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Introduction
As observed by Cillo, et al., (2019), sustainable strategic management, can be described as a process that involves analysing, formulating and implementing practical business strategies that are economically competitive, socially responsible and environmentally balanced. In terms of the currently evolving business landscape, sustainability refers to the impact that companies have on the environment as well as on society. The concept of sustainable management in terms of business refers to the positive impact that the company's strategy aims to provide. The main purpose of strategic management is to set clearer business goals and strengthen producers that help the businesses to make more competitive and adds value to their overall business task. The aim of the current task is to analyse the context of sustainable business management in the context of the given organisation Volkswagen. 
Company background 
The Volkswagen Automobile Group is located in Wolfsburg of Germany, and it is one of the largest global automotive manufacturers as well as commercial vehicles. The number of employees in Volkswagen Group is 668,000 in 2021 with the global aspects (statista.com, 2018). The company started its business journey in 1937 with the German Labour Fro9nt in Berlin. This automobile group is operating its business in China, Brazil, the United States, and Mexico. Volkswagen is regarded as one of the largest car manufacturers in the globe with a revenue worth $263.6 billion. The “operating profit” of Volkswagen has been enlarged by 13% to EUR 22.5 billion while the “operating profit margin” has been increased up to 8.1% due to the presence of pricing and a strong mix. The” liquidity score” has also upgraded up to EUR 43 billion while the” net cash flow” has been projected to EUR 4.8 billion (volkswagenag.com, 2023).
Over the years Volkswagen has been able to remain in its position as an excellent automobile brand as it is reliable and affordable. 
[bookmark: _xl4i8zbeaml8][bookmark: _Toc132039995]Key business strategies of the company over the past five years
Mission strategy: The business mission and vision of the chosen leading automobile manufacturer Volkswagen is to bring sustainable mobility in order to become more efficient, innovative and customer oriented. 








Porter’s Generic Strategy
The company is using the “Horizontal Diversification Strategy” in its product diversification approach for upgrading its sales score in the market competitiveness. In this aspect, the company is consistently paying attention to the product diversification approach for the last five years to revive its brand score. In this context, the company is also paying attention to make more innovation and exclusiveness in developing electric-powered vehicles for upgrading its customer attraction rate and overall operating profitability.    
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Figure 1: Porter’s Generic Approach in Volkswagen
(Source: Developed by the learner)










Ansoff’s Matrix
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Figure 2: Ansoff matrix application in Volkswagen
(Source: Developed by the learner)

The Ansoff Matrix has focused on the growth opportunity of Volkswagen in the dynamic market atmosphere. The company is using the “Price Adjustment Strategy” under the quadrant of the “market penetration strategy”. Through the consideration of this strategy, the automobile sector has been capable to adjust its vehicle price based on the customer’s demands. The discounts and price increases of Volkswagen’s different vehicle product lines would be adjusted based on the customer’s demands to retain its brand name and market sustenance in the newly competitive market.      
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Figure 1: Mission model in terms of effective business strategies 
(Source: annualreport2017.volkswagenag.com, 2023) 



Marketing Strategy: The global leading brand emphasises its success factors which are business innovation, dynamic strength and openness in terms of increasing sales, advertising and other promotional activities. 
Green Strategy: As observed by Durand, et al., (2019), vehicle production generally consumes an immense level of energy. The chosen automobile company Volkswagen are working towards controlling harmful chemicals and carbon during the process of production. 
Operational Strategy: The key operational activities of Volkswagen include strategic focus, people orientation, end-to-end marketing and managing business finances. The operational income that is presented on the company’s financial statements is a sum that remains after deducting the expenses of the operational activities of the company from the operating revenues. Electrification can be understood as one of the four pillars that can drive growth for their future business growth. The other three of them are software-defined products, strong business models, and autonomous driving. 
[image: ]
Figure 2: Profit growth in terms of effective operational strategies 
(Source: Carlier, 2022)
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Resources and capabilities for its current business strategies
Key business resources:
In terms of business resources, the overall area of business resources can be categorised in terms of two areas which are tangible and intangible. According to Shad, et al., (2019), tangible resources can be defined as those company assets which are physical in nature and can be easily identified by the company and its competitors. As a tangible asset, Volkswagen has been able to build a number of operational plants in several areas of Germany.
	Valuable  (Yes)
	Imitability (No)
	Rarity (Yes)
	Organisation (Yes)

	Companies are increasing their level of competition based on the market differentiation. Volkswagen competition rate is increased as it has paid attention to making innovation in its existing vehicle design and facilities to attract the customers.   
	The market competitors of Volkswagen have strong marketing capabilities 
	Promotional capacity and strategy are always focused on sustainable business strategies. The social media-based promotional campaign of Volkswagen is rare and cannot be copied due to the protection of information with the Copyright act
	Volkswagen is capable of empowering its internal as well as external marketing department 

	As the company enlarges its product line the demand for the company’s presence increases

	Volkswagen is a globally recognised brand, its rarity is immense.
	Can be imitated by its competitors of Volkswagen but at a relatively high expenditure
	 The company is consistently paying attention to improve its product line by making innovations for increasing its customer retention score. 

