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Strategic management is a business strategy which clarifies the business objectives, and goals, and creates plans for how those objectives can be achieved. The key purpose of Strategic management is to offer overall direction to the business by developing a schedule, plan, and policies to achieve the motive and then allocating resources to implement the plan (Rabetino et al., 2021). The strategic management report is based on the Volkswagen (VW) Company and discusses the chief business tactics of the respective corporation over the past five years. The potential and resource utilization of the corporation over the past five years are discussed in the report along with an evaluation of its competitiveness of VW in the marketplace. At last, recommendations are offered to enhance the competitiveness of VW in the future. 
ABOUT VOLKSWAGEN 	
VW is an automotive industry corporation recognized in the year 1937 by the German Labour Front. The company operates on a global platform and offers consumers a variety of products including Vans, commercial vehicles, trucks, buses etc. VW employs around 662,570 staff which adds to the business by generating huge revenues and business profitability. The company is considered one of the largest car manufacturers in the world and purposes to offer attractive, safe, and environmentally sound vehicles (Volkswagen, 2022). 
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VW brand is a driving change in the business strategies by developing software and business digitalization to enhance customer experience. The company was considered one of the largest car manufacturers in the world and the business strategies played a vital role in the achievement of the position. Before analysing the business strategies of VW, it is essential to examine and evaluate the influence of external business factors on the company (Casañ et al., 2021). Below is the PESTLE analysis of the UK automotive sector.
PESTLE ANALYSIS  
Pestle analysis is a framework used to understand the external factors available in the marketplace and their impact on a specific industry or company. The analysis is as follows-
	Political factors 
	· Brexit and the COVID-19 pandemic affected the functionality of the automotive industry on the global platform.
· Safety and emission policies along with political stability are a growth factor in the automotive sector (Casañ et al., 2021). 

	Economic factors 
	· The Lockdown and shutdown of the manufacturing businesses impacted the economy of the automotive sector businesses. 
· The increasing employment rate in the UK marketplace is one of the growth factors for the VW Company. 

	Social factors 
	· The increased popularity of driving and popularity growth rate is a growth factor for the automotive sector in future. 
· Changing trends like sustainability and demand for eco-friendly cars is a growth factor (Casañ et al., 2021). 

	Technological factors 
	· Increased demand for self-driving cars, electric cars and improved safety is a growth factor. 
· Rapid technology advancement and consumer demand for advanced services are a threat. 

	Environmental factors 
	· An important level of pollution and carbon emission through vehicles is a threat to automotive sector businesses (Friesendorf and Uedelhoven, 2021).
· Sustainability and eco-friendly policies and enhanced consideration for the same boost growth opportunities. 

	Legal factors 
	· Change in policies for carbon emission and pollution is a threat that affects the position of VW Company. 
· Policies related to sustainability and the environment is a growth opportunity for the automotive sector businesses. 


