Preface 
                          

The Under Graduate Degree in Business Management is of no such importance until and unless it is implemented in a practical way i.e. to say that this course is not restricted to books only.
          This project report is made on the basis of the summer training which I undergone for full fledged period of one months. I had undergone training in the one of the most reputed automobile company in India, i.e. VOLKSWAGEN.
         The topic of my training was to know the effective factors of awareness and preferring Volkswagen cars. Under this topic I was supposed to know the customers satisfaction and dissatisfaction and what they desire in their cars.
        The training gave me a lot of understanding about the customers views and requirements and their future plans for purchasing and thus I made questionnaire on it and accordingly constructed various graphs on it based on certain analysis.
EXECUTIVE SUMMERY
In each and every management training scheme there is a provision for real time job experience within the academics time period. Call it summer training or corporate training or corporate interaction: the main aim of this is to utilize and implement the theoretical knowledge of class room into corporate world.
      It is well said “nothing is much practical than a good theory”. But on very same we can’t deny “Practical is better than theory.” These phrases are opposing to each other but also are complement to each other. Experiencing both in a good dedicated manner really plays a lot in one’s professional life. In the field of marketing there is no expectation with the market.
       Field experience is very much necessary for the market professionals. In the stream of business the application of theory is very frequent. From the consumer behavior to consumer satisfaction, we have to study all this in the field of marketing. Marketing is now so much diversified that now it can be done by mere use of mobile phone and internet, the experiencing the real marketing tactics is only possible by working in the field Therefore I am really thankful to my college and Volkswagen for providing me with this opportunity.

	INTRODUCTION


INTRODUCTION TO THE TOPIC
Today’s society is warm with urbanization and demonstration effect. With a view towards it, there are drastic changes coming up in all sectors even in the automobile industries. The following information gives an insight about it.
          In the present context the companies operate on the principle of natural selection–“Survival Of The Fittest”. Only those companies will succeed which at best match to the current environmental imperatives – those who can deliver what people are ready to buy. But real marketing does not involve the art of selling what the manufacturers make.
      Organizations gain market leadership by understanding consumer needs and finding solutions that delight consumers. If customer value and satisfaction are absent, no amount of promotion or selling can be compensating. Hence the aim of marketing is to build and manage profitable customer relationship.
             This is a part of the strategic marketing done by every company to achieve its objectives and goals. To maximize the profits and long term plans every organization has to follow a strategic planning. Marketing is much more than just an isolated business function – it is a philosophy that guides the entire organization towards sensing, serving and satisfying consumer needs. 
              The marketing department cannot accomplish the company’s customer relationship-building goals by itself. It must partner closely with other departments in the company and with other organization throughout its entire value – delivery network to provide superior customer value and satisfaction.
            Thus marketing calls up one very one in the organization to “think customer” and to do all they can to help build and manage profitable customer relationship. Marketing is all around us, and we need to know that it is not only used by manufacturing companies, wholesaler and retailers, but also by all kinds of individuals and organizations.
              There are four major, powerful themes that go to the heart of modern marketing theory and practice, they are:
        BUILDING AND MANAGING PORFITABLE CUSTOMER RELATIONSHIPS.
        BUILDING AND MANAGING STRONG BRANDS. 
        HARNESSING NEW MARKETING TECHNOLOGIES IN THIS DIGITAL AGE.
        MARKETING IN A SOCIALLY RESPONSIBLE WAY AROUND THE GLOBE.
Q) What marketing is what it does and what it offers?
“Marketing is a social and managerial process whereby individual and groups obtain what they need and want through creating and exchanging products and value with others.”
              “Marketing management is the process of planning and executing the conception, pricing, promotion and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational goals.”
               “Marketing offers some combination of products, services, information, ore experiences offered to a market to satisfy a need or want”.
      Marketing is an orderly and insightful process for thinking about and planning for markets. The process starts with researching the market place to understand its dynamics. The marketer uses research methodologies to identify opportunities, that are to find individuals all groups of people with unmet needs or latent interest in some products or service.
The marketing process consists of the following:
       Analyzing marketing opportunities.
       Developing marketing strategies.
       Planning marketing programs.
       Managing the marketing efforts. 
Before taking any decision and achieving the goals, it has to make analysis of what to do, how to do, when to do, where to do and who is to do it. This is nothing but strategic planning. Goals indicate what a business unit wants to achieve where as strategy is how to get there.
           Marketing strategies in simple terms are the complete and unbeatable plans designed specifically for attaining the marketing objectives of the firm. Marketing can be called as a game plan for achieving its goals. Strategy choice will depend on whether the firm or the marketer plays the following roles:
       Market leader
       A challenger
       A follower
       A nicher
The identification of objectives, both in quantitative and qualitative terms, is an essential backdrop to strategy formulation. Goals have a quality and time frame attached to them. These are typically spelt out in terms of financial return, market share,market presence, etc.
Thus, the concept of market oriented strategic planning arises with the link between the products the manufacturer is dealing in and the market conditions.
In this direction, our study deals only with the marketing strategies i.e. promotional strategies of the VOLKSWAGEN automotives.
	INTRODUCTION OF AUTOMOBILE INDUSTRY IN INDIA


