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Introduction
This work aims to examine key business strategies of Volkswagen in the last years following the international scandal highlighted by the case study article. The strategies are important to know the growth standard of the Volkswagen Company. An important part of the work aim is to identify resources and capabilities of the studied company and how the company is using them to create competitive advantage. Any enterprise goal is to aligns the resources and the strategies for the better development of the company. In order to create a clear image of the company direction, internal and external strategic analysis will be conducted and the factors that influence the strategic choice by using related methods and the way that strategies are implemented. Some future recommendations will be considered in order to show a deep understanding of the factors that are influencing our studied enterprise.

[bookmark: _Toc113702373]Company Background
Volkswagen Group is one of the top automakers in the world and the biggest automaker in Europe. Volkswagen started to produce cars for people in Germany in 1937 and from the time it has expanded to a global level, totalizing more than 10 brands that include Audi, Bentley, Lamborghini. The company expanded in providing financial services along with their car manufacturing, insurance, leasing, and fleet management services. Also, the group owns manufacturing plants in America, Africa and Asia along with the Europe ones. The company goal is to launch a considerable number of fully electric vehicle models following the global trend of the industry (Bai,2021). From financial point of view, as found from the group annual report 2021, they have measured a total operating result of 19.3 billion Euros and a revenue of 250.2 billion Euro in the same year. Also, 8,882 thousand deliveries and 672,8 thousand employees. (annualreport2021.volkswagenag, 2022).
[bookmark: _Toc113702374]
Strategic Analysis
[bookmark: _Toc113702375]External Strategies
· [bookmark: _Toc113702376]PESTLE Analysis of Volkswagen
Even though the well-known business has continued to report great figures for sales and profits, the future seems uncertain. In this report, we will examine the existing and prospective business environments for the Volkswagen Group using PESTLE analysis, which considers all Legal, Economic, Technological, Sociocultural, Political, and Environment variables impacting an organization (Stanislavscaia, 2021).
· [bookmark: _Toc113702377]Political
Here are some political factors which affect the Volkswagen group 
· Trade tariffs: - Due to the United Kingdom's fiercely fought decision to leave the European Union, additional costs may be levied just on the importation of vehicles as from Volkswagen Company (Bai, 2021, p.229).
· [bookmark: _Toc113702378]Economical
Here are some economic factors which affect the Volkswagen group
· Growing consumer spending: - The amount people spend on goods and services is increasing everywhere. As a result, societies seem to be keener today to buy everyday matters like devices and, to a slighter extent, cars. (Helmi, and Fatihah, 2019).
· [bookmark: _Toc113702379]Sociocultural
Here are some sociocultural factors which affect the Volkswagen group
· Mix Brand perception: - People found brands from Volkswagen like Seat and Skoda to be more desirable. On any occasion, many of Volkswagen's products have trouble standing out in contradiction to opulent, forward-thinking competitors like Tesla or BMW 
· Shift Away from driving: - Spending by consumers is increasing, but it is not a rising consumer demand. For monetary and environmental concerns, many individuals were eschewing automobile ownership in preference of utilising cyclists, scooters, trams, trains, and cruise companies like Uber or Lyft. (Trintini et al 2021).
· [bookmark: _Toc113702380]Technological
Here are some technological factors which affect the Volkswagen group
· Self-driving cars: -The development of self-driving automobiles is technically challenging in terms of both software and hardware. Physical restrictions had already been lifted by advances in surveillance cameras and precise detection.
· Green Technologies: - The primary technical problems in the automobile sector, apart from automated driving capabilities, are creating more eco-friendly and efficient cars. Electric engines, batteries, and fuel cells using hydrogen are now the greener solutions for the car sector that show the most promise (Eichhorn, 2018, p. 6).
· [bookmark: _Toc113702381]Legal
Here are some legal factors which affect the Volkswagen group
· Emissions scandal: - When it was revealed that Volkswagen Ag had purposely cheated on diesel car emissions testing, the EPA of the United States launched a multi-year controversy (Jacobs, and Kalbers, 2019, p. 16).
· [bookmark: _Toc113702382]Environmental
Here are some Environmental factors which affect the Volkswagen group
· Green technologies: - Although ecologically friendly substitutes to straight vehicle engines deliver several benefits for customers, the major motivation for their improvement is to allay eco-friendly doubts held by both authorities and customers (Bai, 2021, p.229).


