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Introduction

This report will evaluate and analyze the most important business strategies of Volkswagen during the last five years.
Furthermore, will be evaluated the resources and capabilities of the organization.
In addition, how Volkswagen has attempted to gain an advantageous position in a market full of competitors while considering sustainability and the environment will be reviewed.
Finally, this report will conclude with recommendations on how future sustainable practices might assist the company in developing competitive advantages.

Volkswagen Background

Volkswagen is one of the world's largest and most important automobile manufacturers and carmakers. Volkswagen is based in Wolfsburg, Germany, and employs over 342,000 people who can produce over 21,500 automobiles daily. Volkswagen has manufacturing plants in Europe, America, Africa, and Asia.
They divided the car company into two groups in 2002. Volkswagen's first brand group consists of Volkswagen, Skoda, Bentley, and Bugatti. Audi's second brand group also includes Lamborghini and SEAT.
Volkswagen intends to increase its focus on core business, reduce production costs, and boost profitability. The corporation is considering a number of planned and business growth options, such as the divestiture of non-core business sectors and the introduction of new models. Volkswagen (2021). 
Product Data Management (PDM) at Volkswagen will expand engineering teams functioning in many sites across four continents. From the perspective of information technology, this broad regional split is seen in terms of information contact, management, and high accessibility.
Over the last five years, the Volkswagen Company has seen continuous earnings growth. However, the new tagline "Think Blue" will ensure that Volkswagen produces a better environmentally responsible product rather than just making money. This means that Volkswagen will be more proactive in terms of business and product sustainability and efficiency. Diess, H. & Osterloh, B. (2020).


Volkswagen Corporate Strategy

Corporate strategy is the level of strategy that includes the entire organization and is where choices are made on an organization’s general development and course. Corporate strategies are likely the most essential and inclusive level of a company's overall strategy.
Rieger, F., Japie Benadé, Nieuwenhuizen, V. and Institute Of Certified Bookkeepers (South Africa (2016). 

E-offensive achievements The ID.4 line of vehicles is positioned in the small SUV market sector, which is the largest in the world. Therefore, it represents a tactical turning point in the Volkswagen Group's electric effort. The ID.4 quickly gained popularity after its market debut in the spring of 2021. As a result, 163,000 vehicles were delivered in the same year, making the ID.4 the best-selling electric vehicle for the Volkswagen brand and the Volkswagen Group. Volkswagen Newsroom. (2019). 

Volkswagen builds electric vehicles based on the MEB at its facilities in Zwickau and Emden, and they are net CO2-neutral across the whole supply and production chain. The production of CO2 during the manufacturing process is minimized or eliminated if feasible. Climate protection strategies balance inevitable emissions. The ID.4 Pro 4MOTION maintains its climate-neutral status when powered by sustainably produced electricity, like Volkswagen Naturstrom. The company's pledge to retrieve and recycle the high-voltage batteries once they have served their purpose in automobiles is likewise in line with the sustainability approach.

Volkswagen's "Way to Zero" strategy. Volkswagen has embarked along the path to being climate neutral. As a result, CO2 emissions per automobile will be cut by 40% by 2030. The business wants to be climate neutral by 2050 as part of its "Way to Zero" initiative. By 2030, Volkswagen will sell at least 70% of its vehicles entirely electrically in Europe; this translates to well over one million vehicles. Furthermore, at least half of all new automobiles will be electric in China and North America. Volkswagen is introducing at least one new e-model annually to meet these objectives. Volkswagenag.com. (2018). 



Business Strategy and Types

A business strategy specifies how an organization intends to position itself, achieve its short- and long-term objectives, and grow through time. It draws on other essential corporate resources, such as the organization’s mission, vision, and values, to assist in charting its future course and achieving its goals. Johnson, G., Scholes, K., Angwin, D., Regner, P. and Whittington, R. (2020).

The concept of "cost leadership" is used when a business positions itself as the industry's lowest-cost producer or supplier of a specific item or service. Because the management must continually seek to reduce costs at every level to remain competitive, implementing the approach is challenging. Deshler, R. (2021).

A differentiation strategy is used by companies to attract clients by offering them something distinctively different from what their rivals could be selling in the market. Increasing competitive advantage is the critical goal of executing a differentiation strategy. LöserF., ZarnekowR. and GómezJ.M. (2015).

A focus strategy is a strategy for targeting a specific market segment with marketing and sales activities. This approach aims to take advantage of untapped or underdeveloped market sectors. Porter, M.E. (1985). 

