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Introduction
Strategic management is, in general, a systemic way of performing the functions of management for aligning business operations with business objectives. The continuous planning, monitoring, analysis, and evaluation of all the aspects of a company's operations that are required for the company to achieve its goals and objectives are the components that make up the elements of strategic management (Ansoff et al., 2018). Because of the ongoing shifts in the operating environments, businesses need to regularly review and adapt their strategies for achieving success as well as sustainability. The process of strategic management assists companies in analysing their current state, creating strategies, putting those strategies into action, and evaluating the efficiency of management procedures that have been put into action. Just like any other successful and active company, Volkswagen company has also implemented various strategic management processes in its operation to deal with the critical situation and increase higher efficiency, quality performance and achievement of goals. In this essay, the strategic management process of Volkswagen company has been discussed elaborately from different aspects using secondary data from the company website, annual report and sustainability report as well as from other sources. Moreover, some recommendation has been made in respect of achieving a more competitive advantage in the market. 
Overview of the company
Volkswagen is widely recognised as one of the world's most reputable and biggest automobile manufacturing corporations operating in 153 counties across the world for more than 70 years. Volkswagen was established on May 28, 1937, in Germany and is headquartered in Wolfsburg, Germany (Volkswagenag.com, 2022). This group of companies is comprised of twelve brands including Volkswagen Passenger Cars, SEAT, Audi, Bentley, ŠKODA, Bugatti, Lamborghini, Porsche, etc. in seven countries in Europe. In addition to its annual production capacity of 8.3 million vehicles stated in its annual report 2021, Volkswagen provides customers with a diverse selection of automobiles to choose from (Volkswagenag.com, 2022). According to reports from the years 2020 and 2021, Volkswagen is the most successful automobile manufacturer in the world ranking 1st and 2nd respectively in the last two years. This particular company manufactures not just caddis, caddy maxis, transporters, and new crafters, but also unique cylinder heads, bodywork, and steering, gearboxes. According to the company's financial records, the business had a total sales revenue of 250.2€ billion and a sale quantity of 888,200 in the year 2021 with a 10.3% increase in delivery. The company made a total profit of 19.3 bn € over the course of its operations. Despite the fact that it has a large staff that is dispersed across numerous departments and employs 672,800 people in total, the company is able to provide its consumers with products that are of consistently excellent quality (Volkswagen Group Annual Report 2021, 2022). It is to be mentioned that this company ranked 44th in the World Best Employers in 2020 (BRIER, 2022). As per a report from 2019, currently, this company is focused on a mission of going net zero carbon emission by producing more environmentally friendly cars and maximising resource efficiency and promoting circular economy approaches in the field of materials, water and energy (Volkswagenag.com, 2019). 
Key business strategies of Volkswagen 
[bookmark: _Hlk123421969]One definition of business strategy is "the course of action or collection of decisions that assist businesses in reaching unique business objectives." In a broader sense, it is possible to define it as a master plan that the management of a company implements in order to ensure a position of competitiveness in the market, carry on its operations, satisfy customers, and accomplish the purposes that are sought for the firm (Campbell, Stonehouse and Houston, 2002). There are different business strategies adopted by organisations to be successful. First of all, business strategy can be explained from the perspective of Porter’s generic strategy. Porter’s generic strategy is comprised of three unique strategies which are cost leadership, differentiation and focus or niche business strategy. As per cost leadership, a company deliver products at a lower price than the industry average by lowing cost and price and achieving higher efficiency. This strategy ensures a massive competitive advantage and can maximise profit by increase increasing the sales volume (Campbell, Stonehouse and Houston, 2002). An example of such a business strategy is Walmart. Secondly, under the differentiation strategy, the company do not reduce the price but develops a distinctive product to attract customers. For example, Apple phones are more distinctive than any other mobile in the market. Lastly, a focus strategy is a strategy of doing business by focusing on a niche market. Moreover, a focused cost (focusing niche and delivering at a lower price) and a focus differentiation (focusing niche and delivering unique products) are also implemented by the organisations. Another perspective of business strategy can be explained using the Ansoff growth matrix which entails four strategies including market penetration (increasing sales of the existing product in the existing market), market development (finding a new market for the existing product), product development (finding and developing a new product for the existing market), and diversification (entering a new market with a new product). Moreover, business strategy can also be explained from Internation business strategy such as global strategy (serving the global market with a single product) (Campbell, Stonehouse and Houston, 2002). 
