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Volkswagen (VW) is an international automotive company with a long history of innovation and success. The company mostly operates in the Americas, Asia-Pacific, and Europe. It produces, develops, and sells trucks, motorcycles, buses, passenger cars, light commercial vehicles, and spare parts. The company also offers propulsion components, industrial turbines, large-bore diesel engines, testing systems, turbo compressors, and chemical reactor systems (OSV, 2017). VW is Europe’s number-one car producer, with an estimated 10 million vans, cars, and trucks annually. The company owns family brands and luxury cars such as Skoda, AUDI, Bentley, Lamborghini, Seat, and Bugatti. It also has a 49.9% share ownership in Porsche (Volkswagen, 2022). General Motors Company, Toyota Motor Corp, and Fors Motor Company are competitors. Despite the challenging business environment, the company’s board of directors still believes that the company is capable of succeeding. 
Question 1
Over the past five years, VW has pursued various business strategies to remain competitive in the dynamic automotive market. It has gone through various transformations (innovative) since the invention of the first car in 1886 to 2020. Cars have changed from diesel/petrol-powered to electric-powered machines. They have implemented different business strategies to support their mission and vision and stay relevant in the market by enjoying competitive benefits. VW management claims to focus its primary goals on customer satisfaction by offering customized products to suit the demands of different markets. Being an international car producer giant, the company possesses some strengths, such as a good reputation because of its size  (CGMA, 2013; Volkswagen, 2023).
One of the key business strategies adopted by VW over the past five years has been the introduction of electric cars. The company has heavily invested in producing electric vehicles (EVs) and set attainable selling goals. The strategy was considered for various reasons, including reducing emissions to deal with the ‘dieselgate’ scandal in 2015 and consumer demands. The scandal uncovered that VW had cheated on emission tests. This strategy can be understood using Porter’s Five Forces model, which describes five forces influencing the shape of an industry’s competition. One of the forces considered in this strategy was the threat of substitutes (CGMA, 2013; Volkswagen, 2023). Other manufacturers started producing electric cars, and VW did not have an option but consider EVs to remain competitive in the market. 
VW has also focused on digital technologies. Investments have been made in mobility services and digitalized retail to improve efficiency. This is essential in developing new business models and enhancing customer experience. The strategy has been considered because of the rapid technological advancements in the automotive industry and the increased relevance of digital technologies in the consumer experience. This strategy can be understood using the SWOT analysis (strengths, weaknesses, opportunities, and threats) (Queensland Government, 2022; Tipu, 2014). There are opportunities in digital technologies that could offer competitive advantages for the company. 
The company has witnessed various restructuring strategies to streamline its operations and increase profitability. This includes the divestment of non-core assets, brand consolidation, and production facilities optimization. This strategy has been adopted because of declining profitability in key business areas and the need to be more responsive to dynamic market conditions. To understand this strategy, the McKinsey 7-S model can be considered to expound on the elements that influence organizational effectiveness. Such elements include shared values, skills, style, staff, structures, systems, and strategy (Aktas, 2021; Tipu, 2014). VW considered the restructuring strategy to increase efficiency and effectiveness in its operations.  
Over the past five years, the company has been undergoing expansion and innovation. The geographical expansion has been considered to meet the growing automobile demand and diversify the revenue streams. The company has partnered with local companies in different countries to produce products that serve local markets and finance new production facilities. Ansoff Matrix framework can be used to understand this strategy. Ansoff Matrix focuses on four main growth strategies: market development, market penetration, diversification, and product development (Hussain et al., 2013; Tipu, 2014). VW considered geographical expansion to diversify its operations. 
Question 2
	To support the above strategies, VW established several resources and capabilities. The company has worked hard to clear the 2015 scandal by producing more environmentally friendly machines and building a solid starting point. One of the most significant VW weaknesses is in sales and marketing. Establishing capabilities in this area would increase business for the company by focusing on strong engineering strategies to distinguish the brand from other competitors. It would also be essential to utilize the engineering capacity to develop products that meet the consumers’ needs (Study Research Papers, 2020).
