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[bookmark: _Toc110525346]Introduction 
Strategic management is the process by which major objectives of an organisation are implemented by the management on behalf of the owners. The most important components of strategic management are the formulation and implementation steps (Corporate Finance Institute, 2022). Sustainability in terms of businesses referred to the phenomenon where the organisation carries out its strategies without negatively affecting the environment (Purvis et al., 2019). Volkswagens is a German car manufacturing company located in Wolfsburg, Germany. The company generated revenue of £222.9 billion in 2020 and has active stores in 153 countries (Volkswagens, 2020). The below essay will discuss in detail the business strategies that Volkswagens used in the past five years. With the help of current business strategies the resources and capabilities that are used by VW are analysed. The steps that have been taken by the brand to become a sustainable business are stated along with recommendations for the same with respect to competitive advantages. 

[bookmark: _Toc110525347]Discussion 
1) [bookmark: _Toc110525348]Identify with evidence the key business strategies of VW over the past five years. 
Volkswagen has used several business strategies for the last 5 years which are explained with the help of three frameworks namely Ansoff’s Matrix, International strategy and Green Strategy. 
Ansoff’s matrix
Ansoff's matrix is also known as the product expansion market grid, which is used by the company to strategize and evaluate the risks that are associated with the growth strategies (Tsatsoula, 2018).   
[image: ]
Figure 1: Ansoff’s Growth Matrix 
(Source: Corporate Finance Institute, 2022)
The market penetration stage is responsible for the increase of the sales of the existing products in the existing market.  Volkswagen started to gain Ford as their competitor in the existing UK market and by application of this strategy the company was able to sell 126,074 passenger cars in the year 2019. In the same year the brand was labelled in the second position after Ford in the UK (Statista, 2019). Market development is referred to when a company is focused on selling its existing products in a new market. With the help of this step, VW introduced their existing product which is the Golf which became the highest-selling car in Australia and sold over 1697 units which increased its growth in the Australian market (Volkswagens, 2022). With the help of the product development step, the company introduced new cars in the UK market as a result of which it held a 9.6% share of the new car market in the year 2019. This helped the brand to increase its market presence in the UK (Statista, 2019). In the diversification stage, VW entered the Australian market with completely new products. The brand launched the Tiguan SUV and a new generation of small golf cars in 2019 in the Australian market (Misoyannis, 2021). 
International strategies 
An international strategy includes various steps that are overtaken by any organisation so that it can expand its business in the global market (Onyusheva, 2020). Volkswagen has used its international strategies very efficiently as they have a global presence in 153 countries around the world. The company strictly obeys the licensing strategy before their expansion in the international market. They have issued the automotive patent licensing which is called the Avanci License which enabled the company to take control over the 4G patents (Klos, 2022). In 2021, Volkswagen formed a joint venture with Umicore to produce key materials for battery cells. These battery cells are used to improve their battery technology so that they can produce better cars for their expansion in the global market. Apart from this to establish a sustainable business they formed a partnership with Vulcan energy resources so that they can supply zero carbon lithium for the production of raw materials (Volkswagen, 2021). 
Green strategy 
Green strategy is often called green growth which is used to provide a practical and flexible approach for measuring economic development and growth so that the natural assets and environmental resources are kept intact (Hickel and Kallis, 2020). Volkswagen formed a partnership with Vulcan Energy resources ltd, which will provide the company with carbon dioxide-neutral lithium. This has made the brand a leading producer of carbon-neutral EVs which have been used to produce all the batteries in the supply chain. The company also have set up several Mission statement environments within their organisation, which focus on climate change, air quality, environmental compliance and natural resources (Volkswagen, 2022). 