In the last five years, Volkswagen has adopted various business strategies to achieve higher competitiveness in the market.  First of all, this group has “NEW AUTO – Mobility for Generations to Come” under which it is changing the car design and making more environment-friendly cars considering the increased importance of green energy in the international market. Although many companies have already invested in this segment, the companies are developing markets in this segment. Secondly, The Volkswagen Group increased the capacity of its manufacturing facilities to accommodate the company's rising number of customers. During the same time period, the Volkswagen Group's first manufacturing facility to be constructed in China was brought to a successful conclusion. The Volkswagen Group aggressively expanded its production activities throughout Asia in a span of fewer than three years after the launch of the site. They were able to double the number of automobiles they manufactured by the end of the third year, bringing the total to 500,000 units. Thirdly, this company has created the largest charging network by which it is expanding its business, making more demand for electronic cars and making their market penetration easier. Fourthly, this company is changing its entire semiconductor supply chain to improve the software quality and product quality which is also a part of the business expansion strategy. Fifthly, The recently developed "one.PRODUCTION" functional area strategy is providing support to the newly developed group strategy NEW AUTO (volkswagenag, 2022). This strategy was also developed very recently. This company's goal is to pool the strengths and potential of global production and logistics across brands in order to take advantage of the synergy effects that will result from adopting a common strategy for the thematic focus of activities. To do this, they have adopted a common approach for the thematic focus of activities. Moreover, this company has adopted “GoTOzero Impact Factory” to reduce pollution in the factory and differentiate its products from other competitors (Volkswagen Group Annual Report 2021, 2022). However, going green or such a strategy has increased the cost which might lead to lower revenue in upcoming years. 
Evidence of aligning resources and capacity with business objectives
[bookmark: _Hlk123410024]Analysis of the annual report, company website, and sustainability reports of Volkswagen is showing that the company has utilised its resources effectively to face the challenges of the current market situation, especially after the incident mentioned in the case study. The resources can be explained by physical resources that include materials, and human capital and non-physical resources that include strategy, relationship, goodwill etc. Firstly, the company has improved its human capital significantly to adapt to the changing condition, strategy and policy as well as develop an employee-friendly business environment to nurture innovation among the employees. This company has owned the best employer award at different times. A recent press report is showing that this company is working on reducing the skill gap among the labours, providing advanced training considering the new EV models of cars, offering a lucrative compensation package, and gathering the top talents from the market. secondly, this company is also reforming the supply chain to improve its materials including semiconductors for EVs globally (Volkswagen Group Annual Report 2021, 2022). This is mainly a product of the recent Covid-19 pandemic when the production process was slowed down for decreased and compromised quality of supply of conductors. Murat Aksel, CPO of Volkswagen stated in his LinkedIn account in 2022 that “We will enter into direct relationships with semiconductor suppliers at Tier 2 and Tier 3-level for the first time. With the planned direct cooperation with STMicroelectronics and TSMC, we are actively shaping our entire semiconductor supply chain. We’re ensuring the production of the exact chips we need for our cars and securing the supply of critical microchips for years to come.” Thus, a major improvement in physical resources can be seen in this company.
Volkswagen also improved its non-physical resources complying with the business objective of the firm. In its annual report of Volkswagen, it was mentioned that this company is determined to meet the expectation of customers as well as generate maximum benefits for customers. To achieve this target, this company has changed its production strategy (e.g., one. PRODUCTION, go to zero, etc.), product strategy (e.g., NEW AUTO), revenue strategy etc. which is creating more customer value. Although the reputation of this company was hampered after the incident mentioned in the case study, the recent performance of the company is showing that this company has again achieved the trust of the customer and using its goodwill to rule in the market. As a result of this, ID. models crack the half-million mark faster than the company predicted and this company has also worked excellently in achieving delivery targets one year earlier than planned (Volkswagen Newsroom, 2022). Moreover, this company has also made several technological advancements to increase its efficiency. These strategic changes, utilisation of resources, goodwill, and innovation in product and procedure are providing a competitive advantage to this firm and allowing it to differentiate its product. 
