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INTRODUCTION 

Strategic Management is defined as the ongoing planning, analysis, monitoring and assessing the necessities of the organization (Fuertes et.al., 2020). Sustainability is referred as co-existing and fulfilling the needs of current generations by balancing economic, environmental, and social wellbeing. Volkswagen is a German automobile manufacturer providing lavish services and products to the customers (BBC News, 2022).
Therefore, the report will highlight VW's key business strategies and determine the company's resources and capabilities over the past five years and demonstrate the alignment of resources and capabilities with current business strategies. It will also highlight the way in which VW tried to become more competitive, considering sustainability and environment.
MAIN BODY
1) Key business strategies of VW over past five years and discussing why this strategy was pursued or changed 
Business Strategies are the strategic initiatives which helps in creating value for the organization at large scale (Mio, Panfilo and Blundo, 2020). 
There are different strategies that VW has used in the last five years. The development of innovative new products is the most effective and prominent perspective that has been determined by Volkswagen. It has also improved the research and development department in recent years and helped to indicate the other major prospects related to the future growth and overall development of the business to be profitable in the large-scale market. Another effective strategy is the increase in partnerships and acquisitions that led VW to many successful luxury releases and improved marketing efficiency.
With the help of these business strategies, Volkswagen can manage and provide the products and services to the customers in most specified manner since past five years. (Bellucci et al., 2021) 
Along with this, there are two major frameworks which helps in addressing why these business strategies were pursued or changed over time:
1. SWOT analysis ensure the key business strategies are framed within the key perspectives:
Strengths: Volkswagen is the widest brand portfolio among the automotive Company. It follows the diversification strategy which benefits company sales and helps in increasing the profits in the market precisely (Welch, 2019).
Weaknesses: There is low market share in the US market, Volkswagen cars were certified as the major pollutants as they produced cares which inhibit nitrogen gas. There is also negative publicity for Volkswagen (Jung and Sharon, 2019).
Opportunities: Rise of fuel prices can be of major benefit to Volkswagen. Higher demand of autonomous vehicles is there in the market which can be captured by Volkswagen (Jung and Sharon, 2019).
Threats: Increase in the government regulations and intensity in the competition is the major downfall and threat to Volkswagen which engages in addressing to the perspectives related to improving systems (Jung and Sharon, 2019).
2. PESTLE analysis assists into addressing the reason behind changed business strategies within the Volkswagen:

Political: The company is based in the Germany but still the primary market of the Volkswagen lies within the United States and the USA is planning to place some tariff over imported goods from the Europe. Another huge market of the company is the UK that has already decided to separate from the EU. This is the major political factor that affect its sales volume as certain tariffs has been placed over products (Saxena, 2022).
Economic: The foremost target market of the company is social upper-class people, and this becomes easy with the latest consumer spending scale, which is over rise, which helps Volkswagen to expand their consumer base beyond the upper class and get into the middle-income people as well (Saxena, 2022).
Sociocultural: The Volkswagen is creating multiple luxury vehicles and does not seem to be a cheap automobile brand due to which they need rebranding of the business persona specifically into the eyes of the younger automobile users (Saxena, 2022). Another factor that affects includes growing popularity of ride sharing applications. 
Technological: The automation into the automobile industry potentially acts as the major market restraining for luxury vehicles due to some certain and logical reasons. Hence, the automating technology is the one that completely obedient yet and might take still more time to create a threat to the automobile sector (Máté and Péter, 2022).
Legal: The allegedly manufacturing engines of Volkswagen failed the emission test for which the company must face primary allegations upon regular usage as the engines produced more emissions than allowed by the government. However, the company can justify themselves by citing technical faults due to which the major legal scandal proved to be preventive for the company brand image (Máté and Péter, 2022). 
Environmental: Due to issues with the global climate, the traditional engines used by Volkswagen is being rethought and replaced by the technology which is better for the environment. This is the major factor that needs to be included by the company to stay relevant as per the current market conditions (Máté and Péter, 2022).
2) The resources and capabilities of Volkswagen over past five years and examination on extent to which company has aligned to its capabilities and resources over its recent business strategies 

