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Description and Attributes 

 The Volkswagen New Beetle is a recreated version of the original Volkswagen 

Beetle that was sold between 1938 and 1975.  The New Beetle was released on the 

market late in 1997 as a 1998 model and is currently in its third year of production. 

 The trendy New Beetle has been accepted with open arms by the American 

automobile drivers although it refuses to follow the conventional style of the cars 

standard in our market.  The New Beetle is a study in symmetry.  Its rounded fenders, 

curved outline, and large oval headlamps and taillights are completely different from 

anything else on the road.1  

 Although it resembles the first Volkswagen Beetle it shares no parts with its 

predecessor.  The new version is larger, more powerful, more environmentally 

conscientious, and offers more luxuries.  It is also safer and includes such features as 

anti-lock breaks, a de-powered air bag, and standard side air bags.  The New Beetle is 

different from the original beetle in that it has a water-cooled front-engine and a front-

drive configuration.  It also offers three engines choices: a turbocharged 150-horsepower, 

1.8-liter four-cylinder engine; a 115-horsepower, 2.0-liter four-cylinder; and a high-tech 

Turbo Direct Injection diesel engine.  Volkswagen offers various versions of its New 

Beetle equipped with different features and luxuries to cater to the individual customer. 

 
Strengths, Weaknesses, Opportunities, and Threats 

Analysis 
 

- Strengths - 
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It stands apart from all other cars on the road -  Volkswagen Chairman Ferdinand 

Piech is even amazed at the car’s appeal.  “It is different, and it makes you feel different,” 

he said.  “It’s like a magnet.”2  It’s curved outline, rounded fenders and oversized lights 

separate it from the other vehicles on the road. 

The biggest-selling car design in history gets even better -  It’s cute and trendy, more 

comfortable than its predecessor and there are a whole lot more luxuries and new 

technologies crammed into this nostalgic Beetle. 

The New Beetle’s safety surpasses the rest -  The 1998 model of the New Beetle is the 

safest small car that has been tested by the Insurance Institute for Highway Safety.3 

- Weaknesses -  

It’s not an SUV -  Americans are showing a strong trend toward purchasing Sport Utility 

Vehicles rather than conventional sedans.  A Gallup Pole recently asked 1,003 adults: 

Which of the following best describes the type of vehicle you most recently purchased or 

leased? Their response: 

 

 

 

 

 

 

                                                                                                                                                                             
1 Bill Vlasic, “Still groovy after all these years,” Business Week 2 Mar. 1998:145. 
2 Keith Naughton and Bill Vlasic, “The Nostalgia Boom,” Business Week 23 Mar. 1998:64. 
3 Bill Vlasic, “Bug-eyed over the New Beetle,” Business Week 25 May 1998:88. 
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Although recent purchase trends put sedans in the lead, projected trends are 

saying that Americans are leaning toward SUVs.  The survey showed that 51 percent of 

people planning on purchasing within the next year are more likely to purchase and SUV 

compared to 39 percent purchasing a new vehicle more than a year from now.  Also an 

indicator, three out of four SUV owners say their next vehicle will also be an SUV4. 

The Volkswagen New Beetle is termed a “small sedan.”  Looking at its 

competing models (which will be discussed later) I would tend to put the New Beetle in 

the ‘small car’ category which shows very little market favor. 

Brand loyalties favor American vehicles -  The preference for American vehicles is 

more than three times higher than that of European vehicles.  78 percent of people 

surveyed in a Gallup Pole said that they would definitely or probably consider buying an 

American vehicle while only 25 percent said that of a European brand, such as 

Volkswagen.   

- Opportunities -  

The New Beetle has a global appeal - Americans aren’t the only ones who love this car.  

There is much opportunity for growth internationally. Japan is predicted to have the 

potential to be the second-largest New Beetle market.  There is also hope that 

Beetlemania will spread across all of Asia. 

Capitalize on nostalgic cravings -  The old Bug was the biggest-selling car design in 

history.5  Baby boomers loved their groovy cars as young adults and today’s young adults 

are looking to rediscover the age that passed.  As we approach the next millennium there 

                                                           
4 Annette Templeton and David W. Moore, “New Car Purchase Intent Remains Strong in 3rd Quarter,” 
Gallup News Service 4 Nov. 1999. 
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has never been a better time to capitalize on the nostalgia Americans are craving.  The 

Beetle is a strong representation of the past and may find itself setting trends for the 

future.  

