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Market Segmentation Analysis Of The VW India Case
Volkswagen is a Germany automobile company that is ranked 3rd when evaluating the motor vehicle manufacturing industry. The headquarters of the company is in Wolfsburg, Lower Saxony, Germany. The company has been able to design, produce and distribute passenger and commercial vehicles, motorcycle, production of engines and turbomachinery. The successful development of the company over the years has been based on its strong management which provides a strong focus on essential concepts that are being evaluated within the company management. The company product lines include Audi, Bentley, Bugatti, Lamborghini, Skoda, Volkswagen passenger, and SEAT. The company is focusing on increasing its focus on business with a strategic understanding of the current changes within the automobile industry. Strategic engagement within the industry provides a reliable evaluation of diversity and the ability to expand into new markets. However, to achieve better organizational outcomes, it is possible to understand the different models and processes that need to be considered in creating a strong corporate focus. The development of the company within the Indian market shows that the company is highly committed to ensuring that it is successful within the global context with India providing a strong platform for future company development.
Segmentation 
Segmentation is an essential strategy in business especially in situations where a company is targeting a diverse group of target audience. The integration of essential elements provides a strong commitment where it is possible to achieve a high level of responsibility within the industry. VW has focused on creating a diverse target market based on the products that are currently within the Indian Market. The customers that are looking for SUV and hatchback vehicles form the primary target that the company is considering. The company is marketing itself as the best company in the world which is offering products to its customers based on the existing needs in the market (Hassan & Craft, 2012).
The company's main segments in the market are focusing on luxury and the midsize products which many people can afford and easy to convince. These two segments have been highly active within the Indian market although there are significant changes within the industry which provide a greater commitment where it is possible to achieve greater development based on the company mission and vision.  However, the diversity of the Indian market means that the company has focused on introducing budget products which individuals who are seeking to buy budge automobile can purchase. This is an industry which has not been introduced into the Indian market (Andaleeb, 2016).
Volkswagen offers cars in each segment apart from budget cars segment. The company is planning to enter this segment before long with new upcoming models that will retail at low prices. This will be achieved through porter's business theory of low pricing. The theory explains high volume production through low production cost. The diversity of the company within the industry provide a more significant commitment to the changes within the business context. The cars vary in the form of luxury and low-consumption. Each vehicle manufactured by the company is realistically worth its particular place on the road. Commercial vehicles are also much available because customers in India prefer passenger vehicles that range from buses, and pick-ups (Knodt, Piefer, & Müller, 2015). 
The company has a variety of products that suit different customer needs, for example, Volkswagen personal car, Volkswagen commercial vehicles, and Volkswagen passenger car. The company presents itself in various segments of manufacturing high- volume models. Passat is the most successful Volkswagen product globally. It was launched in 2007 and has received a tremendous marked demand response. The company later introduced the new beetle and SUV Touareg in 2009 as luxurious products. In December 2009, Volkswagen manufactured the hatchback edition of the polo. This type of car was to target customers who prefer small cars. The automobile company is planning to capture the broader market with the polo version. The next car model introduced into the market was the Vento. This kind of product was targeting the mass sell (Venter, Wright, & Dibb, 2015). 
The key segmentation factors that the company has considered include Geographic and behavior psychographic. Thus focusing on the Geographic aspect, Volkswagen group India has locations in various cities. Among its most massive headquarters are in Mumbai and Aurangabad. Mumbai has one of the largest showrooms of Volkswagen brands. This showroom presents potential customers with the opportunity to view and get information about various kinds of Volkswagen products. Customers can also purchase the products from this spot. The dealership in Mumbai also provides services to members of the community who have their products (Myers, 2016). 
The behavioral psychographic focuses on the lifestyles of an individual within the Chinese market. The company has had a strong focus on different individual lifestyles which provide a healthy level of commitment where it is possible to maintain positive outcomes. The psychographic segmentation influences the buying behavior and attitudes of different customers. If these behaviors and attitudes are identified, then the company considers customizing their products specifically according to customer's motivations.
The benefits  and challenges of market segmentation in India
 A significant advantage that is highly identifiable within the business is to ensure that there is a higher level of commitment where it would be possible to improve company commitment within the industry. The close interaction that the company has with its customers provide a strong focus on essential elements which give a higher evaluation of important changes which is challenging to consider. Thus segmentation has focused on building positive relations where it is easier to determine critical changes which define positive business development. 
The company performance level is also an important aspect to consider its competitors. Meeting the customer needs is an essential element to consider. This means that there is a need to provide a strong outline which will help in making a reliable determination on crucial factors which are essential and provide a firm commitment. The demand of the company products across different markets also offer a critical focus on fundamental changes which need to be considered in defining improved outcomes. The application is influenced by the underlying customer attitude and preferences regarding the company brand (Gerzema, 2016).
