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[bookmark: _Toc111653501]Introduction
The study’s goal is to highlight the many aspects of strategic management as well as sustainability for VW. The company is commonly referred to as the German Motor Vehicles. The company became the best-selling vehicle in the United Kingdom in 2021. It has been discovered that the corporation has registered 147,826 new automobiles around the United Kingdom. (Fossdyke, 2022) The assessment’s goal is to study VW’s primary business strategy. The assessment will allow the resources and capabilities to be examined, which will have a significant impact on the key areas of the company planning. As the case study of this report states, VW has pledged to paying £193 million to more that 90,000 divers in the United Kingdom, which is critical for the company’s growth. The study also examines the process of attempting to be more competitive. This is critical for the creation of a sustainable ecosystem. Moreover, this report will include recommendations that are critical for building the organization’s competitive advantages.

[bookmark: _Toc111653502]Identification of Key business strategies of VW over the past five years related to frameworks 
Porter’s Five Forces Analysis  
1. Competitive Rivalry – In the United Kingdom, VW’s competitors are Toyota, Ford, BMW and Audi. It has observed that VW owns a stake of 8.97%, which contributes to the company’s effective business development and creates competitive advantages for the firm. (Carlier, 2022) According to the statement by Attwood, VW has disclosed its “New Auto” business plan, which will help them expand their income faster than their competitors by focusing more on electric vehicles and software-driven services. (Attwood, 2021)
2. Threat for New Entrants – The threat of new firms is significant in the UK market because of new and upcoming rival/ copy-cat companies’ easy access to enter the market not only from the UK but all around the world. VW intends to concentrate on software-driven services as well as electric vehicles. It is said that by implementing the approach, this brand would be a significant differentiator in the market. VW’s commercial vehicles increased the emphasis on its ‘lifestyle’ branding. For such result, the company want to develop zero-emission goods. The VW Group believes that the Scalable Systems Platform (SSP) which will be introduced from 2026 onwards can be considered as the most important area for strategy development in the company. (Attwood, 2021) However, according to a 2018 study, VW is currently focused on technologies as well as intelligent innovation, which are crucial areas of development and improvement for the company in order to compete with new firms in the market. (AnnualReport201.volkswagenag, 2018)
As a result, the techniques and tactics might differ from those of new firms in the market since they cannot be easily and readily copied and established. This is one of the primary areas of sustainable competitive advantage of the company.
3. Supplier Power – The market’s supplier power is at a moderate level. There are many companies of cars that are associated with their own supplier. However, VW is currently associated with the dealer Marshal Motor Holdings. A dealership with strong connections that can manage problems that other companies in the UK cannot. (Sharpe, 2019)
4. Customer Power – As there are several sorts of possibilities for customers in the UK market, buyers may choose their preferred firms to suit their wants and needs. However, VW’s ‘New Auto’ strategy is seen as a crucial engine for corporate change. This distinguishes VW from other firms in the UK and around the world. (Volkswagenag, 2022)
5. Threat of Substitution – Volkswagen rivals include the Ford Fiesta, Renault Clio, Skoda Fabia, Seat Ibiza and more. However, the market power of replacements is limited as VW is the best-selling brand in the UK. As a result, customers choose to employ VW’s services. (Edkins, 2022) The company employs 930 employees and is one of the largest importers in the UK. As such, alternative products cannot put the firm under as much pressure. (Volkswagen, 2022)
Ansoff Matrix 
Ansoff Matrix also known as the Ansoff product market expansion grid is an important management tool used as part of the company’s growth plan. This tool assists the company in identifying possibilities that can lead to revenue development. (Verhoeven and Johnson, 2017)
Product Development – VW has close integration in terms of manufacturing as well as development in order to shorten the production time for each car. They are aiming for approximately 10 hours for each vehicle. (Volkswagen Newsroom, 2022) IN the UK, VW is creating the product considering all the aspect in regards of the weather and the overall environment. VW Group made the environmental protection an intrinsic element of the product development and planning processes. (Volkswagen, 2022) After receiving a lawsuit from the high court about car emissions, the whole company began to deploy ‘defeat devices’ that are approved for adhering to EU pollution rules. They have created 11 million automobiles throughout the world as a result of this. They will supply 1.2 million automobiles in the UK as part of this. (BBC News, 2022)
Market Development – The Volkswagen Group has announced their intentions to invest more than £50 billion in the development of hybrid and electric technologies. (Rauwald and Behrmann, 2019) GTI entered the UK market in 2018, which increased the company’s popularity. (Vwpress, 2018) VW Group goal ais to provide low-cost personal transportation for customers and personnel. They are concentrating their efforts in the UK, where they have become the most popular car brand. 
Diversification – VW has a string internal diversity group in the UK. The group is vital for drawing diverse work environment to the business. Such action will motivate diverse personnel to provide guidance that can boost support, networking, and hiring procedures. Educational sessions are produced as a result of this, and they are tied to the organization’s growth of gender and ethnic equality. In this regard, VW has been promoting cultural diversity for the last few years, and this contributes to the uniqueness and distinctions among colleagues through varied workplaces. (OAK, 2021) As a result of the Ansoff Matrix research, it can be stated that the firm is focused on the product development, diversification, and market development in order to get a competitive edge in the UK market. 

