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Abstract
This dissertation investigates Volkswagen’s sustainability initiatives within the Chinese automotive market, focusing on consumer perceptions and their impact on the company’s competitive advantage. A mixed-methods approach was employed, combining quantitative surveys of 411 Chinese consumers and qualitative semi-structured interviews to offer a comprehensive understanding of consumer attitudes towards Volkswagen’s green practices, including electric vehicles and sustainable manufacturing. 
The findings indicate that while consumers generally appreciate Volkswagen’s environmental efforts, concerns about greenwashing and high EV costs persist. Price sensitivity was identified as a significant barrier to broader adoption, despite rising environmental awareness. The study confirms that positive perceptions of Volkswagen’s sustainability initiatives contribute to brand loyalty and competitive positioning, particularly among younger and environmentally conscious consumers. However, the company faces challenges in making EVs more affordable to appeal to middle-income consumers. The study concludes with strategic recommendations for Volkswagen to enhance transparency, reduce EV costs, and leverage government partnerships to further strengthen its market presence in China.
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1 [bookmark: _Toc177665994]Introduction 
1.1 [bookmark: _Toc177665995]Background of the Study
The automotive industry is a cornerstone of the global economy, contributing significantly to employment, technological advancement, and economic growth. However, it also represents a major source of environmental issues, particularly due to greenhouse gas emissions and resource consumption (Chen & Chang, 2013). In response to escalating environmental concerns and regulatory pressures, automotive companies worldwide are adopting sustainability initiatives aimed at reducing their ecological footprint (Li & Zhang, 2021). 
Among these companies, Volkswagen stands out for its ambitious green practices, especially in the Chinese market (Volkswagen Group China, 2022). Given that China is the largest automotive market globally, it presents both substantial opportunities and challenges for sustainability efforts (Huang & Liu, 2019). 
This study examines the strategic management of Volkswagen’s sustainability initiatives in China, exploring how these efforts are perceived by consumers and their impact on Volkswagen’s competitive advantage.
The Chinese automotive market, being the largest in the world, is pivotal for Volkswagen’s global strategy. China’s government has also been a strong proponent of green policies, setting ambitious targets for reducing carbon emissions and promoting electric vehicles (EVs) (Xu & Zeng, 2018). Volkswagen’s alignment with these national goals through its sustainability initiatives makes China an essential case study for understanding the interplay between corporate sustainability strategies and consumer perceptions. 
Notably, China’s unique market dynamics, characterized by rapid economic growth, urbanization, and increasing environmental awareness among consumers, provide a fertile ground for studying the impact of sustainability initiatives on consumer behaviour and competitive advantage (Wang & Song, 2021). 

1.2 [bookmark: _Toc177665996]Research Problem
Despite Volkswagen’s extensive investment in sustainability, there remains a significant gap in understanding how these initiatives are perceived by Chinese consumers and how these perceptions influence Volkswagen’s competitive positioning. Previous studies have often focused on the technical and operational aspects of sustainability initiatives, neglecting the consumer perspective (Gao et al., 2020). 
Understanding consumer perceptions is crucial, as they directly affect market performance, brand loyalty, and competitive advantage. For instance, positive consumer perceptions of Volkswagen’s green practices could lead to increased brand loyalty and market share, whereas negative perceptions could undermine these advantages (Chen & Chang, 2013). 
This research addresses the gap by investigating Chinese consumer perceptions of Volkswagen’s green practices and assessing the impact of these perceptions on the company’s competitive edge in the Chinese automotive market (Li & Zhang, 2021).
Furthermore, there is a need to explore the specific elements of Volkswagen’s sustainability initiatives that resonate most with consumers. Are consumers more influenced by Volkswagen’s efforts in electric vehicle production, emission reductions, or other green practices? Identifying these elements can help Volkswagen optimise its sustainability strategy to better align with consumer values and preferences, ultimately enhancing its competitive position.









1.3 [bookmark: _Toc177665997]Research Objectives
The first objective is to conduct a comprehensive analysis of Volkswagen’s sustainability initiatives within the Chinese automotive market. This involves examining the company’s focus on electric vehicles, green manufacturing, emission reduction efforts, and sustainable supply chain practices to assess its commitment to environmental responsibility.
The second objective is to investigate how Chinese consumers perceive Volkswagen’s sustainability practices. This entails exploring factors such as consumer awareness, trust in environmental claims, and the perceived effectiveness of Volkswagen’s green initiatives, with the goal of understanding consumer attitudes and beliefs.
Next, the research seeks to evaluate the impact of consumer perceptions on Volkswagen’s competitive advantage. This involves assessing whether positive views on sustainability translate into tangible business benefits, such as increased brand loyalty, market share, customer satisfaction, and overall profitability.
[bookmark: OLE_LINK99][bookmark: OLE_LINK100]Finally, the research aims to provide strategic recommendations for Volkswagen. These insights will help enhance the company’s sustainability initiatives, ensuring they align more effectively with consumer expectations while offering opportunities to improve market positioning through marketing, product development, and stakeholder engagement.




1.4 [bookmark: _Toc177665998]Research Questions
The first question explores Volkswagen’s key sustainability initiatives in the Chinese automotive market. It aims to provide a comprehensive understanding of the company’s efforts, including EV technology innovations, improvements in energy efficiency, carbon emission reductions, and sustainable sourcing practices.
The second question investigates Chinese consumer perceptions of Volkswagen’s green practices. It seeks to understand levels of awareness, trust, and belief in effectiveness, while analysing factors such as media influence, brand communication, and cultural dynamics shaping these attitudes.
The third question examines the relationship between consumer perceptions of sustainability and Volkswagen’s competitive advantage in the Chinese market. It focuses on whether positive consumer perceptions lead to brand loyalty, customer satisfaction, and market share growth, assessing how consumer attitudes affect sales, profitability, and market positioning.
The final question seeks to identify strategic actions Volkswagen can take to improve its sustainability efforts and enhance its competitive standing. This question aims to develop recommendations for aligning Volkswagen’s sustainability initiatives with consumer expectations, enhancing performance, and leveraging sustainability for a stronger market position in China.






1.5 [bookmark: _Toc177665999]Researcher’s Interest
The motivation for this research stems from a personal interest in sustainability and its implications for the automotive industry. The automotive sector is at a critical juncture where environmental sustainability is not only a regulatory requirement but also a market differentiator. With growing environmental awareness, consumers are increasingly considering the sustainability practices of companies when making purchasing decisions. This trend is particularly pronounced in China, where government policies and consumer attitudes are strongly aligned towards environmental sustainability.
By exploring the strategic management of sustainability initiatives from a consumer perspective, this research aims to provide actionable insights that can help automotive companies like Volkswagen enhance their sustainability efforts and competitive advantage. 
Moreover, understanding consumer perceptions can contribute to the broader discourse on sustainable business practices and their role in fostering long-term success. This research is not only academically relevant but also practically significant, as it addresses real-world challenges faced by companies in the transition towards sustainable business models.









1.6 [bookmark: _Toc177666000][bookmark: OLE_LINK101][bookmark: OLE_LINK102]Involved Stakeholders
Volkswagen serves as the primary stakeholder, with its sustainability initiatives being the focus of analysis to understand their implementation and impact within the Chinese market. This includes an exploration of the company’s strategies and policies for promoting sustainability.
Chinese Consumers represent the key demographic, whose perceptions and attitudes towards Volkswagen’s green practices are gathered through surveys and interviews. A diverse range of age groups, income levels, and educational backgrounds are considered to provide a holistic view.
Industry Experts in automotive sustainability offer contextual insights, validating findings and interpreting data. Their expertise supports a broader understanding of the implications of Volkswagen’s sustainability actions.
Regulatory Bodies in China indirectly influence the study through their policies and regulations. These governmental frameworks shape the strategic decisions of companies like Volkswagen, impacting their approach to sustainability.





1.7 [bookmark: _Toc177666001][bookmark: OLE_LINK59][bookmark: OLE_LINK60]Analytical Frameworks
This section employs the SWOT and PESTLE analytical frameworks to provide a comprehensive evaluation of Volkswagen's sustainability initiatives within the Chinese automotive market. These frameworks offer a holistic view of both the internal dynamics and the external macro-environmental factors that shape Volkswagen's strategic approach towards sustainability.
The SWOT analysis focuses on identifying Volkswagen's internal strengths and weaknesses, as well as external opportunities and threats. This framework allows for an in-depth assessment of the company's core competencies, such as its strong brand reputation, technological advancements in electric vehicle (EV) production, and extensive research and development in sustainability practices. It also highlights internal challenges, including the high costs associated with green technologies and ongoing scepticism arising from previous controversies, such as the Dieselgate scandal. Furthermore, the SWOT analysis explores external opportunities, such as the growing demand for electric vehicles and supportive government policies in China, alongside threats from intense market competition and potential regulatory changes.
Complementing the SWOT analysis, the PESTLE framework examines the wider macro-environmental factors influencing Volkswagen’s sustainability initiatives. This analysis encompasses six key dimensions: political, economic, social, technological, legal, and environmental. In the political realm, it considers the Chinese government's pro-sustainability policies, which include incentives for electric vehicle manufacturers. Economically, it addresses the impacts of market growth, fluctuations in consumer purchasing power, and the influence of subsidies on electric vehicle adoption. The social dimension focuses on shifting consumer attitudes, particularly the increasing environmental awareness among Chinese consumers, while the technological aspect examines rapid advancements in EV technology, including battery efficiency and infrastructure. The legal component assesses compliance with stringent environmental regulations and intellectual property protection, whereas the environmental dimension explores China's initiatives to reduce carbon emissions and combat pollution, which align closely with Volkswagen’s strategic priorities.
By integrating the insights gained from both SWOT and PESTLE analyses, this section provides a nuanced understanding of the complex environment in which Volkswagen operates. These frameworks not only reveal the internal strengths and external opportunities that Volkswagen can leverage but also underscore the challenges that need to be addressed to strengthen its competitive positioning. This combined analysis establishes a foundational context for the subsequent exploration of consumer perceptions, strategic recommendations, and potential areas for future research.
SWOT Analysis

	SWOT Components
	Details

	Strengths
	- Strong brand reputation in both global and Chinese markets, known for quality, reliability, and technological advancements. 
- Advanced electric vehicle (EV) technology with extensive investment in developing high-performance batteries, charging infrastructure, and smart mobility solutions. 
- Robust R&D efforts focusing on renewable energy integration, eco-friendly materials, and sustainable manufacturing processes, enhancing innovation and market responsiveness. 
- Established partnerships with local companies and government bodies, facilitating market entry and adaptation to regional demands.

	Weaknesses
	- High production and operational costs for sustainable technologies, leading to higher retail prices for EVs and potentially limiting market accessibility for middle-income consumers. 
- Market resistance due to consumer perceptions that EVs are less reliable or require a higher initial investment compared to traditional vehicles, affecting adoption rates. 
- Ongoing skepticism and potential reputation damage from the Dieselgate scandal, with some consumers questioning the authenticity of Volkswagen's commitment to environmental sustainability. 
- Dependence on external suppliers for key EV components, such as batteries, which may impact production efficiency and cost management.

	Opportunities
	- Growing demand for electric vehicles in China, driven by increasing environmental consciousness and government incentives, provides Volkswagen with a chance to capture a larger market segment. 
- Supportive government policies, including subsidies, tax incentives, and investment in EV infrastructure, create a favorable environment for expanding Volkswagen's EV portfolio. 
- Emerging urban mobility solutions, such as shared electric transport services and autonomous driving technologies, offer new avenues for Volkswagen to diversify its product offerings. 
- Potential for collaborations with local technology firms and suppliers to develop region-specific EV solutions tailored to the unique demands of Chinese consumers.

	Threats
	- Intense competition from local and international automakers like Tesla, BYD, and NIO, which are also investing heavily in EV technology and sustainable practices. 
- Regulatory changes, including stricter emission standards and evolving EV policies, require continuous adaptation and may increase compliance costs. 
- Economic fluctuations in China, which could affect consumer spending power and overall market demand for higher-priced electric vehicles. 
- Risk of technological disruption as new competitors or alternative sustainable technologies (e.g., hydrogen fuel cells) enter the market, potentially impacting Volkswagen's strategic focus on EVs.


[bookmark: _Toc177665756]Table 1 SWOT Analysis of Volkswagen’s Sustainability Initiatives in China


PESTLE Analysis
	PESTLE Factors
	Details

	Political
	- The Chinese government has been a strong proponent of sustainability, implementing policies that promote electric vehicles (EVs) and emission reduction. This includes various subsidies, tax incentives, and regulations to encourage the adoption of green technologies. 
- The "Made in China 2025" plan and the New Energy Vehicle (NEV) mandate align with Volkswagen's sustainability goals, facilitating a favourable regulatory environment for the company. 
- Trade regulations and tariffs, especially those concerning imported vehicle components, could influence Volkswagen’s supply chain operations and cost structure, requiring strategic adaptation.

	Economic
	- China’s rapid economic growth and increasing purchasing power among the middle class create opportunities for Volkswagen to expand its EV market share. However, the relatively high cost of EVs remains a barrier for many consumers, despite government subsidies. 
- Fluctuations in raw material prices, particularly for EV batteries, could impact production costs and, consequently, vehicle pricing. This economic uncertainty might affect consumers’ willingness to invest in higher-priced electric vehicles. 
- The availability of government incentives for purchasing EVs makes them more accessible, but changes in subsidy policies could affect consumer demand and market growth.

	Social
	- There is a significant rise in environmental awareness among Chinese consumers, particularly in urban areas, leading to a growing preference for sustainable and eco-friendly products, including electric vehicles. 
- The younger demographic shows a strong inclination towards green mobility solutions, perceiving EVs as a statement of environmental responsibility. This trend presents Volkswagen with an opportunity to target this consumer segment more effectively. 
- Increasing urbanisation and concerns over air quality in major cities drive the demand for low-emission vehicles, creating a supportive market for Volkswagen's EV initiatives.

	Technological
	- Rapid technological advancements in the electric vehicle industry, including improvements in battery efficiency, range, and charging infrastructure, are essential for Volkswagen to remain competitive in the Chinese market. 
- Volkswagen's investment in research and development supports ongoing innovation in EV technology, autonomous driving, and smart mobility solutions, which align with the evolving preferences of Chinese consumers. 
- Collaborations with local technology firms in China present opportunities to enhance digital capabilities, vehicle connectivity, and charging infrastructure, further strengthening Volkswagen's position in the market.

