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Due to the diesel emissions controversy, Volkswagen (VW), a major global vehicle manufacturer, has recently encountered a number of difficulties. Volkswagen paid out more than €30 billion in fines, compensation, legal settlements, and buyback programs worldwide as a result of the scandal, which broke in 2015 and featured the installation of emissions-cheating devices in VW vehicles. Almost 90,000 drivers received £193 million from VW in 2022 as part of a High Court settlement in England and Wales. Notwithstanding these obstacles, Volkswagen has persisted in pursuing commercial initiatives that attempt to raise its competitiveness while taking sustainability and environmental concerns into account. The business has made large investments in electric vehicles with the goal of dominating the market by 2025. Moreover, Volkswagen has started a number of sustainability projects, such as its "goto zero" program, which seeks to achieve zero production-related carbon emissions by 2050. This report will review how Volkswagen has matched its resources and skills to these initiatives over the previous five years, as well as evaluate the company's business strategies. Using the Industry Five Forces Model as a strategic analytical tool, this will also look at how VW has attempted to increase its competitiveness while taking sustainability and environmental considerations into account. Finally, this will offer suggestions on how VW can improve its sustainability practices going forward in order to maintain a competitive edge.
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Volkswagen (VW) has implemented several business strategies over the past five years to recover from the diesel gate scandal and improve its competitive position in the global automotive industry. This section will use the SWOT analysis framework to identify the key business strategies pursued by VW and the reasons for changes in those strategies.
Strengths
· Strong brand recognition and reputation in the global automotive industry
· Wide range of product offerings, including passenger cars, commercial vehicles, and luxury brands such as Audi, Porsche, and Lamborghini
· Strong R&D capabilities and technological innovation
· Global presence and strong distribution network (Kasych, Suler and Rowland, 2020)


Weaknesses
· Dependence on the European market, which accounts for a significant portion of its revenue
· Overreliance on diesel engines and weak presence in the electric vehicle (EV) market
· Limited diversification outside the automotive industry
Opportunities
· Growth potential in emerging markets, particularly in Asia and Africa
· Increasing demand for EVs and other sustainable mobility solutions
· Development of new technologies such as autonomous driving, connected cars, and alternative fuels
Threats
· Intense competition in the global automotive industry
· Increasing regulatory pressure and stricter emissions standards
· Trade barriers and geopolitical risks
Based on the SWOT analysis, VW has pursued the following key business strategies over the past five years:
· Recovery from the diesel gate scandal: Following the diesel gate scandal in 2015, VW has implemented a recovery strategy to regain the trust of customers and investors. This included admitting fault, paying out billions of dollars in fines and settlements, and restructuring the company's management and governance structures to improve transparency and accountability (Kim, Paek and Lee, 2022).
· Expansion into EVs: To address its weakness in the EV market, VW has launched an ambitious plan to invest €35 billion in EVs and digital technologies by 2025. This includes the launch of several new electric models, such as the ID.3 and ID.4, and the development of a modular EV platform to reduce costs and improve efficiency.
· Diversification and collaboration: To reduce its dependence on the European market and increase its presence in emerging markets, VW has pursued a strategy of diversification and collaboration. This includes the acquisition of several companies, such as Navistar in the US and JAC Motors in China, as well as partnerships with other companies to develop new technologies and solutions.
· Focus on sustainability: To address the increasing demand for sustainable mobility solutions, VW has made sustainability a key focus of its business strategy. This includes setting ambitious targets for reducing its carbon footprint and investing in renewable energy and sustainable materials (Wang, Wang and Liu, 2020).
In order to bounce back from the diesel gate scandal and strengthen its position as a competitive player in the global automobile sector, Volkswagen has adopted a number of important business strategies over the past five years. Recovery from the scandal, growth into EVs, diversity, teamwork, and a focus on sustainability are some of these measures. Volkswagen has shown a willingness to adapt to shifting market conditions and adopt fresh innovations and company models to stay ahead of the curve despite confronting a number of obstacles, including fierce competition and increased regulatory pressure (Zhang, Atwal and Kaiser, 2021).
