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Introduction
Strategic management is a practice of managing a business organisation’s resources and forces to develop strategies that can benefit the organisation in achieving its goals. The purpose of this report to conduct a strategic analysis of a company for analysing how the company has dealt with its critical issues by using the practice of strategic management. 
This report will include various models and concepts to understand the issues that an organisation has faced along with its strategic management practices to deal with such issues. For addressing the purpose of this report, Volvo is selected as the case study. For analysing the case of Volvo, its background information will be analysed along with its mission and vision. Furthermore, frameworks such as Pestle analysis, industry life cycle and Porter’s industry five forces will be used analyse the external environment of the company. For analysing the internal environment, the strategic resources and capabilities of Volvo will be evaluated using VRIO framework and value chain analysis. This report will also identify and evaluate the strategies of Volvo for sustaining competitive advantage. Lastly, growth strategies of Volvo will be analysed along with its green and CSR strategies.  
Volvo Background
Volvo is an automobile manufacturing company which is committed to shape the sustainable future transport and infrastructure solutions. Volvo was founded in year 1927 and is currently headquartered in Gothenburg, Sweden. Volvo group operates in approximately 190 markets and have production units in 18 of them. Volvo employs over 100000 people. In year 2022, the revenue of Volvo amounted to 44.5 billion euros. Volvo Group manufactures and produces automobiles and some of its automobile brands include Volvo, Renault Trucks, Nova Bus, Volvo Penta and more (Volvo Group, 2023). 
Volvo was acquired by The Ford Company in year 1999 but this partnership failed to provide significant profits to either of the company. Since this partnership, the profits of Volvo reduced and the situation worsened during the financial crises of 2008/09. Due to this, a Chinese company i.e., Geely Holding Group acquired Volvo Cars from Ford Motor Company in year 2010 (Reuters, 2010). Geely Holding Group acquired Volvo at a relatively cheap price of $1.8 billion, which was $4.7 billion less than, what the Ford Motor Company paid for Volvo in 1999. After the acquisition by Geely Holding Group, the financial performance of Volvo significantly enhanced due to strategic management of the company that allows Volvo to gain suitable competitive advantage.  
As established, the main purpose of this report is to carry out strategic analysis for Volvo, so that it can be analysed that how Volvo has used its strategies to deal with the central issues, it has dealt with. For carrying out a strategic analysis, it is important to use strategic management process. A figure summarising this process is attached below:  

Figure 1: Strategic management process
(Source: Barney and Hesterly, 2015)
Using the strategic management process, first the mission and objectives of Volvo will be identified followed with an external analysis and internal analysis for analysing the market, in which Volvo operates. After this, strategic choice analysis will be done to identify how Volvo has dealt with its issues and then a strategic implementation will be done leading to competitive advantage, in which, an analysis will be done to analyse how Volvo attains competitive advantage.  
Volvo’s Mission and Objectives
The mission of Volvo is to manufacture automobiles that can care for the world and people around us. Volvo aims to make life easier, better and safer for everyone (Volvo, 2023c). 
The objectives of Volvo include the following:
Volvo aims to develop ownership models that can make the life of consumers, less complicated. 
Volvo aims to protect the world that we live in, for this, Volvo is committed towards rethinking sustainability in its operations because merely electrifying the cars is not enough. 
Volvo aims to make safer cars as this company care about people. When it comes to safety, Volvo considers about the safety of both the divers and the people around us (Volvo, 2023c).   
Macro-Environment Analysis
Macro environment is the combination of macro environment elements that highlights the big picture factors that can support and impact the operations and strategies of business organisations. To carry out macro environment analysis of Volvo, the framework of Pestle analysis is used. As established above. Volvo is headquartered in Sweden but it operates in around 190 markets. So, for carrying out the Pestle analysis, global automobile market is considered rather than Sweden automobile market. 
