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[bookmark: _Toc111993679]Introduction 
The industrial sector needs a strategic management solution since it guarantees the uniformity of the goods supplied for ultimate consumption. Additionally, it ensures that the created goods meet the requirements set forth by the automotive industry. Strategic management is established to disperse risk, boost leading positions, anticipate material requirements, explore new markets, and improve organisational knowledge. Volkswagen is a well-known international automaker with much influence in all key auto markets, particularly the US and China. Across a vast supply chain and distribution system, the corporation has kept up its huge customer base. With a broad and diverse model line incorporating market-leading names like Audi and Ducati, Volkswagen has a significant competitive edge in the automotive sector (Bai, 2021). 
Global prices have grown, and reputation has increased as a result. The business offers various customer-focused products to meet the requirements of diverse consumer segmentation and can be divided into requirements and desires. The paper aims to demonstrate the competitive environment of Volkswagen. It also seeks to discuss how Volkswagen is considering implementing sustainability and environmental practices in the organization. 
[bookmark: _1cgstsec493k][bookmark: _Toc111993680]Company background
The biggest automaker in Europe is Volkswagen, one of the top global producers of vehicles. Volkswagen was founded in Wolfsburg, Germany, and employs more than six hundred thousand people, producing more than twenty thousand automobiles every day (Krzywdzinski, 2020). The German Labour Party, a Nazi group, formerly ran the business. The German Labour Army employed Ferdinand Porsche, an Austrian auto detailer who served in charge of the initial concept for the vehicle, and in 1938 the foundation for a manufacturing site in the region of Lower Saxony was laid. As big development would then start, World War II broke out, and the plant was converted to make weapons systems and transportation. 
There are Volkswagen manufacturing facilities across Europe , the United States, Latin America, and the Caribbean, and Eurasia. Since 2002, the auto industry has been separated into two groups including Volkswagen and Audi (Yeung and Liu, 2022). Volkswagen, Bentley, and Porsche form Automaker's initial trademark division. SEAT, Lamborghini, and Audi provide another business division. Volkswagen wants to increase the importance of its core competency, cut expenses, and increase revenues. The marketing strategy involves a range of strategic and economic activity options, including the divestiture of the non-core economic sectors, and the introduction of fresh patterns, to guarantee the firm's ability to achieve such objectives.
[bookmark: _9c0nb7cf0hm3][bookmark: _Toc111993681][bookmark: _it8tsb9rxzl][bookmark: _Toc111993682]1. Key business strategies 
a) Strategic analysis 
SWOT analysis see in Appendix 1.  
VRIO analysis see in Appendix 2.
[bookmark: _ielamknr1api][bookmark: _Toc111993683]b) Strategic choice 
In the last five years, the company has extended into the foreign market, effective promotional productivity and competitiveness, increased its supply chain, and boosted partnerships and mergers. Volkswagen Group put these tactics in place to support the corporation in resolving Porter's Five Forces-related problems (Gaultier and Marcello, 2021). Going through the Porter analysis of Volkswagen's market, it can be determined why the company changed its strategies in the last five years. 
Porter's five force Analysis see in Appendix 3
Ansoff matrix Analysis see in Appendix 4
 
