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[bookmark: _Toc132275603]INTRODUCTION
Sustainability refers to the potential to meet the needs of the present without compromising the capability to meet the needs of the future generation. It involves balancing economic, social, and environmental factors to ensure that resources are used in a way that promotes long term well-being. Strategic management involves the process of setting goals, developing strategies, and allocating resources to achieve these goals. It is a systematic approach of planning and decision making that helps organization to adapt to changing environments and achieve long term success. This report discusses about the company Volkswagen. Volkswagen often abbreviated as VW, is a German multinational automotive company that was founded in 1937. The company is headquartered in Wolfsburg, Germany, and is one of the world’s largest and leading automakers, with production facilities in several countries across the globe. Volkswagen is known for producing a wide range of vehicles, including passenger cars, trucks, and busses (Miethlich, 2019). Some of the company’s most popular include the Golf, Passat, Beetle, and Jetta. In recent years, Volkswagen has faced significant challenges related to emissions scandals, which involved the use of illegal software to cheat emissions test in the vehicles. This report is also based on the challenges face by the Volkswagen in the past five years. Many business strategies are also implementing by the company in the past five years to remain competitive in the market and to build its brand image and capabilities for the success of the organisation. 
[bookmark: _Toc132275605]1.Business strategies of Volkswagen:
Volkswagen, a German multinational automotive manufacturer has implemented several business strategies over the past five years. The company has undergone significant changes in its approach to business in response to the changing market conditions and increased competition. In this response, it will identify and discuss the key business strategies of Volkswagen over the past five years, using relevant frameworks as Ansoff Matrix and Porter’s Generic Strategies, to explain the reason of the strategies pursued or changed.
One of the key strategies that Volkswagen has pursued in the recent years is the shift towards electric vehicles (EV) and digitalization. The company has invested heavily in research and development to bring new EV models to market and also made significant strides in digitalizing its operations. This strategy was pursued in response to changing consumer preferences and increased regulatory pressures to reduce emissions. The Ansoff matrix is a relevant framework that can help to explain Volkswagen strategy pursued. This model suggests that companies can grow by either entering to new markets or introducing new products. Volkswagen’s shift towards electric vehicles represents a product development strategy, as the company introducing new products into existing products. 
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Figure 1: The Ansoff Matrix
Source:  Smart Insights, (2021)

Another key strategy that Volkswagen has pursued over the past five years is the focus on emerging markets. The company has sought to expand its presence in countries such as China and India, where there is significant growth potential of automotive industry (Ali, 2021). This strategy was pursued to diversify the company’s revenue streams and reduce dependence on the mature markets such as Europe and the United States. The Porter’s generic model framework is a relevant model that helps to explain the pursuing strategy of Volkswagen. This model suggests that companies can achieve the competitive advantage by entering new markets with low cost and differentiation. By focusing on the broad and narrow targeting market with significant growth potential but also markets with the cost leadership and differentiation of the product. 
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Figure 2:  Porter’s Generic Strategies
Source: MindTools, (2022)

