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[bookmark: _Toc140791609]Introduction 
Strategic management refers to the process which includes planning, monitoring, assessment and analysis of all the necessities and resources which are required by the organization to meet its overall goals and objectives. The business environment changes frequently which makes it necessary for the organization to conduct strategic analysis to create strategies in a better way. 















[bookmark: _Toc140791610]Company overview 
Volkswagen is a German motor vehicle company that was founded in the year 1937 by Ralf Brandstaetter and Thomas Schafer. The company is an automotive brand that is set in Wolfsburg, Germany. The company provides its products to a worldwide audience with a total of 117 countries (Aven and Thekdi, 2019). Recently, the company has been facing issues with sustainability. The company has been sued by more than 90,000 drivers in England and Wales over the instalment of emission-cheating devices in its vehicles (BBC NEWS. 2022). The case has been settled at £193 million. The company serves a number of industries including cars, heavy and light trucks, buses, engines, machinery and motorcycles as well. It also works in financial services. The annual revenue of the company for the year 2022 was measured at €279.2 billion and the employees of the company are reported to be 668,000 (Wassiliadis et. al. 2022).
[bookmark: _Toc140791611]
The key business strategies of VW over the past five years. Use related frameworks to discuss why this strategy was pursued or changed.
The current report will aim to key business strategies of Volkswagen over the past five years, a resource and capacity analysis of the company as well as a sustainability analysis of its operations. The analysis will involve the use of different models and theories. The report will also include a discussion of the recommendations which can enable the organization to improve its sustainability practices.
In the past five years, the company had led various strategic choices within its operations and functions. Most of these business strategies include the development of state-of-the-art products, increased focus on the research and development department, increased focus on innovations, expansion to the international markets, improved efficiency in markets and increased acquisitions and partnerships (Soviar et. al. 2019). The organization has implemented such strategies with a view to overcoming certain issues. These issues were realised within its external environment which directly impacts its operations and profitability (Katyaini et. al. 2020). 
The findings of porters five force analysis have stated that the company is facing intense competition as there are various high-end brands in the automobile industry. The company has invested more in innovations so that it can deal with this competition. The barriers to exit are low which has extinguished many high-end companies to move out of the industry. Volkswagen is considered the leader of automobile companies in the world. However, in the last five years organizations such as Tesla have stolen the spotlight from Volkswagen. This has led the organization to modify its strategies and invest more in innovations and advertisements to remain in the first place (Wen et. al. 2022). 
It was also analysed that the European countries demand more fuel-efficient vehicles as the needs of customers have changed as well. This is another reason which has led to intense competition. Therefore, the strategic focus of Volkswagen was to maintain continuous growth while dealing with intense competition. The company has also used collaboration, partnerships and acquisitions with other companies so that it can reduce competition up to some extent (Bruner, 2021). In the last five years, the sales of the company had reduced but it is able to attain its goals and objectives. The competition intensity and innovations of other competitors have made the organization focus more on its strategies. 
In the last five years, Volkswagen had made various strides in the European market with the introduction of green technology in its production (Gao et. al. 2020). The competition for hybrid models has increased which made the company focus more on its strategies. The company emphasised the emotional impact of customers’ beliefs regarding green issues. The organization provided the customers with substitute products to override their launch in the hybrid market. As Volkswagen was one of the first organizations to enter hybrid products, the company was able to attain certain competitive advantages. The company has extended its operations in Asia as well (Wissuwa and Durach, 2023).
The model of SWOT has also been applied in the case of Volkswagen. The findings have suggested that Volkswagen has a wide brand portfolio as compared to all the other automotive companies. The company’s diversification strategy and expansion by using synergies between brands has offered it numerous advantages. Its joint ventures and partnerships in Asian markets have allowed it to create effective collaborations. However, the negative publicity due to its lawsuits has affected its brand reputation. This has lowered the market share of the company (Hirwa et. al. 2021). The company take advantage of the available opportunities such as increased fuel prices, increased demand for autonomous vehicles and weakened euro exchange rates. However, the intense competition and increased government regulation are constant threats faced by the company. The company need to utilise its strengths so that it and grab the available opportunities and reduce the threats while eliminating its weaknesses.
[bookmark: _Toc140791612]The resources and capabilities of the case study company over the past five years and analyse to what extent the company has aligned its resources and capabilities to its current business strategies
The resources and capabilities of the company over the past five years can be analysed to identify the strategic choices of Volkswagen. It is considered that the company has aligned with resources and capabilities with its current business strategies so that overall goals and objectives can be attained. According to the findings of Resource and capabilities analysis, the primary tangible resources of Volkswagen include land, equipment, materials, facilities, supplies and infrastructure (Sajadieh et. al. 2022). The infrastructure of Volkswagen is built in such a way that offers high-performance capabilities and ease in operations to the employees. 