INTRODUCTION OF AUTOMOBILE INDUSTRY
One of the fastest growing industries in the world is automobile industry. This automobile industry even has its influence on the Indian market. Probably auto mobile industries occupy a large market share in the worlds market as well as in the Indian market.
 Nearly 18% of the total national income is being incurred from the automobile industry. From this we can estimate how important the automobile industry in the improvement of GDP of a country is. In India automobile industry has a growth rate is at the average of 10-12%.
INDIAN AUTOMOBILE INDUSTRY SINCE 1947:
It’s fascinating drive through history, which begins as a story of isolation and missed opportunities to one of huge potential and phenomenal growth.
India’s fixation with socialism and planned economies had a crippling impact on the automotive industry in its formative years. The goal at that time for independent India was self-Sufficiency. Issues like quality and efficiency were simply not considered.
Dependence of foreign technology was banned and manufacturers were forced to localize their products; import substitution became the order of the day. Though we learnt to localize, the cars we made were all outdated designs with little or no improvements for decades. The automotive industry stagnated under the government’s stifling restrictions and the Indian car buyer was saddled with cars of appalling quality and even then there was a waiting list that at one point stretched to eight years! 
This attempt at self-reliance failed miserably because of the industry’s isolation from the best technology. The Japanese and later Korean auto industries were also highly protected in their formative years but they never shut the door on technology. Instead, they relentlessly tapped the best talent pools in the world to absorb the know-how to produce good cars.
                             One of the most important chapters in the Indian automotive industry’s history was written by Maruti. It marked the Indian government getting into the far business in the early 1980’s, a radical shift in thinking after decades of treating cars with disdain. 
The Maruti 800 went on to become the staple car of India and put a nation on wheels. This little car set a benchmark for price, size and quality and structured India as small car market.
          It wasn’t till 1993 that things really started to change for the Indian car buyer. With the liberalization of the economy, a host of international carmakers rushed in. But most of them were in for a shock as Indian customers rejected their product. Indian customers refused to allow the glitter of prestigious brands blind them to the outdated and overpriced products they were offered. 
The Indian consumer wanted super value, and rewarded the brands that delivered it, handsomely. Hyundai and Maruti delivered, and profited. The period also saw the emergence of the Indian players like Tata Motors and Mahindra & Mahindra. They rose to the challenge of the MNC’s and responded brilliantly with the Indica and the Scorpio.
This was ironically due to the license raj that forced Indian carmakers to be innovative and develop products frugally. India’s frugal engineering skill has now caught the world’s imagination, and an increasing number of carmakers are preparing to setup major capacities here. India is changing and changing fast. It’s moving forward. India’s largest selling car is not its cheapest car, the 800, it is the Alto.
People’s aspirations are rising and so are their mistakes, have got their finger on the pulse of the market. Get the right product and the rewards are handsome. The Indian auto industry is today bubbling with promise and confidence. It’s been a long journey but to see where the Indian car industry is going. We have to see where ithas been.
AUTOMOBILE INDUSTRY IN PRE-INDEPENDENCE
The first motorcar on the streets of India was seen in 1898, Bombay had it first taxicabs by the turn of the century. In 1903, an American company began a public taxi service with a fleet of 50 cars. For about 50 years after car arrived in India, cars were directly imported. Before World War I, around 40,000 motor vehicles were imported.