	Volkswagen is world recognised car manufacturer and, in that context, it has a strong supply chain
	To strengthen the availability of raw materials, it has a personalised supply chain.
	None of the company competitors has such a well-structured supply chain 
	The diversified Supply chain is fully utilised in terms of the organisational structure and capabilities 

	 The company has a strong brand score in the competitive global automotive marketplace due to making consistent changes in its existing product line and pricing strategy 
	The leadership structure of the chosen organisation is not rare
	Volkswagen’s leadership structure can be imitated by its competitor companies
	Strong leadership eventually leads to a strong competitive advantage

	 The company is using the price adjustment strategy to increase and offer a discount on their offered different types of vehicles based on the customer’s demand and market competitiveness level. 
	It is not rare
	Pricing strategies can be easily imitated by the regular members of the industry
	A competitive pricing strategy helps with the market position

	Financial resources and their effectiveness add to the company's strength
	The financial resources of Volkswagen are not rare
	Financial resources and market liquidity are available to the closest company competitors 
	It has a sustainable competitive advantage 




Analysis 
The structured organisational analysis can help with a better understanding of key business resources (Masoumi, et al., 2019). Even though it can be understood that Volkswagen has valuable organisational resources which are hard to imitate, would not effectively add to the sustainable business growth. On the other hand, the marketing expertise and global presence of the company add to the organisational expansion of the company whereas financial resources are also crucial, and all these factors add not rare. In this context, the main focus of building a sustainable competitive advantage is to increase company operational capabilities and organisational structure in order to properly put the overall resources into effect. 
Core organisational capabilities:
The core organisational capabilities of the chosen leading global automotive manufacturer Volkswagen include business innovation and a diverse product portfolio. Volkswagen continues to invest in terms of innovative business technologies and up-to-date vehicle models.in order to grow the company's brand position as well as market share. To gain a competitive advantage in the international automotive market, Volkswagen must ensure that they add all their resources in order to challenge the new market, this way adding value and increasing the level of organizational capacity.
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External analysis: Pestle Analysis 
	Factors 
	Analysis 
	Impact 

	Political 
	· Brexit 
· Covid-19
· Political stability 
	As discussed by Cioca, et al., (2019), Brexit is one of the most crucial political factors that has been immensely affecting worldwide business activities. The chosen organisation Volkswagen is a German car manufacturing brand and to operate in the UK it will immensely adjust its current business policies as per the given rules and regulations of the UK. On the other hand, the political stability of the UK attracts a number of foreign brands to come and build their market in the UK. 

	Economic 
	· Inflation rate
· GDP
· Unemployment rate
	During the first two months of the year 2023, the annual inflation rate of the UK rose from 5.3% to 5.7% which is negative for the business structure of Volkswagen within the UK (Gooding, 2023). On the other hand, the stable GDP growth rate of the UK is also effective for business growth ad increased sales of Volkswagen products within the UK. Covid-19 and years of lockdown have negatively affected the employment rate of Volkswagen in the UK. 

	Socio-cultural 
	· Education level 
· Population 
	The most important factor of the UK’s educational system is that it keeps on improving its educational structure as per the changing global scenario and the degrees of British education are globally recognised. As per the recent population projection, the population of the UK is going to reach the number 74 million by the end of the year 2039 (Nash, 2023). 

	Technological 
	· AI implementation
· Technological advancement 
	The UK is a highly technologically advanced country which encourages the market entry of the companies such as Volkswagen. In addition to that, the effectiveness of AI can help with the desired business growth of the chosen automotive brand Volkswagen. 

	Legal 
	· Employment Act 1996
· Equality Act 2010
	The Employment Act of the UK is immensely strong and it initiates a healthy working atmosphere for the businesses that are operating within the UK. It initiates the organisations to control any case of discrimination and violence (Munten, et al., 2021). 

	Environmental 
	· Net zero carbon 
· Waste management law
	It is crucial for businesses to become environmentally friendly as the current business policies emphasise the controlled use of harmful chemicals. 







Internal Environmental Analysis 
SWOT Analysis 
	Strengths 
	Weaknesses

	· The strong brand position of Volkswagen leads several international automobile customers to go for Volkswagen.
· Access to different markets and consumer knowledge helps the company to work with an improved brand positioning strategy (Rahimpour et al., 2019). 
	· Poor sustainability standards finally led to the organisational failure of Volkswagen.
· Competitive Rivalry within the market can make the company's revenue shrink.

