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Volkswagen Company (VW) is one of Germany's world's largest car producers. The company focuses on designing, manufacturing, and selling passenger and commercial cars, engines, motorcycles, and financing services to its clients. Volkswagen further engages in fleet management and vehicle leasing services. The company has grown tremendously, exporting vehicles across the globe. The key business strategy of the company includes the intensive growth model and competitive positioning. The company operates in a competitive environment with key players such as Tesla and the United Kingdom Automotive trade players. The paper seeks to analyse the company's sustainable strategies, analyse the environment using different tools and make recommendations. 
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Volkswagen is among the world's largest car manufacturers in Wolfsburg, Germany. The company specialises in designing, manufacturing, and selling its clients' passenger and commercial cars, engines, motorcycles, and financing services. Volkswagen further engages in fleet management and vehicle leasing services. The company was established in 1937 and has been moving significantly towards enhancing innovative technology, attractive design, and high-quality cars accessible to people in 13 countries with more than 30 outlet stores (Bai, 2021). Today, Volkswagen employs more than 180,000 employees across the globe. In 2020, the company sold 5,328,000 vehicles; in 2021, 4,896,000 cars were sold, recording a decline of 8.1% of the vehicles sold in two years (Volkswagen Newsroom, 2022). However, Volkswagen made a sales revenue of 71,076 million Euros in 2020 and 76,127 million euros in 2021, recording an increase in sales revenue by 7% (Volkswagen Newsroom, 2022). The company has set ambitious objectives to achieve a universal climate-neutral movement by launching a new electric vehicle each year. The main goal has been to ensure that electric car manufacturing contributes to at least 70% of the total sales revenue in Europe and 505 in China and North America (Volkswagen Newsroom, 2022). The company has invested a lot in electrification, digitisation, and hybridisation of vehicles. Volkswagen looks forward to fascinating a digital customer experience and inventing a new model that enhances autonomous driving globally. The managers aim to make Volkswagen the most desirable manufacturer by delivering sustainable mobility to its customers. The company intends to expand its cooperation in overseas markets such as India. Volkswagen's expansion will enhance its competitiveness resulting in a gradual transition to a technological organisation. 
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Volkswagen is an international company whose performance is based on identifying and using the best business strategies to fulfil customer needs. The company has been prompted to develop effective business strategies through global trends and dynamics. The past five years have been challenging for international corporations due to the emergence of Covid-19 affecting the financial and production performance of such companies. However, Volkswagen has maintained its competitiveness through selecting the best strategy, sustainability approach, research, and development. The company's financial performance and increasing market share. Although the Volkswagen Company was greatly affected by Covid-19, it has been able to bounce back to the production of luxury cars (Bai, 2021). Volkswagen's growth strategy can be studied through Michael's Porter Generic Strategies. The corporation is a multinational company with recognised market segments. The high intensity of competition has challenged the company's market leadership position. Therefore, the company has established a competitive positioning and intensive growth model. The intensive growth strategy adopted by the company includes market penetration, market development, product development, and diversification. Such growth objectives are achieved through the cost leadership model, differentiation strategy, focus strategy, and intensive growth strategies.
The cost leadership strategy used by Volkswagen involves gaining a competitive advantage over other companies through lowering. The main cost leadership strategy's main objective is preserving the market leadership position by offering efficient value in chain management. The company designed 19 initiatives to transform the core business areas, such as strengthening innovative power and building mobility (Hanno and Akinsaya, 2019). The approach has allowed the company to expand its market share by targeting the middle class, which makes up the largest proportion of the consumer market in various countries. The company focuses on affordability by ensuring that it reduces production costs and maximises the supply chain's efficiency. Volkswagen offers occasional coupons and discounts to achieve its target and handle sales pressure from its rivals Volkswagen's generic strategy further focuses on investing in a differentiation strategy which has allowed the company to expand its customer base by manufacturing vehicles with unique features. Volkswagen's products often stand out among the available alternatives. The company's logo is a strong brand image to set the differentiation ground. Volkswagen implements the focus strategy by offering the best value for the money spent by consumers (Hanno and Akinsaya, 2019). As a result, Volkswagen focuses on branding strategies to bring continuous change to maximise the value of money. The comprehensive growth strategy used by Volkswagen includes market penetration, product development, and market development The application of porter's generic strategy has enabled Volkswagen to achieve market sustainability and long-term organisational goals despite the competitiveness in the automobile market.
Volkswagen adopts mixed international strategies as competitive factors to ensure sustainability. The plans revolve around sharing the production platform with different car brands in the super-premium and entry-level vehicle segments. The approach helps Volkswagen company to reduce production prices and enhance differentiation (Grieger et al. 2008). It also allows the company to have significant flexibility to meet the market demand and deal with fluctuations resulting from the diverse production areas. While engaging in mixed international strategy, Volkswagen ensures that the specific environmental activities related to competitive intensity have been properly studied. Competitive intensity in the market is considered an essential factor in environmental hostility for manufacturing businesses. As a result, Volkswagen has engaged in extensive research and development and higher entrepreneurial business activities. 