[bookmark: _Toc111653503]Resources and capabilities of the case study company
	Resources
	Valuable
	Rare
	Imitable
	Organized
	Impact on competitive advantage

	Financial Resources
	Yes
	Yes
	No
	Yes
	Sustainable Competitive Advantage

	Distribution Network
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Employees
	Yes
	No
	Yes
	Yes
	Sustainable Competitive Advantage

	Technological Development
	Yes
	Yes
	No
	No
	Long-term Competitive Advantage


Table 1: VRIO Analysis 
Financial Resources – This is an important resource for VW since it aids in the development of appropriate products for the market, which is uncommon because not all firms can create this sort of financial resources. As a result, this cannot be duplicated. When the financial departments are effectively organized, the company can gain a competitive edge.
Distribution Network – VW has a large distribution network that may provide significant benefits to the corporation. A specific investment region is required to create this sort of network. As a result, this is a unique opportunity for the organization. However, this may be emitted by other car manufacturers on the market. As a result, this source has transitory competitive advantages.
Employees – Employees of Volkswagen are a great resource since they may influence important areas of service growth for the firm. Employees for the company are not uncommon since they may be produced through the establishment of suitable training and development. However, knowledgeable personnel for the company provide an important contribution to the business's long-term development.
Technological Development – 	Technological advancement for businesses is uncommon, and this might result in the correct worth for the company. In this view, it can be stated that the growth of technology in the company cannot be copied by every type of organization since it requires a significant investment for the development of software produced by VW.

