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[bookmark: _Toc113622319]Introduction 
Strategic management can be defined as the process that includes a management approach to deal with different organisational objectives (Ansoff, 2018)This holds significant importance for an organisation as it rationalises transformation and makes change an integral part of the firm. Sustainability is known as the phenomenon which includes the business’s consideration to mitigate the negative impact on the environment (Jamwal, 2021). Volkswagen is a multinational vehicle manufacturing business operating in the automotive industry. Furthermore, the business is headquartered in Wolfsburg, Germany. The company was established in the year 1937 by the German Labour Front in Berlin Germany and currently, it showcases a wide international presence with a large number of stores, which amounted to around 153 (Volkswagen, 2021). In this report, a brief discussion of the organisation business strategy from previous years will be concluded. This report will also highlight the company’s approach to attaining a competitive edge consideration of environmental sustainability in the operating market. Furthermore, effective recommendations to improve the sustainability practice of the business and higher competitive advantage will be discussed. 


[bookmark: _Toc113622320]Evidence-based recognition of the key business strategies of VW over the past five years 
The firm includes a wide range of business strategies, which they within the previous years and these will be discussed with the implication of Ansoff’s Matrix. 
Ansoff’s Matrix-The Ansoff’s matrix is used majorly by the management teams of a particular company for the evaluation of the different growing initiatives available for the organisation. The advantage of using this matrix is that they can evaluate the attractiveness of different growth strategies which acts as leverage for both products and markets and helps in the assessment of the risks too. There are a total of 4 stages in Ansoff's Matrix which is market development, market penetration, diversification, and product development(Chetty, 2020). 
[image: The Ansoff Matrix Courtesy of corporatefinanceinstitute.com]
Figure 1: Ansoff's Growth Matrix
(Source: Chetty, 2020)
· [bookmark: _GoBack]Market penetration- This is the process where a company focuses on increasing the sales rate of different offerings in the operating market. In the UK market, Volkswagen gained Ford motors and Toyota as their leading competitors. In 2019 the company was in the 2nd position followed by Ford in the US market as they sold 126,074 vehicles in their existing market. Using the market penetration strategy, the company had 8.97% of the market value which is more than that of Ford (Carlier, 2022).
· Market Development- In this strategy a brand aims on selling current products in a completely new market. Using the mentioned process VW introduced the Golf which was their present merchandise in the new Australian market. This car became one of the largest selling brands as it sold more than 1697 products in Australia which helped them to increase their market revenue generation (Volkswagen, 2022). 
· Product Development- By the implementation of this strategy, Volkswagen focused on the introduction of new products in an existing market. In 2019 company introduced varieties of products in the new car market as a result it had a share of 9.6% in the market value. As a result of this VW was able to improve its market presence in the UK market (Statista, 2022). 
· Diversification- The diversification step is responsible for the introduction of a completely new type of product in a totally new market. In the new Australian market, the company introduced the Tiguan (Misoyannis, 2021) SUV which is a completely new product of VW that has led to the increment of the market share of the brand by 6.5% (Misoyannis, 2021).
International strategy- Multinational market is the process, by which a particular company develops different market strategies, identifies the target customer checks its brand value, which will help them to expand their business in the international lanlandscape (Onyusheva, 2020). For the last 5 years and more than that Volkswagen has set up its stores in more than 153 countries globally. VW maintains the before their approach of expanding its business in the global market. Volkswagen also includes automotive patent licensing that is named Avanci Standard Essential patent, which has enabled them to entail the 4G patent on a group basis (Klos, 2022).  In the financial year 2021, Volkswagen formed a joint venture relationship with Umicore so that VW can gain rechargeable battery materials for the production of cars. With the help of rechargeable batteries, the company can improve the technology involved in battery production, ad further enhance cost management. Further, for getting zero carbon lithium as a supply for their raw materials Volkswagen entered into a strategic alliance with the Australian metal exploration firm named Vulcan Energy Resources Ltd. (Volkswagen, 2021).
Green strategy- Green strategy or Green growth refers to the process by which economic growth and development are fostered which ensures the safety and protection of the natural resources present in the environment (Papadas, 2019). The car brand signed a long-term agreement with Australian firm Vulcan Energy Resourced Ltd. that will assist them with lithium hydroxide for the creation of carbon-neutral EVs, which will help the brand to obtain sustainable business. Vulcan has become their supplier for carbon dioxide-neutral lithium that is used for the production of raw materials. Apart from this, the company is actively involved in various environmental mission statements that focus on natural resources, environmental compliances, and climate change (Volkswagen, 2022). 



