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[bookmark: _Toc113911933]Introduction
Strategic management is the practice that makes any organisation gain its competitive advantage by setting clear goals. The process involves managing a company’s resources that fulfil its ultimate goals and objectives. On the other hand, sustainable measures refer to the practices that mitigate any occurring pressure on the environment through careful usage of resources and their impact. The report below aims to highlight the case study of Volkswagen over the past five years, where the company was claimed to have false sustainable ratings that caused the company to lose money. It will discuss the five years strategy for attaining sustainable measures and recommendations for future developments. 


[bookmark: _heading=h.wpka2zongda3][bookmark: _Toc113911934]Identify with evidence the key business strategies of VW over the past five years. Use related frameworks to discuss why this strategy was pursued or changed.
Volkswagen is famous for being well assembled, well equipped, cheap and safe with a good performance level which helped them develop significant positions in the automotive market. At present, they are the biggest selling car manufacturer in the world. As per Volkswagen, China is the essential market despite a 15% decline in sales (Saura et al., 2019). Their purpose of electrified vehicles is successfully delivered worldwide, increasing to 369,000 cars. In 2008, Volkswagen started to use a software called defeat device after discovering that the new engine could not pass the pollution standards to meet the requirements of many other countries. A defeat device was a mechanism which caused vehicles to act differently on the emission test and on the road. Volkswagen entered a multibillion-dollar settlement on June 28, 2016, to remedy the alleged Clean Air Act violation relating to the selling of 2.0-liter diesel engines. (Yun et al., 2019). Those engines were equipped with the designed software to avoid the federal emission test, known as defeat devices. 
According to the case study, Volkswagen has to pay approximately £193 million to more than 90,000 drivers in England and Wales due to the settlement in the higher court claim due to the installation of cheating emission devices in their vehicles. Around 91,000 motorists in England and Wales took steps against Volkswagen by several legal entities. As per the case study, Volkswagen Group is continuing to work in England and Wales to rebuild trust with their customer. They have already paid more than €30bn (£26bn) worldwide, including fines, compensation, buy-back schemes, and civil settlements. Around 11 million cars and 1.2 million cars in the UK were sold affected, which VW admitted (Jocevski et al., 2020).  
[bookmark: _Hlk113912400]Volkswagen's 2018 strategy was centred on their position as the leading automaker in the world's economies and environments. Volkswagen set forward four objectives to become an intriguing and prosperous global carmaker. They focused on providing intelligent innovation technologies to be the world's leading company by fulfilling customer satisfaction with their car's quality and advanced technology. Volkswagen wanted to sell more than 10 million additional vehicles annually. To build their major market expansion, they want to increase their share by an average amount. To ensure their group's sound financial condition and capacity to have advantages assured for them even in the market's hard period, Volkswagen aimed to boost their sales return. They aimed to be at the top of all the brands, regions, and companies; it was one of the essential factors to build a first-class team. Volkswagen adopted a growth business model to accomplish all their strategies to make their businesses more successful and grow their profit earnings (Balboni et al., 2019).

Application of Porter’s generic strategies 
The use of Porter's generic strategy is one such strategy that helps delineate an organisation's business strategy. In the organisational context of Volkswagen, the three elements of Porter's generic strategies will be applied appropriately.
Cost leadership strategy is the very first element of this model. The idea of a cost leadership strategy relates to being a leader in the industry by delivering low-cost products and services to the target customers (Suoniemi et al., 2020). This is a generic strategy used by car manufacturing companies in the early days. One of the most significant advantages of this generic strategy is that it can produce a very high-profit margin for a specific brand within a brief period of launching a specific product. It helps in lowering the overall price for the stakeholders at various levels. Differential strategy, another generic strategy as delineated by the model, focuses on safeguarding the uniqueness of a product or service of a brand so that it becomes easy to distract them from the products of the other brands. In the past few years, differentiation has been the brand's strategy to keep its image high. To implement a differentiation strategy within the organisation, the marketing professionals had to focus on the novelty of innovation (Islami et al., 2020). It has helped VW increase operational efficiency, resulting in the manufacturing of models of vehicles. Although the company has been focusing on the differentiation strategy, the focus strategy is equally essential for the vehicle manufacturing company. Its focus strategy is to invest approximately 18 billion to increase e-mobility and hybridisation by 2026 (Kramb and Slatter, 2019). Hence the focus strategy can be termed a differentiation focus strategy as VW is always trying to make a difference in all possible aspects. 