Finally, Volkswagen has also pursued a strategy of cost cutting and efficiency improvements. This strategy has involved streamlining the company’s operations and reducing the redundancies to improve profitability. In year 2022, there were 22.1 bn € operating result (VOLKSWAGEN GROUP, 2022). This strategy was pursued in response to pressure from investors to improve financial performance and to respond to increased competition from companies such as Tesla. The SWOT analysis framework is a relevant framework that can help to explain about the strategy pursued by Volkswagen. This model suggests that the company can achieve competitive advantage by leveraging its strengths and opportunities while mitigating the weaknesses and threats. By improving cost efficiency, Volkswagen is leveraging its strengths (strong brand, global presence), to mitigate threats (competition, financial pressure) and improve its effectiveness. 
[bookmark: _Toc132275606]2.Resources and capabilities of Volkswagen:
Volkswagen is a German multinational automotive company that designs, manufactures, and sells vehicles including cars, trucks, and busses. The company’s resources and capabilities over the past five years include its brand image, technological innovation, manufacturing capacity, and research and development (R&D) capabilities. Volkswagen brand image is one of its most significant resources. The company has a strong reputation for producing high quality and reliable vehicles. In recent years, Volkswagen has made efforts to improve its brand image further. For example, in 2019, the company launched a new marketing campaign called “Drive Bigger”, which focused on promoting its commitment to sustainability and social responsibility. This campaign aligns with Volkswagen’s business strategy of becoming a leader in the production of electric vehicles (EV). In terms of technological innovation, Volkswagen has made significant investments in developing electric vehicles. The company plans to launch up 70 new electric models by 2030, and it expects that electric vehicles will sell out up to 80% by Volkswagen by 2030 (VW raises e-mobility targets for 2030, 2023). There were 279.2 bn € sales revenue in 2022 (VOLKSWAGEN GROUP, 2022). This focus on electric vehicles aligns with Volkswagen’s business strategy of becoming leader in sustainable mobility. There were 8,263 thou deliveries in 2022 (VOLKSWAGEN GROUP, 2022). Additionally, Volkswagen has also invested in autonomous driving technology and has launched a ride hailing services in Berlin called “We Share” which uses fleets of electric vehicles. Volkswagen manufacturing capacity is another significant resource. The company has a vast global manufacturing network that includes many production plants worldwide. This manufacturing capacity allows Volkswagen to produce vehicles quickly and efficiently, which is essential in a highly competitive and industry. Additionally, Volkswagen has invested in digitalization and Industries 4.0 technologies to improve manufacturing process further. Finally, Volkswagen’s R&D capabilities are another critical resource. The company spend billions of Euros each year in R&D, which has enabled it to develop innovative technologies and products. For example, Volkswagen has developed a new electric vehicle platform called MEB, which is used in the production of its electric vehicles. Additionally, the company has invested in Artificial Intelligence and machine learning technologies to improve its product development processes.
To analyze the alignment of Volkswagen resources and capabilities with its current business strategies, VRIO model can be applied. This model analyses the value, rarity, inimitability, and organization of a company’s resources and capabilities.
Value: Volkswagen’s resources and capabilities provide significant value to the company. Its strong brand image, manufacturing capacities and R&D capabilities are critical in a highly competitive industry. Volkswagen has also clearly defined the corporate social responsibility to make its brand image in terms of social responsibility; the company involves in the social activities and engages social responsibility action.
Rarity: Volkswagen resources and capabilities are relatively rare, while other companies also have also strong brand image and R&D capabilities. Volkswagen’s manufacturing capacities and focus on electric vehicles is unique (Fuertes and et.al, 2020). The company also has a global presence. Its products are available in several countries and regions to expand its customer base in different countries, 20 countries in Europe and 11 more in the Americas, Asia, and Africa. The company has also formed successful partnership with FAW Motors in China.
Inimitability: Volkswagen’s resources and capabilities are challenging to imitate, while other companies may be able to invest in R&D or develop a strong brand image, replicating Volkswagen’s global manufacturing network and electric vehicles focus would be difficult. To maintain its brand image the company provides high quality products and services to its customers.
Organization: Volkswagen’s resources and capabilities are well organized. The company has a clear strategy focused on sustainable mobility and has made significant investments in the resources and capabilities. This helps in building the financial strength of the company which in turn helps the company to create new opportunities for the development of new products. 
[bookmark: _Toc132275607]3.Sustainability approaches of Volkswagen 

SWOT ANALYSIS OF VOLKSWAGEN 
Strengths – it’s the broadest brand portfolio amongst all the automotive companies. This company sells their vehicles under many different brands. No rival of Volkswagen has several brands under their management (Turna, 2022.). Volkswagen’s has diversification strategy i.e. revenue is more extend across various brands, geographic areas as well as product type than their rival’s revenue. It’s synergy among brands. Joint ventures by localized Chinese automaker.
Weaknesses – Volkswagen downbeat publicity weakens whole brand. Volkswagen have uppermost recall rate they recalled millions vehicle worldwide as well as received criticism a lot for that. Market share is low in automotive market. 
Opportunities – fuel prices may rise in near future. Obtain competences as well as skills through acquisitions. Also, autonomous vehicles will be demanded. It focuses onwards considerably getting better sustainability policies towards solution damaged brand image.
Threats – it has intense competition from traditional automotive brands, new players as well as saturation of their main markets. Government regulation always increases time to time. Further fines as well as damages which have towards paying that resulted in spoilt brand reputation, damages also fine as well as customer confidence loses. 
	Strengths 
It’s the broadest brand portfolio amongst all the automotive companies.
	Weaknesses
Volkswagen downbeat publicity weakens whole brand.

	Opportunities
It focuses onwards considerably getting better sustainability policies towards solution damaged brand image
	Threats
Further fines as well as damages which have towards paying that resulted in spoilt brand reputation, damages also fine as well as customer confidence loses. 



