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I. INTRODUCTION
The word "strategic management" is more inclusive than "strategic planning," and it refers to a process that involves senior management's examination of the environment in which the business works prior to establishing a strategy, as well as the plan for execution and control of the strategy.( John A, 2017) Moreover, the strategic management assignment demands businesses to identify their primary clienteles, how they profit from their relationships, and how they will benefit in the future. The advantages might be economic and non-economic.
Company strategy involves decisions that establishes or discloses objectives, purposes, and goals and develop the major policies and plans aiming to achieve those purposes and specifies the types of businesses the company will pursue, the type of economic and human organisation it is or intends to be, as well as the types of economic and non-economic contributions it intends to make to its shareholders, employees, clients, and communities. The strategy used by a company determines whether it is 'wins' or 'loses' in competitive terms, resulting in successful survival or final collapse. (Martyn Pitt and Dimitrios, 2012)
The following report critically analyses Volkswagen corporate strategies and sources of competitive environment. Furthermore, the study will discuss about the company resources and capabilities also will determinate the sustainability of Volkswagen strategies over the past five years. 

Volkswagen background[image: ]
The Volkswagen dream started back in 1904 in Germany. The engineer’s opinion was a future automobile industry of an inexpensive small car mass production. However, only in 1934, the Nazi prestige project begin to develop and with the help of the German Front Labour, Volkswagen was finally established in 1937, Berlin. The car was produced at a low-priced and called by Adolf Hitler “people’s car”. (Manfred Grieger, Ulrike G., 2008)

II. VOLKSWAGEN STRATEGY
Applicable theory
The main objective of a strategy is to get a competitive advantage. Given that most executives think that effective strategies are essential to establishing and maintaining competitive advantage over the long run and separating winners from losers, the private enterprise business corporation has in fact become a major focus for the application of strategic concepts. However, lawful collaboration among businesses may also be advantageous to both parties, enabling them to work together to achieve achievements that would be hard for them to achieve alone. ' (Martyn Pitt and Dimitrios, 2012). 
The Volkswagen strategy concentrate on the customer loyalty, vehicle, performance, data and technology, sustainability. (Volkswagen financial services, 2023)
Customer loyalty
By adding flexible "vehicle-on-demand" options like car sharing, short or long-term rentals, or subscription models, Volkswagen company aims to extend the current mobility offering. Moreover, will supply its consumers with all the mobility options they desire from brands and independent mobility providers via the digital mobility platform. 
Vehicle
The company aim to oversee the whole fleet of vehicles owned by the Volkswagen Group. By doing this, the company will have direct access to the cars and will be able to offer them to its clients in a targeted manner over the whole vehicle life cycle also Volkswagen will be able to provide competitive used vehicle packages, rental, and car-sharing options, as well as service and insurance products that are more long-term in nature. 

Performance
The Volkswagen Group has outlined its plan for evolving into a software-driven mobility corporation with its NEW AUTO strategy. Through this strategy, customers will have quick, digital, and flexible access to mobility options including leasing, vehicle sharing, and auto subscriptions. Moreover, Volkswagen is transforming the current business model from a sole provider of automobile finance services to a provider of mobility.
Data and technology
The company is evolving to become data driven. Data and technology are the most crucial requirements for Volkswagen success in a world that is becoming more and more digital. High-quality customer and vehicle data are crucial for integrating specific customer demands and vehicle options in the best possible way. 
Sustainability
The company future success depends on sustainability, which is increasingly sought by a wide range of stakeholders, including regulatory bodies and consumers. Volkswagen is concentrating on reaching zero emissions over the long term as well as ecologically sustainable operations, IT, and product development. In the Volkswagen Group, are transitioning from being a sales booster to a promoter of sustainability or even sustainable mobility.

