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[bookmark: _Toc131805069]Introduction 
The automotive industry has come under more criticism recently because of its sustainability practices and environmental impact. Companies are required to act to reduce their carbon impact and are held responsible for it. One of the top automakers, Volkswagen (VW), has come under fire for its efforts to promote environmental sustainability (Wells, 2015). The controversy harmed the company's reputation and resulted in a large financial loss as a result of the various fines and legal actions.
After the crisis, VW made considerable steps to repair its reputation by adopting a more ecologically friendly and sustainable strategy. Since then, the corporation has made adjustments to its processes and goods to lessen its impact on the environment. This report aims to assess VW's efforts to increase its competitiveness while also taking sustainability and the environment into account in this context (Nieuwenhuis, 2015). It will review the firm's resources and capabilities and determine how well its resources have been matched with its present business strategies. It will also analyse the numerous strategies and activities the company has undertaken over the previous five years. The study will conclude by offering suggestions for how more sustainability initiatives might aid the organisation in gaining competitive advantages in the future.
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Identifying the key business strategies of VW and using related frameworks
Volkswagen (VW) has made switching to electric cars (EVs) one of its primary business goals over the past five years in response to rising environmental concerns over internal combustion engines. By 2025, VW wants to be the biggest EV producer in the world, producing up to 3 million EVs yearly, according to a McKinsey report. To do this, the business has introduced several new EV models, including the ID.3 and ID.4, and made significant investments in battery and charging infrastructure (Calabrese, 2012). Following the "diesel gate" crisis, VW's other business plan has been to repair its reputation and gain back customer trust. The corporation has invested in marketing initiatives to enhance its brand image in addition to paying out billions of euros in fines, compensation, and buyback programs to the impacted customers as part of this plan. Volkswagen has also stressed its dedication to sustainability and environ mental stewardship, with CEO Herbert Diess claiming that the business intends to be "carbon neutral" by 2050.
The motivations behind these methods are nuanced and can be examined using a variety of theories. Given that hardly many other automakers have made such a large investment in electric technology, VW's move to EVs might be a source of distinctiveness and competitive advantage (Hener, 2019). Furthermore, the company's emphasis on sustainability and environmental responsibility fits with rising consumer demand for ecologically friendly products, which could assist it to boost its reputation and attract a wider range of clients. Concerning VW, its large financial resources and knowledge of the automotive industry serve as a base for developing its EV and sustainability goals (Aoki, 2015). To implement these plans, the corporation must, however, overcome many obstacles, including creating charging infrastructure and creating dependable and affordable battery technology.
The Volkswagen scandal has had a tremendous impact on politics, business, society, technology, the environment, and the law; as a result, the automotive sector is now subject to more scrutiny and regulation. 
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Political: The Volkswagen crisis has had an impact on politics throughout the world, with several nations fining and punishing the firm. Additionally, many nations have tightened their emission rules, which has led to heightened scrutiny of the automotive industry.
Economic: Volkswagen has suffered huge financial losses as a result of the scandal, spending more than €30 billion on fines, restitution, civil settlements, and repurchase programs (Nieuwenhuis, 2015). The incident also had an impact on the business's sales and reputation.
Social: Since nitrogen dioxide is connected to respiratory illnesses and early death, the usage of "defeat devices" has harmed the environment. As a result, the car sector is now more cognizant of the significance of emissions laws and sustainability.
Technology: The crisis was brought about by a technological problem with the defeat devices used in Volkswagen automobiles (Theodore, 2018). As a more environmentally friendly option, it has also encouraged the increasing development of electric and hybrid vehicles.
Environmental: The scandal has significantly impacted the environment, as Volkswagen's vehicle emissions have harmed both the natural environment and public health.
Legal: As a result of the incident, Volkswagen is now being sued in several different nations. An illustration of the legal repercussions of the affair is the settlement with the 90,000 drivers in England and Wales.
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SWOT analysis of Volkswagen settling a High Court claim over the installation of emissions cheating devices:
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· Volkswagen is a well-known and established brand in the automotive industry.
· The company has a strong financial position and has paid out over €30bn (£26bn) in settlements worldwide, indicating its commitment to resolving the issue.
· The settlement avoids the need for a lengthy, complex and expensive trial process.
[bookmark: _Toc131805074]Weaknesses
· The use of "defeat devices" has damaged Volkswagen's reputation, leading to a loss of customer trust and declining sales (Theodore, 2018).
· The settlement of £193m is a significant financial burden for the company.
· Volkswagen has faced litigation in several countries, which may affect its global operations and financial performance.
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· Volkswagen can rebuild its reputation and regain customer trust by implementing changes to prevent similar issues in the future.
· The company can capitalize on the increasing demand for electric vehicles and invest in sustainable technologies.