[bookmark: _Toc111653504]Evaluation on how VW has tried to become more competitive while taking into consideration sustainability and the environment.
The greatest problem of VW at this current time would be the climate change crisis. In 2018, VW was the first carmaker to commit to the Paris climate agreement. In this sense, e-mobility is taking on the role of effective climate protection. Various studies have shown that electric vehicles have the lowest carbon footprints across all modes of transportation. In 2020, the firm supplied 231,600 more electric vehicles than in 2019. Vehicle sales continued to rise as expected in 2021. However, the corporation prioritizes its environmentally responsible manufacture of its product. In 2019, the corporation launched a sustainability grading system to assist identifying the risk associated with human rights, corruption, and environmental preservation.
The full system of transparency is vital for recognizing supply chain vulnerabilities through this. (Volkswagenag, 2021) It may be stated that by developing these areas of the plans, the firm will be able to get a competitive edge over other companies in the UK market. However, VW has also encountered concerns with emissions cheating devices, as argued in the high court. As a result, the business must pay £193 million to over 90,000 drivers in England and Wales. The automaker has also apologized to customers and has committed to restoring confidence. BBC News, 2022) Through this, they reintroduced a sustainable strategy to product distribution in the UK. This may also be included in their primary areas of sustainable development.
VW has been complying with regulatory obligations for some years. This involves ensuring adequate sustainability for the company’s business development regions. In recent years, the tendency has been to regulate concerns of human and commercial rights, which has led to the establishment of economic powers. An example of this is the Modern Slavery Act of 2015. The act is applied which provides long-term benefits to the company. The company also provided data and information about the business to the employees, and they provide human rights through several channels. Through the discourse, they are interacting with the stakeholders. They are promoting themselves to external stakeholders as well as the general public, which includes interviews with media reports and key executives. In 2021, the firm has a professional conversation, which resulted in the formulation of best practices. Through this, VW maintains the right areas of sustainability leading to many areas of competitive advantage for the firm. (Volkswagenag, 2021)
[bookmark: _7vsrouftlrqk][bookmark: _Toc111653505]Recommendations on further sustainability practices to develop competitive advantages in the future.
[bookmark: _pvwfo8ohziie]VW is focused solely on sustainability in the next days in order to gain a competitive edge. VW will concentrate on a new Auto strategy for the future. VW’s team believes that the transportation landscape will shift dramatically by 2030. During this era of complete network, self-driving mobility, electric drives should be able to predict how VW and its rivals will move in the future. As a result, VW’s ‘New Auto Mobility for Generations to Come’ strategy will be a key driver of change, accelerating the company’s transition from a car manufacturer to a software-driven, world-leading mobility provider. Furthermore, VW also considering the climate carefully and neutrally in terms of sustainability. As a result, VW intends to transition to electric vehicles. Their goal for operational return on sales in 2025 is 8%-9%. The entire group will concentrate on the cutting-edge and unique brand platform in order to play a vital role in the new mobility world. For electric vehicles, the VW group is seeking for a mix of a scaled technology platform, new service offerings, and scaled technology to contribute to synergies, new profit pools, and extra recurring revenues. The company has established a strategic goal of being the global market leader in electric vehicles by 2030. In this situation, the company is planning to use Spain as their third Giga plant option and has struck an agreement with Gotion High-Tech to industrialize battery cell manufacture in Germany. Finally, VW remained ahead of the competition by emphasizing scale, speed, and technology, (Report,2021)
[image: ]
Figure 1: Strategic KPIS: Competitive Profitability table. (Report, 2021)
The Scalable Systems Platform (SSP) is the next generation mechatronic platform. This idea created by the VW group should reduce complexity dramatically over time. As PPE, MEB, MLB, MSB, and MQB, this should result in the merging of three ICE platforms into two BEV platforms. The end goal is to have a single uniform architecture for the complete product line. VW intends to begin 100% electric vehicle manufacturing on SSP in 2026. As a result, the VW group anticipates 40 million automobiles. 
[bookmark: _ege096a4cn19]Furthermore, VW will focus on a worldwide software platform to enable autonomous and intelligent driving. Software should enable ‘New Auto’s’ seamless integration with customers’ digital life while also delivering larger economies of scale. VW group’s CARIAD automotive software division aims to expand its top software platform by 2025. CARIAD should offer a premium software platform 1.2 in 2023. This should allow numerous functionalities for Porsche and Audi automobiles, including over-the-air upgrades and a single infotainment system. This may result in competition for VW; thus, the business will concentrate on software 1.1 for the over-the-air updates and upgrades of the MED product line. Such as VW ID.4. 
[bookmark: _y69x3ku55soc]It has been found that energy services, changing infrastructure, and unique battery technology are critical success elements in the current mobility environment. As a result, electricity should be the VW group’s fundamental strength by 2030. Under the new group division technology, this will contain two key pillars such as ‘energy and charging’ and ‘battery system and cell’. (Report, 2021)
  
[bookmark: _b9uoddx8yhce][bookmark: _Toc111653506]Conclusion
The report's research examines many aspects of strategic management as well as Volkswagen's sustainability. It has been discovered that developing the New Auto strategy is critical for making distinctions in the organisation, which leads to competitive advantages in the UK market. It is also predicted that this would assist the organisation in the long run. According to the examination of the resources, the company's resources are making significant areas of competitive advantage. These are the primary areas for revenue growth for the organisation. The analysis has revealed certain areas where the company may get a competitive edge in the future. However, VW has had concerns with the use of emission cheating devices. However, the corporation devised adequate methods for the development of a sustainable approach throughout the organisation, which gives the organisation numerous areas of competitive advantage.
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