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[bookmark: _Toc140176683]Introduction
This report will discuss the important business strategies that Volkswagen has been following for the last five years (Volkswagen, 2022). Also, the resources that the company has been using to align with the current business strategy will also be discussed. The capabilities of Volkswagen to recover from the negative impacts will also be discussed in this report. Furthermore, the strategies the organisation has been using to sustain the business in the current situation will also be explained in the report. Apart from this, the strategies that Volkswagen can use in future to improve the sustainability of business will also be explained in the report (Volkswagen, 2022). 
[bookmark: _Toc140176684]Important business strategies of Volkswagen over the last five years
Volkswagen has followed many business strategies for growth over the last five years. The main aim of Volkswagen is to move ahead with pace. Also, it has been following the strategy to sharpen the focus of the strategic projects and implement the projects in a more systematic manner (Volkswagen, 2022). The organisation has worked to make the future of the organisation more sustainable for present and future generations. Furthermore, Volkswagen has been very efficient, innovative, sustainable and customer oriented. It has systematically focused towards making the growth of the company profitable (Volkswagen, 2022). The goal of the organisation is to help its customers meet their diverse needs by creating an attractive portfolio of their products. The organisation has also been working on sharpening the focus and increasing the momentum to achieve the targets. The core product of the company has been more emotive which gives a completely new driving experience to the customers (annual report, 2020). The organisation has also been using digital technology effectively for cleaning automobiles to make them safer to use. Moreover, the organisation has also been working on transforming to e- mobility. It has been found that many Volkswagen cars that have been sold had a defeat device inside the diesel engine. This device was used to check the level of emissions made by the car (Volkswagen Group, 2023). The organisation has been accused by the Environmental Protection Agency of modifying the software fitted in the Volkswagen models but the organisation has denied the claim (annual report, 2020). It has been found that when the cars were moving under controlled laboratory supervision, the device that was installed inside the diesel engine made the car operate under some kind of safety mode due to which the engine of the car was operating below the normal performance. As a result, diesel engines produced nitrogen oxide pollutants more than the maximum level the organisation was heavily fined (Volkswagen Group, 2023). This made the customers lose trust in the organisation and the need to win back the trust of the customers has risen. 
The organisation has used strategies to win back the trust of the customers. The Lewin change model was one such strategy used. This model is a very simple and easy-to-understand framework (Volkswagen Group, 2023). There are three stages present in this model such as “unfreeze, change and refreeze”. The unfreezing stage prepared Volkswagen to accept the necessity to change. This involves breaking the current status of the organisation before building up new ways of operation. The Unfreezing stage explains why the existing strategy cannot be continued. In this stage, the change has been done by conducting a survey to understand the current situation of Volkswagen (Volkswagen Group, 2023). The next stage of this model is the change stage. In this stage, the uncertainties are resolved and new ways of doing things are explored (Irvin et al., 2019). It is very important to make clear communication and plan the changes in the implementation. The employees of Volkswagen have been empowered in this stage (Volkswagen Group, 2023). The third stage is the refreeze stage. This is the stage where the changes are embraced and new ways of working have been developed. The practical explanation of refreeze is setting up consistent job descriptions, stable organisational charts, training ethical dilemmas and many other factors (annual report, 2020). 
[image: ]
Figure 1: Lewin change management model
(Source: Ratana, 2020)
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There are many resources that Volkswagen has been using for the success of the organisation (Dattée et al., 2022). One of the main resources is the employees. The employees of Volkswagen are the true assets of the company. The organisation always looks for ways to retain employees. There are some strategies followed by Volkswagen to retain its employees. The salaries paid to the employees of the organisation have been more than average the average salary. This encourages the employees to stick around and work more. The employees have been always allowed to speak their minds because it helps Volkswagen to get new ideas. The portfolio of the organisation is the widest because it always searches for opportunities to diversify. Moreover, Volkswagen has also been planning to innovate and create a self-driven car by the year 2026. The organisation will launch automated electric vehicles to market the scalable product (Dattée et al., 2022). Volkswagen also has the capability to bounce back after receiving negative publicity. It has effectively used the change model to combat the negative effect of the Diesel gate scandal. Also, the organisation has the capability to grow its market in the United States of America.
