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[bookmark: _Toc123993023]Introduction
When a business enters an established market, it is said to be penetrating that market since it is selling products that already exist there. Volkswagen plans to expand its company by releasing a variety of new models that are competitive with the Volkswagen autos that are widely available on the European market. In order to expand into new markets and sell more of the company's products, many businesses turn to diversification. The Volkswagen Beetle has a remote potential of expanding its market share alongside other types of cars, such as premium vehicles. The well-known Beetle automobile is used by Volkswagen as both a logo and a mascot for the firm. These kinds of vehicles used to be rather popular, but shifting preferences and ongoing technological advancements have made them unprofitable.
[bookmark: _Toc123992152][bookmark: _Toc123993024]Company background
Volkswagen is the largest European carmaker and one of the world's top manufacturers. Located in Wolfsburg, Germany, Volkswagen Group has about 672,8 thousand employees worldwide, 8,882 thousand vehicles delivered to customers and €250.2 billion sales revenue in the 2021 financial year (Volkswagen.com, 2022). Volkswagen has car assembly plants throughout the Americas, Asia, Africa, and Europe. Volkswagen hopes to raise profits, concentrate on core operations, and reduce costs. The company is looking at a wide range of strategic and commercial growth choices, such as divesting from non-essential businesses and implementing new models, to ensure it can reach its goals.
[bookmark: _Toc123993025]Business strategies considered by Volkswagen in last 5 years
Volkswagen's business strategy is based on Ansoff's Matrix, the purpose of which is to create a tabular format for emphasising four distinct growth prospects and to link a company's marketing strategy to its overarching strategic aim. The Ansoff Matrix illustrates the four possible product/market combinations as market penetration, product development, market development, and diversification (Whittington et al., 2020). Volkswagen is a global automaker that has established a dominant position in the European and American markets (D'Eusanio et al., 2019). The different products remains unrivalled in the premium middle-segment vehicle market. Volkswagen's apparent success in the UK auto market may be attributable, in large part, to the brand's ability to woo affluent but picky buyers. When an established market is introduced to a new product that is manufactured by the same company, product development has taken place. To do this, it is essential to develop fresh consumer bases for already existing products. Volkswagen is exerting significant effort to expand into new areas in the hope of boosting its future performance. Much of its focus is on emerging economies such as China, India, and Brazil. The economies of China, Brazil, and India are booming, and a growing number of young, well-educated professionals are expressing interest in purchasing vehicles like these (Hourneaux Jr et al., 2018). 
The Volkswagen Group is responsible for many well-known automakers. Volkswagen's iconic Beetle car serves as both a logo and company mascot. Both Porsche and Audi are huge moneymakers for the Volkswagen Group. Each of these industries has had phenomenal revenue growth over the last several years. Over the last five years, Audi has earned £60128 million while Porsche has earned £21674 million. The SKODA brand is essential since it just achieved a higher sales-to-production ratio than market leader Audi. When it comes to individual mobility, only SKODA counts as a brand (Clayton and Radcliffe, 2018). It is expected that the company's profit margin will continue to increase as a consequence of the rapid increase in demand. 
One other thing that might be a problem is the Volkswagen Golf. Investment in the market must be maintained, even if demand has increased over the last five years, for the company to succeed in the long run. Buyers of the Golf model will need some time to get used to the many new features that have been included. Such automobiles were formerly in high demand, but changing tastes and new innovations have rendered them unprofitable. 
[bookmark: _Toc123992154][bookmark: _Toc123993026]Competitive advantage
All stakeholders are kept abreast of the company's activities and attempts to satisfy its social responsibility criteria through official publications like the annual report and website. Thanks to the strategic alignment between CSR (Corporate Social Responsibility) and Volkswagen's overarching commercial goals, the firm is able to foster the growth of irreplaceable talent via CSR-related projects. Most people have a positive impression of Volkswagens because of how reliable and simple to operate they are (Alvino et al., 2020). Because no other company has ever infringed on the Volkswagen trademark, the Volkswagen brand itself is a competitive advantage. This suggests that a competitive advantage might be attained by capitalising on the brand's established reputation (Kumar et al., 2020). A company's worth and income both increase when its brand is well-known. Because of the time and effort invested into building the brand's reputation, no other company can compete with it. Volkswagen's offerings are consistently ranked among the best in their respective categories. Ever then, the company's willingness to experiment has been a benefit in its efforts to address and capitalise on environmental problems and opportunities.