During the years between the wars, a small start for an automobile industry was made when assembly plant were established in Bombay, Calcutta and Madras.
The import/assembly of vehicles grew consistently after the 1920s, crossing 30,000 units by 1930. It was during the end of the war that the importance of establishing an indigenous automobile in India was realized. Premier Motors, Hindustan Motors and Mahindra & Mahindra set up factories in the 1940s for progressive manufacture rather than assembly from imported components. The cars they chose to make were the latest in the world when they were introduced in India in the formative years of the industry.
 POST INDEPENDENCE 
The government clamped down on imports and foreign investments. Companies like GM and Ford packed their bags and left. India’s clock, thereafter, stood still while the world raced on ahead. It would take nearly 50 years before the Indian auto industry could catch up with the rest of the world again.
BROADBANDING ERA
In January 1985, the government announced it’s famous ,Broad Banding  policy which gave new licenses to brad groups of automotive products such as two and four-wheeled vehicles.
                   Through a liberal move, the licensing system was very much intact. A manufacturer had to submit a phased-manufacturing program to the Ministry of Industry specifying the indigenization progress and allowing for almost complete indigenization within five to seven years. The biggest hurdle was the foreign-exchange clearance required for these projects.
                   Except for MUL, which had direct access to policy-makers, every other manufacturer still faced a series of obstacles. 
Several new products were launched during this period. All three traditional carmakers added new models to their ranges Standard Motors returned to the car business after 10 years, when in 1985 it introduced the Standard 2000, a Rover SD1body with the old two-litre Vanguard engine. HM bought in a 1972 Vauxhall Victor in1985, transplanted its ageing Ambassador engine into it and the Contessa was born.
THE ARRIVAL OF VOLKSWAGEN:
Recently Volkswagen paved the way for sustainable market activities in India. With the investment agreement signed at the end of 2006 the brand sets a new course that unites two success stories – Volkswagen and India – in a common future.
The German brand and Europe’s largest automotive manufacturer will be entering the Indian market to meet the rapidly growing demand for mobility. Volkswagen will be developing a vehicle in the foreseeable future specifically tailored to the needs of the Indian market offering all the features of a genuine Volkswagen.
It is essential to ensure Volkswagen quality built in India, as a genuine unique selling proposition and a symbol of quality.
The other cars which have their shares in the Indian automobile industries are:
The Indian auto industry has exploded in the last 14 years. And car makers are learning some very hard truths. While the economic reforms process was kicked ofin1991, it was only in 1993 that the automobile industry was finally de licensed and the restrictions were removed.
Between 1993 and 95, government regulations limited a foreign company’s stake to a maximum of 51 percent of the equity. Hence the only method of entry for an MNC then was through a joint venture with a local partner. The most preferred partner was an existing automaker. In 1994-95 saw the announcement of quite a few JV’s.
       Premier and Peugeot to form PAL-Peugeot.
       GM and CK Birla to form GM India.
       Mercedes Benz and Tata Motors.
       M&M and Ford to form Mahindra-Ford India.
In 1995, the government announced its decision to allow foreign auto companies to enter with a 100% stake or wholly-owned subsidiaries. This changed the dynamics of joint ventures in India. The other automobile industries which play a crucial role in the Indian automobile industry are:
 Maruti Suzuki
 Daewoo Motors India
 General Motors India
 Mercedes-Benz
 Hyundai Motors
 Honda SIEL
 Toyota
 Skoda India
Brand Positioning Of Different Automobile Industries In India:
	            VOLKSWAGEN 
               COMPANY PROFILE.


