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Strategic management is the process by which a company continually plans, monitors, analyses, and evaluates all of the components that are necessary for the company to fulfil its goals and objectives. Because of the volatility of the economic climate, businesses will need to regularly assess the efficacy of their strategies for achieving success (Zhang, Atwal and Kaiser, 2021). Businesses are able to examine their existing position, formulate strategies, put those strategies into action, and evaluate the effectiveness of the management plans that have been adopted all thanks to a process called strategic management. The investigation of Volkswagen's strategic management will be the focus of this study. 
[bookmark: _Toc124062557]Detailed explanation of the business
Volkswagen is undoubtedly one of the most recognizable car manufacturers in the entire globe. 1937 was the year that Volkswagen was established. It is one of the best-known automobile manufacturers in all of Germany. Volkswagen has the ability to produce millions of autos per year, and in addition to that, they have a large inventory of vehicles to choose from (Zhang, Atwal and Kaiser, 2021). By the year 2020, it is expected that Volkswagen will have the highest profit margin of any automaker in the world. In addition to caddy’s, caddy maxis, transporters, and new crafters, this factory also makes innovative car bodywork, cylinder heads, and steering gears. 
The company's principal business strategy for the five years before to this one was based on the idea that each of the multiple automotive manufacturers deals with their own unique set of extremely competitive market conditions. To tell you the truth, Volkswagen is enjoying a prosperous time right now (Dima, 2014). Because of the successful implementation of its business expansion strategy, the organization believes that in the not-too-distant future, it will assume the position of world sales leader. 
Because it uses techniques of production that are less harmful to the environment, the Volkswagen Group has seen a meteoric rise in its level of success on the European market over the course of the past five years. Many of the companies that were in the race had just lately started producing hybrid automobiles. They increased sales of hybrid vehicles by capitalizing on the psychological influence that customers' green anxieties had on them (Lee et al., 2021). 
Because they had already established themselves in the hybrid industry, there was no need for them to be concerned about the products or services offered by competitors. They were one of the first products to be sold, which provided them with a significant advantage over their competitors (Bai, 2021). In order to support consistent revenue expansion, Volkswagen Group established new manufacturing facilities. During this time, the first Volkswagen Group manufacturing facility to be established in China was getting up and running. After only a little over three years, Volkswagen Group dramatically expanded its manufacturing operations in Asia. The number of automobiles manufactured increased to half a million by the time the third year had come to a close (Bai, 2021). By the end of its first three years of operation, Volkswagen Group had expanded into automobile manufacture not just in Africa but also in countries like India. By the conclusion of the first year, both of these brand-new companies had begun conducting business. In order to be adequately prepared for the massive expansion that is expected, the organization has been working very hard to improve its reputation (Jacobs and Singhal, 2020). 
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Strengths:
There are more brand names associated with Volkswagen than any other brand. The corporation is responsible for twelve separate brands. In comparison to its rivals, Volkswagen maintains a revenue distribution that is more equitable across a wider variety of brands, products, and geographic regions. The company caters to a wide variety of client groups and successfully satisfies their requirements thanks to the extensive brand portfolio it possesses. China is Volkswagen's most important market, and the country also has the greatest percentage of the global automobile market. SAIC Volkswagen and FAW- Volkswagen have collaborative relationships with Volkswagen in China. By utilizing these connections, the organization is able to yearly distribute over 2-4 million products originating from different producers. Volkswagen presently has 15% of the car market in China, making it the second largest automaker in China behind General Motors. The newly created strategy plan for Volkswagen places a significant amount of emphasis on accomplishing important goals by the year 2025. By establishing a foothold in the country, Volkswagen will be in a stronger position to compete in the auto market that is the largest in the world (Wheelen et al., 2018).
Weakness: 
When it comes to the number of recalled mass-produced automobiles that have been sold in the United States, Volkswagen is in second place. iSeeCars.com reports that for every 1,000 vehicles the company manufactures, Volkswagen issues a recall for almost 1,900 of them. The presence of Volkswagen in the automotive business in the United States is almost non-existent. Toyota is the largest automaker in the world; however, it only sold 850,000 automobiles in the US. A number of people's reputations were ruined in 2015 by the scandal known as Dieselgate (Pries and Wäcken, 2019). 