· 

2) [bookmark: _Toc110525349] Identify with evidence the resources and capabilities of the case study company 
The analysis of resources and capability of Volkswagen will be identified with the help of value chain analysis and the VRIO framework. 
Value Chain Analysis
The value chain analysis can be defined as the process of analysing the activities that can lead to the alteration within the inputs for service, products or other offerings output (Jones et al., 2019). 
Primary Activity 
The primary value chain activity of the organisation entails direct involvement within the production and commercialisation of firms offering to the target consumer base. Analysis of these activities can help Volkswagen to elevate its performance in the marketplace. 
· Inbound Logistic
The inbound logistics of Volkswagen include the delivery of necessary material to the manufacturing plants by the suppliers. The organisation comprises the storage of this material in the Naves, which are large storage hubs (Four Square, 2022). Effective inbound logistics assist the organisation in successfully transforming the raw material into final products. 
· Operation
The organisation’s Wolfsburg plant operation comprise the processing of 155 million tonnes of metal sheets on the yearly basis (Volkswagen, 2022). These metals are cut and galvanised into different plates, which are further sent for designing the body. After this, the organisation’s operation includes painting the body, assembling and organising the different parts of the cars. 
· Outbound Logistic
The outbound logistics of Volkswagen include the vehicle transportation plans from the manufacturing plants and different official and sales stores across the globe. Volkswagen logistics include Auto port controls, which manage the import and export of vehicles within the ports. 
· Market and Sales 
The organisation includes double marketing and sales tactics with the inclusion of digital and traditional marketing approaches. Marketing and sales of Volkswagen emphasise the value inclusion for the customers to entail higher customer satisfaction. Organisation marketing and sales include the consideration of around 150 operating markets across the globe (Volkswagen, 2022). 
· Services 
Volkswagen’s services include the maintenance and servicing of their products in the operating markets with the inclusion of parts provided to the customer after their sales activity. The organisation contains the service of Proactive Maintenance Management (PMM), which ensures ideal analysis and high-quality provision to customers across the globe (Volkswagen, 2022). 
Secondary Activity
The secondary activities are also known as supporting activities as they facilitate and coordinate the activities of the primary activities within the value chain (Baştuğ et al., 2020). 
· Firm Infrastructure
Volkswagen’s infrastructure includes wildly expanding high-power chagrining points throughout Europe and Germany (Volkswagen, 2022). It also comprises the latest technology for air protection, which support the creation of a sustainable business environment. It involves waste management and water management within manufacturing plants in different geographic locations. This will support the green strategy of the business and ensure the establishment sustainable environment in the operating market.
· Human Resource Management 
The organisation includes effective Human Resource Management (HRM) which conducts and supervises the recruitment process. Volkswagens include a systematic hiring process as it deals with the creation of job offers within their application and the selection of suitable candidates for a specific designation. The organisation also embraces ideal employee administration within the culture. 
· Technology Development
Technology development is one of the most essential activities as it deals with the advancement of any other activities within the value chain of the firm. Volkswagen’s new technology includes traffic jam pilot, autonomous parking, steering wheel touchpads and smart accessories (Volkswagen, 2022). This technology helps businesses to elevate the customer experience and increase the efficiency of their cars in the operating market. 
· Procurement
The organisation procurement process comprises the global organised raw material acquired from different locations over the globe. Volkswagen’s top supplier comprises HARTING Automotive GmbH and SIEM Car Carriers AS in the operating market (Automotive World, 2020).
The collective analysis of primary and secondary activities states that Volkswagen has highly aligned its resources and capabilities with the current business strategy. This will help in improving the brand reputation and minimise carbon emissions. 
VRIO 
VRIO is known as a firm analysis framework that comprises the consideration of various resources and capabilities embedded within the organisation (Ariwibowo et al., 2021). 
	Resource or Capability 
	Valuable
	Rare
	Inimitable 
	Organised to Exploit
	Impact

	International Presence
	Yes
	Yes
	Yes
	Yes
	Increase the brand awareness and reputation. 

	Competitive Pricing
	Yes
	No
	Yes
	Yes
	Elevate the sales rate in the global market.

	Technological Integration
	Yes
	Yes
	No
	Yes
	Enhance the operation and efficiency to a higher extent.

	Marketing Communication
	Yes
	No
	Yes
	Yes
	Influence the customer perception and behaviour in the operating market. 


Figure 1: Volkswagen VRIO
(Source: Created by Learner)
The most valuable and rare aspect of the organisation is its wide international presence with advanced technology integrations which helps is supporting the green strategy of the business. This will support minimising carbon emissions within the different locations across the globe. Another effective capability of Volkswagen is competitive pricing which is a valuable aspect as it permits higher customer engagement and sales rates for the organisation’s offerings. This elevates the competitive advantage of the organisation in the operating market and increases the financial stability of the firm. Furthermore, Volkswagen also includes effective marketing communication, which influences customer behaviour and buying habits in the global market. The company has effectively aligned the resources and capability present within the organisation to the current business strategy which will allow the organisation to increase its reputation. 


