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[bookmark: _Toc124016814]Introduction
When a company starts selling goods or services that already exist in a certain market, they are said to be penetrating that market. Volkswagen has lofty goals for the future, therefore the company is flooding the European market with new models that can compete with the omnipresent Volkswagen vehicles that are already on sale in Europe. Diversification is a key tactic used by many successful companies today to expand into new areas and boost revenue. The Volkswagen Beetle might steal a few customers away from other car types, even high-end ones. The iconic Volkswagen Beetle is used as the company's symbol and mascot. These automobiles formerly had widespread popularity, but consumer tastes and rapid technical development have rendered them unprofitable.
[bookmark: _Toc124016815]Company background 
[bookmark: _Toc124016816]The Volkswagen Group, or Volkswagen AG for short, is a major German automaker founded in 1937 by the German government with the goal of mass manufacturing an affordable "people's vehicle." Its headquarters are in the German city of Wolfsburg. Volkswagen was founded in Nazi Germany, but since then, it has come a long way. This is likely due to the company's dedication to the international market and its personalized approach to advertising. The rising sales in China have contributed much to the company's financial success. 
Competitive advantage 
Cost leadership strategy: Companies may differentiate themselves from competition by providing more affordable prices. Large corporations like Volkswagen and Toyota have used this tactic with great success. Businesses benefit from this, but consumers seldom go for the less expensive alternative.
Differentiation strategy: Branding is the most common practice for setting one firm out from another. By using this approach, luxury car manufacturers like BMW and Mercedes can instantly convey an air of exclusivity and distinctiveness. Every CEO who uses this strategy should look for something that makes them stand out from the crowd and does not exist in their peers. As a result of their elevated profile, people are more likely to respect and listen to them, giving them a leg up in their pursuit of their objectives.
Innovation strategy: Companies may get an advantage over rivals by trying out innovative approaches. There is no denying their superiority over more conventional surgical methods, which they largely outperform owing to the lengthier recovery times and greater potential for discomfort associated with the former. Employees provide their organization a competitive edge when they think of innovative ways to solve problems. 
Adaptability competitive advantage: Success in business lies ahead for companies that can adapt to shifting market and economic circumstances as well as other external variables. One of the most significant qualities CEOs may have been the capacity to stay flexible in the face of change. This might lead to individuals learning new skills and bringing in fresh perspectives. More than anything else, the capacity to adjust to new situations calls for a flexible frame of mind.
[bookmark: _Toc124016817]Business strategies considered by VW in last 5 years
Volkswagen's corporate strategy is based on Ansoff Matrix which shows how four distinct product/market combinations (penetration of new markets, expansion into current ones, expansion of existing product offerings, and diversification into new markets) may be developed. The German automaker Volkswagen is a market leader in both Europe and the United States (Sullivan et al., 2018). The market's depth of choice remains unrivalled when it comes to vehicles in the premium middle-range segment. Volkswagen seems to have had a great deal of success in the UK automotive market, which may be due in no little part to the brand's ability to appeal to wealthy, discerning customers. Product development takes happen when an existing market is made aware of a new product created by the same firm. Expanding demand for goods currently on the market is crucial to achieving this objective. Volkswagen is making serious efforts to broaden its customer base and expand its business prospects. It focuses especially on developing countries with rapidly expanding economies like China, India, and Brazil. 
The Volkswagen Group is the parent business of a wide range of well-known vehicle manufacturers. Sales of Porsches and Audis are the most profitable for the Volkswagen Group. All of these industries' financial outputs have skyrocketed over the past few years. Since SKODA's sales-to-production ratio has just eclipsed that of market leader Audi, the brand's prominence has risen to new heights (Rauter et al., 2019). The Volkswagen Golf might also be a cause of misunderstanding. Even if demand has risen over the last five years, the firm must keep investing in the industry if it wants to remain successful over the long term. Prospective Golf buyers should allow for some familiarisation with the vehicle's many new features before making a purchase. The iconic Volkswagen Beetle is more than just a car - it also serves as the brand's mascot. These vehicles were formerly quite lucrative, but shifting consumer preferences and technological advancements have rendered them unprofitable.