Some of the resources and capabilities considered to support VW’s strategies include research and development (R&D) capabilities. Due to technological advancements and innovation, VW has heavily invested in R&D over recent years to stay updated with the current trends. There are various R&D institutions in the world where thorough research is conducted on sustainability, technology, diversification, digitalization, and new vehicle structures. R&D encourages innovation which gives the brand a competitive advantage over its competitors. Effective  R&D is helping VW develop and increase its market share by offering attractive and technologically advanced products to meet consumers’ needs (Study Research Papers, 2020). It is important to note that VW has been increasing its investment in R&D year after year. For instance, in 2019, the company invested €13.64 billion compared to €13.14 in 2017, with more than 12,000 employees in the R&D department (Study Research Papers, 2020).
The company has also focused on logistics and distribution capabilities, where it has developed a well-established international distribution network. The network has enabled VW to deliver its products promptly to consumers without delays. Advanced logistic systems are essential in helping the company manage its flow of raw materials and products through reliable supply chains. The company applies simulation methods and appropriate display tools to ensure that its products reach potential customers on time to meet diverse requirements more quickly and flexibly (Zhao, Dröge, and Stank, 2001). The company collaborates closely with its customers to increase optimization and customer loyalty. 
VW has also developed production and manufacturing capabilities to support the implemented strategies. The company is an international leader in automobile manufacturing, with many production facilities worldwide. Because of its huge size, the company has adopted advanced processes and production technologies (Zhao et al., 2001). The company has also invested heavily in a highly skilled workforce to enhance its production activities and to produce different types of cars, including electronic-powered machines. 
Since the organization is a global brand, it has also focused on branding and marketing capabilities to support its business strategies. VW is a brand with international recognition, making it necessary to invest heavily in branding and marketing strategies to promote its product and services to all the covered geographical locations. This involves following traditional channels, such as advertising, and modern channels, such as experiential marketing campaigns and digital marketing. The company has affiliated its current business strategies with its resources and capabilities to ensure that success is attained and that it enjoys a competitive advantage (Tipu, 2014). However, it is important to note that not all areas have been aligned strongly, making it necessary for the company to invest in more resources and capabilities to support its strategies fully. As the company keeps growing, its resources and capabilities should be regularly evaluated to ensure they stay aligned with current and future strategies (Tipu, 2014).
Question 3
	The company has been working consistently to ensure that it remains relevant in the automobile industry. Over the last five years, VW has adopted various strategic moves to increase competitiveness while considering the environment and sustainability. In September 2015, the Environmental Protection Agency (EPA) stated that some of VW’s cars sold in the United States had a cheating emission device installed (Forbes, 2016). The cars had not met the pollution standards, and this caused the company to pay billions and billions of dollars as fines, buyback schemes, civil settlements, and compensation.
	One of the ways that the company has attempted to remain competitive while considering sustainability and the environment is through the production of electric vehicles. Other than producing these machines to stay relevant in the market and outsmart its competitors, VW pushed into electrification to reduce the emission of pollutants and regain consumer trust that was lost because of the ‘dieselgate’ scandal of 2015. Billions of dollars have been set aside to clear the impacts of the scandal to retain its competitive advantage. This has been done by improving innovative power, enhancing effective mobility, securing enough funds to boost the financial viability strategy of 2025, and building a diversified portfolio. Reducing emissions is one thing, while increasing profitability is another  (Ihejirika, 2022). However, the company has invested in both to ensure that both aspects are balanced. The company has remained focused on profitability and environmentally friendly orientation. 
	VW has also attempted to be more competitive while considering sustainability and the environment by advancing its technological input. Through digitalization, the company has enhanced its mobility services and developed new business models that keep it ahead of its competitors. For instance, the company has developed various car-sharing platforms around the world that have enabled the company to tap into new revenue streams and popularity among consumers (Ihejirika, 2022). Digitalization has also helped the company reduce costs by streamlining its sales and marketing strategies. 