[bookmark: _heading=h.mh2xtwc26qyj][bookmark: _heading=h.896x7sbbm958][bookmark: _Toc113911935]Identify with evidence the resources and capabilities of the case study company over the past five years and analyse to what extent it has aligned its resources and capabilities to its current business strategies. 
SAF strategic model
SAFe Matrix is a strategic model of the framework utilised by the organisation for evaluating the strategic options for meeting the criteria of feasibility, acceptability and suitability for the implication. The SAF model was composed by Johnson, Scholes and Whittington for evaluation of the credibility of the strategies and to apprehend sufficient knowledge for practical implications (Shu et al., 2019). The strategic analysis model consists of three dimensions: Suitability, Acceptability and Feasibility. Through the SAFe model, Volkswagen can analyse the different dimensions of the company's strategies to gain insight into practical implications in maximising profits internationally.
Volkswagen is one of the well-established automobile sector companies operating the business internationally. The German multinational company, founded in 1937, is well recognised for the production of luxurious automobiles throughout the world. In October 2018, the company gained recognition and influenced its global presence with a market capitalisation of more than 370 billion dollars (Böttcher, 2021). Volkswagen operates in business in more than 153 countries effective. However, the company has faced several challenges and problems and overcame this by implication of effective strategies. The analysis of Volkswagen of resources and capability for the current business to increase profitability in the global market is as follows:
Suitability: This is an essential element of the SAFe Matrix for identifying different expectations of the company and the performance of the strategies in implication. It provides insights into the critical factors for the business to operate and implement the strategies effectively (Pamučar and Savin, 2020). The key factors include environmental suitability, capability suitability and so on and the company's specific needs. One of the challenges faced by Volkswagen was the sudden outbreak of the Covid crisis. The outbreak had an immense impact on the business operation of Volkswagen and forced the shutdown of several manufacturing facilities worldwide; it also reduced the company's revenue. Like other automobile companies, Volkswagen was also unprepared for the challenges placed by Covid-19. However, the company has focused on utilising the Innovation strategy to overcome the crisis. The company focused on innovating the IT sectors of the company during the lockdown. The strategy was suitable for the company in developing the IT sector during the pandemic; the hired 3000 experts had performed practical work in developing products (Böttcher, 2021).
With the rising demand for luxurious cars, Volkswagen has also focused on developing luxurious automobiles with consideration of reduction in carbon emission. They focused on developing automobile products by showing the commitment to the agreement Pairs for the reduction of Carbon emissions by up to 30% (Bai, 2021). The strategy of the company was friendly towards the environment. The strategy also helps the company to overcome the "diesel scandal" of 2015 and retain its reputation. Volkswagen is also focused on developing EV automobiles to reduce the environmental impact and develop in the rising sector of automobiles.
Acceptability is the second element of the SAFe Matrix focused on measuring the risk, returns, interest of stakeholders, financial and non-financial factors and so on, during the implication of the strategy (Pamučar and Savin, 2020). The innovation strategy of developing the IT sector of Volkswagen during the crisis of the pandemic can be effective in developing the products and services. It can help the organisation develop the quality of the products and offer new features to the customer with an increase in engagement and retention rate. However, there is a risk in the coordination of the employees due to the lockdown policies and the risk of not meeting the demands of consumers with the features offered by the company. The company has to also focus on the revenue and the net profit through the innovative products in the market (Böttcher, 2021). Reducing carbon emissions in automobile products helps the company convey the core of CSR. It can help the company improve its global influence in the automobile market. The production of EV products through Volkswagen can help the company to capture the EV market faster due to its reputation in the luxurious automobile sector. However, the limited availability of the batteries can limit the EV production of Volkswagen due to EV products mainly focused on battery usage (Babangida and Szemes, 2021).
[bookmark: _heading=h.ca635edcze6o]Feasibility is the last element of the SAFe Matrix, which explains the company's capabilities, abilities, and so on to implement the product effectively (Pamučar and Savin, 2020). Volkswagen has already hired 3000 expert employees to develop the IT sectors; however, it is estimated that the company can hire more than 10000 employees to develop IT sectors effectively (Böttcher, 2021). The multimillion company can also utilise various resources by investing capital in the development of IT. The company has also provided the investment of 60 billion Euros in developing the products and services company; it also invested more than 33 billion Euros for future development of the EV product, and 14 billion Euros are allocated to development (Chamberlain and Majeed, 2022). 
[bookmark: _heading=h.pmkrwd4i04bj][bookmark: _Toc113911936]Evaluate with evidence how VW has tried to become more competitive while considering sustainability and the environment.
