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Introduction
Any business that wishes to be successful over the course of several years must prioritise strategic management. It is helpful in the development of management abilities, such as anticipating possible changes and guiding the activities of a firm in certain directions (Carcano, 2013). The capacity for an organisation to make decisions based on longer-term forecasts rather than on opportunistic considerations is made possible by strategic management, which is essential for the longevity and profitability of the company. According to Theriou (2015), the strategic management strategy is one that supports forward-looking thinking because of the nature of the need for sustainable management. Because of the importance of Volkswagen Corporation, this research will concentrate on the strategic management and long-term viability of that organisation. The last section of this report will discuss the key business strategies that have been implemented over the course of the past several years, in addition to the skills and resources that it has created during this time period. The subject of discussion will also include environmental sustainability, as well as the strategy that the organisation takes toward this issue.
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The Volkswagen firm is recognised as one of the most important producers of motor vehicles in the world. Volkswagen has spent the last seven decades making cutting-edge technology, superior workmanship, and elegant design available to the general public (Volkswagen, 2022). As proof of this, some of its most successful models are the Beetle, Golf, and all-electric ID. They have over 150 different countries in which they sell their wares, and they produce automobiles at over 30 facilities that are spread out over 13 different nations. The Volkswagen brand employs something in the neighbourhood of 180,000 people worldwide. Volkswagen will become, more than any other brand now on the market, associated with interesting new digital consumption experiences, creative business practises, and fully autonomous driving. Their objective is to have Volkswagen become the most well-known brand in the field of environmentally responsible transportation (Britannica, 2021).
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Volkswagen has, throughout the course of the previous five years, made use of a number of strategies by using Porter's five forces in an attempt to figure out what the problems are and how to solve them. The Volkswagen group was challenged with the key difficulties listed below. The theory of Porter's five forces was able to provide an explanation for all of them. These include competition from other businesses operating in the same sector, the threat provided by new entrants, the availability of alternatives to their goods, and the bargaining power of both buyers and sellers (Khurram, et al., 2020). Therefore, examples of the company's previous objectives include market development, expanded innovation, bolstered research and development, increased cooperation and mergers, promotion and advertising efficiency and aggressiveness, and growth into overseas markets. The information that follows will provide with a fundamental understanding of their techniques:
· As a means of coping with the increasing degree of rivalry that exists amongst businesses, Volkswagen (VW) decided to adopt the strategy of cooperation. As a direct consequence, Volkswagen was able to outperform some of its rivals in the sector by launching forward-thinking brand names (WASIM, 2017).
· Despite the fact that there were new rivals to worry about, the organisation was able to adapt because it prioritised the requirements of its customers. The company has set a goal of owning 10 percent of the industry globally, and in order to achieve this, they have made the choice to transfer their attention to the wants of their clients.
· In an attempt to increase the number of automobiles it sold; Volkswagen targeted the sentiments of its customers. They were successful in selling hybrid automobiles by making an appeal to the emotional effect that customers have over their concepts of "green concerns". Because of this, there was no need for them to worry that their entrance into the mixed business would be outcompeted by other goods and services (Panda et al., 2013).
· The Volkswagen Group raised its manufacturing capacity in order to match its sales and growth goals (Abimol and Pillai, 2020). Because of their inventiveness and fresh concepts, they have been successful in expanding their company across Asia. They directed their marketing towards individuals between the ages of 18 and 30, and as a result, they provided discounts on their products. Because the prices were so cheap, VW did not have to use its negotiating power in order to receive what it desired from the businesses that provided it (Clayton et al., 2011). The purchasers were given access to a range of discounts as well as other perks, which gave them the impression that they were getting a fantastic bargain overall.
· Mini cars are a prime example of a new ideal thing that the Volkswagen Group has approached across Europe, the Americas, Asia, and Africa to win over loyal customers with cutting-edge innovative products. This strategy was implemented in an effort to win over loyal customers with cutting-edge innovative products (Lee et al.,1996).
