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	Sustainable strategic management can be defined as analyzing formulating and implementing business strategies which minimize harm of the environment and lead the company towards sustainability (Durand, Paugam and Stolowy, 2019).  The organization selected for this report is Volkswagen which is a German car manufacturer founded in 1837 and headquartered in Wolfsburg Germany (Volkswagen , 2023). This report analyzes the past five year strategy of Volkswagen to discuss pursuit of specific strategies of the company. Resources and capabilities of the organization are also identified for the past five years and alignment of these resources with business strategy of the company. Finally the ways in which Volkswagen has become more competitive while considering sustainability is also evaluated in this report along with recommendations to further sustainability practices. 
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Electric Car Campaign in 2018
	In the year 2018, Volkswagen focused on initiating its electric car campaign to reduce carbon dioxide emissions and comply with the Paris agreement.  Under this strategy the company focused on becoming digital leader in providing sustainable mobility through affordable and efficient electric cars minimizing the carbon emission of personal transport. Volkswagen aim to develop an economy of scale  for its electric cars through its existing resources  to ensure that the new electric car product then be made available quickly in different international markets. The company developed a strategy to transform its primary production plans  in Hanover, Emden and Zwickau into pure play electric car plants resulting in development of Europe’s largest electric production network. As for the 2018 strategy the company also focused on converting the Anting and Fushun plants for electric car production (Volkswagen Konzern - AR 2018 - Letter to our Shareholders, no date). 
	The framework which can be used to understand application of this strategy at Volkswagen is Ansoff matrix, particularly the product development strategy mentioned in the matrix. Under the product development strategy, businesses expand their product portfolio to offer consumers innovative solutions (Blank, 2020). Here, Volkswagen is starting at electric car campaign which transformation of production plans and investment in electric car technology as a part of product development strategy to provide consumers innovative solution for good evening sustainable driving. This is a suitable strategy for the organization as it will help the company succeed in the automobile future which is becoming more and more concerned about sustainability.  
Green Digital Transformation in 2019
	The vision of the company in 2019 was to support green digital transformation. In order to attain this, the company established a separate board of management position for software along with combining the entire group's digital expertise in single unit, the car software organization. The car software organization was started in grey 19 with workforce of 3000 IT expert from various subsidiaries of the company. The aim of the organization was to develop a uniform proprietary operating system which will be installed in Group vehicles in the future so that the cars of the company can be made more data-driven. In addition to this the company focused on furthering green digitization true investing in new technologies such as digitalization software for cars and more efficient electric vehicles (Volkswagen Konzern - AR 2019 - Letter to our Shareholders, no date). 
	The company launched its electric cars from brands Porsche and Audi successfully. All this was done to ensure that stars of the company can be made cleaner, safer, greener and fully connected. The framework which can be used to explain pursuit of this strategy in 2019 is again Ansoff matrix where businesses continuously push product development to ensure that products and services are delivered to the clients. Product development helps business adopt to changing consumer demand and external environmental factors (Müller, Buliga and Voigt, 2021). Here, Volkswagen is investing in product development but enhancing technological aspects of their cars so that consumers can gain a high quality sustainable vehicle and the company can stay ahead of its competitors. 
Cost Reduction in 2020
	Volkswagen move forward from focusing on vehicle construction, appeal and functionality of their cars towards cost reduction in the year 2020. The company aimed to lowered group’s fixed costs by 5% by 20203. In addition to this, as a part of 2020 business strategy the company also started working on reducing material costs by 7% for the next two years. This cost cutting program was focused on increasing the profitability of the brand and simplifying the brand portfolio. In addition to this the group focused on further investing in improving sustainability of the business making it more resilient to external environment changes. As a part of 2020 business strategy, vision Volkswagen develop the vision to achieve net carbon neutrality on a global scale by 2050 this included the supply chain production plants and usage of vehicles by consumers (Volkswagen Konzern - AR 2020- Letter to our Shareholders, no date). 
