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Executive Summary
This report provides a profile of the corporation known as Volkswagen Group or VW AG. Research data was gathered from the Bloomberg database, and other scholarly online documents. Based on findings and analysis, it can be concluded that Volkswagen Group has a strong global position in the automobile market. The company has no official mission statement, though its primary goal is to become a world leader in the automobile market, and deliver “clean fuel” vehicles to consumers (Bloomberg, 2015). Its diverse portfolio includes a variety of car brands that can satisfy any target consumer’s tastes. However, the recent emissions scandal in the United States has comprised the company’s image, and drastically reduced its corporate growth. The EPA discovered that VW AG utilised “defeat devices” in order to cheat through emissions tests. Volkswagen Group has incurred costs worth several billion dollars due to this incident. Further investigation and possible disciplinary actions are currently being looked into. Though the corporation continues to expand, its revenue growth has fallen in the past few years. Volkswagen Group also continues to struggle in the U.S. market, falling far behind the leading competitor, Toyota, by 10% (Bloomberg, 2015). The auto industry has seen several declines in China, Russia, and Brazil due to high interest rates and depreciating currencies. Meanwhile, the United States and Europe auto markets have seen growth in car registration numbers and sales. Based on Volkswagen Group’s current situation, there are several recommendations that can be made. The primary goal of the corporation should be to restore consumer confidence in its diesel vehicles. Volkswagen Group broke its promise to consumers by cheating on the emissions test. Therefore, it is vital for the company to rebuild consumer trust and loyalty. A correctional marketing campaign acknowledging the corporation’s mistakes, and providing solutions to the problem would be advised. Volkswagen Group should focus their efforts on gaining market share in Europe and the United States because consumers are more willing to make purchases. For other regions, VW AG should only make further investments if the venture procures benefits for the corporation. With these recommendations, Volkswagen Group has the potential to become a world leading car manufacturer.
Company Overview
Products and Services
Volkswagen Group manufactures a wide selections of vehicles that can satisfy a variety of consumers. This includes affordable cars, luxury cars, sports cars, trucks, and commercial vehicles. There are twelve brands that make up the Volkswagen Group. Each of the following brands have their own distinct characteristics that satisfies consumer preferences: Volkswagen, Audi, Seat, Skoda, Bentley, Bugatti, Lamborghini, Porsche, Ducati, Volkswagen (commercial vehicles), Scania and Man (Bloomberg, 2015).
Volkswagen Group does not only manufacture vehicles, but it also manufactures other machinery such as: diesel engines for marine, stationary applications (turnkey power plants), turbo chargers, turbo machinery (steam and gas turbines), compressors, and chemical reactors (Bloomberg, 2015). However, the group’s main focus is automotive products. Volkswagen Group also provides financial services for their customers. These include activities such as customer financing, leasing, banking, insurance activities and fleet management (Bloomberg, 2015).
Governance
Volkswagen Group’s Management Board consist of ten members: Matthias Mueller (Chairman), Frank Witter (CFO Member), Herbert Diess, Francisco Javier Garcia Sanz, Horst Neumann, Jochem Heizmann, Rupert Stadler, Andreas Renschler, Juergen Stackmann and Hans-Gerd Bode (Head of Investor Relations) (Bloomberg, 2015). Each member is responsible for managing a particular function inside Volkswagen Group.
There are 21 individuals that make up the Supervisory Board for Volkswagen Group: Hans Dieter Petsch (Chairman), Berthhold Huber (Deputy Chairman), Bernd Osterloh, Peter Mosch, Klaus Liesen, Babette Froehlich, Wolfgang Porsche, Hartmut Meine, Ferdinand Oliver Porsche, Hans-Michel Pieech, Hussain Al Abdulla, Thomas Zwiebler, Annika Falkengren, Uwe Fritsch, Stephan Wolf, Hans-Peter Fischer, Stephan Weil, Olaf Lies, Louise Kiesling, Akbar Al Baker and Uwe Hueck (Bloomberg, 2015). These individuals are responsible for monitoring and approving decisions made by the corporation, and interacting with the Management Board.