	Business strategies applied in VW

Volkswagen was established with the goal of adopting a cost leadership approach, promoting a portfolio of products that are only marginally different from one another and relying on economies of scale to reduce costs and total asking prices.

Volkswagen continues to mass produce inexpensive cars for all sorts of customers today and has amassed a sizable set of businesses that serve these various car-driving demographics. Schmitt, B. (2016). 

Volkswagen aims to separate itself from the competition and answer the consumers' rising health worries. For instance, Volkswagen has expanded the variety of products it offers due to researching consumers' shifting preferences to set itself apart from rivals and broaden the range of business options. 
The company arranges its product offers to stand out and be distinctive from competing options through a generic differentiation strategy.
The business employs difference as a technique to lessen competition from other companies. 
Significant financial investments are made in marketing, advertising, and celebrity endorsement to set Volkswagen apart from other brands. Schmitt, B. (2016). 

The business utilizes the focus method to provide the highest value while keeping costs low. 
Therefore, the low-cost focus method is used. At the same time, the best value focus approach emphasizes the flavor, size, and design of the product that may most effectively meet the demands and expectations of the clients.
Vega, G. (2017).
Volkswagen continuously updates its branding strategies and makes modifications to the product design and packaging by concentrating on the product qualities to meet the client's psychological expectations and optimize value for money.


Evaluation of Volkswagen’s Business Strategy 

Volkswagen began its brand overhaul five years ago: The business has completely restructured itself with the “TOGETHER 2025+” strategy. They have redesigned their model lineup. Volkswagen has also made a firm commitment to e-drive vehicles. Volkswagen (2019). 

With the TOGETHER 2025+ Group strategy, which we strengthened in 2019, we are raising the impetus for attaining our strategic goals and sharpening our focus. The Volkswagen Group's strategic goal was also changed for this purpose.

"Shaping Mobility - for Generations to Come" aims to more actively influence the future of mobility while conserving it sustainably - for present and future generations.
Volkswagen seeks to make automobiles greener, quieter, more intelligent, and safer by utilizing electric propulsion, digital connection, and autonomous driving. 

Simultaneously, their primary product will become more emotional and will provide a new driving experience. As a result, the automobile may remain a cornerstone of sustainable, individual, and cheap mobility in the future.
Furthermore, the business is committed to the Paris Climate Agreement. 
We are one of the first in our business to commit to become carbon-neutral by 2050. Our vehicles, factories, and procedures are all part of this. Volkswagen Newsroom. (2019). 

The transition to e-mobility and digitalization is significantly influencing the vehicle industry. We have positioned ourselves to address this drastic change successfully: our brands' and regions' plans, as well as those of our functional areas, are consistently linked with the TOGETHER 2025+ Group strategy.

Volkswagen identifies five significant elements that focus on corporate governance, enhanced performance, expanded brand values, software, and staff management excellence.

Together with their integrity and compliance programmed Together4Integrity (T4I), our Code of Collaboration is a crucial pillar of the Group strategy.
This Code explains how cooperation occurs inside the Group and amongst people in their daily activities. The words "authentic," "straightforward," "open-minded," "as equals," and "together" encapsulate its fundamental ideals. T4I unites all activities related to integrity, culture, compliance, risk management, and human resources, forming a standard route toward a new corporate culture. Schmitt, B. (2016). 
[bookmark: _GoBack]
TOGETHER 2025+ Group strategy consists of continuous strategic decisions and particular modules targeted at protecting the Group's long-term future and creating profitable development.
Best Governance, Best Performance, Best Brand Equity, Software-enabled Car Company, and Excellent Leadership are the components. Volkswagen is constantly reviewing the state and development of these efforts to assess the defined metrics' aim attainment, significance, and applicability. This allows the company to adjust these courses to our company's ongoing evolution. annualreport2020.volkswagenag.com. (2020). 

The business is focused on creating a simplified corporate structure to manage the brands, continuously harness synergies, and speed decision-making processes in the Best Governance module. As a result, Volkswagen is ceasing our dialogue with key stakeholders and thoroughly evaluating whether we are still the right owner for our many brands and firms. 
In addition, the business wants our CO2 objectives to be measurable and our progress toward CO2 neutrality by 2050 to be public. In the future, Volkswagen will endeavor to acquire a leadership position in our sector in international ESG rankings, particularly in environmental, social concerns, and governance. Volkswagenag.com. (2018).

This will allow the Group to serve the market as a whole better. Based on these improvements, we will decide on each Group brand's future design, product range, and services, starting with our consumers' wants.
We are working in the Software-enabled Car Company module to make software development one of the Volkswagen Group's key capabilities. To do this, the organization combines existing knowledge, significantly increasing our resources and forming a dedicated organizational unit.
 