                       

                        The Volkswagen Group with its headquarters in Wolfsburg is one of the world’s leading automobile manufacturers and the largest carmaker in Europe. In 2006, the Group increased the number of vehicles delivered to customers to 5.734 million ( 2005: 5.243 million), corresponding to a 9.7 percent share of the world passenger car market.
In Western Europe, the largest car market in the world, nearly every fifth new car(19.9 percent) comes from the Volkswagen Group. Group sales rose in 2006 to 104.9billion Euros (2005: 95.3 billion). Profit after tax in the 2006 financial year amounted to2.75 billion Euros (2005: 1.12 billion).
Volkswagen activities may focus on the automobile, but the Volkswagen Group is far more than just a carmaker. A wide variety of mobility-related services round off our portfolio.
Uniting a wide variety of brands and companies with all their individual characteristics and focuses under one umbrella is a great challenge, especially as the Volkswagen Group is committed to maintaining their individual identities. But this is the only way all the brands and companies can make their own contributions to the common value stream and form cornerstones of the Group.
Volkswagen is a part of group made up of thirteen brands from seven European countries, 
                               INCLUDING…
   

13 brands have own characters:
The Group is made up of thirteen brands from seven European countries: Volkswagen, Audi, Bentley, Bugatti, Lamborghini, SEAT, Skoda, Volkswagen Commercial Vehicles, Volkswagen marine, Scanai, Man, Ducati and Porsche. Each brand has its own character and operates as an independent entity on the market. The product range extends from low-consumption small cars to luxury class vehicles. In the commercial vehicle sector, the product offering spans pickups, busses and heavy trucks.
44 Manufacturing Facilities In 18 Countries World Wide…. 
The Group operates 44 production plants in twelve European countries and a further six countries in the Americas, Asia and Africa. Around the world, almost325,000 employees produce over 24,500 vehicles or are involved in vehicle-related services each working day.
The Volkswagen Group sells its vehicles in more than 150countries. It is the goal of the Group to offer attractive, safe and environmentally sound vehicles which are competitive on an increasingly tough market and which set world standards in their respective classes.
Volkswagen Makes Automotive History……
When in 1937 the company known as "Gesellschaft  zur Vorbereitung des Deutschen Volkswagens mbH" was founded, no one could have guessed that it would one day be Europes largest carmaker. The history of the company - with all its trials andtribulations - is first and foremost a story of impressive success.
        1937-1945
On May 28th, 1937 the "Gesellschaft  zur Vorbereitung des Deutschen Volkswagens mbH" company is founded, and on September 16th, 1938 it is renamed"Volkswagenwerk GmbH". In early 1938, in what is today Wolfsburg, work begins on construction of the Volkswagen werk plant which is to house production of the new vehicle designed by Ferdinand Porsche.
During the Second World War Volkswagenwerk production is switched to armaments. Some 20,000 forced laborers, prisoners of war, and later also concentration camp prisoners, work at the plant.
In September 1998, in recognition of the events of that time, VOLKSWAGEN AG established a humanitarian fund on behalf of the forced labourers compelled to work at Volkswagen during the Second World War. By the end of 2001 more than 2,050 people in 26 countries had received humanitarian aid from the fund. Furthermore, a Memorialin remembrance of the forced labor  employed at the Volkswagenwerk plant is currently being established at Wolfsburg, involving contributions from present-day Volkswagen apprentices.
       1945-1949
After the end of the Second World War, in mid June 1945, responsibility for Volkswagenwerk is placed in the hands of the British Military Government. Under the management of Major Ivan Hirst, mass production of the Volkswagen Beetle is started.
       1949-1960 
On March 8th, 1950 the Type 2 goes into production, expanding the company’s  product range. The Volkswagen Bus, still today known to many as the "VW Bully", soon creates rising demand thanks to its multifunctional capabilities. In 1956 a separate manufacturing base for the Transporter is established in Hanover, at the same time setting down the roots of today’s Volkswagen Commercial Vehicles brand. In 1955 employees and dealers from Germany and abroad celebrate the production of the one millionth Volkswagen Beetle in Wolfsburg.
       1960-1980 
On February 17th, 1972 Volkswagen breaks the world car production record: with 15,007,034 units assembled, the Beetle surpasses the legendary mark achieved by the Ford Motor Company’s Model T, popularly known as the "Tin Lizzy ’’,between 1908-1927.
In 1973 the Passat  is the first model of the new generation of Volkswagen vehicles to go into production - with front-wheel drive, a water-cooled four-cylinder engine and a range of engines up to 110 bhp. The Passat is built in line with the modular strategy, by which standardized components usable in a range of different models provide significant rationalization.
 In January 1974 the first Golf is built at the Wolfsburg plant. The compact saloon quickly becomes a hit, and advances to become the legitimate heir to thel egendary Beetle. The same year also sees the launch of the sporty Scirocco, which was to continue in production until 1981.
In 1976 the first Golf GTI rolls off the production line. The car, with its110 bhp engine, creates a real furor on the roads - and lays the foundations for the birth of a legend.
       1980-1990 
In June 1983 production of the second-generation Golf begins. The car is designed for a largely automated assembly process, and in the specially erected final assembly hall, designated Hall 54, robots are deployed for the first time in vehicle manufacture.
       1990-2000
With the production launch of the Lupo 3L TDI, the first production car to offer fuel consumption of just three liters per 100 kilometers, in July 1999, Volkswagen once again makes automotive history.
In December 2002 the "Auto 5000 GmbH" company, operating a plant at the Groups site in Wolfsburg, starts production of the Touran compact van.  A special collective pay model has been developed, aimed at implementing lean production and involving flat hierarchies, team working, flexible working hours and the deployment of more process expertise by the workforce.
2000-2003 
In August 2002, at Volkswagen Slovakia as,  in Bratislava, mass production of the Touareg, a luxury-class off-road vehicle, is started, marking the Volkswagen brands move into an entirely new market segment.
In 2003 production of the fifth-generation Golf is started, embodying a new dynamism in its design and engineering.
	PRODUCT PROFILE


