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[bookmark: _Toc124182911]Introduction 
The business procedures of Volkswagen are dissected in this examination. The major purpose of this research is to determine the present-day strengths and weaknesses of the organisation, as well as any conceivable and severe challenges it faces. This essay has focused its attention, for the most part, on the years that are significant to the case study. In the beginning, the previous ambitions of the corporation were presented, with an emphasis placed on the business's primary drivers and goals. In response to the change in the environment of the automotive industry, the company has adopted new ways to assist it in achieving its goals and objectives. The SWOT matrix is one that has been researched to depict the company's strategy in terms of its strengths, weaknesses, opportunities, and threats. The objective of each of these techniques, in addition to selection and indication, is to attract the firm's attention to issues that are vital and sensitive, as well as to pressure the organisation to alter its tactics in areas where they are lacking. The functional, corporate, and competitive strategies are also reviewed in this area of the report. 
[bookmark: _Toc124182912]Key business strategies of VW over the past five years
The prior strategic decisions made by the corporation include the creation of new, cutting-edge products; the expansion of innovation; the modernization of the R&D department; the expansion of partnerships and acquisitions; the enhancement of marketing effectiveness; and the expansion into international markets. Volkswagen's most significant business ventures over the past five years were: In order to address the obstacles that were caused by Porter's Five Forces, Volkswagen Group implemented a variety of different solutions. For the market in Europe, it is vital to have automobiles that are both smaller and more fuel efficient. In order to meet this responsibility, the company's manufacturing facilities have shown that they are up to the challenge (Kim, Paek and Lee, 2022). 
Their sales went grown by a significant amount between the years 2003 and 2008. According to projections, the Volkswagen Group could end up selling as many as 9 million automobiles in 2008. During this period, the company was less concerned about Porter's forces, such as the possibility of new competitors or competition between enterprises that were already in direct conflict with one another (Sukitsch, Engert and Baumgartner, 2015). The company made the commitment to prioritise meeting the requirements of its customers in order to achieve its goal of capturing 10 percent of the global market by 2010. 
The Volkswagen Group has made significant strides in the last five years on the European market by employing production processes that are more favourable to the environment. Many of the companies that were in the race had just lately started manufacturing hybrid automobiles. They took use of the psychological impact that customers' views of "green issues" have on them in order to increase sales of hybrid autos. 
After the factory first opened its doors, Volkswagen Group quickly extended its manufacturing activities throughout Asia in fewer than three years. At the end of the third year, the number of automobiles that were manufactured had increased from 200,000 to 500,000. The Volkswagen Group had also entered the automobile manufacturing industries in India and Africa by the time the first three years came to a close. The reputation of the corporation has been difficult to maintain in recent years in front of the tremendous development. They have put forth a lot of effort to ensure that consumers in the Asian market do not perceive them as "European invaders.
Between 2003 and 2008, the company methodically established operations at four new manufacturing facilities. 2005 saw the beginning of operations at a Volkswagen Group automobile facility in China that has the potential to produce 500,000 automobiles on an annual basis. Before 2007, there were a total of three additional plants in operation. In addition to that, there was a brand new plant for gasoline engines. The Volkswagen Group has been steadily expanding its position in the markets for minicars throughout multiple continents, including Europe, North America, Asia, and Africa. 
When they determined the costs, they did so with the intention of appealing to young individuals between the ages of 18 and 30. Financing was made much easier by basing interest rates on the buyer's age rather than any other variable. Training salespeople to appeal to this age group is more expensive and time-consuming than training them to appeal to other age groups (Kim, Paek and Lee, 2022). The vast majority of salespeople have experience working with clients that are considerably older than themselves. Both the strategic initiatives of Volkswagen Group and their interpersonal connections bore fruit. Due to the fact that the corporations had already provided everything, this group's bargaining strength was unaffected by the extremely cheap costs. Customers had the impression that they were getting a fair deal as a result of the numerous incentives that were offered to them. 
