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[bookmark: _Toc133055631]         Introduction

        After the Diselgate in 2015 and the pandemic collapse in 2020, the Volkswagen (VW) automobile company experienced a significant rally and transmitted a larger, more competitive, and robust, race. If stabilisation was effective, now might be a good time to invest in the new upward trajectory. In response to its transformation, this essay will primarily be concentrated on the case study's VW in its strategies to establish itself against the emerging competition in the last relevant years. First, it will be looked at the company's main strategies highlighting the approaches and motivations of the organization. Next will be an emphasis on Volkswagen's resources and capabilities used to choose and implement its objectives. Finally, Volkswagen's competitive edge in the industry will be examined, as to how the company's corporate social responsibility has responded to change, and how it could continue to lead in the market given some recommendations.
[bookmark: _Toc133055632]Company Brief

       VW was founded in 1937 with headquarters in Wolfsburg, Germany and quickly became recognized as one of the world's leading automakers globally, reflecting the success of its 662,575 workers worldwide (Volkswagen AG, 2023). The Fortune 500 ranking of the biggest corporations in the world presently places it as the eighth largest of all with over 300 corporate departments and 12 trademarks across 150 nations (Fortune, 2023). Volkswagen operates its company through four divisions: passenger cars; financial services; commercial vehicles; and power engineering (MarketLine, 2023). Automotive and banking services are the two primary business segments. It provides leasing, finance, insurance, and fleet administration services for both customers and dealers. The broadly diversified business model gives the company a strong market position, Fig 1 (Statista, 2023). For the fiscal year that concluded in December 2022 (FY2022), the business recorded revenues of (Euro) EUR 279,232 million, an increase of 11.6 % from FY2021 (Volkswagen AG, 2023). The profit gain was major in the rise over the prior year. 
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Fig 1. Market percentage of major automakers worldwide in 2022 (Statista, 2023)
[bookmark: _Toc133055633]Volkswagen’s key business strategies

       A business strategy refers to a comprehensive plan of the intended actions and decisions that an organisation seeks to perform to achieve its set of long-term goals and objectives to be profitable and gain a competitive advantage (Lynch, 2018). In order to attain this objective, the Volkswagen Group corporation has implemented a hybrid approach across various strategic business units (Whittington, 2020): commitment to the environment, growth and innovation, competitive quality performance and satisfied customers (Volkswagen AG, 2021). The strategy targets provide the basis for the main KPIs as operational outcomes, research and development (R&D), return on investment, performing results, sales income, net cash flow and client delivery services are among of them. The company’s competitive profitability metric is one of the main indicators of success for the Volkswagen Group. 
       The idea of a completely new set of strategies altered Volkswagen company in the early 2015s as the organisation started to undergo significant changes (SWOT, Appendix 2). After the issue of emissions attention in 2016  Volkswagen “mark the start of a new era”  (Fleming, 2019). Growth, future security, client confidence restoration, and increased transparency were all made feasible because of the situation. Strategy “Together 2025+”, gives direction for the company to realize its long-term goal of diversification (Volkswagen, 2016). Extensive business plans were replaced by business remodelling, an experimental tool added to enable businesses to gather feedback and extensive research to develop their tailored direction (Value Chain, Appendix 3). 
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Figure 1. Volkswagen market shares (CNBC, 2023).
       Following the scandal, Volkswagen efforts to support sustainability and boost rivalry place a premium on transparency and responsibility (Muniz and Belzowski, 2017).  The company focuses its strategy to minimise environmental effects with a complete life cycle through the environmental target strategy ‘go TO zero’ (Volkswagen AG, 2022). The business has taken one of the most radical approaches to the transition to electric vehicles (EVs). However, existing gas-engine cars are not affected by this transition, and it is currently unknown how the future will treat them.
      After the time of recovering Volkswagen remains committed to its plan for international growth. The company increased its manufacturing sites to guarantee development in sales (Value Chain, Appendix 3). Even though market expansion becomes the company's continued development strategy, the task posed a level of difficulty. As the new rules need to be adapted faster, they add adverse effects and force them to concentrate on their costs (SWOT, Appendix 2). As one of the top volume producers in the world, VW carefully reduces its expenses by using shared platforms, something its lesser competitors cannot afford (Piplani and Ang, 2018). An approach the company could scale up its production but with considerable challenges to set a new industry standard even the huge advance through its economies of scale (Value Chain, Appendix 3). Every advantage comes with its price, and in 2020 VW committed €13.8 billion to R&D acquiring nearly 7,000 copyrights for innovations made by its employees (Lopez, 2022). In its streamlined research, the VW Group devotes approximately one-fifth of its overall capital expenditures to a completely new direction -  digitalization and software areas (Volkswagen, 2023). The next stage of this change is underway, and it consists of implementing the "ACCELERATE" plan for continued new growth.
      A potential strategic partnership is being considered to increase their worldwide potential as global sourcing and consumer experience (MarketLine, 2023) Alliance as a strategic focus gives the advantage to exchange technology and intellectual property, increase economies of scale, and expand their business (Warter and Warter, 2020). In light of this rapid change In May 2021, the VW Group Board approved the Group strategy NEW AUTO - Mobility for future generations, which focuses on a new data-based business model and increased digital innovation in the near 2030 (Volkswagen, 2023). VW Group has created PowerCo - a distinct battery operation, as part of its new strategies not only assuring tangible progress but close an even more efficient life cycle (Value Chain, Appendix 3).  Their strategy could considerably prioritise customer value creation but would be sustained only throughout the customer experience, brand enhancement and feasible digital ecosystem.
[bookmark: _Toc133055634]Company resources and capabilities

