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[bookmark: _Toc123396561]Introduction 
Volkswagen AG, sometimes known as the Volkswagen Group, has become one of Germany's most successful enterprises since it was founded by the German government in 1937. Volkswagen AG is often known as the Volkswagen Group (Hitt, Ireland and Hoskisson, 2019). Volkswagen is the second-largest carmaker in the world, second only to Toyota in terms of size, and has a 7.2% market share in the global vehicle industry. With a 9.2% market share of the whole automotive sector, Toyota cannot be surpassed on the global vehicle market (Baumgartner and Rauter, 2017). This report also examines other important internal and external factors, including the organisation's strategies and resources over the past five years, its implementation of sustainability through its management and operations, and strategic recommendations for the organisation to develop a competitive advantage in the near future. For instance, the research examines the organisational strategies and resources used throughout the previous five years.
[bookmark: _Toc123396562]Business Strategies used by Volkswagen
In the past five years, Volkswagen has made a number of important business strategies a top priority. These strategies include the development of an innovative product lineup, the strengthening of the company's research and development division, the development of strategic partnerships and acquisitions, the enhancement of the efficiency of marketing operations, and the aggressive expansion of the company on the international market. In addition, the organisation has implemented the aforementioned strategies, which will be of assistance to it in tackling a number of problems that have been brought about as a consequence of Michael Porter's five forces. On the European market, buyers are eager to acquire automobiles that are both compact and economical in terms of fuel use. In spite of these challenges, the organisation has grown substantially at the company's several manufacturing locations.( Hitt and R. Duane Ireland, 2019). The Volkswagen Group's sales increased by fifty percent between 2003 and 2008, which necessitated the creation of new efforts focused toward preserving and maintaining the company's rapid ascent. These new initiatives include: One of the five challenges mentioned by Michael E. Porter that Volkswagen has to surmount is the high level of competition that exists in the automotive sector. It is possible that the success of the firm may be attributed, at least in part, to the corporation's ability to form new alliances and introduce distinctive brands and products to the market (Tsalis et al., 2020). 
The period between 2003 and 2008 was a particularly remarkable one for the Volkswagen Group in terms of total sales. The company forecast that 2008 would be a banner year for sales, with 9 million electronic devices expected to be sent out into the world. By the year 2010, the corporation had set a goal to turn itself into an organisation that centred on the needs of its customers and was capable of controlling 10% of the economy worldwide. Because it uses technology that is less harmful to the environment in the process of manufacturing vehicles for the European market, Volkswagen Group has achieved great headway over the course of the last five years. In recent years, there has been a rise in the number of hybrid vehicles that are designed and assembled, and many of the industry's rivals have begun to participate (Henry, 2021). Hybrid cars are sold by competitors in the market by appealing to the buyers' environmental concern as well as their existing worldviews. They are worried about the products and services that will enter the market as a direct consequence of this strategy and replace their hybrid technology. The company has a significant advantage over its rivals due to the fact that it was the first to market hybrid autos. In addition to that, the corporation has expanded the size of its production facilities in order to guarantee a significant rise in overall market sales. Additionally, the organisation built its first factory during this time period as well (Shad et al., 2019). In the three years that have passed since the Volkswagen Group first established a factory in China, the company's production operations and plant footprint have expanded across Asia.
The company started increasing production by a factor of four beginning in the third year after it built the facility in China, going from 200,000 cars per year to 500,000 cars per year. The Volkswagen Group has expanded its business activities in India and Africa over the course of the last three years in order to reduce the likelihood of being seen as a competitor in the European market (Cillo et al., 2019). As part of the company's systematic approach to the market and the industry as a whole, between the years 2003 and 2008, the establishment of four additional facilities was undertaken. The Volkswagen Group has solidified its position as a formidable rival on the international market by establishing a significant foothold in both the North American and European markets (Missimer, Robèrt and Broman, 2017). 
