Q1
The Porter's Five Forces Model is a strategic framework used to assess the degree of industry competition, attractiveness, and profit potential. This framework achieves this goal by analyzing five interrelated factors: the threat of new entrants, the bargaining power of suppliers, the bargaining power of buyers, the threat of substitutes, and the intensity of competition among existing rivals.
Taking the automotive industry's Audi as an example for analysis. The threat of new entrants is relatively low, as new entrants require a large amount of capital investment and face strong brand barriers. The bargaining power of suppliers is high, as Audi relies on a limited number of suppliers to provide high-end components. The power of buyers is also high, as customers can easily switch to competitors such as BMW, Mercedes-Benz, and Tesla. The threat of substitutes is at a relatively high level, as the rise of public transportation and autonomous vehicles poses certain threats. The intensity of competition is extremely high, which stems from intense competition in areas such as electrification, digitalization, and global market share.
The Porter's Five Forces Model provides clear insights for Audi's decision-makers. The industry is highly competitive and faces significant cost pressures. Electrification and digital innovation are indispensable, and stable supply chain control and differentiation strategies are crucial for reducing the influence of buyers and consolidating market position.
The advantage of Porter's Five Forces Model lies in its structured approach to competitive analysis, clear identification of external risks, and high applicability to mature industries. However, it is a static model that struggles to reflect rapid technological changes such as the transition to electric vehicles, ignores sustainability and regulatory factors, and neglects the strategic alliances and group advantages within the Volkswagen Group. Overall, the Porter's Five Forces Model remains a practical tool for supporting major strategic decisions of Audi in a challenging external environment.
Q2
Enterprises can assess their internal strengths and build competitive advantages by applying the Resource-Based View (RBV) and value chain analysis.
The Resource-Based View states that competitive advantages stem from valuable, scarce, difficult-to-imitate, and well-organized resources and capabilities. Taking Audi as an example, these resources and capabilities include brand assets, engineering technology, and various resources within the Volkswagen Group. Value chain analysis divides activities into primary functions and supporting functions, helping Audi identify its efficiency and advantages in research and development, manufacturing, marketing, and after-sales service.
By combining these two frameworks, Audi can utilize its technological and brand resources to enhance differentiation and reduce costs through optimizing operational efficiency, thereby establishing a competitive advantage.
Q3
Take Audi as an example. It can enhance its products by understanding the customers' demands for high-end electric mobility, digital experiences, and sustainability, ensuring that its product development aligns with the actual user needs. Audi can demonstrate its high-end quality and electric vehicle technology through a value-based pricing strategy, while maintaining flexibility in key markets such as China. Continuous innovation in electric drive systems, autonomous driving, and intelligent connectivity helps distinguish Audi from traditional competitors and new electric vehicle competitors. Targeted marketing that emphasizes engineering excellence, sustainability, and a high-end lifestyle can enhance the brand image and customer loyalty. These strategies work together to enable Audi to strengthen customer preferences, enhance competitive advantages, and maintain its position in the global luxury car market.
Q4
Enterprises should take into account the interests of both shareholders and stakeholders, rather than focusing solely on economic returns. Take Audi as an example. The shareholder perspective emphasizes profits, market share, and long-term returns for investors. However, stakeholders cannot be ignored either. Therefore, Audi must consider factors such as customers, employees, suppliers, the government, communities, and the environment. Focusing only on short-term profits may lead to damaged reputation and loss of competitiveness, while balancing both can help achieve stable growth and sustainable success.
Audi has demonstrated strong corporate social responsibility through measures such as achieving carbon neutrality, responsible supply chain management, ethical production, and social investment plans. It actively reduces emissions in the manufacturing process and supports fair working conditions in the global supply chain. These corporate social responsibility activities have enhanced brand trust and are a long-term strategic value source.
Audi's corporate culture is supported by innovation and strengthening environmental responsibility to promote sustainable development. Its culture encourages engineers and managers to prioritize low-carbon technologies, follow the principles of the circular economy, and make responsible decisions. A strong sustainability-oriented culture can unite employees, align internal behavior with global goals, and ensure that environmental and social goals are integrated into daily operations and long-term strategies.
In addition to pursuing profits, Audi plays a key role in promoting the global transition to sustainable transportation methods, reducing carbon emissions, and supporting technological progress. As a large automotive manufacturer, it contributes to economic development, employment, and advanced industrial innovation. By undertaking broader social responsibilities, it builds public trust, demonstrating that modern enterprises not only create value for investors but also for society.
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