[bookmark: _Toc113622321]Case study consistent with evidence of company resources and capabilities
The resource and capability analysis of the organisation will be progressed with the VRIO framework and the value chain analysis of the firm in the international market. 
Value Chain Analysis
This framework is referred to the process that includes the analysis of different organisational actions that can alter the service and product inputs and the outputs of the overall firm’s offerings (Jones, 2019).
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Figure 2: Value Chain Analysis
 (Source: Research-methodology, 2016)





Primary Activity 
An organisation’s primary activity comprises direct participation in the commercialisation and production of different offerings in the operating market. The analysis of different activities will assist Volkswagen to realise valuable aspects for the target customers. 
· Inbound Logistic
Volkswagen’s inbound logistics comprise the distribution of essential raw materials from the supplies to the firm’s manufacturing facilities. The business stores all these materials within huge storage hubs, which are known as naves (Volkswagen, 2020). Ideal inbound logistics support the establishment of higher-quality products.
· Operation
Volkswagen comprises one of the biggest plants in Wolfsburg, which include the procession of metal sheets which is weighted to be around 155 million tonnes every year (Volkswagen, 2022). These sheets are roused and cut into different shapes, which are used in designing of vehicles. Volkswagen’s operations also include assembling and painting the different car parts. 
· Outbound Logistic
Outbound logistics within the firm comprises the automobile transportation idea from different manufacturing plans to sales stores throughout the international market. Further, it also includes the auto-port management that handle the export and import of vehicles at ports. 
· Market and Sales 
Volkswagen entails a double sales and marketing approach within the organisation culture as it comprises traditional and digital market strategy. The organisation’s marketing highly focuses on value provision to their customer to attain enhanced customer satisfaction. Furthermore, Volkswagen comprises around 150 market locations within the global landscape (Volkswagen, 2022). 
· Services 
The services of the organisation entail servicing and maintenance of vehicles including selling different parts of the vehicles in the operating market. Volkswagen involves Proactive Maintenance Management (PMM) that helps to establish high-quality service for customers in the international market (Volkswagen, 2022). 
Secondary Activity
Secondary activities within the value chain s referred to as the supporting activity that coordinates and improves the primary activity of the organisation in the value chain ( (Perera, 2018).
· Firm Infrastructure
The organisation’s infrastructure involves the active expansion of high-power charging locations throughout Germany and Europe (Volkswagen, 2020). Volkswagen also includes a wide range of advanced technology for the purification of air that allows the firm to develop sustainable operating environments. Apart from this, Volkswagen includes Green Strategy and water management and waste management approach within their infrastructure. 
· Human Resource Management 
Volkswagen entails active HRM that handles the recruitment and selection activity of the company. The firms progress with a systematic recruitment process with the development of job propositions and picking up of appropriate candidates according to the job role. Volkswagen embraces the positive administration of people associated with the organisational culture. 

· Technology Development
Volkswagen comprises effective technology development within the working ecosystem. Advanced technologies like traffic jam pilots, touchpads within the steering wheels, autonomous parking and smart equipment (Volkswagen, 2022). All these technologies assist Volkswagen to integrate vehicle attractiveness and efficiency to a higher extent. 
· Procurement
Volkswagen’s procurement procedure includes the acquiring of raw materials from different geographic locations within the international market. The top suppliers for the organisation are SIEM Car Carriers AS and HARTING Automotive GmbH within the global landscape (Automotive World, 2020).
The overall activity analysis of the organisation states that it showcases effective alignment of business strategy with the present resources and capability of the firm. With this, Volkswagen integrates its brand reputation and also reduces the emission of carbon in the international market. These activities of the firm also support the above-stated business tactics. 
VRIO
VRIO can be defined as the analysis framework, which helps businesses to understand the value inclusion of different capabilities and resources, which are present within the firm (Ariwibowo, 2021).
	Resource and Capability 
	Valuable
	Rare
	Inimitable 
	Organised to Exploit
	Impact