[bookmark: _Toc124016818]Resources and capabilities in last 5 years
Application of VRIO model
Valuable: Through formal publications like the annual report and the website, the firm ensures that all of its stakeholders are aware of its activities and the efforts it is making to meet the social  responsibilities (Volkswagen.com, 2022). Since there is a close link between CSR (Corporate Social Responsibility) and VW's major business aims, the company is in a position to help the development of people who are irreplaceable in the market due to CSR-related activities. Volkswagens have a good reputation in part because of how dependable they are and how cheap they are to maintain (Machado et al., 2020). As no other firm has ever infringed on the Volkswagen trademark, the Volkswagen brand has a significant head start in the industry. Therefore, it seems that leveraging the brand's previously established reputation may provide a competitive edge. Brand recognition has a direct correlation to the bottom line. The time and energy spent cultivating the brand's reputation has rendered its competitors irrelevant. When it comes to sales, Volkswagen products almost always come out on top. Since then, the company has made great strides in addressing environmental problems and seizing opportunities thanks in large part to its openness to trying out novel approaches.
Rare: The Volkswagen Group is a global powerhouse that competes aggressively across several sectors. Due to VW's global growth, the company has been able to reach a wider audience and secure more potential buyers. The invention boosts the firm's competitiveness and competitive edge. This special ability allows the business to avoid danger and seize opportunity. Volkswagen is able to identify attractive prospects and take calculated steps to seize them because of its dedication to a rigorous risk assessment technique (Amankwah‐Amoah et al., 2019). Therefore, VW places a premium on a workforce that is comfortable with taking calculated risks. A worldwide strategy is often the impetus behind localization efforts that aim to streamline different types of management processes. The ability of Volkswagen to adjust to changing market circumstances has been credited with the company's success. The company's market share, client count, and reputation have all grown as a result of this.
Imitable: Many speculate that the unprecedented degree of success Volkswagen has achieved is linked to the superior quality of the goods it sells. Customers who have bought Volkswagen products before and been satisfied with their purchases are more likely to buy from the firm again, increasing Volkswagen's total consumption. The easier it is to find Volkswagen Group shares in any of the various places in which they trade, the higher their reputation will rise. Due to extensive distribution, Volkswagen's products and services are readily available to customers in all of the markets where the firm operates (Geissdoerfer et al., 2018). Volkswagen may be able to take advantage of economies of scale as a result of the company's impressive manufacturing efficiency. The company has been able to keep its operating costs low because to its efforts to broaden its customer base and retain demand for its products at a steady level. The company has been able to reduce expenses while increasing productivity thanks to IT developments. VW owners get VIP care for as long as they own their car. Companies that have established a strong brand identity usually provide customers one-of-a-kind and memorable products and services. 
Organised: Volkswagen is a trustworthy corporation with a consistently strong bottom line. The firm is financially secure enough to take creative risks in the development and marketing of new products. Some companies may consider mergers and acquisitions as a means to get an edge over the competition. If Volkswagen wants to maintain its market dominance, it must be able to consistently innovate and release ground-breaking new technology (Sarkis, 2020). As a direct result of improvements in technological capabilities, the organisation has been able to effectively maintain a large number of its internal processes and procedures. Due to recent technology breakthroughs and the increasing interoperability of associated systems, companies now have more visibility and control over their activities in different nations than ever before. In order to help its employees grow professionally, several organisations provide them the chance to take part in specialised training courses (Fisch, 2018). Employees who take advantage of these opportunities will improve their future chances of succeeding at the tasks they have set for themselves. Those who take part in the organization's training programme have a deeper comprehension of their potential and their place in the world, both in and outside of their present careers. By spending strategically and precisely in R&D (Research and Development), Volkswagen has been able to maintain its edge over rivals and make the most of its other resources.
Volkswagen does a fantastic job of sharing its values and mission with its staff and other stakeholders. This will make it much simpler for the organisation to monitor its activities, assess its progress, and come up with a variety of solutions that are consistent with its overall plan. Volkswagen has simplified its operations and now receives help from teams that are intellectually curious and creative. The trust and safety of the workforce improves when there are fewer levels of management between them and the top leadership (Hitt et al., 2019). VW has instituted processes that are well-defined and organised to guarantee the smooth running of its operations and minimise the possibility of controversies and lawsuits. Volkswagen’s core values are written in a manner that motivates employees to give their all to the company and its products.
[bookmark: _Toc124016819]Company green strategy
To be a leader at Volkswagen, one need to be actively involved in the company's day-to-day activities. Volkswagen's management style, which it calls "participative leadership," promotes employee input into strategic planning and policymaking. Due to this, the company's high management and department heads are in constant communication with one another. Disagreements may be resolved and new perspectives on the strategic and operational levels can be acquired by going through this procedure (Fisch, 2018). The training provided to employees at every Volkswagen location across the world is up to par with what is required by the firm 

[bookmark: _Toc123993128][bookmark: _Toc124016820]Annual report and Sustainability report
Putting sustainability first for Volkswagen means prioritising economic, social, and environmental goals all at once. Instilling strong moral standards, fostering a positive work atmosphere, and preserving the Earth's natural resources are all crucial to achieving this goal. When it comes to governance, social responsibility, and the environment, Volkswagen's goal is to make sure that all of its value creation activities properly recognise and handle the opportunities and risks associated to its operations (Sarkis, 2020). To achieve this objective, Volkswagen will make it mandatory for all staff members to uphold the company's core principles. Volkswagen wants its CSR initiatives to have a significant and long-lasting effect on the company's worth and reputation, thus the company is making that a priority. 