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The Volkswagen Group has invested a significant amount of resources into establishing its current position in the industry and the community. The Volkswagen Group began as a modest German automaker but has since grown into a dominant force around the globe thanks to its extensive organisational resources and years of industry expertise. During the course of the last five years, the organisation has made efficient use of one of its resources, namely its workforce. As a result, managers and employees at the company's medium and higher levels are eligible to take credit for the company's success on a national and international scale. The number of people working for the company grows on an annual basis (Niesten et al., 2017).The company is transitioning into a new business model, and in order to staff it, it seeks to hire intelligent and hard-working individuals. Additionally, it does everything in its power to keep its current employees by providing them with competitive salaries and opportunities for promotion whenever it is in the company's best interests to do so. In order to evaluate whether or not the organisation is making progress toward its stated goals and objectives, upper management has to get performance data on an ongoing basis. The Volkswagen Group's management style may be described as autocratic, and as a result, workers are required to report to their respective divisions or management on a regular basis for performance evaluations (Grewatsch and Kleindienst, 2015). By using its knowledge in financial matters, the organisation has also been successful in raising money to support its growth and expansion. When compared to other German vehicle manufacturers, the company's current financial situation is favourable. In recent years, the company has been able to maintain its return on invested capital even though there has been a large increase in both sales and profits. This accomplishment was accomplished in spite of the growing global competition (Hawn, Chatterji and Mitchell, 2018). The firm was able to expand its operations all over the globe thanks to the support of new investments that had minimal initial capital needs in comparison to the returns they generated. This led to an increase in the company's profits (Lo and Liao, 2021). 
The corporation has used cutting-edge technology in order to generate money and sustain a profit margin over time. The organisation has become a well-known brand not only in Germany but also all over the world thanks to the resources that were previously stated (Shammi et al., 2020). The ability of a company to maintain its financial health and thrive in an industry that is always evolving is critical to the company's prospects for success on a global scale. If a corporation is not financially stable, it will lose customers and the public's faith in the things it sells.
Employees with high levels of education and intelligence have contributed to the organisation's success in branding, innovation, and marketing. This has resulted in the organisation gaining a competitive edge.
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When we talk about maintaining a system that takes into consideration the natural world, human civilisation, and the economics of the whole globe, we are referring to what we mean when we talk about environmental sustainability. The organisation is aware of the obligation that falls on its shoulders to ensure the continued viability of the natural environment and uses a wide variety of influences to shape the relevant systems and variables (Sroufe, 2017). As a direct consequence of this, the organisation developed a comprehensive sustainability management system. The organisation's policy is outlined in terms of the many functions, structures, and processes that make up the organisation. When seen from the perspective of the company, the management of sustainability is nothing less than a CIP, which stands for continuous improvement process.
The ability to strike a balance while simultaneously impacting mobility is now the most pressing issue facing the planet. It is not uncommon for there to be an inadequate supply of a resource while there is an excessive demand for that resource. This is analogous to how various factors, such as noise, accidents, traffic jams, the terrible air quality index, and parking space, have all reached or surpassed their respective limits in a number of different locations (Stevens et al., 2018). Residents will be less likely to leave their houses and participate in community events if there are not any reasonably priced modes of transportation available to them. The Volkswagen Group provides cutting-edge vehicle technology as well as innovative mobility services in order to not only fulfil the requirements and fulfil the expectations of its customers, but also to address regional traffic and environmental issues in rural and urban areas of the country, as well as global climate and environment concerns. When it comes to ensuring the long-term viability of the environment, the organisation places a significant amount of importance on the global cooperation of its many different external partners (Sullivan, Thomas and Rosano, 2018). The company, which is one of the most important automakers in the world, is obligated to follow and comply with stringent regulatory requirements in each and every market and region, as well as to work toward and meet the expectations of both internal and external stakeholders for the management of environmental sustainability (Wijethilake, 2017).
In this section, we will take a look at the progress made by the Volkswagen Group in four areas that were emphasised in its sustainability report.