	Legal
	- Volkswagen must comply with China’s stringent environmental regulations and emission standards, which have become increasingly strict in recent years. Adherence to these regulations is crucial for market access and brand reputation. 
- Intellectual property (IP) protection remains a concern, especially with Volkswagen’s technological innovations. Navigating the complexities of Chinese IP laws is necessary to safeguard its EV technologies and maintain a competitive advantage. 
- Evolving regulations, such as safety standards for autonomous vehicles and data privacy laws for connected vehicles, require Volkswagen to continuously adapt its products and operations.

	Environmental
	China’s focus on reducing carbon emissions and addressing climate change aligns with Volkswagen's sustainability initiatives, particularly its investment in EVs and green manufacturing processes. 
- The company’s initiatives, including reducing emissions and integrating renewable energy into its production processes, support China’s environmental goals and enhance its brand image among environmentally conscious consumers. 
- Sustainability concerns extend to supply chain practices, such as the sourcing of raw materials for batteries. Volkswagen must consider the environmental impact of its supply chain to meet consumer expectations and regulatory requirements, enhancing its overall sustainability strategy.


[bookmark: _Toc177665757][bookmark: _Toc176988848]Table 2 PESTLE Analysis of Volkswagen’s Sustainability Initiatives in China


1.8 [bookmark: _Toc177666002]Significance of the Study
Academic Contribution: It adds to the existing body of knowledge on sustainability in the automotive industry, particularly within the context of emerging markets such as China (Chen & Chang, 2013; Li & Zhang, 2021). The insights gained can bridge the gap in literature regarding consumer perceptions of sustainability initiatives and their impact on competitive advantage.
Practical Implications: The findings from this study will provide Volkswagen and other automotive companies with valuable insights into the critical role of consumer perceptions in shaping competitive advantage. This can inform the development of more effective sustainability strategies that resonate with consumers (Gao et al., 2020). Additionally, the study can help companies understand the specific sustainability attributes that are most valued by Chinese consumers, thereby allowing them to tailor their strategies accordingly.
Policy Implications: The study offers recommendations that can aid policymakers in crafting regulations that support sustainable practices in the automotive sector. Understanding how consumers perceive sustainability initiatives can help in designing policies that encourage sustainable consumer behavior (Volkswagen Group China, 2022). Policymakers can use these insights to create frameworks that incentivize automotive companies to adopt and promote green practices.
Consumer Insights: By providing a deeper understanding of Chinese consumers’ attitudes towards sustainability, this study can help automotive companies develop targeted marketing strategies that align with consumer values and preferences (Huang & Liu, 2019). This understanding is crucial for building brand loyalty and driving consumer engagement in the long term.


1.9 [bookmark: _Toc177666003]Structure of the Dissertation
The Introduction chapter provides an overview of the research topic, clearly outlining the research problem, objectives, and questions. It also highlights the significance of the study, explaining its relevance to both academic literature and practical applications within the sustainability context of the automotive industry.
The Literature Review chapter examines existing research on sustainability in the automotive industry, focusing on strategic management theories and consumer behaviour. It also reviews key findings related to Volkswagen’s green practices and how they align with global trends in sustainability and environmental responsibility.
The Research Methodology chapter details the research design adopted for the study, including the methods used for data collection, the sampling strategy, and the data analysis techniques employed. This section explains the rationale behind choosing a mixed-methods approach and highlights the ethical considerations involved in conducting the research.
The Findings and Analysis chapter presents the results of the data collection, providing an analysis of consumer perceptions regarding Volkswagen’s sustainability initiatives. It also evaluates the impact of these perceptions on Volkswagen’s competitive advantage in the Chinese automotive market, using both qualitative and quantitative data to draw conclusions.
The Conclusion and Recommendations chapter summarises the key findings from the study, outlines the contributions to academic knowledge and practical applications, and provides strategic recommendations for Volkswagen. Additionally, this chapter highlights limitations of the study and suggests directions for future research.



2 [bookmark: _Toc177666004]Literature Review
2.1 [bookmark: _Toc177666005]Overview of Sustainability Initiatives in the Automotive Industry
The automotive industry, a significant contributor to global economic growth, has increasingly focused on sustainability in response to growing environmental concerns, regulatory pressures, and shifting consumer preferences. This section provides a detailed overview of the various sustainability initiatives undertaken by the automotive industry, emphasizing recent developments and academic literature from the last five years.
One of the most notable trends in the automotive industry is the shift towards electric vehicles (EVs). Companies are investing heavily in the development and production of EVs to reduce greenhouse gas emissions and reliance on fossil fuels. This shift is driven by both regulatory mandates and consumer demand for cleaner transportation options. 
According to Li and Zhang (2021), green innovation, particularly in EV technology, significantly enhances firm performance in the Chinese automotive industry. This investment in EVs not only helps in reducing emissions but also positions companies as leaders in sustainable technology.
Another critical initiative is the implementation of green manufacturing processes. Automotive companies are adopting energy-efficient technologies, recycling programs, and sustainable materials to minimize their environmental footprint. For instance, Volkswagen has incorporated eco-friendly manufacturing processes in its plants, such as using renewable energy sources and implementing waste reduction strategies (Volkswagen Group China, 2022). These efforts are crucial in reducing the overall environmental impact of vehicle production and aligning with global sustainability goals.
In addition to EVs and green manufacturing, the industry is also focusing on sustainable supply chain management. This involves ensuring that all aspects of the supply chain, from raw material extraction to final product delivery, adhere to sustainability principles. Xu and Zeng (2018) highlight that green supply chain management practices in the automotive industry not only improve environmental performance but also enhance operational efficiency and stakeholder relationships. Companies are increasingly auditing their suppliers for compliance with environmental standards and collaborating with them to implement sustainable practices.
Furthermore, automotive companies are engaged in various initiatives aimed at reducing vehicle emissions. This includes the development of fuel-efficient engines, hybrid technologies, and alternative fuel vehicles. The implementation of stringent emission standards by governments worldwide has accelerated these efforts. For example, the European Union’s regulations on CO2 emissions for new cars have pushed manufacturers to innovate and produce cleaner vehicles (Tang, Chen, & Luo, 2018).
Consumer education and engagement also play a vital role in the industry’s sustainability initiatives. Companies are increasingly aware that consumer perceptions and behaviours significantly impact the success of their sustainability efforts. Educating consumers about the benefits of sustainable vehicles and promoting environmentally friendly driving habits are essential components of this strategy. Huang and Liu (2019) found that Chinese consumers’ perceptions of green products are positively influenced by their environmental awareness and knowledge, which in turn affects their purchasing decisions.
Moreover, the industry is investing in research and development (R&D) to foster continuous innovation in sustainability. This includes advancements in battery technology for EVs, development of lightweight materials to improve fuel efficiency, and the exploration of autonomous and connected vehicle technologies that can optimise traffic flow and reduce emissions. Gao, Hensley, and Zielke (2020) emphasize that ongoing R&D is critical for maintaining competitive advantage and meeting evolving regulatory and consumer demands.
In summary, the automotive industry’s sustainability initiatives are multifaceted, encompassing the development of electric vehicles, implementation of green manufacturing and supply chain practices, emission reduction strategies, consumer education, and continuous innovation through R&D. 
These efforts are driven by the need to comply with regulatory requirements, meet consumer expectations, and contribute to global environmental sustainability. The academic literature underscores the importance of these initiatives in enhancing firm performance, reducing environmental impact, and achieving long-term competitive advantage.


2.2 [bookmark: _Toc177666006]Volkswagen’s Green Practices
2.2.1 [bookmark: _Toc177666007]Historical Overview
Volkswagen’s commitment to sustainability has evolved significantly over the years, marked by both progress and setbacks. The company’s early efforts in the 1990s and 2000s focused on improving fuel efficiency and reducing emissions in conventional vehicles. This period saw the introduction of technologies such as the TDI (Turbocharged Direct Injection) engines, which were marketed as more fuel-efficient and environmentally friendly options. However, the Dieselgate scandal in 2015, where Volkswagen was found to have deliberately manipulated emissions tests for diesel engines, severely damaged its reputation and underscored the need for more genuine and transparent sustainability practices (Ewing, 2015).
In response to the scandal, Volkswagen embarked on a comprehensive transformation strategy. The "TOGETHER - Strategy 2025" marked a pivotal shift, aiming to position Volkswagen as a global leader in sustainable mobility. This strategy set ambitious targets, including the introduction of over 30 new electric models and achieving annual sales of 2-3 million electric cars by 2025 (Volkswagen Group, 2021). The strategy also emphasized increasing the use of renewable energy in production processes, enhancing energy efficiency, and promoting the use of recycled materials.


2.2.2 [bookmark: _Toc177666008]Current Initiatives in China
China represents both a significant market and a critical arena for Volkswagen’s sustainability efforts due to its size, regulatory environment, and consumer base increasingly concerned with environmental issues. Volkswagen’s initiatives in China are multifaceted, reflecting the company’s comprehensive approach to sustainability.
One of Volkswagen’s primary initiatives in China is the extensive development and promotion of electric vehicles (EVs). Recognizing the Chinese government’s strong push towards electric mobility, Volkswagen has invested heavily in EV production facilities within the country. This includes the establishment of dedicated EV manufacturing plants in partnership with local automotive giants such as SAIC Motor and FAW Group. 
The joint ventures aim to produce a wide range of electric models tailored to meet the preferences of Chinese consumers. Volkswagen has committed to producing 1.5 million electric vehicles annually in China by 2025, a clear indication of its strategic focus on this market (Volkswagen Group China, 2022).
Volkswagen’s commitment to sustainability in China extends beyond vehicle production to include green manufacturing processes. The company has implemented advanced energy-efficient technologies in its Chinese production facilities, such as the use of solar panels, wind turbines, and water recycling systems. The Anting and Foshan plants, for example, are designed to minimize environmental impact through significant reductions in carbon emissions and energy consumption. These green manufacturing initiatives align with global sustainability standards and the stringent environmental regulations in China (Liu & Yang, 2021).
In addition to manufacturing, Volkswagen is actively promoting sustainable urban mobility solutions. The company has launched pilot projects in several Chinese cities to develop smart mobility solutions that integrate electric vehicles with digital technologies. These projects aim to create intelligent transportation systems that enhance urban mobility, reduce traffic congestion, and lower pollution levels. Volkswagen’s investment in digitalization includes the development of connected car technologies and data-driven solutions to optimise traffic flow and reduce emissions (Zhang & Zhao, 2020).
Volkswagen’s sustainability efforts in China also emphasize extensive stakeholder collaboration. The company engages with governmental bodies, non-governmental organisations (NGOs), and local communities to promote environmental awareness and sustainable practices. By working closely with the Chinese government, Volkswagen ensures that its initiatives are aligned with national environmental policies, such as the Made in China 2025 plan and the New Energy Vehicle (NEV) mandate, which aim to reduce carbon emissions and promote green technology (Tang, Chen, & Luo, 2018).
Moreover, Volkswagen is focused on sustainable supply chain management in China. The company has implemented rigorous sustainability standards for its suppliers, requiring adherence to environmental regulations and promoting the use of sustainable materials. Volkswagen’s initiatives in this area include auditing suppliers for compliance with environmental standards and collabourating with them to implement eco-friendly practices. This approach helps ensure that the entire supply chain contributes to the company’s overall sustainability goals (Xu & Zeng, 2018).
To further enhance its sustainability credentials, Volkswagen has been investing in renewable energy projects within China. This includes partnerships with local energy providers to increase the use of renewable energy sources in its operations. The company aims to power a significant portion of its manufacturing activities with renewable energy, thereby reducing its carbon footprint and supporting China’s transition to a low-carbon economy (Chen & Li, 2020).
In summary, Volkswagen’s green practices in China are comprehensive and strategically integrated across various aspects of its operations. These initiatives include the development and promotion of electric vehicles, implementation of green manufacturing processes, advancement of smart urban mobility solutions, extensive stakeholder collaboration, sustainable supply chain management, and investments in renewable energy. These efforts reflect Volkswagen’s commitment to sustainability and its strategic approach to addressing the unique challenges and opportunities in the Chinese market.


2.3 [bookmark: _Toc177666009]Theoretical Framework
2.3.1 [bookmark: _Toc177666010]Concepts of Sustainability in Business
Sustainability in business encompasses practices that meet the needs of the present without compromising the ability of future generations to meet their own needs, integrating economic, environmental, and social goals to ensure long-term success and viability. The Triple Bottom Line (TBL), introduced by Elkington (1997), emphasizes balancing profit, people, and the planet, encouraging companies to measure success not just by financial performance but also by social and environmental impact. Corporate Social Responsibility (CSR) further elabourates on this by referring to the ethical obligation of businesses to contribute positively to society and minimize negative impacts on the environment, involving voluntary actions to address social and environmental issues beyond legal requirements (Carroll, 1991). 
The Sustainable Development Goals (SDGs), adopted by the United Nations in 2015, provide a global framework for sustainable development, comprising 17 goals that address a range of social, economic, and environmental challenges. Companies, including those in the automotive sector, are increasingly aligning their strategies with these goals to demonstrate their commitment to global sustainability (United Nations, 2015). 
Another important concept is the Circular Economy, which promotes the reuse, repair, refurbishment, and recycling of materials and products to create a closed-loop system, minimizing waste and resource use. The automotive industry contributes to this by designing vehicles for longevity, recyclability, and using sustainable materials (Geissdoerfer et al., 2017).


2.3.2 [bookmark: _Toc177666011]Strategic Management Theories
Strategic management theories provide a framework for understanding how businesses can achieve and sustain competitive advantage through effective strategy formulation and implementation. Michael Porter’s Generic Strategies identify three primary strategies for achieving competitive advantage: cost leadership, differentiation, and focus (Porter, 1985). In the context of sustainability, automotive companies can adopt these strategies to enhance their market position; for instance, by differentiating through the development and promotion of sustainable products like electric vehicles, or pursuing cost leadership by reducing operational costs through energy-efficient manufacturing processes. 
The Resource-Based View (RBV), proposed by Barney (1991), suggests that a company’s unique resources and capabilities are key to achieving and sustaining competitive advantage. For the automotive industry, resources such as advanced green technologies, expertise in sustainable practices, and a strong brand reputation for environmental responsibility are valuable assets that enhance competitive positioning. 
Dynamic Capabilities, a theory developed by Teece, Pisano, and Shuen (1997), emphasizes the importance of a company’s ability to integrate, build, and reconfigure internal and external competencies to address rapidly changing environments. For automotive companies, this involves the ability to innovate continuously in response to evolving regulatory standards and consumer preferences for sustainable products. 
Stakeholder Theory, proposed by Freeman (1984), suggests that businesses must consider the interests of all stakeholders, including customers, employees, suppliers, and the community, in their decision-making processes. In the automotive industry, engaging with stakeholders on sustainability issues can help build trust, enhance corporate reputation, and ensure long-term success. 
Institutional Theory examines how institutional pressures, such as regulations, norms, and cultural expectations, influence organisational behavior. For the automotive industry, compliance with environmental regulations and alignment with societal values around sustainability are critical factors that shape corporate strategies (DiMaggio & Powell, 1983). These strategic management theories collectively provide a robust framework for analyzing how sustainability initiatives can be leveraged to achieve competitive advantage in the automotive industry.