[bookmark: _Toc113702383]Internal Strategies 
[bookmark: _Toc113702384]SWOT Analysis of Volkswagen  
	Strength
	1.  All automobile businesses, the broadest brand portfolio
2. A fresh "TOGETHER - 2025" plan (volkswagenag, 2022)
3. Strategy for diversification
4. convergence of brands
5. partnerships with regional Chinese automakers

	Weakness
	1. Negative publicity weakens the Volkswagen brand as a whole.
2. The American market with the greatest recall rate
3. Poor market position in the American car industry

	Opportunities
	1. Future increases in fuel prices are anticipated.
2. acquire knowledge, abilities, and talents via purchases
3. demand for self-driving cars
4. decreasing the value of the euro
5. To restore brand reputation, put a strong emphasis on enhancing environmental practices.

	Threats
	1. intense rivalry
2. Additional fees and damages that must be paid
3. more stringent rules from the government









[bookmark: _Toc113702385]Strategic Choice 
[bookmark: _Toc113702386]Porter’s Generic Strategies
Any sort of business may apply Michael Porter's general tactics to find development possibilities. Any corporation must assess its existing operations in order to determine the items it will contemplate manufacturing in the future and maximize profit. Items may be discontinued, different innovations may be introduced, or existing products may well be modified.
· [bookmark: _Toc113702387]Cost leadership 
A broad, sizable market is the organization's aim underneath the Cost Leader plan. They deliver the best affordable charges to draw in users. The goal of this technique is to keep payments as low as feasible. There are two ways the business may successfully apply a cost leadership strategy. They may either increase their market while maintaining typical expenses or they might cut the cost of the product as significantly as they can. (Prakash, Pin, and Siddiq, 2017, p. 112).
· [bookmark: _Toc113702388]Differentiation
Under the Diversity method, the company seeks a broad, marketplace while providing a product with unique qualities. The business must uniquely create the item if it wants to provide it with a competitive edge on the market. They should concentrate on utilising the unique qualities of the product to entice customers and so increase their market share. This helps the company successfully navigate the competitive market and increase profits.
· [bookmark: _Toc113702389]Cost focus
When a company uses the low-cost supplier method, it is searching for a specialised industry with a limited number of suppliers. In this more narrowly focused market niche, the product will be made available to consumers at the cheapest price possible. The company must accurately identify and cater to the specific clientele (Jacobs, and Singhal, 2020, p. 2230)

[bookmark: _Toc113702391]Ansoff’s Matrix
Volkswagen has successfully applied the Ansoff matrix repeatedly to grow into one of the world's largest companies. Here are a few tactics Volkswagen has widely utilized using the Ansoff matrix in its categories (Santos, and Fukushima, 2017, p. 149).
· [bookmark: _Toc113702392]Market Penetration
The strategy of market saturation is used by companies who seek to diversify their product lines in markets where their brand associations are well-known and in use. Volkswagen serves a diverse clientele that includes top, middle-class, and outer people. The company's leading brands, which include Audi, Porsche, and Bugatti, primarily cater to the upper level of society with their luxury vehicles. The market segment for automobiles is the middle-class demographic, which is looking for a comfortable and safe car at a reasonable price. To cater to each targeted market category, Volkswagen has segmented the market in the methods shown below. 
· professionals, adolescents among the days of 20 and 27
· a client who understands a car as a rank symbol
· A client that standards faster speeds and stronger engines
· a trustworthy carrier for small originalities
· A user who conveyances machinery with innovative characteristics
· [bookmark: _Toc113702393]Market Development
To keep its brands available in both existing and new markets, the firm is making wonderful use of its dealer systems and spreading them to developing countries. The dispersal costs amplified by 16% to 23515 million pounds in 2015. A winning situation for well-founded dealerships is to carefully collaborate with franchise networks and optimize their operational effectiveness for improving profitability. By initiating current goods in new zones, Volkswagen may quicken the development of its firm through marketplace growth initiatives (Zhang et al 2019, p. 3753).
· [bookmark: _Toc113702394]Product development
Volkswagen puts a lot of faith in production plan modification. Volkswagen has worked to modify its product structure in order to respond to consumer demand. Volkswagen has noticed a decline in the sale volume of entrance items while seeing a rise in sales of mid to high-end products. Volkswagen has therefore boosted its investment in mid- to high-end goods while decreasing its expenditure on entry-level items. Product innovation is a technique by which a secure strives to upsurge its expansion in various markets of finished goods (Volkswagen ,2022).
· [bookmark: _Toc113702395]Diversification
When a company creates new goods for new marketplaces, this method is known as diversity and outcomes is industry growth and expansion. Diversification is key because it allows organisations like Volkswagen to continue to be efficient, inventive, and profitable, likely to be sufficient to the consumers. Compared to its competitors, Volkswagen's income is significantly more evenly distributed across various brands, product categories, and geographical regions. Due to the firm's extensive brand portfolio, it can well target various customer segments and meet their various demands (Wirtz, 2020, p. 279).