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To analyze Volkswagen's resources and capabilities over the past five years, one can use the VRIO framework. VRIO stands for Value, Rarity, Imitability, and Organization. It is a useful tool for assessing a company's resources and capabilities in terms of its potential to create a sustainable competitive advantage.
· Value: Volkswagen's brand is one of its most valuable resources. It is recognized worldwide for its quality and reliability. The company has also invested heavily in research and development, resulting in a range of innovative products such as electric vehicles and self-driving cars. Additionally, Volkswagen has a strong distribution network and a loyal customer base, which contributes to its overall value.
· Rarity: Some of Volkswagen's resources and capabilities are rare in the automotive industry. For example, the company has a well-established brand and a vast network of dealerships, which gives it a competitive advantage over newer players in the market. Volkswagen's expertise in engineering and technology is also rare, and it has allowed the company to develop unique features and products that differentiate it from its competitors.
· Imitability: While Volkswagen's brand and distribution network are difficult to imitate, some of its other resources and capabilities can be replicated by competitors. For example, other automakers can invest in research and development and develop their own electric and self-driving cars. However, Volkswagen's expertise and experience in these areas give it an advantage over new entrants in the market.
· Organization: Volkswagen's organizational structure and culture are designed to support its strategic goals. The company has a centralized structure that allows it to make decisions quickly and efficiently. It also has a culture of innovation and continuous improvement, which encourages employees to come up with new ideas and solutions to problems (Welch, 2021).
Volkswagen's talents and resources have been coordinated with its ongoing business strategies. The corporation has made significant investments in research and development, leading to a variety of cutting-edge goods like electric cars and self-driving cars. In order to maintain its market position and enter new areas, Volkswagen has made considerable investments in its distribution network. The organization's culture and organizational structure are also created to support and promote innovation within the enterprise. The recent Volkswagen emissions controversy has brought to light some flaws in the company's skills and resources. The controversy caused serious financial losses and harm to the company's reputation. VW has therefore had to concentrate on regaining the trust of its customers and enhancing its environmental performance. In order to be competitive and meet the difficulties facing the automotive industry, the company will need to keep investing in its competencies and resources. VW has been exploring new autonomous driving technologies and investing in electric and hybrid vehicles. By 2025, the business aims to sell 1 million electric cars annually and declared aspirations to become the global leader in electric vehicles in 2020. Significant investment is needed for R&D, production, marketing, and distribution networks as a result of this strategy shift. It also offers Volkswagen the chance to take advantage of its current strengths in vehicle engineering and manufacturing to obtain a competitive edge in the expanding market for electric vehicles. The company's efforts to adjust to shifting consumer tastes and regulatory constraints are reflected in Volkswagen's strategy focus on sustainability and innovation, which is generally in line with larger trends in the automotive industry (Welch, 2019).
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The Industry Five Forces Model can be used to assess how Volkswagen (VW) has attempted to boost its competitiveness while keeping sustainability and the environment in mind. This framework helps to understand the competitive forces that shape an industry and influence the profitability of its players.
· The threat of new entrants: The automotive industry has a high barrier to entry due to the significant capital required for research and development, production facilities, and marketing. Additionally, regulations for emissions and safety standards make it difficult for new players to enter the market. However, the rise of electric vehicles and autonomous driving technology could attract new entrants with innovative solutions.
· Bargaining power of suppliers: The automotive industry has a complex supply chain, with numerous suppliers providing components and raw materials. The bargaining power of suppliers is high due to the limited number of suppliers for specific components, the high switching costs, and the importance of quality and reliability. However, the push towards sustainability and electric vehicles has led to the development of new materials and components, reducing the dependency on traditional suppliers (Turna, 2022).
· Bargaining power of buyers: Due to the accessibility of information, the variety of available options, and the minimal switching costs, buyers have significant bargaining power. The increasing awareness of environmental concerns and the demand for sustainable solutions has given buyers more power to influence the industry's direction. VW has responded to this by introducing electric and hybrid models and investing in new technologies such as autonomous driving.