THE NEW JETTA 
The Jetta…


        6 air bags
                         They have thought of everything in terms of safety on the Jetta: airbags for front passengers, curtain airbags at front and rear and side airbags at the front are included as standard. Disabling of the front passenger airbag also makes it possible for the tiniest passengers to be accommodated in child-seats beside you. Side airbags are also available for rear passengers (Comfort line). 
    High-pressure diesel
The 1.9 liter TDI with, ”Pumpe Düse” direct injection technology eliminates any compromise – you can have performance as well as exceptional economy. It develops impressive torque of 250 Nm at 1900 rpm and accelerates from 0 to 100 kph in just 11.8 seconds.
   DSG   
The diesel engine is available with the revolutionary 6-speedautomatic DSG gearbox that combines a 6-speed gear box with all the advantages of an automatic and manual gear box(Comfort line).
                        

Technical Specifications….
THE NEW VENTO
NEW VENTO
The Vento has established itself as a contemporary looking design and well built vehicle in it’s segment. Vento has a slight understated design whose neutral lines and structure will please everyone. The front looks similar to the Polo hatch on which it is based, but the Vento has different fog-lamps and air dam. It has a long wheelbase which gives it an excellent road presence.
Inside the new Vento has a dual tone dashboard with a mix of beige and brownish grey with some chrome accents thrown in. The Vento will comfortably seat 5 passengers and offers spacious cabin with ample leg room and head room. It also has comfortable seats which provide good back support. The fit and finish of the Vento inside is great for it’s segment, offering luxurious feel to its occupants. It also brings features such as dual airbags as standard, alloy wheels, climate control, keyless entry, power windows and more.
The 1.5 liter DOHC 4 cylinder turbocharged diesel engine produces 105PS of power at 4,400 rpm and produces 250Nm of torque between 1,500 - 2,500 rpm. The motor offers good performance. 1.6 litre engined manual petrol Vento has similar power output figures of 105PS of power @ 5,250 rpm, although torque is rated lower at 153Nm @ 3,800 rpm. The 1.2 litre direct injection turbo petrol motor is hooked to an automatic gearbox and develops 105PS of power @ 5,000 rpm and 175Nm of torque between 1,500 - 4,100 rpm.
COLOURS
TECHNICAL SPECIFICATIONS
THE NEW POLO
NEW POLO
The new Polo is a very fine example of how to move forward and yet not lose yourself in the crowd. Four years after its launch in India, VW has given their only small car in the country a face-lift. The New Polo is a mild face-lift from its predecessor.
VW has upgraded the headlamps, grille, fog lamps and front bumper. The profile is the same as before and the rear gets new bumper and tail lamps.
The Polo now comes with a 1.2 liter petrol motor and 1.5 liter diesel. The 1.2 liter petrol motor pumps 75 PS of power and 110 Nm of torque. It promises a fuel economy of 16.47 km/l. The 1.5 liter diesel engine is a brand new motor developed by VW. It has a peak power output of 90 PS and torque of 230 Nm. It is mated to a 5-speed manual gearbox and ARAI tested mileage is at 20.14 km/l.
The 2014 VW Polo comes with refreshed front fascia too. The dash board gets silver inserts and Voice Command. Voice Command is available on the top variant. There’s a new steering wheel and the boot space is at 294 liters.
The VW Polo petrol is one of the finest drives of it’s segment. The motor is peppy and the steering complements the car very well. Every little input to the steering is converted into output. The car is fun to drive and very nimble. It has very planted road manners and offers a comfortable ride.
COLOURS
TECHNICAL SPECIFICATIONS
	OBJECTIVES