Also, the company participates in a semi-integration strategy. The strategy involves using differentiation and low-cost approaches to different primary activities in the company's value chain and integrating them into other activities. Volkswagen has invested in separate sales, marketing, and customer services and has integrated logistics and production. The company shares various brands in six segments from the luxury and passenger cars produced in four manufacturing plants. Each brand has different marketing, customer support services, and sales, giving distinction and identity to vehicles such as Audi and VW. 
The Ansoff matrix offers Volkswagen company different strategic choices such as market development, penetration, product development, and diversification. The company aims to transform its vehicles into electronic cars in the future. Volkswagen has made extensive marketing investments to help the organisation penetrate new markets (Grieger et al., 2008). The company further aims to increase its production capacity to help reach additional customers in the existing markets. Volkswagen looks forward to enhancing controlled expense costs, resulting in competitive pricing and making its product more appealing to middle-class consumers. However, while seeking to reduce costs of production Volkswagen Company has been faced with a major lawsuit accusing the company of fitting cheating emission devices in its cars. The former CEO Winterkorn admitted that the company cheated its consumers on the emission tests (Hanno and Akinsaya, 2019). The vehicles resulted in extensive pollution, causing respiratory diseases and premature deaths. To rebuild the trust, Volkswagen has repaid fines and compensation to drivers. The case study indicates that the company paid 193 million Euros to the affected drivers in Wales and England to settle the high court requirements (BBC, 2022). It has also resulted in wiping such vehicles in the market and further conforming to EU pollution requirements. The steps seek to ensure that the company does not lose consumers in the existing markets. The product development strategy for Volkswagen involves modifying the current products and engaging in extensive research and development to identify the niche in consumer demand. Such business strategies have ensured that Volkswagen remains among the leading automobile companies.
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Over the years, Volkswagen has grown to be one of the leading automobile companies in Germany. It has invested extensive human resources, technology, and tangible assets to enable it to grow and produce desired vehicles and offer financial assistance to clients while helping them acquire selected cars. The strategic analysis of the Volkswagen Company indicates that the company has highly competitive brands, each racing to remain relevant in the market. The competitive market analysis involves aspects such as Core-competence, PESTEL, Porter's five forces, and the industry life cycle. 
Volkswagen Company has been operating in a competitive environment with players like the United Kingdom Automotive trade players such as the France, Italy, Denmark, and Spain manufacturers. Research indicates that German manufacturers held the largest export shares in vehicles marking 28% of the total exports, while France marked 14% of the total exports (UK Automotive Trade, 2021). Therefore, it is evident that Volkswagen operating in Germany is among the competitive industry in the UK. The core competence of Volkswagen involves a diverse product portfolio and innovation (Pratap, 2022). The company has continued to invest in innovative technologies in different car models to expand the market share and grow the brand. Today, the company has 12 brands portfolio. Also, VW has increased the extent of collaboration with different brands it owns across the UK to enhance the levels of research and development. The company invested 4.8 billion Euros in research and development in 2017 (Pratap, 2022). The company continues to focus on research and development as its core competence area, hoping to deliver mobility solutions to the automobile market. 
Volkswagen has continued to generate impressive profits and acquire a huge market share. However, the company continues to face uncertainty in the external environment. The PESTLE analysis of the company has revealed that there has not been certainty regarding the trade tariffs between the United States and the United Kingdom. A report indicates that the United States intends to impose tariffs on goods imported from the EU countries, a step that is likely to affect the pricing of Volkswagen vehicles (Bush, 2019). The current economic condition favours the VW Company as consumer spending is significantly increasing. As a result, more people will be willing to purchase automobiles, among other consumer goods. The increased consumer spending in the developed markets results in expensive model choices resulting in large profit shares for VW Company. The social-cultural effect on VW Company includes competition with other well-perceived brands such as Tesla and BMW, especially among the youths (Bush, 2019). VW Company further needs to invest in technology as the need for self-driving vehicles is increasing. The company faces hardware and software challenges as it strives to manufacture high-quality self-driving cars with precise sensors and video cameras (Bush, 2019). However, VW has faced legal issues in the past, including the great legal scandal in which the company cheated on the diesel emissions, causing hefty fines and compensations (BBC, 2022). The emergence of green technologies, including electric motors, has raised concern for VW Company. As a result, VW is forced to invest significantly in green technologies such as producing electric cars, hydrogen fuel, and batteries. 
