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Introduction

The aim of this study is to focus on the primary business tactics employed by Volkswagen throughout the previous five years. A VRIO framework is utilised to assess various techniques to comprehend this better. The leading automotive importer in the country at the moment is Volkswagen Group UK, which internally and externally employs over 1,800 people, including almost 930 at their Blakelands headquarters alone (Volkswagen, 2022). The study also emphasises the company's resources and capabilities and assesses how VW has attempted to increase its competitiveness while taking sustainability and the environment into consideration, as well as how other sustainability practices may assist the organisation in the future in gaining competitive advantages.

[bookmark: _w9svzci5pzui]Overview of the Case Study
Volkswagen is being sued in numerous countries as a result of the Volkswagen emissions scandal, which started in September 2015. Worldwide, the organisation has already distributed more than €30 billion (£26 billion). This covers penalties, restitution, settlements in court, and repurchase programmes (BBC, 2022). Volkswagen's turbocharged direct injection (TDI) diesel engines were deliberately set up so that their emissions standards would only activate all through lab testing, according to research by the United States Environmental Protection Agency (EPA). This caused the automobiles' NOx output to comply with US standards during compliance testing. The vehicles generated up to 40 times higher NOx when they were driving.

[bookmark: _9kfq2qyi0zx9]Key Business Strategies of VW over the Past Five Years

The Volkswagen Group is developing into a global leader in sustainable mobility and building the groundwork for long-term success in the mobility of the future. The company's Management Board established the Sustainable Development Strategy in December 2014, which outlines the solution to the problems and unambiguously states the most crucial objectives for the firm (Imiolczyk, 2018).
The Board of Management, with the Supervisory Board's blessing, has adopted a long-term plan called "TOGETHER - Strategy 2025" to accomplish these objectives. The TRANSFORM 2025+ strategy has completely reconfigured the company since they started the Volkswagen brand makeover five years ago. Their product lineup had a comprehensive revamp. Volkswagen has made it known that it supports e-drive automobiles. They have started the journey toward universal CO2-neutral mobility (Volkswagen, 2022). The new Group strategy consists of a variety of far-reaching strategic choices and targeted actions that are primarily intended to protect the Group's long-term future and foster profitable growth.
To do this, the company must completely alter its core automotive business, launch a new mobility solution venture quickly, considerably improve efficiency, boost its capacity for innovation and embrace an entrepreneurial spirit. By offering mobility services made possible by autonomous vehicles and selling automobile features and services online, the VW Group hopes to create new revenue streams.
Currently in development by the VW Group is a new Scalable Systems Platform (SSP), which will be made available starting in 2026. Through the creation of a new Technology division, the VW Group is consolidating the internal development of battery cells and charging. It is dedicated to creating a comprehensive battery supply chain that will cover every step from acquiring raw materials to producing batteries and finally recycling them.
[bookmark: _5ponmbqi51c0]


VRIO Analysis

	Resources
	Value
	Rare
	Imitation
	Organization
	Competitive Advantage

	Pricing Strategies
	Yes
	No
	In the market, pricing tactics are frequently emulated
	The company does have a pricing analytics engine.
	Temporal 

	Flexible Supply Chain Networks
	Yes
	Yes
	Nearby rivals also share certain suppliers and have flexible supply chains.
	Fully utilised
	keeps the company operating

	Financial Resources,
	Yes
	No
	All nearby rivals have access to financial instruments and market liquidity.
	The business is in a stable financial situation.
	Temporary 

	Distribution Competition
	Yes 
	No
	competitors may copy it, but it is challenging
	Yes
	Medium to Long Term 

	Place amongst wholesalers and distributors
	Yes
	Yes
	Quite challenging to duplicate, but not impossible
	Yes
	Sustainable 

	Marketing Expertise, 
	Yes 
	No 
	Competitors frequently copy pricing tactics.
	Yes
	Temporary 

	Brand Extensions
	Yes 
	No,
	Yes, it is possible for rivals to copy it.
	Brand extensions will necessitate more money for marketing.
	Temporary 




Valuable

Volkswagen can benefit from the ability and get rid of threats from the micro and macro environment by utilising core talents. The Volkswagen label is well regarded and has a recognisable appearance. The corporate reputation is a source of capability since it is unique to Volkswagen and cannot be imitated or duplicated by other parties. Volkswagen's supply chain enjoys a solid reputation on a global level. The company has also been effective at providing items and keeping them easily accessible for countries without operational functions. Raising funds is a skill that the corporation has used to lessen market rivalry by merging and acquiring other businesses.