- Threats - 

Can trendy stay alive? -  Will the New Beetle survive as long as its predecessor?  We 

see many trends come and go.  Does the New Beetle have what it takes to survive? 

Can the Beetle be duplicated? - Would another car company trying to duplicate 

succeed?  If the success of the New Beetle continues there will be other car makers 

wanting to hop a ride on the bandwagon.  Could the New Beetle survive if another 

company could produce more cars of similar attributes faster? 

Will history deter some drivers? - The first Beetles were manufactured in Wolfsburg, 

Germany, at a plant built by the Nazis.  Although the war is long since over, there are 

still many people who will treat the Volkswagen Beetle with the same prejudice and 

distaste they feel for the actions of the Nazis.  

 
 

Position of the P/G/S in the Marketplace 
 

When Volkswagen says “Drivers Wanted,” they’re not kidding.  Volkswagen’s  

American market share has dropped below one percent in recent years.  After VW 

dropped the Beetle from production in 1978 the company was never the same.  By 1993 

the company was just about ready to drop out of the American market.  That’s when 

Chairman Ferdinand Piech ordered up a prototype of a new Beetle as a last attempt to 

                                                                                                                                                                             
5 Robyn Meredith, “With New Beetle come wistful hints of old flame,” New York Times 4 Jan. 1998:10, 
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boost sales.  The introduction of the New Beetle to the American market did just that.  

VW celebrated a 59 percent increase in worldwide sales last year and a 44.6 percent 

increase this year.  I have not found their market share as of 1999 but an increase such as 

the one they experienced is sure to raise their standings. 

 

Market Segmentation 

The New Beetle is unique from other cars in that its market is huge.  The range of 

interest for the automobiles is from 16-year-olds to 65-year-olds.  Although the car is 

under $20,000 it appeals to drivers of many social classes.  From college students to 

CEOs the Beetle has found its way into garages of all classes.  What do all of these 

consumers have in common?  Simple, they’re tired of driving the same old pod-like cars 

and the nostalgia the Beetle gives off is comforting and energizing. 

 

Target Markets 

Volkswagen executives refuse to be pinned down on the New Beetle’s target 

market saying only that it is designed for “optimists.”  Yet it’s clearly aiming wide.  

While many of the ads sport jokes targeted at the previous Beetle generation, others are 

aimed squarely at Gen-X.6 

Edmund’s web page on automobile reviews identifies the target buyer as “men, 

women, young people or people who are simply young at heart.” The New Beetle is 

                                                                                                                                                                             
sec. 1. 
6 Keith Naughton and Bill Vlasic, “The Nostalgia Boom,” Business Week 23 Mar. 1998:62. 
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marketed as classic, classy, unique, and economical.  It’s for the kind of person who likes 

to have fun, appear fun, and stand apart from a crowd.   

 The average U.S. buyer’s annual family income is $86,000.  This is higher than 

the average income of buyers of even pricier Volkswagen models which holds an average 

of $63,000.  The typical buyer is from the baby boom generation averaging 44 years of 

age, more than half are married, only one-third have children at home and slightly more 

than half of the buyers are male.7  Many of the trendy Beetles are bought as gifts for 

birthdays, anniversaries or other occasions. 

 Broken down I would identify the target markets as: 

 Primary: Baby boomers, married with no children at home, male, family income  

of about $86,000 a year. 

 Secondary: Generation X, married, upper-middle class or lower-upper class. 

 Tertiary: Generation Y, single, middle class.  I think that many of the cars for  

this segment will have a separate purchaser and user.  For example, parents  

buying the car for their child. 

 

Competitor Analysis 

Volkswagen’s top competitors (as a company) are Ford, General Motors and 

Toyota.  All of these companies are very successful in the American market and provide 

strong competition for VW which has been struggling in this marketplace in past years.  

The primary competitors for the Volkswagen New Beetle are the Honda Civic, Hyundai 

                                                           
7 Jessie Milligan, “New Bug Still Has Buyers Waiting Months for Delivery,” Fort Worth Star-Telegram 4 
May 1999. 
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Tiburon, Mercury Cougar, Pontiac Sunfire and the Acura Integra.  All are included in the 

same approximate price range and are comparable for size, safety features and options.  