Volkswagen Group has five different committee structures: Executive Committee, Mediation Committee, Audit Committee, Nominating Committee and Special Committee on Diesel Engines (Bloomberg, 2015).

Corporate Partners
Volkswagen Group operates in 20 European countries with 119 production plants. Furthermore, they have production plants in 11 other countries including America, Asia and Africa. With all these plants, the group is able to produce 41 000 vehicles every weekday (Bloomberg, 2015). In addition, these vehicles are sold across 153 countries (Bloomberg, 2015). This allows Volkswagen Group to be a globally active competitor in the automobile market.  The success of Volkswagen Group is dependent on its corporate partners; whether they are able to supply demand, and if partners are able to distribute products. Volkswagen Group has 235 suppliers, which is necessary to manufacture the variety of automobiles (Bloomberg, 2015). This is because each type of vehicle requires many parts to create a finished product. However, Volkswagen Group has the option to sell parts of a product or complete products for its 16 distributors (Bloomberg, 2015). Ultimately, the decision depends on the Supervisory board, as they decide whether corporate partners can use the parts to finish their own product or for distribution purposes. Volkswagen Group understands and values the relationship between each corporate partner. As a result, these partners support the success of the group. 
Marketing Growth Strategies
Volkswagen Group’s strategy focuses on positioning the company as a global economic and environmental leader among other automobile manufacturers by 2018 (“Strategy”, n.d.). The corporation is expecting substantial growth and sustainable profitability (Paris, 2010). Volkswagen Group stated four goals to help it become the best automaker by 2018 (“Strategy”, n.d.):
1. Establishing intelligent innovations and technologies to become the world leader in customer satisfaction and quality.
2. Increasing unit sales more than 10 million vehicles a year.
3. Getting 8% at least for a sustainable return on sales before tax.
4. Reaching the top employer among all brands in the world.
Volkswagen Group also stated three growth market focus (Paris, 2010):
· Increased market penetration
· Emerging markets expansion
· Balanced global footprint
Volkswagen Group prioritizes the environmental benefits and profitability of their products in order to attain the right products in more critical economic situations (“Strategy”, n.d.). The group also desires to increase its global customer base while keeping existing consumers satisfied. This could be an example of market penetration. Market penetration is when a company employs the existing marketing mix and focuses the firm’s efforts on existing customers. (Grewal, Levy, Lichti, & Persaud, 2015, p.50). Furthermore, when Volkswagen Group introduces new vehicles, it is apply the product development strategy. Volkswagen Group utilizes these growth strategies in order to expand the company and increase sales.
Marketing Mix
Price
The price of a car varies on the size, additional installments, and the power of the engines. Thus, the products’ prices could be either affordable or expensive. (Kaobns, 2012). Since the prices of vehicles are dependent based on the types of vehicles, customers have a wide range of choices. They can decide which cars are reasonable and right for them based on their preferences of cars. 
Products
Volkswagen has a large range of different products under their brand. The model range of the Volkswagen Group is shown below: 
Models: Up, Polo, Golf, Beetle, Jetta, Passat, Skoda, Seat
Brands:
[image: ]
http://www.volkswagenag.com/content/vwcorp/content/en/brands_and_products.html
Promotions
Volkswagen Group promotes and advertises their products in various ways. For instance, customers can go on the Volkswagen Group’s website page to overview the products. They are also advertised through television and social network services such as Facebook, Twitter, LinkedIn, and YouTube. 
Place
Volkswagen Group’s headquarters is located in Wolfsburg. The company’s products are sold in more than 150 countries. Volkswagen Group’s factories are located worldwide, and the location depends on the model or type of car being produced (Bhasin, n.d.). This is done to make the products readily accessible and delivered to the consumer on time (Grewal, Levy, Lichti, & Persaud, 2015, p.45)
Customer Segmentation
Segmentation
Volkswagen Group has numerous choices and variations of cars. For demographic segmentation, Volkswagen Group mainly targets families. However, it also targets individuals that have high income to keep its high-end brands well known and exclusive. Furthermore, customers have to be above the age of 18 years old and have a driver’s license in order to make a purchase. For behavioural segmentation, the company segments its cars by quality. For instance, Volkswagen’s choices are large from small city work cars to high end, and high income.