Rare
Only a few businesses in the industry hold and have developed the unique qualities that provide Volkswagen with a market edge. Volkswagen has indeed been able to grow its consumer base and expand its income streams as a result of its global presence. The industry at Volkswagen can identify potential opportunities and take strategic activities that are part to profit from them thanks to an efficient risk assessment methodology.

Inimitable
These distinctive skills assist businesses to maintain a competitive edge and lengthy sustainability. The high and reliable quality encourages repeat purchases and boosts the use of Volkswagen products. All of the locations where Volkswagen keeps its items on hand are conveniently reachable and provide the band with more visibility. The organisation has been able to continue to persist costs in check thanks to the development and consistent demand. The company engages with clients through a range of interfaces and offers a thorough service that promotes customer loyalty.

Organisation
These products were developed especially for Volkswagen and cannot be used by rival companies. Due to its strong financial position, the company has been able to focus on creating cutting-edge product lines and maintaining a high standard of craftsmanship across all of the countries in which it does business.
The seamless management of the company's international activities is made possible by technological development and integration, which is crucial to maintaining good logistic management. The company's training programmes hone people for both their personal and professional development as well as their job roles and professional advancement.
Given that it is conscious of these developments, the Volkswagen Company may employ its research and development division to produce goods that satisfy evolving customer tastes and preferences.

[bookmark: _8l3zm092p69n]Resource and Capabilities of VW
The firm began producing its first automobile, the "Beetle," in 1937 at the behest of Adolf Hitler, with the assistance of Porsche Engineering Group. Volkswagen was promoted to German inhabitants as "the people's automobile" (Sergio et al., 2018). Volkswagen has kept up a substantial manufacturing infrastructure. The company is always modernising its production ideas and integrating them with cutting-edge technologies. One of its key advantages is the globally integrated production network's competitive design. Volkswagen has successfully maintained a strong global presence and a very positive brand image. Although the diesel crisis may have somewhat damaged its reputation, the brand has nonetheless seen significant growth. The company spends a lot of money on research and development and has managed to manage strong research and development skills. To increase the value of the organisation sustainably, R&D spending is necessary. The brand's wide supply network is yet another key strength. The company has built up a unique network of FAST suppliers.
Future-proofing VW's distribution system is the aim of the FAST programme. Its goal is to begin implementing internationalisation and innovations by involving suppliers early and with greater fervour. Another one of its main advantages is the brand's extensive product line, which comprises different brands and of which it owns major and significant holdings in a number. Volkswagen and Volkswagen commercial vehicles are among them, as are Audi, Seat, Skoda, Bentley, Bugatti, Lamborghini, Porsche, Scania, Man, and Ducati. Volkswagen can satisfy a variety of consumer needs, from those of top and premium clients to those of middle-class clients, thanks to its extensive product lineup. VW has recently put more emphasis on HR management. It is attempting to adapt its organisational culture to the demands of the twenty-first century and empower its people resources.

[bookmark: _w6pf6turedts]Alignment of Resources and Capabilities

Resource efficiency at Volkswagen focuses on the security of raw materials, the economy, and the environment. The second-largest automaker in the world has effectively positioned itself as a German company in both local and international markets with its tagline, "Das Auto" (Aichner et al., 2021). Volkswagen examines a vehicle's environmental effects throughout its entire life cycle. From the first drafting of an innovative idea to the raw material sourcing to the energy needs of the recycling, both internal and external aspects are taken into consideration. Volkswagen's overall goal is to provide each model with significantly superior environmental characteristics than its forerunner when taken into account throughout the course of its entire life cycle. Volkswagen and all of its facilities throughout the world have committed to a methodical and measurable decrease in ecological impact and resource usage with "Think Blue. Factory."
At Volkswagen, producing cars with less fuel consumption, less CO2 emissions, and better crash safety is a top priority (Volkswagenag, 2022). The Company has more control over the strength and geometry of individual components because of the use of heated forming, which also produces extremely accurate manufacturing standards. Fuel efficiency gains and pollution reductions are tangible evidence of the advancements the Volkswagen Group is making in the production of vehicles by using resources more effectively. Approximately 7.9 million engines, 2.9 million transmissions, and more than 78 million other vehicle components have been remanufactured and given a second chance at life in consumer products since the inception of the Genuine Remanufactured Parts Programme (Volkswagenag, 2022).

