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[bookmark: _Toc123993124]Introduction
An organisation is said to have achieved market penetration when it is effective in bringing existing items into a certain market. VW intends to release a number of new models in the future that are equivalent to the VW vehicles that are widely accessible in the European market, all of which will aid in the expansion of the business. A growth strategy known as diversification refers to the practise of a company marketing new items in new markets while utilising that brand. A small likelihood exists that the VW Beetle will see growth comparable to that of other passenger cars and premium automobiles.


[bookmark: _Toc123993125]Company background
The biggest automaker in Europe is Volkswagen, one of the leading worldwide manufacturers. Volkswagen, which was founded in Wolfsburg, Germany, and produces more than 21,500 vehicles every day, employs more than 342,000 people. Volkswagen has manufacturing facilities located in the Americas, Asia, Africa, and Europe. Volkswagen wants to increase profitability, prioritise its core business more, and cut expenses. The firm is considering a variety of strategic and business development options, including the sale of non-core business sectors and the introduction of new models, to make sure it can accomplish these objectives.
[bookmark: _Toc123993126]Business strategies of VW
Ansoff's Matrix, often known as the Product Market Matrix, is the foundation of VW's business strategy. Ansoff's Matrix is a strategic marketing planning tool that compares a business' marketing strategy with its overall strategic objective and provides a tabular structure for highlighting four potential development routes. The four conceivable product or market combinations that make up the Ansoff Matrix are market penetration, product development, market development, and diversification. VW now controls the entire market in both Europe and North America (Hunger, 2020). The market for high-end, middle-class cars where it competes is still dominated by its 3 series. With a carefully chosen customer base, VW enjoys a substantial market share in the UK's auto industry. 
Product development occurs when new goods produced by the same business are presented to an existing market. Expanding current product markets is necessary to achieve this. In order to boost its chances of success in the future, VW is making a significant effort to penetrate new markets. It is concentrating its efforts on growing markets like China, India, and Brazil. Sales in China exceeded 90,536 and climbed by 38%, in Brazil they increased by 1195 and by 6,398 and in India they increased by 24% and by 3,619 respectively. The economies of these nations are expanding, and the number of young, educated professionals interested in purchasing vehicles of this kind is increasing (Teixeira and Junior, 2019). Through the growth of its brand in the motorcycle industry and its several automobile lines, VW has already achieved diversification.
Several automobiles that rank among the most well-known brands on the market are produced by the VW Group. Unquestionably, the VW Group's Porsche and Audi brands are its biggest sources of revenue. Over the last several years, sales in each of these segments have increased significantly. Audi has made £60128 million over the last five years while Porsche has earned £21674 million year from sales. SKODA, which recently exceeded the market leader, Audi, in terms of sales ratio, is the brand that counts in this circumstance (Bogers et al., 2019). SKODA is the brand that matters when it comes to passenger automobiles. The company had £16559 million in sales during the previous five years, but owing to the rapid spike in demand, it is projected that its profit margin would rise even more in the future. Adding the VW Golf to the list of potential problems for the company. The corporation must keep investing in it despite the fact that demand for it has grown over the last five years if it is to attain long-term viability. The Golf model has a few brand-new features, but it will certainly take some time for the market to warm up to the concept of the upgraded model (Aagaard, 2022). The Beetle is the emblematic vehicle of the VW Group. The market for this particular vehicle was formerly quite successful, but new designs and growing trends in the automotive industry have made it unprofitable. 
VW effectively communicates its strategic direction and overall company strategy to all of its workers and stakeholders. As a consequence, it is easier for the company to keep track of performance, manage operations, and create a variety of plans that are consistent with the overall business strategy. The organisational structure at VW is more simplified, and it is backed by teams that are progressive and aggressively seeking knowledge. Workers feel more comfortable and confident and have greater access to information when there are fewer administrative layers between them and they have more interaction with top management and leadership. VW has established processes that are clearly defined and well-delineated in order to guarantee that the company's business activities are successfully handled and that there are no disagreements or conflicts. Employees will be able to perform to the best of their ability thanks to the clearly defined and expressed fundamental principles of VW, which will also improve employee enthusiasm and organisational commitment. 
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Over the last five years, the Volkswagen Company's earnings have grown steadily. Volkswagen's new tagline, "Think Blue," will force the company to produce more environmentally friendly goods than those that are just profitable. Volkswagen will now focus on efficiency and sustainability in all of its operations and products. A broad variety of activities, including those in the areas of the arts and culture, education, research, health, and sport, are financially supported by the VW Group. Other programmes help to preserve natural habitats and build regional structures. CSR is now a platform for learning for all of the Company's brands and divisions as a consequence of these initiatives. In all future business dealings, VW must adhere to moral standards (Helmold and Samara, 2019). It is feasible to build automobiles with no emissions, which might greatly lower the total quantity of emissions generated. The business may focus its expenditures on purchasing electric vehicles with strong batteries. The VW Group wants to improve energy efficiency and cut emissions at its manufacturing facilities. By 2025, it is projected that both the amount of carbon dioxide generated by each vehicle and the energy required to power each vehicle would have decreased by 45 percent. VW's capacity for cultural and environmental adaptation is a key asset that has helped the business increase exposure, market penetration, accessibility, and brand recall and this is a part of their green strategies. VW provides its customers with high-quality goods, which has significantly increased the attraction of the brand. Due to the high and reliable quality, customers are more likely to make further purchases, which raises VW's overall product consumption and this is a part of their green strategies.