Figure 1 VW car manufacturing
(source: cdn.statcdn.com 2022)
The infrastructure of Volkswagen includes its technologies, buildings, maintenance as well as allocation of power resources. The company has emphasised a lot on such resources but they can easily be copied by other companies. The facilities of the company are designed specifically for enhancing the overall performance and maintain the brand image of the company. Supplies are used by the company to attain its overall goals and objectives. The company has either owned units or rented units for packaging and hosting production units. The equipment in Volkswagen includes all the technological advancements as well as technological integration which are aimed at improving its operations and processes (Hu et. al. 2023).
However, intangible resources such as brand reputation have offered the company a unique brand awareness. The company has built a strong brand reputation which is based on its relationships with its customers and its overall organizational culture. However, the recent controversies have affected its brand reputation. The company had faced a lawsuit from various drivers that it has installed emission-cheating devices in all its vehicles. The findings have also stated that the intellectual properties of Volkswagen have prevented other competitors from imitating its unique product blend, inputs and ingredients as well. The company has enjoyed its copyrights and patents in its product processes as well as research and development activities (Szász et. al. 2021). 
This has helped the company to protect its products against potential imitation. The company has developed its strong goodwill through historical uniqueness in which customer relationships and experiences have allowed the company to create long-standing goodwill. Also, the unique customer experience of the customers provided by the company has impacted its brand activities as well as its offerings. This is an inimitable asset that has offered a highly competitive advantage to the company. The patented technology, computer software and trade secrets of Volkswagen have helped the company to build a large base of customers. 




[bookmark: _Toc140791613]How VW has tried to become more competitive while taking into consideration sustainability and the environment?
The findings from the VRIO analysis of Volkswagen have stated that there are certain assets/ resources and capabilities of the company which has allowed it to create uniqueness and gain growth (Soviar et. al. 2019). The findings have suggested that the resources which offer a competitive advantage to Volkswagen include its intellectual properties and unique customer experience. Even though the company has aligned all its resources and capabilities with its overall goals and objectives, these resources offer temporary competitive advantages to the company. These resources and capabilities can be easily copied by other companies which creates a challenge to the strategies of the company.
The creation and maintenance of sustainability has become the core goal for Volkswagen. The company has considered the creation of sustainability as its primary goal for future growth and development. The company has been trying to become more competitive while considering sustainability and the environment. In order to attain such goals, the company has set certain measurable and strong objectives which include decarbonization, e-mobility, digitization and responsible supply chain practices (Karandish et. al. 2021). The company has showcased itself as a company that is committed to environmental protection and the maintenance of sustainability at its core. However, the recent events have failed to showcase the sincerity of the company towards sustainability and the environment as well.