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Volkswagen is committed to achieving the 2° C target set out in the Paris Climate Agreement as well as decarbonisation (Williams et al., 2017). The year 2050 was chosen as the goal year for carbon neutrality. The "goTOzero" goal statement of the Environmental Organisation asks for a carbon-free business model, which is commensurate with the commitment that Volkswagen Group has made to the preservation of the environment.

[bookmark: _Toc123396566]Circular economy 
The Volkswagen Group has in the past developed processes for recycling and reusing automotive components in order to reduce its own negative effect on the environment and advance the cause of the circular economy (Ziyadin et al., 2019).

[bookmark: _Toc123396567]Responsibility in business and supply chains 
Responsibility in the supply chain: The organisation is committed to performing all of its off-site business dealings and activities in a manner that satisfies its social and corporate responsibilities. In addition, the organisation plans to construct and put into action a comprehensive and well-organised system for the management of human rights in order to put an end to this predicament.

[bookmark: _Toc123396568]Workforce transformation report 
The Volkswagen Group has started an organised effort to transform its workforce by the year 2020. This will be accomplished by generating funding for training and development across the board. This will allow the Volkswagen Group to convert conventional car manufacturing facilities into electric vehicle production facilities. After this, a comprehensive investigation of the ways in which digitisation has influenced the workforce will be carried out (Ziyadin et al., 2019).
[bookmark: _Toc123396569]Recommendation 
Focusing on the organisation's shortcomings and the many threats to the organisation posed by the economy and competition is the primary driver of the organisation's success. The company is attempting to boost its market share by providing current customers with more pricing alternatives and by reaching out to new customers. There is integration between business units and managers in the organisation since the corporation is focusing on its failing departments and activities in an attempt to transform them into a lucrative and advantageous business unit for the firm.
Volkswagen Group should broaden its product range so that it can fulfil the needs and desires of customers wherever the firm operates as a strategy to boost the value of its global market position and industry success (Hawn, Chatterji and Mitchell, 2018). Other strategic suggestions or aspects that might help the firm stay competitive in the market include extending manufacturing of the company's core product to all of its operating nations and reducing the cost of its business operations via the use of outsourcing strategies. When picking between many alternatives, the organisation should consider particular criteria and variables, such as the practicability, sustainability, and acceptability of each option (Turna). Numerous plausible business ideas have been presented, which the corporation may use to expand its market share and profitability (Hitt and R. Duane Ireland, 2019). Joint ventures, expansions, and acquisitions, as well as investments in technology, should be the company's winning strategies, as they may reduce organisational risk and meet the requirements for acceptability, practicability, and sustainability . Volkswagen Group must discover, seize, and develop possibilities that will enable it continue to expand and realise the advantages of its rapid expansion due to its rapid growth. Even if Volkswagen Group's automobiles are seeing a daily increase in sales due to the company's R&D, Volkswagen Group should combine with other automakers to increase revenue and market share since the company's competitors are also doing better (Baumgartner and Rauter, 2017). 
[bookmark: _Toc123396570]Conclusion 
Volkswagen AG, often known as the Volkswagen Group, has become one of the most successful companies in Germany since it was established in 1937 by the German government. Volkswagen AG is frequently referred to as the Volkswagen Group (Volkswagen AG, 2022). Volkswagen is the second-largest automaker in the world, coming in second place behind only Toyota in terms of size, and has a market share of 7.2% of the worldwide automobile industry. With a market share of 9.2% of the automotive industry as a whole, Toyota dominates the worldwide automobile market and cannot be overtaken (Statista, 2022). This report also focuses on other significant internal and external factors, such as the organisation's strategies and resources over the past five years, its implementation of sustainability through its management and operations, and strategic recommendations for the organisation to develop a competitive advantage in the near future. The study, for instance, delves into the organisational tactics and resources that have been used over the course of the last five years.
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