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[bookmark: _Toc221990756]Executive Summary 
The report presents the findings from a critical analysis of the Volvo automotive company in the UK market. Companies in the automotive market experience a number of dynamics, ranging from changes in external market imperatives from the government, technology, and consumer preferences. Companies such as Volvo develop strategic management approaches to manufacture and deliver high-quality electric vehicles. With this background, the report conducts a strategic analysis of the external environment, internal environment, and SWOT as three important strategic positions that affect its current strategy and competitive advantage. In addition, the study also presents a proposed strategic move to compete in the market and deliver more value than its competitors.
[bookmark: _Toc221990757]Introduction
The concept of strategic management is inherent in almost every automotive company in the UK. According to Johnson and Scholes (2017), strategic management begins with understanding the role of a manager in every department and in regard to strategies. In essence, strategies do not occur at random nor in isolation. Strategies require human resources, more importantly, the managers who spearhead formulation and implementation (Mohamed and Başar, 2023). Strategic managers focus more on managing resources and capabilities to create value for stakeholders and customers (Farida and Setiawan, 2022). Such management begins by auditing the market environment where they operate to gain insights into their position. Additionally, they also audit the internal environment to understand resources and capabilities that could help them create a competitive advantage and what they are missing to compete effectively in the market. 
Volvo operates through the Volvo Group and Volvo premium cars, with three major manufacturing facilities in Motherwell, Scotland; Warwick, England; and Bridgend, Wales (Volvo, 2026). Each manufacturing facility focuses on different objectives and target groups. The Scotland facility manufactures Volve rigid haulers and Rokbak articulated haulers. The England facilities conduct research and development for the Volve Group. While the Wales facilities design and manufacture engines for its cars. Besides, Volvo notes its principal activities include the distribution of cars and spare parts across the UK market. The company uses independently owned franchised retail businesses and direct linkage with customers through its own physical and online stores (Volvo Car UK Limited, 2024). Volvo also provides a vehicle lease agreement to its customers. 
[bookmark: _Toc221990758]Strategy Analysis
[bookmark: _Toc221990759]External environment Audit – PESTLE
[bookmark: _Toc221990760]Political 
The UK government play a significant role of supporting the automotive industry to enhance swift transition to the net zero emissions (Department for Transport, 2024). The government also eliminates many barriers to market entry and operations. It seeks to increase the number of charging stations for car users. However, the findings now indicate that current trade policies restrict manufacturers, forcing them to implement alternative strategies to support supply chains and pricing mechanisms (SMMT. 2024). Volvo should now contemplate achieving full transition to EV vehicles despite challenges of having fewer charging stations, upfront costs, and competition from established makers (SMMT, 2025; Benson et al., 2025). 
[bookmark: _Toc221990761]Economic 
Automotive companies face challenges of higher inflation, upfront costs, and frequent changes in energy charges. While management lacks the ability to influence inflation and disposable incomes, these variables play a core role in determining demand for its vehicles. Most costs affect how management prices final products, such as when selling cars and in financing frameworks (SMMT, 2024). Moreover, high upfront costs have been driven by heavy investment in electric technology and batteries, as well as premium pricing strategies. All these now have negative implications for car demand. They create limitations for companies that would afford Volvo cars. This affects the current strategy Volvo has to achieve its objectives. Recent performance indicates how management has performed well raining overall revenues by 36% in a year. However, taxes grew by four times over the same period (Volvo Car UK Limited, 2024). 
[bookmark: _Toc221990762]Technology
Advancements in technology now centre on the adoption of zero-emission and battery technologies. Battery electric vehicles now rank the highest as the lowest emitters of greenhouse gases (See Figure 1). Volvo management should now think about adopting battery electric technology to manufacture low cost cars and taxis. Specifically, achieving technology leadership would now mean investing in the latest technologies to create value and produce battery-electric vehicles at scale. However, charging infrastructure remains a core challenge (Ofgem, 2023; Benson et al., 2025). Ofgem (2023) notes that, today, an average of 70% EV drivers (considered early adopters) access dedicated smart charging points at home. The future expected increase in EV drivers would demand more charge points. The appeal for companies to scale up smart charging points continues to widen as the market prepares for more uptake of EV cars in the future. 
Figure 1: Battery electric vehicles increased than the rest as low emitters of greenhouse gases, (1,000s)
[image: ]
Source: Benson et al. 2025
[bookmark: _Toc221990763]Social Cultural
The adoption of communication technology has enabled households to increase their awareness of electric vehicles. A majority of consumers now understand the government mandate to transition all cars to zero emissions. A majority of customers in the South East and North East buy used EV cars than in the rest of the UK (See figure 2 below). Customer preferences will shape Volvo's strategy to scale up modification of used-car sales rather than new EV sales. 
Figure 2: South East and Northwest bought the highest number of used EV cars (2025