Figure 2 VW n respective country
(source: stimg2.cardekho.com/images 2023)
According to the organizational structure of Volkswagen, the company have four major levels. The highest level is the board of management which is responsible for the maintenance and creation of sustainability. These members have taken responsibility for systems that are associated with the development of sustainability. The company conducts frequent meetings to discuss sustainability issues (Silvestre et. al. 2020). Over the years, the company has tried to build digital and dialogue-oriented platforms so that better communication can be offered and progress on attaining environmental goals can be measured easily. The company prefers to work with socially responsible and committed supplies so that it can attain economic advantage while having safe partners. The company has established a sustainable supply chain that is focused on decarbonization and responsible procurement of resources (Stratulat, 2019).
With the help of its collaborations, the company has raised awareness of environmental issues as well as risks in the supply chain. The company offers ratings on sustainability levels for its potential suppliers but also reviews breaches of protocols associated with sustainability. The company has ensured that none of its practices are abusing the human rights of its workers in any way (Kim et. al. 2022). Recently, the company has also shown commitment towards the goal of reducing overall carbon emissions and harm to the environment.
The company has showcased its responsibility towards sustainability and the environment through its leadership, mission statements and vision as well. The leaders of the company are made aware of the environmental risks of its business activities regularly. They are made responsible to implement sustainable policies in all the business units so that awareness among employees can be ensured (Helmers et. al. 2020). The company has committed itself towards environmental protection by following a life cycle approach towards the reduction and mitigation of environment-related risks. 
The company try to seize environmental opportunities such as the use integration of renewable energy sources, energy efficiency, sustainable supply chains and decarbonatization. The company is also committed towards strong collaboration with its stakeholders including internal and external stakeholders so that it can improve its understanding of expectations and requirements for customers for environmental protection. The company ensures that while focusing on sustainability and the environment, it is also focusing towards continual improvement. It focuses on improving the impact of its services, processes, production facilities and products on the environment (Huang et. al. 2022). 
Even though Volkswagen has set certain goals for sustainability, the company has faced multiple threats to its brand reputation as well as costs associated with environmental efforts. The company has been facing intense pressure to maintain such sustainability and environmental protection. The recent lawsuit faced by the company has been settled but the company has tarnished its image in the aspects of sustainability and environmental protection. The company initially tries to cover up the emission scandal which led to the enhancement of the scandal (Conrad and Holtbrügge, 2021). 
Finally, the company has admitted the vehicles were affected to reduce the effect, but the damage was already made. Furthermore, the competition intensity has enforced the competitors of Volkswagen to offer more in terms of sustainability and create competitive advantages of such factors.
[bookmark: _Toc140791614]Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.
The company has taken certain initiatives to maintain and create sustainability. However, there are certain recommendations that can help Volkswagen to improve its sustainability practices so that it can develop competitive advantages in the future. These recommendations have been explained as follows:
The company has focused a low towards effective and strong collaborations among market players and other companies (Veldman, 2019). The company has covered almost all the parts of Asia and Europe. However, the competition intensity is a huge threat to the company. This threat can affect the overall sales and profitability of the company. Therefore, the company is recommended to focus on emerging markets through the use of its collaborations and partnerships. This will allow the company to build its customer base furthermore and make its customers loyal.
The company has emphasised on creation and sales of its hybrid and electric-powered vehicles to fulfil the demands of customers (Li et. al. 2019). These products are extremely popular among customers these days. The company has complied with this demand but has not emphasised these products much. Therefore, the company is recommended to prioritise hybrid and electric-powered vehicles as these products will be more popular in the upcoming future. However, the company also needs to ensure that these vehicles are eco-friendly and do not harm the environment in any way. 
From the above analysis, it can be concluded that strategic management is a process that enables organizations to assess, monitor and plan the resources for meeting their goals and objectives. Volkswagen is one of the most popular automobile companies in the world. Over time, the company have undertaken certain business strategies such as focusing more on innovation, strides in the European market, the introduction of green markets as well as the creation of strong relationships with customers. 
[bookmark: _Toc140791615]
Conclusion 
The company has various valuable resources and capabilities which it has aligned with its overall objectives and goals. Its resources such as customer experience and infrastructure offer its sustainable competitive advantages. Volkswagen is a company that has considered sustainability and environmental protection at its core. It has considered decarbonization, e-mobility, digitization and responsible supply chain practices as its sustainable practices. However, recently the company has been indulged in certain lawsuits which have tarnished its image. There are certain recommendations that are offered to the company to improve its sustainable practices while considering its overall business growth.
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[bookmark: _Toc140517919]Porters five force analysis is a model which is used to analyse the competitive environment of the organisation. There are five forces in this model such as competition in the industry, entry of new entrants in the industry, threat of substitutes, power of customers, and power of suppliers. 
[bookmark: _Toc140517920]Resource and capabilities analysis is a management tool which is used by organization to identify their resources available so that sustainable competitive advantage for the organization can be created. It is also considered as a resource-based view in which the companies classify their resources into two form such as tangible resources and non-tangible resources.

	Tangible resources
	Intangible resources

	Infrastructure
Facilities
Materials
Supplies
Land
Equipment
	Brand reputation
Patents and copyright
Goodwill
Customer experiences
Patent technology
Licensing and royalties
Marketing rights




	Resources/ capabilities
	Valuable
	Rarity
	Inimitable
	Organization
	Competitive advantage

	Intellectual property
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage

	Customer experience
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage

	Brand reputation
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage

	Technologies
	Yes
	No
	No
	No
	Temporary competitive advantage

	Financial resources
	Yes
	No
	Yes
	No
	Temporary competitive advantage

	Supply chain networks
	Yes
	No
	No
	Yes
	Temporary competitive advantage
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Volkswagen Dominates the Chinese Car Market
Passenger car sales in China in 2016, by manufacturer
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