PESTEL Analysis
PESTLE analysis refers to an evaluation tool that evaluates macro environment factors of an organisation. The factors on which, this tool focuses on includes political, economic, social, technological, legal and environmental factors (Barney, 2019). 
Political factors: Emerging markets are facing an influx for infrastructure development. This allows businesses including Volvo to exploit such development and increase their sales in such markets. For example, emerging market such as India and Vietnam are growing in terms of technology and infrastructure due to political support; this helps Volvo to enhance its sales in emerging economies (Bergquist and Näsman, 2021).
On the contrary, due to environmental damage of automobiles, governments of many emerging and developed countries are encouraging public transportation, which can negatively impact the revenue of Volvo (Mattias, 2021). 
Economic factors: Governments of emerging nations are focusing on building expressways and investing in improving transportation infrastructure, which provides effective infrastructure to automobile companies such as Volvo to be in demand (Rehder, 1992). 
On a critical note, due to recent war between Russia and Ukraine, the price of crude oil is fluctuating which has direct impact on the demand of personal automobiles such as Volvo cars.  
Social factors: The standard of living of people in emerging economies is developing along with the average income of people in such emerging economies; this provides the opportunity to Volvo to sustain its sales in emerging economies as well. 
On the contrary, people are getting more aware regarding the environmental damage of automobiles, due to which, they are opting for more sustainable options such as electric vehicles.  
Technological factors: The automobile industry across the globe is currently engaged in the process technological transformation. Where many automobile companies have already launched their electric vehicles, Volvo is yet to adopt complete electric vehicle model (Fang and Chimenson, 2017).
One of the many issues that Volvo faced during its control by Ford is its safety features. Volvo is today known for its best safety cars but back in 2000s, Volvo was unable to use latest technology to ensure best possible safety features which resulted in lower sales of Volvo. This shows the central issue that Volvo has dealt after being in control of the Geely Holding Group. 
Legal factors: Volvo, being an international car manufacturer has to follow various national and global legislations. These laws protect the rights and interest of stakeholders of this company. But there are various regulations and legislations that has resulted in a law suit for the company. For example, Volvo was hit by a civil penalty for $130 million in the US (Shepardson, 2023) and Volvo was also hit by a patent lawsuit under intellectual property rights (ALM, 2023). This shows different laws and regulations protects Volvo but can also have negative impact on the company. 
Environmental factors: Volvo is currently manufacturing and selling electric cars which are beneficial for the environment. Volvo is competing against Tesla, which is the global leader for electric cars; this provides an advantage to Volvo of being considerate of the environment. In addition to this, Volvo also has various CSR strategies that aligns with UN’s sustainable development goals (Volvo Group, 2023b) which reflects on the advantage that Volvo gains for being environmentally responsible. 
Micro-Environment Analysis
Similar to macro environment analysis, a micro environment analysis is done to analyse the environment in which Volvo operates and how it deals with various problems pertained in the environment. For analysing the micro environment of Volvo, frameworks such as industry life cycle and Porter’s industry five forces analysis are used. 
Industry Life Cycle
To conduct strategic analysis for Volvo, the industry life cycle is analysed for the industry, in which Volvo operates i.e., global automobile industry.  
There are five phases of industry life cycle framework as shown in below figure. The first stage is development, in which the rivalry in market is low along with market size (Grant, 2018. This stage was initiated for global automobile industry during 1860s and 1870s (Rae and Binder, 2023). 
The second phase is growth, in which rivalry in market is increasing along with market share but such growth is weak with low entry barriers. This stage was initiated for global automobile industry during 20th century when the US based manufacturers came up with the invention of mass production (Rae and Binder, 2023).

Figure 2: Industry Life Cycle
(Source: Whittington et al., 2020)
The third phase is shake-out, in which market size for the industry increases but rivalry among industry also increases. This stage was during late 20th century and starting of 21st century. Especially when in 2008-09, the global economy was suffering from economic crises (Moore, 2022), the automobile industry shook which also resulted in The Ford Company selling Volvo to Geely Holding Group. 