The Group's future car models will all be based on our cross-brand software platform. This strategy will allow for synergies between specific brands and vehicle projects. The goal is for the Volkswagen Group and its brands to be synonymous with interesting digital goods and services and the greatest automobiles. annualreport2020.volkswagenag.com. (2020).


Volkswagen is completely reorganizing management development and training and taking a more systematic approach to succession planning to ensure that the appropriate person is always in the right place at the right time within our Group. 
They are also establishing clear expectations for the Group's executives. These include increased customer focus, corporate accountability, effectiveness and outcomes emphasis, a culture of constructive dissent and a positive attitude to coping with mistakes. Volkswagen also wishes to expand diversity at all levels of the organization and is pursuing specific, quantifiable goals for increasing the share of female and international executives. Forbes. (2022). 



Critically analyze Volkswagen Business Strategy using SAF criteria 

Suitability 
The development of electric and driverless vehicles, as well as the expansion of its digital services, are the key focuses of Volkswagen's current corporate strategy. Due to the strategy's consideration of the opportunities and limitations faced by the automotive industry, including the growing demand for environmentally friendly vehicles, the requirement for autonomous driving, and the digitalization of services, it is suitable for Volkswagen's current environment.
Acceptability 
Given that it lowers risk and boosts returns from investments in electric and autonomous vehicles as well as digital services, stakeholders typically approve this strategy. Furthermore, because this plan follows the present trend of rising demand for green and autonomous vehicles as well as digital services, stakeholders are likely to approve it.
Feasibility 
This plan can be funded by Volkswagen and other investors, and the necessary resources can be acquired and incorporated, therefore it is realistic from a feasibility standpoint. The relevant individuals and their expertise are additionally present or attainable.

Overall, Volkswagen's present business strategy is therefore appropriate, agreeable, and practicable, making it a successful strategy.


Conclusions 
In order to acquire a competitive edge in the market, Volkswagen's corporate strategy during the past five years has concentrated on a number of important areas. The company's drive into electric vehicles, with the development and introduction of the ID.4 range of electric SUVs, has been one of the key components of this plan. By taking this action, Volkswagen was able to capitalize on the rising demand for electric vehicles, and the ID.4 has since emerged as the Volkswagen brand's and Volkswagen Group's best-selling electric vehicle.
Volkswagen's "Way to Zero" strategy includes a number of sustainability measures in addition to its emphasis on electric vehicles. This includes a target to achieve climate neutrality by 2050 and a 40% reduction in CO2 emissions by 2030. Volkswagen intends to sell at least 70% of its vehicles totally electrically in Europe and at least 50% of all new cars in China and North America in order to meet this goal.
Volkswagen's corporate strategy has also placed a strong emphasis on enhancing productivity and lowering production costs. This has involved both measures to streamline the business's operations and the sale of non-core business divisions. In order to remain competitive, Volkswagen has also released new models. In order to remain competitive in a market crowded with rivals, Volkswagen has mostly concentrated its corporate strategy over the last five years on increasing its position in the electric vehicle market, enhancing sustainability and economy, and launching new models.
Recommendations
One suggestion for Volkswagen's future environmental practices is to keep funding and growing its selection of electric vehicles. Global demand for electric cars is rising, and by concentrating on this market, Volkswagen may set itself apart from rivals and even acquire a competitive edge. Additionally, electric vehicles emit less carbon than other types of vehicles, which is in line with the company's sustainability objectives and may appeal to customers who value environmental responsibility.


Volkswagen may also take into account joint ventures or other forms of collaboration with businesses or groups that have experience with electric vehicle technology or charging infrastructure in order to further strengthen its competitive position in the electric car industry. This might broaden the company's reach and market presence while also enabling access to new technology and resources.
Volkswagen may also think about introducing supply chain management and more environmentally friendly production methods. This has the potential to not only assist the organization in achieving its sustainability objectives but also save expenses and boost productivity. The business could, for instance, consider incorporating eco-friendly products, cutting waste, and utilizing renewable energy sources in its manufacturing facilities. By doing this, Volkswagen can set itself apart as a responsible and sustainable business and perhaps draw in more environmentally sensitive customers.
Volkswagen can also think about emphasizing and increasing its investments in corporate social responsibility and transparency. This may improve the company's reputation and brand image while also fostering trust with stakeholders and customers. This might entail actions like conducting community outreach and social impact projects, as well as regularly reporting on sustainability progress.
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