Volkswagen Group is a multi-national corporation that plays a major role in a variety of industries. The expansion of Volkswagen's global reach has resulted in a larger client base and new business prospects. The innovation enhances the company's competitiveness and gives it a short- and long-term market advantage. With this special skill, the company can sidestep risk and grab opportunities. Because of its commitment to a thorough risk assessment approach, Volkswagen is able to identify promising opportunities and launch well-planned initiatives to grasp them (Genugten, 2022). Volkswagen, therefore, considers the ability to take risks to be an essential one. Localization is often pushed forward by a global strategy with the express goal of improving the efficiency of different management functions. Volkswagen's strength is that it has expanded its presence, market share, customer base, and brand recognition across a wide range of communities and climates.
Volkswagen's phenomenal success may be directly attributed to the excellent products it sells to its consumers. When customers experience the high standard of quality and dependability offered by Volkswagen, they are more inclined to return for more purchases, increasing the total consumption of the brand. Volkswagen Group's rising profile makes it simpler to track down its stock in any of the many markets where it operates. Customers have easy access to Volkswagen's offerings in all markets where the company competes. Volkswagen's efficient production might allow them to take advantage of economies of scale (Raut et al., 2019). The company has been able to keep its operating costs low because of its efforts to expand its customer base and ensure a constant demand for its goods. By using IT, the company has cut costs and boosted productivity inside. Customers who buy a Volkswagen get special treatment during the whole life of the vehicle. Companies with strong brand awareness create one-of-a-kind, unforgettable occasions for each of their target audiences.
Volkswagen is a reliable company with a stable bottom line. In light of its robust financial position, the company may more confidently explore novel approaches to product creation and delivery. A company's financial health determines how seriously it may consider mergers and acquisitions as a strategy for increasing its advantage over the competition (Raut et al., 2019). The development and implementation of new technologies by Volkswagen are crucial to gaining an advantage in the marketplace. The company has been able to keep many of its internal processes and procedures running smoothly and efficiently due to technology advancements. New technological advancements and the growing interoperability of related systems make it simple for businesses to monitor and direct their foreign operations, which is crucial for efficient supply chain management (Wijethilake and Lama, 2019). When it comes to learning new skills, some companies offer their employees the chance to participate in training programmes designed just for them. Employees are better able to reach the goals they've set for themselves at work after participating in these trainings. As employees go through the company's training programme, they get a more well-rounded understanding of their roles and opportunities at work and in life. Volkswagen's ability to preserve its competitive edge and optimise the use of its other resources may be attributed in large part to the company's deliberate and well-targeted investment in research and development.
[bookmark: _Toc123993027]Annual report and sustainability report
The Volkswagen definition of sustainability includes the pursuit of economic, social, and environmental objectives all at once. Achieving this objective also involves protecting the planet's natural resources, creating a pleasant workplace for employees, and instilling strong morals. Volkswagen's goal is to have all of its value creation processes accurately recognise and manage the opportunities and risks associated with its operations in the areas of governance, social responsibility, and the environment (D'Eusanio et al., 2019). To achieve this goal, Volkswagen is committed to ensuring that its CSR efforts have a material and enduring impact on the value and reputation of the business. The Volkswagen Group is committed to reducing energy consumption and carbon dioxide emissions at all of its operations throughout the world. There is a plan to increase the use of renewable energy in European cities from its current 95% to 100% by 2023. Even the largest corporations care about this issue; Volkswagen, for one, does an excellent job of reducing the environmental impact of their manufacturing processes. Over the last nearly five years, Volkswagen has decreased the amount of pollution caused by each vehicle it manufactures by more than 37%. The Volkswagen Group supports a wide range of organisations and initiatives throughout the sports, education, health, arts, and cultural sectors. 
[bookmark: _Toc123993028]Green strategies of Volkswagen
For the last five years in a row, Volkswagen's profits have increased annually. Volkswagen's new slogan, "Think Blue," is meant to promote the production of both environmentally responsible and financially lucrative products. Volkswagen has resolved to make all of its operations more environmentally and economically friendly. The conservation of natural areas and the improvement of regional infrastructure are two other goals of active programmes (Kumar et al., 2020). As a result of these efforts, the Company's CSR operations are now serving as a teaching ground for all of its product lines and departments. Volkswagen must act ethically in all of its future relationships with customers and suppliers. 