The maturity phase is when market size reaches its highest point with slower growth. In this phase, the market barriers are high (Hill, Schilling and Jones, 2017). The global automobile industry is currently at this phase, where the growth of this industry is 3.1% CAGR (Moore, 2022). At this phase, the industry has faced various trends including global economic crises preceding Covid 19 pandemic and the surge of electric cars due to environmental concerns, but none of these factors has caused decline of this industry which suggested that this industry is at its maturity stage. 
Being place on the maturity stage is perfect opportunity for Volvo to acquire higher market share. Observing the industry lifecycle, it can be said that the main central issues that Volvo faced under Ford leadership were during the shake-out phase, but these issues were solved by Volvo under the control and leadership of Geely Holding Group during the maturity stage of industry lifecycle. 
Porter’s Industry Five Forces Analysis
To further analyse the micro environment of Volvo and carry out strategic analysis, the framework of Porter’s Industry Five Forces is used. This framework analyses the forces that influence an industry and its businesses (Barney and Hesterly, 2015). 
Bargaining power of buyers – As established, the automobile industry is currently in its maturity phase, due to which, the number of competitors in this market is high and market differentiation is low, which gives some power to buyers. Considering the, the bargaining power of buyers in this industry is moderate. 
Bargaining power of suppliers – There are numerous suppliers for the automobile industry. In fact, there are various sectors that rely on the automobile industry for business. Considering this, the overall bargaining power of suppliers in this industry is low. 
Threat of new entrants – The automobile industry is at its maturity phase, where a company would need not only funding but other resources as well to enter in such market. There are various barriers to enter in this market including technology, knowledge and skills. Observing this, it can be said there is low threat of new entrants because it is difficult for new entrants to enter in this market. 
Threat of substitutes – Currently, the automobile industry is in the process of being substituted by electric vehicles. In response to this change in the industry, may market leaders has already launched their electric vehicles like Volvo and some are in the process of launching their electric and hybrid vehicles. Considering this, it can be said that the threat of substitutes i.e., electric vehicles is high but adopting to such new business model is working in the favour of Volvo.    
Competitive rivalry – The automobile industry is in its maturity phase, where the market size and number of competitors are high. Due to the highly competitive rivalry in this industry, Volvo has to adopt unique features to gain a certain level of competitive advantage. For example, Volvo is known for its safety features. Similar to this, BMW targets premium segment sports cars and Mercedes target premium segment sophisticated cars. 
From the above micro environment analysis, it is analysed that Volvo operates in a highly competitive market and to maintain its competitive advantage, Volvo focuses on innovation and technology.  
Internal Analysis
After analysing the external environment of Volvo, its internal environment is analysed. For analysing internal environment, it is important to review company’s capabilities, resources and abilities which allow the company to sustain competitive advantage. In this section, strategic resources and capabilities of Volvo are identified along with value chain analysis, VRIO analysis and SWOT analysis. 
Volvo’s Strategic Resources and Capabilities
The term resources refer to the assets which adds value in the organisation and capabilities refers to the skills which generate value in the organisation. There are two kinds of resources and capabilities including threshold and distinctive. The distinctive resources and capabilities for Volvo are analysed using VRIO analysis. And the threshold resources and capabilities are identified and analysed below:
Resources:	Capabilities:
Financial: Volvo has huge financial resources which are procured from its retained earnings and equity. 	Financial: Volvo has effective capability of raise funding especially through its parent organisation i.e., Geely. 
Human resource: Volvo employs nearly 100000 people, who are skilled in their domain. 	Human resource: Volvo’s employees have capabilities to lead the company towards success. 
Physical: Volvo has state of the art infrastructure, databases, buildings and retail stores.   	Physical: The physical resources of Volvo provide the capability to ensure effective operations. 