By using these strategies, the company was able to triumph over any and all challenges and effectively establish itself as a competitor in the worldwide markets. These strategies were crucial in assisting them in developing a trustworthy brand that their clients could rely on. Due to the fact that they have diversified their company, they are now in a position to provide hybrid vehicles, which are better for the environment than traditional vehicles. Volkswagen (VW) had conducted extensive market research and had developed strategies to ensure its success in the worldwide market it was about to enter. By forming strategic alliances with well-established global corporations, they were able to position themselves as market leaders on the world stage and capitalise on the opportunities this presented. As a direct consequence of this, customers on both sides of the Atlantic Ocean (in Europe and the Americas) have acquired the ability to know and appreciate the brand. In addition to putting a focus on trends, they did so in order to get an understanding of the lives and cultural backgrounds of their clients. Because of the capable management that was offered by them, the firm was able to obtain an essential edge over its rivals. The top levels of management at Volkswagen were aware of everything that needed to be completed, and they moved quickly to get it done. For instance, the Volkswagen Group updated the compensation plan for its sales force in order to attract and retain the most qualified employees. They were also willing to pay a lot of money to get inventive engineers to join their team. The creation of a budget by management was precipitated by the successful completion of goals for each division. In addition to that, they have lofty targets for their company's development in the years to come. As a result, they continue to include sales and production quotas as components of their overall plan for the long term. Additionally, they maintain a cutting-edge presence by breaking into areas that were not previously exploited for hybrids and compact automobiles.
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The assets that the business has or can draw on are referred to as resources, and the capabilities are the means through which those assets are utilized. In most cases, resources and capacities are linked. Moreover, resources are essential for a company, but the way they are used is crucial for the long-term existence and viability of the company.  The efficiency and efficacy of physical or financial resources, or of individuals in a corporation, are determined not only by their presence, but also by the systems and processes that govern them (Whittington et al. 2020, p.96).
It is impossible for a company to expand without enough resources and an in-depth understanding of its capabilities. Volkswagen has drawn from a diverse pool of assets in order to achieve the level of success that has brought it to its current position in the society. The next part of this analysis will focus on the resources and competencies that they have:
Human Resources: Their human resources are one of the most precious commodities that they possess. As a result, the company now has access to the most highly qualified labour force that is accessible. Because of this, it is possible that the managerial and administrative organisational hierarchy of the company is responsible for the company's success on a national and international scale (Ehnert, 2014). This is because of the managerial and administrative hierarchy's creativity, intelligence, and accomplishments. They are able to maintain the ones they currently have by treating them well and rewarding them when they deserve it as a consequence of their forward-thinking practices, which allows them to employ the most talented and inventive new workers and retain the ones they already have.
Financial resources: The use of financial resources is another kind of business strategy that is utilised by the organisation. They are able to make more effective use of the space that is allotted to them as a direct result of having access to this resource. When compared to the sales growth of other vehicle manufacturers, the company's performance has been comparable and acceptable. According to Kaplan and de Pinho (2010), there has been a rise in the total amount of competition that occurs on a worldwide scale. The rate of return that has been attained on the money that has been invested has, despite this, been able to maintain its stability. The increase in net income is likewise going at a fast speed right now when compared to the previous one. Since it can be demonstrated that this is one of the factors contributing to the increase in revenue, expenditure initiatives in the form of international diversification, which produce large benefits for relatively low outlays of investment, are another possibility for being credited with the growth in revenue.
Technology: The use of technology throughout the firm has been the driving force behind the organization's sustained revenue growth. In addition to this, they are implementing their technology throughout the organisation so that it may experience increased levels of innovation (Shatour and Ismail, 2011).
Current business strategies, which make use of these assets, are:
1. The firm is able to diversify its income sources and compensate for its deficiencies by gaining a footing in rising markets such as China, Africa, and the Americas (Volkswagen Newsroom, 2022).
2. The growth of the firm into other countries, such as China and India, is necessary in order to properly manage available resources and skills. As a direct consequence of this, it will create an environment characterised by high levels of competitiveness (Volkswagen Group Annual Report, 2021).
3. Investment in technology is very necessary for continued success in the automobile industry in light of the ever-increasing level of competition and the continuously emerging new trends. According to Volkswagen Newsroom (2022), this indicates that the company will have a major edge over its competitors.
4. Collaborating with one's rivals or acquiring them is one way to lessen the amount of competition in an industry while simultaneously increasing earnings. As a direct consequence of this, VW will increase their market share, and its brand will become more well-known on a global scale.