The Volkswagen Group has advanced in the European market over the last five years because of its sustainable manufacturing techniques (Lee et al., 2021). Many of the rivals had recently started creating hybrid models. To market hybrid vehicles, they capitalised on the psychological effect of consumers' ideas about "green policies". Due to this, they had no reason to be concerned that other goods would supplant their entry into the hybrid industry. They had a market edge because they were among the first products to reach the industry. To secure revenue and profit, the Volkswagen Group also increased the size of its production plants. 
The initial Volkswagen Group production plant in China was finished in the same time frame. After the facility opened, Volkswagen Group extended manufacturing activities throughout Asia in under three years. By the conclusion of the third year, they had expanded manufacturing from two hundred thousand to five hundred thousand vehicles. By completing the first three years, the Volkswagen Group had also branched into auto manufacturing in India and Africa (Lopez, 2022). The corporation has grappled with its reputation in preparation for massive growth.
Additionally, they tried to attract the attention of people between the ages of eighteen and thirty when they set prices. Since the purchaser's age determined mortgage rates, funding was simple. Preparing salespeople to cater to this age category costs more money and time. Most salespeople have experience working with a significantly older clientele. The Volkswagen Group's strategic initiatives and alliances were beneficial (Mehmet and ÖZBOZKURT, 2019). The bargaining power of this segment was not a problem because the firms had already supplied it all due to the extremely low costs. The customers felt they were receiving better prices because several bonuses were provided. The business effectively established itself as a rival in international marketplaces. The business has effectively made a reputation in the USA, Canada, and Europe.
[bookmark: _Toc111993684]2) Strategic implementation of resources 
According to Sharma et al. (2021), owing to enhanced global competitiveness, operating profit is currently accelerating, but capital investment utilised has remained constant. A fresh venture in the form of foreign diversity, which takes less capital relative to the rewards that will be reaped, has also contributed to the increase in earnings. 
The adoption of innovation by a marketing strategy to create and maintain revenue serves as an additional resource. A corporation has become well-known thanks to the resources listed above not just in Germany but also in many other nations. The company's strong fiscal situation has guaranteed that it is successful in the foreign arena and has maintained its competitiveness. 
This chapter identifies Volkswagen's limited assets, "the monetary assets a company utilises to choose and enforce its strategies. As per Oliveira (2021), variations in company resources and capabilities profoundly influence distinctions in organisational value, so these terms are used to describe Volkswagen's resources effectively. Volkswagen must shift its limited assets to the other economy and achieve certain they add value, are uncommon, unique, and structurally well-integrated in obtaining a strategic advantage. Any significant company's corporate reputation is among the greatest assets. One of the most well-known car manufacturers in the world is Volkswagen. 
According to Trinkler (2022), VW produces passenger vehicles for the lowest price possible even though its trademark is primarily associated with high-end and expensive cars like Porsche, Audi, Bugatti, Ferrari, and others. It was able to handle the blow of the diesel emissions scandal thanks to its corporate image. In such challenging circumstances, the corporate image demonstrates crucial resilience and can aid in retaining revenue and clients. Again in 2016, its sales increased, and in addition to technology, a big huge credit belongs to its corporate image. 
Manufacturers are putting more effort into building a better company image as the automobile business has become more competitive because it directly affects profits and profitability. In the words of Wang and Su (2022), a broad range of products provides a specific and special benefit and aids in sustaining sales and revenue even in tough situations. Additionally, it assists VW in catering to several customer categories, such as the mainstream and luxury markets. The Volkswagen group is divided into the financial sector and the automobile sector. 
The automotive team is built up of utility vehicles, passenger vehicles, and the corporate sector for mechatronics. The Diesel controversy harmed the company's image and sales. The process is determined to restructure itself in 2016 by setting new objectives for the company and moving on a progressive path by creating a fresh strategy to project a more responsible image (Kraus et al. 2020). VW ought to be especially cautious about the agreement, though, or it runs the risk of losing both its valuable assets and reputation, which is an essential lesson the Diesel disaster left behind. 
In the words of Kasych (2020), because VW has a successful marketing strategy, it was able to overcome the difficulty. It nevertheless bravely made a comeback despite incurring a heavy cost. The Asia Pacific has seen a steady rise in the market for passenger vehicles. For the manufacturers of passenger cars, this opens up numerous opportunities. Even though VW has been able to grow its revenue in this sector, the Asia-Pacific region in general and China and India, in particular, are major names with better potential. 
Volkswagen has grown in China with the aid of collaborations. It has a comparable and significant collaboration with Navistar in the US. Identical and further agreements could speed up the brand's global and Asia-Pacific expansion (Koh, 2019).
In the past five years, the corporation has used its reputation, sizable market, and brand image as resources and competencies to build a flourishing industry in the Asia-Pacific area. One of Volkswagen's key advantages is its emerging market position, but it also brings unique difficulties. According to Schroeder and Lodemann, (2021), VW has so effectively created reliable distribution networks, a product manufacturing and purchasing system, and excellent risk mitigation. An ideal forum that manages practically the whole purchasing turnover of more than € 75,4 billion benefits the Corporation and its partners. The sites of the company's plants and its supply chain are evaluated concerning their comparative effects 
[bookmark: _Toc111993685]
3) Strategic implementation of sustainability 