The company was successful in establishing itself as a competitor in the markets located in other countries. The company has developed a strong reputation over the entirety of Europe and North America. The Volkswagen Group had a fair amount of time to become acquainted with the international market it was about to enter. The consumers' habits as well as the way they live their lives were carefully analysed. They were able to get the necessary competitive advantage by collaboration with prominent American and Chinese enterprises, which enabled them to establish themselves as worldwide industry leaders. They have expansion plans for the not too distant future. In order to accomplish what they set out to do, they keep strategic production and sales objectives in mind at all times (Ding et al., 2022). In addition to this, they stay competitive by searching for new markets that are interested in hybrid and compact vehicles. 
[bookmark: _Toc124182913]Resources and capabilities that have been utilised throughout the course of the preceding five years 
In order to reach the position it holds in society today, Volkswagen has made significant use of the available resources. They went from being a German firm to an international organisation by utilising a number of techniques to make the transition. Over the course of the last five years, the organisation has made use of human resources as one of its available resources. The organisation made the most of the people and other resources it had available. The capability, intelligence, and Rover qualities of the company's leadership teams and personnel at the middle-level have contributed to the company's success on a national and international scale (Ding et al., 2022). Each year, they bring on more people to work for them. While they are in the process of building a new model, they attract new employees who are the most qualified and productive while also retaining previous employees by paying them well and promoting them when necessary. In order to evaluate whether or not the organisation is meeting its objectives, staff personnel are expected to regularly submit performance reports. The authoritarian approach to management control utilised by the organisation demands members to submit reports on a periodic basis (Teece, 2017).
The company has also made use of the financial resources it has available in order to finance the expansion of its operations. The rate of the company's revenue growth has been significantly faster than that of other automobile manufacturers in Germany. The current climate of increased global rivalry is driving up revenue growth, despite the fact that returns on capital employed have stayed same. Additionally, the increase in revenue can be attributed to a new investment made in the form of foreign diversification, which requires a lower initial investment in comparison to the profits it generates (Goswami, Medvedev and Olafsen, 2019).
The organisation has been able to tap into additional resources, one of which is the utilisation of technology to generate and maintain profitability. A corporation is well-known not just in Germany but also in various other countries due to the resources that were described above. The company's strong financial condition is the primary factor behind its achievements on the global market as well as its ability to compete successfully there. If the company does not have a strong financial base, it will lose both market share and the faith of its customers (Chen and Zhong, 2022). The company now has an advantage over its rivals as a result of the contributions that its sharp, efficient, and highly qualified employees have made to its branding, marketing, and innovation efforts. 
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There is a wide range of crucially important factors that contribute to the success of enterprises in the automotive industry. The following is a list of essential factors that contribute to success, which includes, among other things: 
· Customers are able to put their faith in a reliable brand. 
· To successfully diversify, you need to offer hybrid automobiles that have a smaller negative impact on the environment. 
· including people of all ages from 18 and 100 years old. 
Keeping customers happy by establishing and maintaining strong connections of exceptional customer service with existing and new distributors and manufacturers. 
Customers receive an outstanding value for the money they spend. The production of automobiles that can be driven by anyone, regardless of whether or not they have a physical impairment, including people with impairments (Pererva et al., 2021). 
Technology 
Others have been successful, while others have merged as a result of the critical factors that contribute to success in this market. One of the necessary components for commercial success is the marque of the automobile. The vast majority of people make an effort to identify with a brand in order to earn the trust of that company. Customers typically have a relationship with a specific brand, and this connection is frequently the result of the development of associations. For instance, a customer who is used to driving a Range Rover may find it difficult to run a Volkswagen if that is the vehicle they are used to. Customers' opinions towards a participant in an industry are always reflected in the brand reputation of a firm, which in turn determines the profitability of the business. A brand's reputation is the product of the interaction between two factors: a consumer's attitude toward the brand and the image that consumers have of the brand. 
The ability of industry actors to identify themselves has become increasingly important in recent years. A significant number of market participants have differentiated their products from those of their competitors (Teece, 2017). Think about how popular kid-friendly sports cars and SUVs like the RAV4, Range Rover, and other similar models are becoming. Differentiating oneself from one's competitors is an essential part of branding. Each manufacturer in the industry provides its autos a distinguishable brand name. 
