Secondly, the basic system of automobile is informationization, and the interior of automobile enterprises are supported by powerful information system. However, after individuation, the original process and information system should be transformed on a large scale. The seemingly simple personalization of the car manufacturer is a challenge to the core of the supply system capability.
On the road to electrification and intelligence, it will face more difficulties. The first is to increase the model based on the fuel car, from the perspective of marketing strategy, management complexity is increased. In terms of electric vehicles, domestic consumers' understanding of electric vehicles mainly comes from new car manufacturers, including Tesla, and they lack awareness of electric vehicles launched by traditional car enterprises. The cognition of automobile enterprises on consumer demand is also incomplete and in the preliminary stage.
Behind the outstanding achievements, like many automobile brands, FAW-Volkswagen also faced many external and internal challenges at the beginning.
[bookmark: _Toc1047319289]2 Current situation of Volkswagen
2.1 Challenges
2.1.1 The epidemic is difficult to attract customers at present
Automobile sales largely depend on sales in offline showrooms, and the epidemic directly affects the natural customer flow in showrooms, resulting in difficulties for dealers to obtain customers, and new channels are urgently needed to supplement.
In recent years, affected by the epidemic, the general environment of the automobile trading market is depressed, and the market sales continue to decline. The changes in the market environment make many agents willing but unable to do. Often, customers can't see the cars, factories can't resume work, 4S stores can't operate, and product conferences can't go on as usual.
Countermeasures:
1. Invite customers by phone
Through live broadcasting, FAW-Volkswagen obtained a large number of clues of intended customers. Based on such clues and the traditional way of telephone invitation, customer experience was agreed to increase the customer visit rate.
2. Online social platforms
At present, with the explosion of information, video is a good entry point for traditional automobile enterprises to change. If you want to get a large number of clues of intended customers, in addition to live broadcast, it is also a good way to make good use of short video. In the early stage, we can rely on the reputation of FAW-Volkswagen's previous customers to accumulate original customers, and invest the necessary time and labor cost to start. However, after investment, these marketing behaviors require the support of a large amount of market data, not to mention the export enterprise industry. Popular models and policies and regulations in each market are different, which is more similar to casting a net in the sea. Therefore, FAW-Volkswagen can make use of the accumulated customer information for analysis and research to achieve good publicity effects.
3. Start with the people around you
The network around each employee is a potential customer of the enterprise. By developing favorable incentive policies for employees and spontaneously making employees become marketing personnel of the enterprise, the value of employees can be maximized to create performance for the enterprise.
4. Keep in touch with customers
Marketing is not only to obtain new customers, but also to maintain old customers is an important area of marketing. Enterprises have a firm grasp of customers, must be a priceless wealth. Because once people buy a car, they will not drive it forever. If they are really satisfied with your service, they will definitely think of you first when they change brand cars. This can save the cost of knowing a company again and trusting a service consultant again for the users.

2.1.2 Obtaining user clues
As users' catalytic media habits shift to short video platforms, traditional automotive vertical media cannot meet the demand for new clues, so it is necessary to make full use of the traffic advantages of short video platforms to supplement the acquisition of clues.
"Big Data Customer acquisition Platform through Operators", which integrates various websites, web pages, apps and mobile application resources across the country, has had an important impact on our enterprises and different industries and fields, as well as the current marketing promotion and customer acquisition in the market.

2.1.3 Changes in FAW-Volkswagen's strategic adjustment
Since 2021, the FAW-Volkswagen brand has undergone active transformation, adjusted its business and organizational structure, and set up an internal user operation center. How to effectively explore the cultivation and operation of TOC and guide dealers to carry out effective transformation is also a big challenge.

2.2 Opportunities
The challenges of social environment are universal, and all automobile enterprises will be affected by them. Therefore, the most important thing is how to deal with the current predicament. By using the power of marketing, FAW-Volkswagen quickly seized the two major opportunities from the market and the massive engine platform, and created an innovative customer gathering channel to realize the rapid development of automobile sales.
2.2.1 Market Opportunities
FAW-Volkswagen quickly seized the market opportunity, starting from the two directions of rapid perception and continuous promotion. First, it used the online content ecology to seize the help of users and promote the rapid cognition of car owners. The second is to accelerate the transformation of relational user flow.

2.2.2 Platform opportunities
On the massive engine platform, the private field of the massive engine is also accelerating development, which provides more good opportunities for the deep-rooted position operation and long-term link to FAW FAW-Volkswagen relationship users.

