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[bookmark: _Toc224930697]SECTION 1: Strategic  Report
[bookmark: _Toc224930698]1. Organisational Context and Overview
[bookmark: _Toc224930699]Company Background
The Volkswagen Group is regarded as one of the world's largest car manufacturers, with its headquarters located in Wolfsburg, Germany. The company was established in 1937, initially intended to produce affordable cars for the German market. However, it is more commonly known for introducing the Beetle, which brought mobility to the mass market. Over time, Volkswagen has evolved to be a global manufacturer of cars that is known to have various brands, including passenger cars, commercial and luxury cars (Volkswagen Group, 2024).
[bookmark: _Toc224930700]Mission, Vision and Business Model
The Volkswagen mission is focused on sustainable solutions for mobility and maintaining the innovativeness and quality. It has been broadening its perspective to the goal of becoming an electric vehicle (EVs) and digital mobility ecosystem leader, particularly after the reputational loss of an emissions scandal that shook the Volkswagen Dieselgate, which revealed unethical emissions systems, and re-focusing its strategic priorities (Jong and Vivian, 2022). It is a multi-brand operation framework of the business, and the market segment of the business venture entails economy, premium, and other business market segments. According to Volkswagen Group (2024), it has been making giant investments into electrification, software, and platform-based units of production in order to not only reap the benefits of economies of scale but also long-term viability.
[bookmark: _Toc224930701]Industry and Market Position
VW is an organisation that falls under the international car manufacturing industry, which is characterised by high rates of technological changes, stringent environmental regulations and ruthless competition. The main competitive forces include Toyota Motor Corporation, Tesla, Inc., and BMW Group. The competing areas of these firms are in innovation, price, brand recognition and sustainability programmes.
Volkswagen has a strong brand name, global presence, and production, which have enabled the company to stay firm in the market. However, a change of paradigm to the process of electrification and digitalisation is occurring in the industry, and it will require significant strategic changes. The current focus on electric mobility and sustainability has been used by the company to remain competitive when faced with past challenges and will position it as an intermediary between the past of developing the car engine and the future mobility services provider (Volkswagen AG, 2025).
[bookmark: _Toc224930702]2. External and Internal Environment Analysis
[bookmark: _Toc224930703]2.1 External Environment Analysis (PESTEL)
[bookmark: _Toc224930704]Political Factors
Government regulations are one of the instruments of strength as a driver of the strategic direction of Volkswagen Group. The influence of the emission standards, environmental policies and international trade agreements on the production processes and strategies of the expanding market is a direct one. Talking about the regulatory scrutiny, following the scandal of the Volkswagen Dieselgate, the governmental control in all countries was tightened to an even greater extent, and the company turned even more rigorous in fulfilling its compliance requirements (Jong and Vivian, 2022).
In Europe, as the CO2 emission amounts are becoming stricter, the company has been compelled to accelerate its transition to electric cars (EVs). The subsidies and incentives to buy EVs adopted by the states of the major markets, including Germany, China, and the United States, impacted the strategic choice of Volkswagen favourably in terms of electrification. Its operations are diffused in over 150 countries and over 100 production facilities, which implies that, in case of an upheaval in international relationships, the cost frameworks and performance rates of the functioning can be severely affected (Volkswagen Group, 2024).
[bookmark: _Toc224930705]Economic Factors
The automobile business is highly cyclic and sensitive to the macroeconomic factors such as the GDP, inflation and interest rate worldwide. Volkswagen possesses its own financial performance, which shows its strength and vulnerability to the forces of the economy. As the Volkswagen Group Annual Report (2024) shows, the organisation has already attained its income of approximately 322 billion, which testifies to the fact that the company is still not in financial difficulties due to the dynamics of economic insecurity on the planet.
The upward trend in inflation and interest rates has reduced consumer purchasing power, particularly in the up-and-coming economies. There is also a sharp increase in the cost of the raw materials, especially the lithium, cobalt and nickel that are utilised in the EV batteries, which is placing pressure on its production cost and profit margin. Currency fluctuations are another external factor that affects the operational profits of Volkswagen, as the company is widely spread across the world. VW has been able to perform relatively well despite these issues with diversified revenue bases across brands and regions, having a restaurant health, irrespective of these problems (Volkswagen Group, 2025).
	Factor
	Summary (Volkswagen Group)

	Political
	Strict government regulations and post- policies drive compliance and accelerate EV strategy.

