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Executive Summary
The report has evaluated the consumer experience strategy of Volvo, which is a company in the automotive sector. It has also expanded that how strategic management helps to support competitive advantages in this aspect. This has provided the product portfolio of Volvo along with its strategic intent and sustainability and safety. The mission and vision of the company have been written down here with its organisational objectives. This report has assessed the current performance of Volvo, which highlights technological innovation, financial resilience and green initiatives of the business. External factors of the company have been analysed through a certain framework which has recognised social, economic and political factors. Furthermore, two more models have been employed here to evaluate the potential and scope of the company on the basis of its product portfolio and operational performance. It has recommended two dynamic strategies for enhancing global competitiveness and consumer satisfaction with the utmost precision.
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[bookmark: _Toc235549662]1. Introduction to the Strategy
The report will shed light on customer experience and its significance in any dynamic market structure. Customer experience is considered the overall impression and perception that a consumer develops after interacting with a commercial entity (Torres and Zhang, 2022). It mainly indicates the entire consumer journey regarding products, services and various digital platforms in the context of purchasing a commodity or consuming any service. Customer experience mainly encompasses every stage of the customer lifecycle. It includes awareness, research regarding the product, purchase, delivery and after-sales service. In the context of describing the customer experience, the benefits and importance of strategic management will be analysed here. The report will show how this aligns the activities of the business with strategic priorities. The effectiveness of strategic management will be discussed from the perspective of solving the customer service issues of Volvo, which is a popular name in the automotive industry. Strategic management increases competitive advantages in any business entity (Hayashi and Sakamoto, 2025). This analysis will reflect the rationale of applying various strategies to resolve customer experience-related issues. For this purpose, the intent of the chosen company will be discussed here along with its current performance, after providing the background of the company. The external and internal environment of the business entity will be analysed here using some relevant models. After analysing the environment, some effective strategies will be formulated.