Targeting
Volkswagen Group’s marketing efforts is directed toward to customers aged 18 to 49 years old (Kaobns, 2012). But most car owners are young males aged around 25 to 34 years old (Terry, Michelleti, Weeks, Jukes, & Kigawa, 1997). Volkswagen Group targets different types of customers based on the model of a car. For instance, the Passat model targets middle-class people who can afford the car, and those who think that the car is good for their family. 
Positioning
Volkswagen Group is committed to maintaining their individual identities (“Brands and Products”, n.d.). The company will also be focusing on positioning the Volkswagen Group to be the global economic and environmental leader among other automobile manufacturers (“Strategy 2018”, n.d.). This is to appeal their brand in the future as the most successful, fascinating, and sustainable automaker in the world (Paris, 2010).
Financial Metrics
Current and Liquidity Ratios
Current ratio and liquidity ratio measure how fast a company or business is able to pay back their debts within a 12 month period by selling current assets. This the ideal ratio is 2:1 for having enough current assets to continue the business. 
Current ratio = Current asset / Current Debt
Current ratio = 161,869.51/159,074.01 = 1.01		(Bloomberg, 2015).
The current ratio for Volkswagen Group is 1, which is adequate for operations. However, current ratio should be below 3 and close to 2, this means Volkswagen Group has just enough to pay back all current debts. Furthermore, it means that the group should invest more in cash activities. A current ratio of around 1 seems to be industry average as BMW, GM, Daimler, and Honda all have a current ratio of 1-1.4 (Bloomberg, 2015). Automotive companies primarily deal in products that last for more than a 12 month period, thus having many current assets would not be ideal because auto vehicles last at least 5 years.
Cost of Main Operating Activities 
The cost of goods sold for Volkswagen Group in the year 2014 was $220,441.3 billion USD (Bloomberg, 2015). Volkswagen Group has a large amount of COGS as they are a products based company. The company has also spent large amounts on advertising, sales, and marketing its products. The amount of spent on these activities is 26,957.7 million USD (Bloomberg, 2015). This is due to developing new cars, having many competitors in the market, and having a large range of consumers. Spreading awareness about new products and innovations to consumers is a key part of marketing. Therefore, it can be said that Volkswagen Group manages their money well.
Table 1. Volkswagen Group Growth ratio over a 5 year period (Bloomberg, 2015)
	Millions in USD except profit margin

	Years 
	2010
	2011
	2012 
	2013
	2014

	Net income
	9067.4
	21455.6
	27918.9
	12042.5
	14593.4

	Sales revenue 
	168313
	221862
	247757
	261687
	268963

	Profit margin
	0.054
	0.097
	0.112
	0.046
	0.542


Referring to Table 1, Volkswagen Group had sales revenue going up at a substantial rate in the first few years. However, growth slows down in the later years. The most probable reason for this is the impact of globalization, and society slowly changing to more affordable, environmental cars. Net income also increased substantially until 2013 because the stocks that Volkswagen Group invested in became less profitable. However, net income rose again in 2014 due to increase in sales and better financial decisions. The company’s profit margin was very high before the drop in net income because received a small gain from their investments. Volkswagen Group’s sales and net income continue to grow, albeit at a slower pace than previous years. The corporation is expanding into other regions of the world to compete with their main rival in the automotive industry, Toyota.        
Table 2. Geographical Region Revenue (Bloomberg, 2015)
	Regions of the world
	Revenue % of 2014

	Europe
	60.6%

	Asia-Pacific
	18.8%

	North America 
	13.6%

	South America  
	6.9%


Volkswagen Group’s main consumers are in Europe as 60.6 % of their revenue in 2014 was generated there (Bloomberg, 2015). The country that cumulated most of the revenue was Germany, which is also the company’s headquarters (Bloomberg, 2015). This is mostly due to being able to easily advertise there, and being able to conduct transactions much more easily than overseas. The brand, Volkswagen, is much more known in Europe than other regions of the world. This is because competitors such as Ford or Toyota have established strong consumer bases in those countries. Asia is the company’s next biggest contributor to revenue mostly due to china becoming an economic powerhouse. Thus people there can afford to purchase higher quality foreign vehicles. China has increased development of roads and highways. This allows people to drive to work or other places, which in turn increases the purchase of automotive vehicles. 