	Economic
	Inflation, interest rates, and rising raw material costs impact profitability despite strong global revenue performance.

	Social
	Increasing environmental awareness boosts demand for EVs, while trust recovery remains crucial after Dieselgate.

	Technological
	Significant R&D investment supports innovation in EVs, autonomous driving, and digital transformation.

	Environmental
	Pressure to meet global climate goals, like the drive for carbon neutrality and sustainability initiatives.

	Legal
	High legal compliance costs and stricter regulations have intensified following Dieselgate-related penalties.


Table 1: PESTEL Summary of Volkswagen
(Source: Self-developed)
[bookmark: _Toc224930706]Social Factors
The social trends have significantly changed the automotive industry's consumer behaviour. The increased level of environmental awareness has led to the demand for sustainable mobility, which is predominantly electric and hybrid vehicles. VW has responded to it by diversifying its EV line because over 770,000 units of electric cars have reached customers across the globe in 2024, which means that people have gradually embraced sustainable ways of transportation (Volkswagen Group, 2024). In addition, people's cognition in that situation was considerably affected by the Dieselgate scandal, which is why business ethics and transparency can not be neglected. This orientation has compelled Volkswagen to concentrate on corporate social responsibility (CSR) and restore trust through its sustainability programmes and improved forms of corporate governance (Doni et al., 2022). 
[bookmark: _Toc224930707]Technological Factors
Technological innovation is a very crucial aspect in the struggle in the automotive industry. VW has also led in spending on its research and development; now it spends over 21 billion every year, on innovation and digitalisation (Volkswagen Group, 2024). The company is focusing on autonomous driving systems, electric mobility, and connected vehicle systems. The digital transformation has become the best strategy and integration of software platforms, and the process of decision-making relies on data. Vaia et al. (2022) believe that through the means of digital governance, organisations like Volkswagen can be in a better position to adjust to the dynamic business environment, and as a result, become more flexible and structured. However, technological development is not that easy either. 
[bookmark: _Toc224930708]Environmental Factors
Environmental sustainability is concerned with the VW environment. The company is being continuously pressured to reduce greenhouse gas emissions and comply with the world climate targets, such as the Paris Agreement. VW also has a target of achieving carbon neutrality by 2050 and has already invested in mobility in the electric and renewable energy solutions (VW Annual Report, 2023). Way to Zero strategy that the company has proclaimed is intended to reduce emissions in the entire value chain, or the production, supply chain and product lifecycle.  
[bookmark: _Toc224930709]Legal Factors
The legal considerations are still of great importance in structuring the strategic choices of Volkswagen. Dieselgate is regarded as one of the biggest corporate scandals in automotive history because it paid fines, settlements, and court costs to the tune of more than 30 billion (Jong and Vivian, 2022). This has brought about more emphasis on compliance, transparency and corporate governance. The operations are complicated and expensive due to the continuous regulatory provisions in the domains of emissions requirements, car safety, and data security. In addition, the new legal challenges affect the introduction of digital technologies and, in particular, concern the privacy of data and cybersecurity. VW must ensure it is always evolving, in regard to the changing legal environments, in the pursuit of avoiding both financial and image risks.
[bookmark: _Toc224930710]2.2 Critical Success Factors and Strategic Challenges
[bookmark: _Toc224930711]Critical Success Factors
There are several success factors that are essential to the retention of the competitiveness of Volkswagen. This has not abandoned the innovation ability, particularly regarding the design of electric automobiles and digital technologies. The company possesses an advantageous international brand portfolio with premium and mass-market segments that increase its market penetration and consumer base. VW also possesses operational efficiency and economies of scale that have rendered it a successful one. High volumes of production and distribution networks have also been favourable to the company because over 9 million vehicles have been distributed by the company to different parts of the world in 2024 alone (Volkswagen Group, 2024). Furthermore, the influence of sustainability leadership and partnership is becoming increasingly important as the global community, consumers, and regulators need responsible business operations (Doni et al., 2022).
[bookmark: _Toc224930712]Strategic Challenges
There are several strategic challenges facing VW and its strengths. Electric mobility conversion means a gigantic financial investment, and the business seeks to surpass a greater capital spending of over 180 billion in electrification and digitalisation by 2030. This change is not only limited to the transformation in technology, but it also involves organisational redesign and reskilling of the workforce. The price, innovation, and market share of the established and new car makers, such as Tesla, Inc., are subject to strong competition between the old and the new entrants in the market. In addition to this, disruption in supply chains, particularly semiconductor supply, has also been affecting the capacity of production over the past couple of years. Volkswagen would be forced to participate in continuous odds to demonstrate its stakeholders' transparent ethical practices to win their trust once more. 
[bookmark: _Toc224930713]2.3 Internal Environment Analysis
[bookmark: _Toc224930714]Resources and Capabilities
The strategic objective of the Volkswagen Company has a good source of tangible and intangible resources that facilitate the strategic objectives. It has a global network of production units that consists of over 100 production units offering scale production. The company has a good revenue base economically, which provides the capability to make endless investments in innovation and sustainability projects. VW is even more competitive because intangible resources such as brand recognition, intellectual property and technological expertise exist.
[bookmark: _Toc224930715]Core Competencies
Innovative engineering, lean production, and management of multiple brands are the three key competencies of Volkswagen. Its mod platform technology, such as the MEB platform on electric vehicles, makes it cost-effective and capable of being used on other models. The competencies increase due to the electric mobility and digital transformation of the company, which enhances its competitiveness within the fast-changing industry. Its efficient network distribution system and supply chain management worldwide have also contributed to the effectiveness of operations.
[bookmark: _Toc224930716]2.4 VRIO Analysis of Strategic Capabilities
[bookmark: _Toc224930717]Value
The resources of Volkswagen are value-generating since they enable being innovative, cost-effective and responsive. Its research and development, and online technologies investment can be viewed as the addition of competitive services and products, depending on the market trends.
[bookmark: _Toc224930718]Rarity
Volkswagen's business is a relatively rare commodity based on the size as well as the scope of the enterprise. It possesses a market-strategic flexibility and coverage by its ability to deal with various brands in various sections of the market.
[bookmark: _Toc224930719]Imitability
The years of experience, brand loyalty, and global infrastructure of Volkswagen are difficult to counter as much as some of the capabilities of the company, including the manufacturing processes, are replicable. These are among the reasons why it will gain a competitive advantage in the long run.
[bookmark: _Toc224930720]Organisation
The Volkswagen structure has assisted the company in efficient utilisation of its resources. The introduction of digital governance structures makes the company more agile and enhances the decision-making models, which enables the response to the dynamic environment on the market (Vaia et al., 2022).
	VRIO Factor
	One-Line Analysis (Volkswagen Group)

