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[bookmark: _Toc119493721]Introduction
The Volkswagen Group, also known as Volkswagen AG which is one of the leading German automobile manufacturers in the automobile industry founded by the German government in the year 1937 (Volkswagen AG, 2022). After Toyota, Volkswagen is the second largest car manufacturer in the world with a 7.2% market share in the automobile industry globally behind the leader Toyota which is still in the first position with a dominating 9.2% market share in the global automobile industry (Statista, 2022). In addition, there are some important external factors as well as some internal factors that are highlighted in this report such as the strategies and resources used by the organization over the last five years, implementation of sustainability through the management and operations of the organization, and also strategic recommendations to the organization to develop a competitive advantage for the organization in the near future. 

[bookmark: _Toc119493722]Fundamental Business Strategies used by Volkswagen AG over five years
The fundamental business strategies of Volkswagen in the last five years consist of developing  a innovative state of the art product range, and enhancing the R & D department of the organization, improvement of partnerships, and acquisitions, increasing efficiency of marketing operations, and aggressive expansion of the organization in the global market. The organization has also implemented the above strategies that will help the organization to overcome various issues arising from the five forces of Michael Porter. The European market demands vehicles that are more fuel efficient and small in size. The organization has risen in order to meet these challenges in the manufacturing facilities of the organization (Hassan, 2019). The Volkswagen Group experienced a fifty percent growth in its sales between 2003 and 2008 as it precipitated the need that initiated the implementation of new strategies that will help in maintaining and continuing the growth of the organization. The organization Volkswagen has to face one of the five forces of Porter’s which is the rivalry among the firms in the competitive market. The organization was strong enough to overcome competition in one way that was through the new collaborations and realizing new brands and products in the market (Jung and Sharon, 2019). 
The sales of the Volkswagen Group increased exceptionally between the year 2003 and the year 2008. For an estimation for the near future, the organization has projected a high sales of 9 million units in the year 2008. The organization was becoming to be a customer focused organization through its efforts and operations in order to reach in a dominating position in the global market by reaching at the point of acquiring a ten percent market share of the global economy by the year 2010. Over the last five years, the Volkswagen Group has made strides through its green technology used in the manufacturing of its cars in the European market. Much of the competition in the industry has just started to design and manufacture hybrid model cars (Toma and Tohanean, 2019). The organizations in the industry are using the emotional aspect of the people and beliefs of their surroundings about the environmental and green issues to sell their hybrid cars in the market. This strategy has given them a small cause to think and worry about the substitute products and services coming into the market that will override their launch of hybrid technology in the market. The organization was one of the first in the market to launch hybrid cars which gives a competitive advantage to the organization in the market. In addition to this, the organization has expanded its production facilities for ensuring an immense increase in the sales of the organization in the market. The first manufacturing facility of the organization was completed in the same period (Paz and Galvex, 2020). Within three years of the inauguration of that manufacturing facility in China, the Volkswagen Group has expanded its plant and manufacturing operations throughout Asia. The organization has pushed its production from 200,000 cars to the production of 500,000 cars by the end of the third year of opening the production facility in China. By the end of three years, the Volkswagen Group has also expanded its operation in India and Africa as they are struggling to build its image for larger expansion and also trying not to appear as the European Invader in the market globally (Topal et al., 2020). The organization between 2003 and 2008 has opened a new plant four times for carrying out its operations systematically in the industry as well as in the market. The Volkswagen Group has successfully established itself as a strong competitor in the international market by becoming a trusted brand throughout North America and Europe (Sabadka et al., 2019). 
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 The Volkswagen Group has used so many resources that will always help them to reach their position in the market and also in the society that they are acquiring today. The Volkswagen Group has evolved from a German organization to a dominating international organization with the help of different resources and capabilities of the organization. The human resource is one of the resources that the organization have used over the last five years. Therefore, both the national as well as international success of the organization is because of the talent, skills, qualifications, and intelligence of the middle level staff and management team of the organization. The count of workforce in the organization is growing every year (Imiolczyk, 2018). As the organization innovates a new model, it attracts new qualified and effective employees and also helps in retaining the existing staff of the organization by offering good remuneration to the old employees and also giving them recognition and promotions where necessary for the organization. The employees and the staff of the organization are required to report their performance to the management of the organization regularly for the evaluation of their performance in terms of accomplishments of the goals and objectives of the organization. The control style of management implemented in the Volkswagen Group is the autocratic style which is why the employees have to report to their respective departments or management regularly for performance evaluation (Xie et al., 2018). 
Financial ability is the another resource which is been used by the organization to generate financial resources for the expansion and growth of the organization. The profits and revenues of the organization are showing a reasonable growth when matched to the different car manufacturers in Germany. At a moment, the growth rate of revenues and profits of the organization is also at a pace because of growing competition internationally but the return on the capital employed by the organization is been maintained (Tabirca et al., 2019). The revenue growth of the organization is also a result of international diversification and expansion in the form of new investments that require small investments as compared to the gains of the organization from these investments (Tabirca et al., 2019).
