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[bookmark: _Toc129085313]Introduction
Elements of strategic management include continual goal formulation, goal monitoring, goal assessment, and goal analysis. Due to these changes, businesses will need to reassess their development plans frequently to guarantee sustained success. The responsibility of strategic management is to enhance the company's competitiveness and overall value to its stakeholders by introducing new policies and procedures. To remain an attractive proposition to consumers, employees, and investors, sustainability must take centre stage. The strategic management process assists businesses in assessing their situations, devising appropriate answers, putting those actions into action, and evaluating the outcomes. Volkswagen's strategic management will be the topic of this study.
[bookmark: _Toc129085314]Company Profile
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[bookmark: _Toc129085323]Figure 1: Volkswagen
Source: (Jung and Sharon, 2019)
Established in 1937, Volkswagen (VW) is a storied German automaker. It's the most recognizable nameplate in the Volkswagen Group stable, which also includes Audi, Porsche, and Bentley. Volkswagen is well-known for manufacturing a broad variety of vehicles, from hatchbacks to sedans to SUVs and even electric automobiles, to cater to a large and diverse consumer base. VW's Golf, Jetta, Passat, Tiguan, and Atlas are among the brand's best-selling automobiles. Volkswagen has had several difficulties over the years, the most notable of which is the 2015 emissions crisis. Nonetheless, they have been investing heavily in new technologies, such as those used in electric vehicles, and expanding their product lines. Volkswagen (VW) has grown into one of the world's biggest automakers, with over 660,000 workers in over 150 countries (Jung and Sharon, 2019). It's a household name in German car culture. Volkswagen can produce 8.09 million vehicles per year and also provides a diverse line-up of autos. Volkswagen will have the greatest market share of any automobile manufacturer in the world by 2020, according to predictions. This manufacturer makes not just caddys, caddy maxis, transporters, and new crafters, but also the bodies, cylinder heads, and steering gears for all of these vehicles. The company reported a total of $254.6 billion in revenue for the year 2020. The business had a profit of $9.52 billion last year. Despite having a massive staff of 6,62,575 individuals spread across several divisions, the corporation can continuously supply high-quality items to its clients.
[bookmark: _Toc129085315]The key business strategies of VW over the past five years
There has been a confluence of variables that have led to VW's success during the last several decades. Founded in 1937, the company's first focus was on providing a vehicle that could go at 100 kilometres per hour, hold five people (two adults and three children), and cost no more than a motorcycle. 
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[bookmark: _Toc129085324]Figure 2: Volkswagen Beetle
Source: (Schiermeier, 2015)
Schiermeier (2015) analyses that after World War II, Volkswagen introduced the "Beetle," an instantly recognizable vehicle that demonstrated the company's commitment to durability and quality. As a result, they were known as West Germany's "economic miracle," a legendary brand whose vehicles are revered for being both well-engineered and economical. In subsequent years, VW expanded its business via mergers and acquisitions. The corporation expanded greatly as a result of its purchases of luxury automakers including Audi, Porsche, and Lamborghini. As a result of one company controlling such a large share of the car industry, the competition was severely hampered and new entrants faced higher obstacles to entry. Volkswagen was able to take advantage of economies of scale as a result of its mergers and acquisitions by developing standardized vehicle platforms that could be used across brands. Common components across brands are used in all of their factories across the globe, such as seat frames and engine transmission sets. As a result, they were able to significantly improve productivity by cutting expenses and investing more in continuous improvement. Further contributing to the company's success was the eco-friendly nature of VW's diesel engines. Their diesel engines were more efficient than the competition since they used up to 40 percent less fuel each mile. Diesel cars now account for half of VW's sales in Europe, so the company's approach paid off. Finally, just 3% of VW's sales were diesel cars, making the brand less well-known in North America than it is elsewhere (Nunes and Bennett, 2010). VW took a risk by increasing manufacturing to meet the demand for 1 million units sold, and it paid off. 
[bookmark: _Toc129085316]Key Findings Using Frameworks
The introduction of new products and the generation of many options has forced Volkswagen to put more pressure on production. Moreover, the competitive market has forced Volkswagen to spend 6% of total business expenses on Research and Findings. Volkswagen has suppliers from many locations which gives them the disadvantage of negotiating with the suppliers.