	Multinational Presence
	Yes
	Yes
	Yes
	Yes
	Elevate the brand status and recognition

	Competitive Pricing
	Yes
	No
	Yes
	Yes
	Increase the sales rate within the international market, 

	Extensive Supply Chain
	Yes
	Yes
	No
	Yes
	This help in streamlining vehicle production and fulfilling the demand of consumers. 

	Technological Incorporation
	Yes
	Yes
	No
	Yes
	Enhance the firm’s productivity and efficiency in the operating market

	Marketing Strategy
	Yes
	No
	Yes
	Yes
	This can influence consumer behaviour and perception. 



Figure 3: Vrio Framework
 (Source: Created by Learner)
International presence, Competitive pricing, effective marketing and advanced technology inclusion are valuable aspects of the organisation, which provide a competitive advantage to Volkswagen in the international market. The technological integration and multinational presence is a rare aspect within the industry as it cannot be easily established by any other organisation. However, Volkswagen’s competitive pricing can be imitated by its competitors but it assists in elevating the sales rate for the organisation in the international market. Another most valuable rare capability of an organisation is the extensive international supply chain, which assists the manufacturing process of the firm. The current business strategy of Volkswagen includes green tactics and brand expansion and with the above-stated resources and capability, the strategies of the organisation can be enhanced. 
[bookmark: _Toc113622322]Evaluation with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment. 
VW has taken various steps, which helps them to gain a competitive advantage within the operating market by taking into consideration of sustainability and environmental factors. From the sustainability report obtained by Volkswagen in 2020, it was observed that they focused on four categories. The first point of their development of sustainable business was to entail effective decarbonisation. VW has already been using strategies which will help them to become carbon neutral by the end of 2050. The company became an integral part of the Paris Climate agreement where they targeted a 2-degree alteration in the temperature. Volkswagen has already achieved the "go to zero" for the protection of climate which has benefited the company for doing overall carbon-free business. A typical pattern of circular economy is followed by VW where they use recyclable and reusable materials for the production of vehicle parts, which will decrease their environmental footprint. Apart from this, the brand is actively engaged in the utilisation of secondary materials which will help them the reduction of carbon dioxide emissions (Volkswagen, 2020). 
Volkswagen also has shown its responsibility towards its supply chain in the business. They are completely committed to the maintenance of corporate social responsibility in their relationship with their customers and business partners. VW has developed strong human and business management rights within their organisation. Another approach to the development of a sustainability in business that was taken by VW is workplace transformation. They systematically increased the training budgets, started using conventional plants for the preparation of electric vehicles, in-depth research on the employment policies that have helped in the strategic staff management (Volkswagen, 2022). 
Although Volkswagen has tried its best to establish a sustainable mode of business however, being accused of using defeat devices in the vehicles which were sold in the USA. This hugely impacted the brand value of the company and suffered a financial decline in the profit scale by €2.5 billion for the first time in its 15 years of business. The company admitted that all the 11 million cars that were sold online all had defeat devices installed in them that enabled them to cheat the carbon emission test. But to regain the trust of its client and improve its brand value the company collaborated with several other brands (Hotten, 2015). 
The company has developed and started the use of ACCELERATE which is aimed at the formation of a sustainable business. With the implementation of this process, the company has been able to set up sustainable cars that have reduced the carbon emission by 40% in Europe. The main purpose of the mentioned strategy is to obtain a balanced decarbonisation level. Volkswagen has also made an agreement with CUPRA that has helped the brand develop car seats with the use of recyclable materials. With SEQUAL INITIATIVE, VW developed a partnership that has enabled them to form recyclable polymer fibre car seats obtained from the plastics (Volkswagen, 2021).
[bookmark: _Toc113622323]Recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future. 
There can be several recommendations provided to the company so that they can gain a competitive edge in the future in terms of sustainable practices. VW must focus on using recyclable materials for the manufacturing of automobile parts. This will highly influence the cost management of the company and further will protect the environment (Van Hoek, 2019). Consistency mode of maintenance and repair of vehicles is another approach that VW can take to improve their sustainability practices. With the help of this, there will be less emission of polluting gas in the environment and will modify the satisfaction of clients. In the future, the company can use rubber in the preparation of the tires of the cars. The global tire market has been increasing each year and rubber can be obtained from trees in the environment. As a result of this, the brand will move towards sustainable development (Continental, 2022).  
Volkswagen can start using materials like steel, aluminium, carbon fibres, alloys, and hybrid materials for the manufacturing of the exterior of the cars. Cellulose fibres might also be used as it derived from agricultural waste and is nearly one-fifth the weight of steel. Using this material for the production of the car bodywork will greatly reduce the weight of the cars by half compared to typical vehicles. Further, piezo crystals can be used by Volkswagen which will help the cars to gather energy and convert them into electrical energy. This will help in energy consumption as it will develop electrical vehicles (Continental, 2022). 