Chart 1. Revenue % by Product Brand (Bloomberg, 2015)

Volkswagen, the main company and head of Volkswagen Group, contributes most of the revenue in the group. Volkswagen is second only to Toyota, and two of the best selling cars in world are from Volkswagen. Volkswagen dominates the European market, Toyota controls the Asia-Pacific market, while GM leads the North American markets. There are other competitors in the market, though these three corporations are the top three. Volkswagen Group has acquired brands through its successful marketing and business decision. The second best contributor to the group is Audi, which acquired after WWII in 1964. Since Volkswagen is the parent company, Audi has been the biggest contributor to the Volkswagen Group in terms of outside subsidiaries (Bloomberg, 2015). Financial services account for another portion of Volkswagen Group’s revenue, but only 3% of revenue is generated by this source (Bloomberg, 2015). Volkswagen Group remains an automobile orientated company that strives to become a world leader in the market.
Impact of Globalization on Volkswagen Group
Volkswagen started in Wolfsburg, Germany around the beginning of the Second World War. The company became successful with its invention of the Beetle (Bloomberg, 2015). Volkswagen has made many improvements to Wolfsburg, and contributed to Germany as a nation in many ways. In 2013 Wolfsburg was ranked the richest city in Germany (Bloomberg, 2015). As years went on and Volkswagen grew larger, it went on to acquire Auto Union now known as Audi (Bloomberg, 2015). With the addition of several more companies, Volkswagen become a global competitor similar to Toyota or GM. Volkswagen changed its name to Volkswagen Group after it acquired Audi. Volkswagen Group started to expand by acquiring the Spanish car manufacturer SEAT, then the Czech car manufacturer SKODA as well (Bloomberg, 2015). These two companies were Volkswagen Group’s first real expansions towards the global market. The corporation proceeded to acquire the remaining brands in later years. 
Globalization is a process of interaction and integration among people, companies and governments of different nations (Bloomberg, 2015). This process is driven by international trade and investment aided by information technology (Bloomberg, 2015). Volkswagen Group has realized that even though it dominates the European market, there are many other regions in world worth expanding to. The group has tried to expand in the U.S.A. and Japan but failed to compete with the leading competitor in those countries (Bloomberg, 2015). After this failure, Volkswagen Group decided to only expand in developing countries such as China or Spain (Bloomberg, 2015). As a result, the corporation currently enjoys continue success in those countries. Volkswagen Group, which originated from German culture, has had a hard time trying to overcome cultural barriers. The company has produced many advertisement that have both failed and succeeded. One of cars Volkswagen Group has tried to promote in most cultures is the Volkswagen Jetta (Bloomberg, 2015). Volkswagen Group uses the slogan, “you will do anything to drive the car”, and different imagery such as a sumo wrestler trying to lose weight to fit in the car or Santa Claus leaving his reindeers to get in the car (Bloomberg, 2015). Most of these advertisements can be understood by the image themselves, and Volkswagen Group does try to surpass the language barrier in order to appeal in both a rational and emotional sense to their consumers. Volkswagen Group’s marketing and advertising department spend millions of dollars trying to appeal to consumers. This department is actually the second largest in the company. It can be said that Volkswagen Group takes pride in its marketing department.
China’s expansion as an economic superpower has become the focus of many companies, including Volkswagen Group. The company built ten new plants with an $80 billion dollar investment, and seven of those new plants were in China (Bloomberg, 2015). Furthermore, there were plans to invest more in research to meet consumer views of the environment (Muller, 2013). These new plants, along with the ones in North America, Asia and South America have made Volkswagen Group part of the top 25 companies in the world, ranking in 14th (Bloomberg, 2015). Volkswagen Group plans to create a new factory in West Java, Indonesia and this project will create new large transporter and multivans at $140 million (Maierbrugger, 2013). The company has also started to focus on the rising economic superpower, India, by assembling certain engines to increase localization from 70% to 90% (Times India, 2014). Volkswagen Group has recently become the second biggest car manufacturer behind Toyota (Bloomberg, 2015). The group aims to become the largest car manufacturer by 2018 (Bloomberg, 2015). 