The competitiveness of the Volkswagen Group is founded on its overall strategy, which includes sustainability, R&D, and innovation. Its success is demonstrated by rising sales and profit. Despite the COVID-19 outbreak having an impact on the business, the great sales of luxury cars have allowed it to recover. One of Volkswagen's key corporate goals for future expansion and advancement is sustainability (Pimonenko et al. 2020). The business has established clear and quantifiable objectives for emissions reductions, ethical supply chain management, e-mobility, and digitization. The business faces numerous dangers to its financial stability and has incurred expenses as a result of its sustainability programs. 
The VW brand has great potential thanks to its sustainability. Sustainable construction offers significant prospects for attracting investment, in addition to sustainable transportation and logistics. People around the world are becoming more and more engaged with eco-friendly transportation and technologies. The increase in sales has given car manufacturers additional chances (Pimonenko et al. 2018). Currently, the Volkswagen brand anticipates investing eighteen billion euros by 2026 in automation, electrification, and e-mobility. They want to generate a sustainable operating increase of at least six percent by 2023 to administer such expenditures. The brand will be synonymous with world-class technology consumer perceptions, eco-friendly e-mobility, novel business structures, and all-encompassing automated vehicles.
Volkswagen has created sustainable supply chains with an emphasis on material sourcing that is ethical and low emission. In addition to evaluating management challenges, the organisation educates stakeholders about ecological problems. Prospective vendors' sustainability levels are rated by Volkswagen, and procedure violations are evaluated (Hirwa et al. 2021). Volkswagen is dedicated to the objective of lowering greenhouse gases and collaborates with suppliers on minimising environmental damage. For instance, the business produces aluminium components and HV rechargeable batteries using sustainable power. 
For Volkswagen Group, responding to sustainability-related concerns is very expensive. The corporation invests twenty-five million euros yearly in carbon reduction initiatives and has a fund for initiatives to decrease carbon dioxide emissions throughout its franchises. In 2020, the company's expenditures for ecological sustainability totaled two hundred twenty-nine million euros (Soviar et al. 2019). The business invests to develop profitably, and by 2025 it hopes to have a fourteen percent rate of return and a thirty percent payment income.
The Volkswagen Group's sustainability policy primarily attempts to position the company as a dominant player. Although it suffered heavy economic losses in 2015, it believes that automation and a reduction in carbon emissions can lessen economic problems (VW, 2020). New environmental and economic norms are seen by the corporation as a chance to minimize business risks.
[bookmark: _Toc111993686]4)  Recommendation 
The following recommendations are crucial for the company to enhance its development and a sustainable competitive advantage.
· Recognize the industry's segments and look for markets that may be effectively addressed and offered to and that are underserved by rivals (Kasych and Vochozka, 2018). 
· Create a value supposition that appeals to consumers' needs by recognizing whatever they genuinely desire. 
· Making it easier for clients to realize why they should spend their dollars on the products and services by using sustainable competitive advantage in supply chain management. 
· Recognize the skills and key talents and how the company may leverage them to their advantage in the target market. 
· It is important to continually keep company environmental commitment into consideration when acquiring raw resources, production, shipping, transport, and branding along the supply chain (Borelli et al. 2020). 
[bookmark: _Toc111993687]
Conclusion 
By going through the volumes of this work it can be concluded that Volkswagen has been investing in new innovative ideas and introducing sustainable competitive strategies in the market. Volkswagen needs to expand the variety of its goods, lower the cost of those items, maintain a competitive advantage and achieve its goal of being able to expand. Volkswagen can get a significant competitive advantage and increase its reputation with the segments of the market in rising competitiveness. An essential characteristic that differentiates it from the competitors is the motor system's limited fuel usage. A key competitive advantage to attract a large client base is to offer a choice of passenger model options. 
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Appendixes
Appendix 1
SWOT analysis
Strengths
· The company holds the most variety of brands among all producers.
· The Volkswagen Company controls more than a hundred manufacturing facilities across the globe. The automaker generated around eight million passenger cars in 2020 (Slowik et al. 2020). Volkswagen, as a result, provides a definition of what it means to be a global brand.
· Volkswagen has decided to introduce the Trinity electric sedan. Volkswagen wants to set the standard for how quickly and how long an electric car can drive with the SUV. 
Weaknesses
· There is fierce rivalry in the marketplace for expensive cars. Volkswagen has been having issues in developing countries as a result. Numerous emerging companies can offer luxury features in mid-range automobiles (Chen and Zhong, 2022). Therefore, Volkswagen's high-priced automobiles are not being purchased by individuals in developing markets who can afford them. 
· Nearly millions of automobiles were deemed hazardous as a result of the emissions scandal, and the company received them back. This has permanently marred the formerly spotless reputation of Volkswagen. The business has put a lot of effort into promoting a refreshed character, yet this one incident has caused a lot of customer mistrust. 
Opportunities
· The buying power of the entire world is rising rapidly. The working class can now afford cars that were previously out of their price range. Additionally, now is the ideal time for Volkswagen to make a significant entry into the segment of semi-luxury cars. Numerous global markets appear to favour this sort of car, which can bring in a lot of money for the company. 
· Volkswagen has made extensive use of resources that have enabled them to stand where they do in present society (Hair et al. 2019).  
· The corporation's economic capability is a vital resource that it has utilized, and it has made use of this capability to fund its growth. Similar to other German automakers, the profits have been increasing at a robust pace. 
Threats 
· Volkswagen cannot effectively appeal to Gen Z and millennial consumers. Consequently, the corporate identity is regarded as a kind of antiquated artifact.
Businesses that make vehicles have been greatly impacted by the present impact of global warming. Volkswagen needs to produce green cars right away because they play a significant role in habitat destruction.


