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VOLKSWAGEN

ith & tough-to-pronounce German
name, entering any new maket is
likely to be an arduous task, Way back
in 1960's when German carmaker,
Volkewagen entered the US car market, where ‘BIG"
mnot;maphyncalnaﬁtybutaphﬂmphwnlhaﬁeﬂ
itwas rescued by Bill Bern-
bachs decisive advertise-
ments (Think Small, Lemon &
After we paint the car we
paint the paint} that were
witty, intalligent, and truthful
but more than anything else
~they touched the brand like
Midas.

However in India the brand
was fully aware of the reali-
ties of the car market and
thus its offexings reflect the
demands of its customers,
Today people are willing to
wait {or months to own a
Volkswagen. Because of the
low brand recall that the
brand suffered initially i de-
cided to go for *continuous
activity' in the market, kow-
ing the lasting irapact brand
awareness has on the success
of e brand, The brand was
in sarious need of brand
awareness as well as yeach.
The fact that it enjoys a com-
petitive positionin the Indian
market today is linked to the
manner inwhich it has differ-
entiated itself from other car
manufscturers.

When Touareg & New Bee~
fle Sedan was launched,
Volkswagen employed the
roadblock strategy. It did the
most expensive print adver-
tizing campaign in India with
a multi-crore, shutting the
doors for any other brand,
across all editions of ‘The
Times of India’.

: The television commercial
that captured wide public at-
tention was the one that fea-
tured & young boy and a

THORNS TO COMPETITION |22 | NOVEMBER 201

Volkswagen sales axecutive. The boyinquimswheth-
er it would be possible for him to book various
Volkswagen cars in advance, depending upon his
future birthdays. The advertisement was precise and
comprehensive, It not only showeased the attributes
of differant Volkswagen cars but alse brought out with
subtlety the aspirational
value of Volkswagen.

One of the innovative ad-
vertising iniiatives by
Volkswagan was witnessed
by Mumbai - & giant banner
in the sky displaying the
new Beetle and the Volkswa-
genlogo, the advertisement
symbolizing the innovation
that iseraployed inVolkswa-
gen cars.

To emerge ont of the clut-
ter, Volkswagen used, first of
its kind innovation for Vento
sedan, 2.2 million copies of
The Tirees of India carried a
light-sensitive device
weighing just a few grams
and pasted on the fingl page
of the paper's special 10-
page section. What did this
device do? It talked — talk-
ing advertisement. Innova-
tion is at the heart of
Volkswagen and it shines
through in its marketing &
advertising campaigns. Ac-
cording to John Hegarty {an-
thor of Hegarty on Advertis-
ing) ideas are the most
egalitarian thing we do.Lutz
Rothe, head of marketing at
Volkswagen India, credited
his 14-year-cld niece Beat-
rix Madexsbacher for giving
him the idea of a "talking'
advertisement when he was
on a business trip to Munich,
This advertisement shows
the German carmaker’s ef-
ficacy in using a static me-
diurm optimally. These inno-
vations have turned
Volkswagen from Das Anto
to Das Cool. 12
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