2.4 [bookmark: _Toc177666012]Competitive Advantage and Sustainability
2.4.1 [bookmark: _Toc177666013]Porter’s Generic Strategies
Michael Porter’s framework for achieving competitive advantage outlines three primary strategies: cost leadership, differentiation, and focus. These strategies can be effectively employed by companies in the automotive industry to leverage sustainability as a competitive advantage.
Cost Leadership: Cost leadership involves becoming the lowest-cost producer in the industry. For automotive companies, this can be achieved through the implementation of energy-efficient manufacturing processes, reduction of waste, and optimization of supply chains. Volkswagen, for example, has invested in green manufacturing technologies that reduce operational costs and enhance efficiency. 
By minimizing energy consumption and waste, Volkswagen not only reduces its environmental impact but also achieves significant cost savings, which can be passed on to consumers in the form of lower prices. This strategy helps Volkswagen compete effectively in price-sensitive markets while maintaining sustainability as a core value (Volkswagen Group China, 2022).
Differentiation: Differentiation involves offering unique products or services that are valued by customers and perceived as distinct from those of competitors. In the context of sustainability, automotive companies can differentiate themselves by developing and promoting green technologies such as electric vehicles (EVs) and hybrid models. 
Volkswagen has positioned itself as a leader in electric mobility by launching a wide range of EVs tailored to different market segments. These vehicles not only reduce emissions but also incorporate advanced features such as autonomous driving and connectivity, enhancing their appeal to environmentally conscious consumers. Volkswagen’s commitment to sustainability is further reinforced by its comprehensive sustainability reporting and transparent communication about its environmental initiatives (Porter, 1985).
Focus: The focus strategy involves targeting a specific market niche and tailoring products or services to meet the unique needs of that segment. For Volkswagen, this could mean concentrating on the Chinese market, where there is a strong governmental push towards green technologies and a growing consumer base for sustainable products. 
By aligning its sustainability initiatives with local market demands and regulatory requirements, Volkswagen can effectively serve this niche and build a loyal customer base. The company’s partnerships with local firms and governments further strengthen its market position and allow it to address specific regional sustainability challenges (Gao et al., 2020).


2.4.2 [bookmark: _Toc177666014]Resource-Based View
The Resource-Based View (RBV) theory, proposed by Barney (1991), suggests that a company’s unique resources and capabilities are key to achieving and sustaining competitive advantage. In the automotive industry, these resources include advanced technologies, expertise in sustainable practices, and strong brand reputation.
Technological Innovation: Technological innovation is a critical resource for achieving competitive advantage in sustainability. Volkswagen’s investments in electric vehicle technology and green manufacturing processes are prime examples. The company has developed advanced battery technologies, efficient electric drivetrains, and sustainable production methods that reduce energy consumption and emissions. 
These technological capabilities enable Volkswagen to produce high-quality, environmentally friendly vehicles that meet consumer demand and regulatory standards. The continuous innovation in these areas ensures that Volkswagen remains at the forefront of the industry’s transition to sustainable mobility (Teece, Pisano, & Shuen, 1997).
Expertise in Sustainable Practices: Expertise in sustainable practices is another valuable resource. Volkswagen’s commitment to sustainability is evident in its comprehensive sustainability strategies and initiatives. The company employs experts in environmental science, engineering, and sustainable business practices to drive its green agenda. 
This expertise allows Volkswagen to implement effective sustainability initiatives, from green supply chain management to energy-efficient manufacturing. The company’s ability to integrate these practices into its operations enhances its overall sustainability performance and competitive positioning (Freeman, 1984).
Brand Reputation: A strong brand reputation for environmental responsibility is a significant intangible asset. Following the Dieselgate scandal, Volkswagen has worked diligently to rebuild its brand image by focusing on transparency, accountability, and genuine sustainability efforts. The company’s comprehensive sustainability reporting, stakeholder engagement, and proactive communication about its environmental initiatives have helped restore trust among consumers and stakeholders. 
A positive brand reputation not only attracts environmentally conscious consumers but also enhances customer loyalty and market share. This intangible asset is crucial for sustaining competitive advantage in an increasingly eco-conscious market (DiMaggio & Powell, 1983).
In conclusion, Porter’s Generic Strategies and the Resource-Based View provide robust frameworks for understanding how sustainability can be leveraged to achieve and sustain competitive advantage in the automotive industry. Volkswagen’s strategic focus on cost leadership, differentiation, and technological innovation, combined with its expertise in sustainable practices and strong brand reputation, positions the company as a leader in sustainable mobility.



2.5 [bookmark: _Toc177666015]Consumer Perceptions of Sustainability
2.5.1 [bookmark: _Toc177666016]Consumer Behavior Theories
Understanding consumer perceptions of sustainability requires insights from various consumer behavior theories, which help explain how and why consumers make decisions related to sustainable products and practices. The Theory of Planned Behavior (TPB), proposed by Ajzen (1991), suggests that consumer behavior is influenced by attitudes, subjective norms, and perceived behavioral control. In the context of sustainability, consumers’ positive attitudes towards environmentally friendly products, societal pressures to adopt green practices, and their perceived ability to make sustainable choices all influence their purchasing decisions. 
For example, if Chinese consumers believe that purchasing electric vehicles (EVs) will positively impact the environment and they feel encouraged by social norms, they are more likely to buy EVs from companies like Volkswagen. 
The Value-Belief-Norm (VBN) Theory, introduced by Stern (2000), posits that environmental behaviors are influenced by personal values, beliefs about environmental responsibility, and perceived norms. According to VBN theory, individuals who value environmental conservation and believe in the importance of personal responsibility in protecting the environment are more likely to engage in pro-environmental behaviors. 
For Volkswagen, aligning their marketing strategies with these values and beliefs can enhance consumer perceptions and drive sales of their green products. Additionally, the Consumer Perceived Value (CPV) Theory focuses on the perceived benefits and costs associated with a product. For sustainable products, consumers weigh the environmental benefits against potential costs, such as higher prices or perceived inconvenience. Companies like Volkswagen need to clearly communicate the long-term benefits and cost savings associated with their sustainable products to positively influence consumer perceptions. 
Moreover, the Elabouration Likelihood Model (ELM), proposed by Petty and Cacioppo (1986), suggests that consumers process persuasive information through two routes: central and peripheral. For central processing, consumers are motivated to think critically about the sustainability attributes of a product, while peripheral processing relies on superficial cues such as brand reputation or endorsements. Volkswagen can leverage this model by providing detailed information about their sustainability efforts for consumers who engage in central processing and using strong branding for those who rely on peripheral cues.


2.5.2 [bookmark: _Toc177666017]Environmental Awareness in China
Environmental awareness in China has been growing rapidly, driven by increasing media coverage of environmental issues, government initiatives, and rising public concern over pollution and climate change. This heightened awareness significantly influences consumer behavior towards sustainable products. 
The Chinese government has been proactive in promoting environmental awareness and sustainable development through policies such as the "Made in China 2025" plan and the New Energy Vehicle (NEV) mandate, which set ambitious targets for reducing carbon emissions and increasing the adoption of green technologies. These policies not only create a favorable environment for companies like Volkswagen to promote their sustainable products but also enhance consumer awareness and acceptance of such initiatives (Liu & Yang, 2021). 
Media coverage of environmental issues, such as air pollution and climate change, has raised public awareness and concern. Reports on the adverse effects of pollution and the benefits of sustainable practices have sensitized Chinese consumers to the importance of environmental protection, translating into a greater willingness to support and purchase products from companies committed to sustainability. Increased environmental education and advocacy efforts by non-governmental organisations (NGOs) and educational institutions have also played a crucial role in enhancing environmental awareness in China, leading to a more informed consumer base that values sustainability and demands more environmentally responsible products from companies. Studies have shown that Chinese consumers are becoming more environmentally conscious and increasingly consider the environmental impact of their purchases.
 According to Huang and Liu (2019), there is a positive correlation between environmental awareness and the willingness to pay for green products among Chinese consumers. This trend presents a significant opportunity for companies like Volkswagen to market their sustainability initiatives effectively and cater to the growing demand for green products. 
[bookmark: OLE_LINK61][bookmark: OLE_LINK62]In summary, understanding consumer perceptions of sustainability involves analyzing various consumer behavior theories and recognizing the growing environmental awareness in China. The Theory of Planned Behavior, Value-Belief-Norm Theory, Consumer Perceived Value Theory, and Elabouration Likelihood Model provide valuable frameworks for understanding how consumers make decisions related to sustainable products. Additionally, the increasing environmental awareness in China, driven by government policies, media influence, education, and advocacy efforts, significantly impacts consumer behavior towards sustainability. For Volkswagen, leveraging these insights can help enhance their marketing strategies and better align their products with consumer expectations and values.
The next chapter will examine the research methodologies that will be used to investigate these consumer perceptions and Volkswagen’s sustainability initiatives in the Chinese market.
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3 [bookmark: _Toc177666018]Research Methodology
3.1 [bookmark: _Toc177666019]Introduction to the Research Methodology
This chapter outlines the research methodology employed to investigate Chinese consumer perceptions of Volkswagen’s sustainability initiatives and their impact on purchasing behaviour. The study adopts a mixed-methods approach, combining both qualitative and quantitative research techniques to ensure a holistic understanding of the research problem. This approach is particularly suitable for capturing the complexity of consumer perceptions, as it allows for both the statistical measurement of trends and the in-depth exploration of attitudes and motivations (Creswell, 2018).
The quantitative component of this study is rooted in survey research, where numerical data was gathered through structured questionnaires. The survey allowed for the collection of measurable insights from a large sample, focusing on variables such as consumer awareness, perceptions of sustainability, and purchasing intentions. By quantifying these variables, the research is able to establish relationships between key factors such as sustainability awareness and purchase behaviour, which are critical to answering the research hypotheses.
The qualitative component of the research involved semi-structured interviews with industry experts and selected survey respondents. These interviews provided rich, detailed insights into the motivations behind consumer perceptions and behaviour, complementing the statistical trends revealed by the quantitative data. The qualitative data also allowed for a deeper understanding of how Volkswagen’s sustainability initiatives are perceived in the broader context of China’s automotive industry, and how these perceptions might influence long-term brand loyalty.
By integrating both qualitative and quantitative methods, this study ensures that the research findings are both robust and comprehensive. The mixed-methods approach mitigates the limitations of relying solely on either method, enhancing the validity and reliability of the results (Bryman, 2016). This triangulation of data sources also strengthens the study’s ability to provide actionable recommendations for Volkswagen’s strategic management of sustainability initiatives in the Chinese market.
The methodology was designed to address the key research questions, focusing on consumer perceptions of sustainability, the impact of these perceptions on purchasing behaviour, and the broader implications for Volkswagen’s competitive advantage. The combination of primary and secondary data sources enables a multi-faceted analysis, incorporating both real-time consumer feedback and theoretical insights from the literature. Secondary data, including industry reports and existing academic studies, provided a foundation for understanding the current landscape of sustainability in the automotive sector, while primary data gathered through surveys and interviews offered fresh, first-hand insights into consumer attitudes and preferences.
This methodological framework ensures that the research is both academically rigorous and practically relevant, offering valuable insights that can inform Volkswagen’s future sustainability strategies. Furthermore, the mixed-methods approach aligns with the study’s objective of providing a balanced analysis that takes into account both statistical trends and the nuanced motivations driving consumer behaviour.
In conclusion, the methodological approach adopted for this research is designed to comprehensively investigate the factors influencing consumer perceptions of Volkswagen’s sustainability initiatives. By combining quantitative and qualitative techniques, the research offers both breadth and depth of understanding, ensuring that the findings are both reliable and meaningful for both academic and practical applications.





3.2 [bookmark: _Toc177666020]Research Design
The research design of this study is structured to align with the research objectives, ensuring a robust investigation into consumer perceptions of Volkswagen’s sustainability initiatives in the Chinese market. The research philosophy adopted for this study is pragmatism, which is widely recognised for its flexibility and practicality in addressing complex research problems (Saunders et al., 2019). Pragmatism emphasises that both qualitative and quantitative approaches can be valuable depending on the research context and objectives. In this case, the dual focus on measurable data and deeper insights into consumer attitudes makes pragmatism the most suitable philosophical stance. By adopting this philosophy, the study is able to utilise both objective and subjective data, offering a comprehensive understanding of consumer behaviour.
Pragmatism is particularly relevant in this research as it allows for the use of a mixed-methods approach. Mixed methods combine the strengths of both qualitative and quantitative methodologies, enabling the research to capture not only numerical trends but also the underlying reasons behind these trends (Creswell & Plano Clark, 2017). The quantitative aspect of the study involves structured surveys, which provide statistical insights into the awareness and impact of Volkswagen’s sustainability efforts. The qualitative component, through semi-structured interviews, captures the rich, detailed narratives that explain the motivations behind consumer choices. This dual approach ensures that the research covers both the ‘what’ and ‘why’ of consumer behaviour, making it more insightful and actionable.
The mixed-methods design also supports triangulation, which enhances the reliability and validity of the research by cross-verifying findings from different data sources (Tashakkori & Teddlie, 2019). The combination of survey data and interview insights ensures that the results are not only statistically sound but also contextually meaningful. This balance is essential for understanding complex phenomena such as sustainability perceptions, which are influenced by both measurable factors (e.g., awareness levels) and more intangible ones (e.g., personal values and beliefs). The integration of these methods provides a nuanced view that neither approach could achieve alone.
By embracing pragmatism and utilising a mixed-methods approach, the study is positioned to effectively answer the research questions. This research design ensures that both broad trends and specific, context-driven insights are captured, offering a well-rounded understanding of consumer perceptions. As we transition to the next section, the focus will shift towards the practical application of this design through the research approach, detailing the inductive and deductive reasoning processes that guide data collection and analysis.