Volkswagen has a powerful business model that is comprised of several brands. Because of consistent focus onwards production management, product quality, effectual supply chain, industry-leading partnerships, also business model of the Volkswagen group is continued towards growing powerful with time. Business model of the innovation as well as varied product portfolio are the competitive advantage of Volkswagen.  
VOLKSWAGEN PESTLE ANALYSIS
Political – its repeatedly shown willingness towards place tariffs onwards goods imported by European Union. Automotive industry has not subject towards these tariffs, still there’s real risk which may change. As UK’s, much-debited decision towards leaving European Union might result in extra charges placed on import of the vehicles group of Volkswagen.
Economic – more customers spending particularly important for the automotive brands within poorer markets, customers might have previously bought no vehicles (Soviar, and et. al, 2019). Whereas wealthier markets, raise consumer spending then also beneficial the results in costly model choices as well as purchases various extras.
Sociocultural – Volkswagen brand is less appealing towards consumers, like Seat otherwise Skoda. Several Volkswagen brands struggle with credit among Luxurious, competitors that are innovative like BMW otherwise Tesla. Customers are shifting away day by day from driving, as spending of customer is growing, the customer desire towards driving isn’t.
Technological – From technological perspective, both hardware as well as software challenges included for initial autonomous vehicles. Several hardware constraints, involves cameras for high-quality video as well as precise sensors which already overcome. It appears which key towards safety, reliable for self-driving car for developing software that will accurately recognize as well as respond towards the situations of unusual road.
Legal – group of Volkswagen has purposefully cheated the test of diesel engine releases. Scandal results for number of legal cases that resulted in fines as well as damages, also decreases sales as well as stock price. Group of Volkswagen has since accurate several of their misdoings as well as might be more likely towards abide with law in near future.
Environmental – the expansion of the green technologies like electric motors, hydrogen full as well as batteries are not just technological matters, also environment one. Automobiles is major source for pollution, still seems set towards change in near future. Group of Volkswagen stay relevant, also it needs to become accustomed towards automotive shift.
	Political
	Automotive industry has not subject towards these tariffs, still there’s real risk which may change.

	Economic
	Wealthier markets raise consumer spending then also beneficial the results in costly model choices as well as purchases various extras.


	Sociocultural
	Several Volkswagen brands struggle with credit among Luxurious, competitors that are innovative like BMW otherwise Tesla.

	Technological
	Volkswagen appears which key towards safety, reliable for self-driving car for developing software that will accurately recognize as well as respond towards the situations of unusual road.


	Legal
	Group of Volkswagen has since accurate several of their misdoings as well as might be more likely towards abide with law in near future.

	Environmental
	The expansion of the green technologies like electric motors, hydrogen full as well as batteries are not just technological matters, also environment one.



FIVE FORCES ANALYSIS OF VOLKSWAGEN    
Customer’s bargaining power – It has been increased since several factors. There are many options previous customers because of many brands present in market (Sarkar and Spieler, 2020). Now customer is well-informed, as they can evaluates all aspect of product from safety towards quality, fuel efficiency as well as environment friendliness before customer buys it.
Substitute product threat – Threat is high since competition is high from many brands, many other options are available that work as alternative for products of Volkswagen. Also, other models for public travel as well as act as replacement for the Volkswagen product. Things which mitigate threat for the Volkswagen is its brand image as well as financial strength. 
Rivalry intensity in industry – In automotive industry it’s very high. This is because of numerous brand competitors is huge, many of them sells matching products by the similar level efficiency as well as quality.
Supplier’s bargaining power – group of Volkswagen suppliers is less that’s mainly because Volkswagen has many suppliers all around the world scattered in different regions. Suppliers as well as subcontractors are needed towards following code of conduct made by Volkswagen.   
New entrant’s threat – it’s very low in automotive industry. This is because of high barriers towards entry that make it possible for some brand towards entering market. Whilst there is large investment for infrastructure involving manufacturing, distribution, marketing as well as supply chain, apart from this there’s large expenditure regarding human resources also. 
	Customer’s bargaining power
	Now customer is well-informed, as they can evaluates all aspect of product from safety towards quality, fuel efficiency as well as environment friendliness before customer buys it.

	Substitute product threat
	Threat is high since competition is high from many brands, many other options are available that work as alternative for products of Volkswagen.

	Rivalry intensity in industry
	Volkswagen has numerous brand competitors is huge, many of them sells matching products by the similar level efficiency as well as quality.

	Supplier’s bargaining power
	Group of Volkswagen suppliers is less that’s mainly because Volkswagen has many suppliers all around the world scattered in different regions.

	New entrant’s threat
	Whilst there is large investment for infrastructure involving manufacturing, distribution, marketing as well as supply chain, apart from this there’s large expenditure regarding human resources also. 