      The analysis of resources and capabilities is based on two essential ideas. The first is the potential of  VW to acquire a range of different tools and skills, allowing them to benefit from their operational performance (Whittington, 2020). The second is that the VW company could be built on their dynamic capabilities, using its resources accordingly in its effort to take advantage of opportunities and mitigate threats in order to adapt and achieve sustainable competitive advantage (Lynch, 2018). Financial assets, technology, plant and machinery, position, network, and brand were among VW's key set of resources (VRIO, Appendix 4). Product creation, well-coordinated value chain, engineering, finance, and R&D are examples of some of their key competencies. (Volkswagen, 2023). Numerous rivals in the sector that Volkswagen performs have access to important resources. But In order to gain an advantage in the competitive industry market, Volkswagen deploys broadly its current resources and makes sure that they add value, are distinctive, are incomparable, and are organizationally well-integrated (VRIO, Appendix 4).
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Figure 3 .Building brands/marques by Automakers ( Zandt, 2022) 
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      Volkswagen has some major core competencies which have enabled them to preserve its sustainability. Volkswagen is a proven leader in the field of product portfolio management. As was previously stated, the VW company manages a total of 17 various brands and marks, some of which are premium automobile manufacturers (Volkswagen AG, 2023). No other automobile manufacturer has such a diverse array of brands. In contrast, Toyota only has 4, while GM has 10, Figure 3 (Statista, 2023). Their distinctive models and brands are closely associated with particular target markets but are not the only sources of their performance advantage. VW possesses a high market dominance, especially in areas such as China, Europe, and North America, Fig 4 (Mayr, 2022), where the competition must not be undervalued.
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Figure 4. Forecast the number of passenger cars sold in the EU, the USA and China (in millions) by Volkswagen (Mayr, 2022).
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      An integral element of Volkswagen's capability for corporate governance is the emphasis on sustainable customer values, excellence in the supply chain and the uniqueness of their business (VRIO, Appendix 4). The alignment of organisational culture, quality, and focus, with capabilities such as brand image, financial strengths, and business expansions, resulting in a greater degree due to their successfully handled value chain (Dathe et al., 2022). Moreover, their sizable international value system is efficient because is exclusively built on the critical priority of high-quality and timely input and output performance (Volkswagen AG, 2023).  Because of that, VW has almost full authority to impose its demands on vendors and business partners and more effectively implement innovation and internationalisation (Hertenstein and Williamson, 2018). Managing the supply chain is a major element for any car company, and Volkswagen has done this exceptionally well.
[bookmark: _Toc133055637]Collaboration

      In relation to Volkswagen’s strategy of diversification, its revenue base is considerably increased due to its entry into multiple global markets and by investing regularly in research and development in three main domains involving digital and software products, branded vehicles, and finance (SWOT, Value Chain, Appendix 2, 3). By leveraging the collaborative efforts of their processes, skills, activities, and assets, the enterprise has been able to expand its product portfolio, thus resulting in an increasing market share (Fig. 1). The perfect consequence that has been identified is the partnership and alliances to create electric cars and digital services for clients all over the globe (Volkswagen AG, 2023). In addition, VW has created two joint companies in a more condensed market like China (Volkswagen AG, 2022), relying too heavily on technology resources but successful in building effective policies and reliable services to meet their market need.
[bookmark: _Toc133055638]Innovation