The five forces analysis of Volkswagen involves studying the effects of the power of suppliers, buyers, rivalry, threats of the new entrants, and substitute products. The bargaining power of the company's suppliers is low due to extensive relationships with many suppliers across different regions of the globe. However, the automotive industry has an extensive number of players creating higher bargaining power for consumers who can select from competing companies such as Tesla. Volkswagen Company operates in an environment with significant competing brands, resulting in an intense rivalry. The government's efforts to promote environmentally friendly products have resulted in many people switching to public transportation. Extensive capital is required to enter the automotive industry, resulting in a low threat of new entrants. The industry further requires extensive investment in research, marketing, and production. The legal regulation in the automobile industry has lowered the threat of entry. Substitute products are readily available from other brands in the industry. Volkswagen's life cycle focuses more on environmental protection. The company is dedicated to providing its products in an environmentally friendly manner considering the production phase, acquisition of raw materials, and supply of its product. The lifecycle begins with the new mobility concepts, recycling of new materials, the supply chain process, manufacturing, and the storage of the complete product (Volkswagen AG, 2022). The company applies the life cycle principle from acquiring raw materials and does not end when the final product is sold. A similar code is used when addressing the effects of production on the environment. The innovations created through partnerships by various suppliers seek to protect the environment (Volkswagen AG 2022). Therefore, VW Company has aligned its capabilities and resources to the current business strategy of innovation and environmental protection amidst stiff competition in the industry.
[bookmark: _Toc112959569]Environmental Sustainability Science
Volkswagen Company employs strategic sustainability, the green strategy, and corporate social responsibility to enhance a sustainable environment and competitiveness. Environmental sustainability begins with the efforts of the company to decarbonise the environment and observe the legal requirements set by various stakeholders. However, the company has previously faced allegations of polluting the environment, which affects its sustainability values. For instance, in 2015, the company faced litigation amounting to 30 billion euros due to the use of defective devices (BBC, 2022). Despite the previous allegation, the company has improved in upholding environmental sustainability policies, procedures, and legal processes. The 2021 sustainable report suggests that VW is committed to complying with the EU requirements to protect the environment (Volkswagen AG, 2022). The company's objective revolves around becoming a carbon-neutral organisation. The first step to achieving the sustainable goal includes reducing the total lifecycle greenhouse emission from commercial vehicles by 30% and by 100% by 2050 (Volkswagen AG, 2022). VW is further driving its activities toward improving air quality by reducing nitrogen emissions and particulate matter. The sustainability strategy also focuses on natural resources conservations through renewable energy. Volkswagen Company has been at the forefront of ensuring that it has reduced the amount of carbon emitted into the environment through its green electricity strategy (Mishra, 2020). The company aims to achieve sustainability by supplying consumers with renewable sources through its electric life subsidiary. The subsidiary offers consumers an option to subscribe to an emission-free phase of 100% carbon-free emissions (Volkswagen AG, 2022). Volkswagen's corporate social responsibility has become an interesting case study after the mega scandal of 2015 (Dans, 2015). The company agreed that it failed to comply with emission issues; rather, it played a great role in contradicting the set rules. VW has since ensured that it is on the front line in preventing carbon emissions by investing in a green energy strategy. Common corporate social responsibility activities include a commitment to limiting global warming by two degrees by reducing the carbon footprint produced by their vehicles (Volkswagen AG, 2022). Additionally, the company aims to move toward a circular economy by recycling materials instead of dumping them in the environment. The idea ensures compliance with environmental protection. 
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Volkswagen Company continues to engage in extensive research and development to help identify the niche in the market. As the company strives to increase the production and distribution of motor vehicles, it is also important to engage in a sustainability strategy to improve the environment. Some of the recommendations essential for the company include engaging in production activities using less water and energy to help reduce carbon emissions in the environment. The company may consider shifting to producing electric cars, which are more environmentally friendly than diesel vehicles. It may also engage in environmental protection CSR activities such as garbage collection and water preservation programs to enhance competitiveness. Lastly, Volkswagen Company may also produce cheaper and more efficient vehicles to serve middle-class consumers who form a larger percentage of the population across the globe. As a result, the company is likely to make more profit and consequently enhance the company's brand image.
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German-based VW Company is one of the biggest automakers in the world. The company's primary business activities include developing, producing, and marketing its customers' motorcycles, engines, and passenger and commercial vehicles. Volkswagen offers fleet management and car leasing services. VW has been experiencing significant challenges due to the mega scandal of 2008 to 2015 and the current effects of Covid-19. VW employs a competitive position and intensive growth sustainability strategies to improve its operations. Also, the company operates in a competitive environment with a higher bargaining power of buyers, and substitutes are available from other automakers. The company also applies environmental sustainability strategies such as the green strategy, corporate social responsibility, and strategic sustainability. Some of the recommendations for the company include engaging in productivity that uses less water and energy resulting in fewer carbon emissions. The company should also manufacture affordable electric vehicles to enhance a greener environment. 
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