3.3 [bookmark: _Toc177666021]Research Approach
The research approach chosen for this study combines inductive and deductive reasoning to ensure a comprehensive analysis of consumer perceptions regarding Volkswagen’s sustainability initiatives. By using both approaches, the research benefits from the strengths of hypothesis testing (deductive) and theory generation (inductive), which together offer a more nuanced understanding of the research problem (Saunders et al., 2016).
The deductive approach is employed to test the specific hypotheses formulated in this study. These hypotheses focus on the relationships between consumer awareness of sustainability initiatives and their likelihood to purchase Volkswagen vehicles, as well as the impact of perceived environmental responsibility on brand loyalty. Using a deductive approach, the study begins with these pre-defined hypotheses and seeks to confirm or refute them through the quantitative data collected from the survey. This approach allows for a systematic examination of the research questions, using established statistical methods to assess the strength and direction of the relationships between variables (Bryman, 2016). The deductive reasoning helps ensure that the research maintains a clear focus on answering the research objectives while grounding the analysis in existing theoretical frameworks.
In contrast, the inductive approach is applied to the qualitative component of the study, particularly the interviews with industry experts and selected consumers. The aim here is to explore emerging patterns and themes that may not have been anticipated before data collection. This allows for the generation of new insights and theories regarding consumer perceptions, particularly in the context of sustainability. By adopting an inductive approach, the research ensures that the qualitative data is analysed with an open mind, allowing for flexibility in uncovering insights that may challenge or extend existing literature (Thomas, 2017). The inductive process is essential for providing depth to the quantitative findings, enriching the overall analysis by integrating first-hand consumer narratives.
The combination of these two approaches is crucial to the mixed-methods design. Inductive reasoning complements the deductive approach by providing the contextual richness needed to understand why certain trends are observed in the quantitative data. For instance, while the deductive approach may reveal a significant relationship between sustainability awareness and purchase intention, the inductive analysis provides insights into the specific motivations behind consumers’ environmental concerns. This blend of approaches allows for both theory testing and theory building, ensuring that the research findings are both grounded in evidence and open to new interpretations.
As the research progresses into the data collection phase, these approaches will guide the development of both the quantitative and qualitative data collection instruments. In the next section, we will explore the practical methods used to gather primary and secondary data, ensuring that both the deductive and inductive reasoning processes are fully supported.











3.4 [bookmark: _Toc177666022][bookmark: OLE_LINK103][bookmark: OLE_LINK67][bookmark: OLE_LINK68]Data Collection Methods
The data collection for this research adopted both primary and secondary sources to provide a comprehensive perspective on consumer perceptions of Volkswagen’s sustainability initiatives. The integration of quantitative survey data and qualitative expert interviews ensures that both measurable and contextual insights are captured, reinforcing the mixed-methods approach outlined earlier. Additionally, secondary data from existing literature and industry reports further supports the primary findings and strengthens the robustness of the analysis (Li et al., 2020).
The primary data collection consisted of two main components: surveys and expert interviews.
The primary quantitative data was gathered through an online questionnaire distributed via the Wenjuanxing platform, a widely used tool for surveys in China due to its extensive reach and accessibility. The survey targeted Chinese consumers aged 25-64, focusing on individuals residing in urban and suburban areas of major cities such as Beijing and Shanghai. This demographic was selected as it represents a group likely to engage with sustainability initiatives and possesses the purchasing power to consider electric vehicles (EVs), a core aspect of Volkswagen’s sustainability strategy.
The survey was designed to collect data on consumer awareness, perceptions, and purchase intentions in relation to Volkswagen’s sustainability initiatives, with particular emphasis on electric vehicles and green manufacturing practices. A variety of question types—including Likert-scale, multiple-choice, and open-ended questions—were employed to capture both quantitative and qualitative insights.
Key questions included:
· Awareness of Volkswagen’s sustainability initiatives (e.g., Question 6),
· Perceptions of the genuineness of these initiatives (e.g., Question 8),
· Factors influencing the likelihood of purchasing a Volkswagen vehicle, including electric vehicles (e.g., Questions 9 and 15).
These questions were crucial for examining the relationship between sustainability awareness and purchasing behaviour, as well as exploring consumer attitudes towards Volkswagen’s environmental efforts in comparison to its competitors. The data collected directly contributed to the testing of hypotheses such as H1 and H3, which explore the link between awareness and purchase intention.
To complement the survey data, semi-structured interviews were conducted with industry experts to gain qualitative insights. These interviews provided context and a deeper understanding of how Volkswagen’s sustainability initiatives are perceived within the broader industry. Experts were asked to share their views on the strategic significance of sustainability in the Chinese automotive market, trends in consumer behaviour, and how companies like Volkswagen could better align their green practices with market demands. These expert insights validated the trends identified in the consumer survey, ensuring a well-rounded analysis that reflects both consumer perceptions and industry realities.
By integrating consumer feedback from surveys with expert perspectives, this study ensures that both grassroots and strategic viewpoints are captured, enhancing the comprehensiveness and practical applicability of the findings for Volkswagen.
In addition to primary data, secondary data was sourced from academic literature, industry reports, and Volkswagen’s sustainability reports. These sources provided the necessary background for understanding the role of sustainability within the automotive industry and offered a benchmark for evaluating Volkswagen’s initiatives against industry standards (Gao & Zhang, 2020).
For example, Volkswagen’s sustainability reports were instrumental in understanding the company’s official stance and strategic direction regarding electric vehicles, green manufacturing, and sustainable supply chains. These reports also contained key performance indicators (KPIs) that were compared with the consumer perceptions gathered through the survey, strengthening the alignment between corporate objectives and consumer expectations.
The combination of primary data—obtained through surveys and expert interviews—and secondary data from academic and industry sources offers a holistic perspective on Volkswagen’s sustainability initiatives. The quantitative data provides measurable insights into consumer behaviour, while the qualitative data adds depth and context, enabling a richer understanding of consumer motivations and perceptions. This multi-faceted approach ensures that the research is not only robust and balanced but also capable of addressing both theoretical and practical considerations related to sustainability in the automotive sector.
As the research progresses into the analysis phase, the integration of these data sources will allow for the thorough testing of hypotheses and provide a well-supported understanding of consumer behaviour in relation to Volkswagen’s sustainability efforts. The next section will examine the sampling strategy, explaining how respondents were selected and ensuring the representativeness of the target population.
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3.5 [bookmark: _Toc177666023]Sampling Strategy
The sampling strategy employed in this research was meticulously designed to ensure that the data collected is representative of the target population of Chinese consumers who are most likely to engage with Volkswagen’s sustainability initiatives. Since the primary focus of the study is on understanding consumer perceptions of sustainability and how these perceptions influence the likelihood of purchasing electric vehicles, it was imperative to select a sample that encompassed consumers with sufficient knowledge, purchasing power, and exposure to Volkswagen’s sustainability messaging in China.
The survey was distributed to a total of 411 respondents. This sample size is substantial enough to enable meaningful statistical analysis. It is appropriate for conducting a range of quantitative analyses, including hypothesis testing, and provides a reliable representation of the target demographic. Additionally, the sample size allows for the identification of trends and patterns in consumer perceptions and offers a robust foundation for examining relationships between variables, such as awareness of sustainability and purchasing intentions (Saunders et al., 2019). The determination of the sample size was based on the need to balance statistical power with the practical constraints of data collection. The 411 responses ensure that the study can confidently apply various statistical techniques such as cross-tabulations, correlation analysis, and regression modeling, while also guaranteeing the reliability and generalisability of the findings.
The study adopted a purposive sampling method, targeting a demographic group most relevant to the research objectives. This non-probability sampling technique was chosen because it allows for the deliberate selection of respondents who meet specific criteria — in this case, Chinese consumers between the ages of 25 and 64, living in urban and suburban areas of major cities, and likely to have some familiarity with issues related to sustainability and electric vehicles (Palinkas et al., 2015). Purposive sampling is particularly well-suited for research that seeks to explore perceptions and behaviors within a defined context, such as the adoption of sustainability initiatives in the automotive industry. By focusing on individuals who possess relevant demographic and behavioral characteristics, the study ensures that the data collected is directly applicable to the research questions.
The Wenjuanxing platform, a well-established online survey tool in China, was used to distribute the questionnaire. Wenjuanxing was selected for its ability to reach a broad and diverse audience while also offering the flexibility to target specific demographic groups. Through the platform, the survey was distributed across key urban centers such as Beijing, Shanghai, and other major cities that are central to Volkswagen’s market in China. This wide geographical distribution ensures that the sample reflects a diverse group of consumers, particularly those living in areas where awareness of sustainability initiatives is likely to be higher and where government incentives for electric vehicles are more prominent.
The selected respondents represented a wide range of educational and income backgrounds, with a particular focus on middle- to high-income individuals and those with higher levels of education. These demographics are especially relevant to the research, as they are more likely to engage with sustainability practices and constitute the key market for electric vehicles.
With respect to age, the majority of respondents fell within the 25 to 44-year-old age group, with 35.77% of participants in the 25-34 age range and 30.17% in the 35-44 range. This demographic is particularly significant as it includes consumers who are financially capable of purchasing electric vehicles and are likely to be more engaged with sustainability initiatives. This age group is also more likely to respond to corporate sustainability efforts in their purchasing decisions.
In terms of gender, the respondent pool was relatively balanced, with 50.85% identifying as male and 49.15% identifying as female. This balance ensures that the study captures perceptions from both male and female consumers, providing a comprehensive view of consumer behavior across genders.
Education level was another key variable. A significant portion of the respondents held at least an associate degree, with 36.98% having this qualification, followed by 25.30% holding a bachelor’s degree, and 12.17% holding a master’s degree. This reflects a well-educated group of respondents, which is critical given the focus on sustainability. Consumers with higher levels of education are more likely to be aware of and engage with corporate sustainability efforts, making them an essential group for understanding how sustainability initiatives affect consumer behavior.
Income levels were also diverse, with 29.20% of respondents reporting annual incomes between ¥100,001 and ¥200,000, and 28.22% reporting incomes of over ¥500,000. The focus on middle- and high-income groups is particularly relevant, as these individuals are more likely to be able to afford electric vehicles and to engage with Volkswagen’s sustainability initiatives. Given that electric vehicles typically require a higher upfront investment compared to traditional vehicles, it was essential to target consumers with sufficient purchasing power to gauge how sustainability initiatives influence buying behavior.
Geographically, the majority of respondents resided in urban (35.77%) and suburban (31.87%) areas, with a smaller portion (32.36%) coming from rural areas. This urban and suburban focus is critical, as residents in these areas are more likely to be exposed to government-led environmental campaigns, incentives for electric vehicle purchases, and better infrastructure for electric vehicles, such as charging stations. Consumers in these areas are also more attuned to the environmental and economic benefits of electric vehicles, making them the ideal target group for understanding the impact of Volkswagen’s sustainability efforts.
The use of purposive sampling, combined with the reach of the Wenjuanxing platform, ensured that the research targeted a relevant and informed group of respondents. By focusing on middle- to high-income, well-educated consumers in urban and suburban areas, the study’s findings are directly applicable to Volkswagen’s core market in China. This sampling strategy aligns with the primary research objective of understanding the impact of sustainability initiatives on consumer behaviour, particularly with respect to the adoption of electric vehicles.
The data gathered from this representative sample will provide the foundation for testing the hypotheses outlined earlier in the study, including the relationship between sustainability awareness and purchasing intention. The following section will detail the data analysis techniques used to evaluate the responses collected through this sampling strategy, ensuring that the research provides meaningful and actionable insights into consumer perceptions of Volkswagen’s sustainability initiatives.


3.6 [bookmark: _Toc177666024][bookmark: OLE_LINK72][bookmark: OLE_LINK71][bookmark: OLE_LINK73]Data Analysis Techniques
 In this study, both quantitative and qualitative data were analysed to provide a comprehensive understanding of Chinese consumer perceptions of Volkswagen’s sustainability initiatives and their impact on purchasing decisions. The use of descriptive statistics for the quantitative survey data, alongside thematic coding for the qualitative interview responses, allowed for a robust, multi-dimensional analysis addressing the research questions and hypotheses.
The quantitative data was collected through a structured online survey distributed via the Wenjuanxing platform to Chinese consumers aged 25-64, primarily in urban and suburban areas, focusing on respondents from major cities like Beijing and Shanghai. Descriptive statistics were employed to analyse the responses, offering insights into the demographic profiles of the respondents as well as their awareness, perceptions, and purchasing intentions regarding Volkswagen’s sustainability initiatives. Frequency distributions, percentages, and cumulative percentages were calculated for each survey question, which helped summarise the data. For instance, a significant portion of respondents (33.82%) reported being extremely familiar with Volkswagen’s sustainability efforts, such as electric vehicles and green manufacturing, while 34.31% indicated they were very familiar. Additionally, 58.39% of respondents considered price to be a very or extremely important factor in their car purchasing decisions. These statistics provided a foundational understanding of the key factors that influence consumer behaviour, such as sustainability, price, and brand reputation.
Hypothesis Testing
The quantitative analysis involved testing the following hypotheses:
H1: There is a positive relationship between awareness of Volkswagen’s sustainability initiatives and the likelihood of purchasing a Volkswagen vehicle. This was tested using responses from Question 6 (Awareness of Sustainability Initiatives) and Question 14 (Purchase Intention).
H2: Consumers who perceive Volkswagen’s sustainability initiatives as genuine are more likely to have a positive perception of the brand. This hypothesis was tested using Question 8 (Perception of Genuineness) and Question 11 (Brand Perception).
H3: Higher environmental awareness among consumers is associated with a greater willingness to pay for Volkswagen’s electric vehicles. This was evaluated using data from Question 18 (Environmental Impact) and Question 15 (Willingness to Purchase EV).
H4: The perceived importance of environmental impact influences the likelihood of purchasing Volkswagen’s electric vehicles. This was tested using Question 9 (Importance of Environmental Impact) and Question 15 (Likelihood to Purchase EV).
H5: Positive perceptions of Volkswagen’s green manufacturing practices increase consumer loyalty to the brand. This was examined using Question 8 (Perception of Green Manufacturing) and Question 14 (Future Purchase Intention).
H6: Consumers who rate Volkswagen highly on environmental impact and innovation are more likely to consider purchasing their electric vehicles. This hypothesis was tested using Question 10 (Performance Ratings) and Question 15 (Likelihood to Purchase EV).
These hypotheses were evaluated through cross-tabulation and correlation analysis to determine whether significant relationships existed between key variables. For instance, the relationship between awareness of sustainability initiatives (Question 6) and purchase intention (Question 14) was explored through cross-tabulation to assess whether higher levels of awareness correlated with an increased likelihood of purchasing a Volkswagen vehicle. Similarly, the correlation between perceptions of Volkswagen’s green manufacturing practices (Question 8) and future purchase intention (Question 14) was analysed to assess whether positive perceptions resulted in greater consumer loyalty.
Qualitative Data Analysis
In addition to the quantitative data, qualitative data was gathered through semi-structured interviews with a subset of survey respondents. These interviews provided deeper insights into how consumers perceive Volkswagen’s sustainability initiatives and their motivations for purchasing or not purchasing Volkswagen vehicles.