Resources and capabilities of VW over the past five years
In the perspective of Collins and Montgomery, capabilities and resources are viewed as the very essence of an organization's competitive positioning within other industries in which they compete. Moreover, it determines the effectiveness of an industry activities. (Collis and Montgomery, 1995). According to Barney Jay, companies within an industry can generate distinct resources and capabilities that are diverse in terms of both value and rarity. By using these advantages, companies can increase their short and long-term firm performance. As a result, resources are seen as the source of competitive advantages, and the capacity of a corporation to safeguard its resources determines how sustainable those advantages are. (Barney J, 1991) An alternative definition is given by Richard Whittington, Patrick R. which says that resources are the assets that organisations have or may use, while capabilities are the methods in which those assets are used. For an organisation to survive over the long term, resources are essential, but so are the ways in which it uses and distributes its resources in the form of capabilities. Physical, financial, or human resources, as well as the employees who make up an organisation, are only as effective as its management practises and procedures. (Richard Whittington, Patrick R, 2020)
The company's improved use of technology in the market is one of its major and most important resources. Volkswagen benefits from having a strong financial position in terms of market share and target demographic. The company's capabilities and present strategy enable it to concentrate more effectively on its areas of weakness and to better take advantage of emerging market possibilities. To be competitive in the market, it helps to analyse the strengths, weaknesses, and source. Furthermore, because of their recent investments and diversification, Volkswagen sells have seen a considerable rise in their revenue. To have a better understanding, the following paper will discuss more about their sustainability of VW strategies in the past five years.

Sustainability of VW Strategies in the past five years
According to Richard Whittington and Patrick R (2020) strategy is defined as long term direction of an organisation based by choices and actions concerning its resources and goal to develop favourable positions in relation to changing stakeholder contexts and environmental conditions. It also includes the mission, vision, values, and the objectives of the company. 
The mission statement of Volkswagen strategy is consequently focused on a worldwide model approach through which the brand seeks to lead innovation, technology, and quality in the volume category.
Vehicle sales over the past five years
	2017 
	2018
	2019
	2020
	2021

	10,777
	10,900
	10,956
	9,157  
	8,576




Vehicle sales revenue over the past five years
	2017 
	2018
	2019
	2020
	2021

	229,550
	235,849
	252,632
	222,884
	25,200


*The information related in table 1 and table 2 are found in the 2021 annual report of Volkswagen

The year of 2017
Volkswagen intends to actively influence the present stage of the automobile industry's technological revolution. As a result, the company is creating a new line of completely networked electric cars based on the Modular Electrification Toolkit (MEB). At the Detroit Auto Show, the MEB concept car, the I.D. BUZZ, attracted attention:
This all-electric microbus modernises the famous VW camper-van experience. The I.D. CROZZ concept SUV was unveiled by the company in 2017, adding to the I.D. family. At the Zwickau facility, which is being transformed into the Group's European centre of excellence for e-mobility, the first cars in the I.D. family are being made. (Volkswagen annual report, 2017)
The year of 2018
In the reporting year, Volkswagen Passenger Cars celebrated the new Touareg's world debut. It has a top spot in the premium SUV market thanks to its expressive design, substantial equipment, high-quality materials, and top-notch craftsmanship. The company also unveiled the T-Cross, an urban crossover vehicle that is adaptable, useful, and scheduled to go on sale in 2019. Additionally, it presented the ID. VIZZION concept car, the new flagship of the electric-powered ID. family. (Volkswagen annual report, 2018)
The year of 2019
The Volkswagen Passenger Cars brand debuted its new brand design, that concentrates on the new logo, which has a flat, two-dimensional design and is simplified to its core components for easier integration into digital applications. Volkswagen is portraying itself as more contemporary, relatable, and genuine with its new brand identity. The ID.3, an all-electric vehicle, symbolises the product element of Volkswagen's new era, which has just begun. The Modular Electric Drive Toolkit (MEB) will serve as the foundation for the first model in the ID. product line, a highly effective and completely connected zero emissions vehicle that will hit the roads in 2020. (Volkswagen annual report, 2019)
The year of 2020
The Covid-19 epidemic had a significant negative impact on the Volkswagen in fiscal year 2020, which resulted in fewer unit sales, sales revenue, and profit. Negative special things were a result of the fuel problem. Volkswagen Passenger Cars debuted the ID.3, the first model based on the Modular Electric Drive Toolkit, in fiscal year 2020. (MEB). This effective all-electric vehicle is a significant step towards zero-emission transportation for a large client base. It is completely connected and efficient. The ID.4, the brand's first completely electric SUV, followed close behind in late 2020. (Volkswagen annual report, 2020)
The year of 2021
The goal of the Volkswagen Passenger Cars brand is to ‘move people’. The centrepiece of the ACCELERATE 2030 plan is a worldwide program through which the company hopes to reinvent itself as a technology and software company that is customer focused. The ID.4, the first all-electric SUV in the ID. family, was introduced by the Volkswagen Passenger Cars brand in fiscal year 2021. (Volkswagen annual report, 2021)