[bookmark: _Toc235549663]2. Overview of the chosen commercial entity 
Volvo, the chosen company, is a very popular name in the global automotive industry. It manufactures a very wide range of premium passenger cars involving sedans, SUVs, estates, and a complete range of electric vehicles. The headquarters of this company is located in Gothenburg, Sweden. The product portfolio of this company is designed to provide safety, luxury, comfort and sustainability to its target audience. The business entity has launched some popular models such as XC90, XC60, EX30, ES90 and V60 (Volvo Group, 2026a). These models serve both business consumers and individuals. This bus manufacturer significantly expanded its range of battery electric vehicles (BEVs) and plug-in hybrid electric vehicles (PHEVs) in the earlier financial years. The aim of this organisation is to make a smooth transition towards the all-electric future, which provides sustainable mobility solutions. Volvo offers connected vehicle services through cloud-centric digital platforms and the Volvo Cars App. The company primarily operates in the global automotive manufacturing industry. The industry generates 1.93 trillion GBP to 2.16 trillion GBP in an economic year. The rate of annual growth of this industry is 3.4% (Jozkowski, 2026). It is anticipated that the commercial entity will reach a significant amount of 5.95 trillion British Pounds in the coming decade (Jozkowski, 2026).
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Vision 
The vision of this commercial entity is to deliver people with the freedom to move in a personal, safe, and sustainable way. This business entity has the vision of transforming the automotive industry through leading the transition towards a zero-carbon footprint. It has the intention to make this transition customer-satisfying and of premium quality (Volvo Group, 2026b). The company has the target to become a global leader in sustainable mobility by reducing the emission of carbon emissions in its value chain and promoting ecologically responsible manufacturing of vehicles.
Mission
Curating, manufacturing and delivering premium quality vehicles is the mission of this organisation that can combine innovation, luxury, safety and sustainability. The company focuses on providing personalised mobility experiences through connected services, over-the-air updates, digital technologies and continuous support throughout the lifecycle of the vehicle. The business entity is committed to making ample investment in electrification, software-defined vehicles and AI for improving operational efficiency and consumer experience (Volvo Group, 2026b).
Objectives
The prior objective of this company is to expand the portfolio of plug-in and fully electric vehicles to support the global transition towards low-carbon transportation. It strengthens the consumer experience with the help of connected digital ecosystems and predictive maintenance, subscription-centric services and personalised mobile solutions (Volvo Cars, 2026). It also develops advanced driver-assistance systems and autonomous driving capabilities that can reduce road accidents.
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The chosen entity in the automotive industry considers that its workforce of almost 99000 employees has played a critical role in the successful penetration in 180 markets across 17 countries (Volvo Group, 2026c). According to its annual report, 74% of the entire revenue of the company is generated by vehicles and the remaining 26% of the revenue is generated through its core services. However, the current performance of this company is discussed through the following three points.
Strong monetary performance and resilience in operations
The business entity has experienced very low demand for vehicles due to the continuous cyclical downturn in South America and North America. However, the organisation successfully maintained potential financial resilience through efficient operational excellence and cost management. This kind of attribute helps the commercial house to generate net sales of 36.89 billion GBP with an operating margin of 10.7%. This enterprise recorded a Return on Capital Employed (ROCE) of 25.3% (Volvo Group, 2026c). It demonstrates that the organisation uses its financial resources efficiently and increases the ability to generate extreme returns despite external uncertainty in the economy and reduced market volumes. 
Innovation-oriented leadership
The company continues introducing advanced commercial vehicles, including the new Volvo VNR truck and advanced electric buses. These help it to strengthen its position in the competitive market of sustainable transportation. This commercial house also showcased the electric hauliers, which is a sign of consumers' sustainability goals. The company also enhances its leadership through software-defined and autonomous transport through Volvo Autonomous Solutions.
Growth in service business, customer value and sustainability
The service business of this automotive entity helps to generate 26% of its annual revenue, which ensures retention of customers and profitability in the long run (Volvo Group, 2026c). Strong market presence and investment support expand a regional manufacturing unit and the dealer networks. It plays a critical role in the resilience of the supply chain and consumer responsiveness across global networks.
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[bookmark: _Toc235549667]5.1. External Environmental Audit (PESTEL)
 Political Factors
Governments across North America and Europe provide tax incentives and infrastructure investments for zero-emission vehicles and electric vehicles (Hart et al., 2024). This kind of initiative of governments delivers the ultimate growth scopes for the electrification strategy of Volvo. On the other hand, geopolitical conflicts and trade restrictions can disrupt the global supply chain of the company. This kind of external political scenario has increased the costs of products, which affects its export system in the international market.
Economic Factors
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Figure 1: The Average Inflation Rate of the world
Source: (Statista Research Department, 2026)
The inflation rate, recession risks and higher interest rates reduce the buying capacity of its target audience. It is reported that the global inflation rate of the company has increased from 4.13% to 4.42% in the current economic year (Statista Research Department, 2026). This kind of increased rate of inflation lowers the demand for vehicle purchases and various construction equipment. Apart from that, rising costs of aluminium, steel and lithium also increase the overall price of vehicles. This kind of situation increases immense pressure on the profit margin of the company significantly.
Social Factors 
Consumers of this industry prefer ecologically friendly transport solutions, which have low emission reports. It encourages Volvo to expand the portfolio of electric vehicles extensively (Bolón-Canedo et al., 2024). The company also has a global reputation regarding vehicle safety, which is aligned with the emerging expectation of customers. The demand for connecting digital services and subscription-oriented mobility has pressurised the entity to initiate personalised ownership.
Technological Factors
Continuous innovations in battery technology, charging infrastructure and electric powertrains force the organisation in maintaining a huge amount of investment in research and development. The entity integrates autonomous driving technology and artificial intelligence in the context of enhancing consumer experience apart from efficiency and safety (Murphey et al., 2022). Robotics, digital factories, automation and data analytics improve the efficiency of production and the flexibility of operations.
Environmental Factors
Volvo aims to achieve net-zero emissions of greenhouse gas across its value chain (Volvo Group, 2026b). This kind of target of the company requires a huge amount of capital for integrating renewable energy and sustainable operations. The business entity increasingly uses recycled materials and responsible management of resources for minimising the environmental impact. The limited availability of battery materials such as cobalt and lithium poses obstacles in the supply to produce vehicles.
Legal Factors
The automotive company has to maintain compliance with international safety standards. For this purpose, it conducts continuous research on improving autonomous safety technology. Apart from such compliance, it also has to maintain stringent emission standards and efficiently obey the carbon reduction policies of international organisations. In the context of implementing the advanced technology in its operation, the organisation has to introduce the GDPR Act for cybersecurity (Durovic and Corno, 2024).
[bookmark: _Toc235549668]5.2. Internal Environmental Analysis
SWOT
	Strengths
	Weaknesses