Different tests rate one above another on many aspects but tend to vary depending on the 

researchers.  The safety of the New Beetle does consistently rate higher than the 

competing models. 

 Volkswagen competes with a lot of worthy contenders in the automobile industry.  

Everyone has their own spin on value, style and economy and changes in the market 

refuse to slow down. 

 
Social Responsibility/Ethics/Legal/Political 

Environment 
 

There are a lot of cars on the road these days and increasing numbers of accidents 

so safety is important as a social responsibility for auto makers.  The New Beetle is 

keeping up to today’s standards and far surpasses its predecessor on safety features.  

Energy-absorbing crush zones, pre-tensioning safety belts, daytime running lights, anti-

lock breaks, dual airbags, and optional side airbags for front-seat passengers top the list 

of safety features.  The Beetle also scores excellent in the bumper crash-test.  New for 

2000 are a brake-wear indicator, improved theft protection, and an optional cold-weather 

package.  

The New Beetle also does its part for our society by being economical and 

efficient.  Volkswagen offers a Turbo Direct Injection diesel engine that gets 48 miles per 

gallon on the highway.  On the environmental side, the New Beetle is equipped with a 

CFC-free air-conditioning system.  
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 Legally, the Volkswagen is responsible for doing its part to meet legal 

requirements in different states.  The New Beetle offers the options of both California 

Emissions and Northeast Emissions requirements.    

 

Distribution/Place Characteristics 

 There are about 600 Volkswagen dealerships in the U.S. The Volkswagen cars are 

imported into the U.S. from Germany and Mexico.  The U.S. division of Volkswagen 

was founded in 1955. 

 From their plant in Puebla, Mexico Volkswagen has the ability to produce 

100,000 New Beetles a year.  About 50 percent of those are targeted for the United States 

and Canada.  They are distributed to licensed Volkswagen dealerships and then sold to 

individual consumers.   

The automobile industry is unique from other industries in that many people 

chose to order vehicles to their specifications and are willing to wait months for them to 

arrive.  This has been stretched even farther with the New Beetle.  During, and even 

before, the introduction of the Beetle people put their names on waiting lists to purchase 

the car.  Some dealerships had waiting lists of over 100 names long even before the cars 

were released on the market.  People who wanted a silver one would take blue just to get 

one.  Since then availability has increased although their limited output and the constant 

demand keep this distribution channel interesting.   

 

 



 10

Promotion Characteristics 

Historically the Volkswagen Beetle has had one of the greatest ad campaigns in 

history.  The November 12, 1999 issue of the Portland Business Journal states that “The 

ad, and the work of the ad agency behind it, changed the very nature of advertising—

from the way it’s created to what you see as a consumer today.”8 

 The truth behind the Bug was that it was never meant to be a massive seller.  The 

company hoped to sell 50,000 New Beetles in 1998 but ended up selling about 74,000.  

They put the car on the market to draw attention to the entire line of automobiles that 

Volkswagen offers.  It certainly appears to be doing its job.  Volkswagen has experienced 

a 59 percent increase in sales since the New Beetle’s arrival.  People are drawn into the 

show room to look at the beetle and stop to take a look at the other models.  The 

excitement the Beetle created spread among the brand.  

 Volkswagen is using nostalgia to market the New Beetle.  The company is 

investing $560 million in the advertising campaign for the car putting the spark back into 

the life of their company. 

 The new advertisements, much like the old, are very simple.  One ad from the 

1060s featured a small picture of the car with the headline “Think small.”  Text 

highlighted the advantages of driving the small Beetle versus a big car.  Overall their ads 

conveyed a message of frugality and sensibility. 

 Today’s ads maintain the same simple format but incorporate some more modern 

techniques such as original music that is created just for the Volkswagen ads.  Lance 

                                                           
8 Mike Odgen, “Top ad campaign of century? VW Beetle, of course.” Portland Business Journal 12 Nov. 
1999:8, v.16, i.38. 
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Jensen of Arnold Communications, the advertising firm responsible for the New Beetle’s 

latest campaign, explains “People like to feel they’re not of the herd.  If a song comes on 

the air that they know but other people may not know, that makes them feel good.”9  

 

Price Characteristics 

The original beetle produced back in 1938 had a base price of $1,800 ($8,300 in 

today’s dollars). The price of the New Beetle today ranges from $15,900 to $21,075 

depending on the model and added features.  The original base price was $15,200 in 1998 

but increased due to the addition of standard anti-lock breaks. 