	Value
	Strong R&D investment and digital capabilities create value through innovation, efficiency, and market responsiveness.

	Rarity
	Large-scale operations and a diverse multi-brand portfolio provide relatively rare market coverage and flexibility.

	Imitability
	Brand reputation, global infrastructure, and experience are difficult to imitate, though some processes can be replicated.

	Organisation
	Effective organisational structure and digital governance enable efficient resource utilisation and strategic agility.


Table 2: VRIO Analysis of Volkswagen
(Source: Self-developed)
[bookmark: _Toc224930721]2.5 Internal Strengths and Competitive Advantage
The competitiveness of Volkswagen in terms of the sustenance of the competitive advantage relies on its internal strength. It can compete efficiently in a number of market segments due to its high financial performance, extensive international presence, and brand mix and diversification. The company is a visionary organisation as innovation and sustainability enable it to continue following the trends in the industry. Strategic positioning of Volkswagen has also been facilitated by organisational change and leadership. Transformational leadership approaches emphasise flexibility, creativity and stakeholder engagement that are essential when managing disruptions in an industry (Eaton et al., 2024). In order to stay competitive, the governance, ethical and technological capabilities should be continuously enhanced, though.
[bookmark: _lma6q3yebgjc][bookmark: _Toc224930722]3. CSR & Sustainability
The corporate social responsibility (CSR) policy of Volkswagen belongs to a larger sustainability and change program, and Volkswagen is more concerned with such factors as environmental protection, social responsibility, and transparency in governance. The company is concerned with the electrification process, decarbonisation, DAE and less resource-consuming manufacturing processes. The EPS's significant ESG initiatives are the Environmental Protection in Production (UEP) programme and the Zero Impact Factory (ZIF) idea that enables it to reduce its emissions, energy, water and waste in its global operations.
[image: ]
Figure 1: Volkswagen’s Environmental Protection in Production (UEP) and Zero Impact Factory (ZIF) sustainability targets (2010–2050)
(Source: Volkswagen Group, 2024)
A sustainability development of the organisation is also offered in Figure 1, which indicates that the environmental impact of the organisation has decreased by 25% in 2010 to 2018 and to 45% in 2025. It is a sign of a systematic and quantifiable environmental performance, which demonstrates how sustainability objectives have been embedded in operation and long-term strategies (Volkswagen Group, 2024).
These initiatives are highly aligned with the business goals of Volkswagen and, particularly, its transition to electric mobility and sustainable innovation, especially in a strategic manner. Such alignment enhances compliance with the regulations, brand image, and ease of competition in the car market (Li et al., 2023). The empirical evidence of the role of changes in strategy is proven by the fact that climate, CSR and environmental intellectual capital input have a tremendous effect on innovation and business survival in the long run, and therefore such endeavours should be seen as strategic (Lukin et al., 2022).