VW framework and SAF Criteria
In this point, we are going to discuss about Volkswagen framework and SAFE Criteria to find out its strategies and processes used by the business. 
Volkswagen is concentrating on the product, price, place, and promotion or the 4P. This framework is it called marketing mix and helped the brand succeed in the market.
Product: Volkswagen offers a range of automobile, starting from SUV models, Plug-in Hybrid, electric, automatic and motorcycles. They are divided in three brand categories such as: volume which includes: Volkswagen commercial cars, Seat, Skoda, and Copra; premium which includes: Lamborghini, Audi, Ducati, Bentley, and the last category is sport and luxury which includes Porsche. (Volkswagenag.com)    
Price Volkswagen charges around the same prices in some emerging nations and somewhat more in markets where buyers value the brand more. One of Volkswagen's methods for achieving its price objectives is psychological pricing. By lowering buyer's regret owing to perceived and actual superior quality, they may be able to justify the higher price they pay for Volkswagen cars. The price of replacement components is also quite high. As a result, demand, competition in each market segment, and the amenities offered in the car all play a significant role in determining the price approach in Volkswagen's marketing mix. 
Place: Volkswagen has a strong global footprint and a distribution strategy that is well-suited to the nations it serves. Started in Germany back in 1937, nowadays Volkswagen has successfully distribution in many countries in the world across Europe, America, Africa, and Asia. 
Promotion: Volkswagen Group is making its entry by promoting itself in art, health care, shows (UEFA) tv, media. 

SAFE Criteria is designed to evaluate the Suitability; Acceptability; Feasibility; of an organization.
Suitability A final value system that provides direction for choices and actions in many contexts is sometimes thought of as sustainable development. It may be viewed as a framework for businesses and their management to change their duty for ethical business practises that are consistent with the society. (Julia Koplin, Stefan S. 2006). Volkswagen launched one of the largest reform processes in its corporate history with the TOGETHER 2025+ Group strategy, which the Group improved in 2019, with the aim of creating more concentrated, effective, inventive, customer-focused, sustainable, and deliberately geared toward profitable development. With the help of these strategies, the company have a framework and a set of fundamental tenets that will help achieving their goal of being the foremost supplier of sustainable mobility in the world. (DNA, 2021 report)
Acceptability A suggested strategy is deemed acceptable if the expected performance outcomes meet the expectations of stakeholders. To analyse the performance of Volkswagen, the study have to consider the three R’s included in this strategy: Return; Risk; Stakeholder Reaction.  (Richard Whittington, Patrick R, 2020)
Risk - As shown previously, Volkswagen has a diverse market. Moreover, it is using the already-existing skills to enter a new and distinct market that can adjust to a competitive situation.
Stakeholder Reaction - Having more investments would please the shareholders and investors. Risk - Volkswagen company has enormous expenses, which might harm the stockholders.
Feasibility If a plan is feasible, it means that it could really be implemented and that an organization would be able to carry it out. In this instance, three things are prioritized: finances, people and the significance of resource integration. (Richard Whittington, Patrick R, 2020). Volkswagen has been successful in recent years in collaborating with decision-makers to confront the greatest threat to the world, climate change, by promoting a more accelerated decarbonization of the automobile industry. For instance, VW has backed a 2035 European Union ban on the sale of new internal combustion engines (ICE). (Margo 2022)
III. CONCLUSION
Maintaining the strategic functions and sustainability that enable the organization to flourish in the market is crucial. Using the appropriate frameworks, the research examined the primary business strategies that Volkswagen utilized to pursue during the previous five years. The resources and competencies that a corporation needed in order to have stronger business plans are further discussed in this study. Additionally, the paper discussed concepts that assist businesses maintain and improve their competitiveness by taking environmental sustainability into account. The study also includes some recommendations at the conclusion that will improve competitive advantage going forward.
Recommendation 
These involve creating and putting into practice cultural changes as well as placing a stronger focus on principles like equity, equality, and open-mindedness. Furthermore, improvements to the company's culture are necessary if it is to preserve its sustainability and competitiveness. This would enable VW to operate more effectively on the market and eliminate the negative press they have been subjected to over the previous five years. They will be able to preserve environmental sustainability by having higher-quality products. The firm will have superior productivity metrics in the market if it better concentrates on its existing goods rather than developing new models. 
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