	Strong brand reputation helps to create higher consumer trust and brand loyalty. Its diversified portfolio and stable recurring revenue through aftermarket services lead to profitability.
	Significant investments in AI, electrification and battery technology increase operational costs in the company and increases emerges as weaknesses of the company (Johansson and Owen, 2025). Dependency on commercial vehicle markets affects the demand for trucks in the modern market and construction equipment. For this reason, the main production segment of the company becomes harmful.

	Opportunities
	Threats

	The emerging demand for green vehicles creates an opportunity for this company to manufacture autonomous transport. Furthermore, the digitalisation of the automotive market forces the company to embrace digital technologies, which may improve customer value.
	Competitors such as Tesla and Daimler Truck have increased the pressure of pricing and innovation on this organisation. Moreover, the emerging shortages of semiconductors and geopolitical tensions increase the production costs (Bednarski et al., 2025).





BCG Matrix 
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Figure 2: BCG Matrix
Source: (Author)
	Stars (High share and growth of market)
	Cash Cows (High share of market and lower growth of market)

	The chosen entity is the global leader in electric commercial vehicles, and it invests heavily in battery-electric trucks. It operates in rapidly expanding markets and needs continued investment to strengthen market leadership.
	Volvo maintains a very strong market share in the global automotive industry, which generates stable cash flows through sales of vehicles. Such a mature approach ensures stable future investment in electrification and digital innovation.

	Question Marks (Low share of market and higher growth of market)
	Dogs (Lower share of market and lower growth of market)

	The organisation continues investing in autonomous driving and software-defined vehicles. Such an emerging market needs substantial investment before achieving a significant share of the market, despite having a very high growth potential.
	Since governments promote zero-emission mobility, the requirement for conventional diesel-centric products has been declining (Grare et al., 2026). Due to such reason, Volvo reduces its dependency on its production while reallocating resources towards eco-consciousness.
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Differentiation strategy through consumer-centric digital mobility
The chosen company has to strengthen its differentiation strategy through delivering the best customer experiences through AI and mobility. It should continue differentiating itself through safety and premium digital experiences (Traiyarach and Banjongprasert, 2022). Such a strategic choice can improve consumer loyalty and help respond to external technological trends such as autonomous driving and Industry 4.0.
Market development through global expansion and sustainable electrification
The company should pursue the market development strategy by expanding its portfolio of electric vehicles while focusing on ecologically conscious premium consumers. Such a strategy capitalises on growing market opportunities for battery electric vehicles and autonomous transport. It reduces dependency on mature diesel in the vehicle markets. This can improve the resilience of the supply chain through expanding regional manufacturing facilities.


[bookmark: _Toc235549670]7. Conclusion and Recommendations
The above discussion has shown that Volvo has been successfully operating in the automotive market through strengthening its competitive positioning using electrification and innovation. Here, strategic environmental analysis has highlighted the significant scope for growth and external challenges. The report has shown that implementing differentiation and market development strategies has enhanced the consumer experience, sustainable growth and competitiveness advantages in the long run. It is recommended that consumer satisfaction and loyalty have been improved significantly, while the commercial house may expand to AI-centric connected services. The company should invest in electric vehicles and regional manufacturing facilities, which can strengthen the resilience of the supply chain (Britsche and Fekete, 2024).
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