Value Chain Analysis
Value chain analysis is a framework defining primary activities and support activities of an organisation which helps to understand that how each step or activity of an organisation adds or subtracts value from the final product or service (margin) (Yip and McKern, 2016). This framework is an evaluation tool that evaluates each activity within an organisation to identify areas for improvement. This framework of value chain analysis is used here for analysing the primary and secondary activities of Volvo for the purpose of analysing how activities of this company adds value towards the final product (Gamble, Peteraf and Thompson Jr, 2015). A figure showing value chain analysis framework is attached below:

Figure 3: Value Chain Analysis framework
(Source: Bruin, 2018)
The above figure shows two types of activities that adds value or margin towards the final product Volvo, these primary and secondary activities are analysed as follows.  
Primary Activities
Inbound logistics – The activity of inbound logistics refers to the activity of purchasing raw materials from suppliers that allow Volvo to produce cars. Volvo has a well versed global network of suppliers that help the company to efficiently ensure continuous procurement of raw materials and equipment to produce cars, so that its internal targets can be achieved. The long term relations with the suppliers, allow Volvo to gain long term cooperation from the suppliers which result in high quality and responsible behaviour throughout the value chain (Volvo Group, 2023d). This primary activity of Volvo creates value for suppliers; in year 2019, the largest expense of Volvo was the purchase of goods and services from its suppliers for SEK 299595 M (Volvo Group, 2023h).   
Operations – Once the raw materials are procured from inbound logistics, these materials are used for the core operations of the organisation. Volvo is an automobile company and its core operations includes the manufacturing of automobiles (Volvo Group, 2023d). Volvo is engaged in the activity of product development, where, the company ensures to produce its automobiles while considering consumer’s needs and the aim of improving profitability. The operations of Volvo are based on three parameters including fulfilling customer needs, protecting environment and gaining high profits. 
Outbound logistics – The third primary activity of Volvo is the outbound logistics which allow Volvo to sell its produced products to its customers. Volvo distribute its automobiles to its customers through its global retail network of dealers and service centres. Volvo has partnered with hundreds of dealers around the globe which helps in retailing the automobiles produced by Volvo. Besides dealership, Volvo has its own service centres where it has staffed component personnel to ensure high customer satisfaction.   
Marketing and sales – Another important primary activity of Volvo is marketing. Volvo has an extensive marketing strategy for promoting its products and services. These marketing tools include Motor shows, advertising and sponsorships (Volvo Group, 2014). Volvo is also engaged in digital marketing and aims to attain digital leadership through digital commerce and an industry leading website. Besides above marketing tactics, Volvo is also engaged in marketing through dealerships. 
Service – The primary activity of service refers to the after sales services that brands provide to their customers. Some of these after sales services may include installation, repair, adjustments and more. In case of Volvo, after sales service is an important activity as auto mobiles require regular services to provide smooth driving experience to the consumers. Volvo has a global chain of service centres that provide all the after sales services to their clients (Volvo Group, 2022d). This results in satisfying the customers resulting in adding value towards the success of the company.   
Secondary Activities
Similar to primary activities, there are certain secondary or supporting activities as well that support the functions of primary activities (Wheelen et al., 2018)
Firm infrastructure – The activity of firm infrastructure refers to the strategic and managerial structure of a firm including its finance, legal, quality management and other activities. Volvo Group is a large company and it has its own treasury known as Volvo Group Treasury (Volvo Group, 2023e). This treasury is considered as the firm’s infrastructure as treasury handles and controls finances of the primary activities of the company. This treasury is also responsible for managing all the interest bearing assets and liabilities.    
Human resource management – Another secondary activity is human resource management that supports each primary activity by recruiting, selecting, training and appraising talent for all primary activities. There are approximately 100000 employees working in Volvo across 190 markets (Volvo Group, 2023f). Low training and passion of employees was one of the key challenges faced by Volvo during the Ford’s leadership. But after the acquisition by Gelly, it focused on developing and appraising its employees, which resulted in good leadership and higher competitive advantage for the company.     