       In terms of battery technology and autonomous driving as new areas of proficiency, it is essential to point out that becoming a leader in completely new domains should come with a considerable amount of knowledge. Even though they experience some lack of commercialization of those two new technologies, they rely on advanced distinctive qualities like relevant skills and knowledge (VRIO, Appendix 4), partnership and investment in their research and development (SWOT, Appendix 2). Prior to this, VW Group applied for 7,000 patents in 2020 alone, and keep improving year after year (Volkswagen News, 2021). Autonomous vehicles, advanced driving technologies, and highly fuel-efficient automobiles were just a few of the innovations made possible by the dedication and capabilities of the company. 
      All these valuable and rare resources that were mentioned above give Volkswagen a temporary competitive edge. If the resource will be challenging for rivals to replicate, this will create a long-lasting competitive edge for them (Whittington, 2020). The most important is that Volkswagen can achieve inimitability through product innovation, its value chain, and acquisitions.  And yet, it's possible that a company's future competitive edge will be generated by constantly adapting broadly organizational attributes enabling them to perform vertically and horizontally rather than just a few resources and skills to their linear growth. The relative importance and strength of these resources and capabilities have changed and will continue to change in the future but based on the company's current competitive situation and the constant and rapid improvement (Lynch, 2018) in its business VW demonstrates as a strength of its image (Porter’s Five Forces, Appendix 1).
[bookmark: _Toc133055639]New competitive advantage and corporate social responsibility

[bookmark: _Toc133055640]Acceptability of VW through differentiation and value creation

       A competitive advantage is a way for businesses to outperform their competitors to gain a higher market and bring value to customers which can, in turn, increase their sustainable profitability (Barney, 2019). Volkswagen Group seems to employ its hybrid competitive strategy very wisely, incorporating various focus tactics in the context of its competitive actions (Whittington, 2020). Key elements that Volkswagen have been demonstrated include a focus on environmental sustainability, customer satisfaction, and a commitment to organizational upskilling and innovations (Bai, 2021). The Company Group, under its sub-brand, has long been recognised as a top player in the ICE vehicle market and carefully positioned all over the globe. Moreover, Volkswagen's status as an early entrant into the industry affords them the advantage of leveraging the impact of buyer post services which leads to increased advantage (Franck and Peitz, 2019). Whether or not this was due to forging strong devotion or a lock-in impact for buyers within their network of auto shops and service providers (Porter’s Five Forces, Appendix1), it's brought challenging for rivals to steal their responsibility to consumers.
[bookmark: _Toc133055641]Feasible organisation - upskilling and growth

       The Volkswagen Group's primary competitive strategy relies on its unique resources and capabilities  (Whittington, 2020). Deploying strategy from a resource-based perspective (Lynch, 2019), Volkswagen's competitive gain is a result of its distinctive assets and abilities (VRIO, Appendix 4) and well-managed value chain (Value chain, Appendix 3). A wide range of patents every year provides them exclusive access to innovations and know-how across a variety of areas, which admittedly facilitates their ability to maintain stronger in their area. Legal constraints make replication difficult, and such legislative actions safeguard the positions of the powerful actor in the market.
[bookmark: _Toc133055642]Reputation as synergies efficacy and Alliance benefits

      Volkswagen Group collaborates with their brands to maximise development benefits. The modular tools and platform approach enables Volkswagen to share the Group's standardised manufacturing sites among their various brands adapting great synergy (Wirtz and Wirtz, 2020). The business also established a worldwide network of logistics, through which it combines production and brand-related activities. The Group further benefitted from acquisitions of other car manufacturers and strategic partnerships (Etherington, 2019), which provided access to a range of expertise, distribution networks, and more customer, inhibiting smaller competitors from adopting a more aggressive strategy (Trinkler, 2022). A flexible toolbox strategy used by multiple companies and their continuing advances in the manufacturing system is evidence of this. By virtue of this, Volkswagen has been able to diminish its reliance on suppliers, simplify its operation chain and cut down costs. Due to unique past conditions, the acquisition of other car makers and vast networks of vendors, brand names, and expertise, the corporation was capable of constructing a good reputation and non-tangible barriers to replication (VRIO, Appendix 4). 
[bookmark: _Toc133055643]Suitable through Innovations