[bookmark: _Toc113622324]Conclusion 
The report discussed in detail the organisation strategies which were followed by the company in the implementation of international strategy, green strategy, and Ansoff’s growth matrix. The steps that were taken on behalf of VW to gain a competitive advantage in terms of sustainable practices are evaluated. Resources and capabilities which are used by the brand with respect to their current business strategies are also considered with evidence. Finally, a few suggestions are given that VW can use to improve their competitive strategies in relation to the sustainable development of its business.  














References
Ansoff, H. K. D. L. A. H.-S. R. a. A. R., 2018. Implanting strategic management. Springer. s.l.:s.n.
Ariwibowo, P. S. F. a. H. H., 2021. Analysis of Strength & Weakness, Using the Concept of Resource-Based View with the VRIO Framework in Sharia Cooperatives. Jurnal Manajemen Strategi dan Aplikasi Bisnis. Volume .279-294.
Carlier, M., 2022. Volkswagen Group in the UK - Statistics & Facts. Available at: https://. [Online] 
Available at: www.statista.com/topics/5545/volkswagen-group-in-the-uk/#topicHeader__wrapper 
[Accessed 10 August 2022].
Chetty, M., 2020. Implementing an alternate payment method in the South African minibus taxi industry A Business Venture Proposal. The use of debit/credit an SASSA cards as form of payment on South African minibus taxis.
Continental, 2022. Sustainable materials in the cars of future. [Online] 
Available at: www.continental-tires.com/car/stories/technology-and-innovation/material-world
[Accessed 10 August 2022].
Hotten, R., 2015. Volkswagen: The scandal explained. [Online] 
Available at: /www.bbc.com/news/business-34324772 
[Accessed 10 August 2022].
Institute, C. F., 2022. Ansoff’s Matrix. Available. [Online] 
Available at: https://corporatefinanceinstitute.com/resources/knowledge/strategy/ansoff-matrix/ 
[Accessed 10 August 2022].
Jamwal, A. A. R. S. M. K. V. a. K. S., 2021. Developing A sustainability framework for Industry 4.0. pp. 430-435.
Jones, L. D. M. a. B. E., 2019. Global value chain analysis: concepts and approaches. Journal of International Commerce and Economics, p. 1.
Klos, M., 2022. Volkswagen agrees on full Avanci licence. [Online] 
Available at: www.juve-patent.com/news-and-stories/people-and-business/volkswagen-agrees-on-full-avanci-licence/ 
[Accessed 10 August 2022].
Misoyannis, A., 2021. Volkswagen Australia outlines new model onslaught for 2022. [Online] 
Available at: /www.drive.com.au/news/volkswagen-australia-outlines-new-model-onslaught-for-2022/
[Accessed 10 August 2022].
Onyusheva, I., 2020. Exploring Foreign Market Entry Strategies as a Way of International Business Expansion. Вестник университета «Туран», pp. 9-14.
Papadas, K. A. G. C. M. a. P. L., 2019. The interplay of strategic and internal green marketing orientation on competitive advantage. Journal of Business Research, Volume , 104, pp. 632-643.
Papadas, K. A. G. C. M. a. P. L., 2019. The interplay of strategic and internal green marketing orientation on competitive advantage. Journal of Business Research, Volume 104, pp. 632-643.