[bookmark: _Toc113702396]Strategic Implementation
[bookmark: _Toc113702397]SAF Criteria 
The SAF framework allows you to evaluate choices based on predetermined parameters and make the decision-making processes easier. Three evaluations are used in SAF analysis to help make informed choices acceptability, suitability, and feasibility 
· Suitability: - Environmental appropriateness, expectation suitability, and ability suitability are a few examples of the various variables that are repeatedly used to assess suitability and are most significant to the corporation. Then, in order to better represent the unique requirements of the organisation, these separate categories of applicability need to be further divided. When determining if a strategy is appropriate, a corporation should ask itself questions such as, "Does the plan utilise the organization's strengths effectively? ", and "Does the approach address the issues that the study identified? “And "Does the plan align with the objectives the firm intends to accomplish (Repmann, and Hähnel, 2017, p. 160)

· Acceptability: - Based on the influences on the firm, returns will be measured based on the benefits that participants expect from the strategy, and they might be both financial and non-financial. Refunds can be calculated using a variety of methods, such as cost estimation, profitability analysis, actual research, and worth to investors' interpretation. A plan's chance of failing, any possible economic loss, and any negative effects on the brand or organisation should all be taken into account. The danger may be evaluated by the impact on fluctuation, contingency planning, and consumer reactions to ascertain whether a strategy is appropriate.

· Feasibility: - In the end, any company's strategy will succeed or fail based on the viability section of the SAF strategies. The key to a plan's success is determining whether or not the firm has the resources, aptitude, and skills to execute it. As a consequence, financial viability must be assessed by prominent and estimating cash flows, completing break-even studies, and undertaking various other financial tests. When determining a strategy's viability, a firm should consider its resources in terms of labour, machinery, managerial ability, and materials. They should also consider if they have the institutional framework and markets necessary to implement a certain plan (Herberich, 2016).


[bookmark: _Toc113702398]Strategic Sustainability 
One of Volkswagen's primary business goals for future expansion and development is sustainability. The corporation has established definite, quantifiable objectives for decarbonization, ethical supply chain management, e-mobility, and digitization. The business faces several dangers to its financial stability and has incurred expenses as a result of its environmental initiatives. It yet remains one of the major benefactors in the globe and strives to enhance its market position in the next years (Volkswagen, 2022). The Volkswagen Passenger Vehicle brand's ACCELERATE philosophy is strongly rooted in sustainable transportation. The digitization of the range and related levers for the emission reductions of the brand are crucial factors. Amongst these are the reduction of environmental impacts during manufacturing and coordination, the creation of creative transportation solutions, and the management of the whole supply chain from raw material extraction to the reuse of ecological and social issues (Volkswagen, 2022).
[bookmark: _Toc113702399]Recommendation
Depending on the present emissions problem, the business needs to improve in the following areas:

· The management structure at VW has to be decentralized right away in order to improve coordination and decision-making, cut down on bureaucracy, distribute duties, and foster an entrepreneurial mindset. 
· Volkswagen has spent billions on technology, but it still has to invest more to transport robotics and wholly electric vehicles to the marketplace in order to contest with its competitors and satisfy shifting consumer demands. Comprehensive strategies are required to deal with the powerful forces of long-standing competition, recent entry, and anticipated entry.
· Following the emissions crisis, Volkswagen has to repair its brand reputation and earn back the trust of its customers while also developing and implementing its cultural change programs.
· Volkswagen needs to back up its claims if it wishes to be the top global provider of electric transport gain the public's trust and erase all of the bad headlines they've been subjected to in recent years.


[bookmark: _Toc113702400]Conclusion
At the end of this report, we can say that we have covered all the topics briefly, in this report we have explained the strategic choices and implementation of the strategy of Volkswagen Company and we also explained that everyone has to add some model in their business management which help them to understand the up and downs of the market and help them grow in their specific sector, at last, we can say that we have done all our researches from authentic journals, books and official website of a Volkswagen Company. 
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