      One of Volkswagen's key sources of the company's competitive advantage is sustainable innovations and advances in technology, both challenged by new competitors such as Tesla and BYD (Klein, 2022). Volkswagen aggressively influenced its competition by launching the “Accelerate” initiative adopting modern technology applications, and focusing its distinct potential within the value chain, particularly regarding distribution and manufacturing (Volkswagen AG, 2023). VW show the potential to take the lead in the industry. By 2023, the organisation hopes to have 50% of all new automobiles equipped with electric motors, and by 2030, 100%. But Volkswagen will have to work harder to stick out from the crowd considering the entry of new competitors solely focused on producing EVs and hybrids. The company is still performing well, but if they don't take focused action enough quickly, it will fall behind its competitors like Tesla (CNN, 2019). In the automated driving space, Volkswagen is still far behind compared to rivals like Tesla Fig 4 (Richter, 2021). Prior to this Volkswagen can advantage of other Group firms or alliances to race with Tesla Fig 5. The value of a big fleet could be considerable, so they easily can target their connected cars on the grid (Richter, 2020). The potential of what more can be achieved by the performance of the big Volkswagen is yet to be determined.
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Fig 4. Market capitalization, Tesla Vs Bog 10 automakers
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Fig 5. Top 10 Automakers vs Tesla by vehicles delivered globally in 2019.
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     Sustainability can be conceptualised as the preservation of global, regional, and local environmental, social, and economic systems for their long-term viability. (Lynch, 2018). The Diesel Scandal resulted in reputational harm, and increase consumer demand for sustainability (SWOT,  Appendix 1). The primary driver of Volkswagen's success is their concentration, and attempt to mitigate, their past issues with renewable energy, continue innovation and strong focused corporate culture (Zhang, Atwal and Kaiser, 2021; Prabhu, 2017). Moreover, Volkswagen's commitment to a sustainable future is one of the many ways in which they try to deal with the competition. While other manufacturers can effectively stand behind their focus on green, for VW organisation, Sustainability Steering Committee continues to verify and categorised the six focus areas that VW group had strongly responsibly protect: decarbonization, circular economy, supply chain and rights for people (Volkswagen Group, 2022). Volkswagen's objective to control environmental impact across the complete lifecycle is promising, yet its future sustainability remains to be seen. 
[bookmark: _Toc133055645]Recommendations

     A competitive edge is hypothesised to be derived from the strategic assets and competencies of a company (Proff, 2000). Hybrid tactics are complicated (Whittington, 2020). They must balance cost and differentiation. Managers are disciplined by Porter's caution about being mired in the centre. They easily could risk the overall approach with harmful choices. On one side, profits from cost management will tempt them to quit saving. On another side, a differentiation may increase back on R&D or promotion to maintain its long-term advantage in bad times. Executive decision-making should have a primary cautious role in plan consistency.
       A balanced crisis management and growth plan executed concurrently will be extremely resource-intensive (Volkswagen AG, 2023). To guarantee the Group's continued competitiveness in the forthcoming years, it is imperative to attract the best professionals, offer training and recognise their staff’s evolving providing them with an unparalleled employee experience (Value Chain, Appendix 3). To accomplish VW Group's eager ambitions, a constructive and encouraging atmosphere should be established and incorporated. A socially responsible corporate culture which produces an experience of loyalty and commitment to the Company would be highly valued.
      The Group's top environmental concerns are found in BBC News (2022) and rated using the relevant framework (Porter’s Five Forces and SWOT, Appendix 1, 2). Given that many of the company's goods were deemed recalled (MarketLine, 2022), a new feasible approved product may be an alternative worth considering. Volkswagen's resources could increase if the company maintains its commitment to R&D and creates products that adapt to changing consumer tastes.
[bookmark: _Toc133055646]Conclusion