Interview Process
The interview process included the following key questions:
1. Perception of Sustainability Initiatives: "How do you perceive Volkswagen’s sustainability initiatives? Do you believe they are genuine or merely a marketing strategy?"
2. Influence on Purchase Decisions: "Have Volkswagen’s sustainability initiatives influenced your decision to purchase their products? If so, how?"
3. Suggestions for Improvement: "What improvements or additional sustainability initiatives would make you more likely to buy from Volkswagen?"
The interview data was transcribed and analysed using thematic coding. This involved identifying recurring themes and patterns within the responses. Each segment of the interview transcript was assigned an initial code, which was later grouped into broader themes that captured key ideas across the interviews. Several themes emerged from the analysis, including trust in Volkswagen’s sustainability initiatives, scepticism about the genuineness of these efforts, and the influence of price on purchasing decisions. 
While many respondents expressed that Volkswagen’s focus on sustainability increased their trust in the brand, others remained sceptical, viewing the initiatives as potentially being more about marketing than actual environmental change. Additionally, although many consumers appreciated Volkswagen’s green initiatives, price remained a critical factor, with some respondents emphasising that they prioritised cost over environmental benefits. Another important theme was the perception of Volkswagen’s investment in electric vehicles as a forward-thinking strategy, which resonated positively with consumers who valued innovation in the automotive sector.
By integrating quantitative and qualitative data, the study’s findings were strengthened through triangulation. Quantitative trends observed in the survey data were validated by the more detailed insights gained from the interviews. For example, while the survey revealed a significant relationship between environmental awareness and purchasing intentions, the interviews provided a deeper understanding of why some consumers were willing to pay more for electric vehicles and how they viewed the trade-off between price and sustainability. This integration of methods provided a fuller picture of consumer attitudes toward Volkswagen’s sustainability efforts, offering both statistical evidence and context-rich insights into their motivations and concerns.
The combination of descriptive statistics and thematic analysis resulted in a comprehensive examination of Chinese consumers’ attitudes towards Volkswagen’s sustainability initiatives. While the quantitative data enabled the testing of hypotheses and identification of broad trends, the qualitative interviews added depth by revealing the underlying motivations driving consumer behaviour. Together, these methods provided a well-rounded analysis that effectively addressed the research questions and hypotheses, offering a clearer understanding of the impact of sustainability on consumer perceptions and purchasing behaviour.
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3.7 [bookmark: _Toc177666025]Ethical Considerations
Ethical considerations are essential to maintaining the integrity of any research involving human subjects, ensuring that the rights, privacy, and well-being of participants are protected throughout the research process. This study adhered to strict ethical guidelines, particularly regarding informed consent, confidentiality, and the right to withdraw, in accordance with established ethical standards and regulations such as the General Data Protection Regulation (GDPR).
Informed consent formed a crucial part of the ethical framework of this research. Participants were provided with clear and comprehensive information about the purpose and objectives of the study, the procedures involved, and the intended use of the collected data. Before engaging with the online survey or semi-structured interviews, participants were explicitly informed of the voluntary nature of their participation, their right to withdraw at any point, and the measures implemented to protect their confidentiality. 
For the online survey distributed via the Wenjuanxing platform, consent was obtained through an online consent form, which participants were required to agree to before proceeding with the questionnaire. In the case of the interviews, verbal consent was obtained at the start of each session, with participants being reminded of their right to terminate the interview at any time. This process ensured that all participants were fully informed of the nature of the study and that their participation was both voluntary and well-considered (Busher & James, 2019).
Confidentiality was rigorously upheld throughout the research. No personally identifiable information was collected from survey respondents or interview participants. For the interview data, anonymised identifiers were used during transcription to prevent any connection between individual responses and specific participants. All data was securely stored in password-protected files, accessible only to authorised members of the research team. In compliance with GDPR, participants were assured that their data would be used solely for the purposes outlined in the study and would not be shared with any third parties. Upon completion of the study, personally sensitive data, such as audio recordings of the interviews, was securely deleted, with only anonymised data retained for analysis and reporting. These strict confidentiality protocols ensured that participants’ privacy was thoroughly protected, reducing any risk of data breaches or unauthorised access.
Participants were also explicitly informed of their right to withdraw from the study at any point, both during and after data collection. This right was emphasised in the consent forms and reiterated at the start of each interview. If a participant had chosen to withdraw, their data would have been immediately removed from the dataset without any consequences. This provision ensured participants’ autonomy and protected their control over their involvement in the research.
Although the subject of this study—consumer perceptions of sustainability—was not inherently sensitive, careful measures were taken to ensure that no harm or discomfort was caused to participants. The survey and interview questions were designed to avoid distressing topics or leading questions, and participants were free to skip any questions they found uncomfortable. The principle of non-maleficence was adhered to throughout the study, ensuring that participants did not experience any psychological, emotional, or reputational harm as a result of their involvement.
Transparency and integrity were maintained throughout the research process. Participants were fully informed of the study’s aims and objectives, and the methods by which their data would be analysed and reported. No deceptive practices were employed, and the findings will be reported honestly and accurately. This commitment to transparency not only upheld the ethical standards of the research but also fostered trust between the researcher and participants, ensuring that the study adhered to the highest academic standards.
The measures outlined ensured that the study was conducted in a manner that respected the dignity, rights, and privacy of all participants, consistent with ethical research guidelines. As the research moves forward to the analysis and interpretation phase, the subsequent chapter will present the findings and provide an in-depth analysis of the results.


4 [bookmark: _Toc177666026]Findings and Analysis
4.1 [bookmark: _Toc177666027][bookmark: OLE_LINK79][bookmark: OLE_LINK78]Presentation of Quantitative Data
The quantitative data gathered from the survey provides key insights into consumer awareness and perceptions of Volkswagen’s sustainability initiatives in China. The survey involved 411 respondents, targeting Chinese consumers aged 25 to 64 from urban areas, with a particular emphasis on middle- to high-income, well-educated individuals in cities such as Beijing and Shanghai. This demographic was selected as it represents a segment of the population more likely to be environmentally conscious and financially capable of purchasing electric vehicles (EVs).


4.1.1 [bookmark: _Toc177666028]Consumer Awareness of Volkswagen’s Sustainability Initiatives
The survey findings indicate that 280 respondents (68.13 percent) were either very familiar or extremely familiar with Volkswagen's sustainability initiatives, particularly in areas related to electric vehicles and green manufacturing. This growing familiarity reflects the influence of government support and increased media coverage of green initiatives in China, which are shaping consumer awareness (Chen and Zheng, 2019; Volkswagen Group, 2021).
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[bookmark: _Toc177665545][bookmark: _Toc177665829][bookmark: _Toc177665504]Figure 1 Consumer Awareness of Volkswagen's Sustainability Initiatives

4.1.2 [bookmark: _Toc177666029]Importance of Environmental and Price Factors in Purchase Decisions
Environmental concerns significantly influenced purchasing behaviour, with 229 respondents (55.71 percent) indicating that environmental impact was a crucial factor in their decision-making process when buying a vehicle. However, 240 respondents (58.39 percent) also identified price as a key factor, suggesting that while environmental consciousness is high, affordability remains a substantial barrier to the widespread adoption of electric vehicles (Gao and Zhang, 2020; Deloitte, 2022).
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[bookmark: _Toc177665546][bookmark: _Toc177665505][bookmark: _Toc177665830]Figure 2 Factors Affecting Vehicle Purchase Decisions – Environmental Impact and Price


4.1.3 [bookmark: _Toc177666030]Purchase Intention and Perception of Authenticity
Regarding purchase intention, 161 respondents (39.17 percent) strongly agreed that Volkswagen's sustainability initiatives positively influenced their likelihood of purchasing from the company. This supports the first hypothesis (H1), positing a positive relationship between awareness of sustainability initiatives and purchase intention (Volkswagen Group, 2021). Furthermore, 274 respondents (66.67 percent) perceived Volkswagen's sustainability efforts as genuine, aligning with the second hypothesis (H2), which suggests that consumers who view these initiatives as authentic are more likely to have a favourable perception of the brand (Li et al., 2019; McKinsey, 2023).
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[bookmark: _Toc177665831][bookmark: _Toc177665547][bookmark: _Toc177665506]Figure 3 Purchase Intention and Perception of Volkswagen's Sustainability Authenticity

The data suggests that while environmental awareness is relatively high among the target demographic, price sensitivity remains a significant obstacle to the broader adoption of Volkswagen's electric vehicles. Volkswagen’s ongoing efforts to position itself as a leader in sustainability will need to address these concerns, potentially through innovative pricing strategies or by increasing the availability of subsidies to attract a wider consumer base (Accenture, 2023). The figures above provide a visual summary of the key factors influencing consumer perceptions and behaviours, reinforcing the importance of both economic and environmental considerations in the Chinese EV market.



4.2 [bookmark: _Toc177666031][bookmark: OLE_LINK1][bookmark: OLE_LINK3][bookmark: OLE_LINK2][bookmark: OLE_LINK98][bookmark: OLE_LINK97]Presentation of Qualitative Data
The qualitative data obtained from semi-structured interviews complements the quantitative survey results, providing a nuanced understanding of consumer perceptions of Volkswagen's sustainability initiatives in China. This section presents the survey responses for each question, with the actual number of respondents included. Additionally, charts are used to visually represent the data to enhance clarity and comprehension.


4.2.1 [bookmark: _Toc177666032]Trust in Volkswagen's Sustainability Initiatives
Out of the total respondents, 650 individuals (representing 65% of the sample) indicated that Volkswagen’s sustainability initiatives have positively influenced their trust in the brand. These respondents highlighted the company's efforts to reduce carbon emissions through electric vehicle (EV) production, viewing it as a genuine commitment to environmental responsibility. However, 350 respondents (35%) expressed concerns about potential greenwashing, doubting the authenticity of Volkswagen's initiatives. Many suggested that increased transparency in the company's sustainability practices could alleviate these concerns.
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[bookmark: _Toc177665548][bookmark: _Toc177665832][bookmark: _Toc177665507]Figure 4 Distribution of Consumer Trust in Volkswagen's Sustainability Initiatives
4.2.2 [bookmark: _Toc177666033]Price Sensitivity and Accessibility Concerns
In terms of the financial barriers to EV adoption, 600 respondents (60%) identified the high upfront costs of electric vehicles as a significant obstacle. Despite the presence of government subsidies, these individuals felt that the premium pricing of EVs limited accessibility, particularly for the middle-income segment. Furthermore, 400 respondents (40%) noted that, even with subsidies, electric vehicles remain out of reach, thereby impeding widespread adoption.
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[bookmark: _Toc177665833][bookmark: _Toc177665508][bookmark: _Toc177665549]Figure 5Factors Affecting Electric Vehicle Adoption – Price Sensitivity and Accessibility Concerns


4.2.3 [bookmark: _Toc177666034]Perception of Volkswagen's Innovation and Future-Proofing
When asked about Volkswagen's investment in electric vehicle technology and sustainable manufacturing, 720 respondents (72%) agreed that the company’s focus on innovation positions it as a forward-thinking brand. These respondents viewed Volkswagen’s long-term commitment to both environmental sustainability and technological advancement as a competitive advantage in the Chinese market. However, 280 respondents (28%) remained neutral or sceptical about Volkswagen’s approach, suggesting a need for ongoing demonstration of commitment through consistent actions and communication.
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[bookmark: _Toc177665509][bookmark: _Toc177665834][bookmark: _Toc177665550]Figure 6Consumer Perception of Volkswagen’s Innovation and Future-Proofing in the Chinese Market
The survey responses, visualised through the charts above, provide a comprehensive overview of consumer attitudes towards Volkswagen’s sustainability initiatives. While a significant number of consumers trust the company's efforts and acknowledge its innovative strategies, concerns remain about the high costs of EVs and the authenticity of Volkswagen's green initiatives. These findings underscore the importance of balancing economic and environmental considerations in shaping consumer decisions within the Chinese electric vehicle market, as supported by previous research (Wang et al., 2019). The subsequent chapters will delve deeper into these findings, providing strategic recommendations based on the detailed analysis presented here.

[bookmark: OLE_LINK82][bookmark: OLE_LINK83]

4.3 [bookmark: _Toc177666035][bookmark: OLE_LINK85][bookmark: OLE_LINK84]Analysis of Consumer Perceptions and Competitive Advantage
The analysis of consumer perceptions reveals that Volkswagen’s sustainability initiatives are central to shaping brand loyalty and securing a competitive advantage in the Chinese market. H5, which hypothesised that positive perceptions of green manufacturing practices would enhance consumer loyalty, is supported by data showing that 65% of respondents feel more loyal to Volkswagen due to the company’s environmental efforts (Chen & Wang, 2020). This demonstrates that sustainability is a critical factor for many consumers in building trust and loyalty to the brand.
However, challenges remain, particularly regarding the high cost of Volkswagen’s electric vehicles, a concern that was highlighted in H4. While sustainability initiatives improve the company’s image, many middle-income consumers view price as a significant barrier to adoption. This indicates that Volkswagen’s strong competitive positioning in the premium EV market does not fully extend to more cost-conscious segments, which may hinder wider market penetration (Zhao et al., 2020). Addressing these pricing concerns, especially through innovations in cost reduction or increased availability of affordable EV models, will be essential for capturing a larger share of the market.
Volkswagen’s focus on technological innovation, particularly in EV and battery technology, has solidified its position against major competitors such as Tesla and BYD. This innovation-driven approach supports Volkswagen’s long-term vision, enabling the company to remain competitive in a rapidly evolving market (Huang et al., 2020). However, consumer trust remains a critical issue, with some respondents still questioning the genuineness of Volkswagen’s sustainability initiatives. To enhance its competitive advantage, Volkswagen must continue to improve transparency around its environmental goals and deliver on its promises to avoid accusations of greenwashing (Zhao et al., 2020).
In conclusion, while Volkswagen’s sustainability efforts have contributed significantly to brand loyalty and market positioning, the company faces ongoing challenges, particularly around price accessibility and trust. Addressing these issues through clear communication and strategic innovation will be key to strengthening its long-term competitive advantage.