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There are many practices by which Volkswagen is gaining a competitive advantage and trying to sustain itself in the future (Wei, 2023). The organisation offers attractive pricing to its customers to stay ahead of the market. The automobile companies like Bentley and Jaguar are using this strategy to stay ahead in the market. Volkswagen also concentrates more on its branding to differentiate itself from other companies. The strategy of differentiation helps the organisation to find the core talent that separates Volkswagen from other organisations (Wei, 2023). Also, the innovation strategy helps Volkswagen to get a competitive advantage over others. The organisation also does very good financial planning. It uses the effective use of information systems to get a report on the functional performance when compared to the target related to the budget (Setyani et al., 2022). The quality of financial planning is mostly dependent on the CEO of the organisation because they have a very good idea about the products and services of the company. As Volkswagen has knowledge of the cost structure of the organisation, it is very easy for them to estimate the impact of a product change on the organisation as well as on their distribution system.
Volkswagen also identifies the qualities related to the demographics of its customer base. It helps the organisation to understand its customers on a personal level that is it helps the organisation to know about the customer's hobby, the aspects of the business that attracts the customers and many other factors (Setyani et al., 2022). The demographic information is collected by Volkswagen through various surveys, interaction with the customers and analysis of the customer information. Volkswagen also has many connections with companies that have specialisation in providing information related to the business. Getting detailed knowledge about the customers helps Volkswagen to get more knowledge about its competitors (Bašová, 2022). The organisation also maximises its revenue potential by getting in-depth insights about the customers. Furthermore, the organisation also believes in retaining customers and also boosts prospective customers. Volkswagen is also taking steps in moving towards the electrical future which means it is moving towards making electric cars to reduce carbon emissions. The organisation has been on the road to success for a couple of years and the revenue growth of the company has been tremendous. Moreover, Volkswagen has also been working to acquire companies. Recently, the organisation acquired a German-based automobile company. Volkswagen has also gained success by getting 100% company shares of Porsche (Pacces, 2023). Volkswagen has also launched “Strategy 2025” which is the electrification strategy. The main aim of this strategy is to launch electric vehicles which include battery and also the fuel cell vehicles. Volkswagen has also made an agreement with Hino Motors to introduce e-mobility products in the market. Volkswagen has tried its best to get the title of Rolls-Royce but it was not able to do so. The thought of getting the title counts. Volkswagen has also been investing in brand names and it is one of the most important strategies of the organisation. The organisation has seized the auto union control and became the owner of Audi. Volkswagen has also acquired Lamborghini which has added a popular brand name to the portfolio of the organisation (Pacces, 2023). Also, Volkswagen has allowed the brands to retain their original names instead of micing the brands. With this, the sale of products of Volkswagen has become easy in the market. The organisation is also updated according to the needs and wants of the customers. Volkswagen also understands the importance of the present climate apart from investing in the brand names that are popular. Volkswagen was also able to rebuild its reputation after getting caught in the scandal by introducing electric vehicles. This shows that Volkswagen is committed to maintaining sustainability. The company also has a good digital transformation strategy. It has decided to transform into a tech group in the year 2021 (Bist et al., 2022). With the high production of electric cars, the company did not struggle much to orient itself into the market related to technology. Digitisation also helps the organisation to strengthen its security and reduce the risk of policy breaches. The organisation was also able to introduce new business models which have created higher levels of efficiency inside the organisations (Bist et al., 2022). Volkswagen has shown exponential growth in recent years with the help of the cloud. The cloud is used by the organisation to effectively analyse all the data in the organisation. The organisation also uses Porter’s five force analysis to analyse the strength and weaknesses of the competitors (Budiharso et al., 2022). It is an effective tool to identify the competition in the automobile industry. Also, this tool is used by the organisation to analyse the potential of new entrants in the automobile industry. Volkswagen also uses Porter’s five force analysis to analyse the power of the people who supply the products related to automobiles (Budiharso et al., 2022). The power of customers is also analysed by the organisation with the help of this tool. The analysis of the competitors is also done very easily with the help of this tool. 