[bookmark: _za1hpm82sufn]Competitive Strategies Considering Sustainability and the Environment
[bookmark: _wpuh7z3vfwz]Porter’s Five Forces
Bargaining Power of Suppliers:

Volkswagen suppliers do not have much-negotiating strength. The reason for this is that VW maintains connections with numerous suppliers who are dispersed across the globe in different regions. Furthermore, VW's code of conduct must be followed by all of its suppliers and subcontractors. They want to be a leading corporation in the environmental sector. They want to minimise environmental effects while providing mobility for all people worldwide. Making mobility sustainable for future generations is their aim. VW has a service life strategy to minimise environmental consequences and seize the moment to protect the natural environment. As a result, its suppliers similarly have little negotiating strength. Examples of these include the incorporation of renewable energies, the reduction of carbon emissions, the development of sustainable supply networks, and resource and energy efficiency.

Bargaining power of Customers:
For a myriad of purposes, clients' bargaining position has expanded in the twenty-first century. The modern consumer is someone who has expertise. He evaluates service performance, security, environmental responsibility, and drivability before making a purchase. According to their "Mission Statement Environment," Volkswagen prioritises the following action areas: global climate, supplies, pollution levels, and environmental considerations (Volkswagen, 2022). Volkswagen makes an effort to produce its items/solutions as sustainably as possible. They consider not just manufacturing and use stages but as well as the building materials, predecessors, providers, and end-of-life recycling process to assure durability.
The Threat of Substitute Products:
The overall risk posed by VW's competitors is moderate. The financial stability and good reputation of VW, as well as its environmental initiatives, are elements that lessen this threat. Its goods are high-quality and fashionable. As a result, there is no more trust, which lessens the threat posed by the alternatives. Volkswagen is also developing fresh, CO2-free fuels. They want to become a CO2-neutral corporation by 2050 and are dedicated to achieving the Paris Climate Agreement's 2° objective (Volkswagen, 2022). They aim to cut our entire life cycle greenhouse gas emissions from light-duty vehicles and passenger cars by 30% by 2025 compared to 2015. They actively support the switch to renewable energy sources throughout their whole life cycle.
The threat of New Entrants:
In the car industry, there is very little threat from new rivals. This is because the industry's hurdles make it so challenging for startups to compete.
Additionally, because of governmental limitations, it is difficult for new businesses to develop.
Volkswagen also has its own unique environmental policies that adhere to the guidelines established by the Group. Their dedication to acting as an environmental role model is stated in their "Group Environmental Policy Statement."
The intensity of Rivalry in the Industry:
There is strong competition in the automotive industry. It's because, despite a plethora of rival brands, the mass of them provide identical goods at about the same levels of effectiveness and quality. Volkswagen lays a lot of focus on recycling, particularly as it relates to reusing priceless materials and revitalising automobile batteries. They have driven compliance management systems that are internationally recognised and professionally validated as part of the effort to constantly decrease the adverse effect of their commodities, services, and processes, as a result, improve their environmental performance.
This research leads one to the conclusion that Volkswagen's position in the auto industry is largely secure. The Volkswagen company has the potential to control a sizeable portion of the market as long as they continue to innovate at a rate that keeps pace with rivals (UBC, 2022).

[bookmark: _f7bmbokje2wb]Recommendations

For Volkswagen, sustainability entails concurrently and vigorously pursuing economic, social, and ecological goals. They should strive to instil enduring ideals, provide decent working conditions, and protect the environment. They must ensure that with their sustainability concept, opportunities and risks associated with their ecological, societal, and regulatory practices are addressed as soon in creating value as is practical. Right now, Volkswagen should devote all of its assets and energy to recovering the confidence of the business. With an enticing product portfolio of stunning automobiles and cutting-edge, custom-made mobility solutions, they should aim to continue thrilling their clients in the future and satisfy all of their varied needs while exercising responsibility in relation to the environment, safety, and society. They must strive to set an example in these respects. By utilising electric propulsion, digital connectivity, and autonomous driving, they may create greener, calmer, more sophisticated, and safer automobiles. In this way, the automobile can stay a pillar of private, economic, and environmental transportation in the future.
Volkswagen might be able to restore its position in the international auto market if it conveys to consumers that it regrets misleading them and is committed to improving CSR practices.
[bookmark: _os2v5rfu5uey]Conclusion
To sum up, the Diesel crisis had a negative impact on the company's reputation and sales. However, VW should exercise extreme caution when it comes to compliance in order to avoid losing both its prized assets and image, which was an essential warning the Diesel scandal left behind. However, VW is a powerful brand, and its ability to endure the struggle proved it. But after paying a heavy price, it bravely made a comeback. If the Volkswagen Group wants to be the most prosperous, captivating, and environmentally responsible carmaker in the world, it must continue to develop its technologies and implement successful environmental and development policies.
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