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1) Identify with evidence the key business strategies of VW over the past five years. Use related frameworks to discuss why this strategy was pursued or changed.
Since 2010, Volkswagen has undergone significant change in its business strategy, from the increased automation of its manufacturing facilities to the shift in its supply chain management practices. These changes have been accompanied by a change in leadership, as VW’s former CEO resigned in 2015 after being indicted on corruption charges and was subsequently replaced by Matthias Mueller, who had previously served as the company’s chief operating officer (COO). The following will discuss why Volkswagen’s business strategy has changed over the last five years and what related frameworks can be used to understand these changes (Engwall et al., 2018).
In recent years, there has been a shift in the automotive industry. Consumers are now interested in fuel efficiency, alternative energy sources, and autonomous features. As a result, car companies have had to change their business strategies to adapt to these new trends. For example, one company that is adapting well is Tesla, which offers many electric cars with features such as full self-driving capabilities (Klein, 2022). However, VW was not as successful with this strategy because they were still relying on outdated technologies like diesel engines for their cars instead of electric vehicles or hybrid cars. Recently, VW decided to buy back about $4 billion worth of shares from Porsche so it could invest more in green technology (Engwall et al., 2018). The key takeaway from this situation is that even though VW was doing very well at first by following its current business strategy, it eventually started losing market share due to changes in consumer preferences.
The best strategies combine both short-term tactics and long-term vision to guide company decisions. In this way, the organisation can tackle its most immediate challenges while setting the stage for future success. At VW, for example, the top five goals for the next five years involve strengthening market leadership, improving margins, and developing group brands with international scope. The company also targets to increase its productivity and to remain one of the world's leading car manufacturers (Engwall et al., 2018).
As the world changes, so do business strategies. In order to stay ahead of the curve, companies must be willing to adapt their plans to meet the needs of their consumers. For Volkswagen, this has meant shifting their focus from mass production to sustainable mobility. The company made headlines in 2009 for trying to sell a high-end electric car for $1 million, but have since learned that they need not abandon the traditional cars market to make a profit (Klein, 2022). They have launched several campaigns over the past five years and are currently working on an autonomous vehicle that will allow people with disabilities or other restrictions to drive themselves around town. VW also makes regular use of social media as well as digital advertising; these platforms help them get out in front of public opinion when necessary and provide instant feedback on consumer desires (Albertsen et al., 2021).
Volkswagen has been one of the most successful automakers in recent years, thanks in part to its focus on quality and customer satisfaction. However, the company has also had to adapt its business strategy in response to changing market conditions. In particular, over the last five years VW has shifted its focus from Europe to China, and from passenger cars to SUVs. Though this change might seem like a shift away from what made VW so successful, these shifts have helped Volkswagen remain competitive. For example, by focusing on SUV production instead of producing more sedans like the Passat, they have ensured that their European plants are running at full capacity while managing to successfully enter the booming Chinese market (Zhongming et al., 2021). 
Volkswagen is currently ranked fourth in sales among all automakers worldwide behind Toyota Motors Co., General Motors Co., and Ford Motor Co., but first in Europe with more than 10% share of total European car sales volume. The firm is keenly aware that if they want to stay ahead of their competitors now and in the future, they must be responsive to changes in consumer demand for higher-quality vehicles. In order to measure the success of these strategies for VW, the nature of success has to be defined for this specific business. In this regard, success is defined as achieving the goals set by corporate headquarters in Wolfsburg, Germany, having a financially sound company, satisfying or exceeding customer expectations, delivering on commitments made by all divisions of VW AG and their suppliers in terms of quality and quantity of products delivered. Based on these definitions, VW's business strategy over the last five years can be evaluated (Dlamini and Artemenko, 2019). 
One of the main strategies has been to satisfy or exceed customer expectations. They have done this by setting up contracts with dealerships that incentivize them with performance-based compensation when they meet specified sales targets (Dlamini and Artemenko, 2019). They also use surveys from customers after each purchase to rate dealerships according to specific metrics such as car wash quality, friendliness of staff and so on, which then feeds into how much the dealership gets paid. VW has also changed its business strategy recently because it seems that their previous strategies were not going well enough and did not achieve success according to the four points laid out above (Dlamini and Artemenko, 2019).


2) Identify with evidence the resources and capabilities of the case study company over the past five years and analyse to what extent the company has aligned its resources and capabilities to its current business strategies.
Volkswagen, the car manufacturing company, has enjoyed some significant success over the past five years. It’s increased market share in both China and the United States and it has seen consistently high growth rates in both markets as well. However, how much of this growth can be attributed to VW’s resources and capabilities and how should the company adjust its strategy going forward to maintain this success is an area that needs further assessment. This section takes a look at VW’s resources and capabilities over the past five years and how they compare to VW’s current business strategies to figure out the answers to these questions. The company has been through a lot over the past five years. The company has faced recalls, emissions scandals, and production issues. Despite all of this, however, the automotive company has managed to maintain its position as one of the world's largest automakers. The company has also made significant investments in electric vehicles and autonomous driving technology (Abimol and Pillai, n.d.).