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There are many ways by which Volkswagen can use to gain a competitive advantage in the future (Nuryakin and Maryati, 2022). Volkswagen can work on creating cars that are environmentally friendly. Cost leadership is another competitive advantage that Volkswagen can gain. The advantage of cost leadership can be gained when Volkswagen offers the same quality of automobile products as its competitors provide. The organisation can find various ways to offer the lowest price of cars to its customers. For doing this, the company can explore many ways to create its product at a low price through the perfect production methods. It can also utilise its resources in a more efficient manner compared to its competitors (Nuryakin and Maryati, 2022). The cost leadership strategy is sometimes called an offensive strategy because it drives the competitors out of the market. Volkswagen can also make an attempt to work on making different products with different attributes. It will help the organisation to stay apart from the competitors. In this strategy, the low cost is the only possible factor that sets the business aside. Organisations that differentiate themselves mainly look for more than one marketable attribute (van Bavel, 2022). Volkswagen can explore the markets that give importance to the attributes. Volkswagen can also use a defensive strategy to gain a competitive advantage in the future. The advantage that can be gained by following this type of strategy is it can distance itself from the competition that may occur in the future. It will help the organisation to maintain the competitive advantage it has gained. This strategy is closely related to the differentiation strategy and helps business organisations to retain a competitive advantage (Gartner et al, 2022). Volkswagen can make an attempt to get resources through strategic alliances with other business organisations. This can be done within the same industry or related industries. Volkswagen can be careful about not amalgamating alliances and collusion. Collusion occurs when organisations belonging to the same industry work together. Strategic alliances are joint ventures that are used by business organisations to pool resources and gain exposure (Gartner et al, 2022). 
Volkswagen can also use the process of biodegradable packaging because as soon the customers extract the contents, the product packaging becomes useless (Alvoittu, 2022). Plastic waste is not biodegradable and if it is not recycled it remains permanently on the earth. Also, plastic is not recyclable. So, if Volkswagen switches to using biodegradable materials it will be a sustainable business practice of the organisation. Furthermore, Volkswagen can make the best use of digitisation to eliminate the usage of paper. The sustainable business practice of keeping the records in digital format makes the use of paper redundant. If the organisation cannot avoid the use of paper, then it can make use of recyclable materials. This will save the trees and will also help to reduce global warming. The conservation of water is also most important for Volkswagen while it is creating its products related to automobiles. Using more water will involve high-cost implications for the organisation. There are many organisations that are cutting down the usage of water in their office premises to save water. Volkswagen also can also make an attempt to eliminate carbon footprints in the future by making the best use of renewable energy.  The usage of renewable energy will give long-term benefits to the organisation like creating a green environment and saving money. The sources of renewable energy are wind, solar and geothermal sources. Volkswagen can also gain some special grants from the local government to get access to renewable energy sources (Van der Waldt and Fourie, 2022). Volkswagen can also improve its supply chain management to gain a competitive advantage in the future. The organisation can reassess the supply chain. Material sourcing can be done by the organisation to avoid any kind of wastage. Also, while doing this, the organisation can make sure that the natural resources are not exploited. Renewable energy sources can also be saved by the organisation by reducing unnecessary usage of energy sources. All the strategies related to sustainability will be put into practice by the employees of Volkswagen. So, it is very important to educate employees about sustainability (Karatepe et al., 2022). The roles and responsibilities can be assigned to the employees in such a way that they feel involved in performing the responsibilities. Furthermore, proper training can be given to the employees to maintain a positive work culture inside the organisation. 
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The digital technology is used effectively by Volkswagen to improve hygiene inside the organisation. Volkswagen has been caught in the diesel gate scandal and was successfully able to recover from it by regaining the trust of the customers again. Volkswagen has worked very hard to gain the trust of the customers again by working on creating electric vehicles. Furthermore, the organisation Volkswagen is also planning to produce cars that can be self-driven in the future. Porter’s five force analysis is used by Volkswagen for properly analysing the competitors and it has been found to be the best tool. 
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	Strengths
	Weaknesses

	· Employee retention (Aman-Ullah et al., 2020)
· Widest portfolio of the brand
· Effective strategies to diversify
· Innovation in the products

	· The negative publicity has made the brand weak
· The market share of the organisation is the lowest in the USA


	Opportunities
	Threats

	· A rise in fuel prices can be seen in future for the purpose of creating automated cars in the future. 
· The demand for autonomous vehicles will increase in the future 
· High focus on increasing the sustainability policy
	· Increased competition in the future
· The regulations of government can be strict in future (Javed et al., 2022)


(Source: Created by the learner)
[bookmark: _Toc140176692]Appendix 2: Porter’s five force
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(Source: Volkswagen Group, 2023)
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