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Angela, Deborah, Jorge, Toan
Team 6


Volkswagen is an auto company that has many different models of cars that fits into different market segments. There is the sporty, midsize, sub compact, and compact. The sporty car is the Beetle, midsize is the Passat, sub compact is the Golf, and compact is the Jetta.


The Volkswagen Beetle is the sporty car. The Beetle has sold over 26, 363 units and the market share of the Beetle is 3.20%. The Beetle’s price range is about $15,000 to 23,000. The average selling price is around $19,000. Between late 2002 and early 2003, VW will introduce the Beetle convertible. According to Newsweek, the new Beetle convertible already has a wait list of buyers and is to be sold above the sticker price of $20,000.


The Volkswagen Passat is a mid-size car. The Passat holds 8.4% of the mid-size market share with totals of about 80,000 Passat sold in the North America. It holds an image of a higher class German made car without the price tag. It’s image is being revamped with the new w8 engine with 270 horse power and optional 6 speed transmission on the w8, it has driver and passenger air bags, plus side impact air bags that are above the side doors, heated front seats. Passat owners are 50% male, 71% married, with the median age being 39, household income $89,000.  78% are College graduates and 91% Internet access. Ads are placed in Fortune Magazine, Travel, Men’s health, Sports Illustrated


The VW Golf is a sub compact car that had sold over 23,546 units and the market share is 0.08%. The Golf offers a 2-door or a 4-door model, the price is ranged from $15,000 to $17,000. The Golf’s positioning based on past owners is male 54%, college grads 66%, and the median age is 37, with a household income of $55,000.


The Volkswagen Jetta is a compact car.  Forty-five percent of Jetta buyers are females, who are middle aged or mean average of forty years old, make over fifty grand a year and are single.  The Jetta only holds 2 percent of the market share in the midsize car industry.  The Jetta’s competitors are the Honda Civic, and the Toyota Corolla.
The market segment we chose is the compact car, Jetta. Why we chose this segment: First of all since Jetta’s sales are not increasing.  The first nine months of 2002 the sales of Jetta’s were flat.   Since Volkswagen only holds a small percentage of the market we want to utilize all that we can to continue growth and success in the future.  

We decided to focus on the Gen Xer’s ages 25-35. 

1. Large enough segment to warrant developing and maintaining a mix and potential customers. 

2. This age group is very influential, although it is not the largest segment it does have the significant influence on older and younger generations. By targeting this group you can’t help but positively affect the other segments. Most Jetta commercials use this age group in their commercials. 

There are competitors involved regarding this segment.  Honda- Accord, Civic-

Honda “Power your dreams” their website slogan attempting to really revamp their image. Portraying a young and trendy crowd driving tricked out Civics movies like the Fast and the Furious, Honda has gotten help lowering its age image. After the movie released the demand for after market products on Civic’s and Accords increased. Also, with the release of the Hybrid care Honda is really picking up an “earth conscience audience” tending to be the Gen Xer’s. 

Toyota on the other hand is not really putting much effort into tapping this market. The Camry is so set in it’s image I don’t think anything will change that. And Gen Xer’s wanted to be different. Toyota is however, also promoting a hybrid car with the statement  “ how far will you go to save the planet?” The hybrid cars get exceptional gas mileage. But Toyota is really not pushing for this age group with the Camry. Jetta has the edge.  


We have recommended four target markets, demographic, lifestyle, psychological, and benefit. Oh the ever so powerful age, gender, income, ethnic and family life-cycle segmentation. With the Jetta’s median age being 31 years old our recommended target market is right on. However, with more and more VW customers becoming repeat buyers many have moved “up” to the Passat. With a market size of 52.4 million strong and in with spending up to $140 billion per year this market is huge. But more then just the numbers of this age group is appealing to companies, it is the influence they have. They are independent thinkers and like to be individualistic. This draws attention to them from both spectrums older and younger.

With 61 percent of the buyers being female it the car seems to be filling a relationship need. Just like the old beetle has a has become personified almost like a friend image, so the Jetta has almost captivated it’s owners.  The Jetta has in a sense created an “be independent attitude”, or “ you are an individual” image. This seems to have attracted many single females who often desire that.  It is often surprising that the median household income for Jetta’s consumers is $69,000. This shares how vital this market is to the image of the Jetta, giving it almost a prestige to own, or a higher status, in the compact car market. “Gotta Get a Jetta” 

Ethnicity has come to play a vital role for the Jetta as for as being a European vehicle. With this the Hippie image has also played an important role in status que. Being trendy and new. I would say Caucasian’s seem to dominate this segment especially in its commercials. I took a look at fifteen of the most popular commercials over the last few years and all of them portray the Caucasian customer. Interesting… but not bad.

As for lifestyle well the Jetta is pretty cut and dry on this matter. Jetta owner lives active lifestyles.  They enjoy snowboarding, mountain biking, skiing, and going to nightclubs.  It’s also clear that Volkswagen know its customers and will to market its customers’ active lifestyle.  When Volkswagen and bike maker TREK USA teamed up to sponsor a professional mountain biking team, it’s apparent that Volkswagen knows its customers. The company wants you to think Mt. Biking when you hear Jetta.  


The psychological mind of this target market wants a car with personality.  Brand Week stated that VW’s are for 20’s something’s who are not looking for that perfect job but rather ready to start their own.  They are motivated to travel and keep moving.  People buy Toyotas because they are dependable like a can opener.  People buy Hondas because of habit, but they buy Volkswagens because they want something younger, hipper, sleeker and to feel cool in.  Because we know that middle-aged women will want to drive a car that makes them feel young, they want to buy a car that achieves this for them.  Our new target market is young, and wants a car that alludes to the fact that the driver is going somewhere literally and metaphorically.

