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Strategic management is the procedure that is used for formulation of various rules or policies which aids a business organisation in gaining its goals and objectives. On the other hand, sustainability is being utilised while formulation of various strategies for the business organisation with the motive to have and even gain various competitive advantages. It is important for a business organisation to have a complete analysis related with the external environment of its business and pay and take necessary steps along with giving full attention towards sustainability in its organisation as it will help it in attaining growth and success. 
The following report is based on Volkswagen which is one of the most famous and reputed organisation which operates its functions in automobile industry. It was incorporated in 1937 and it has its headquarters present in Wolfsburg, Germany. There is discussion in this report related to the external environment of Volkswagen which will help in developing effective strategies and its formulation. The competitive environment is necessary for a business organisation as it plays an important role in strategies formulation for its success. In the report, competitive environment of Volkswagen is also seen along with certain recommendations for its growth and development of competitive advantages for future.
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MAIN BODY 
[bookmark: _Toc112675499]Identification of important business strategies of Volkswagen over the past five years and its related frameworks 
Volkswagen made various strategies in the past that were related with the development of new state of art products, enhancement of innovation, increase in the research and development department, improved marketing efficiency, along with its great expansion in international market (Ashrafi, et.al. 2020). Volkswagen implemented these above strategies for overcoming various problems and issues that were arising from Porter’s Five Forces. There was a demand of smaller, fuel-efficient vehicles in the European market. Volkswagen accepted and even met this challenge by manufacturing the needed facilities (Identification of various resources and capabilities of Volkswagen over the past five years and its current use of business strategies, 2021). There was a fifty-percent growth rate in Volkswagen sales as these were experienced in between 2003 and 2008 as they initiated the need of various new strategies for maintaining as well as continuing its growth in market. Volkswagen had to face a tough competition from its rivalries and other competing firms that were present in the market. Volkswagen overcomed competition with the help of collaboration as well as realizing new brands in the market.
There was a took off significantly in its sales between 2003 and 2008. There was an estimate for the future that was showed by the Volkswagen group as it was anticipated in reaching its goals as 9 million units in market in 2008. Volkswagen was not concerned with the threat of new entrants or rivalry during this period. Volkswagen was determined to be the company who is focused on its customer for reaching and dominating ten percent as the global portion by 2010 in the market.
During the last past five years, Volkswagen has made steps in market of Europe with its green technology related to the production of cars and other vehicles. Most of its competition begun to design and create hybrid models in market. The emotional influence of customers was used by them which surrounded beliefs related with green issues for selling hybrid cars in market (Caldas, Dollery and Marques, 2022). This provided little cause to them about worrying about substitutions products or services that were coming for overriding their product launches in hybrid market. They were first to give competitive advantage by launching into the market. The manufacturing facilities were also expanded by Volkswagen to ensure growth in its market sales. The Volkswagen first manufacturing facility was completed in China during same period. Volkswagen had expanded various plant operations all over Asia, within three years of this facility that was being opened. It increased its production from 200,000 cars to the number of 500,000 cars that were produced by the third year end. Volkswagen expanded its operation of producing cars in India as well as Africa also by three years ending also (Correia, 2019). The company opened three plants that were being opened before 2007. The engines plant related to petrol was also opened. There was even introduction of even mini-cars which was another important strategic market. Volkswagen expanded its operations in Europe, Asia, America and Africa. These strategies helped Volkswagen in gaining more trust and target market of customers in the market. 
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 analyse to what extent the company has aligned its resources and capabilities to its current business strategies. 
The main important resources that are needed by any business organisation for conducting its activities in the market are financial resources, plants and equipment, location, technology used, distribution network or channel of distribution, brand value, reputation and many others (De Lima, Seuring and Sauer, 2021). On the other hand, the key capabilities of business organisation are product development, financial management, engineering, purchasing, manufacturing, marketing and sales, government relations, human resource management, research and development, strategic management and many others (Werastuti, et. Al. 2018). It can be seen that on the basis of current competitive position of Volkswagen and also with the continuous and prompt changes that are occurring in the automobile industry and institutional environments, there is a change in the relative importance as well as strengths of these resources along with capabilities and even still they continue to keep on changing in present and future (Identification of various resources and capabilities of Volkswagen over the past five years and its current use of business strategies, 2019). It has been evaluated that Volkswagen needs to use and do more efficient and effective utilization of its various resources for being more successful execution and implementation of Strategy 2025 (De Oliveira, et. Al. 2018). The important capabilities that are needed to be developed by Volkswagen are development of product, government relations, research and development as well as strategic management that are needed to be cultivated and implemented for building and strengthening brand image and reputation in the market. 
There are various capabilities that have helped Volkswagen to remain strong with its brand value in the market from a very long time (Dingle and Mallen, 2020). Volkswagen has wide-ranging experienced employees and experts working for it that manages its wide range of products. It is known that the Volkswagen Group has a total of 12 brands that work under it such as the luxury brands for example Bentley, Lamborghini and Porsche and others. It is also evaluated that no other automobile manufacturer possesses these many brands. It is seen that its main rivalry that is Toyota has only 4 brands. This has helped in creating as well as catering a very large number of consumers in the global market.  
Volkswagen even has a very strong diversification strategy that it follows. Volkswagen has generated its revenue from various global markets and it has also differentiated all its income sources for having complete research for various electric vehicles that are in market, other commercial vehicles as well as financial services that are being provided by its rivalries in the market (Hristov and Chirico, 2019). Volkswagen has to become 2nd largest automaker in China as it has made two joint ventures in the close market of China. With the recent Strategy 2025, it plans for transforming its core business of automobile by following battery technology as well as independent driving which is the most recent trend that is being followed in market. 