	The company has also increased honesty, transparency, participation, and inclusiveness to remain competitive and sustainable. This decision was reached after the 2015 scandal to ensure that the company’s products meet all the regulatory requirements before getting rolled out in the market. This was part of the crisis management scheme, where the management is supposed to detect, prepare, prevent, respond, and revise any information that may be detrimental to the organization’s image. The company intends to produce cars that are not flawed to take care of the environment and meet consumers’ needs. Demanding transparency and honesty is a rational and ethical decision necessary to promote successful business strategies. Such a problem  (the 2015 scandal) needed to be solved immediately and avoided at all costs in the future. 
	There is a direct link between quality and productivity. As a result, the company has taken the initiative to improve these performance metrics to remain competitive and sustainable. Industry analysts have concluded that it is essential for VW to remain firm on its strategies, especially those concerned with the future. According to Strategy 2025, VW should invest more in producing electric cars to promote an environmentally friendly culture (Forbes, 2016). Although the electric vehicle market is not wide (representing 0.6% of all global passenger vehicles), VW should tap into the market to consider sustainability and the environment. 
Question 4
	Several recommendations can be made to help VW further its sustainability in the future and develop competitive advantages. For instance, the company should focus on a few brands to reduce or save its operation and administrative costs. Since there is an available market for electric cars, VW should increase EV production to grow together with the growing market. The company should also adopt the implementation of SMART (specific, measurable, achievable, realistic, timely) goals perception to ensure that the plans are successful. The company should expand its EV offers by producing more models and investing in new automobile technology, such as charging infrastructures and advanced batteries, to attract more product consumption (Golden Gate University, 2019).
	It is also important for the company to ensure that it partners with other brands that have recorded success in promoting cultural exchange and automobile technology to improve brand image and increase productivity. This would help the company develop modern sustainability-oriented business models. The company will develop easily recycled, reused, or repaired products when the business model is sustainability-focused. Partnerships will allow for more opportunities in car-sharing platforms that look more sustainable than traditional car ownership. This will offer a competitive advantage and help the company tap into new revenue streams, increasing profitability  (Golden Gate University, 2019).
	Another recommendation would be encouraging VW to engage all the relevant stakeholders on sustainability issues. This involves working collaboratively with customers, suppliers, employees, and all stakeholders to ensure that they prioritize and develop strategies that align with the organizational goals and objectives. Such engagement is essential in creating meaningful relations that enhance VW’s reputation as a sustainable and responsible company. This distinguishes it from its competitors. (Golden Gate University, 2019).
	For Strategy 2025 to be successful, VW must break away from its traditional culture. As outlined by Strategy 2025, the new culture calls for an emphasis on values such as open-mindedness, equality, and mutual trust. It is important to note that implementing the new culture is difficult and will require a new management approach. However, adopting the new culture will be more useful to the company than holding on to the old ways (Golden Gate University, 2019). The new strategies should be carefully developed to ensure a smooth transition from the old culture to the new one. 
Conclusion
	 Improving the brand image and regaining customer trust is an essential step for VW to take as it strives to move beyond the 2015 scandal. Partnering with independent groups such as the WCSBD or ACEA could be a good way to show that the company is committed to addressing global issues and being a responsible corporate citizen. However, it’s also important for VW to take concrete steps to demonstrate its commitment to these values in its business practices. This could involve investing in sustainability initiatives, being transparent about its operations, and engaging in open and honest communication with customers and stakeholders (Golden Gate University, 2019). By taking these steps, VW can work to rebuild trust and improve its reputation.
	VW should also focus on improving productivity and quality. In most cases, quality issues are linked to low productivity. Quality products and services will advertise the company more and create a pool of satisfied consumers. This reduces the costs involved in sales and marketing (Golden Gate University, 2019). Quality and productivity increase profit margins and the number of shareholders, which would benefit the company and the consumers. 
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