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[bookmark: _Toc129085325]Figure 3: Suppliers of Volkswagen
Source: (Barrett et al., 2015)
[bookmark: _Hlk129088275]Competitors with better facilities extract customers from Volkswagen and the risk is high but the company has covered this situation by recovering. There is a huge advantage in the automobile industry as there is a small chance of new companies entering the market because of Volkswagen's huge market share. But Volkswagen has competition with pricing against huge companies like Nissan, Toyota and Ford. It has forced the company to extensively make expenses on research and developed a team to hold the market position with better pricing. Some external environments are also responsible for Volkswagen to reform of its strategies. The trade tension between Europe and US has a great effect on Business. The Brexit deals have affected Volkswagen's Business in Europe, moreover, the govt has taken initiatives to stop the circulation of diesel and oil by 2040 (Barrett et al., 2015). Due to the coronavirus situation, consumer spending has decreased by as much as 25% which has affected the Volkswagen market. Many employees have lost their job and the ability to buy a new car. Many people like to travel by cycle or use Uber has demotivated them to buy a new expensive car also some luxurious brands motivated high-class people to purchase because of their social status. Tesla is dominating the technological side with better technological advantages like self-driving cars is a big competition for Volkswagen. The world has moved for a sustainable and environment-friendly approach which has reduced the usage of Oil and Diesel and moved to electronic cars. To become competitive in the market Volkswagen has started moving to more green technology. Volkswagen has been involved in the Dieselgate scandal which has cost them to spend billions of dollars in fines and damages (Nunes and Bennett, 2010). However, the company has recovered from that situation and now has witnessed growth in sales in the US.
[bookmark: _Toc129085317]The resources and capabilities of Volkswagen over the past five years

[bookmark: _Toc129085326]Figure 4: Resources of Volkswagen
Source: Author
Volkswagen's current position in the society in which it works has been influenced by a broad range of influences. It was initially a German enterprise, but it has developed abroad via smart resource management. The firm has used human resources as one of its numerous resources throughout the last five years. The firm has made hiring only the most qualified candidates a top focus. Therefore, the company's local and worldwide success may be largely due to the intelligence, talent, and Rover certification of its leadership teams and middle-level employees. Each year, they boost their workforce by adding new employees. According to Kasych and Vochozka (2017) with the launch of their revolutionary new business model came the need to staff it with the brightest and most capable fresh minds. Staff members are retained via competitive compensation and, where appropriate, career advancement opportunities. Staff members are expected to report on their performance regularly so that they may be assessed about the organization's overall objectives. Due to the authoritarian management style, employees are forced to report regularly. The firm has also made good use of its financial resources by investing in new locations and hiring more staff. 
All of the company's cash flow has been put to good use. If you compare the company's sales growth to that of other German automakers, you'll find that it's respectable. Despite a rise in worldwide competition, the rate of return on invested capital has remained relatively unchanged. The rate of increase in income is likewise rising rapidly right now. New investments made in the form of international diversification have also been connected to the rise in income, and they need a comparatively little financial outlay compared to the benefits that would be gained. For example, the corporation has used technological advancements to both start and maintain profitable operations. Due to these benefits, one company has become well-known not only in Germany but also in a large number of other countries. The company's steady financial state has enabled it to maintain its position as a dominant participant in global marketplaces and to maintain its competitive advantage (Sergio and Rylova, 2018). If the firm's financial status were to worsen, its market share and consumers' confidence in its products would diminish. Branding, marketing, and innovation have benefited from the efforts of intelligent, productive, and highly qualified staff.
[bookmark: _Toc129085318]VW’s Competitiveness while taking into consideration of sustainability and the environment
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[bookmark: _Toc129085327]Figure 5: Volkswagen's Competitiveness
Source: (Adamkasi, 2019)
Adamkasi (2019) depicts that Volkswagen's current performance is dependent on the company's capacity to provide customers in all of the countries in which it does business with a more comprehensive range of products to choose from. To maintain its position as a market leader, the company has decided to outsource its operations to broaden its product offering and lower its overall operational costs. The company's well-established reputation as an industry leader, which is supplemented by its great organizational abilities, is the most significant factor contributing to the company's competitive edge. In addition to developing a profitable product line, the company has also developed a powerful brand identity. 

[bookmark: _Toc129085328]Figure 6: Volkswagen's Key Competitive Features
Source: Author
Another area in which the organization shines is its capacity to successfully expand operations to new areas. As a result of its success, this firm now dominates its industry in multiple nations. Volkswagen has been very successful, as shown by the fact that it is currently present in more than 150 countries and has over 70 manufacturing locations worldwide. Recognition of the brand among consumers has also slowed. The company's priority is delivering prompt assistance to customers. Forty thousand vehicles may be produced in a day. According to Bush (2021), the firm is in a solid financial position, allowing it to continue investing in the development of new products and the growth of its business. Research and development are given a high priority in today's businesses. The cornerstones of the company's success are the excellent quality of its automobiles and the unique nature of its technology. The company's worldwide automobile market share is growing. Volkswagen has ensured the availability of low-cost, easily-operated automobiles for countless people all over the world. 