Appendix 2
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Figure 1: VRIO framework
(Source: Self-developed through Canva)

VRIO analysis 
Valuable
The company is highly valuable.
· A strictly designated corporate social responsibility department exists at Volkswagen.
· Volkswagen routinely participates in social responsibility initiatives and renders them public.
Rare
The corporation has the component advantage of being rare.
· Volkswagen engages in numerous nations and areas and maintains an international footprint. 
· For the business, innovation is a rare capacity that enables it to avoid challenges and take advantage of the situation. 
Inimitable
The goods of the company are inimitable, however, the brand is known for offering top-class quality products.
· Customers receive high-quality items from Volkswagen, which has contributed to the popularity of the company (Sypko, 2022).
· In all the nations and locations where Volkswagen does business, customers can simply buy its merchandise and services. 
Organized to capture value 
The assets were built exclusively for Volkswagen and cannot be utilised by other business leaders.
· Along with its great reputation, Volkswagen has a strong economic position.
· Volkswagen's technology developments and incorporation are valuable elements for maximizing profitability.




Appendix 3
Porter's five forces:
Bargaining power of suppliers
Suppliers' bargaining power is low because they depend on a small number of corporate automobiles and specialize in manufacturing products and natural resources. Suppliers cannot expect to miss any of their customers or automotive contracts in these situations. However, the competitive market makes it hard for the suppliers. 
Bargaining power of buyers
Due to the factors determining price and how simple it is to change options, purchasers' negotiating leverage is limited regarding Volkswagen. Due to the high cost, it is difficult for Volkswagen customers to convert to Ford or Toyota (Haas, 2022). Customers' ability to negotiate depends on their understanding of the industry and automobiles. But, other companies like Tesla are offering innovative automobiles to their consumers. Brands like Audi are following sustainable initiatives that are helping them to create a positive image. As a result, buyers of Volkswagen are thinking about switching to new companies and increasing buyers' power in the market. 
The threat of new entrants
The threat posed by new competitors is typically minimal. The main causes of this are the large start-up costs and the difficulty for businesses in increasing profitability, which is crucial for survival in the sector. 
The threat of substitute product
The threat of substitute products is medium. The population is not stopping from buying new automobiles (Jellinghaus, 2022). However, in recent times the number of environment-friendly individuals has increased in the market, and they are investing more in bicycles and e-scooters. 
Rivalry 
As they compete for global market share, Volkswagen Group must compete with prices  from competitors like Toyota motor corporation, Ford, Rolls Royce, and others. In this case, the competitiveness of the sector's rival companies is very severe. It is therefore crucial for Volkswagen to increase its spending on brand building and implement better strategies.
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Figure 2: Porter's five forces
(Source: Self-developed through Canva)

	
Appendix 4
Ansoff Matrix:
Market penetration 
Volkswagen will be able to serve more consumers within a single region because of its expanded manufacturing capacity. To expand market penetration, Volkswagen can potentially spend more on promotion and branding initiatives. Price competition will give the business a competitive edge and gain customer interest in the item. 
Market development 
Volkswagen needs to spend money on research and development to find potential new regions and customer groups for its goods. In the meantime, the business can spot future product applications and capabilities as well as identify new customer groups with its current items. 


Product development
To provide customers with fresh and improved options, Volkswagen can modify and strengthen business items. This will result in greater sales revenue and utilisation (Shi, 2020). As this is going on, strategic alliances will give Volkswagen access to innovative manufacturing techniques and procedures with a little bigger budget and hence little exposure.
Diversification 
For Volkswagen, the diversification strategy requires launching new items under current product categories in an attempt to expand and expand the company. Volkswagen can also expand to become a conglomeration by getting involved in a completely unrelated industry. 
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Figure: 3 The Ansoff matrix
                                           (Source: Self-developed through Canva)
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