Source: SMMT, 2025; User analysis
[bookmark: _Toc221990764]Environment
Environmental conservation initiatives are among the core target areas for automotive to change their strategic management, focusing on traditional diesel and petroleum cars and taxis (See Figure 3 below). Cars and taxis now rank as the highest emitters of greenhouse gases in the UK transport sector. The push to transition towards zero emissions means Volvo management should invest heavily in zero-emission technology. Specifically, by investing heavily in battery technology, Volvo management can ensure the company decarbonizes faster before the 2035 deadline. Even though Volvo has invested in green hydrogen, it is only targeting its trucks. Currently, Volvo uses a three-pronged approach, such as battery electric, fuel cells, and hydrogen, to achieve net zero by 2040. 
Figure 3: Cars and taxis emit the highest greenhouse gas than other transport modes, % (2023)
[image: ]
Source: (Benson et al. 2025)
[bookmark: _Toc221990765]Legal
Manufacturers now face pressure to meet data protection and consumer protection policies. The rush to transition to full-electric vehicles means companies also regulate how they collect, store, and use user data. A majority of software now relies on user data to enhance decision-making. According to the Department for Business & Trade (2018), most compliance regulations increase costs. Management will be forced to design strategies that target feature modifications. Moreover, this is likely to attract more scrutiny from the government. 
[bookmark: _Toc221990766]Internal Environment Audit – VRIO
[bookmark: _Toc221990767]Valuable 
All resources and capabilities are valuable to Volvo Automotive. The example, the company's strong brand reputation, forms one of the cornerstones for the company to increase its image in the market. The company relies on this to increase customer loyalty. Volvo ranks high as a leader in pivoting towards EV through electrification. This also aligns with the government's mandate to have every automaker transition smoothly (Department for Transport, 2024). This is evident from the heavy funding of its research and development and complex distribution network.  
[bookmark: _Toc221990768]Rarity 
While the brand reputation, electrification, and dealership remain rare, the Volvo way can be copied by competitors in the market. Specifically, the company’s safety technology remains its heritage. Alignment with branding across safety issues ensures Volvo maintains its differentiation in the market through its latest brands, such as XC60, XC90, and EX30 (Volvo Cars, 2026). Moreover, the company leverages Swedish design, creating a differentiated aesthetic feature in the competitive market with the full launch of commercial brands such as the EX90 and ES90. The current electric vehicles indicate the company’s commitment to achieving the EV mandate (Volvo Car UK Limited, 2024). Integration of Scandinavian design helps develop premium brands to balance costs. 
[bookmark: _Toc221990769]Inimitable 
Volvo continues to leverage its market leadership because of a strong brand heritage for many decades now. Strong focus on aspects of safety has made it hard for competitors to imitate. Moreover, Volvo has a strong partnership, allowing it to meet the direct-to-consumer model as well as continued scaling within the sales channel. The company does this to achieve accessibility, retention, and efficiency across all its network (Volvo Car UK Limited, 2024). 
	Resources/capability
	valuable
	rare
	imitable
	organised
	Competitive advantage 

	Reputation 
	Y
	Y
	Y
	Y
	Sustained

	Tech & Electrification
	Y
	Y
	Y
	Y
	Sustained

	Volvo Way
	Y
	N
	N
	Y
	Competitive Parity

	Dealership 
	Y
	Y
	N
	Y
	Sustained

	Y= Yes, N = No


[bookmark: _Toc221990770]Organised
The company has successfully transitioned to a direct-to-customer model through its own franchise dealers and online stores. For example, the strategy to shift from traditional wholesaling within franchise contracts to a direct-to-customer model and retailer partnership is a strong foundation for long-term success. The Volvo Way to market and a strong dealer network create a strong competitive advantage.  
[bookmark: _Toc221990771]Swot Analysis
	Strengths
· Strong brand reputation 
· A leader in electrification
· 3.7% market growth, achieving strong market revenue (Volvo Car UK Limited, 2024)
· 182% increase in profits after tax for the period between 2023 and 2024 (Volvo Car UK Limited, 2024)
· Strong dealer partnership achieving direct-to-customer supply chain
	Weaknesses
· Limited lines of car brands focusing on premium segments as compared to other competing companies
· 8.1% increase in administrative expenses between 2023 and 2024 (Volvo Car UK Limited, 2024)
· 37% increase in cost of sales between 2023 and 2024 (Volvo Car UK Limited, 2024)
· Limited number of battery electric cars