Another resource that the organization has been using to generate and sustain its revenues and profitability is the use of new and advanced technologies. The above mentioned resources have helped the organization to become a household name in Germany as well as in many countries. The success of the organization in the international market is ensured by the strong financial position of the organization and also to remain competitive in the market (Kohn and Harborth, 2018). The organization will lose its customers and they will lose trust in the products of the organization if the organization does not have a strong financial position. Highly qualified and intelligent employees of the organization have helped the organization in its branding, innovation, and marketing which gives a competitive advantage to the organization over its competitors in the industry (Tlili et al., 2022).
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Environment sustainability means maintaining an overall system of environmental, social, and economic aspects at local, regional as well as on global levels. The organization is influencing those systems and factors in different ways and also takes the responsibility for making a contribution to the sustainability of the environment. The sustainability management is an extensive system that was set up by the organization for this purpose (Karandish et al., 2021). The group policy is codified as related to specific structures, responsibilities, and processes. The organization views its sustainability management as CIP which stands for Continuous Improvement Process. 
The major challenge for the global society in at present situation is to find the right balance while shaping the mobility. Both deficits and overloading exist concurrently such as the limit for noise, accidents, traffic jams, poor air quality index, or parking space that have been exceeded or reached in many cities. Concurrently, at the same time, few means of transport are available for the people or the available means of transport are too expensive for them to afford which will limit the access of the participation of the people in the society (Kasych and Vochozka, 2018). The Volkswagen Group is offering both the forward looking mobility services as well as the innovative vehicle technologies which help the organization to meet the requirements and expectations of its customers as well as to solve local traffic and environmental problems in both rural as well as urban areas of the country to the climate and environment globally. The global cooperation with the outside partners of the group plays a critical role in the implementation of environmental sustainability by the organization (Kitheka et al., 2021). 
The organization, being the one of the largest manufacturers in the automobile industry of the world, they must have to follow and meet extensive requirements of the legal aspects for all the markets and sites and also to work and meet for the expectations of its stake holder’s internally as well as externally with the effectiveness of the management of the environmental sustainability (Kitheka et al., 2021).  
The sustainability report of the Volkswagen Group outlines the progress of the organization in four focus areas that are discussed below:
Decarbonization – The Volkswagen Group is committed to the 2º C as the target of the Paris Climate Agreement. The goal of the organization is that they wanted to become net carbon neutral by the year 2050. This ambition of the Volkswagen Group for protecting the climate is considered as the core part of the “goTOzero” mission statement of the environment which means for a net carbon free way of carrying out business operation by the organizations (Sustainability Report, 2020). 
Circular economy – The organization Volkswagen Group has already developed their plans for reusing and recycling the parts of the vehicles which will help the organization to reduce the environmental footprints of their own and also to cultivate a circular model of business (CSR Europe, 2021). 
Responsibility in business and supply chains – The organization is totally committed to the corporate and social responsibilities in their business operations, relationships, and also in their business units at their sites. In addition, to end this, the organization is in the way to establish and implement a systematic and strong system of human rights management (CSR Europe, 2021). 
Workforce transformation report – The Volkswagen Group is commenced to the transformation of the workforce of the organization in a systematic manner from the starting of the year 2020 by increasing their budgets on training and development of their total workforce by which the convectional plants are transformed and changed into the plants for manufacturing electric powered vehicles followed by a full-fledged research and the consequences of digitalization on the employment policy on the expansion of staff and strategic planning in the organization (Sustainability Report, 2020). 
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The main reason behind the victory of the organization is that the organization is focusing on its weaknesses and various threats to the organization related to the economy and the competition remaining as one of the major factors in the organization. Therefore the organization has continued to offer their products to the customers at various prices and they are engaged in selecting new potential consumers to increase its share in the market. There is an integration between the business units and the managers in the organization as the organization is shifting its experts to their underperforming departments and operations so that they can turn them into a business unit which is profitable and beneficial for the organization (Hanno, 2019).  
The recommended strategies that should be implemented and used by the Volkswagen Group to add a value to the success of the organization globally in the market as well as in the industry comprises of diversification of the products of the organization that enables the organization to meet the needs and requirements of their customers in every country in which they operate (Hanno, 2019). Another strategic recommendation or factor is the growth of the base product of the organization in all the countries in which they operate as well as to reduce the cost of its business operations by outsourcing methods in their business operations and activities that helps the organization in making them remain competitive in the market industry. To select different strategies the organization should keep in mind some criteria and factors such as feasibility, sustainability, and acceptability of the strategy that should be developed and implemented by the organization (Turna). 
	Strategy
	Suitability
	Acceptability
	Feasibility