· Threat of substitutes: The threat of substitutes has increased with the emergence of alternative mobility solutions such as ride-sharing, car-sharing, and public transportation. The shift towards sustainable mobility solutions and the growing popularity of electric vehicles has also increased the threat of substitutes. VW has recognized this and is expanding its services through car-sharing and ride-sharing platforms to remain competitive (Fadavi, Jolai and Taleizadeh., 2022).
· Rivalry among existing competitors: The automotive industry is highly competitive, with frequent players vying for market share. The rivalry among existing competitors is intense due to the similarity of products, pricing pressures, and the need for constant innovation. Sustainability and environmental concerns have become key differentiators for companies, and VW has responded by investing in electric and hybrid technology and launching marketing campaigns to promote their sustainability efforts (Köhler and Zerfass, 2019). VW has invested in electric and hybrid technologies, expanded its services, and started sustainability initiatives in response to the growing demand for sustainability and the shifting industry landscape. VW has put itself in a competitive position to satisfy the rising demand for sustainable mobility solutions by integrating sustainability and the environment into its business strategies.
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Volkswagen can further develop competitive advantages in the future through the adoption of more sustainability practices. The following are recommendations that can be implemented to achieve this:
· Increase Investment in Electric Vehicles: Electric vehicles are the future of the automobile industry. Volkswagen can invest more in research and development to improve its electric vehicle technology. It can also increase its production of electric vehicles to meet the growing demand for eco-friendly cars. By doing so, Volkswagen will be able to reduce its carbon footprint and gain a competitive advantage in the market.
· Develop Sustainable Supply Chains: Volkswagen can establish sustainable supply chains by sourcing raw materials from environmentally responsible suppliers. The company can also work with suppliers to reduce carbon emissions and promote social responsibility. By implementing sustainable supply chain practices, Volkswagen will be able to reduce its environmental impact and attract environmentally conscious customers (Helmold, 2020).
· Increase Transparency: Volkswagen can increase transparency by providing customers with information about the environmental impact of their products. The company can also disclose its environmental practices and goals to the public. By doing so, Volkswagen will be able to build trust with its customers and attract environmentally conscious consumers.
· Implement Green Manufacturing Practices: Volkswagen can adopt green manufacturing practices such as reducing waste, recycling materials and using renewable energy. By implementing green manufacturing practices, Volkswagen will be able to reduce its environmental impact and lower its operating costs.
· Collaborate with Stakeholders: Volkswagen can collaborate with stakeholders such as governments, environmental organizations, and customers to develop sustainable solutions. For instance, the company can work with governments to promote electric vehicle adoption, partner with environmental organizations to reduce its carbon footprint and engage customers to increase awareness about sustainable practices. By collaborating with stakeholders, Volkswagen will be able to gain support and improve its reputation (Dathe et al., 2022).
Volkswagen can develop a competitive advantage by adopting sustainability practices. By increasing investment in electric vehicles, developing sustainable supply chains, increasing transparency, implementing green manufacturing practices, and collaborating with stakeholders, Volkswagen will be able to reduce its environmental impact and gain the trust of environmentally conscious customers (Bohnsack et al., 2020).
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As a result of the diesel gate scandal, which negatively harmed the company's reputation and financial performance, Volkswagen has encountered considerable difficulties recently. Nonetheless, the business has taken action to rectify the problem, including compensating impacted customers and making investments in sustainable and electric car technology. VW should concentrate on introducing more environmentally friendly processes and materials in its manufacturing and supply chain in order to further improve its sustainability policies and create competitive advantages. In order to create automobiles that are more effective and environmentally friendly, it might potentially enhance its research and development spending. VW might collaborate and form alliances with other businesses and groups that are concerned with sustainability, like recyclers and producers of renewable energy. VW will be able to acquire cutting-edge knowledge and technologies as well as position itself as a pioneer in sustainable business practices.
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