  
KEY BUSINESS STRATEGIES OF VW
Based on the analysis and evaluation of the external business factor it can be said that VW Company has varied threats and growth factors in the business environment. The business strategies used by the VW Company over the past five years and the reasons for the changes in strategy are presented below-
The chief business strategy of the company is business expansion and growth which made VW one of the major players in the global international market. The goal of the company focuses on the technologies and customer satisfaction those results in the volume of purchases and returns. Before the "diesel gate" scandal erupted in 2015 the motive of the company was to enhance brand recognition and business profit (Friesendorf and Uedelhoven, 2021). The High Court claimed over the installation of the emission cheating devices in the vehicles degraded the trust and recognition of the brand in the marketplace. Rating to VW Company based on the sustainability and environmental factors affected the value of the vehicles. It can be said that the political, environmental, and legal factors played a vital role in changing the business strategy. Consideration of sustainability in the automotive sector let the VW Company modify its business strategies to sustainability. Another reason for the change is to regain and build trust and faith among the people by offering more sustainable and eco-friendly products and services (Friesendorf and Uedelhoven, 2021).
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To examine the effectiveness and positioning of the company in the business marketplace, it is essential to examine and evaluate the key strengths and weaknesses. The examination of the potential and flaws adds to defining the recognition and power of the specific company in the market (Chen and Zhong, 2022). To examine the capabilities and resources of VW Company, the SWOT analysis model is used and is as follows-
SWOT ANALYSIS  
SWOT analysis is a tool used for in-depth analysing of the individual or company along with examining the growth opportunities and threats in the future. The analysis of the capabilities and resources of VW Company is as follows-
Strengths: brand portfolio is one of the key strengths of Volkswagen that makes the company a strong player in the automotive sector. The company owns brands like Audi, Skoda, Bentley, Bugatti, Lamborghini, Ducati, and Porsche. Another factor that makes the company more recognised and a strong player in the market is its manufacturing capacity. The company owns 118 manufacturing plants on global level and manufactured around 8.9 million vehicles in 2020. Another concept that makes the company stronger and more recognised in the marketplace is the international presence and strong employee base (Chen and Zhong, 2022). The company operates in around 153 countries and employs approximately 662,570 staff representing its world-class presence. The offering of financial services like insurance, banking, leasing, and financing also reflects the vast brand portfolio. 
Weaknesses: the emission scandal in 2015 was one of the major factors that affected brand recognition and respect in the marketplace. Around eleven million vehicles were considered dangerous and returned to the brand which affected the sales as well as brand reputation. The distrust affected the reputation of the brand (Benzaghta et al., 2021). The high dependency of the VW company on the market of China and its low market share in the US automotive sector is another weakness that affects the sales and business profitability. High branding costs for the luxury vehicle brands like Porsche and Bentley directly affect business profitability. 
Opportunities: the automotive industry and present trends conduct varied growth opportunities for the VW Company to remain recognised and competitive. Innovation and invention with time are one of the most effective ways to grow a business (Benzaghta et al., 2021). VW Company can conduct electric vehicles, self-driving technologies, flying vehicles or eco-friendly vehicles to rebuild a trustworthy and respectful image in the market. Business expansion is another factor the company can consider as a growth opportunity. VW Company can enter unpinned regions or can expand the business to already present markets. Technology consideration and advancement are other factors that can contribute to the growth, progress, and recognition of VW in the international market (Chen and Zhong, 2022). 
Threats:  important level of competition from the competitors like Tesla and BMW is one of the major threats to VW Company. The company experienced an important level of competition from these competitors which directly affects the profitability and business revenues. Change in policies and processes also impact the business structure, strategies, and operations of VW Company (Palomares et al., 2021). The rapid change in rules and regulations for sustainability, pollution and environment protection makes it difficult for VW Company to properly operate with the business structure, strategies, and activities. 
Based on the analysis, it is observed that the VW Company has several strengths, weaknesses, growth opportunities and threats. VW Company can use its strengths to grasp the growth opportunities and minimize its weaknesses (Palomares et al., 2021).              
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VW Company is one of the strong players in the automotive sector and is considered one of the largest car manufacturers in the world (Madsen and Grønseth, 2022). The analysis of the competitiveness of the VW Company in the UK automotive industry can be analysed through models like Porter's five force analysis. 
PORTER’S FIVE FORCE ANALYSIS
Porter’s five force analysis framework is applied for assessing and estimating the competition in specific business industry. The reputation of the VW Company in the UK automotive sector is analysed and examined using the model and is as follows-
Competitive rivals (High): the presence of strong players in the market like BMW, and Tesla increases the level of competition for VW Company in the UK marketplace as well as in the international market. The market share and popularity of the company reflect the effectiveness and recognition of the brand in the market area (Madsen and Grønseth, 2022). The market share of the VW Company is around 24.3% whereas the market share of Tesla is around 26% and BMW is approximately 33%. The high market share of BMW and Tesla represents a strong brand image in the market that upsurges competition for VW Company. 