The company has managed to weather some tough times over the past five years through a number of strategies and policies. The vehicle manufacturer has made smart investments in new technologies and has maintained its position as a leading automaker. In the past five years, Volkswagen has made a number of changes to its resources and capabilities. The company has divested itself of non-core businesses, streamlined its product range, and invested in new technologies (Stieglitz et al., 2019). As a result of these changes, VW is now better positioned to compete in the global market. It has increased its presence in emerging markets and expanded into more vehicle segments. They have also improved their production processes with innovations such as modular assembly.
In order to analyse the resources and capabilities of VW, we must first understand their current business strategies. For the past five years, VW has been focused on electric vehicles, self-driving cars, and ride-sharing. This is evident in their investment in Crozz, an all-electric SUV (Albertsen et al., 2021). They have also partnered with Mobileye, a company that focuses on autonomous driving technology. Lastly, they have invested in Gett, a ride-hailing app. All of these investments are indicative of VW’s focus on making a clean break from diesel engines.  In order for the company to continue focusing on electric vehicles, self-driving cars, and ride-sharing, it will need sufficient cash flow from their other assets such as financing subsidiaries and car dealerships. As long as Volkswagen can maintain their assets while shifting focus towards new technologies, there is hope for them yet (Albertsen et al., 2021).
3) Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment.
Volkswagen has faced several challenges over the past few years that have affected its competitive position in the automotive industry. The company has been struggling to become more competitive while finding ways to become more sustainable and environmentally friendly, which are its key sustainability goals, according to the company’s website, as well as its mission statement, vision statement and core values that are also available on the same site. A closer look at these goals will help you evaluate VW’s success in becoming more competitive while staying on track with being sustainable and environmentally friendly (Kostelijk and Alsem, 2020).
To become more competitive, VW has plans to increase its focus on electric vehicles. The company plans to have 50 electrified models by 2025. This will help them meet stricter emissions regulations around the world and address customer demand for more sustainable options. Along with this, VW plans to invest $40 billion in self-driving technology by 2030 in order to stay ahead of the curve. VW has also been committed to reducing CO2 emissions from factories by 30% in the past five years and although the initial target was to get to this goal by 2020, the company’s plan is to continue reducing emissions and achieve higher sustainability ratings (Kostelijk and Alsem, 2020).
In an effort to become more competitive, Volkswagen has set some long-term goals. The company plans to invest more than 34 billion euros in electric mobility by 2025. They also want to increase their production of electric vehicles to over one million per year by 2025. And they’re not stopping there as the company plans to have 50% of their vehicles be electric or hybrid by 2030 (Dathe et al., 2022). However, the company’s plans are not all about cars as the company also wants to make sure that their factories are sustainable and environmentally friendly. One way they do this is by making sure that all their plants run on renewable energy sources like wind power and solar power. Another way is by incorporating ecological principles into construction projects at new facilities around the world.
The automotive industry is in a state of flux, with various trends - some good, some bad - impacting Volkswagen. The rise of electric vehicles, for example, is good news for the environment but presents a challenge for VW, which has relied heavily on diesel vehicles in the past. Similarly, increasing consumer awareness of sustainability issues is putting pressure on all automakers to reduce their environmental impact (Bodie, 2019). At the same time, competition from new entrants like Tesla is putting pressure on established players like VW to innovate. In response, VW unveiled its I.D. concept car last year, demonstrating its commitment to sustainable design principles and the next generation of mobility solutions. For those who may have forgotten or not yet learned about this company's previous acts of fraud, including cheating emissions tests, it will be interesting to see how they balance their need for innovation against consumers' expectations that they remain true to their values-driven brand image (Bodie, 2019).
A car's environmental impacts depend on many factors, including its fuel efficiency, emissions, and manufacturing processes. The average passenger vehicle emits about 4.6 metric tons of carbon dioxide per year. This number will be different for a VW car, but it is still important to consider the environmental impacts of driving when making your decision about which car to buy. For example, an electric vehicle has zero tailpipe emissions, however, the materials needed to produce them can create substantial amounts of CO2 (Bodie, 2019).
4) Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.
Despite recent scandals, Volkswagen is still one of the world's leading automakers. In order to maintain this position, they must continue to develop competitive advantages while also considering sustainability and the environment. Some recommendations for further sustainable practices that could help VW develop competitive advantages in the future include that the company should continue to develop electric vehicles and use recycled materials in their vehicles in order to remain relevant, sustainable, and competitive in the future. Reducing waste and emissions in their manufacturing processes and educating consumers about the importance of sustainability through advertising and public relations campaigns would also give the company a competitive edge in the future (Klein, 2022). similarly, VW should consider partnering with environmental organizations such as Greenpeace, as well as working on initiatives like Project Better Place to find solutions for battery-powered cars that would be a great move for the company and for the automotive industry in the future.
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