       Volkswagen has dominated the auto industry for many years. It is not surprising that Volkswagen continues to thrive despite the Dieselgate Scandal of 2015 given its long history of invention in both product development and production strategies. The evidence demonstrated in the case study and analysis illustrates that an experience of crisis inspires companies to advance. The Diesel Dispute provided the spark necessary for Volkswagen to advance the transition into the electric vehicle era. Implementing its "Accelerate" strategy, Volkswagen successfully addressed the continuous market disruption powered by innovation. Volkswagen's hybrid approach enables them to capitalise on their existing ICE business model, allowing them to not only effectively respond to the shifts of the market, but also further promote the development of new software adventure. Volkswagen has expressed intent to move towards a business model that includes all-electric, environmentally friendly, software-based connected cars, mobility as a service, and autonomous driving in the near future. Transformations to the organisation's sustainability and the adoption of its corporate social responsibility facilitated this transition and move them forward to a greater competitive advantage.
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 Porter's Five Forces Framework is a useful tool for analysing industries and assessing their attractiveness by examining five distinct competitive forces (Whittington, 2020). The objective of this inquiry is to employ those variables in order to improve the competitive advantage of the organisation (Lynch, 2018), thereby promoting its dominance over its rivals. The understanding of the five forces framework can aid in the development of a strategic plan to address various important challenges among competitors' scale.  
The global car sector has suffered moderately from the downturn of the last few years (Ewing, 2020). Prior to this that give direction to some major developments in the sector. Automobile experts agree that self-driving and electrified vehicles are the way of the future. Current trends show that in the future, autonomous and shared mobility will become increasingly essential; nonetheless, the emphasis will remain on the user. Shared driving and managing this market shift towards electric cars will be a major concern for car manufacturers in the next years. All of the major automakers, in order to maintain their current levels of market share, will need to consistently reinvest in the development of fresh new models, including both entry-level and luxury cars, as well as various types of electric vehicles (Bannon, 2020).  Additional obstacles to the industry's expansion include stricter laws and regulations (Aiello et al., 2020). Rising expenses for automakers are a direct result of stricter pollution regulations. The bright side, however, is that demand in developing economies is expected to rise steadily.
The threat of new entrants is weak in the automobile industry. This is due to a few reasons:
First, due to the large capital needed for a manufacturing operation and other factors, such as the high fixed costs of vehicle design and manufacture and the economies of scale achieved from mass production, new start-up firms are unusual in the automotive industry (Maverick, 2015).
Second, it will be challenging for the new Entrance to gain access to marketing distribution centres. Dealerships are the primary mode of distribution for the automotive sector. It will be difficult for a new business to raise enough money to build an adequate number of automobiles and transport them to various dealerships (Four Principles, 2023). 
Third, there are laws drawn from stringent government policies that control car safety standards and admission requirements (Investopedia, 2015). Car businesses that lacked the necessary capability may be forced out as a result of this.
Cars are complicated products, creating barriers to entry. They require cutting-edge production tools, superior subject-matter expertise, and most importantly, a lot of money if you want to make them economically. This has over the years led to the automobile market becoming dominated by a small number of big brands, which have either eliminated or purchased smaller, less competitive businesses. New rivals finding their way into the industry is therefore very challenging. However, with the introduction of electromobility, numerous new market players are now joining the sector (Dau, N. et al. 2022).
 The bargaining power of suppliers is medium in this industry. Certain suppliers possess significant bargaining power, whereas others exhibit relatively low bargaining power. It is crucial to bear in mind that irrespective of their level of authority, businesses rely on their customers for vitality (Delic, Eyers, and Mikulic, 2019). The category of strong supplies refers to patented products, cutting-edge technology, and selected supplies with restricted access. The increasing innovations have resulted in a rise of power among certain suppliers in recent years. Suppliers have more power when the companies are outsourcing, which makes them look less like manufacturers and more like assemblers.