[bookmark: _Toc123993130]The Volkswagen Group is aiming to cut down on energy use and carbon dioxide emissions on a worldwide scale. Volkswagen has to align its prior efforts if it wants to achieve future success. Volkswagen is one firm that is doing a great job of minimising the ecological damage caused by its production processes. Volkswagen has reduced the emissions created by each of its vehicles by around 37 percent during the last 4 - 5 years. The Volkswagen Group sponsors several groups and initiatives in many fields, including sports, academics, medicine, the performing arts, and culture. Programs also aim to save local ecosystems and enhance the region's infrastructure. The results of these initiatives have resulted in the Company's CSR activities being used as a teaching tool throughout the company. Volkswagen must behave with integrity while interacting with customers and suppliers. At least in theory, it is conceivable to create cars that emit no harmful gases; widespread adoption of such vehicles might have a significant impact on global emissions (Amankwah‐Amoah et al., 2019). The corporation may set aside funds specifically for the purchase of battery-powered electric vehicles. 
[bookmark: _Toc124016821]SAF criteria
Depending on the urgency with which a position must be filled and the degree of expertise required, an organization may choose to hire from inside the firm or hunt for individuals from the outside. This demonstrates that Volkswagen exclusively hires professionals with the necessary skills for the positions they advertise.
[bookmark: _Toc124016822]Recommendations for VW
Ensuring that more recycled vehicles are being produced: Volkswagen is looking at alternative means of recycling wrecked or otherwise unusable vehicles. While it may be theoretically feasible to restore certain wrecked vehicles to a driveable condition, this is seldom the case in actual life. Although, in theory, this is feasible (Amankwah‐Amoah et al., 2019). Finding a firm that not only buys garbage cars but also puts the vehicles they purchase to use in some other capacity once they have fulfilled their original function is crucial for preventing environmental damage. Depending on the make, model, and age of the vehicle, as well as its general condition, the scrap metal value may vary. In contrast, Volkswagen is said to provide a service for the disposal of obsolete autos, which would presumably cover the acceptance of motorbikes, vans, and other commercial vehicles. Afterwards, Volkswagen would disassemble the cars so that the recyclable components could be used in improved Volkswagen models.
Ensuring that the emissions are lowest: Several different gases and particles are released into the atmosphere through vehicle exhaust, and they all contribute significantly to the acceleration of climate change. The effects of global warming on the environment, agriculture, and sea level have worsened dramatically since the first Volkswagen was manufactured. If Volkswagen wants to be seen seriously as an ecologically responsible company, it has to drastically cut the quantity of pollutants it generates. Vehicles, semi-trucks, tractors, and other forms of agricultural equipment, as well as other forms of motorised transportation, are major contributors to air pollution. Pollution has a detrimental effect on people's health, the ozone layer, and the ecosystem as a whole.
Providing focus on renewable Energy: It's no secret that cars can't run without fossil fuels. Gasoline and diesel fuel consumption, unfortunately, harms the ozone layer and imperils global biodiversity. By the end of 2016, seven nations have either outright banned or severely limited the sale of cars running on fossil fuels. Volkswagen's resistance to this law has been vocal, with company representatives saying it will hurt both business and the car industry as a whole (Fisch, 2018). This is good because it will encourage Volkswagen to assess the efficacy of the fuels they now use to generate electricity and look into other possible sources of energy. Volkswagen may be compelled to shift focus from building fully electric cars to developing extremely clever hybrid vehicles. The automotive sector has to continue switching to cleaner and more renewable energy sources if it wants to increase its environmental consciousness and make a significant contribution to the preservation of the environment.

[bookmark: _Toc124016823]Conclusion
Customers are more likely to return to a company that interacts with them in a pleasant and memorable way across several channels. Volkswagen's R&D section may help the company create products that meet the ever-changing demands of its consumers. Volkswagen is aiming to build a hierarchical framework that can be easily modified and is also intellectually engaging. Volkswagen takes great pride in its well-earned reputation as a company that actively seeks out and develops its employees' exceptional abilities. Since then, the organisation has relied on its willingness to try new things in order to overcome environmental challenges and seize environmental opportunities.
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