The implementation of various technological solutions has also contributed significantly to the success of the company's expansion efforts. Some clients who are knowledgeable about technology are drawn to the ultra-modern automobiles that are made by manufacturers that are at the forefront of technical advancement. Some customers are extremely loyal to firms that consistently demonstrate an exceptional level of technological innovation (D’Angelo and Presutti, 2018). The creation of driverless cars, automobiles equipped with swimming pools, and mobile theatres are all things that are attracting members of a certain population. Customers will always have the misconception that purchasing a brand that is up-to-date, cutting edge, and technologically advanced is helpful to them. When conducting an analysis of crucial success elements, it is imperative not to ignore the significant role that innovation plays in the industry as a whole. To make goods that are friendly to consumers and their needs, significant resources (millions of dollars) are put into engineering, research, and development. 
The majority of the participants in the industry have exercised sound management, which has contributed to the sector's overall success. The sustained growth of the organisation can be attributed, in large part, to the management team's ability to exercise effective leadership. For instance, the management team at Volkswagen had a crystal clear knowledge of what was required and acted quickly to meet its goals. Altering the commission structure for salespeople was one of Volkswagen's suggestions for cultivating a productive sales force. They also hired highly imaginative engineers and provided adequate compensation for them. The management came up with a spending plan for the department by basing it on its goals. 
[bookmark: _Toc124182915]Recommendations 
Volkswagen's success can be attributed, in large part, to the company's emphasis on and attempts to control risks and vulnerabilities. Despite this, risks related to the economy and competition continue to play a key role in the company's success. The corporation intends to keep providing consumers with goods and services that are affordable in order to increase the percentage of the market it holds. Bringing together departments and managers from different levels horizontally, for example, by assigning specialists to the company's low-performing activities in order to transform those operations into profitable business units (Rehman and Anwar, 2019).
As part of one of its current strategies aimed at boosting its level of success, Volkswagen is expanding its product range in order to meet the requirements of consumers in all of the countries in which it conducts business. A firm that wants to stay competitive needs to employ strategies for cutting costs such as outsourcing business activities and increase the product line it offers in the countries in which it does business in order to broaden its product offering in those countries (Cagáňová et al., 2019). There are a range of approaches that can be used in order to realise the objectives of growing Volkswagen Group sales and market share while preserving the return on capital invested. Joint ventures, acquisitions, and expansion should all be part of an effective plan, in addition to investments in technology. This not only lowers the danger, but it also satisfies the requirements for suitability, acceptability, and practicability as well (Rehman and Anwar, 2019).
As a result of the rapid expansion of the Volkswagen Group, they are forced to be open to opportunities that may result in the acquisition of new benefits. Long-term gains can be gained in growing economies like India, China, and Brazil through the formation of joint ventures or the acquisition of existing businesses there (Cagáňová et al., 2019). These strategies might be able to assist Volkswagen Group in lowering product costs, maintaining their competitive position, and accomplishing their growth aim. In addition to this, they will be of great assistance to the Volkswagen Group in expanding its product line, which is essential to building a strong reputation on an international scale. 
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Therefore, Volkswagen would see an increase in both its profitability and its share of the market if it merged with another company. They will not only increase their market share by following this plan, but they will also develop a better understanding of the markets in India, China, and Africa. This will be the first step toward developing a company that is profitable in those nations, which will ultimately increase their future profitability. This is done in a manner very similar to how the SWOT analysis was carried out in order to enhance the organisation in preparation for future success. In this part of the report, the major purpose is to do a SWOT analysis on the firm in order to investigate the strategic competitive advantages it possesses. In the conclusion to this essay, the author discusses the changes that have been made to both the company and the industry as a whole in order to better understand their individual profiles. At the end of the research project, a conclusion was reached that compares and contrasts all of the strategies utilised by the organisation by employing both internal and external analysis.
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