Volkswagen is a well-known multinational corporation that maintains significant financial stability and operates a broad and extensive supply chain and distribution network on a global scale.  Volkswagen relies on establishing solid relationships with suppliers able to achieve responsibly meeting its requirements and maintains affiliations with a vast network of suppliers located throughout diverse regions (Volkswagen AG, 2022).  
The bargaining power of buyers could be considered weak. Primary users in this sector are dealerships, which function as a liaison between automakers and consumers. Because activities would cease with the products of manufacturers, buyers in the auto manufacturing sector are reliant on them, which lowers buyer power (Larsen and Zhang, 2021). Although supplies have been established forward for several years, there is a risk of this becoming popular if it continues to be seen in high-end luxury vehicles. Since consumers place special orders through the company directly with the manufacturer, there are no switching costs for purchasers, thereby enhancing their bargaining position.
Despite Volkswagen charging more than its competitors globally, other competitors have been able to equal consumers' views of value. While the names Bentley, Bugatti, and Lamborghini create images of luxury, consumers of these products can easily switch to a product from a competitor maker like Ferrari, Aston Martin, or Rolls-Royce. Budget-conscious, informed purchasers only require reliable transportation at an affordable price; it is irrelevant which manufacturer's vehicle they choose as long as it is the best deal available. The consumer in this situation can easily switch from a SEAT, Skoda,of Volkswagen to a Fiat, Peugeot, Opel, or Toyota, and back again.
Some buyers view their car as an extension of their identity and are prepared to spend more on a vehicle that conveys a particular image. Such a client may be interested in VW brands Audi or Porsche, as well as Mercedes, BMW, Lexus, and even Cadillac in the USA.
The threat of substitutes is weak. Trains, vehicles, and bicycles can be substituted. But these do not constitute a substantial challenge to the automobile industry. These alternatives cannot compete with the automobile industry in terms of quality and convenience. Used cars are the main alternative to the auto manufacturing industry (Leard, 2022). Used car sales increased during this global economic downturn because consumers avoid making major purchases. Personal contract purchase (PCP) deals for new vehicles are one example of an alternative funding option that has emerged in response to the rising popularity of car-sharing schemes (Volkswagen, 2023). The danger presented by this alternative is lessened by the possibility of long-term arrangements to boost customer devotion.
The threat of rivalry is high. The automotive industry is characterised by a high level of rivalry. There may be a wide variety of brands on the market, yet many of them provide services or goods that are functionally comparable. This is the reason why a majority of brands allocate significant resources towards marketing and research and development, thereby facilitating the introduction of innovative and superior technologies into the market.  The automotive industry demonstrates a high level of rivalry.
 For instance, Volkswagen brings extremely powerful racing vehicles like the 274 lb-ft Volkswagen Golf GTI (Volkswagen, 2023). Compare that to rivals like the Honda Civic Hatchback, which has 158 horsepower and 138 lb-ft of torque (American Honda motors, 2022). The Volkswagen Tiguan is yet another illustration. It outperforms rivals like the RAV4 by offering extensive features. Although the ID line-up’s vehicles are distinctive, technologically advanced, and futuristic-looking, and also expensive (Volkswagen, 2023). Trinity, which will debut in 2026, will be the first vehicle to fully realize everything Volkswagen has in store for the future (Attwood, 2021). In three areas, including technology, the 2.0 business model, and completely new manufacturing techniques, the car will establish new benchmarks. 
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 The SWOT analysis offers a comprehensive overview of the strengths and weaknesses that are examined in a resource and capability analysis (Whittington, 2020), as well as the opportunities and threats that are examined in an environmental analysis. This analysis holds potential value as a foundation for formulating strategic alternatives and evaluating prospective possibilities for improving.
	Strengthen
· High margins through platform-based construction
· Diversified product portfolio (cars, financial services)
· Traditional company. Strong brands and profitable premium segment
· economies of scale and synergies
· Adaptable financial performance.

