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Introduction
As opined by Grover et al., (2018, p. 392), strategic management relates to the process of setting goals, objectives as well as procedures to make an organization more competitive in its performance. Strategic management entails analysis of the company's internal processes, resource availability and internal capacities to determine its process of advancement. Sustainability has been a governing aspect in the contemporary business environment and substantial changes in corporate strategy are required for optimal operations of the business (Haessler, 2020, p. 63). Extending on the same view the current essay intends to discuss the various aspects related to the Volkswagen case study by analysing its past performances and making appropriate recommendations for future improvement.
Overview of the case study
The case study centres on the operational failures currently being experienced by VW in its functionality in England. The company had to relent £193m to several drivers in England and Wales due to its loss in a claim against establishing emission cheat devices in its vehicles. The company failed to maintain the appropriate standards of nitrogen dioxide emissions; consequently, it implemented false measures to overcome the pollution standards. For instance, the sustainability ratings of its vehicles were faked which violates the consumers' code of trust, based on this allegation the company faced trials in the High Court and was forced to pay the claimants (BBC, 2022).
Discussion
Key business strategies used by VW over the past five years through the use of relevant frameworks to explain and justify its use 
Volkswagen's strategic venture in the past five years relied on the sustainability aspect of business development which is fuelled by transitions from conventional combustion engine models to zero-emissions electric cars, (Strategy, 2022). However, in the race to gain a competitive advantage in the sector the company has undergone several strategic alterations and sometimes at the expense of quality. In the following sections, the various strategies in use by Volkswagen over the past years are to be examined using strategic tools of business analysis.
Ansoff Matrix
The company had set a corporate-wide strategy in 2018 which envisaged making the company the most in-demand and fascinating vehicle in 2018. In order to achieve this objective the company put forward innovations and technologies as strategic tools in its agenda. Consequently, the company tapped into the resource capability of big data to broadly define its opportunities for growth and success. The analysis of this roadmap of VW is to be made against the strategic dimensions covered under the Ansoff matrix. The Ansoff matrix entails four distinct directions related to market development, market penetration, product diversification and development, (Liu et al., 2018, p. 513). The strategic venture of the company in the past five years has been motivated by the dimensions of market penetration and product diversification. The company intended to gain a higher market share in the existing markets of UK through the use of product diversification as a tool of development. Subsequently, the company introduced several new models under its name which were in alignment with the product requirements of the concerned UK market. VW polo and VW Jetta are some of the key products that the company introduced in the markets for gaining higher access. 
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Figure 1: Ansoff matrix of VW
(Source: Developed by the author)
Porter’s generic strategy 
As opined by Yu et al., (2022, p. 803), Porter's generic strategy is another business analytic tool that is used to determine the type of strategic direction ventured by an organization. It entails a division of strategic direction based on the axes of the market scope and their relevance in achieving competitive advantage. The four key strategies are namely cost leadership, differentiation focus, differentiation and cost focus. Each strategic direction has a distinct value associated with its application and plays an immersive role in business development, (Mohiuddin et al., 2018, p. 1534). VW has been focussed on generating higher revenues by enhancing its market access. In order to achieve this company has been emphasising the implementation of differentiation as a strategic direction. This is emphasised through developing differentiated products in its existing market. Porter's generic strategy is generally used in combination with the Ansoff matrix of business development. The combined analysis of these tools demonstrates the company has been vying on the strategic dimension of variation as a measure to gain higher market access over the past five years. Consequently enhancing engine efficiency, and reducing their emission and pollutants volume were some of the metrics that the company deployed to bring variations in its product availability. 
[image: ]
Figure 2: porter's generic strategy for VW
(Source: Developed by the author)


Identification of the resources and capabilities of the case study company over the past five years 

	Financial 
	The sale revenue of the company has risen by 7% to 76.1 billion Euros as well as the firm has achieved a return on sales of 3.3%, which is an increase of 06% from 2020. The company has been growing globally and its diverse investor portfolio has been its major financial strength.

	Operational 
	The company operates 120 production plants in 19 European countries and sells its vehicles in over 153 distinct regions across the globe. Consequently, it has several brands under its name such as VW commercial vehicles, Bentley, SKODA and Lamborghini.