Technology development – Another supporting activity which complete the value chain of Volvo is technology development. All the primary activities are supported by the technology development within Volvo. Technology development and innovation is in the DNA of Volvo (Volvo Group, 2023g). Recently, Volvo has launched its pure electric cars without compromising its focus on safety of automobiles. Constant innovation helps Volvo to create value for its employees as well as for its customers.   
Procurement – Lastly, the supporting activity of procurement helps in procuring the materials for all the primary activities. Volvo Group has purchased goods and services of 333 billion SEK in 2022 from around the world. This activity of procurement is done through sustainable transportation using the principles of Volvo’s Code of Conduct (Volvo Group, 2023h).   
The above explained value chain of Volvo creates value for customers, society, employees, suppliers, creditors and shareholders (Volvo Group, 2023h). This value created by Volvo is one of the many reasons which help the company in addressing its central issues of bad leadership and negative bottom line during the Ford’s leadership. 
VRIO Analysis of Distinctive Resources and Capabilities
VRIO analysis is a framework used to analyse the organisation’s distinctive resources and capabilities to assess which resources can result in competitive advantage (Lynch, 2018). A VRIO framework table for Volvo is created below. 
Resources and Capabilities	Valuable 	Rare	Inimitable 	Organised
Cybersecurity and IT infrastructure	Yes	No	No	No
Waste management 	Yes	Yes	No	No
Shared value	Yes	Yes	No	No
Stay Home Store	Yes	Yes	Yes	No
R&D Capabilities	Yes	Yes	Yes	Yes
Brand Management	Yes	Yes	Yes	Yes
Diverse workforce	Yes	Yes	Yes	Yes
Decentralisation 	Yes	Yes	Yes	Yes


Cybersecurity and IT infrastructure – The first capability identified for Volvo is its cybersecurity capabilities and state of the art IT infrastructure. According to this capability, most of the Volvo’s processes are based on reliable information technology systems such as production, sales, logistics and more (Werner et al., 2022). So, instead of relying upon external outsourcing of IT capabilities, Volvo has created its own IT infrastructure to ensure smooth operations. This capability of Volvo provides value to the company but is not rare, inimitable or organised, resulting in competitive parity.    
Waste management – Another capability identified for Volvo is waste management. Volvo is a responsible company which strive to improve material efficiency. According to this capability of the company, Volvo is engaged in the process and reusing recycling its materials, so that overall material efficiency can be increased and waste can be recycled. The purpose behind an active and effective waste management is to extend the life of resources and material within the company (Volvo Group, 2021). This capability of Volvo is valuable for the company and is also rare to a certain extend in the automobile industry, resulting in temporary competitive advantage. 
Shared value – Another capability of Volvo is that its sustainable approach is based on the shared value. According to this capability, the sustainability approach of Volvo has three main areas including climate, resources and people. Under climate element, Volvo is focusing on reducing its carbon footprint and strive for 100% fossil free. Under resources element, Volvo is focusing on using resources in an efficient way. And under people element, Volvo is focusing on empowering its employees through safe operations (Volvo Group, 2021). This shared value capability of Volvo results in temporary competitive advantage as it is valuable and rare for the company but isn’t inimitable. 
Stay Home Store – During the pandemic, Volvo created an online platform i.e., “Stay home store”, this allowed Volvo to sell its products on online which resulted in sustained business even during the difficult times of the pandemic (McKinsey & Company, 2021). The Stay Home Store is a resource of Volvo which is valuable, rare and even inimitable resulting unused advantage. Volvo should enhance its online platform to turn into a resource of competitive advantage. 