Volkswagen Group’s globalization business plan and campaign has been going well until recently, when the U.S. EPA discovered they have been using defeat devices to cheat emissions of carbon dioxide. Globalization has many positive aspects to offer. From marketing standpoint, companies should be committed and act on opportunities, but with everything comes risk. Expanding into new countries also means obeying their regulations and standards. By implementing defeat devices to fool emissions tests, Volkswagen Group violated U.S.A. regulations concerning carbon dioxide emissions. The previous CEO of Volkswagen Group resigned due to this scandal, and the current CEO is Matthias Muller, who was the head of Porsche subsidiary (Bloomberg, 2015). In addition, the group has also issued a profit warning, claiming it has set aside $7.2 billion to fix the fraud (Bloomberg, 2015).
Situation Analysis
SWOT
Strengths
Volkswagen Group, otherwise known as VW AG, is a global automobile manufacturer that was founded in Wolfsburg, Germany. The organization has a strong global presence with its position of the second largest car manufacturer following Toyota. VW AG is the largest foreign automaker in China, the second biggest in Europe, and holds a stable 8th place in the U.S. market (Bloomberg, 2015). In 2014, VW AG had a revenue of $182.39 billion, 60.6% of these earnings were generated in Europe alone (Bloomberg, 2015). Furthermore, the company has a diverse portfolio composed of 12 different brands (Bloomberg, 2015). These brands range from high-end luxury brands such as Porsche and Lamborghini to general brands such as Volkswagen. Another strength for VW AG is their strong research and development team. The corporation has research bases located in Germany, China, Japan, and the U.S.A (Bloomberg, 2015). In fact, the group is currently marketing a fuel-efficient SUV for European consumers that want larger cars (Bloomberg, 2015). Volkswagen Group is currently estimated to be worth $126 billion (Bloomberg, 2015).
Weaknesses
Recently, due to the scandal concerning cheating emissions test, Volkswagen Group has suffered a $7.4 billion operating loss (Bloomberg, 2015). It was discovered that 482 000 vehicles did not comply with Clean Air Act standards because they utilised “defeat devices” to pass the emissions test (Bloomberg, 2015). Volkswagen, Audi, and Porsche represent 59% of the group’s entire revenue, however all three brands were involved in the emissions scandal (Bloomberg, 2015). Revenue growth for the company has been at less than 3% the past 2 years, compared to 20% in the previous three years (Bloomberg, 2015). In addition, VW AG expects a 27% decrease in profits to $10.1 billion from 2014 to 2015 (Bloomberg, 2015). Volkswagen Group is still searching for a way to grow their market share in the U.S.A.
Opportunities
The European automobile market has seen a 9% growth so far in 2015 (Bloomberg, 2015). Being one of the leading competitors, Volkswagen Group should seek to further solidify their position in this market. Following the recent scandal, VW AG should strive to advocate for more environmentally friendly vehicles due to green social trends. Finally, the low interest rate and aggressive lease deals in the U.S.A. signify that consumers may consider purchasing more expensive models (Bloomberg, 2015). Therefore, Volkswagen Group needs to take this opportunity to improve its position in the U.S. automobile market.
Threats
In the global car market, there is intense competition between manufacturers. The Volkswagen emissions scandal in the U.S.A. could damage consumers’ perception of diesel vehicles (Bloomberg, 2015). Thus, hybrid and electric brands such as Tesla or Toyota can take this opportunity to gain market share (Bloomberg, 2015). Volkswagen Group may receive further punishment in the form of a correctional advertising campaign (Bloomberg, 2015). The incurred costs from this project would greatly hinder company operations. VW AG is currently experiencing large amounts of negative press due to the EPA’s findings that “defeat devices” were used even on high-end luxury brands such as Porsche (Bloomberg, 2015). Furthermore, the U.S. and Canada have suspended sales of Passat and Golf models (Bloomberg, 2015). All these factors damage Volkswagen Group’s reputation, and they interfere with the company’s growth.