However, the main question that concerns the authenticity of the CSR by Volkswagen is urgent. Even though the current initiatives are much better than before, the past scandals related to emissions suggest that the elements of CSR can also be utilised as the reputational healing instruments rather than being considered a value-oriented promise.
[bookmark: _3xwaq5t11yto][bookmark: _Toc224930723]4. Balanced Scorecard
Balanced Scorecard provides a holistic framework that can be used to assess the strategic performance of the clients at Volkswagen by considering both financial and non-financial variables in accordance with the long-term transformational agenda of the company.
In financial terms, the goal of Volkswagen is to sustain positive growth rates in revenues and profitability through the fluctuations in the market. The KPIs are operating margin, revenue growth and return on investment. The long-term objectives of the organisation are constant margins and growth, depending on the policies of electrification and premiumisation (Volkswagen Group, 2024). The additional financial prowess is also covered with the cost optimisation and platform standardisation operations that will be adopted to remain able to withstand the adversarial environment (Volkswagen Group, 2025).
The customer perspective focuses on retention, satisfaction and recognition of the brand. Customer satisfaction rates, brand perception and repeat purchase are the KPIs. As part of building trust, sustainable mobility and high-quality products are components of its activities at Volkswagen. The brand online awareness development and the strategies of electric vehicle development are illustrations of strategic actions that can be correlated with the results that the corporate image is a major driver of consumer purchasing behaviour (Sanchez-Iglesias et al., 2024).
Regarding the internal business process, Volkswagen concentrates on the following spheres: operational efficiency, innovation, and integration of sustainability. The efficiency of production, the quantity of emissions per vehicle, and the degree of innovation are some of the KPIs. The objectives are goal-oriented and oriented towards the reduction of negative environmental impact and maximisation of productivity. The notion of a zero-impact factory and the idea of a circular economy help to become resource efficient and greener with regard to the environment (Gebler et al., 2024). And the round stakeholder engagement also contributes to the sustainability in the operations processes (Fobbe and Hilletofth, 2023).
The learning and growth perspective emphasises the workforce competency, organisational culture and innovation. Some of the KPIs include skills training to employees, training in digital skills and the capacity to innovate. Sustainability consciousness and sustenance through reskilling programmes and practices of stakeholder engagement are ensured, and promote the value of Volkswagen, adding flexibility and value addition in the long term (Gagne et al., 2022).
[image: ]
Figure 2: Volkswagen Group Strategic Imperatives and Core Strategic Pillars
(Source: Volkswagen Group, 2024)
The three pillars in the strategic priorities of Volkswagen include customer focus, organisational capability, and foundational efficiency. It is presented in Figure 2 that displays such strategic imperatives as portfolio optimisation, technological leadership, AI transformation, and sustainability elevation. All this evidence indicates that Volkswagen is undertaking a combined policy to ensure competitive advantage through innovation, efficiency in its operations and long-term resilience.
	Perspective
	Objectives
	KPIs
	Targets
	Strategic Initiatives

	Financial
	Revenue growth, profitability
	Operating margin, ROI, revenue growth
	Stable margins, increased EV revenue
	Cost optimisation, EV investment, platform standardisation