	Human Resources 
	The current employee strength of VW is estimated to be 662,575 composed of several members from diverse backgrounds. The presence of an innovative and technologically inclined employee base enables the company to fuel its strategic direction progression.

	Intangible 
	Higher brand recognition and goodwill of the company are some of the intangible assets in the resource capability of the company. The company has reported an aggregate of 23,318m GBP as of 2020 under its goodwill by operating segments in its annual reports.  



VRIO 
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Figure 3: VRIO framework
(Source: Bruin, 2021) 



	Attributes 
	Valuable 
	Rare
	Immitable 
	Organization capability 
	Competitive advantage 

	Resources
	Yes
	Yes 
	No
	Provides operational strength and stability in functionality 
	Enables the firm to strategically position itself in the automotive industry 

	Sustainability strategy 
	Yes 
	No
	Yes 
	Provides the company with the ability to diversify its products to meet consumer preferences 
	Enhances market outreach of the company

	Consumer base 
	Yes 
	No
	Yes 
	Brand loyalty and recognition metrics are influenced
	Required to gain higher brand recognition in the industry



Analysis of the extent to which the company has aligned its resources and capabilities to its current business strategies
The resource capability of the company has been discussed through the use of analytical tools as well as dimensions of resource distinction, (Sharipov and Zaynuidinova, 2020, p. 73). VW's major strength lies in its consumer base which it has aggregated over the years through building trust and virtue. However, as discussed in the case study the company's consumer base seems to be losing trust in the brand due to its false practices and violations of product quality metrics to sustain a competitive advantage in the industry. Consequently, to rectify its brand image the company has reasoned that it has not agreed to the liability but rather has vied for the settlement option as it is a better choice financially. The company stated that six months of prudent trial in English courts can be a prudent action commercially and therefore it settled for making payments worth £193m to the claimants. However, the company is still in a strategic advantage position because of its prevalent operational and financial strength. As mentioned above VW has operational plants spread across European nations which provide it with a higher supremacy over the automobile supply chain in UK. Further analysis of the ability of the company to utilise its resource capabilities optimally and a value chain analysis of the firm has been performed.

Value chain analysis 
Value chain analysis is a tool that enables the identification and evaluation of each of a company's activities to comprehend where opportunities lie, (Ke et al., 2019, p. 615). The Primary activities of VW are concerned with the production, and manufacture of automobiles and the management of inbound and outbound logistics. Subsequently, this domain also entails activities that the company executes in relation to marketing and sales as well as service. Further, the support activities of the firm are majorly HRM, technology development using big data, procurement of raw materials by exercising a global supply chain and maintenance of firm infrastructure, (Baars et al., 2021, p. 76). The combined use of these two activities enables the firm to generate and maintain profit margins in its operations. 
Resource utilization can also be comprehended through the use of a value chain analysis framework.
	Financial 
	It is a significant part of the support activity of the firm where it manages its investor relations and maintains a steady supply of funds to fuel its primary activities.

	Operational 
	Operational resources fall under the category of primary activities that are concerned with production procurement and logistics of the company’s finished products as well as its raw materials supply.

	Human resource 
	The HR or the employee capacity is a part of the support activities. The company deploys a regionalized structure of hiring through which it hires local employees to enhance its cultural coherence in the markets.