The 2030 Group's strategy is a response to pressing issues of the present and future. The company's mission is to provide sustainable modes of transportation for people now and tomorrow. They highlight the guiding concepts for their environmental efforts in the areas of climate change, resources, air quality, and regulatory compliance in their "Environmental Mission Statement," which describes what they do to protect the environment. The Group Environmental Policy Statement provides an overview of the company's activities to lessen the negative effects it has on the environment. This commitment covers activities related to leadership, compliance with regulatory requirements, and contact with others that are interested in the matter. All Group companies and brands have environmental policies that are consistent with the standards set by the rest of the company. Although each of their industrial plants must be a leader in environmental stewardship, this is not the case. Volkswagen is dedicated to minimizing its environmental impact over the full lifespan of every one of its products and services (FitzRoy et al., 2016). As a result, the philosophy and actions of the organization are centred on the entirety of the supply chain, beginning with extraction and ending with recycling. They do this to ensure that the influence on the environment is reduced and eliminated, rather than being transferred from the plants, which would be an unacceptable outcome.
[bookmark: _Toc129085319]The way sustainability practices can help the VW company to develop competitive advantages

[bookmark: _Toc129085329]Figure 7: Volkswagen Sustainability Practice
Source: Author
It is crucial to have a plan for sustainability because it seeks to improve the organization's achievements, particularly its economic success, while simultaneously reducing the negative effects that the organization has on society and the environment. The promotion of sustainability has a huge effect on the organization along with the environment, the community and society (Smith, 2019).
[bookmark: _Hlk129088292]However, these solutions not only improve the performance of the sustainability of other systems but also the performance of individuals. There are three fundamental strategies to employ to make a firm successful over the long term. The terms "change," "reform," and "status quo" is used to refer to these three distinct stances, respectively. Those who support the transformation strategy have underlined the significance of participation from individuals or groups that are not part of established power networks. This idea is the basis for an alternative strategy to the status quo, which prioritizes economic growth as the primary means of addressing societal and environmental issues. The Volkswagen Group recognizes that environmental sustainability is an essential component of business success. Wessel (2012) says that techniques for managing garbage and conserving water are included among these possibilities, which won't put too much strain on one's finances for Volkswagen. This demonstrates that reducing energy and water use, along with the disposal of waste and its subsequent recycling, may increase a company's ability to compete. Volkswagen has come up with a sustainable development strategy such as the packaging, and reduction of carbon has boosted them up to be competitive in this highly cluttered market. According to the findings, Volkswagen Group's chances of attaining major organizational success might be significantly increased by implementing the environmental initiatives that have been researched (Barrett et al., 2015). 
[bookmark: _Hlk129088181]Several suggestions are made about the Volkswagen Group. Because of the damage that the Diesel scandal has created, the corporate culture at Volkswagen needs to be changed as soon as possible. Things like honesty, fair play, and employee autonomy ought to be elevated to the position of management's topmost priority. In the beginning stages of this transition, the company will focus on moving into a time of ridesharing and electric vehicles. Lastly, the market in the Asia Pacific region is vast. To get a grab on that market the company have to think more about green production at the local level. If VW wants to stay with the growth expansion as current, they have to maintain its current spending investment on research and development (Jung and Sharon, 2019).




[bookmark: _Toc129085320]Conclusion
When viewed through the lens of hindsight, the company's approach to the market may be significant. The highly developed strategy to being competitive in the market has helped Volkswagen to grab a huge market share over time. The analysis and findings show that Volkswagen is investing highly in going green technology and being competitive with its pricing strategy. Volkswagen's research and development efforts have increased the company's customer base, but the company's competitors are performing even more admirable. As a result, Volkswagen ought to form partnerships with other manufacturers to increase both its profitability and its market share. This would increase Volkswagen's market share as well as provide the company with its first taste of success in the markets of India, China, and Africa.
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Porters Five Force Model
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[bookmark: _Toc129085330]Figure 8: Porters Five Force Model
Bargaining Power of Buyers
Since there are now more products and brands to choose from, consumers have more leverage in negotiations. Because of this, Volkswagen has felt "pressure" to increase production speed and quality to remain competitive. Furthermore, Volkswagen's astronomical branding and marketing expenses indicate a crowded market in which substantial financial outlays are necessary to attract new consumers. Increased spending on research and development (R&D) accounts for 6% of total business expenses due to the intense level of competition. The consumer now has a lot of leverage due to all these considerations. 