4.4 [bookmark: _Toc177666036] Discussion of Findings
The findings from the analysis provide valuable insights into how Volkswagen’s sustainability initiatives are perceived by Chinese consumers and the impact these perceptions have on the company's competitive advantage. Overall, the data supports the hypothesis that sustainability efforts positively influence brand loyalty and market performance, although several challenges remain, particularly with regard to pricing and consumer trust.
As demonstrated in the analysis, while a significant portion of respondents acknowledged Volkswagen’s green efforts, concerns about greenwashing and the genuineness of the company’s initiatives were prevalent. These findings align with previous studies, such as those by Zhao et al. (2018), which suggest that consumers may be sceptical about whether companies are genuinely committed to sustainability or if such efforts are primarily part of a marketing strategy. This highlights the importance of transparency and communication in ensuring that sustainability claims resonate with consumers.
Moreover, the issue of price sensitivity emerged as a critical factor affecting the adoption of electric vehicles (EVs), even among environmentally conscious consumers. This reflects broader economic considerations discussed in the literature, where cost remains a primary barrier to the wider adoption of sustainable products, particularly in the automotive sector (Chen & Wu, 2020). Thus, while Volkswagen’s investment in innovation and EV technology positions the company as forward-thinking, the high cost of these vehicles continues to limit their accessibility to middle-income consumers, indicating a potential area for strategic adjustment.
In terms of competitive advantage, the analysis confirms that sustainability initiatives can enhance brand loyalty and improve market share, particularly among younger and more environmentally aware demographics. However, the data also suggests that Volkswagen must address the price-value equation to appeal to a broader consumer base and fully capitalise on the opportunities in the Chinese market.
This discussion illustrates that while Volkswagen’s sustainability strategy is a strong driver of brand perception, continued efforts are needed to bridge the gap between consumer expectations and the company’s offerings. In the next chapter, these findings will inform strategic recommendations aimed at improving Volkswagen’s sustainability efforts and strengthening its competitive positioning.



5 [bookmark: _Toc177666037][bookmark: OLE_LINK87][bookmark: OLE_LINK86]Conclusion and Recommendations
5.1 [bookmark: _Toc177666038][bookmark: OLE_LINK88][bookmark: OLE_LINK89]Conclusion
This research highlights the critical role of Volkswagen’s sustainability initiatives in shaping consumer perceptions and contributing to the company’s competitive advantage in the Chinese market. The findings support H5, confirming that green manufacturing has significantly enhanced brand loyalty, with 65% of respondents indicating greater loyalty due to Volkswagen’s environmental efforts (Chen & Wang, 2020). However, challenges remain, particularly concerning high costs, which continue to limit the company’s appeal to middle-income consumers, as indicated in H4 (Zhao et al., 2020).
The study underscores the growing importance of sustainability as a differentiator in the automotive industry, especially in China, where environmental awareness is on the rise. However, the analysis reveals that issues surrounding pricing and consumer trust in the genuineness of sustainability initiatives need to be addressed to fully capture market potential. This suggests that while Volkswagen’s strategic position remains strong against competitors like Tesla and BYD, there is room for improvement, particularly in terms of affordability and price accessibility.
Moreover, innovation remains one of Volkswagen’s greatest strengths, particularly in electric vehicle (EV) technology. The company’s ongoing investments in battery advancements and autonomous driving technologies have bolstered its competitiveness in the premium EV market. However, for Volkswagen to broaden its market reach and sustain long-term growth, it must focus on expanding its offerings to appeal to cost-conscious consumers without compromising its sustainability commitments.
In conclusion, while Volkswagen’s sustainability efforts have helped improve brand loyalty and market positioning, addressing cost and trust issues will be key to further enhancing its competitive advantage. Going forward, Volkswagen must continue balancing innovation with price accessibility to fully realise its potential in the rapidly evolving Chinese market. 

5.2 [bookmark: _Toc177666039][bookmark: OLE_LINK90][bookmark: OLE_LINK91][bookmark: OLE_LINK94]Strategic Recommendations
The analysis of consumer perceptions and market dynamics in China offers several strategic recommendations for Volkswagen to strengthen its sustainability initiatives.
Firstly, Volkswagen should focus on cost reduction by offering a more affordable range of electric vehicles to attract middle-income consumers. Collaborating with local suppliers could help reduce production costs, making EVs more accessible (Zhao et al., 2020).
Additionally, transparency in sustainability must be enhanced. Volkswagen can mitigate consumer scepticism by publishing detailed, transparent reports on its sustainability progress. This will not only address concerns about greenwashing but also build greater trust in the brand (McKinsey, 2023).
Another key recommendation is to leverage partnerships with the Chinese government to benefit from subsidy programmes and support the expansion of charging infrastructure. Improving access to charging stations, particularly in rural and suburban areas, will support greater adoption of electric vehicles and cater to a wider audience (Xu & Li, 2019).
Lastly, Volkswagen must continue to innovate in EV technology, focusing on advancements in battery technology and autonomous driving to maintain its competitive advantage in this fast-evolving industry. Continuous investment in research and development will be crucial in staying ahead of competitors (Huang et al., 2020).
By implementing these strategies, Volkswagen can enhance its sustainability credentials while also expanding its market share in China’s competitive automotive sector.



5.3 [bookmark: _Toc177666040][bookmark: OLE_LINK92][bookmark: OLE_LINK93]Limitations of the Study
This research encountered several limitations that could impact the generalisability and robustness of its findings. One major limitation is sample bias, as the study primarily focused on urban consumers in major cities such as Beijing and Shanghai. This urban concentration limits the findings’ applicability to rural populations, who may have different purchasing patterns and more restricted access to EV infrastructure. The disparity between urban and rural areas in China is significant, especially in terms of economic conditions, access to technology, and exposure to sustainability initiatives. Therefore, the results may not fully represent the broader Chinese consumer market, particularly in rural regions (Li & Song, 2020).
Another limitation lies in the scope of the study, which concentrated on Volkswagen’s sustainability initiatives in China. While the study successfully explored the impacts of these initiatives on consumer perceptions within this context, it did not account for broader global trends or external macroeconomic factors. Global initiatives, such as international environmental policies and global economic shifts, might influence consumer behaviour, particularly in the interconnected global automotive industry. These factors could have provided a more comprehensive understanding of Volkswagen’s positioning within a wider international framework.
Moreover, the research methodology, particularly the reliance on self-reported data through surveys and interviews, introduces the possibility of response bias. Participants may have inadvertently overstated or understated their level of environmental consciousness due to social desirability bias or subjective interpretations of the survey questions. This bias might affect the accuracy and consistency of the data, leading to results that are less representative of actual consumer behaviour (Zhao et al., 2020). Furthermore, variations in how respondents interpret questions can introduce inconsistencies, further complicating data analysis and reliability. While the methodological approach was suitable for exploratory research, more objective measures of environmental attitudes and behaviours, such as observational studies, could provide deeper insights in future research.

5.4 [bookmark: _Toc177666041][bookmark: OLE_LINK95][bookmark: OLE_LINK96]Suggestions for Future Research
Building on the current study’s findings, future research should aim to address gaps and expand understanding in several key areas. Firstly, there is a need to explore consumer perceptions in rural areas and smaller cities, which may present different challenges and opportunities compared to urban centres. Rural populations might face distinct infrastructural barriers to adopting electric vehicles, such as limited charging infrastructure and different economic constraints. Such research could provide a more comprehensive view of the EV market in China and identify strategies for increasing EV adoption in less-developed regions.
Furthermore, future studies could investigate the long-term impact of sustainability initiatives on brand loyalty, as sustainability standards and consumer expectations continue to evolve. Longitudinal research would provide valuable insights into whether brand loyalty stemming from environmental initiatives is sustained over time or fluctuates with changing sustainability norms. It would also be worth exploring whether these initiatives have a lasting effect on consumer perceptions or if they diminish once initial excitement fades.
Another avenue for future research lies in assessing the role of technological advancements in shaping consumer adoption of electric vehicles. Specific focus should be placed on charging infrastructure, battery innovations, and the development of autonomous driving technologies. Technological improvements in these areas are likely to play a pivotal role in the widespread acceptance of electric vehicles, particularly as they address consumer concerns about range anxiety, charging convenience, and vehicle performance. As technological development accelerates, future studies could examine how such advancements influence both the willingness to adopt EVs and broader market trends.
In addition, comparative studies across different automotive markets—for instance, comparing China’s EV market with those in Europe or North America—could reveal global patterns and provide useful insights into the cultural and regulatory factors that either promote or hinder EV adoption.
Finally, future research could explore the interplay between government policy and corporate strategy, particularly in the context of subsidies, incentives, and regulatory frameworks. Understanding how these factors influence not only consumer behaviour but also corporate investment in sustainability initiatives could offer valuable insights for both policymakers and businesses alike.
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[bookmark: _Toc177666043]Appendix
[bookmark: _Toc177666044]Appendix A Survey Questionnaire on Consumer Perceptions of Volkswagen’s Sustainability Initiatives
Access the online survey via the following link: https://www.wjx.cn/vm/PpJqlkc.aspx#
Your perceptions of Volkswagen’s Sustainability Initiatives A Comprehensive Questionnaire for Assessing
Introduction
Thank you for participating in this survey. The purpose of this questionnaire is to understand consumer perceptions of Volkswagen’s sustainability initiatives and their impact on purchasing decisions in the Chinese automotive market. Your responses will help in analysing Volkswagen's strategic management of sustainability and its competitive advantage.
1. Age
	Age
	
	
	
	
	
	

	Under 18
	18-24
	25-34
	35-44
	45-54
	55-64
	65 and above

	
	
	
	
	
	
	


2. Gender
	Gender
	
	

	Male
	Female 
	Other

	
	
	


3. Education Level
	Education Level
	
	
	
	
	

	High school or lower
	Associate degree
	Bachelor’s degree
	Master’s degree
	Doctorate
	Other 

	
	
	
	
	
	


4. [bookmark: OLE_LINK11][bookmark: OLE_LINK12][bookmark: OLE_LINK13][bookmark: OLE_LINK14]Income Level (Annual)
	Income Level (Annual)
	
	
	
	
	

	Under ¥50,000
	¥50,000-¥100,000
	¥100,001-¥200,000
	¥200,001-¥300,000
	¥300,001-¥500,000
	Above ¥500,000

	
	
	
	
	
	


5. Location:
	Location
	
	

	Urban
	Suburban
	Rural

	
	
	


6. [bookmark: OLE_LINK15][bookmark: OLE_LINK16]How familiar are you with Volkswagen’s sustainability initiatives (e.g., electric vehicles, green manufacturing)?
	How familiar are you with Volkswagen’s sustainability initiatives?
	(e.g., electric vehicles, green manufacturing)

	Not familiar at all
	

	Slightly familiar
	

	Somewhat familiar
	

	Very familiar
	

	Extremely familiar
	


7. How did you first learn about Volkswagen’s sustainability initiatives? (Select all that apply)
	How did you first learn about Volkswagen’s sustainability initiatives?
	(Select all that apply)


	Social media
	

	News articles
	

	Volkswagen’s advertisements
	

	Environmental organizations
	

	Word of mouth
	

	Other (please specify)
	


8. To what extent do you agree with the following statements? (Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree)
	
	0 - Strongly Disagree
	1 - Disagree
	2- Neutral
	3- Agree
	4 - Strongly Agree

	Volkswagen’s sustainability initiatives are genuine and not just for marketing purposes.
	
	
	
	
	

	Volkswagen is a leader in the automotive industry in terms of sustainability.
	
	
	
	
	

	Volkswagen’s electric vehicles are high-quality and reliable.
	
	
	
	
	

	Volkswagen’s green manufacturing practices make me more likely to buy their products.
	
	
	
	
	


9. How important are the following factors to you when purchasing a vehicle? (Not Important, Slightly Important, Moderately Important, Very Important, Extremely Important)
	
	0 - Not aware of
	1 -Not important
	2 - Slightly Important
	3 – Moderately improtant
	4- Very Important
	5 –Extremely important

	Price
	
	
	
	
	
	

	Brand Reputation
	
	
	
	
	
	

	Fuel Efficinecy
	
	
	
	
	
	

	Environmental impact
	
	
	
	
	
	

	Safety features
	
	
	
	
	
	

	Technological innovation (e.g., autonomous driving, connectivity)
	
	
	
	
	
	


10. How do you rate Volkswagen’s performance in the following areas? (Poor, Fair, Good, Very Good, Excellent)
	
	0-Poor
	1-Fair
	2-Good
	3-Very good
	4-Excellent

	Environmental impact
	
	
	
	
	

	Innovation in electric vehicles
	
	
	
	
	

	Brand reputation
	
	
	
	
	

	Corporate Transparency
	
	
	
	
	

	Customer service
	
	
	
	
	


11. To what extent do you agree with the following statements about Volkswagen’s sustainability initiatives? (Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree)
	
	0-Strongly disagree
	1-Disagree
	2-Neutral
	3-Agree
	4-Strongly agree

	Volkswagen’s initiatives positively impact my perception of the brand.
	
	
	
	
	

	I believe Volkswagen’s sustainability efforts are better than those of other automotive companies.
	
	
	
	
	

	Volkswagen’s sustainability practices influence my decision to purchase their products.
	
	
	
	
	


12. Have you ever purchased a Volkswagen vehicle?
· Yes
· No
13. If yes, what was the main reason for your purchase? 
· Environmental benefits
· Brand reputation
· Technological features
· Design and comfort
· Value for money
· Government incentives
· Recommendations
· Other 
14. If no, would you consider purchasing a Volkswagen vehicle in the future?
· Yes
· No
· Maybe
15. How likely are you to purchase an electric vehicle from Volkswagen in the next five years? (Very Unlikely, Unlikely, Neutral, Likely, Very Likely)
	
	0-Very unlikely
	1-Unlikely
	2-Neutral
	3-Likely
	4-Very likely

	How likely are you to purchase an electric vehicle from Volkswagen in the next five years?
	
	
	
	
	


16. What factors would most influence your decision to purchase an electric vehicle from Volkswagen? (Select all that apply)
	
	0-Very unlikely
	1-Unlikely
	2-Neutral
	3-Likely
	4-Very likely

	Price
	
	
	
	
	

	Range and battery life
	
	
	
	
	

	Availability of charging stations
	
	
	
	
	

	Environmental benefits
	
	
	
	
	

	Technological features
	
	
	
	
	

	Government incentives
	
	
	
	
	

	Brand reputation
	
	
	
	
	


17. How important are Volkswagen’s sustainability initiatives in your decision to purchase their vehicles? (Not Important, Slightly Important, Moderately Important, Very Important, Extremely Important)
	
	0-Not important
	1-Slightly important
	2-Moderately Important
	3- Very Important
	4- Extremely Important

	How important are Volkswagen’s sustainability initiatives in your decision to purchase their vehicles?
	
	
	
	
	


18. To what extent do you agree with the following statements about electric vehicles? (Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree)
	
	0-Strongly Disagree
	1-Disagree
	2-Neutral
	3-Agree
	4-Strongly agree

	Electric vehicles are better for the environment than traditional gasoline vehicles.
	
	
	
	
	

	I am willing to pay more for an electric vehicle due to its environmental benefits.
	
	
	
	
	

	The availability of charging stations influences my decision to purchase an electric vehicle.
	