R&D Capabilities – The capabilities of research and development has played a major role in the success of the company. During the time, when Volvo was operated by the Ford Motor Company, Volvo was facing significant losses. These losses were turned into profit by Geely by focusing on improving the R&D capabilities of this automobile brand. One of the most distinctive and selling point of Volvo is its safety features including rear facing child seats, three point safety belt and more (Consumer Reports, 2014). All these safety features are the result of Volvo’s excellent R&D capabilities. This brings Volvo sustainable competitive advantage, as this capability checks all four elements of VRIO framework including valuable, rare, inimitable and organised. 
Brand Management – Another capability of Volvo is its brand management. Volvo has learned to play by its strengths, which is its traditional values of safety and minimalistic design. Volvo has made its strengths as the identity of its brand (Volvo Cars Press Release, 2015). This has resulted in high brand equity for the company resulting in a sustainable competitive advantage.  
Diverse workforce – Volvo has created a balance when it comes to hire people which has resulted in maintaining a diverse workforce. By embracing diversity, leadership at Volvo has been enhanced resulting in thrive in market (Volvo Group, 2019). In 2010, Geely acquired Volvo and focused on ensuring diverse workforce and leadership. This allowed Volvo to eliminate its central problem of leadership. Besides this, the capability and resource of diverse workforce is valuable, rare, inimitable and organised resulting in sustainable competitive advantage. 
Decentralisation – Volvo was acquired by Ford in year 1999. Under Ford’s ownership, the valuation of Volvo reduced to half of what it was before the acquisition. In 2010, Geely acquired Volvo from The Ford Motor Company. Under Geely’s ownership, not only Volvo flourished but it also gained competitive advantage. Under Geely’s ownership, the business model of Volvo changed to adopt decentralisation, so that, Volvo can benefit from its Swedish ties (Yip and McKern, 2016). This strategic management decision worked and Volvo’s losses turned into profits. So, in a way, decentralisation was a strategic management choice which allowed Volvo to gain competitive advantage and deal with its central issues which it was facing under Ford’s ownership. 
SWOT Analysis
SWOT analysis is an analytical technique that helps in evaluating a company’s competitive position in market. This framework identifies and summarises strengths, weaknesses, opportunities and threats for a business organisation which it is facing in current business environment (Wheelen et al., 2018). SWOT analysis for Volvo is conducted and summarized in the table below:
Strengths 	Weaknesses
Volvo has strong research and development capabilities which allows this company to provide safety features which are superior from its competitors. 	Volvo’s brand identity matches with the current industry trends i.e., electrifying of cars and sustainability. 	Volvo uses decentralised structure that helps Volvo to gain benefit from its Swedish ties. 	Volvo has a diverse workforce which allows the company to be under diverse and good leadership, where solutions are gained using diverse ideas.  	Volvo has a huge research and development budget, but a big budget isn’t a guarantee of innovation. This big R&D budget impacts fund availability of other functions of the company. 	Another weakness of Volvo is its inability to master economies of scale like The Ford Motor Company.  
Opportunities 	Threats 
Through decentralisation, Volvo has managed to maintain its Swedish ties, due to which, Volvo is considered as a Swedish company which gives it the opportunity of growing in European and Asian market. 	The brand alignment of Volvo with innovation and sustainability can help in capturing bigger proportion of the market. 	Using diverse workforce agenda, Volvo can capture different markets around the world. 	New powerful entrants in the automobile market are the biggest threat to Volvo and its existing in the market. 	Highly competitive rivalry in the automobile industry is also a powerful threat to Volvo which can result in loosing competitive advantage. 	Macro-economic factors having adverse impact on Volvo are also a threat for the company. 

The above SWOT analysis is the summarised reflection of internal and external analysis for Volvo which shows the competitive position of this company in market. 
Strategies to Sustain Competitive Advantage
Volvo was acquired by Geely in 2010, before this, Volvo was working under The Ford Motor Company. During the Ford’s ownership, the valuation of Volvo reduced from $6.45bn to $1.75bn. Under Geely’s ownership, various strategies were deployed that helped Volvo to attain competitive advantage and sustain such competitive advantage. The strategies that helped in attaining and sustaining competitive advantage includes:
R&D Capabilities – Volvo has a huge budget for its research and development activities that helps Volvo is enhancing its R&D capabilities. A figure showing research and development expenses of Volvo is attached below. 