Opportunities: 
Volkswagen is now able to match the spending power of its clients thanks to the company's growth into international markets. The rise in the spending power of consumers presents the company with a tremendous opportunity to broaden its customer base and raise revenue (Abdullahu and Fejza, 2020). The company has a good opportunity of entering markets where there is no direct rivalry at the present time as a result of increasing demand as well as a stable financial position. It is possible for the corporation to increase its share of the global market if it effectively expands into new nations and adopts the customs of those nations. 
Threats: The reputation of the corporation has taken a significant hit as a direct result of the furl deception controversy as well as the emission deception crisis. Many of the company's customers have abandoned ship because they no longer have faith in it as a result of the recent course adjustment that the corporation implemented. At this point in time, the reputation of the company's brand is in jeopardy. The threat posed by potential competitors is another key problem. Volkswagen. To give one example, the idea of diversity has been responsible for the growth of regional automakers in a number of different countries (Pries and Wäcken, 2019). Customers are making their preferences known, which puts Volkswagen in an extremely precarious position. Businesses face significant challenges when the government imposes restrictions and prohibitions, which puts them in jeopardy. 
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Over the course of the past five years, Volkswagen has made use of a wide variety of resources, all of which have contributed to the company's current standing in society. It started out as a German company but has since grown to become a global organization thanks to the utilization of a wide variety of resources. Over the course of the previous five years, the company has made use of a wide range of resources, including human resources (Gaim, Clegg and Cunha, 2019). The company has only brought on board the most experienced and knowledgeable industry professionals. It is possible that the middle management and executive teams of the company will receive recognition for the talents, intelligence, and Rover qualification they have contributed to the company's success both domestically and internationally. The workforce expands by one or more members on an annual basis (Wheelen et al., 2018). They are in the process of developing an entirely new model, and during this time they are recruiting the most talented and productive new employees as well as the most talented new talent. They are able to maintain their current workforce by providing adequate compensation to the employees and promoting them when appropriate. The members of the staff are required to submit performance reports on a regular basis so that they can be evaluated in relation to the accomplishment of organizational goals. Because of the authoritarian management control style, employees are subject to frequent reporting requirements. 
The company has made investments in its expansion in addition to making efficient use of the financial resources it has available to it. All of the cash resources that the business could generate have been used up. The growth of the company's revenue is considered to be respectable when measured against the sales growth of other automobile manufacturers in Germany. The rate of return on investments has remained unchanged despite the growing intensity of competition on a global scale. At the moment, there is also a quickening in the expansion of income. The growth in revenue is also attributable to new investments in global diversification, which are relatively inexpensive in contrast to the potential returns (Gaim, Clegg and Cunha, 2019).
Utilizing technology is another approach the firm has used to develop and sustain a profit for the business. Due to the aforementioned resources, a certain company is well-known not only in Germany, but also in many other nations. Due to its financial stability, the firm has maintained both its dominating position on the global market and its competitiveness. Without a solid financial base, the organization would lose market share and consumer confidence in its products (Dima, 2014). Knowledgeable, effective, and well-qualified workers have aided the company's branding, marketing, and innovation efforts, providing it with a competitive advantage over its rivals/
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Volkswagen's current success criteria include extending its product offering to meet the needs of consumers in all of its markets. To remain competitive, the business is outsourcing its business procedures to grow its product line and reduce expenses. The company's competitive edge in the vehicle industry is largest due to its well-maintained brand image. In addition to producing a profitable product line, the company has established a strong brand image. The company's ability to successfully extend its operations in a variety of global locales is another of its greatest advantages. This business has been so successful that it has outperformed its rivals in a number of nations (Chen and Zhong, 2022). 