True zero-emission automotive development is theoretically possible, and its widespread adoption might significantly reduce world emissions. Funds may be put aside so that the company can buy battery-operated electric cars. The Volkswagen Group has made cutting energy consumption and carbon emissions a top priority at its manufacturing facilities. It is projected that by 2025, energy consumption and carbon dioxide emissions per vehicle will drop by 45%. Volkswagen does a good job of sharing its mission and values with employees and other interested parties and it is a part of their green strategy. Because of this, the company has an easier time monitoring its operations, analysing its performance, and developing various strategies that are in line with its overarching business strategy. 
The Volkswagen organisation has been streamlined, and it is supported by inquisitive and innovative groups of people. A smaller number of administrative layers between workers and top management and leadership increases worker security and confidence while also improving information flow (Raut et al., 2019). Volkswagen has built procedures that are clearly defined and spelled out to ensure that its business operations are efficiently managed and that no misunderstandings or conflicts arise and it is a part of their green strategy to keep the organization conflict free in terms of objectives and organisational aspects. Expressions of Volkswagen's fundamental values have been made in a way that boosts morale and brand loyalty by inspiring workers to do their best.
[bookmark: _Toc123993029]SAF criteria
Leadership at Volkswagen is predicated on a sense of involvement. Volkswagen's management style of participative leadership encourages employees to have input into strategic planning and policy formulation. Therefore, there is consistent dialogue between upper management and the heads of various divisions. By doing so, disagreements may be settled and insights gained on strategic and tactical matters (Genugten, 2022). Workers at all of Volkswagen's global factories are sufficiently qualified. Depending on the urgency with which a position must be filled and the level of expertise required, an organisation may choose to seek either internally or outside for eligible persons to fill the position. These results demonstrate that Volkswagen exclusively hires professionals with the necessary skills for the jobs they post. Volkswagen dealership staff is top-notch, informative, and kind. Each candidate's strengths and abilities were analysed carefully before a final selection was made. 

[bookmark: _Toc123993030]Recommendations for Volkswagen
Creating more recycled Vehicle: Volkswagen is looking at options for the recycling of wrecked, unused automobiles. Although it may be possible to repair certain vehicles to the point that they may be driven again, doing so after an accident is usually impracticable. To avoid damaging the environment, it is essential to choose a car scrapping company that will recycle or reuse the vehicle after it has been retired from usage. The amount of money VW may get for scrapping a car depends on its type and age (Clayton and Radcliffe, 2018). However, Volkswagen may provide a service for the disposal of junk cars that takes motorbikes, vans, and other commercial vehicles and recycles any salvageable components for use in future upcycled Volkswagen automobiles.
Ensuring the lower Emissions: Vehicle exhaust contains a number of gases and particles that contribute significantly to global warming. The negative impacts of global warming on the environment, agriculture, and sea level have worsened since Volkswagens were first produced. Volkswagen must significantly reduce emissions if it wants to be considered as an ecologically concerned firm. A major contributor to air pollution is the widespread use of passenger vehicles, commercial trucks, agricultural machinery, and motorised transportation. Everyone's health is negatively impacted by pollution, just as the ozone layer and the ecosystem.
Focusing on the renewable Energy: Vehicles can't function without fossil fuels, and that's quite evident. Unfortunately, the usage of fossil fuels like gasoline and diesel contributes to climate change and harms the ozone layer and biosphere. The sale of vehicles powered by fossil fuels has been either outright banned in seven countries or severely restricted in a further two. The British government has announced that it will stop manufacturing new gas and diesel automobiles after 2040. Volkswagen has spoken out openly against this regulation, arguing that it would be bad for business and the car industry as a whole (Hourneaux Jr et al., 2018). This is a positive thing, since it will force Volkswagen to evaluate the efficiency of the fuels they now use to produce power and investigate other energy sources. Volkswagen may be forced to redirect its attention away from the development of electric cars and instead develop very innovative hybrid vehicles. Continue shifting toward cleaner and more renewable sources of energy if the car sector wants to become more environmentally aware and substantially contribute to environmental conservation.


[bookmark: _Toc123993031]Conclusion
Engaging customers in meaningful ways across several touchpoints and creating positive, long-lasting impressions increases the likelihood that they will return to that firm. Since Volkswagen is aware of shifting consumer preferences and tastes, it may use its R&D department to develop products that can meet those needs. The goal here is to construct a hierarchical framework that is both adaptable and interesting. Volkswagen takes great pride in its ability to locate the most qualified people and nurture their potential. Since that time, the company's openness to experiment has been an asset in its attempts to solve environmental challenges and possibilities and capitalise on those challenges and opportunities.
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