Figure 4: Volvo Group's research and development expenses from FY 2008 to FY 2022
(Source: Statista, 2023)
The above figure shows consistent growth in research and development budget of Volvo. High R&D expenses of the company has allowed it to innovate and facilitate security features which are not offered by competitive companies. Volvo cars are regraded as best in security and safety. This competitive advantage has been possible to be attained due to the high R&D capabilities of the company. For sustaining this competitive advantage, Volvo ensures that its R&D budget and expenses are consistent and grow with time. With higher research and development capabilities of Volvo, innovation enhances within the company resulting maintaining and sustaining the competitive advantage of offering best automobiles in terms of safety and security.  
Decentralisation – Under Ford’s leadership, Volvo was managed through the centralised business model, where, all the important decisions of Volvo were in the hands of The Ford Motor Company. In 2010, Geely acquired Volvo was adopted the decentralised approach of management. Volvo is a Swedish auto manufacturing company. Swedish automobiles have a rapport of having unique design and cutting edge technology. So, by using the decentralised approach, Gelly allowed Volvo to make use of its Swedish ties and capture the European market. Thus, Volvo has a competitive advantage of having Swedish ties which are sustained through the strategy of decentralisation. 
Brand Management – Another competitive advantage of Volvo is its brand positioning within the current market. Volvo cars have minimalistic design and is positioned in the market, where, it is considered as the best in safety car producer (Lemon Bin, 2023). Volvo’s competitive advantage of effective brand positioning and USP is sustained through the strategy of brand management. By using the strategy of brand management, the unique proposition of Volvo is highlighted and the brand is positioned in such a way that it can always attain competitive advantage against its competitors. 
Diverse workforce – Besides poor management, heavy losses and centralised business model, poor leadership was also one of many central key issues that Volvo faced under the Ford’s ownership. Due to poor leadership, Volvo’s lost its uniqueness in market which impacted the bottom line of the company. When Volvo was acquired by Geely, its leadership changed. The management of Geely ensured that Volvo has an equal say in its operational and strategic decisions. Using decentralised approach, Geely provided the power of making strategic and operational decisions to the management of Volvo. Transformational and participative leaderships were used to transform the state of Volvo and push its growth sustained growth. The competitive advantage of good leadership at Volvo is sustained by the strategy of hiring diverse workforce. By hiring diverse workforce, Volvo makes sure that its operational and strategic decisions are diverse and satisfies all targeted customers segments. 
The above strategies allow Volvo to attain competitive through the way of strategic management. These are the strategies which helped Volvo to turn its losses into profits after being acquired by Geely. 
Growth Strategies
Growth strategies refers to the plan of overcoming current challenges and achieve the goals for future growth. Few growth strategies of Volvo are identified below which are available at its global website. 

Figure 5: Volvo's growth strategies
(Source: Volvo Group, 2023i)
According to above figure, there are five strategies of Volvo that allows it to attain growth in the current market environment. These strategies are analysed below:
Fast growth – Volvo’s strategy is to attain fast growth within the market, so that, it can perform better than its competitors. 
Electrification – Another growth strategy of Volvo is the electrification. Under this strategy, Volvo has become the market leader for electric cars in premium segment. By aligning with the market trends of electric vehicles, Volvo attains high growth within the organisation. 
Direct consumer relationship – Volvo has a mix of dealership and retail store model of selling cars. Volvo’s employees directly sell the cars to the consumers at the retail stores which allow Volvo to have a direct customer relationship. The direct relationship helps in understanding needs and preferences of consumers resulting in higher growth prospects.  