[bookmark: _Toc1519319411]3 Conclusion
Good marketing is no accident. It is as much an art as a science, the result of careful planning and execution using the most advanced tools and techniques. Trained marketers constantly update classic practices and develop new ones to find innovative, practical ways to adapt to new marketing realities.
In the era of user king, how to efficiently acquire and convert users through the ultimate user experience has become one of the core issues of each enterprise. It is one of the unique marketing paths to enhance users' sensory experience and help products go out of the circle by creating a brand and product with a sense of science and technology.
Especially in the automobile, home appliances and other industries, enterprises usually have core differentiated patent technology and strong product power, so it becomes particularly important to match appropriate marketing means to promote the spread of product competitiveness.
Some enterprises quickly establish accurate and vertical brand positioning by creating a reliable technology brand image, supplemented by end-to-end technology store display and design style, as well as high-tech marketing selling points. On this basis, the key target market as a breakthrough, accelerate the product out of the circle and market expansion.
Take Dyson, for example. In the home appliance industry, consumers have the strongest perception of Dyson's "sense of technology" label, and Dyson mainly strengthens its positioning of sense of technology through the following "three elements" :
He repeatedly emphasized the "geek" nature of the company and positioned himself as a "technology company." The company's core philosophy is to "design and produce products that use technology to simplify people's lives", and it often emphasizes the concept of "technology simplifies people's lives" in public.
The design style pursues metal texture and industrial style, leads the aesthetic trend of science and technology, and implements this design style in all aspects. For example, the advertising style is mainly concise and cold, supplemented by less text and large-size product image, which simply shows the technological performance and advantages of the product. The store is mainly black, creating a futuristic minimalist technology style.
Marketing highlights the enterprise's scientific research ability and patent achievements in airflow. Through repeated air flow technology publicity, strengthen consumers' awareness of the brand professionalism, at the same time, open official accounts in various professional or technical science platforms, answer the technical principles behind the product "black technology", and conduct in-depth communication with high-value users.
In the era of traffic dividend, enterprises can quickly convert users directly through effect advertising. This marketing method that can easily measure the effect is really effective, so it has become the focus of most enterprises' marketing work.
On the contrary, brand advertising pays more attention to building the user's mind, and promotes the business growth through long-term brand image promotion and brand power rendering to consumers. However, due to the need for a long period of continuous investment, and the effect is difficult to quantify, brand advertising is often placed in the position of "dispensable" by some enterprises.
In China, for a long time, only a small number of enterprises recognized brand communication influence to adopt the strategy of "product and effect integration" -- the pursuit of a marketing at the same time to achieve the double effect of communication and transformation; Most companies are more inclined to "product-effectiveness separation", that is, using short-term thinking to evaluate the immediate effect of each marketing campaign, which eventually leads them into the mire of "short-termism".
Building a brand is like playing a strategy game. Entrepreneurs are like players. Like game characters, they should gradually upgrade their brand values and equipment. Players need to have a good mentality, because the black powder in the game, and the bad media environment, it is easy to explode people's mentality, when everything is on track, will get the brand compound interest, like open a plug-in, will get a long-term sense of achievement.
FAW-Volkswagen has already built a mass foundation. For the marketing team of FAW-FAW-Volkswagen, the strategy of selling cars by relying on mature dealer system is gradually being challenged. The decentralized media, fragmented audience's focus and the increasing cost of consumers' visiting stores all make the marketing environment quite different from the past. How to produce high-quality vehicle communication content and accurately reach consumers and be recognized has become a new topic facing the marketing team.


[bookmark: _Toc1620777847]4 Recommendations
The sales links of automobile brands are generally long, and the establishment of online new media marketing positions and the realization of online clue collection and transformation require sufficient courage to solve many challenges at the execution level. However, FAW-Volkswagen gradually improved the construction of the new media marketing position in three stages by using the "three-step trot" method.

4.1 The first step, account system construction
FAW-Volkswagen plans to build a new media marketing matrix with official accounts as the center, dealer accounts as the chain contact point, and official accounts plus 300 core dealers to grow grass on the platform.
The explosion of social media has changed the way people live their daily lives. On social platforms like Facebook, Twitter, Snapchat and LinkedIn, consumers can stay in touch with family, friends and colleagues, promote products and services, and even engage in politics. Social interaction and user-generated content thrive on social media such as Facebook, Instagram, Wikipedia and YouTube. In addition, websites such as Dogster for dog lovers, TripAdvisor for travellers and Moterus for cyclists connect consumers who share common interests. On platforms such as Bimmerfest, Bimmerpost and BMW Links, car enthusiasts also discuss wheels, the latest BMW models and recommend excellent local car mechanics to each other.

4.2 The second step, new car clues collection
Collect prospective customers through platform operation to achieve new car sales. Nowadays, many customers' perception of the differentiation between different products is becoming less and less obvious, which leads to low brand loyalty. Consumers are increasingly unwilling to put up with marketing campaigns they don't like. As a result, they opt to block online messages, skip ads, and avoid email or telemarketing. Therefore, we expand potential customers through the operation and marketing of the platform, and our sales will be effectively increased.

4.3 The third step is to create the living ecology of the new media platform car
Through the refined fan operation, the vehicle life content ecology and e-commerce ecology are built with the vehicle as the carrier.
On an individual level, problem spots include:
1, parking: For many people driving out of the parking lot is a headache to pay the parking fee, if the car and credit card binding, and cover to large shopping malls, it will be greatly convenient for customers' daily travel.
2. Maintenance: For some technical problems of cars, engineers can remotely operate to solve them, which can improve customers' worries about car maintenance in the process of car use.
3. Add-on equipment: Today, billing agencies, insurance companies, and local security agencies must build, distribute, and enable additional aftermarket equipment to enable their services. For the software-based approach, all of this can be achieved by simply enabling the driver.
4. Media: Billboards and radio are particularly effective because they are local. However, it is not so easy to remember carefully designed advertising content when travelling at 60 miles per hour. Billboards and radios can convey critical information about the location and provide it to the car's panels. In this way, the driver only needs to select the AD to be added to the mapping system.
However small the concerns of individual car owners may be, these issues are magnified for fleet operators, to whom software services are more valuable. Finally, transportation authorities can use this data to deepen their understanding of the environment (congestion, weather, emergencies, etc.) and take corrective action.
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