Volkswagen has become a leader in automobile industry as it has been innovative in market and it has provided ground-breaking ideas and technologies to the world since it has been there in market. It has its products that ranges from independent vehicles to unrealistic technologies in its products, even giving highly fuel-efficient cars to market. On the other hand, it needs to be noticed that Strategy 2025 is aiming at transforming numerous different aspects of the core business of Volkswagen (Jin, Navare and Lynch, 2019). It also invests in the development of thirty or more electric cars with the motive of major electrification by the year 2025. But whether this plan is going to be successful or not in market, it has to be seen in the future. 
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As when Volkswagen issues its Annual Report in 2015, Volkswagen defined one of its main sustainable practice od strategy known as Strategy 2025. The primary vision and motive of this new strategy is to make Volkswagen a world-leading provider that provides sustainable mobility with its automobiles (Evaluation of how Volkswagen has become more competitive with help of various sustainability practices for its environment, 2019). There were designing of 19 main different initiatives for transforming some of its areas in the business activities of Volkswagen (Varley, et. Al. 2018). These incentives were made for building mobility solutions for its business, along with strengthening of its innovative power as well as also for securing its finances and funds for increasing its financial capabilities in the market. 
The other most significant sustainable practice that has been adopted by Volkswagen is that it has jumped with its feet firstly with the trend and sustainable practice of being fuel-efficient with its automobiles as well as also being first with electric vehicles. It has helped it with being in knowing as environmentally friendly for all its customers in target market (Johnsen, Howard and Miemczyk, 2018). According to the Strategy 2025, it is being expected that Volkswagen is going to invest upwards with one billion dollars and that too into electric vehicles with the motive to develop thirty or more newly made electric vehicles by the year 2025. It also seen that the market of electric vehicle is representing only 0.6% of vehicles but it is also analysed that there has been a continuous growth year-over year in the automobile industry.
With the motive to double their efforts for building more environmental sustainable image and reputation in the market, Volkswagen has created and maintained a proper management structure with the motive to coordinate and have sustainable concept as well as Corporate Social Responsibility (which is also known as CSR) that is being led by Sustainability Board, which informs the various issues by Group CSR and Sustainability steering group on a regular basis. The steering group meets with its different stakeholders such as sustainability analysts as well as investors along with suppliers on regular basis for engaging them in various discussions and meetings that are held for forward-looking related with the movement of industry towards the digitization of value chain in market (Remondino, 2018). Volkswagen expects that this engagement on higher level that is being done with its key stakeholders is going to result in the increase of efficiencies as well as it will also create interaction and cooperation of everyone working together in its organisation. 

[bookmark: _Toc112675502]Recommendations on using of sustainability practices that will help Volkswagen in developing competitive advantages for the future
The business organisation is needed to operate according to the sustainability considerations for its business organisation’s growth and success in market. Sustainable practices play a key role in operating the functions of business in an effective manner for gaining various benefits. During the recent times, there is a necessity for all the business organisations to take care of their sustainable practices and its responsibilities for the society (Sharma, Kaur and Syan, 2021). These sustainable practices are needed for stopping climate changes and prevent all the natural resources for the economy. There is need for Volkswagen to reduce the wastage of resources for carrying on their functions in effective way. Volkswagen needs to concentrate on its economic goals as well as it needs to assure that it does not harm its surroundings and environment. The identification of these practices are important as they provide various benefits to all its stakeholders. The use of sustainable strategies will lead Volkswagen in gaining various competitive advantages. These strategies will stop various negative practices. There are various recommendations for Volkswagen that will help it in gaining various benefits for future (Susanto and Kiswantoro, 2021). They are discussed as follows:
· The company also needs to improve its brand value and reputation along with gaining more trust and value of its customers in the market. This will help Volkswagen in gaining more profits and increase in the sales of its automobiles in the market.
· It is necessary to reduce pollution and operate on eco-friendly methods. It needs to use all its the available resources in an effective way which will cause no or little harm to environment. The resources should be used with optimum utilisation as it is important for it as well as for its functions. If these are not used it will cause various issues and problems and will also lead to harming of the natural environment. With the control on use of fuel and its proper management will result in carrying out all its work properly. Certain changes are necessary for Volkswagen to include in its operations and keep a balance in environment.
· The usage of latest and new technologies will help Volkswagen in managing its functions and also in the reduction in negative impact. It needs to work in a transparent way for awaring its stakeholders about their operations. The using of sustainable strategies is important as it will help in attaining its environment sustainability targets. It needs to work on some eco-efficiency ways as it will satisfy its customers along with the reduction in ecological impacts. 
· It is important for Volkswagen to even consider its ethical values for all of its stakeholders that are present in the market. The using of ethical and sustainable principles at the same time as it is important as it will help it in operating all its functions in a proper way. The use of effective sustainable strategies will keep employees also equally satisfied with its organisation. 
· Volkswagen needs to value the needs and wants of its customers along with use of all the sustainable practices as well as also for timely fulfilling of their needs by maintaining successful position and reputation in market. 
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CONCLUSION 
 From the above report, it is concluded that regular changes and alterations are there in the environment of business organisation. The business organisation needs to monitor these changes on a regular basis in external environment for managing all the operations and functions of the business organisation. Proper management is needed as it will help the business in overcoming of those challenges. The above report analyses external environment of business organisation in knowing various resources and capabilities of the organisation. Various strategies are also discussed in the above report. In the end of this report, there are recommendations also that are mentioned related with sustainable practices. 
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