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Through official publications like the annual report and website, all stakeholders are informed about the company's operations and efforts to respect its social responsibility obligations. Since corporate social responsibility (CSR) involvement and initiatives are linked with broad company objectives and developed strategically, VW is able to cultivate talent via CSR-related activities that cannot be replaced (Helmold and Samara, 2019). The public's perception of the VW brand is trustworthy and uncomplicated. The brand image is a source of competence since it is exclusive to VW and cannot be copied by other players operating in their place. As a result, the reputation of the brand becomes a source of competitive advantage. Both the value of the business and sales depend on a strong brand recognition. Since the brand's image is the product of sustained investments in the brand, none of its competitors in the market can replicate it. VW is recognised for its state-of-the-art innovation in both the products and services it provides (Lynch, 2021). As a result, the company's tendency for innovation has been a key advantage in enabling it to effectively manage environmental concerns and seize environmental possibilities.
The VW Group has operations in a number of nations and areas and has a substantial worldwide footprint. VW's worldwide presence has enabled the corporation to attract a wider range of customers and generate revenue in several locations. The firm gains advantages in the market over the short and long periods due to an elevated level of competitiveness brought on by the invention. The organisation has a unique ability as a consequence, enabling it to avoid potentially dangerous situations and benefit from favourable ones (Schilling and Shankar, 2019). By using a comprehensive risk assessment methodology, VW is able to spot prospective opportunities and implement deliberate measures and procedures to seize them. Therefore, VW views risk-taking as a fundamental component and a talent for corporate success. However, the localization is often driven by a distinct global strategy with the purpose of assisting various management roles in realising their full potential (Hitt et al., 2019). 
The VW Group is more well-known since it can easily find any location where it distributes its products. Customers may easily get VW's services and products in any country and area where it does business. VW has productive manufacturing plants that benefit from economies of scale. By expanding its customers and assuring a steady demand for its products, the firm has been able to control operational expenses (Chandler, 2022). The company has also adopted technology to save expenses while enhancing internal operations and operational performance. Customers who purchase under the VW brand enjoy a particular ownership and buying experience. The organisation gives customers a memorable experience that is relevant to the target market, along with high levels of brand connection. 
VW has a strong level of financial strength in addition to a positive brand. The business is better positioned to consider new options for product development and distribution because to its robust financial situation. One aspect that influences a company's ability to assess possible mergers and acquisitions as a strategy for attaining a competitive advantage is financial strength. VW's technical integration and developments are also essential resources for the development of a competitive advantage. Due to technology improvements, VW is able to retain its many business operations and procedures at their prior levels of effectiveness and efficiency (Henry, 2021). Due to the advancement of new technologies and increased integration of such systems, the firm can easily manage its international operations, which is essential for maintaining good logistic management. The business offers internal trainings to its staff members that are tailored for various work positions and job designs. These trainings aid the duties that employees have set for themselves on the workplace. People gain refinement as a result of the training the organisation provides for both their professional duties and promotion and personal growth and development (Hitt et al., 2019). The VW Company has been able to retain its competitive focus and employ other resources efficiently because of its strategic and targeted investment in R&D.
[bookmark: _Toc123993128]Annual report and Sustainability report
VW defines sustainability as the concurrent and deliberate pursuit of economic, social, and ecological goals with equal vigour. The objective also involves the provision of pleasant working conditions, the protection of resources and the environment, and the development of enduring values. VW intends to make sure that at every stage of the value creation process, opportunities and risks connected to its operations in the areas of governance, social responsibility, and the environment are recognised as soon as possible and appropriately (Schilling and Shankar, 2019). VW is dedicated to ensuring that corporate social responsibility efforts have a positive and long-lasting influence on the value of the company as well as its reputation in order to realise this aim. The VW Group is committed to enhancing the energy efficiency and lowering emissions at its manufacturing locations. All European locales are anticipated to get 100% of their energy from renewable sources by 2023, up from the current level of 95%. This goal will be accomplished by combining the previously accomplished work. Even the largest businesses are still worried about this; VW, for example, is doing a wonderful job of lessening the negative effects of its industrial processes on the environment. During the preceding five years, VW lowered the quantity of pollutants created by each car it produces by more than 37%. 
[bookmark: _Toc123993130]SAF criteria
At VW, leadership is defined by a feeling of engagement. VW is able to include and involve its workers in decision-making and management choices because the company utilises participatory leadership, a leadership technique. As a consequence, the leadership is able to maintain open lines of communication with the workforce and various management groups. This makes it feasible to gather opinions on tactical and strategic matters and to resolve any potential conflicts. All of VW's locations worldwide have a sufficient number of employees (Chandler, 2022). Employees for various job duties and positions may be employed from inside an organisation or from the outside, depending on how quickly the position has to be filled and the degree of expertise necessary. This shows that VW only selects workers who are capable of performing the responsibilities associated with their professions and activities. The VW staff is superb, very competent, and informed. Each individual was chosen for their position based on their credentials and abilities. SAF criteria is mentioned on the following. 
	