OBJECTIVE OF THE STUDY
Primary Objective: 
       To know the effective factors of awareness and preferring VOLKSWAGEN cars.
Secondary objective: 
        To Study and analyze the Promotional Strategies of VOLKSWAGEN
        To know whether the customers are satisfied with the offers given by the dealer.
        To know which kind of offers can attract the new customers. To find the area to be improved.
        To find the reasons for the dissatisfaction.
        To know the influence of various Marketing Strategies, Promotional Activities towards the customers of LUXURIES CARS.
         TO study and analyze the customers perception regarding the usefulness/utility of VOLKSWAGEN cars.

	RESEARCH METHODOLOGY


                                         

                        RESEARCH METHODOLOGY
“Marketing research is the function which links the customer and public to the marketer through information – information used to identity and define marketing opportunities and problems generate define and understanding of marketing as process”. 
                                 Objectivity in research is all-important. The heart of scientific method is the objective gathering of the information. Function as marketing research within the company as to provide the information and analytical necessary for effective.
       Planning of the future marketing activity.
       Control of the marketing operation in the present.
       Evaluation of marketing results.
AREA OF RESEARCH 
My working area was PATNA & some parts near PATNA.I have collected my data in these areas. As we know that those person will invest in luxuries cars who BUSINESSMEN or PROFESSIONALS.
RESEARCH DESIGN 
Descriptive research design includes survey & fact finding inquiries of different kinds. The major purpose of descriptive research is description of state of affairs as it exists at present.
SAMPLE DESIGN 
       Stratified sampling
SAMPLE SIZE
       The sample size of the research is 100.
Methods Of Data Collection
Data is the significant part of the research. Your all research depends upon your data. Whatever data is collected by me during the internship in the VOLKSWAGEN, I can divide the method the collection of my data into two parts which are thus:- 
       Primary data
 Primary data are those which are collected fresh and for the first time and thus happen to be original in chapters.
I have collected my data through phone calling and through direct communication with respondents in one form or another or through personal interviews. Through observation method I was able to record the natural behavior of the group. Sometimes I verify the truth of statements made by informants in the context of a questionnaire.
       Secondary Data
Secondary data are those data which are being already collected by someone else and which have already been passed through the statistical process.
I have collected my published date form Internet and the books, magazines and newspaper.
	PROBLEMS 
AND
LIMITATIONS


                                       

LIMITATIONS OF THE STUDY
The information given in the above part is based on market survey, meeting with the people, and phone calls, and the other medium like internet. My project is based upon the interaction with the people.
       We have to target only a particular segment (higher class & upper middle class).
       Sometimes customers don’t give time. 
       Sometimes customers give fake information. 
       Customers like doctors don’t have much time to visit showroom for test drive so we have to go to them at the time at which they are free.
                                      

                       ANALYSIS AND INTERPRETATIONS
1. Which car (fuel based) do u prefer?
a) Petrol
b) Diesel
c) L.P.G.
Data analysis:
	Customer Preference 
	Number of  customer

	                      Petrol
	               70

	                      Diesel
	               30


                
Interpretation: The Consumers go for petrol in Patna rather than diesel because the daily distance covered by the consumers is around 20- 30 kms.
2. What do you feel great about your car when compared to other cars in the market?

a) Fuel efficiency                                               b) Durability
c) Low maintenance                                           d) Sound quality
e) Safety
Data analysis:
	Customer Perspective
	Number of customers