The challenges within the market are that most of these segments that the company has considered are not readily available to improve the company commitment. Ensuring that all target groups within the market which make it difficult to understand the specific concepts that need to consider an improving organizational commitment. Analysis and feedback methods 
Determining a better level of responsibility within an operational environment provide a strong focus where it is easier to understand the different challenges that the company is facing. Therefore analysis and feedback are based on the policies and strategies that the company has put in place which determine its fundamental performance levels. The information that is shared from concerned parties regarding the company position within the industry is essential and provide a greater focus on critical considerations which give a strong influence on important processes which help determine improved organizational commitment (Leopold, 2013).
The role of data
Data has been effectively incorporated in the analysis of the Volkswagen in India with a strategic understanding of essential aspects within the industry. The data included in the analysis present a more significant commitment where it is possible to integrate significant changes which help in defining better responsibility within the industry. Data has provided the company with the ability to understand that it can embrace the global market. Understand the company capability to embrace international trade provide focus on essential changes which help in defining the strength of the company to capitalize on its strong brand within the industry (Venter et al., 2015). 
Segmentation of the company target market has been focused on their ability to afford the company products. The luxury, midsize and the proposed low-cost company products have been defined based on an assessment of the market and determining the needs of the customers. This is a major incident within the company where a crucial decision has been made based on the data evaluation. The determination of the company market share has also been determined based on the data. The engagement within the market has been strategically developed based on the available data (Thiruvengadam, 2015).
Importance of identifying market segments
Development of market segments provides the company with the opportunity to independently review its employees based on common characteristics which are easier to fulfill the needs of employees. Thus it is vital to integrate significant changes within a business context which provide a strong focus on essential elements which help in determining specific aspects that need to be considered in improving company productivity. Every organization focus on ensuring that they are highly engaged in the market, however, there are critical elements which provide a stronger focus on essential changes which help define better outcomes (Papadopoulos & Martín Martín, 2011).
Developing a sustainable brand provide a key focus on the strategies that the company has put in place which provide a reliable evaluation of essential elements which are necessary and offer strong organizational development. Customers play an important role in determining the processes and strategies that are put in place which provide a unique emphasis on fundamental changes which provide strong organizational development. The performance levels that the company has attained need to be improved especially considering the company mission and vision statements which are clear regarding the level of engagement that the company is seeking to achi eve.
A potential target segment that is ripe is the one that the company can easily fulfill its needs. Companies usually develop parts based on its line of productivity to ensure that there is continuity in the overall development within the industry. Therefore there is a need to understand essential elements which define a high level of commitment. 
How marketing mix influence  on VW segmentation 
The development of Volkswagen in India has based n different concepts which created a strong commitment to important changes which provided a strong level of development.  The integration of marketing mix provides a key focus on essential elements which can help in improving the company developed in the industry, especially how they manage the needs of customers (Bagga & Gupta, 2014). Therefore the four components that are evaluated include product, price, promotion, and place which have been integral in improving the company engagement within the Indian market as well as considering its focus on being successful within the international level.  The company products are based on large designs and options where it is easier for the company to meet the needs of the customers. The company has promoted its products for both luxury and midsize products which are essential in improving the general business development.
The company has adopted a more flexible pricing strategy based on the diverse products that are introduced into the market. Defining a highly successful business development is based on integrating price that consumers in the market can easily relate to.  The company has adopted diverse promotional strategies including social media advertising which is becoming an essential aspect of promoting company development. Having a successful business development is based on distinct concepts which provide a strategic understanding of important changes which help in maintaining improved organizational development. The location of the company auto shops has been vital in urban centers with dealers across the country. The company is not impacted by the low-cost products where it is making significant efforts to ensure that they penetrate within this unique market within the country.
Benefits and risks of expansion
Expansion within the global market requires a strategic focus on essential elements which provide a higher evaluation of critical processes that define the level of engagement. Many companies have been struggling to have a more significant influence on organizational development. Strategic concepts that are evaluated in this case focus on substantial changes within the global business context. The expansion is essential considering that it plays an integral role in determining improved understanding of critical outcomes. Expansion creates an enhanced understanding of organizational performance which helps understand the profoundly transformed business development context.
A significant risk in segmentation is the need to manage diverse target audience. Segmentation focus on creating unique customers so that the organization would be chasing different customers with an intention to improve the company commitment within the market. Effective analysis of the company feedback is crucial considering that it provides a strong emphasis on what the company needs to achieve to maintain improved levels of organizational development. Developing the right mindset within the company provide focus on essential changes which give a strong emphasis on critical measures which help in determining improved organizational outcomes.
The company has sought to embrace diversity concepts in its operations to navigate through cultural issues which are detrimental in improving the overall organizational development. The current business environment is significantly increasing which present a highly unique business environment which needs to be consolidated and enhance the global corporate growth. Therefore the underlying measures provide a highly successful business context where it is possible to achieve better outcomes.
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