3) [bookmark: _Toc110525350]Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment.
Volkswagen has taken into consideration several steps so that it can build a sustainable business by keeping its competitive advantage and an upper hand in the market. In the year 2020, the company focussed on four areas in its sustainability annual report. The first area that was the main concern for the brand was decarbonisation. VW became a part of the Paris climate change and is committed to a 2-degree change in the temperature. They have started to develop strategies to become carbon neutral and this will be fulfilled by the end of 2050. The company has targeted to become "go to zero" as their major environmental statement which basically involves doing business with net carbon-free raw materials (Volkswagen, 2020). Volkswagen has been following the circular economy for more than 5 years. The company has been following plans for reusing and reducing vehicle parts so that it can cause a decline in the environmental footprint and can enhance the cultivation of a circular model of business. Another additional approach that has been taken by the brand is the growing demand and use of secondary materials and closed materials loos for the production of their raw materials because it helps in the reduction of carbon dioxide emission. 
Although the company tries to maintain all the sustainable and environmental laws but they were accused of having a defeat device in the cars that were sold in America. Volkswagen admitted that 11 million cars that were sold worldwide had the defeat device installed in them as they cheated to pass the carbon emission tests. Because of this, the brand faced a great loss of €2.5 billion for the first time in 15 years of its business. However, they implemented and solved these issues by focusing on collaborating with other environmental friendly brands so that they can regain their brand image (Hotten, 2015). 
Apart from this, the brand is also involved in maintaining its supply chain in a responsible manner. Volkswagen is fully committed to perusing corporate social responsibilities in their business as well as in relation to their customers. The company has strongly developed human rights in their management systems (Volkswagen, 2020). All these strategies undertaken by the brand have helped them to have an upper hand in competitive advantage. Workforce transformation is a vital step to developing a sustainable business plan that is maintained by the company critically. They have started a transformation within their workforce in a systematic manner, which comprises an increase in the training budget; conventional plants are modified into plants that have been used for electric vehicles. Further, a systematic review is also done by the management system within the organisation to oversee the employment policies that are related to digitalisation and e-mobility. All these approaches had benefitted the brand to increase the strategic planning for staff recruitment and management. 
Volkswagen has started to use ACCELERATE strategy as the main purpose for the creation of a sustainable business. The primary aspect of this new strategy adopted by the brand is to check the decarbonisation level used by the same. The passenger cars developed by them are set as sustainable targets. The targets that have been achieved by the company is that they have reduced carbon dioxide footprint by 40% in the country of Europe in the year 2018 (Volkswagen, 2022). Volkswagen signed a deal and formed a partnership with CUPRA which has helped the company to develop car seats that are made from recycled materials. Based on the principle followed by the company and a joint venture with the SEAQUAL INITIATIVE they have formed recyclable polymer fibre fabrics that have been made from the plastic extracted from the Mediterranean Sea. This has led to the formation of new bucket seats that are present in all the cars produced by the brand which have increased their contribution toward a pollution-free environment (Volkswagen, 2021). 


4) [bookmark: _Toc110525351]Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.
Various strategies can be implemented by the organisation to support environmental sustainability and develop a competitive advantage in the upcoming scenario. Reusing and recycling the metal body of cars can be one of the ideal ways to improve the sustainable practice of the organisation. This will also save costs for the metal within the manufacturing facilities and improve the cost-efficiency of the firm. Consistent vehicle repairing and maintenance is also an ideal way to elevate the sustainable practice of Volkswagen (Wellbrock et al., 2020). This will also the organisation to increase the customer experience and minimise the bad gas emission in the operating environment. This consistent vehicle maintenance will improve the quality of the vehicle to a higher extent and increase the competitive advantage of the organisation in the crowded international market. Furthermore, Volkswagen can use natural fibres as an alternative material for designing the car interiors, which will support the creation of a positive environment for the future. This will also increase the competitive edge of the firm and increase the brand reputation in the international market with the inclusion of effective sustainable practices. 
Another most effective strategy to improve the organisation’s sustainable practice is to expand the electric vehicle development in the international market. This will minimise the concern of any negative impact on the environment and support the development of the brand’s reputation. Furthermore, Volkswagen can also include the sourcing of energy in an effective way, which will asses in improving the sustainable practice of the business. Introducing full electric vehicle models in the international market will transform the automobile industry and protect and secure the environment for the upcoming generation.


[bookmark: _Toc110525352]Conclusion 
The above essay explained in depth the business strategies that have been used by Volkswagen in the last 5 years with the help of Ansoff's growth matrix, international strategies and green strategy. With the help of evidence, the resources that the company has aligned with the existing business strategies for the last 5 years have been critically analysed. The different sustainable approaches that have been taken into consideration by Volkswagen to have a good competitive edge in the market are evaluated. Finally, some recommendations are provided which will benefit the company to further improve their sustainability approaches in the long run to gain competitive advantages. 
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