	Fuel Efficiency
	30

	Durability
	16

	Low Maintenance
	20

	Sound Quality
	15

	Safety
	19


Interpretations: From this question we can position the cars according to the customer’s perspectives. Many of the VOLKSVAGEN customers are buying the cars by seeing its Brand Name only. Volkswagen’s Polo is India’s safest car with 4 stars in safety.
3. What kinds of offers do you like or expect from the dealer?
a) Free insurance
b) Special discount on sale of cars
c) Extending the service period
d) Finance availability with 0% interest
Data Analysis:
	OFFERS
	NUMBER OF CUSTOMERS

	Free Insurance
	16

	Special discount on sale of cars
	14

	Extended Warranty
	40

	Finance with 0% interest rate
	30


Interpretation: By the result of this question we come to know about the various promotional techniques/offers which attract the customers. From the above analysis many customers are expecting the extension in the service period from the various offers given to them.
4. What more do you expect from your dealer?
a) Information about new cars
b) Information about service and mileage
c) Assistance regarding loans and insurance
d) Understanding customer needs
Data Analysis:
	             Expectation Of Customers
	Number Of Customers

	                Information about new cars
	22

	         Information about service and mileage
	34

	       Assistance regarding loans and insurance
	20

	              Understanding customer needs
	24


Interpretation: Most of the customers are expecting the information about service and mileage regarding the cars from the dealer. From the above analysis we come to know about the customers and expectations and their post purchase service demands from the dealer.
5. Where do you get your car serviced regularly?
a) At authorized service centre
b) At a local workshop near my home.
Data Analysis:
	Place of service
	Number of customers

	At authorized service centre
	70

	At a local workshop near my home
	30


Interpretation: Most of the Volkswagen customers are interested to service their vehicles only at the authorized dealers. From this we come to know what the importance of authorized service centers for car is.
6. What other brand(s) will you seriously consider before making a next car purchase?
a) Honda
b) MERC
c) SKODA
d) Volkswagen
Data Analysis:
	Brand Name
	Number of Customers

	Honda
	24

	Hyundai
	30

	SKODA
	36

	Volkswagen
	10


Interpretation: Most of the Volkswagen customers are opting for Skoda when they are asked to consider a brand other than VW. MERC occupies the second place in their preference.
7. Can you share your experience with after sale service support?
a) Very much satisfied                     b) Satisfied
c) Ok                                                d) Not satisfied
Data Interpretation:
	Post Service Experiences
	Number Of Customers

	Very much satisfied
	10

	Satisfied
	60

	Ok
	18

	Not satisfied
	12


Interpretation: This question is prepared to know the service levels of the authorized Dealer. Most of the customers are just telling SATISFIED about the service. Only a very few customers are very much satisfied with the service. Even some of the customers are not satisfied with the service given by the authorized service men.
8. Which bank do you prefer in getting financial help while purchasing a car?
a) ICICI                                                  b) HDFC
c) SBI                                                     d) Others
Data Analysis:
	Name Of The Bank
	Number Of Customers

	ICICI
	42

	HDFC
	12

	SBI
	40

	Others
	6


Interpretations: Interpretation: Most of the customers prefer ICICI and SBI banks for taking financial help while purchasing a car. Customers are asking for 0% interest on financial help provided by the banks.
9. How do you feel when an unknown sales person approaches you by knowing your full details to demonstrate about any product?
a) I will not respond                                   b) Lost my privacy
c) Interested in knowing (if I feel a need of it)
Data Analysis:
	Customer Opinion
	Number Of Customers

	I will not respond
	22

	Lost my privacy
	10

	Interested in knowing (if I feel a need of it)
	68


Interpretations: This question is prepared indirectly to know about the customer’s opinion and about the Data Bank maintenance by the VOLKSWAGEN. In reply majority of the customers gave a positive reply by showing interest in knowing about the cars when a sales person gives a detailed description about the cars.
10. What’s your opinion on a Brand Ambassador for the cars?
a) Very necessary
b) Not needed
c) Waste of money for manufacturer
Data Analysis:
	Customer Opinion On Ambassador
	Number Of Customers