	Weaknesses
· Slow-growing market
· Strong competition
· Bad image due to emission scandal
· Difficult management currently 
· Ongoing Legal Action
· Bad advertisement




	Opportunities
· Mobility turnaround
· Image improvement through internal control mechanisms and focus on green mobility.
· Networking of the production facilities.
· Market development 
· Collaborations with important technology companies.

	
Risks
· Emissions scandal damages
· Current shortage of primary materials
· Decline in sales due to economic crisis.
· Growing Rivalry
· Stringent regulations related to the environment.
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inbound logistics: VW has successfully handled a sizable, international supply chain with a priority on high-quality, efficient manufacturing.  Additionally, it is emphasising sustainability and preparing its vendors to use sustainable practices. The production of electric vehicles (EVs) relies on external suppliers because they possess specialised knowledge. The Volkswagen Group is currently engaged in establishing partnerships and reducing reliance on external stakeholders through its subsidiary, Volkswagen Group Components. The objective of this subsidiary is to emerge as a prominent producer of components for electric vehicles.
Operations: There are about 120 manufacturing facilities across Volkswagen's entire worldwide production network (Volkswagen AG, 2023). To maximise profits from this process, VW cars are primarily constructed on a standardised vehicle chassis, which serves as the "foundation" of the car (Bandur et al. 2021). Because known components are used and the development effort is drastically decreased, Volkswagen experiences tremendous synergy benefits in buying and manufacturing. Thanks to Volkswagen's sophisticated manufacturing, the company is thriving. 
Outbound logistics: Volkswagen ships the vehicles it produces at its factories for sale to its huge dealer network around the globe. 
Marketing & Sales: To impress its consumers on an integrated basis, the company has constantly developed its sales and marketing strategy. Customer Delight is the company's latest business slogan. In addition, the company has implemented a new "TOGETHER" sales approach.
Services: A corporation may get a competitive advantage in the marketplace by offering products or services that consumers perceive as having a greater benefit to them. This point is driven further by the increased value that customers get from digital services in the areas of navigating, obtaining information, comfort security, and experience.
Supportive  activities
Infrastructure: The Company has maintained a sizable, worldwide infrastructure that consists of its business headquarters, R&D centres, and manufacturing sites (Lee et al., 2021).  R&D efforts at VG considerably raise operating costs, but they also add value for the company and its clients, from achieving economies of scale to bettering product and process design.  
Technology development: Technology is another important area of emphasis for Volkswagen, and the business is recognized for its innovation. They invest a lot of money in developing new technologies Volkswagen (2022). 73 billion euros are planned for research and development in the project “Together 25”. The entire business plan is to undergo a major change as a result of disruptive technologies in electromobility and autonomous vehicles. Profit margins are squeezed, but as technology develops and output levels rise, they are probably going to rise as well. 
HRM: With more than 667,000 workers worldwide, VW ranks among the biggest companies (Volkswagen AG, 2021). To provide a broad range of employment options, Volkswagen AG has developed its own specially designed professional growth programmes. In order to better match its new business strategy. 
Management and Leadership: 
Unfortunately, it seems that the situation in the top management level is not as beneficial, there are some issues with management at this point. The best illustration is the emission scandal and its complication on the top level (Ewing, 2020). The issues continued on a manufacturing level where the Volkswagen ID3 electric vehicle, which actually took months to go on sale. According to sources, bad management at the VW subsidiary Cariad, which is in charge of the software for the cars, is what caused the complex and nearly unrecoverable software issues (Murmann and Vogt, 2022). A lack of structure and planning is unacceptable in a group of this level; if the development strategies are successful, this situation needs to change. With the present management, VW is losing its position to rivals in the competitive e-mobility industry. The position of important people—often those at the top—as well as their goals, skill sets, and social networks are in the spotlight. Capabilities, strategy, and success are determined by the choices and decisions made by these people.
Purchasing: In 2017, VW established the objectives for its procurement team to protect essential suppliers, develop market-competitive, cutting-edge sub-products, and optimize cost structures (Reyes, Visich and Jaska, 2020). Under the VW FAST (Future Automotive Supply Tracks) program, the company persisted in digitizing the buying process and increasing its level of partner collaboration.
Mergers 
The business is also providing services to other automakers in an effort to increase production as relevant as possible (Edelstein, 2019). VW hopes to accomplish two goals in this way: cost leadership through economies of scale and regulation as a norm within the industry.   This demonstrates that working with the opposition can be advantageous as well. While businesses like VW depend on their own innovations to dominate the online market, other businesses stay far behind, relying on the technology used by the opposition to stay up. VW's development in China has been aided by partnerships with Navistar in the US (Van Ham and Klimmek, 2017). The company could expand more quickly with similar partnerships in Asia-Pacific and other parts of the globe. 
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The VRIO Analysis is a widely utilized framework for examining components of a company's strategic plan. The matrix corresponding (Lynch, 2015) to the current visual appearance of VW has been completed.
	Resources/Capabilities
	Valuable
	Rare
	Inimitable
	Organisation 
	Competitive implication

	Finance
	sure
	probably
	no
	yes
	Competitive Advantage

	R&D
	definitely
	yes
	probably
	yes
	Temporary Competitive Advantage

	Product
	definitely
	yes
	yes
	Yes
	Solid Competitive Advantage

	Operational organisation
	yes
	probably
	yes
	sure
	Solid Competitive Advantage

	Marketing approach
	probably
	to some extend
	no
	yes
	Competitive Deficient Advantage

	Business performance
	sure
	definitely
	definitely
	yes
	Competitive Advantage



A successful indication in this sector is indicative of competitive advantage. The competitive advantage alone is not sufficient to guarantee superior business performance, as competitors in the market possess strong advantages of their own (Barney, 2019). Technological advancement, developmental progress, plant machinery, and growth are the foundation for long-term superiority in the market. Modifying advertising campaigns and promotional strategies are essential to ensure the benefit’s sustainability.
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