The psychological factors of our new target market are those of actualizers.  They are take-charge kind of people. They want to entrepreneur.  They want what is finer in life.  A car has to get them where they are going but also represent who they are as a person.  Drivers wanted speaks to them that the open road is their oyster and the car will take them to their pearl.  They have enough money to obtain the finer things in life.  They may not hold a nine to five job or may be looking to get out of the nine to five lives.  

The psychological factors of the middle-aged women who purchase our car are fulfillers.  They are mature women who are comfortable in life, have a good job, make enough money to throw around, but also look for value and durability.  They want a car that they can feel young in but also that will get them from point a to b.   

Volkswagen offers many benefits for their customers. Besides owning a VW, the company will give owners something more to smile about.  Because VW owners are a special breed, and there is a place just for them, the VW club. According to the VW official site the exclusive VW club The VW Club is $30 ($50 Canadian) for a three-year membership. For that you'll get a subscription to Driver magazine, the lowdown on club events nationwide, all sorts of VIP perks and more. For those who had purchased a VW in the past 30 days or so may be eligible for a free membership. 


VW loves their drivers. So VW is offering special programs to a limited, qualified few to assure that the VW family grows. For those potential VW owners who are looking for a Certified Pre-Owned Volkswagen and a recent college graduate or want to purchase their very first car, VW is the car for them. 


The Special College Graduate benefits includes: lease or finance, flexibility designed to fit their needs, no credit history necessary or co-signer, and this applies to all VW credit programs. If you buy, you'll get the benefits of ownership, flexible terms, competitive rates and a chance to build equity. If you lease, they can take advantage of the Special College Graduate Lease Program, where there's no first month payment and no security deposit. They will also get lower monthly payments and the option to drive away a new car more often.


There are rationals for our market segment strategy, substantiality, identify ability and measurability, accessibility, and responsive. GenXers are defiantly very desirable to have in our portfolio of consumers. With this market having a unique needs and visions VW feels that with the Jetta we can meet all of those for the GenXers. They tend to shop at specialty stores rather then highly commercialized chains. They are inquisitive. The also prefer performance oriented, durable goods that offer the latest technology features. They don’t fall for gimmick advertising. 

Changes in Motivation: Very little brand loyalty, but will shift as this group starts to get older, combined with increases in disposable income.  

Price Sensitivity: This group is starting to purchase homes for the first time, they are also indulging themselves with purchasing some higher priced recreational items.  This is traditionally when these individuals will experience a substantial rise in personal income.”( www.zeroborders.com/genx) The Jetta was made for this age group we just need to revamp it. And give it a “ new and improved” effect.

Identifiablity and measurability. We think the 25-34 age group is a desirable market.  There are many reasons why we chose this market.  The 2000 Census Bureau Statistics show that the age group from 25-34 both male and female is 14.2 percent of the US population or about 39,891,724.  This is a big chunk of market.  Also since the mean age of marriage for a female is 25 and for a male 27, this means that many of our target market have two incomes to work with.  This means they might be more able to purchase cars than a younger group.

Honda is targeting 18-25 year olds by sponsoring alternative rock concerts and using Civic as the headline name.  Toyota is trying to lower the average age of its buyers to 35.  Toyota’s VP said it perfectly when he stated that “the reality is that young people don’t want to drive a car that has an old persons image, but older people will drive a car with a young persons image.”  Volkswagen’s two biggest competitors have slightly overlooked this middle impressionable group of people between the ages of 25-34.  We want this group.

For accessibility VW targets their segments with customized marketing mixes. The segment we chose for VW is adults ages 25-34. First they put adverts in different magazines of what their target segments would read such as, In Style, Men’s Health, and ESPN, as well as Rolling Stone magazines. VW also has customized commercials featuring drivers of the similar age group of their target segment and their commercials in different commercial slots after the TV shows their target segment would watch, such as Friends, Alias, MTV shows like The Real World, etc. VW can also put their vehicles in movies that their target segments would watch. For example, a VW Jetta was featured in the hit The Fast and the Furious, and a VW Euro Van are featured in the new season of MTV’s The Real World in Las Vegas. This all lead to repeated exposure to VW’s target market hoping to attract more VW drivers.

The responsiveness of market segment is important aspect of a successful segment.  Responsiveness of a segment depends on the preference of that segment.  If all consumers are willing to buy at a certain price than there isn’t any rational in setting difference prices for different segment.  Targeting the one segment that will achieve the highest profits should be the norm.  


In the case of Volkswagen, different groups of people will response different to its products.  The married couples without children segment, according to Essential of Marketing (Lamb, Hair and McDaniel) this segment of consumers will likely not have any financial burden.  Married Couples without children will likely be financially better off, have the highest purchase rate, and will likely buy a car.

Goals with “Market Goal” Matrix

A. Increase sales of Jetta’s by one percent in the next 12 months

Our 12 Month Goals

B. Increase sales to 5000 more units sold by our target group in a year 

C. To stimulate trial use of our product by increasing website traffic by 10 percent within a year 

D. Switch consumers form a competing brand to our brand by differentiating our product from competitors to increase market share. To increase customer awareness by spending 10 million on commercials, ads and product placement in movies.
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