After being challenged and legally accused of having installed false sustainable ratings for their cars, the company tried hard to follow sustainable measures to regain its competitive stance. The claim for cheating the motorists by selling false sustainable metres resulted in the company paying £193m to vehicle owners in England and Wales, in which more than 90,000 drivers were included (BBC, 2022). After the claims from the people, the organisation has focused hard on achieving sustainable measures that would lead them to sustainable competitive advantage. The focus on achieving sustainability can be directly linked to the company's CEO, Herbert Diess, who stated that "climate change is the greatest challenge in our time". Following this, the company has moved ahead of any other company by signing the Paris Climate Agreement in 2018. The company has also focused on achieving carbon neutrality by the year 2050. After the severe claiming, the organisation has made itself aware of the sustainable practices that would lead it to gain an advantage over its competitors.
One prime focus on achieving sustainability is driving its production into electric vehicles. The company's vision of contributing to the mitigation process of climate conditions is shifting towards electric vehicles. The company took help from research studies that stated that battery-powered vehicles have less carbon footprint on nature. The extensive research was conducted through the collaborative effort of "The Mercator Research Institute on Global Commons and Climate Change" (MCC), "The Potsdam Institute for Climate Impact Research" (PIK) and "The Paul Scherrer Institute (PSI). Volkswagen aims to become the leader in e-vehicles by the year 2025 through a huge investment of about 35 billion euros. The company has already produced more than 230,000 electric vehicles, which gave rise to its "e-offensive" project in 2020 (Volkswagen, 2021). Another popular production included "Plug-in Hybrids (PHEV)", sold for about 190,000 units. By 2030, the organisation will offer about 70 fully electric vehicles, of which 20 are under-production. Through "Modular Electric Drive Matrix", it will produce another 60 hybrid vehicles under the project of "E-offensive". 
Another big step that the company is taking is focusing on production inclined towards more efficiency while emitting less carbon. It aims to reduce carbon emissions and increase energy efficiency. It will provide the power for its vehicles from 100% sustainable and renewable energy sources by the year 2023, under which 95% is already achieved (Volkswagen, 2021). Some prime locations like Brussels, Molsheim, Dresden, and Zwickau have already become carbon neutral. The model of ID.3 is one of the prime examples of the company's step towards net-zero carbon emission. The project of "Volkswagen Way to Zero '' has helped the company to focus on moving towards sustainability, under which it promises to protect the Indonesian forests with the help of Permian Global (Volkswagen UK, 2022). The main principle of this project is inclined towards lower energy consumption and proper utilisation of renewable resources that will mitigate unwanted emissions. A great help has been taken from green electricity generated by hydroelectric power plants and solar-powered plants through the Volkswagen Kraftwerk GmbH (Volkswagen UK, 2022). 
[bookmark: _Toc113911937]Make recommendations on how other sustainability practices can help the organisation develop future competitive advantages.
In the 21st century, the business environment has become much more competitive over the past few decades. Since the growth in technology, starting a business has become much cheaper and easier but maintaining its stability has also been affected due to a large amount of competition. Therefore, sustainable practices are the key factor to developing the organisation's competitive advantages in future. Sustainable practices contribute to ecology, human health, economic development, and vitality (Vargas-Hernández and Garcia, 2019). Sustainability believes that resources are finite and should be used conservatively and adequately. In business, the green approach has become very popular, which means companies and firms are doing their best to do their well-known business without disturbing our environment. 
[bookmark: _heading=h.26in1rg]Creating sustainable business practices will be very helpful for the business and Mother Earth. Sustainable business practices will help the firm get or impress new investors and clients. As we know, people now have become more conscious about one's health and environment. Thus, a sustainable business practice will attract many new devoted customers. It is also very cost-effective, for example, solar panels instead of electricity and many more (Grimm et al., 2021). Environmentally friendly brands also get excellent and positive media coverage, automatically increasing sales and attracting more workers willing to work for a business that practices Corporate social responsibility (CSR).

[bookmark: _Toc113911938]Conclusion
The following report identifies Volkswagen key business strategies over the past five years, using related frameworks to demonstrate the reason for pursuing this strategy. This report has also identified the resources and capabilities per the case study of Volkswagen, along with the analysis on which they have aligned their resources and capabilities on their current business strategies. This report has further shown the evidence of the VW strategies, which they have used to gain a more competitive position considering sustainability and the environment. Finally, this report has recommended other sustainability practices that can help the organisation develop its competitive advantages in the future.
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