	Intangible resource 
	Intangible resources are not a part of the value chain however plays an influential role in determining the profit margins of the company and maintaining its brand image as well as rapport that directly impacts the sales figures of the company.
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Figure 4: value chain analysis of VW
(Source: Volkswagen Konzern, 2022)
Evaluation of the manner in which VW has tried to become more competitive while taking into consideration sustainability and the environment
VW's current strategic venture is focussed on the implementation and achievement of "New Auto-Mobility for generations to come". The group strategy is focused on enhancing the sustainability inclination of the firm and assisting it in transitioning into a zero-emission automotive company (Sustainability Report, 2021). The company has been investing extensively in its R&D segment to develop efficient electric vehicles that can assist the business in aligning its operations with the SDG goals of sustainable development. The achievement of this strategic venture is envisaged by the company through the deployment of several initiatives of the new auto strategy. 
Mechatronics: The Company is planning to make substantial changes in its product development and has thereby developed a standard platform named SSP or Scalable Systems Platform. This is to assist the company in enhancing its synergy effects, reducing its investments and paced transitioning into new technology adaptation.  
Software: Software-based consumer functions such as automated vehicles or driver-assisting software are in the development phases. Further in order to enhance the efficiency of this process the company plans to deploy the development expertise of CARIAD's new software architecture E 2.0. 
Battery: The development of EV automobiles requires procurement and regular supply of efficient batteries and to suffice this purpose the company plans to implement a Cell and battery strategy initiative. This initiative is to assist the firm in drawing expertise from various group members and driving the transformation successfully (Strategy, 2022).  
Charging: The achievement of the charging initiative is to be sufficed through successful synergies between various brands and the creation of a comprehensive charging network across its service network. 
Mobility solutions: The motto of the company is “Mobility for generations to come”, which it is envisioning by taking into account global trends as well as changing consumer preferences. 
ESG and Decarbonisation: ESG performance is directly related to the company's market capitalization and substantial advancement is to be made on this forum through active stakeholder engagement. The aspect of decarbonisation which led the company to face lawsuits in the England and Wales region is to be monitored and issues are to be mitigated on an urgent basis.
Business Model 2.0: The Company envisions staying connected with the consumers throughout the vehicle lifecycle. This can assist the firm in enhancing its service quality as well as assisting consumers to match their needs with the product applications.
BCG Matrix
[image: ]
Figure 5: BCG matrix
(Source: BCG, 2022)
The BCG matrix is a growth-share matrix that enables businesses to effectively manage their portfolios and configure how to prioritise their different business units. The model has four distinct quadrants of a cash cow, star, question mark and pet. Each of these segments plays a distinctive role in the analysis of the product or service value of the company's differentiated portfolio of offerings. 
Cash cows (High Share, Low Growth): Products of VW that fall under this category provide the company with revenues that can be used to fuel other developmental activities of the business. The VW polo and Jetta are some of the company products that fall under this category (Strategy, 2022). 
Stars (High Share, High Growth): This product portfolio of VW concerns automobiles that have high future growth prospects. Automated vehicles and zero-emission EVs by VW fall under this category. 
Question marks (Low share, High Growth): The conventional model combustible engine vehicles that faced severe lags in UK market and failed to maintain emission standards of the government fall under this category. The products as planned by VW management are to be replaced across the global supply chain as they can potentially hamper the company’s brand value.
Pets (Low share, Low growth):  The products of VW that failed to meet consumer preferences or market demands fall under this category. Production of these units is to be stopped and liquidation or divestment in such units is to be carried out. 

Recommendations regarding further sustainability practices can help the organisation to develop competitive advantages in the future
The Green economics theory advocates growth in employment and income is driven by public and private investment. The activities of economic development and enhancement of infrastructure are to be carried out in a manner that enables judicious use of resources as well as protection of the environment. The strategic venture of VW in recent times is empowered by its inclination towards sustainability and its future imperative of successfully implementing “New Auto-Mobility for generations to come”, by 2030. The company plans to make significant transitions in its product portfolio to achieve this purpose. However, as analysed from the case study and the company’s reports it has been comprehended that the firm is planning to make substantial improvements in its product or output side of the business. This reflects that its focus on making changes in its production or input process is relatively low. The brand image of the company has suffered a setback due to its failure to maintain environment safeguard guidelines and accusations related to false equipment installation. In order to mitigate these issues, it is recommended that a three-fold approach of quality maintenance, sustainability in production and enhanced focus on customer relationship is to be carried out by the firm. The first strategy can enable the firm to set standard practices of quality checks to evaluate its product efficiency before launching in markets, followed by the approach of sustainability in operations. This strategy can assist the firm in reducing its emissions and carbon footprint on the planet, enabling it to pose as a sustainable automobile company. Consequently, it can assist in empowering brand trust, community relationships as well as the goodwill of the company. Lastly, the customer relationship is to be improved through the inoculation of several consumer touch points for providing an immersive consumer experience throughout the vehicle life cycle.
Conclusion
The above study entails a detailed account of the impact of the violation of sustainable practices in product quality on the operations of VW. The company's strategic ventures in the past five years have been analysed and the strategic directions opted by the firm have been explained using various business analysis tools. Subsequently, the future imperative of the firm towards growth and its approach has also been outlined. Lastly, recommendations regarding higher sustainability inclination in strategic management have been discussed.
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