Leading new technology – As established earlier in this report, Volvo has high research and development capabilities which benefit the level of innovation within the organisation. Using the R&D and innovative capabilities of the company, Volvo is creating its own computing technology that will allow the company to improve its value creation and speed. This strategy of Volvo has high potential to result in high growth for the company by delivering capabilities of next level safety and autonomous drive technology.  
Fastest transformer – Another growth strategy of Volvo is its ability of being transformed with fastest pace. With open partnerships with high tech companies, Volvo is attaining high growth in terms of transformation, innovation and digital leadership. 
Considering the above growth strategies of Volvo, it is analysed that Volvo is making various efforts to ensure its high growth within the business environment, to categorise the growth strategies of Volvo, the model of Ansoff matrix is used. 

Figure 6: Ansoff matrix
(Source: Hanlon, 2021)
According to the above figure, there are four growth strategies that vary in terms of markets and products. When an organisation aims to grow in existing market using existing products, it is known as market penetration strategy. When an organisation aims to grow in new markets using existing products, it is known as market development strategy and when the same organisation aims to grow in existing markets using same products, it is known as product development strategy. And lastly, when an organisation aims to grow in new markets using next products, it is known as diversification strategy. 
Considering the above strategies and the growth strategies of Volvo, it is summarised that Volvo uses the diversification strategy. This is because, Volvo is continuously trying to grow in new markets using new products.  
Green Strategy and CSR
Volvo believes in aligning its strategies with the market trends. As people are becoming more environmentally sustainable, Volvo has enhanced its corporate social responsibility to effectively manage its brand and aligning its value with its customers. For understanding the CSR of Volvo and its green strategy, a framework is used i.e., triple bottom line. According to this framework, there are three elements of sustainability including social, environmental and economic. 

Figure 7: triple bottom line
(Source: SAI, 2023)
Economic – Volvo has a responsibility towards its shareholders to be profitable and distribute its profits with the shareholders. Volvo sufficiently fulfils this responsibility especially under the leadership of Geely. The line figure attached above shows the net profitability of Volvo. Observing this graph, it is clear that how Volvo has become a profitable company under the ownership of Geely.  

Figure 8: Net Income of Volvo, $m, 2011-2017
(Source: Market Research Reports, 2018)
Social – Volvo also fulfils its societal responsibilities by ensuring wellbeing of people associated with the company. In the financial year 22-23, Volvo has been engaged in various CSR projects which fulfils societal responsibilities of this company. These CSR projects includes Community Health & Well Being (CHWB), Infrastructure Improvement Initiatives for Society (IIS), Education Skills & Human Development (ESHD), Road Safety & Innovation (RSI) (Volvo Group, 2023j) and more. 
Environment – Lastly, the environmental responsibilities of Volvo reflect the green strategy of the company. Under this, Volvo offers fossil free alternatives for all the core product segments. In addition to this, Volvo has the ambition to reach zero carbon emissions enabled products by the year 2040 (Volvo Group, 2023k).   
Conclusion
The above case analysis of Volvo concludes that under the ownership of The Ford Motor Company, Volvo faced various key challenges such as bad leadership, poor management and negative bottom line. These key challenges of Volvo were resolved, when Volvo was acquired by Geely, a Chinese company. Geely focused on benefiting the Swedish ties of Volvo and decided to adopt the decentralised approach of business. By using the strategic management approaches of R&D Capabilities, decentralisation, brand Management and diverse workforce, Volvo is concluded to attain competitive advantage in the existing market environment. 
Recommendation 
This report has identified various threats and limitations for Volvo, for such threats, few recommendations are developed below:
For the threat of high competition, it is recommended that Volvo should focus on maintaining its competitive advantage in market of having best in safety cars.
For the challenge of new competitors in the market, Volvo is recommended to focus on electric vehicles as electrification is the future of mobility. 
For the challenge of macro-economic issues, Volvo is recommended to increased its value contribution towards its customers, suppliers, employees and other shareholders, so that brand loyalty can be ensured and company can result in maintaining its competitive advantage. 
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