	Combining the two aspects of the strategy which are cost reduction and focus on sustainability it is clear that in 2020 Volkswagen focused on improving its competitiveness by offering better sustainable solution to consumers and reducing its cost at every level. The framework which can be used to explain the pursuit of this strategy by Volkswagen is Porter generic strategies model. The model offers the strategy of cost leadership where businesses reduce their costs in order to become the most affordable brand in the industry and achieve higher profit margins (Anwar and Shah, 2021). This can help the brand achieve leadership in the industry but the disadvantage is that it can negatively impact on quality. Here, Volkswagen is pursuing the cost leadership strategy without compromising on quality by reducing cost of the company calculatingly so that quality and excellence of its product can be maintained. This is a beneficial strategy for the company as it will help the organization deliver affordable and sustainable services to the consumers across the globe so that they emerge as a better car manufacturer among competitors. 
New Auto in 2021
	Volkswagen adopted the new auto strategy for 2021 which focused on combining the company’s effort towards sustainability, connectivity, digitization and mobility fir future development. This strategy seeks to enhance eat mobility, digitization and sustainability of the company through production of better electric vehicle with production of cost efficient and sustainable battery system and expansion of charging infrastructure across the globe. In addition to this Volkswagen also invested in shifting towards connected, intelligent and autonomous vehicles to support E mobility and digitization efforts (Goals and Strategies - Volkswagen Group Annual Report 2021, no date). The key value is highlighted in the new auto strategy of the company word consumer centric culture efficiency innovation and sustainability. 
	The framework which explains the development of new auto strategy at Volkswagen is porters generic strategy model.  The concept of differentiation is also included in the generic strategy model which states that businesses can implement this strategy by differentiating their product through innovation so that they offer a unique solution to the consumers (Ateljević and et. al., 2023). Here, Volkswagen is investing in development of new auto capabilities including digitalization, connectivity, self-driving car, sustainability, electric cars and E mobility  to develop unique products fit for future of the automobile industry. This is a beneficial strategy for the company as it will ensure that all the previous strategic efforts towards sustainability with electric cars and digitization with software production will be integrated to maximize greener, cleaner and efficient characteristics of their products. It can help the company become industry leader and high quality sustainable vehicle provider on a global scale. 
Global Diversification in 2022
	Priority of Volkswagen for 2022 was to further diversify its global businesses in context of geopolitical changes such as nationalism and protectionism. The company is market leader in Europe and China and created the 2022 strategy to ensure that this market leadership continues for long term. This involved starting the local production of its electric vehicles in Europe plants such as Chattanooga and launching the scout project to enter United States pickup and rugged SUV market. Furthermore, in Canada Volkswagen initiated development of battery gigafactory for its electric vehicle while in China the company invested in E mobility and software by partnering horizon robotics to develop driver assistance system for autonomous vehicles. In addition to this, Volkswagen focused on improving its financial stability in the year 2022 including efficiency of capital and focus on return and net cash flow (Letter to our Shareholders - Volkswagen Group Annual Report 2022, no date). 
	This focus on global diversification can be explained with the framework of soft matrix with the option of product diversification strategy focuses on entering new markets with new products. Here the application of product diversification is done by Volkswagen by entering markets such as Canada China and expansion in Europe or it's new product lying including autonomous vehicles, sustainable vehicles and electric vehicles. This is a suitable strategy for the company as global diversification will protect the form from geopolitical changes of protectionism and nationalism which are creating issues for free trade. This can be evidenced by the fact the trade war between United States and China negatively impacted the automobile industry (Goulard, 2020). It is important that large scale automobile businesses invest in global diversification and strengthening their position in different local markets to become capable of dealing with geopolitical tensions and rising protectionist policies in different countries. 
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Value Chain Analysis 
Primary activities 
· Inbound Logistics: This consists of purchasing and delivering raw material for automobile manufacturing such as steel, rubber, plastics and at Volkswagen plants.
· Operations: This includes the key manufacturing activities at Volkswagen where advanced robotics and trained professionals support production and testing of high quality automobiles. 
· Outbound logistics: Here, the cars produced across various manufacturing plants of Volkswagen are delivered to Volkswagen showrooms. 
· Marketing and sale: This includes creating high quality brand image of the company and promoting the organization on large scale. 
Secondary Activates 
· Technological Development: The organization continuously invests in improving its technological infrastructure such as investment in AI and digitization (Porsche, Audi and Volkswagen use Artificial Intelligence to minimise sustainability risks, 2021). 
· Human Resource Development: Here Volkswagen implements training and development initiatives such as structured entry elevates and development programs to ensure that employee skill is continuously updated (Volkswagen Konzern - AR 20 - Training and professional development. n.d..). 
VRIO Analysis 
	Resource
	Valuable
	Rare
	Imitable
	Organized