	Very necessary
	86

	Not needed
	14

	Waste of money for manufacturer
	0


Interpretation: This question is meant to know about the importance of Brand Ambassador for a car in the customer’s point of view. Most of the VOLKSWAGEN customers think that a Brand Ambassador is very necessary for promoting a car.
11. What’s your opinion on the price list of Volkswagen cars?
a) Affordable by common man
b) Affordable only by rich man
c) Can’t say.
Data Analysis:


	Customers Opinion
	Number Of Customers

	Affordable by common man
	12

	Affordable only by rich man
	84

	Can’t say.
	4


Interpretations: More than 80% of customers think that VOLKSWAGEN cars are affordable only by rich men. These cars are too expensive for an economic/common man of the soc
SWOT ANALYSIS
 Strengths
       Quality 
       Reliable
        Performance-oriented 
       Ability to design products with differentiating features 
       Brand image 
       Experience and know-how in technology 
Weaknesses 
       Market share is threatened by huge lineups from Toyota, BMW, Merc
       High labor costs
        Production facilities
Opportunities 
       Road development 
       Territorial expansion 
       Car penetration in India 
       Interest in environment friendly vehicles 
       Tax benefits
Threats 
       Global competition 
       Government regulations 
       fuel issues 
       Rising oil and raw material prices in the world market
	SUGGESTIONS 



                             

VALUABLE SUGGESTIONS GIVEN BY CUSTOMERS
       Please try to increase the number of Service centers.
       Keep Service Stations at main locations of the city where many customers feel it easy to go to service centers.
       The service men in the service centers are unable to understand the problems told by us, and they are not resolving the cars problems.
       Provide information on service and mileage regularly.
       Please provide information about new cars along with their price lists at least once in 6 months.
       Advertisements through televisions can influence many categories of people. Story to concentrate on this segment. We don’t see or find much of the VOLKSVAGEN advertisements in T.V.
       Customer should be educated about the maintenance of the vehicle i.e. 
  Maintenance tips should be provided.
  Mileage of the cars is not up to the expectations.
       Mileage of TOURAG is very worst.
	   CONCLUSION


                                   

                          

The present research project on the customer awareness and preference of Volkswagen cars helps to analyze and understand the present market scenario in the city of Patna. Hyundai and Skoda are the strongest competitors so Volkswagen is required to work on its weaknesses like offers at the time of convincing customers and giving various financial plans. At last I would like to say that Volkswagen should maintain and improve its market share in Bihar by improving its services and providing customer satisfaction.
                                

	QUESTIONNAIRE


                                    

1. Which car (fuel based) do u prefer?
a) Petrol
b) Diesel
c) L.P.G.
2. What do you feel great about your car when compared to other cars in themarket?

a) Fuel efficiency                                               b) Durability
c) Low maintenance                                                    d) Sound quality
e) Safety
3. What kinds of offers do you like or expect from the dealer?
a) Free insurance
b) Special discount on sale of cars
c) Extending the service period
d) Finance availability with 0% interest
4. What more do you expect from your dealer?
a) Information about new cars
b) Information about service and mileage
c) Assistance regarding loans and insurance
d) Understanding customer needs
5. Where do you get your car serviced regularly?
a) At authorized service centre
b) At a local workshop near my home.
6. What other brand(s) will you seriously consider before making a next car purchase?
a) Honda
b) MERC
c) SKODA
d) Volkswagen
7. Can you share your experience with after sale service support?
a) Very much satisfied
b) Satisfied
c) Ok
d) Not satisfied
8. Which bank do you prefer in getting financial help while purchasing a car?
a) ICICI
b) HDFC
c) SBI
d) Others
9. How do you feel when an unknown sales person approaches you by knowing your full details to demonstrate about any product?
a) I will not respond
b) Lost my privacy
c) Interested in knowing (if I feel a need of it)
10. What’s your opinion on a Brand Ambassador for the cars?
a) Very necessary
b) Not needed
c) Waste of money for manufacturer
11. What’s your opinion on the price list of Volkswagen cars?
a) Affordable by common man
b) Affordable only by rich man
c) Can’t say.
                                    Thanks for taking the time to fill out this questionnaire and for providing valuable information which will be used for my project work, market research studies and reports. We do not share or sell your name, address or any 
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