Competitive Analysis
Volkswagen Group’s main competitors in the automobile industry are Toyota, Ford, General Motors, Daimler Group, and BMW (Bloomberg, 2015). Similar to VW AG, Daimler Group and BMW mainly offer vehicles that run on diesel fuel (Bloomberg, 2015). Toyota, Ford, and General Motors utilise a variety of energy sources such as gas, diesel, or electricity (Bloomberg, 2015). Currently, BMW and Daimler Group have been marketing drivetrain technology in an attempt to penetrate the high-end luxury brand market (Bloomberg, 2015). The two corporations have seen a 10% sales gain in the U.S. from this venture (Bloomberg, 2015). In Russia, Hyundai is the current leading automaker (Bloomberg, 2015). However, Volkswagen Group and Daimler Group are not far behind. Competition in the automobile industry is more intense than ever with consumers demanding environmentally-friendly vehicles, the pressure to develop innovative vehicles, and fluctuating oil prices.
Industry Analysis
The global automobile industry has seen rises and drops in different regions of the world. In China, the declining Yuan could signify a loss in equity profit for companies (Bloomberg, 2015). As a result of slow economic growth, consumers may begin to purchase lower priced domestic brands (Bloomberg, 2015). This signifies that many foreign competitors, such as Volkswagen Group, will see a decrease in sales for China. The location of another significant decline in the automobile industry is Russia. During 2014, the number of car registrations in Russia decreased by 36%, and overall automobile sales experienced a 10% drop (Bloomberg, 2015). Analysts believe that Russia needs to offset its expensive 20% interest loan rates in order to increase auto sales (Bloomberg, 2015). Brazil’s rising interest rates and declining consumer confidence have forced automobile dealers to cut sales prices by 23% (Bloomberg, 2015). The U.S.A. has been investigating new legislations as a result of the Volkswagen Group emissions scandal. These include possible changes to emissions test, automobile loans, and auto dealer reserves (Bloomberg, 2015). In the midst of all these declines, the European automobile market has seen a 9% growth. The governments in Spain and Italy have a “Program for Efficient Vehicles” legislation which provides consumer funding in order to boost auto sales (Bloomberg, 2015). However, if this funding is withdrawn, the market may experience lower sales.  Finally, the constantly changing oil prices have effected every company in the automobile industry. As a result, pressure is put on corporations to produce fuel-efficient cars, or to utilise alternate energy sources.
[image: ]Marketing Metrics
Market Share
Today, Volkswagen AG comprises of multiple car brands under it’s name, such as Audi, SEAT, Bentley, Porsche, to name a few. Thus, with Volkswagen AG’s sales growth and ever-changing auto market demand, let us analyze their market share in the auto industry - domestically and globally. The market share metric gives a general idea of a company’s sales over a period in comparison to its industry and its competitors (Investopedia, 2015).
- Domestic (Europe): Named ‘Europe’s Largest Carmaker’, today Volkswagen AG is doing very  well domestically, owning 25.1 percent of the European passenger car market share - where more than one in four new cars is produced by the Volkswagen Group (VW AG The Group, 2015). 
· Foreign : On the other hand, according to Volkswagen AG, around the world, their passenger car market share amounts to 12.9 percent - a fair market share value (VW AG The Group, 2015). However analyzing Volkswagen AG’s second largest revenue (excluding Europe) is found in North America ($892USD billion), where in the United States alone made $499USD billion in sales. In the United States, Volkswagen AG comprises of Volkswagen, Audi, Porsche, and Bentley brands (marked in green, in chart above). Collectively, the four car brands sum up to only 3.6% of the American market share for passenger vehicles (The Wall Street Journal, 2015). According to this percentage, Volkswagen AG is not a fierce competitor in America in comparison to the American automakers (marked in yellow, in chart above); GM Corp. (18.1%), Ford Motor Company (14.6%), and Chrysler (13.2%).