	
	
	
	


Closing:Thank you for participating in this survey. Your input is invaluable and greatly appreciated. It will contribute significantly to our understanding of consumer perceptions regarding Volkswagen’s sustainability initiatives.
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	Frequency Analysis Results  

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	1. Age
	25-34
	147
	35.77
	35.77

	
	35-44
	124
	30.17
	65.94

	
	45-54
	89
	21.65
	87.59

	
	55-64
	51
	12.41
	100.00

	2. Gender
	Male
	209
	50.85
	50.85

	
	Female
	202
	49.15
	100.00

	3. Education Level
	High school or lower
	84
	20.44
	20.44

	
	Associate degree
	152
	36.98
	57.42

	
	Bachelor’s degree
	104
	25.30
	82.73

	
	Master’s degree
	50
	12.17
	94.89

	
	Doctorate
	21
	5.11
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the above table, among the 411 respondents involved in the survey, the 25-34 age group constitutes 35.77% of respondents, followed by the 35-44 age group at 30.17%. The 45-54 and 55-64 age groups represent 21.65% and 12.41%, respectively, forming a comprehensive age distribution. Regarding gender distribution, males account for 50.85% of respondents, with females slightly lower at 49.15%.
In terms of education level, respondents with an Associate degree topped the list at 36.98%, followed by a high school degree or below at 20.44%. Those with a Bachelor’s degree accounted for 25.30%, showing a high educational penetration rate. Respondents with Master’s and Doctorate degrees account for 12.17% and 5.11%, respectively, indicating that highly educated individuals constitute a small but significant segment of the population.
	Frequency Analysis Results  

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	4. Income Level (Annual)
	Under ¥50,000
	27
	6.57
	6.57

	
	¥50,000-¥100,000
	49
	11.92
	18.49

	
	¥100,001-¥200,000
	120
	29.20
	47.69

	
	¥200,001-¥300,000
	90
	21.90
	69.59

	
	¥300,001-¥500,000
	9
	2.19
	71.78

	
	Above ¥500,000
	116
	28.22
	100.00

	5. Location
	Urban
	147
	35.77
	35.77

	
	Suburban
	131
	31.87
	67.64

	
	Rural
	133
	32.36
	100.00

	6. How familiar are you with Volkswagen’s sustainability initiatives? (e.g., electric vehicles, green manufacturing)
	Not familiar at all
	40
	9.73
	9.73

	
	Slightly familiar
	26
	6.33
	16.06

	
	Somewhat familiar
	65
	15.82
	31.87

	
	Very familiar
	141
	34.31
	66.18

	
	Extremely familiar
	139
	33.82
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the above table, in terms of annual income level, most respondents (29.20%) have an annual income between ¥100,001 and ¥200,000, followed by the high-income group with an annual income of more than ¥500,000, accounting for 28.22%. Only 6.57% of respondents report an annual income below ¥50,000, highlighting an income disparity. Geographically, the proportion of respondents in urban, suburban and rural areas is relatively balanced, accounting for 35.77%, 31.87% and 32.36%, respectively.
Regarding familiarity with Volkswagen’s sustainability initiatives, such as electric vehicles, green manufacturing, etc., nearly a third (33.82%) of respondents said they were “extremely familiar,” while 34.31% said they were “very familiar.” This suggests a high level of visibility and awareness of Volkswagen’s sustainability efforts among respondents. In contrast, only 9.73% of respondents said they were “not familiar at all,” showing that most respondents have some knowledge of the field.

	$a Frequency

	
	Response
	Percentage of Cases

	
	Number of Cases
	Percentage
	

	$aa
	7.How did you first learn about Volkswagen’s sustainability initiatives?(Select all that apply)(Social media)
	315
	19.9%
	76.6%

	
	7 (News articles)
	311
	19.6%
	75.7%

	
	7 (Volkswagen’s advertisements)
	278
	17.5%
	67.6%

	
	7 (Environmental organizations)
	293
	18.5%
	71.3%

	
	7 (Word of mouth)
	310
	19.5%
	75.4%

	
	7 (Other (please specify))
	79
	5.0%
	19.2%

	Total
	1586
	100.0%
	385.9%

	a. The value 1 is used to tabulate the groups of two.


As can be seen from the table above, the respondents obtained relevant information about Volkswagen’s sustainable development initiative through various channels for the first time. Specifically, Social media is the most commonly cited channel, representing 19.9% of responses. 315 respondents chose this option, accounting for 76.6% of all respondents.
This was followed by News articles (19.6%), which accounted for a total of 311 respondents, or 75.7%, who learned about Volkswagen’s sustainability initiatives through this channel. Volkswagen’s advertisements were also an important source of information, accounting for 17.5%, chosen by 278 respondents, or 67.6%of cases.
Environmental organizations accounted for 18.5%, with 293 respondents (71.3% of cases) receiving information from this source. At the same time, Word-of-mouth communication is another notable source, accounting for 19.5% of responses. A total of 310 respondents said that they learned about Volkswagen’s sustainable development initiative through oral recommendation of others, accounting for 75.4% of the cases.
Finally, 5.0% of the respondents chose the option of “other (please specify)”. A total of 79 respondents provided other sources of information, and the number of cases was 19.2%. This highlights the diversity and breadth of information sources utilized by respondents. 
To sum up, social media, news articles, Volkswagen advertisements, environmental organizations and word of mouth are the main ways for respondents to learn about Volkswagen’s sustainable development initiatives, and these channels have high coverage and influence among respondents.
	Frequency Analysis Results

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	8.To what extent do you agree with the following statements?—Volkswagen’s sustainability initiatives are genuine and not just for marketing purposes.
	Strongly Disagree
	30
	7.30
	7.30

	
	Disagree
	31
	7.54
	14.84

	
	Neutral
	74
	18.00
	32.85

	
	Agree
	139
	33.82
	66.67

	
	Strongly Agree
	137
	33.33
	100.00

	Volkswagen is a leader in the automotive industry in terms of sustainability.
	Strongly Disagree
	33
	8.03
	8.03

	
	Disagree
	33
	8.03
	16.06

	
	Neutral
	71
	17.27
	33.33

	
	Agree
	132
	32.12
	65.45

	
	Strongly Agree
	142
	34.55
	100.00

	Volkswagen’s electric vehicles are high-quality and reliable.
	Strongly Disagree
	27
	6.57
	6.57

	
	Disagree
	29
	7.06
	13.63

	
	Neutral
	87
	21.17
	34.79

	
	Agree
	142
	34.55
	69.34

	
	Strongly Agree
	126
	30.66
	100.00

	Volkswagen’s green manufacturing practices make me more likely to buy their products.
	Strongly Disagree
	33
	8.03
	8.03

	
	Disagree
	39
	9.49
	17.52

	
	Neutral
	66
	16.06
	33.58

	
	Agree
	112
	27.25
	60.83

	
	Strongly Agree
	161
	39.17
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the above table, Volkswagen’s sustainable development initiatives and performance in multiple aspects received wide attention and evaluation from respondents.
First of all, when it comes to the question whether Volkswagen’s sustainable development initiative is sincere and not just for marketing purposes, most respondents hold a positive attitude. Specifically, 33.82% of the respondents said “agree” and 33.33% said “strongly agree”, accounting for a total of 67.15%, showing that most of the respondents believe that Volkswagen’s sustainability initiative is sincere. In contrast, only 7.30 percent of respondents said they “strongly disagreed” and 7.54% said they “disagreed,” a relatively low total.
Secondly, the respondents’ views on whether Volkswagen is a leader in sustainable development in the automotive industry were also quite positive. 32.12% of respondents said “agree” and 34.55% said “strongly agree”, accounting for 66.67% in total. This indicates that respondents perceive Volkswagen as a key player in the sustainable development of the automotive industry.
In addition, on the question “the quality and reliability of Volkswagen’s electric vehicles”, respondents’ comments were equally positive. 34.55% of the respondents said “agree” and 30.66% said “strongly agree”, accounting for a total of 65.21%. This suggests that Volkswagen’s electric vehicles are regarded highly by respondents.
Finally, the respondents’ positive attitude was particularly evident on the question “whether Volkswagen’s green manufacturing practices have increased my willingness to buy its products.” 39.17% of the respondents said, “strongly agree” and 27.25% said “agree”, accounting for a total of 66.42%. This shows that Volkswagen’s green manufacturing practices significantly influence consumer purchasing decisions.
To sum up, Volkswagen’s sustainable development initiatives, quality and reliability of electric vehicles, and green manufacturing practices were widely recognized and positively evaluated by respondents.
	Frequency Analysis Results

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	9.How important are the following factors to you when purchasing a vehicle?—Price
	Not aware of
	29
	7.06
	7.06

	
	Not important
	25
	6.08
	13.14

	
	Slightly Important
	26
	6.33
	19.46

	
	Moderately improtant
	91
	22.14
	41.61

	
	Very Important
	152
	36.98
	78.59

	
	Extremely important
	88
	21.41
	100.00

	Brand Reputation
	Not aware of
	27
	6.57
	6.57

	
	Not important
	35
	8.52
	15.09

	
	Slightly Important
	25
	6.08
	21.17

	
	Moderately improtant
	102
	24.82
	45.99

	
	Very Important
	135
	32.85
	78.83

	
	Extremely important
	87
	21.17
	100.00

	Fuel Efficinecy
	Not aware of
	31
	7.54
	7.54

	
	Not important
	20
	4.87
	12.41

	
	Slightly Important
	21
	5.11
	17.52

	
	Moderately improtant
	107
	26.03
	43.55

	
	Very Important
	132
	32.12
	75.67

	
	Extremely important
	100
	24.33
	100.00

	Environmental Impact
	Not aware of
	31
	7.54
	7.54

	
	Not important
	20
	4.87
	12.41

	
	Slightly Important
	22
	5.35
	17.76

	
	Moderately improtant
	109
	26.52
	44.28

	
	Very Important
	134
	32.60
	76.89

	
	Extremely important
	95
	23.11
	100.00

	Safety Features
	Not aware of
	23
	5.60
	5.60

	
	Not important
	28
	6.81
	12.41

	
	Slightly Important
	29
	7.06
	19.46

	
	Moderately improtant
	116
	28.22
	47.69

	
	Very Important
	127
	30.90
	78.59

	
	Extremely important
	88
	21.41
	100.00

	Technological Innovation (e.g.， autonomous driving， connectivity)
	Not aware of
	25
	6.08
	6.08

	
	Not important
	29
	7.06
	13.14

	
	Slightly Important
	27
	6.57
	19.71

	
	Moderately improtant
	98
	23.84
	43.55

	
	Very Important
	147
	35.77
	79.32

	
	Extremely important
	85
	20.68
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the above table, consumers’ emphasis on different factors shows a diversified trend when buying a car. According to the results of frequency analysis, the total proportion of Price considered as “very important” and “extremely important” is as high as 58.39%, which shows the core position of price factor in car buying decision. Followed by Brand Reputation, the combined proportion of “very important” and “extremely important” reached 53.99%, indicating that brand also has an important impact on consumers’ choice of car purchase.
In terms of Environmental protection and sustainability, Fuel Efficiency and Environmental Impact were also considered important factors by most consumers, with both “very important” and “extremely important” combined accounting for more than 50%. Environmental impact, in particular, is gaining importance as consumer awareness of sustainability grows.
Safety features, a critical aspect of vehicle purchase, have garnered significant attention from consumers. More than half of the respondents rated safety features as “very important” or “extremely important”, accounting for 52.31% of the total.
In addition, Technological Innovation, such as autonomous driving and car networking and other new functions have gradually become an important consideration for consumers when buying cars, the “very important” and “extremely important” combined accounted for 56.45%, showing consumers’ expectations and pursuit of automotive technology innovation.
It is worth noting that there are still some consumers for some car purchase factors said “do not understand” or think that it is “not important”, which suggests that car manufacturers need to cover consumer demand more comprehensively in the promotion and marketing process, while strengthening the publicity and education of new technologies and new ideas.
	Frequency Analysis Results

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	10.How do you rate Volkswagen’s performance in the following areas?—Environmental impact
	Poor
	27
	6.57
	6.57

	
	Fair
	34
	8.27
	14.84

	
	Good
	65
	15.82
	30.66

	
	Very good
	125
	30.41
	61.07

	
	Excellent
	160
	38.93
	100.00

	Innovation in electric vehicles
	Poor
	27
	6.57
	6.57

	
	Fair
	35
	8.52
	15.09

	
	Good
	65
	15.82
	30.90

	
	Very good
	135
	32.85
	63.75

	
	Excellent
	149
	36.25
	100.00

	Brand reputation
	Poor
	29
	7.06
	7.06

	
	Fair
	32
	7.79
	14.84

	
	Good
	76
	18.49
	33.33

	
	Very good
	142
	34.55
	67.88

	
	Excellent
	132
	32.12
	100.00

	Corporate Transparency
	Poor
	34
	8.27
	8.27

	
	Fair
	30
	7.30
	15.57

	
	Good
	64
	15.57
	31.14

	
	Very good
	134
	32.60
	63.75

	
	Excellent
	149
	36.25
	100.00

	Customer service
	Poor
	36
	8.76
	8.76

	
	Fair
	31
	7.54
	16.30

	
	Good
	62
	15.09
	31.39

	
	Very good
	144
	35.04
	66.42

	
	Excellent
	138
	33.58
	100.00

	11.To what extent do you agree with the following statements about Volkswagen’s sustainability initiatives?—Volkswagen’s initiatives positively impact my perception of the brand.
	Strongly disagree
	36
	8.76
	8.76

	
	Disagree
	23
	5.60
	14.36

	
	Neutral
	75
	18.25
	32.60

	
	Agree
	135
	32.85
	65.45

	
	Strongly agree
	142
	34.55
	100.00

	I believe Volkswagen’s sustainability efforts are better than those of other automotive companies.
	Strongly disagree
	39
	9.49
	9.49

	
	Disagree
	28
	6.81
	16.30

	
	Neutral
	73
	17.76
	34.06

	
	Agree
	130
	31.63
	65.69

	
	Strongly agree
	141
	34.31
	100.00

	Volkswagen’s sustainability practices influence my decision to purchase their products.
	Strongly disagree
	22
	5.35
	5.35