	Customer
	Satisfaction, retention, brand value
	Customer satisfaction, brand perception, repeat purchases
	Improved loyalty and brand trust
	Digital engagement, EV portfolio expansion

	Internal Processes
	Efficiency, innovation, sustainability
	Production efficiency, emissions per vehicle, innovation rate
	Reduced environmental impact, improved efficiency
	Zero Impact Factory, circular economy practices

	Learning & Growth
	Skills, culture, innovation capability
	Training hours, digital skills, innovation capability
	Workforce upskilling, innovation culture
	EV training, stakeholder engagement, and sustainability awareness


Table 3: Balanced Scorecard for Volkswagen
(Source: Self-developed)
[bookmark: _9rgwmjmksy4w][bookmark: _Toc224930724]5. Strategic Choices & Implementation
The hybrid orientation adopted by Volkswagen is a strategic decision involving differentiation by the business level, with a combination of corporate-level growth strategy to guarantee the company has a competitive advantage in a highly dynamic automotive industry. The major levels, in which the organisation's learning focuses, at the business level, include differentiation strategy in terms of technological innovation, the quality of the products and brand positioning. The transition to the production process in electric vehicles (EVs), the virtual world, and high-order production systems significantly contributes to the value creation and enables Volkswagen to be a person in the crowd. With Industry 4.0 technologies, it is possible to remain efficient and automated and make the utilisation of data-driven decisions, thereby increasing operational resilience and performance (Nagy and Lazaroiu, 2022). In addition, the focus on the implementation of the principles of the circular economy fosters the differentiation in terms of sustainability through the increase of resource efficiency and reducing the negative effects on the surrounding environment (Yu et al., 2022).
Watanabe (2010) notes that the corporate-level approach of Volkswagen is to become diversified, expand and develop the market to enable the attainment of long-term growth. This differs in its investments in EV technologies, battery manufacturing, software services, and mobility solutions in a way that the organisation can alleviate the dependence that it had on the markets of internal combustion engines. The growth strategies are also reflected in the development of its global production platform and increased incursion into the emerging markets and high-growth markets. It expands its business based on the need to find new categories of clients and accelerate the proliferation of EVs in different geographical regions. These strategic directions are in sync with the transformational changes in the European automotive market that require companies to reposition themselves in the rearranging global value chains (Pavlinek, 2022). In the case of electrification, it has additionally increased regional adaptation and integration of new production systems (Pavlinek, 2023). In addition to that, the compliance with the system of sustainability, such as the EU taxonomy, reinforces the bridges between Volkswagen and climate neutrality objectives and improves its capacity to get climate-neutral funds (Schutze and Stede, 2024).
The most suitable strategy direction for Volkswagen is the differentiation-based growth strategy, where diversification is involved in sustainable and digital technologies. Such a dual approach can assist the organisation to maintain its premium status earnestly to respond to regulatory demands, technology, and to meet the changing needs of the people. It is also an assurance of long-term competitiveness since it aligns its innovation abilities with sustainability objectives.
Volkswagen has been subjected to a massive organisational change that is geared at electrification, digitalisation and sustainability. Evidence of this has been witnessed in highly structured forms of the company through massive investments, refocusing and building capabilities. It has not been smooth sailing, however. The international character of the operations, historical systems and reliance on the supply chain have slowed down the implementation rates in certain locations. Irrespective of these restrictions, Volkswagen has accomplished important achievements in expanding the portfolio of EVs and embracing sustainability in business and operations. Overall, the organisational change management can be rated as progressive but dynamic, implying the balancing between the strategic ambition and business realities.
	Strategy Level
	Strategy Type
	Key Focus
	Implementation Approach
	Outcome

	Business-Level
	Differentiation
	Innovation, EVs, digitalisation
	Industry 4.0 technologies, circular practices
	Enhanced competitive positioning

	Corporate-Level
	Diversification
	EVs, batteries, mobility services
	Investment in new technologies
	Future growth potential

	Corporate-Level
	Expansion
	Global markets
	Production network expansion
	Increased market presence

	Corporate-Level
	Market Development
	New segments, EV adoption
	Regional market penetration
	Broader customer base