	Brand Value 
	Yes
	No
	No
	No

	Financial Resources
	Yes
	Yes
	No
	No

	Human Resources
	Yes
	Yes
	Yes
	No

	Technological Resources 
	Yes
	Yes
	Yes
	Yes



· VRIO: 
Technological infrastructure of Volkswagen provides the company strong competitive advantage and is aligned with its current strategies to develop electric cars and enhance sustainability. They fulfil all the conditions of the VRIO analysis. The technological resources of the organization support the company in delivering its strategic objectives by facilitating continuous innovation and technological growth in terms of providing sustainable and efficient automobile products. This is rare capability developed because of regular investment of Volkswagen on latest technology.   In addition to this, the technological resources of the company cannot be imitated easily because it requires specific investment in development of efficient electric car, E mobility and sustainability research and development.  The technological resources of Volkswagen are organized because the company has continuously included innovation and technological advancement in its business strategy.  This is evident by the past five year’s business strategy of Volkswagen which continuously focus on developing its sustainability, electric car production capabilities, connectivity, digitization and E mobility. In comparison to the competitors the technological resources of Volkswagen are more organized and provide its stakeholders value because the company has created a consumer centric culture where continuous advancement of technology is prioritized to deliver best value to their consumers on a global scale. 
· VR:
The financial resources of the organization are valuable and rare for the company because they are the lifeblood of the organization and support the company in delivering value to the consumers. It is because of the financial resources of Volkswagen that the establishment is able to maintain swift supply chain globally and invest in new technologies in the automobile sector such as E mobility or electric cars. The financial resources of the company are highly rare to the organization. For the year 2022 the company meat sales revenue of two 79.2 billion euros with operating profit of €22.1 billion and 8,263 thousand car deliveries (Volkswagen Annual Report 2022, no date). This showcases that it is because of the rare financial resources of the company that the organization is able to deliver high quality cars to consumers across the globe and make good profits for its shareholders.
· VRI: 
The Human Resources of the company are valuable, Rare and non-imitable but are not organized by Volkswagen reducing its contribution to company advantage. The human resources of the company are essential for supporting long term development of the firm as they provide the company engineering knowledge and skills needed to build efficient and technologically advanced car for different international markets. The automobile industry is continuously evolving because of changing consumer demands and technological advancement. Skilled and talented staff is required to ensure that the company moves in the right direction and delivers efficient car products across the globe (Gouda and Tiwari, 2021). Volkswagen has developed talented global workforce which provides the company relevant knowledge and skills for delivering highest quality services to the consumers and attaining its strategic objectives. This is rare as it requires time and huge financial investment. Volkswagen has a global workforce of 662,775 employees who are talented and dedicated towards automobile innovation and excellence (Volkswagen Konzern - AR 2020- Employees, no date). This talented workforce cannot be easily imitated by competitors as it requires investing in creation of a global organizational culture dedicated towards attaining excellent results for all stakeholders with focus on consumer centric results and drive to innovation.
· N/A: 
The brand value of the company is extremely valuable to Volkswagen because it helps the company attract loyal consumers in different international market. Volkswagen is considered a quality automobile brand on a global scale providing excellent automobile engineering solutions for various car products whether it is SUV or luxury cars (Hassan, 2019). However, the brand value of the company does not contribute to significant competitive advantage for the firm. 
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	The past five year business strategy of Volkswagen has made the company more sustainable and consumer centric. The company has invested in various new technologies including digitization, connectivity, self-driving cars, E mobility and electric cars to enhance the sustainability of the business. This also develops competitiveness of Volkswagen as the company will be offering consumers new and unique solutions to tackle carbon dioxide emissions and negative impact on the environment. Electric cars are the future of the automobile industry and many businesses are investing in this area including Tesla, BMW and Mercedes (Salman, 2019). Developing electric automobile capabilities with focus on building economies of scale will help Volkswagen attain competitive advantage that providing consumers affordable and efficient options for electric vehicles. 
Recommendations 
· Investing in AI capabilities: It is recommended that the organization develops artificial intelligence capabilities. This will help the company become more competitive as the firm will be able to utilize artificial intelligence capabilities to further its technological development in different areas including electric cars and self-driving cars. Artificial intelligence is being used across different sectors and industries to promote digital transformation and technological growth (Demlehner, Schoemer and Laumer, (2021).  
· Investing in waste management: Volkswagen is suggested to invest in waste management because it will help the company deal with they could do impact on the planet. Volkswagen is a global automobile production company with plans across different industries. It is important that the respective organization adopts suitable waste management practices to reduce and recycle wastage effectively so that minimum harm is done to the environment. This will help improve competitiveness of the company by making the company more sustainable and distinguishing the brand of Volkswagen as the most green and clean automobile manufacturer in the world. This will help the company promote its product and brand image in context of sustainability and attract more consumers by offering them sustainable automobile solution. 
· Invest in alternative fuel: Volkswagen is suggested to invest in alternative fluid. One of the solutions for supporting sustainable transportation is investing in development of alternative fuel which utilize renewable energy instead of fossil fuels to power cars. Manny research organizations and scientists have already invested in search of alternative fuel which reduces negative impact of transportation on the environment (Xin and et. al., 2021). It is recommended that Volkswagen also starts investing in alternative fuel along with other initiatives of the company to offer sustainable driving solutions such as electric car so that the company can further develop its sustainable product portfolio. Development of alternate fuel will also allow the company to expand its market and for sustainable vehicles with its own green fuel. This can help the company attain higher profit and advance its product portfolio which distinguishes the company from other automobile manufacturers such as Tesla or BMW investing in electric cars. 
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Conclusion 
	From the upper report it is concluded that sustainable strategic development and management of a company requires development of internal capabilities and resources to ensure that sustainable goals are attained in a timely manner. In case of the automobile industry there are various sustainable initiatives which are being adopted by businesses to enhance sustainability of their products and overall organization such as introducing electric cars and investing in green digitization. Aligning the resources and capabilities of the company which can be identified through VRIO analysis with strategic management goals can help the company develop sustainability and competitiveness. 
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