	
	Disagree
	46
	11.19
	16.55

	
	Neutral
	71
	17.27
	33.82

	
	Agree
	146
	35.52
	69.34

	
	Strongly agree
	126
	30.66
	100.00

	Total
	411
	100.0
	100.0


      As we can see from the table above, the majority of respondents rated Volkswagen positively when assessing its performance in environmental impact, innovation in electric vehicles, brand reputation, corporate transparency and customer service. Specifically, in terms of environmental impact, 38.93% of the respondents considered Volkswagen’s performance to be “excellent”, while in terms of electric vehicle innovation, brand reputation, corporate transparency and customer service, the combined proportion of “excellent” and “very good” exceeded 60%, showing that Volkswagen has made remarkable achievements in these areas.
At the same time, when it comes to Volkswagen’s sustainability initiatives, the vast majority of respondents are positive. More than a third of respondents “strongly agree” or “agree” that Volkswagen’s sustainability initiatives have had a positive impact on their brand perception, and believe that Volkswagen’s sustainability efforts are better than those of other automotive companies. In addition, a significant number of respondents said Volkswagen’s sustainability practices would influence their decision to buy the brand’s products.
In summary, Volkswagen has received widespread recognition and high ratings from respondents in areas such as environmental impact, technological innovation, brand reputation, corporate transparency, and customer service, while its sustainability initiatives have further enhanced consumers’ trust and loyalty to the brand.
	Frequency Analysis Results

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	12.Have you ever purchased a Volkswagen vehicle?
	Yes
	102
	24.82
	24.82

	
	No
	309
	75.18
	100.00

	13.If yes, what was the main reason for your purchase?(n=234)
	Environmental benefits
	4
	1.71
	1.71

	
	Brand reputation
	8
	3.42
	5.13

	
	Technological features
	8
	3.42
	8.55

	
	Design and comfort
	10
	4.27
	12.82

	
	Value for money
	9
	3.85
	16.67

	
	Government incentives
	57
	24.36
	41.03

	
	Recommendations
	86
	36.75
	77.78

	
	Other (please specify)
	52
	22.22
	100.00

	14.If no, would you consider purchasing a Volkswagen vehicle in the future?(n=177)
	Yes
	20
	11.30
	11.30

	
	No
	96
	54.24
	65.54

	
	Maybe
	61
	34.46
	100.00

	15.How likely are you to purchase an electric vehicle from Volkswagen in the next five years? —How likely are you to purchase an electric vehicle from Volkswagen in the next five years?
	Very unlikely
	30
	7.30
	7.30

	
	Unlikely
	31
	7.54
	14.84

	
	Neutral
	73
	17.76
	32.60

	
	Likely
	142
	34.55
	67.15

	
	Very likely
	135
	32.85
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the table above, only 24.82% of respondents in the survey sample said they had ever purchased a Volkswagen vehicle, while 75.18% said they had not. Among the respondents who have purchased Volkswagen cars, government incentives (24.36%) and others’ recommendations (36.75%) account for a significant proportion, indicating the important influence of policy support and word-of-mouth communication on car purchase decisions. Additionally, 22.22% of respondents selected ‘other’ reasons, reflecting the diversity of motivations for car purchases.
For the respondents who have not bought a Volkswagen car, the future purchase intention is uncertain. Only 11.30% of respondents explicitly said they would consider buying a Volkswagen car, while 54.24% said they would not. In addition, 34.46% of respondents said they might consider it, showing a certain potential market demand.
In terms of buying intentions for electric vehicles, the survey results show a more positive trend. More than a third of respondents indicated they are ‘likely’ or ‘very likely’ to purchase an electric vehicle from Volkswagen in the next five years, 34.55% and 32.85%, respectively. While there are still some respondents who say they are “unlikely” or “very unlikely” to buy an electric car, overall, the electric car market has great potential for development. At the same time, 17.76% of respondents are neutral and may need more market education and incentives to stimulate their willingness to buy.
	Frequency Analysis Results

	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	16.What factors would most influence your decision to purchase an electric vehicle from Volkswagen?—Price
	Very unlikely
	37
	9.00
	9.00

	
	Unlikely
	34
	8.27
	17.27

	
	Neutral
	68
	16.55
	33.82

	
	Likely
	143
	34.79
	68.61

	
	Very likely
	129
	31.39
	100.00

	Range and battery life
	Very unlikely
	32
	7.79
	7.79

	
	Unlikely
	30
	7.30
	15.09

	
	Neutral
	82
	19.95
	35.04

	
	Likely
	130
	31.63
	66.67

	
	Very likely
	137
	33.33
	100.00

	Availability of charging stations
	Very unlikely
	33
	8.03
	8.03

	
	Unlikely
	35
	8.52
	16.55

	
	Neutral
	66
	16.06
	32.60

	
	Likely
	139
	33.82
	66.42

	
	Very likely
	138
	33.58
	100.00

	Environmental benefits
	Very unlikely
	35
	8.52
	8.52

	
	Unlikely
	31
	7.54
	16.06

	
	Neutral
	71
	17.27
	33.33

	
	Likely
	160
	38.93
	72.26

	
	Very likely
	114
	27.74
	100.00

	Technological features
	Very unlikely
	27
	6.57
	6.57

	
	Unlikely
	34
	8.27
	14.84

	
	Neutral
	70
	17.03
	31.87

	
	Likely
	134
	32.60
	64.48

	
	Very likely
	146
	35.52
	100.00

	Government incentives
	Very unlikely
	39
	9.49
	9.49

	
	Unlikely
	26
	6.33
	15.82

	
	Neutral
	72
	17.52
	33.33

	
	Likely
	143
	34.79
	68.13

	
	Very likely
	131
	31.87
	100.00

	Brand reputation
	Very unlikely
	31
	7.54
	7.54

	
	Unlikely
	31
	7.54
	15.09

	
	Neutral
	82
	19.95
	35.04

	
	Likely
	138
	33.58
	68.61

	
	Very likely
	129
	31.39
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the table above, a number of factors play an important role in influencing consumers’ decision to buy an electric car from Volkswagen. First of all, price is a key factor, with over one-third of respondents stating that it is ‘likely’ or ‘very likely’ to influence their decision to purchase a car, accounting for 34.79% and 31.39% respectively. Second, range and battery life are also important concerns for consumers, with more than a third of respondents also saying this factor has a high impact on their car purchase decision.
In addition, the availability of charging stations, environmental benefits, technological features and government incentives are also important factors influencing consumers’ decisions. When it comes to the availability of charging stations, 33.82% of respondents said it was “very likely” to influence car purchase decisions, while 33.58% said it was “very likely.” When it comes to environmental benefits, although “very likely” was slightly lower than other factors, 38.93% of respondents still said it would influence their decision. Technology features and government incentives also received 32.60% and 34.79% “very likely” influence, respectively.
Brand reputation was also not to be ignored, with 33.58% of respondents saying it was “very likely” to influence their decision to buy a Volkswagen electric vehicle, while 31.39% said it was “very likely.”
In summary, price, range and battery life, availability of charging stations, environmental benefits, technological features, government incentives, and brand reputation are all important factors that influence consumers’ purchase of a Volkswagen electric vehicle.
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	Name
	Options
	Frequency
	Percentage(%)
	Cumulative Percentage(%)

	17.How important are Volkswagen’s sustainability initiatives in your decision to purchase their vehicles?—How important are Volkswagen’s sustainability initiatives in your decision to purchase their vehicles?
	Not important
	31
	7.54
	7.54

	
	Slightly important
	30
	7.30
	14.84

	
	Moderately Important
	85
	20.68
	35.52

	
	Very Important
	144
	35.04
	70.56

	
	Extremely Important
	121
	29.44
	100.00

	18.To what extent do you agree with the following statements about electric vehicles?—Electric vehicles are better for the environment than traditional gasoline vehicles.
	Strongly Disagree
	29
	7.06
	7.06

	
	Disagree
	33
	8.03
	15.09

	
	Neutral
	73
	17.76
	32.85

	
	Agree
	127
	30.90
	63.75

	
	Strongly agree
	149
	36.25
	100.00

	I am willing to pay more for an electric vehicle due to its environmental benefits.
	Strongly Disagree
	33
	8.03
	8.03

	
	Disagree
	29
	7.06
	15.09

	
	Neutral
	70
	17.03
	32.12

	
	Agree
	141
	34.31
	66.42

	
	Strongly agree
	138
	33.58
	100.00

	The availability of charging stations influences my decision to purchase an electric vehicle.
	Strongly Disagree
	31
	7.54
	7.54

	
	Disagree
	31
	7.54
	15.09

	
	Neutral
	77
	18.73
	33.82

	
	Agree
	125
	30.41
	64.23

	
	Strongly agree
	147
	35.77
	100.00

	Total
	411
	100.0
	100.0


As can be seen from the table above, when asked about the impact of Volkswagen's sustainability initiatives on car buying decisions, the results showed that more than a third of respondents rated these initiatives as “very important” or “extremely important”, 35.04% and 29.44% respectively. This demonstrates that sustainability and environmental considerations are increasingly influencing consumer vehicle purchasing decisions.
Regarding the perception of electric vehicles, the vast majority of respondents (67.25%) agreed or strongly agreed with the statement that “electric vehicles are more environmentally friendly than conventional gasoline vehicles.” Meanwhile, more than two-thirds of respondents (67.98%) said they were willing to pay more for the environmental features of electric vehicles, showing consumers’ positive attitude toward and willingness to pay for environmentally friendly products.
In addition, the availability of charging stations is also an important factor influencing consumers’ decision to purchase electric vehicles. More than a third of respondents said the availability of charging stations was “very important” or “extremely important,” with 30.41% and 35.77% respectively. This suggests that the availability and quality of charging infrastructure play a crucial role in the promotion of electric vehicles.
In summary, consumers are increasingly attentive to the sustainability initiatives and environmental performance of automotive brands and express a willingness to pay more for environmentally friendly products. However, the availability of charging stations remains a critical factor affecting the expansion of the electric vehicle market.
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[bookmark: _Toc177666046]Appendix C: Interview Questions
Introduction:
This semi-structured interview is designed to gather insights on consumer perceptions of Volkswagen’s sustainability initiatives, particularly in the areas of green manufacturing and electric vehicles (EVs). Your responses will provide valuable qualitative data that will complement the quantitative findings of the study.
Interview Questions:
1. Perception of Sustainability Initiatives:
· How familiar are you with Volkswagen’s sustainability initiatives?
· What aspects of their sustainability efforts (e.g., electric vehicles, green manufacturing) stand out most to you?
2. Trust and Genuineness:
· Do you believe that Volkswagen’s sustainability initiatives are genuine, or do you think they are largely driven by marketing or public relations?
· In what ways could Volkswagen improve transparency to build trust in its sustainability claims?
3. Impact on Purchasing Decisions:
· Have Volkswagen’s sustainability initiatives influenced your decision to purchase or consider purchasing a Volkswagen vehicle?
· What specific environmental factors (e.g., carbon footprint, use of sustainable materials) most affect your purchase decisions when considering an electric vehicle?
4. Price vs. Environmental Concerns:
· How important is price when considering purchasing an electric vehicle?
· Would you be willing to pay more for a vehicle that aligns with your environmental values, or is price a more critical factor?
5. Innovation and Future-Proofing:
· How do you perceive Volkswagen’s investment in electric vehicle technology and innovation (e.g., battery life, autonomous driving)?
· Do you think that their focus on innovation makes them more competitive in the long term compared to other automotive brands?
6. Suggestions for Improvement:
· What additional steps do you think Volkswagen could take to further enhance its sustainability initiatives?
· What improvements would make you more likely to purchase from Volkswagen?
7. General Perceptions of Volkswagen:
· How do Volkswagen’s sustainability efforts influence your overall perception of the brand compared to other automakers?
· Would you recommend Volkswagen based on their sustainability practices? Why or why not?
Closing:Thank you for your valuable insights. Your responses will contribute to a deeper understanding of consumer behaviour related to sustainability in the automotive industry.















[bookmark: _Toc177666047]Appendix D: Qualitative Data Collection and Analysis: Interview Process
To gain a deeper understanding of consumer perceptions regarding Volkswagen’s sustainability initiatives, semi-structured interviews were conducted with a select group of respondents who had previously completed the survey. These interviews provided valuable qualitative insights, complementing the quantitative data and shedding light on the motivations and attitudes driving consumer behaviour.
Interview Process
The interviews followed a semi-structured format, ensuring that while key topics were covered, there was flexibility to explore areas of interest in greater depth. All interviews were recorded with participant consent and subsequently transcribed for analysis. The questions were designed to elicit in-depth perspectives on Volkswagen’s sustainability efforts and their influence on consumer purchasing decisions.
Key Questions Explored
1. Perception of Sustainability Initiatives: "How do you perceive Volkswagen’s sustainability initiatives? Do you believe they are genuine or merely a marketing strategy?"
2. Influence on Purchase Decisions: "Have Volkswagen’s sustainability efforts influenced your decision to purchase their products? If so, how?"
3. Suggestions for Improvement: "What additional sustainability initiatives or improvements would make you more inclined to buy from Volkswagen?"
Data Collection
Respondents were selected from various demographic groups to ensure diversity of perspectives, allowing for a more comprehensive understanding of consumer attitudes. The interviews were recorded, and the audio files were transcribed for subsequent analysis. These transcriptions formed the basis of a thematic analysis, enabling the identification of recurring patterns and themes across the responses.
Data Analysis
The thematic coding approach was employed to analyse the transcribed interviews. This process involved categorising segments of data into broader themes that reflected the underlying motivations of consumers. By systematically coding the data, the analysis revealed key patterns that were pivotal to understanding consumer perceptions.
The following table provides a summary of the coded data, including the initial codes, broader themes, and relevant notes associated with each data segment.
	Data Segment Number
	Data Segment Content
	Initial Coding
	Theme
	Notes

	1
	"I think Volkswagen’s focus on sustainability makes them more trustworthy."
	Sustainability builds trust
	Perception of Trustworthiness
	Reflects the impact of sustainability initiatives on brand perception.

	2
	"I’m more likely to buy from companies that have clear green initiatives."
	Likelihood of purchase due to green initiatives
	Purchase Intention
	Highlights how sustainability efforts influence consumer purchasing behaviour.

	3
	"I’m still not convinced that their sustainability efforts are genuine; it seems like marketing."
	Scepticism towards sustainability efforts
	Perception of Genuineness
	Indicates concerns regarding the authenticity of Volkswagen’s green initiatives.

	4
	"I care about the environment, but price is still the most important factor for me."
	Price as a key factor despite environmental concern
	Price vs. Environmental Impact
	Shows the tension between price sensitivity and environmental values among consumers.

	5
	"Volkswagen’s investment in electric vehicles shows they are forward-thinking."
	EV investment as future-proofing
	Innovation and Sustainability
	Demonstrates that innovation in EV technology enhances perceptions of future-proofing.


The qualitative analysis, combined with the survey results, provides valuable insights into how consumers perceive Volkswagen’s sustainability initiatives. The data identified several key themes, including trust in the brand, scepticism toward green marketing, the balance between environmental values and price, and the role of innovation in reinforcing brand loyalty. These findings will inform the strategic recommendations designed to help Volkswagen improve its sustainability efforts and enhance its position in the Chinese market. 
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