The New Beetle is the most expensive small sedan in America today, but 

Volkswagen expects a new generation to discover the bug and be willing to pay for it.10  

The company can still afford this higher price due to the demand for the vehicle.  

“Only recently has supply begun to catch up with demand,” said Bob Johnson, business 

manager for Holbert’s Volkswagen in Warrington, Bucks County.  “In the first eight 

months, we literally couldn’t get enough cars.  People who wanted a blue one would take 

white just to get one.”11 

 

 

 

                                                           
9 Fred Cisterna, “Driving music: Volkswagen uses a mix of existing and original tunes to get drivers 
going.” Shoot 13 Aug. 1999:26, v.40, i.32. 
10 Dan McCosh, “Return of the Bug,” Popular Science Apr. 1998:38 v.252. 
11 Scott Heimer, “New Beetle May Account for Much of 59 Percent Sales Increase at Volkswagen,” 
Philadelphia Daily News 11 Mar. 1999. 
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International Marketing Opportunities 

The New Beetles are manufactured in Mexico in a plant that has a 100,000-a-year 

capacity for output of the popular car. 

The car was introduced in Europe but didn’t catch on as well as it did in the 

United States.  In Europe the Volkswagen Golf is still preferred over the New Beetle 

although one source stated that the company may try to introduce a less expensive model 

of the New Beetle to the European market to see if it will do better.  

Volkswagen Group Japan KK began accepting orders for the Volkswagen new 

Beetle in June of 1999.  The Japanese unit of Volkswagen (originally based out of 

Germany) is based in Toyohashi, Aichi Prefecture.  This manufacturing group offers two 

models of the New Beetle with left-hand-drive.  Pending the success of its introduction in 

Japan, the company plans to branch across Asia. 

 

Internet Opportunities 

 Volkswagen has the opportunity to follow other car manufacturers in providing 

its customers the ability to research vehicle options and order a personalized car over the 

Internet.  Personalizing service is always good for a company and the more ways for  

 

consumers to buy, the better.  

 Volkswagen does have several web sites that give information about the New 

Beetle.  Everything from pricing and dealership locations to customer testimonials are 

available through the web.  Due to its popularity it also receives mention on numerous 
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other sites and I have found it involved in numerous promotions as the prize for 

drawings.   

 GM and Ford recently announced their plans to greatly increase the amount of 

business activity they conduct on the Internet.  It appears that this strategy will help to 

increase their efficiency and profitability as well as cutting down their costs by working 

online with suppliers instead of using face-to-face encounters.  If their strategy works as 

planned, Volkswagen would do well to follow suite in capitalizing on the services of the 

Internet for bettering their business to business activities. 

 

Summary of Total Marketing Activities 

 Volkswagen had a successful line in the market with the original Beetle in earlier 

years.  When the company’s American market share dropped and stayed below one 

percent they turned to the Beetle to once again to revive their position.  The company 

wagered $560 million that the New Beetle would do its job and their bet seems to be 

paying off.  The new addition to their product line increased their worldwide sales by 59 

percent last year and 44.6 percent this year. 

 Although the New Beetle’s unique and cute styling sold a lot people on the car 

their marketing campaign has captured many more.  Volkswagen has chosen the appeal 

of nostalgia and retro styling to capture the attention of many potential buyers.  They 

have managed to target a wide variety of people by taking the baby boomers back to the 

days of their youth and helping today’s youth rediscover the age that has passed. 
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 Their advertising campaign remains simple and unique, just like their cars.  They 

don’t bombard viewers with technical jargon or even luxury equipment.  They simply 

appeal to the stylish side of each individual capitalizing on uniqueness and originality.   

 In America Volkswagen’s 600 dealerships sell the New Beetles for between 

$15,900 and $21,075.  Although it is the most expensive small sedan in America, it is 

still available under $20,000 and so opens the door to a larger number of consumers. 

 Volkswagen is a European based company and maintains markets in America, 

Canada, Japan and other countries.  They have adapted their vehicles to adjust to each of 

these markets by altering, for example, emissions standards, steering wheel position, and 

are even considering creating a less expensive version of the New Beetle to better suite 

its European market. 

 Volkswagen has once again found success in the Beetle.  America’s marketplace 

seems ready for something different and the Volkswagen New Beetle certainly delivers. 
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