VW competitors perform just as well as the business in terms of sustainability. PSA’s and Toyota’s Lexus were ranked higher than VW in relation to environmental impacts. Furthermore, BMW is also strongly committed to hydrogen car production. The business provides mobility services and innovative car technologies to solve environmental issues. The company is well known for its remarkable quality of services after and before the sale, which are one of the main sources of the business competitive benefits (Hyder et.al., 2023). The business fix vehicles according to the quality standards by giving the right people with the right tools. It transfers its current resources to the new market. Moreover, it is evaluated to which extent chosen resources of VW already contribute to the business competitive benefits and Suzuki may features prominently in the future. 
Over the year VW built up nine plants in Germany and business has a global market presence of VW which is one of its main strengths. VW established successful stable supplier’s relations, an efficient network of effective risk management, production, and procurement management. Suzuki company also follows the green policy for reducing the environmental burden of the business activities and products. company pursue to reduce emissions of greenhouse gases by pursuing the higher fuel efficiency as well as developing the next generation vehicles (Malik et.al., 2023). Suzuki company has associated to VW resources and capabilities over its current business strategies. Both company follows the environmental policy, and it is a statement about a business environmental values and positions.
3) Evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment.
Volkswagen group competitiveness is based on strategy, consisting of research, sustainability, and development. Its effectiveness is reflected in enhancing revenue and market share. While business was affected by the pandemic, it has bounced back due to the high demand for luxury vehicles. The company take into consideration the environment and sustainability through business promoting diesel as a low emissions substitute for petrol and spent $88 million this year in the United States market to publicise its diesel cars, frequently announcing their greenness. The VW scandal sets greenwashing in the limelight and the company was conducting this eco-friendly public relationship aggressively (Martínez-Martínez et.al., 2023). Engineers at the German auto maker had arranged 12 million of its allegedly clean diesel engines with software that cheated emission tests, permitting the vehicle to spew far more impurities than lawfully allowed. 
A global environment scan is essential for Volkswagen as customers are willing to buy vehicles from any country. So, the company prioritizes four main areas, such as air quality, climate change, resources, and environmental compliance. The company is also committed to the Paris climate agreement. It plans to reduce the greenhouse gas emissions of their passengers' cars and light commercial vehicles by 40%. They intend to become a net carbon-neutral business by 2050. It also wants to lessen the environmental impact of their operations, utilize resources as effectively as possible and influence circular economic practices in the areas of energy, materials, and water (Liu et.al., 2023). VW is actively making improvements to their air quality and its target is to share better electric vehicles in their model portfolio of around 20%. In the context of environmental compliance, business strive to set an example for a cutting edge, prosperous and open business through addressing the environmental impacts of their mobility solutions throughout their entire life cycle. In relation to climate change, about 35% of all air pollutants in the US, consisting of smog, carbon dioxide and several harmful gases and compounds are produced by automobiles. The company that adopted the clean air act of 1970 have enhanced the air quality, even though the number of cars on the roads has increased. It takes their use of energy and waste extremely seriously, needing everyone to take responsibility for protecting and preserving the atmosphere and people in a safe environment. 
VW launched its recycling campaign and introduced energy reduction. The main objective is to reuse the raw materials to further reduce carbon connected with manufacturing of car batteries. In the context of Greenwashing, when a business tries to portray itself as more environmentally minded than it is, it has intensified in current decades as customers have warmed to organic and sustainable products and services. It assists business to become more competitive in the automobile industry and attracts more customers to business (Camilleri et.al., 2023). VW is going for sustainability waste by keeping their carbon footprint at a minimum, which means keeping a close eye on the energy consumption per vehicle and improving their water consumption, energy efficiency waste for CO2 emissions and disposal. Engineering vehicles do not have to come at a cost to the environment. An essential contributor to reducing the negative environmental impact is through the way business reuse their materials. VW contribute through constantly increasing their recycling processes, methods and technologies that help in gaining high competition in the industry.
4) Recommendations on how more sustainability practices can benefit the organisation to grow competitive benefits in the future

The company should establish sustainable supply chains with a focus on decarbonisation and responsible procurement of resources. VW should raise awareness about the environmental problems among partners and measure threats in the supply chain. (Loder et.al., 2023). VW strives to remain a rival business in the automobile market.
The business should invest in achieving profitable growth and enhancing competitiveness. Dealing with the sustainability problems cost significantly for VW group. The company should fund a project to reduce greenhouse gas emissions across its brands. VW should focus on digitalization and e-mobility to enhance production efficiency (Zhu et.al., 2023). The company aims to become a market leader with its sustainability strategy. It should view new social and environmental standards as an opportunity to reduce market threats. 
The company should look to find solutions to future challenges through using eco-friendly materials. VW reduces its carbon footprint and contributes to a more sustainable environment. Additive manufacturing enables automotive manufacturing to use only the important materials for producing a part. It leads to a decline in amount of waste, machine emissions and energy consumption during production (Lei et.al., 2023). It should focus on additive manufacturing to assist in reducing environmental pollution and contribute to sustainable development. The materials used in additive manufacture are often recyclable, resulting in a more sustainable procedure. VW should implement a comprehensive decarbonisation programme to accomplish its target of net carbon neutrality. (Song et.al., 2023). The main priority is measures with which carbon dioxide emissions can be reduced and avoided.
CONCLUSION
It is concluded that sustainability is the core VW business strategies for future development and growth. The business has set measurable and strong goals for decarbonisation, e-mobility, responsible supply chain practices and digitalization. The strategic management lead to more efficient the organizational performance, which results to manageable growth and development. The sustainable development is essential as it is the avoidance of natural resources depletion to maintain the ecological balance and biodiversity. 
The report highlighted the key business strategies of VW over the past five years and the use of SWOT and PESTLE framework. The study discussed how business become more competitive while using environment and sustainability. It is recommended the sustainable practices which assist the business to develop the rival benefits in the future.
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