	Recycling Vehicle
	Lower Emissions
	Renewable Energy

	Sustainable
	5
	3
	5

	Acceptability
	3
	5
	5

	Feasibility
	4
	5
	5

	Total
	12
	13
	15
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Recommendations for VW
Recycling Vehicle: How to recycle old, damaged, and abandoned automobiles and get rid of them is one of the main issues VW is attempting to tackle. Even if some vehicles can be fixed to the point that they can be driven again, there are certain situations when doing so is impractical, such as after an accident. Utilizing a car scrapping firm that will recycle or reuse the vehicle after it has been out of operation is an essential step in ensuring that a vehicle is retired from use in a manner that doesn't impact the environment (Helmold and Samara, 2019). The amount of money that may be made from scrapping an automobile directly correlates with the make and age of the vehicle. VW, on the other hand, may provide a service for scrapping damaged automobiles that also accepts motorcycles, vans, and other commercial vehicles and recycles any components that can be preserved for use in future upcycled vehicles.
Lower Emissions: The emission of various gases and other particles into the atmosphere by motor vehicles is one of the primary drivers of the phenomenon of global warming. Since the VW was originally manufactured, global warming has accelerated, with negative effects on the environment, agriculture, and sea level. If VW wants to improve its reputation as an environmentally conscious company, it must work to cut its emissions as much as is practicable (Hunger, 2020). The extensive use of automobiles, including cars, vans, trucks, tractors, and motorcycles, contributes significantly to air pollution. In addition to harming the ozone layer and the ecosystem, this pollution directly impacts everyone's health who lives on our planet.
Renewable Energy: It is not shocking that fossil fuels are required for the operation of motor vehicles. Unfortunately, these fossil fuels—such as diesel and gasoline—cause damage to the ozone layer and the ecology, which contributes to climate change. Seven nations have made the decision to either fully prohibit all fossil fuel-powered automobiles from the roads or to solely allow the sale of electric vehicles. Beyond the year 2040, the British government has decided to prohibit the production of new gasoline- and diesel-powered vehicles. VW has said that it opposes this prohibition and contends that it would harm not just its sales and production but also the industry as a whole (Helmold and Samara, 2019). In a good way, this implies that VW will be compelled to assess the efficiency of the fuels they now use to generate electricity and investigate other energy sources. Even if there are electric vehicles on the market right now, VW may be obliged to shift its focus to the development of hybrid models that are more cutting-edge. 
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Customers are engaged with by the business at a variety of touchpoints, and they get a rich experience, both of which motivate them to make further purchases. The VW Firm may utilise its research and development function to produce solutions that may fulfil shifting customer wishes and preferences since the corporation is aware of changing consumer preferences and tastes. In order to support growth and development, VW takes great pleasure in its ability to attract the greatest people and then further develop that potential.
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