Number of markets served
[image: ]Producing nearly 41,000 vehicles on a typical weekday, Volkswagen AG continues to produce vehicles for all continents around the world including Asia Pacific, North America, and Latin America, selling to 153 countries across the world (VW AG Production Plants, 2014). In comparison to global car brands, such as Toyota, BMW, and Nissan, Volkswagen sells their vehicles within the average number of countries served around the world. Upon observing the many different models of cars sold in each country taken from their country-based websites, Volkswagen offers vehicles suited for the different cultural needs. In India, a densely populated country with crowded streets and narrow roads, Volkswagen offers vehicles to India of which 5 of the 6 models are small-sized vehicles. On the other hand, over in Tanzania, Volkswagen offers models that would not be suited for a country like India, but more for the needs of their country -  offering 8 of the 14 models that are multi seated vans and trucks. One could say that their well-developed marketing research on different country and cultural needs, Volkswagen AG has improved each year since 2005, increasing sales from 5.24 million vehicles to 10.13 million vehicles in 2014 (Bloomberg, 2015).According to this marketing metric, the performance of Volkswagen’s marketing performance is doing well, as there are increasing sales of vehicles globally.
Marketing Budget
According to Volkswagen AG’s annual financial statements, listed in the income statement for 2014 shows a selling expense of $7.45 billion CDN (€5.294 billion) (Volkswagen AG Annual Financial Statements, 2014). The income statement does not have a specific marketing account; however in the financial statement notes mentions selling expenses include the cost of their sales and marketing activities, as well as shipping, advertising, sales promotion, market research and customer service costs (Volkswagen AG Annual Financial Statements, 2014). This is a fairly decent budget in comparison to other global passenger car brands. Competing car brands such as Toyota, spent $1.46CDN billion (¥180.0 billion) on marketing in 2014 (Toyota Motor Corp., 2014) and Ford Motors spent $4.3CDN billion spending on advertising alone (Ford Motor Company, 2014). To name a few, Volkswagen AG’s marketing and advertising forms include: TV commercials, print media, web advertisements, as well as their involvement on social media (such as, Instagram, YouTube, Facebook and Google+). Last year’s Superbowl, Volkswagen spent approximately $4 million dollar, which was possibly viewed by 112 million people around the world (Forbes, 2014). In 2011, their Superbowl commercial, called “The Force: Volkswagen Commercial”, caught so much attention and was a successful advertisement as it was viewed and shared on YouTube more than 63 million times, and possibly viewed by 111 million people that day.Volkswagen’s marketing and advertising performance in regards to their marketing budget is not out of the ordinary, but in light of their marketing performance, is suffice to reaching their target markets.
Innovativeness
Today more and more consumers are looking for ways to drive fuel efficiently, reduce their carbon footprint, as well as, to save at the pump. A study taken from the University of Michigan in 2014 shows of those who purchased hybrid vehicles, 33% made purchased a hybrid because of the environmental impact, following was 28% because of long-term costs, and 25% because of less energy use; which is expected to increase in the future (University of Michigan, 2014). Around the world, many car companies have been developing and have developed hybrid, electric, plug-in vehicles for this consumer trend over the past couple of years.
Volkswagen AG is one of the most recognized (unfortunately, in bad light currently) carmakers for developing and innovating a “clean-diesel” run vehicle. Their line of diesel-run vehicles includes: the “Beetle”, “Golf”, and “Jetta” models. In comparison to yesteryear’s diesel use for trucks and hauling trains, this clean-diesel engine was supposed to deliver better fuel economy as well as impressive torque, an alternative to gasoline. However as later discussed in Globalization, there were major issues with the accuracy and honesty of the diesel testing results. 
Meanwhile this year, Volkswagen launched their first hybrid passenger vehicle in Canada, called the ‘Jetta Turbocharged Hybrid’, using what they call “BlueMotion technology” (VW Canada, 2015). Whereas is the UK, Volkswagen already set a hybrid and electric automobile line, including “e-Up!” (electric), “XL1” (plug-in hybrid system), “e-Golf” (electric), “Golf GTE” (plug-in hybrid system), and soon to reach the UK, the “Passat GTE” (plug-in hybrid) (VW UK, 2015). In comparison to competing car companies in North America, Volkswagen AG may be a little further behind in innovativeness in comparison to competing car brands who have already launched hybrid vehicles and planning on launching more this coming year. Carmakers such as Toyota (since 2000), Honda, and Ford Motors.
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Revenue % By Product Brand 
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