Table 4: Strategic Choices and Implementation of Volkswagen
(Source: Self-developed)
[bookmark: _bf4v8hcift0s][bookmark: _Toc224930725]6. Strategic Evaluation & Recommendations
[bookmark: _nj9xi2774zjm][bookmark: _Toc224930726]6.1 Strategic Evolution
The turning point of the strategic development of Volkswagen is when the company, which was focused on the internal combustion engine, became the provider of mobility on the concept of sustainability and technological advancement. The competitive advantage of the organisation was traditionally based on the mass, the engineering perfection, and the products created worldwide. However, the increasing environmental, regulatory and technological disruption has compelled Volkswagen to reconsider the strategic priorities of integration of electrification, digitalisation and sustainability. This shift can be specifically seen in its large-volume investment in electric vehicle (EV) and battery technology and software development, which is intended to change its long-term value promise.
The transition to EV manufacturing has also required a change in the organisation of the global value chain of Volkswagen. The reorganisation of the relations with suppliers and resettlement of the production chains are signs of the general redesign of the automotive industry, where the companies in the sector should meet the peculiarities of the technologies and the environmental aspect (Pavlinek, 2023). At the same time, the technologies of Industry 4.0 have provided the enhancement of efficiency in the operations, enabling the advancement of automation rates and making more judgments relying on the methods in the manufacturing processes (Nagy and Lazaroiu, 2022).
	Strengths
	Weaknesses