Perera, C. a. G. S., 2018. A conceptual model for value chain management in construction contractor organisations. In Proceedings of 26th Annual Conference of the International Group for Lean Construction, pp. 16-22.
Research-methodology, 2016. BMW Value Chain Analysis. [Online] 
Available at: https://research-methodology.net/bmw-value-chain-analysis/
[Accessed 10 August 2022].
Van Hoek, J. H. G. N. J. D. W. a. B. A., 2019. Implications of the use of silica as active filler in passenger car tire compounds on their recycling options. Materials, Volume 12(5), p. .725..
Volkswagen, 2020. A milestone: "Simply My Truck". [Online] 
Available at: www.volkswagenag.com/en/news/stories/2020/02/a-milestone-simply-my-truck.html# 
[Accessed 10 August 2022].
Volkswagen, 2020. Volkswagen Group’s 2020 Sustainability Report. [Online] 
Available at: www.csreurope.org/newsbundle-articles/volkswagen-groups-2020-sustainability-report
[Accessed 10 August 2022].
Volkswagen, 2020. Volkswagen significantly expands charging infrastructure. [Online] 
Available at: www.volkswagenag.com/en/news/2020/12/Volkswagensignificantly-expands-charging-infrastructure.html 
[Accessed 4 August 2022].
Volkswagen, 2021. Volkswagen AG Wolfsburg plant. [Online] 
Available at: www.volkswagen-newsroom.com/en/volkswagen-ag-wolfsburg-plant-6811 
[Accessed 10 August 2022].
Volkswagen, 2021. Volkswagen enters into strategic partnerships for the industrialization of battery technology. [Online] 
Available at: www.volkswagenag.com/en/news/2021/12/volkswagen-enters-into-strategic-partnerships-for-the-industrial.html 
[Accessed 10 August 2022].
Volkswagen, 2021. Volkswagen is accelerating transformation into software-driven mobility provide. [Online] 
Available at: www.volkswagen-newsroom.com/en/press-releases/volkswagen-is-accelerating-transformation-into-software-driven-mobility-provider-6878
[Accessed 10 August 2022].
Volkswagen, 2022. History. [Online] 
Available at: www.volkswagenag.com/en/group/history.html
[Accessed 10 August 2022].
Volkswagen, 2022. Sales and Marketing. [Online] 
Available at: www.volkswagen-newsroom.com/en/sales-and-marketing-3699 
[Accessed 10 August 2022].
Volkswagen, 2022. Touareg Luxury as standard. [Online] 
Available at: https://www.volkswagen.com.au/en.html 
[Accessed 10 August 2022].
Volkswagen, 2022. Traffic Jam Assist. [Online] 
Available at: www.volkswagen-newsroom.com/en/traffic-jam-assist-3936
[Accessed 04 August 2022].
World, A., 2020. Volkswagen honours top suppliers. [Online] 
Available at: www.automotiveworld.com/news-releases/volkswagen-honors-top-suppliers/
[Accessed 10 August 2022].




4

image3.png
Firm Infrastructure

Support | Human Resources

Activities

Technology Development

Procurement

Inbound
Logistics

Outbound | Marketing
Logistics | and Sales

Operations

Primary Activities




image1.png
»N] < rysgol Cymru
3N ¥ Drindod Dewi Sant
S University of Wales

Tk Salt David




image2.png
MARKET PRODUCT
PENETRATION DEVELOPMENT

s
2]
A
m
b
0
=
®
2
7]
=

MARKET
DEVELOPMENT DIVERSIFICATION

INCREASING RISK