	Opportunities 
	Threats 

	· Better customer reach helps the company to promote its newer efforts as well as use an effective influencer marketing technique. 
· Volkswagen has a strong position in terms of the international automotive market.
	· Negative CSR reports and the emission of harmful gases such as nitrogen dioxide finally led to the negative popularity of brands. 
· To deal with the legal cases that have emerged due to the poor activities of the company a huge fine had to be paid on the company’s part. 



Analysis 
The company has already been accused of adding to the EU pollution standards whereas the reality is that the company has only been emitting a good amount of legally permitted nitrogen dioxide. Nitrogen dioxide is understood to be a pollutant which adds to a number of respiratory diseases and premature death. In this context, the organisation had to pay £193m and the company also had to go through a complex trial process (bbc.com, 2022). All these affected the sustainability ratings of the Volkswagen cars as well as the value of their vehicles. In this context, the effective marketing effort and the promotion of the company's new environmentally friendly strategies are the key areas that can help with the increase of the company's current market. 
[bookmark: _u2qqhpkv70hq][bookmark: _Toc132039998]Relationship between the external and internal business environment and its potential impacts on the business strategies of Volkswagen
According to Wirtz, (2019), the internal business environment based on various organisational factors has an immense influence on the business decisions of the company as well as the organisational strategies. On the other hand, external environmental factors of the business consist of the factors that impact the business survival, market growth, company reputation and finally the expansion of the business activities of the business. In the current context of the chosen automotive organisation Volkswagen the business policies significantly impact its market position. First of all the government of the UK encourages the strategies of FDI and other business policies in order to create market opportunities for leading global brands such as Volkswagen whereas the new rules and regulations of Brexit create a complex business scenario for the EU companies such as Volkswagen. In addition to that, the company’s new business activities within the UK would need a rich employee base and the growing population of the UK clearly determines that Volkswagen is going to be provided with talent as well as customers which would help with better customer reach. 
[bookmark: _1oyiv0kazf1u][bookmark: _Toc132039999]Evaluation of the organisational competitiveness of Volkswagen
Porter's five forces 
	Factors 
	Degree 
	Impact 

	Competitive Rivalry 
	High 
	As observed by Ceschin, and Gaziulusoy, (2019), competition is high within the automotive industry. Most of the competing brands of the chosen brand Volkswagen Toyota, Mercedes-Benz, and Audi offer products with a similar level of quality and efficiency. 

	Bargaining Power of Suppliers 
	Low 
	The bargaining power of the suppliers is relatively low as it has a large and diversified chain for effective supplies of raw materials. So, the company can easily switch from one brand to another in case of need.

	Bargaining power of the buyer's 
	Medium 
	Volkswagen is a world-recognised brand which offers a large number of automotive products. On the other hand, the buyers are also provided with a number of options. 

	The threat of substitute product
	High 
	There are several substitute options for the buyers of the chosen automotive company and even the availability and improvement of public transport acts as a potential substitute product for the company.

	The threat of new entrants 
	Low 
	Currently, the threat of new entrants within the automotive industry is relatively low and the main reason is the high barriers as well as high investment in terms of new market entries.



[bookmark: _yuyrvbm2i68a][bookmark: _Toc132040000]Recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.	
As observed by Bocken, et al., (2019), currently, sustainability is regarded as one of the main keywords in the context of the 21st-century business environment. Analysing from a Consumer’s point of view, the power unit and the electronics receive the highest importance towards sustainable activities under Volkswagen’s CSR approaches. Volkswagen have to avoid future organisational risks in terms of contributing towards the EU pollution standards under the concept of “strategic sustainability”. In addition to that, the company has been accused of a serious charge for emitting harmful gases such as Nitrogen dioxide for implementing an eco-awareness attitude and strictly integrating the environmental sustainability science. In this context, the company can improve its research and development capacity in terms of not only reducing its carbon footprint as well as harmful emissions but also in terms of improving its overall effect on the environment. Tree plantation can be an effective way to improve the company’s CSR policies. Creating a healthy working atmosphere within the organisation can also help with the employee retention capacity of the company by considering the gender quality and anti-discrimination approach under the ideology of “Business Ethics”. Volkswagen’s carbon-neutral programmes by 2050 along with the initiative taken by manufacturing and selling the electric vehicles are entitled as a “green strategy” to improve its future sustainability in the competitive business market. 
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Conclusion 
The overall task has been focused on various aspects of sustainable business management strategies that can help with the chosen automotive company Volkswagen’s sustainable strategies. In this context, the key company strategies and organisational factors have been considered. The competitive analysis of the company has helped with the understanding of the current situation of the automotive industry. Finally, in the recommendation section, the necessary organisational actions have been mentioned for the sales improvement of the company Volkswagen. 
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