5. In order to attain their objective of growing their market share and so increasing their earnings, they use a sales strategy that will aid them in achieving that objective (Volkswagen Group Annual Report, 2021).
Because of the application of these techniques, the Volkswagen Group has seen tremendous expansion; thus, they need to seize opportunities that will bring them even greater success. It cannot be denied that nations like India, China, South Africa, and Brazil would profit immensely from mergers, acquisitions, and joint ventures in the long run.
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A company's capability to manufacture products or services quicker, more efficiently, or for less money than its rivals is known as a competitive advantage. According to Whittington et al. (2020, p. 98) in order to acquire competitive advantage, a unique manner of doing things and being beneficially utilized by adding value for customers and creating difficulty for rivals to imitate or achieve is needed, also called distinctive resources and capabilities.  
As one of the most successful manufacturers in the sector, Volkswagen is well aware of the need of reducing the amount of damage it does to the natural environment. Their approach relies heavily on setting ambitious goals in terms of the influence they will have on the environment. In order to protect ecosystems and have a beneficial effect on community, the company makes an effort to lessen its impact on the environment throughout the entire life cycle of all of its products and transportation systems, beginning with the mining of raw materials and continuing all the way through the manufacturing process (Sustainability | Electric Car Information | Volkswagen UK, 2020). Their actions are premised on adhering to all environmental laws, norms, and voluntary pledges currently in effect in the relevant jurisdictions. In the parts that are to come, we will go into more detail on the many ways in which they think about the environmental sustainability:
· According to the Group Management Report from 2021, the firm is making significant progress in the development of environmentally friendly autos in order to enhance the air quality in the surrounding area.
· They have pledged to sticking to the temperature limit of 2 degrees Celsius that was set by the Paris Climate Agreement. This limit was established by the Paris Climate Agreement. They use a measure called the decarbonization index to assess how far along they are getting in this particular direction. The Group Management Report from 2021 states that their objective is to reduce the total greenhouse gas emissions produced by their autos and light trucks during their whole life cycle by thirty percent by the year 2025.
· Throughout the whole of their product's life cycle, the firm intends to address the influence that its mobility solutions have on the surrounding natural environment. As a result, they have implemented efficient management systems and check on the effectiveness of such systems on a regular basis (Group Management Report, 2021). Because of this, they are able to offer as an example of a modern organisation that is also easily accessible and successful.
· Their goals include finding ways to mitigate the destructive impact that their production processes have on the natural environment. In addition to this, the emphasis is placed on increasing their operational efficiency and fostering circular economy techniques within the realm of resource management. The material, the electricity, and the water are all included in them (Group Management Report, 2021).
Their environmental compliance management systems are in place to ensure that all relevant environmental costs and legal requirements are met. In this way, VW is strengthening its competitive position in the environmentally sustainable marketplace.
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· Their portfolio needs to be diversified if they are to be sustainable. There will be a greater need for accessible, affordable, and adaptable transportation options as a growing number of millennials enter the workforce. Volkswagen already manufactures excellent vehicles; all it needs to do to attract millennials is launch a car-sharing, ridesharing, or rental app.
· Since there is a growing market for environmentally friendly vehicles, they should put more resources into developing such vehicles. Due to the increasing demand, Volkswagen might increase its spending on producing hybrids and electric vehicles.
· Technologies like 5G, AI, and IoT are delivering smarter cities and transport networks, therefore VW should get into the autonomous market because demand for self-driving cars is expected to increase in the next few years.
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In conclusion, it can be argued that sustainable development creates consistency in the environmental criteria, which is why strategic management is crucial to sustainability. In this way, future generations will be able to benefit from the resources that have now. The use of sustainable strategic management is a wonderful technique to protect the natural resources that have been given.  This paper highlighted the importance of sustainability for a firm like VW. Its attention has been drawn to previous approaches that have been effective in resolving problems that were discovered using Porter's Five Forces. The report's authors also centered their explanation of the company's present strategies on the firm's resources and skills. Environmental considerations are crucial for sustainability thus utilizing eco-friendly materials and technology with little negative environmental effects can enable this. To ensure that future generations have access to the same quality of life as now, it is vital to use the world's resources in a responsible and sustainable manner.
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