	Opportunities 
· Future demand for used EV cars (SMMT, 2025)
· Online markets offer better channels to create extra income from direct to consumer (Leon et al., 2023)
· Advancement in autonomous technology supported by heavy investment in autonomous driving 
· Government support for cross-industry collaboration (Ofgem, 2024).
· Government to partner with stakeholders such as Ofgem to increase smart charging information and infrastructure across  workplace and public smart charging solutions (Ofgem, 2024)
	Threats 
· Growing competition from companies adopting EV models from Tesla, Kia, Tata, and Toyota as well as external brands like BYD and NIO 
· Low pricing strategy from competitors could cut into Volvo market share and revenues
· Future crowding in the market threatens premium positioning 
· Trade tariffs threaten future increase in costs
· Frequent regulatory changes likely to put pressure on the pricing strategy
· Demand for massive investment to meet the 2035 mandate
· Heavy demand for used EV cars might put pressure on the purchase of new premium brands




[bookmark: _Toc221990772]Strategy Formulation 
The company could leverage the current strength of more cash flows generated from core businesses to invest heavily in the development of battery electric cars, targeting low to middle-income customers in the UK. The strategic move would help strengthen the current weakness of a limited product line while leveraging future expected demand for low-cost EV brands. Moreover, the strategic move would ensure management competes effectively with future market entrants. As a strategic direction, Volvo management should consider delivering modified used cars or new lines of battery electric cars considered to emit low greenhouse gases. As the market prepares to transition from diesel or petroleum cars by 2035, current customers using low-cost traditional cars will demand modification of their used cars through retrofitting. Volvo should now invest heavily in electric motors, electric battery packs, and controllers used to repurpose older durable cars.
Moreover, many current customers using traditional cars would consider switching to new EV brands at the same average price or used cars selling at similar price ranges. Failure to adopt this strategy while holding onto its current premium, highly priced products, would result in loss of market share and revenues. Currently, the company manufactures and sells a limited line of premium products. The entry of new competitors and existing players is likely to prompt swift responses to market demand by manufacturing low-cost EV car brands. Besides, the above strategy would require management to develop new strategic capabilities. Johnson et al. (2019) product development always demands that companies master new technologies in areas where they might remain unfamiliar. For example, by beginning to develop low-cost product lines, management might encounter some setbacks for not understanding their behavioural preferences. Moreover, Amason and Ward (2020) maintain that companies succeed when they acquire new technologies, engage in robust marketing activities, and source company-fit, talented employees. Moreover, Johnson et al (2017) argue that strategic managers conduct heavy investment into product development.  
Strategic managers should increase direct to customer to enhance the direct-to-consumer model. Currently, Volvo benefits from a direct partnership with franchises (Volvo Car UK Limited, 2024). However, it has limited distribution across both offline and online stores to meet the expected future demand for EV cars. Therefore, management should consider increasing the number of dealerships across the UK markets. Establish more stores in middle-income states. Additionally, management should design the current online store to integrate seamlessly with offline stores (Leon et al., 2023). Adopting a multichannel strategy would help increase customer experience at every customer journey from making inquiries on available services, placing orders online, tracking through smartphone, and picking up at any place of their convenience (Birke and Will, 2022). 
 Strategic managers at Volvo should also consider a diversification strategy to increase the current revenue stream beyond its core businesses. Management should consider offering, financing, and insurance products to its current customers. Specifically, two diversification categories would include finance and insurance. By offering affordable and flexible business and fleet financing solutions, current customers can attract a wider range of customers who want business contract hire, hire purchase, and leasing to meet their financing needs. Johnson et al maintain that a diversification strategy makes strategic managers think about taking their companies into a new business, away from the current offering, but either targeting the current or new customers. The more would help increase Volvo’s scope.
[bookmark: _Toc221990773]Conclusion and Recommendations
Implementation of product development, diversification, and multiple channel strategies. The move will help leverage strengths to maximize returns from the available market opportunities. Management should develop low-cost products that are suitable for the preferences of middle-income customers. Second, the report suggests that management diversify the products by offering financing solutions to customers. The more would help management to generate more revenues. Besides, this would mean the need to think about recruiting more skilled employees and carrying out robust marketing strategies. By amplifying a robust market, the company would consider opening up more offline and online stores. 
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