UK Automobile industry and VW as an automaker competing in this industry
The UK automobile industry is one of the largest automobile sectors in the world. A report by Statista (2022) shows that 1.65 million cars were registered in the UK in the last year. Among these huge number, 860k passenger car was produced in the UK, meanwhile, 2 million motor vehicle was sold in 2021. In the years 2020 and 2021, the car industry in the UK was confronted with a variety of difficulties. Because the transition period for Brexit ended on January 1, 2021, the industry is now forced to contend with new trade regulations with its primary passenger car export destination, which is the European Union (Statista, 2022). The COVID-19 pandemic and the subsequent shortage of automotive semiconductors led to a drop in car production in the UK in 2020 and a further decrease in output in 2021, while the demand for new automobiles was slow to pick up after the onset of the pandemic. The United Kingdom's exit from the European Union was partially to blame for the shortage of drivers for heavy goods vehicles, which disrupted road freight in the country and had an effect on a widening heavy goods fleet of vehicles. Besides, recent oil price inflation, consumer price inflation etc. has also negatively impacted the automobile market in the UK. However, despite all such issues, Volkswagen remained the leading Car company in the UK based on sales volume. The UK Automobile industry shows that the political and economic environment is not much favourable because of the recent Brexit incident, the development of new rules and regulations, recent inflation across the UK, increased oil prices, etc. However, other factors such as technological, social, and environmental are favourable in this industry because customers are educated and technologically advanced, society accepts green vehicles etc. However, currently, the UK is going through a labour shortage which might impact almost every organisation in this country. Considering, porter’s five forces, this industry is highly competitive, and it is difficult to enter the market. Besides, this industry is still in a growing stage, especially considering EVs. 
In this situation, Volkswagen is competing in the market with various tools. First of all, this company is offering a wide range of product segments considering different customer bases and trying to acquire the lifetime value of customers. Secondly, this company is offering low price mini vehicles which wide variation and advanced technology (Volkswagen Group Annual Report 2021, 2022). This strategy is allowing to grab the largest-selling car segment (mini car model) in the UK. Moreover, its production efficiency and supply chain renovation are assisting this firm to continue production and meet the customers' demands even during the tough industry situation.  
Transforming sustainability to competitive advantage and ways to be more competitive 
Business sustainability indicates the quality practice of doing business that achieves the business objectives and makes a profit by benefiting the environment, humankind, and nature (Bansal and DesJardine, 2014).  From another perspective, business sustainability can be referred to as operating a business in a sustainable manner with the long-term goal of maximising the benefit of people by efficient use of resources, capacity, and intelligence (Spiliakos, 2018). A sustainable business model can be developed focusing on social accountability, environmental accountability, and financial accountability. On the other hand, competitive advantage means anything that provides a firm with an edge over its rivals and enables the company to attract more consumers and increase its market share. Competitive advantage can arise from product differentiation, customers' trustworthiness, price discrimination, production efficiency, human capital, etc. According to Bansal and DesJardine (2014), a sustainable business structure can ensure a competitive advantage in the market. Analysis of business operations and sustainability report of VW presenting that this company has already implemented a sustainable business strategy. Under the strategic sustainability approach, VW adopted a mission of “NEW AUTO – Mobility for generations” which is targeting the greater benefit for all the stakeholders of the firm.  As a major initiative towards sustainability, this company was reinstated as a participant in the UN Global Compact in 2021 (Volkswagen Group Annual Report 2021, 2022). This company has also implemented a green strategy and is determined to establish a completely green factory by 2030. Besides, under its CSR activities, this company has started the “Think Blue” program to support people to save fuel and water (Chamberlain, 2019). Moreover, this company is also maintaining a strong ethical code of conduct. These sustainable approaches of the company are increasing the company’s reputation, increasing customers' trust in the brand, and creating a positive brand image which is eventually providing a competitive advantage to this firm.  
However, to develop competitive advantages in the future, company this company should make Integrity, ethics, and the empowerment of workers ought to be at the forefront of the concerns of the company's leadership at this point. VW must avoid scandals like the case study and remain truthful to customers. Innovation needs to be continued to discover more advanced technology to serve customers and dismiss all negative impacts of automobiles. Lastly, CSR activities need to be more diverse across the globe. 
Conclusion 
In conclusion, it is to be noted that the strategic approaches chosen by the organisation in the market may play an essential role, especially when assessing the future of the business. According to the results of the actual executions and the analysis of the requirements of the organisation, both the management and the stakeholders appear to share the view that the strategies including expanding presence in Asia, focusing on green, attempting to achieve the target of going net zero carbon emission, etc. are necessary for achieving suitability for the Volkswagen, especially after the case of fraud mentioned in the case study. Besides, it is to be mentioned that the company needs to be more careful about making any false statement as it did in the case study because this will not only harm the company's reputation but also hamper customers' trust in the company and create criticalities in achieving sustainability in the competitive market. 
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