 
[bookmark: _Toc132275608]Volkswagen group has recorded substantial impact onwards their business as result of global pandemic for the initial three months for recent fiscal year. Also, deliveries towards the customer’s decreases as compared towards same period for previous year. Ukraine war impact on the Volkswagen cannot predict along sufficient certainty still risked for negative impact onwards Wolfsburg-based group. As well as Volkswagen deliveries decreased in first quarter than previous year. Impact of emission scandal lost several customers as they lost their interest in the diesel cars. This effects negatively on Volkswagen and decreased their sales. The EPA made the announcement for Volkswagen that violated Clean Air Act will be installing the legal software in own diesel vehicles. But they fail to do that and there were other promises as well as announcement made by Volkswagen that they failed to fulfil. Volkswagen also has recycling program for their battery. After the launch of electric cars, the sales of existing cars of Volkswagen decreases and it affected them a lot. Also, customer’s expectations increase as they wanted them to launch electric cars.  
4.Recommendations on sustainability practices  
As without review of the present circumstances it will be hard towards determining the most excellent course forward, it’s very important to know that where one stands (Liedong, and et. al, 2022). Volkswagen should understand that sustainability means following ecological, economic as well as social objective simultaneously also along equal energy. Sustainability should be the integral component for future group strategy as well as group purpose for the mobility of generations to get nearer. Group strategy as well as sustainability management should be maintained. Guidelines should be given by Volkswagen group as well as its stakeholders to maintain sustainable as well as for responsible behaviour (Kabeyi, 2020). Engagement must be done by the group of Volkswagen finances cultural institutions as well as projects, initiates also support projects of sustainability worldwide, they should also get involved for resolving the social issues, as well as develops also manages the long-term partnership along key stakeholders. 



[bookmark: _Toc132275609]CONCLUSION:
In conclusion, Volkswagen has aligned its resources and capabilities with its current business strategies effectively. The company has focused on developing electric vehicles and improving its manufacturing capacity, both of which align with its strategy of becoming leader in sustainable mobility. Additionally, Volkswagen has invested R&D and digitalization to improve its product development processes further. Applying the VRIO model demonstrated that Volkswagen’s resources and capabilities provided significant value to the company and are relatively rare, difficult to imitate, and well organized (Kemper, 2019). Volkswagen has pursued several key business strategies over the past five years, including a shift towards electric vehicles and digitalization, a focus on emerging markets, and cost cutting efficiency improvements. These strategies were pursued in response to changing market conditions and increased competition, and were supported by relevant frameworks such as Ansoff Matrix, Porter’s generic model, and SWOT analysis. By implementing these strategies, Volkswagen have been able to adapt to changing market conditions and position itself for long term growth and success in the near future and to gain new opportunities for the company. To become more competitive, the Volkswagen Company should identify its internal and external factors by SWOT analysis i.e. finding its strengths, weaknesses, opportunities, and threats, by PESTLE analysis i.e. finding political, economic, social, technological, legal, and environmental factors that can impact the organisation as a whole, Porter’s five forces also determined the competitive advantage of the company. 
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	Strengths 
It’s the broadest brand portfolio amongst all the automotive companies.
	Weaknesses
Volkswagen downbeat publicity weakens whole brand.

	Opportunities
It focuses onwards considerably getting better sustainability policies towards solution damaged brand image
	Threats
Further fines as well as damages which have towards paying that resulted in spoilt brand reputation, damages also fine as well as customer confidence loses. 



	Political
	Automotive industry has not subject towards these tariffs, still there’s real risk which may change.

	Economic
	Wealthier markets raise consumer spending then also beneficial the results in costly model choices as well as purchases various extras.


	Sociocultural
	Several Volkswagen brands struggle with credit among Luxurious, competitors that are innovative like BMW otherwise Tesla.

	Technological
	Volkswagen appears which key towards safety, reliable for self-driving car for developing software that will accurately recognize as well as respond towards the situations of unusual road.


	Legal
	Group of Volkswagen has since accurate several of their misdoings as well as might be more likely towards abide with law in near future.

	Environmental
	The expansion of the green technologies like electric motors, hydrogen full as well as batteries are not just technological matters, also environment one.



	Customer’s bargaining power
	Now customer is well-informed, as they can evaluates all aspect of product from safety towards quality, fuel efficiency as well as environment friendliness before customer buys it.

	Substitute product threat
	Threat is high since competition is high from many brands, many other options are available that work as alternative for products of Volkswagen.

	Rivalry intensity in industry
	Volkswagen has numerous brand competitors is huge, many of them sells matching products by the similar level efficiency as well as quality.

	Supplier’s bargaining power
	Group of Volkswagen suppliers is less that’s mainly because Volkswagen has many suppliers all around the world scattered in different regions.

	New entrant’s threat
	Whilst there is large investment for infrastructure involving manufacturing, distribution, marketing as well as supply chain, apart from this there’s large expenditure regarding human resources also. 
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