	Diversification
	Different market entry helps the organization to reduce its weakness in countries such as China, Africa, etc. 
	enabling the capabilities to stand in various markets internationally
	Creates a value for the organization

	Expansion in America, China, and India
	Provide overall control of the resources
	Competition in the  market
	Barriers to the entry to the market, requires high cost, and risk of failure

	Outsourcing
	Increase the profitability of the organization
	This Could lead to industrial action
	There is a chance of failure

	Joint Venture or Acquisition
	Reduction in competition and increased profitability 
	It does not require further new investments in the organization
	Increases in the market share of the organization make it a globally reputed brand

	Technological investments
	The organization operates in the automobiles industry so innovation and development required
	Shareholders may not be happy due to high costs
	Competitive advantage

	Motor vehicle manufactured
	Attract various customers which have more spending power and build their confidence
	Create a reputed global image of the organization and also increase customers
	May increase market as sales will increase

	Sales
	Meet objectives of the organization that  relates to increases in the market share
	There are no additional investments required
	Increases revenue and market share

	Differentiation strategy
	Competitive advantage
	Widely valued by buyers
	Increase the profitability of the organization



There are a number of satisfactory recommendations of strategies for the organization that will help the organization in increasing its market share as well as the revenues of the organization which are required to maintain a good return on the capital employed by the organization.  The winning strategies for the organization should be the joint ventures, expansions, and acquisitions, as well as the investment of the organization in the technology, as these strategies will minimize the risk for the organization and also they meet the criteria of acceptability, feasibility, and sustainability (Sergio and Rylova, 2018). The organization Volkswagen Group is growing very fast so they must have to identify, grab, and also create opportunities for the growth of the organization which will provide additional benefits to the organization. Although the cars of the organization Volkswagen Group is increasing its customers day by day because of the R & D of the organization, but they should also have to merge with some other manufacturers in the industry to increase revenues and market share as the rival firms of the organization are also performing better (Soviar et al., 2019).
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In conclusion, the study evaluates the business strategies of the organization over the last five years and concludes that the reason for the growth of the organization is that the organization is focusing on its weaknesses and threats. For this, the organization is using various resources and capabilities that helped in the expansion and growth of the business operations of the organization globally. The organization Volkswagen Group is also implemented and committed to the environmental sustainability through its operations such as decarbonization and workforce transformation. The strategic recommendations that will add a value to the growth of the organization globally are joint ventures, acquisitions, and investment in the technological advancements. 
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