Bargaining Power of Suppliers 
Since Volkswagen has so many suppliers in so many different locations, its suppliers have little leverage in negotiations. Furthermore, suppliers are bound by Volkswagen's code of conduct, reducing their bargaining power. The demand for excellent goods and, ideally, a long-term partnership that can properly fulfil the needs of a corporation like Volkswagen leaves suppliers of car components with little negotiating leverage over their consumers. Overall, suppliers have little leverage in negotiations.
The threat of Substitute Products or Services
Volkswagen faces a substantial threat from alternatives due to the abundance of existing rivals in the car sector. Volkswagens are only one example; other modes of transportation and services like Uber exist. Volkswagen's goods were reliable and trustworthy for many years, but once the "Dieselgate" scandal broke, many buyers switched to other brands. The overall danger of replacements is high to moderate, but the impacts of the crisis have been mitigated and faith in the organization is recovering.
The threat of New Entrants
Given the difficulty of breaking into the car industry, in which Volkswagen works, the competition the company faces is minimal. There is essentially no way for a new firm to join the market and compete with Volkswagen's dominant market share due to the high start-up costs and massive investments required in operations like production, R&D, marketing, supply chain, and distribution (economies of scale). For a new company to succeed in the car market, it is very challenging to build a recognizable brand name that resonates with consumers. Because of this, the danger posed by new entrants is minimal.
Rivalry Among Existing Competitors
Volkswagen Group confronts substantial pricing competition from rivals like Nissan, Toyota, Ford, etc., contributing to the industry's already high level of competitiveness among current competitors. What's more, you can get similarly dependable, high-quality, and efficient versions across a wide range of manufacturers. Volkswagen was pressured by industry rivals to spend extensively on research and development and marketing to maintain its dominant position in the market. Due to this, there is intense competition in the market.
PESTEL Analysis
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[bookmark: _Toc129085331]Figure 9: PESTEL Analysis


Political Factors
Trade conflicts between Europe and the United States, in which the latter has taken moves to boost its imposed tariffs, are at the heart of these problems. Volkswagen's UK operations are also impacted by the present uncertainty surrounding the Brexit agreement between the EU and the UK. Taxes and free-trade agreements aside, the government has set its sights on eliminating the use of diesel and oil in automobiles by the year 2040.
Economic Factors
Reduced consumer spending in 2020 due to the coronavirus pandemic is the first economic issue affecting Volkswagen. A lot of individuals have lost their jobs or decided against buying new cars all across the globe, but mainly in the United States and Europe. Further, the automobile had been struggling even before the epidemic hit because of the Brexit upheaval, which caused high inflation and reduced spending.
Sociocultural Factors
One major cultural trend that is having an impact on Volkswagen is the declining number of car owners, particularly among younger demographics (who are more likely to use rideshare services like Uber and Lyft) (subway or bus). The fact that Volkswagen also owns less desirable brands like Skoda and Seat, in addition to more luxurious ones like Lamborghini, Audi, Porsche, and Bugatti, contributes to the company's polarizing reputation in the eyes of consumers. As a result, many of these names are overshadowed by more prestigious and forward-thinking manufacturers like Tesla and BMW.
Technological Factors
VW is impacted technologically by Tesla's dominance in the self-driving vehicle market and other developments in the auto sector. Volkswagen has not yet conquered some of the technological hurdles associated with this kind of technology, such as the need for sophisticated hardware and software including high-resolution cameras, sensors, radar technologies, and extensive data analysis. Furthermore, there is a growing interest in eco-friendly and electric automobiles. Volkswagen has shown its expertise in this field with several Porsche and Audi models, and it also has a partnership with Mazda aimed at creating electric vehicle technology and manufacturing solid-state batteries to facilitate the widespread use of BEVs. To remain competitive, VW must stay abreast of consumer tastes and develop technology to choose which features to include in their vehicles.
Environmental Factors
In this situation, the most important aspect is the worldwide trend toward eco-friendly and sustainable technology, notably electric automobiles. Thus, Volkswagen will need to make more use of green technology and sustainable business practices if it is to continue to thrive in the years to come.
Legal Factors
Several facets of law must be addressed by a corporation the size of Volkswagen. Volkswagen's legal woes stem mostly from the 2015 "Dieselgate incident," which revealed that the company had used software it created and installed in millions of cars from 2009 to 2015 to falsify the results of diesel engine emissions tests. Due to the fallout from the controversy, sales and the stock price both dropped by significant amounts. It is reasonable to believe that the firm will comply with the law in the future given that it has almost recovered from the incident and seen increased sales in the US.
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