Volkswagen has achieved tremendous success, as seen by the company's current presence in over 120-150 countries and employ with many production plants. In addition, there has been a deceleration in the brand's rise in consumer recognition (Ruff, 2015). The organization is committed to providing prompt service to its customers. A single day may produce up to 50,000 automobiles (Jacobs and Singhal, 2020). Strong financial conditions enable the corporation to continue investing in new product lines and expanding its operations. In contemporary organizations, research and development are a top emphasis. The corporation's success is founded on the superior quality of its automobiles and cutting-edge nature of its technologies. The corporation's global automobile market share continues to expand (Qamar et al., 2019).
Volkswagen has always supplied inexpensive, private transportation to a large number of individuals across the globe. Their 2030 Group strategy is a response to present and future issues (Welch, 2019). The organization intends to serve future and present generations with viable mobility options. In their "Mission Statement Environment," they outline the primary objectives for our environmental efforts, which include climate change, resources, air quality, and environmental compliance. The Group Environmental Policy Statement emphasizes the company's commitment to being an environmental stewardship role model (Ruan, 2016). This commitment entails leadership, compliance with legal and regulatory standards, and collaboration with stakeholders. Individual company and brand environmental policies comply to the Group's business and brand criteria. Environmental leadership is essential at all of their industrial operations, but they fall well short of what is required. Volkswagen is committed to environmental conservation throughout the whole product lifecycle, from conception to disposal. Consequently, the company's thoughts and efforts are focused on the entire supply chain, from mineral extraction through recycling. By doing so, they ensure that they are effectively minimizing and eliminating environmental impact, as opposed to simply moving environmental responsibility away from the facilities (Abdullahu and Fejza, 2020).
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Because it seeks to improve organizational outcomes such as economic success while simultaneously reducing harmful effects on society and the environment, the sustainability strategy is an extremely important component of the business. Although it is a widely held belief that sustainability strategies affect not only the firm but also the business community, society, and the environment, it is also true that these strategies improve the sustainability performance of other systems and participants (Ruan, 2016). Those who advocated for the transformation strategy emphasized how important it was for persons who were located outside of the power centres to actively participate in the process. In contrast to the policy of maintaining the status quo, which sees further economic growth as the primary solution to issues relating to the environment and society, the reform strategy aims to enhance the regulations and legislation that are already in place.
The Volkswagen Group is of the opinion that enhancing environmental sustainability is critical for the advancement of economic growth. These include trash management, water conservation, and other techniques that do not break the bank. This indicates how lowering one's use of energy and water, as well as one's generation of waste and, ultimately, their recycling of that waste, can lead to an increase in one's competitiveness. The installation of systems to lessen the negative impact that packaging has on the environment, the adoption of systems to restrict harmful emissions, and the establishment of ex-ante targets for reductions in carbon footprint all have a significant impact on the competitiveness of a company (Ruan, 2016). According to the findings, Volkswagen Group will have a much better chance of achieving big organizational success if it puts into practice the environmentally friendly methods that were investigated.
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There are some recommendations for the Volkswagen Group to consider. A major change in Volkswagen's corporate culture is an important necessity in light of the damage caused by the Diesel issue. The leadership of the firm now has to foster integrity, candour, and employee empowerment. A new era of shared mobility and electric vehicles is about to begin thanks to the efforts of the company (Qamar et al., 2019). These two businesses have a huge amount of untapped potential, but in order to realize that potential, they need to be willing to take some risks. Thirdly, the importance of the Asia-Pacific markets has expanded, forcing a larger emphasis on marketing in this region in addition to manufacturing on a local level. This is in addition to the fact that local production has been prioritized. If Volkswagen aspires to quicken its rate of development, the company must maintain its current level of investment in research and development notwithstanding the high levels of production and sales it currently achieves. Because the imposition of fines could be detrimental, stringent compliance must be enforced globally.
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It is quite necessary to keep in mind that the market-based strategic strategies of a firm could end up being really important in the future. On the basis of the findings of real executions and the analysis of the requirements of the organization, management and other stakeholders appear to have reached a consensus regarding the necessity of the process. The management of the company is in charge of deciding the future business strategies and concentrating their efforts on a single plan in order to maximize the benefits of these strategies.
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