The threat of new entry (Low): the danger of new participants in the automotive market is low for the VW Company due to several reasons. One of the basic reasons is the economic downfall due to the COVID-19 pandemic that majorly affected the budgets. Also, entry into a new market requires lots of finance, experience, and potential to survive which restricts the new entrants. All these reasons minimize the level of competition for VW Company in the UK as well as the international marketplace (Madsen and Grønseth, 2022). 
Bargaining power of suppliers (Low): the automotive sector is one of the vast and fastest rising sectors in the biosphere and is embedded with lots of suppliers responsible for the supply of vehicle body parts. The availability of the high number of suppliers made it easy for the businesses to switch to other suppliers in case of resource shortage (Shu, 2022). Easy switching costs thus decreased the bargaining power of the suppliers and added to the businesses like VW Company to maintain effective performance in the marketplace. 
Bargaining power of customers (High): the bargaining power of the consumers in the automotive segment is observed to be high due to several reasons. Heavy investment is one of the reasons for the high bargaining power. Customers easily switch to other brands or options where they are getting quality products and services for their needs. However, the switching cost is not easy, but a long-time investment made the audience purchase the most suitable options (Shu, 2022). The switch cost and availability of options thus enhanced the competitiveness of the VW Company. 
The threat of product substitute (Low): the threat of product substitute to the VW Company is low due to the availability of limited and similar options. Trucks, cars, commercial vehicles, and vans are some common products of the automotive sector and are easily available in every brand. However, quality and compatibility are a factor that eliminates or minimizes the risk of product substitute in the automotive sector (Andersson and Brewer, 2021). For VW Company, the threat of product substitutes is low as the company offers most of its products and services to the audience. 
Based on the analysis and examination, it is observed that the level of competition for VW Company in the market is low. The company maintained its recognised and reputed image in the market by coming with new, attractive, and innovative services. Presently, technology advancement and sustainability are factoring the company is focusing on to maintain a strong brand image in the market. The company intends to become a carbon-neutral company by the end of 2050 for which VW is focusing on maximizing resource efficiency (Andersson and Brewer, 2021). The plan includes a reduction in the production-related environmental externalities like CO2, water, organic compounds, energy, and waste by 40%. The company also considers and adopts the laws and legislations to maintain a legal, trustworthy, and recognized image in the marketplace. For VW Company sustainability is following economic, ecological, and social objectives concurrently with equivalent energy. One of the keys aims of the corporation is to generate lasting values, offer good, employed situations, and preserve the environment and resources (Andersson and Brewer, 2021). 
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Based on the analysis and examination of the power, flaws, growth opportunities, threats, and competitiveness of the VW Company in the automotive sector, it is identified that there are numerous factors on which the company needs to work. The emission Scandal of 2015 adversely impacted the reputation and recognition of the VW Company in the international market and resulted in a lack of trust and a sales decrement (Steininger et al., 2022). Below are some recommendations that the VW Company can adopt or consider improving the effectiveness of the services and to rebuilt trust among the audience-  
Technology advancement: advanced tools and technologies like Machine Vision, Collaborative Robots, the Internet of Things, Artificial Intelligence, Cognitive Computing etc. play a vital role in advancing the vehicles in the automotive industry. VW Company can use all these tools and technologies to make the vehicles smarter, faster, and automatic (Steininger et al., 2022).  Further, to eliminate the issues related to carbon emission or other harmful gas emissions the VW Company can consider Selective Catalytic Reduction (SCR). SCR is the latest and most advanced technology designed to reduce the emission of nitrogen oxide and meet new air quality regulations. 
Sustainability: sustainability in simple terms is meeting or fulfilling own needs without cooperating the potential of future groups to meet their needs and requirements. Optimal resource utilization and consideration of the 5R sustainability model in each business operation will add to the VW Company in remaining sustainable. The 5R includes refuse, reuse, reduce, recycle, and repurpose and will help the company in optimal resource utilization which is one of the keys aims of the company to be achieved by the end of 2050. Reduction in the amount of waste and enhancement in the profits and business revenues is an advantage of sustainability (Khrystyna et al., 2021). 
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Strategic management in the business area plays a vital part in offering overall direction to the plan and policies and implementing the same to achieve the business motive. The strategic management report is based on analysing and evaluating the current strategic management strategies of VW Company and its effectiveness. Business expansion and growth is the current strategic management strategy adopted by the VW Company for growth and progress. The emission Scandal majorly affected the position and value of the VW Company in the market for which the company needs to improve its services and operations. Based on the analysis of the VW Company using different models like the Pestle, SWOT, and Porter’s five forces, it is observed the company need to enhance the services and quality of operations. Technology advancement and consideration of the sustainability factor is a recommendation to the VW Company. 
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