	Strong global brand and market presence
	Complex global operations

	Investment in EVs and innovation
	Dependence on legacy systems

	Advanced manufacturing capabilities
	Uneven transformation across regions

	Opportunities
	Threats

	EV market growth
	Intense global competition

	Circular economy integration
	Regulatory pressures

	Industry 4.0 and digitalisation
	Supply chain disruptions


Table 5: SWOT Analysis of Volkswagen
(Source: Self-developed)
In line with this, the strategic development of Volkswagen has been a complex and unequal one. The supply of sustainability, such as but not limited to the circular economy and zero-impact production system, remains unevenly distributed across different regions and processes of operation (Gebler et al., 2024). Also, the pace at which change is evolving is grappling with old systems and organisational inertia. The evolving business strategy of Volkswagen, however, demonstrates a promise of commitment towards aligning itself with the global trends in sustainability and competitiveness in the rapidly changing business environment.
[bookmark: _fklwobke2eh7][bookmark: _Toc224930727]6.2 Recommendations
To enhance its strategic position, Volkswagen should be more specific towards the general implementation of the elements of the circular economy in its global supply chain. As much as this is being done despite the improvements made, a better coordinated approach should be provided in order to make it coherent and effective. According to the studies, the effectiveness of stakeholder engagement on the systems of circle enhances the realisation of the performance of sustainability and efficiency of operations (Fobbe and Hilletofth, 2023). Due to the proximity of cooperation with suppliers and partners, Volkswagen will manage to optimise the resource utilisation, reduce the amount of waste and enhance the resilience of the supply chain.
Second, Volkswagen must accelerate the process of the digital transformation by disseminating Industry 4.0 technologies across all its production facilities. In spite of the improvements, disparities in the implementation limit the opportunities of the organisation to exploit data-driven capabilities to the maximum. The production can be simplified and costs reduced with higher technologies such as artificial intelligence and predictive analytics, as well as contribute to innovation, to become more competitive (Nagy and Lazaroiu, 2022).
Thirdly, the organisation should be more tactical in conforming to the regulations of sustainability and financial frameworks, namely, the EU sustainable finance taxonomy. Compliance can not only be achieved by getting corporate strategy in line with the regulatory expectations, but it can also be more likely to access green finance and can also be more effective in attracting investors (Schutze and Stede, 2024).
Finally, Volkswagen should streamline its business operations in the global arena to increase strategic agility and reduce complexity. Improved response to strategic actions, fewer systems that require implementation and alternative ways to address issues will be easier due to the simplification of organisational structures and reduced dependency on old systems. All these suggestions would leave a realistic and theory-founded roadmap of changes that can help Volkswagen to enhance its performance in long-term competitiveness and sustainability.
[bookmark: _6a0hhgov0wlq][bookmark: _Toc224930728]SECTION 2: Reflective Report using Gibbs’ Reflective Cycle
The critical analysis under the Reflective Cycle in this reflective report was used in the preparation of the strategic management report on Volkswagen. The model offers a paradigm and system approach that enables a thorough evaluation of the learning experiences in six steps, and they include description, feelings, evaluation, analysis, conclusion and action plan. All steps contribute to a deeper look into oneself as they effectively allow seeing the strong and weak points and seeing what can be improved. Use of this model makes it easy to develop critical thinking and self-awareness, which is much needed at the post-graduate level of study. Moreover, it enables the integration of the theoretical and the practical experience and leads to the improvement of the entire learning experience. It is thanks to this in-depth process that the reflection is not merely a simple description, but helps to think more wisely and autonomously and draw more informed conclusions and future improvements. It aligns with the belief that Gibbs model of reflection can be used to enhance reflective writing and ensure that academic development is significant (Aneeis Hashim et al., 2023).
Description
The assignment of completing this report involved the decision of Volkswagen as the focus organisation, and further strategic research with the set of frameworks that comprised PESTEL, VRIO, Balanced Scorecard, and SWOT. The process of conducting research required a huge amount of academic literature, industry reports, and corporate publications to compose a thorough insight into the internal and external environment of the organisation. The analysis was developed to follow the specification of analysis in accordance with the logical flow of the organisational setting, to strategic analysis and recommendations. Reflective practice has also contributed to the report writing because it has allowed us to continuously review the approach taken in the research and its analytical rigour (Lee and Hales, 2022).
Feelings
The task appeared as a complex and sophisticated process initially because the selection of strategic models and the necessity of their critical analysis were post-graduate. The challenge on the level of analysis that was required and the means of integrating theory and practice were dubious. The extent of confidence, as the research, however, increased particularly when it came to applying a strategic framework to real organisational circumstances. The intellectual progression in the shape of learning the academic sources and achieving the information assisted in experiencing the intellectual progress. This has been enabled through the reflective practice that encouraged self-awareness and critical thinking throughout the course of the assignment (Sherwood et al., 2025).
Evaluation
The overall process was effective in coming up with a well-detailed and coordinated analysis of strategy. One of the best strengths was the ability to integrate different theoretical perspectives to provide a full picture of the strategy of Volkswagen. This has enhanced the quality and reliability of the analysis since trustworthy academic sources have been employed. However, there might be certain negative aspects. The automotive industry is multifaceted, and the scope of the operations with which Volkswagen operates made it hard to go down the rabbit hole and cover the area which had to be covered. In addition, the process of prioritisation of the content had to be extremely attentive whenever a strong need arose to regulate the quantity of words to be employed during critical discussion.
Analysis
There is the reflective process, which talks about the importance of having a methodology in research and analysis. The application of the model of Gibbs gave the opportunity to think logically because it encouraged the process of constantly evaluating the process and the conclusions. Analytical skills were gained during the study of the academic literature, in particular, the skill to relate theoretical materials and practical implementation. The other significant lesson of the reflection was that self-guided learning was essential in advanced learning since independent research and critical analysis were essential in attaining a high degree of task attainment (Dutta et al., 2023). Additionally, the abilities associated with the synthesis of different sources and logic of the arguments attest to the development of the higher-order cognitive skills which are required at the postgraduate level.
Conclusion
In conclusion, it can be noted that the practice of writing this report has made the process of strategic analysis and critical thinking much easier. I applied the Reflective Cycle that Gibbs developed, which served as a systematic model to discuss the positive and negative characteristics. Even though the report succeeded in meeting the assessment requirements and demonstrating the usage of strategic models, the process of further enhancing the attainment of the in-depth analysis and argumentation that should be shorter is possible. The experience has established the quality of reflection practice in enhancing performance and career development in academics.
Action Plan
Improvements will be made to some extent regarding future assignments. First of all, it will place more emphasis on the initial planning and time management to allocate more time to the utilisation of the critical analysis and refinement. Second, an attempt will be made to raise interest in academic literature, particularly through the incorporation of journal articles that are more recent and impactful. Third, the analytical skills will also be expounded, since the focus will be on critical analysis rather than descriptive writing. Also, reflective practice will be used as a continuity improvement tool, which facilitates self-directed learning and academic development. Having been introduced to such strategies, the work of the future will become more explicit, profound, and critical, and more similar to the demands of a postgraduate study.
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