· Volkswagen can use this settlement as an opportunity to strengthen its relationships with customers and stakeholders.
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· The scandal and resulting settlements may lead to a decline in sales and revenue for Volkswagen.
· The company may face further litigation and fines in other countries, affecting its financial performance (Shasta, 2019).
· Increased scrutiny and regulation of the automotive industry may impact Volkswagen's operations and profitability.
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Volkswagen (VW) is a well-known German automaker with a long history as well as a broad variety of assets and capacities. Over the past five years, the company has pursued several business strategies to address issues related to scandals over emissions cheating, regulatory pressures, and shifting consumer preferences.
One of VW's most valuable assets is its solid brand image, which is based on a track record for dependability and engineering brilliance (Pitts, 2014). The business has made use of this resource to introduce new models, including the electric ID.3 and ID.4, which are intended to satisfy the rising demand for eco-friendly automobiles. To keep up with the quickly changing automotive industry and maintain its competitive edge, VW has also made significant investments in research and development, with an emphasis on electric and autonomous technologies.
VW can optimize production processes and cut costs because of its highly skilled personnel and solid supplier network. Due to its management of the diesel gate crisis, the corporation has also gained expertise in tackling difficult legal and regulatory difficulties (Pitts, 2014). By putting in place new governance frameworks, upgrading compliance procedures, and investing in environmental programs, VW has attempted to regain the trust of both customers and regulators.
VW has prioritized sustainability and innovation to connect its resources and capabilities with its existing business strategies. To address environmental issues and adhere to rules, the corporation has tried to make use of its brand reputation, research and development capabilities, and legal experience. To increase productivity and cut costs, VW has also streamlined production procedures and invested in new technologies.
Additionally, there are several areas where VW may need to better coordinate its competencies and resources with its commercial strategy (Coffman, 2018). To build new electric vehicles more quickly and to secure a steady supply of batteries and other essential components, VW may need to increase its R&D spending.
Over the past five years, VW has been able to pursue a variety of business strategies thanks to a solid combination of resources and competencies. Although the company has made strides in matching these resources and talents with its present strategy, there are still some areas where it may need to make additional investments and pursue innovative ideas to be competitive in a sector that is changing quickly.
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Significant obstacles had to be overcome for Volkswagen (VW) to become more competitive while still placing a high priority on sustainability and the environment. To rebuild the trust of its stakeholders and customers in the wake of the "diesel gate" disaster, VW has had to reorient its efforts toward sustainability and electric vehicles.
Through its investments in electric vehicles, VW has attempted to increase its competitiveness while simultaneously placing a higher priority on sustainability (Ralph, 2019). With a target of producing 1.5 million electric vehicles annually by 2025, VW has pledged to invest over €33 billion in electric mobility through 2024. VW unveiled the ID.3, its first entirely electric vehicle, in 2020. It was constructed on the company's modular electric drive matrix (MEB) architecture, which increases production flexibility and efficiency for electric vehicles. 
VW has made a point of minimizing its carbon footprint to increase both its competitiveness and commitment to sustainability. VW wants to become carbon-neutral by the year 2050, and part of that plan is to cut its carbon emissions by 50% by 2030 and 30% by 2025 (Epstein, 2016). VW introduced a new climate protection scheme in 2020 that consists of an external emissions offsetting program as well as a carbon pricing system for internal emissions.
VW has also taken steps to increase the transparency of its environmental initiatives in addition to these initiatives. Since 1996, the business has released an annual sustainability report that informs stakeholders of its environmental, social, and governance (ESG) performance. VW introduced a new supplier sustainability rating system in 2020 that assesses performance using ESG factors (Holden-Stone, 2014). With the help of this system, suppliers should be encouraged to increase their sustainability performance and lessen their environmental effects.
Despite these initiatives, VW still has a long way to go before it can prioritize sustainability and the environment while simultaneously becoming more competitive. One difficulty is the high cost of manufacturing electric vehicles, which can make it challenging to achieve profitability. The market for electric vehicles may also be constrained in its ability to expand by a lack of charging infrastructure and consumer demand in some markets.
VW has prioritized sustainability and the environment while increasing its competitiveness by making large investments in electric vehicles and lowering its carbon footprint. The corporation still has difficulties meeting consumer demand for sustainable mobility while also becoming profitable in the electric vehicle sector (Holden-Stone, 2014). In the future, VW will need to maintain its investment in environmentally friendly infrastructure and technology while concentrating on satisfying the changing needs and demands of its stakeholders and customers. 
Volkswagen has also concentrated on minimizing the negative effects of its production methods on the environment. The business has taken steps to reduce waste and water use, and it is dedicated to powering all of its manufacturing facilities with renewable energy (Domansky, 2014). Volkswagen has proven through these actions that it is dedicated to sustainability and environmental responsibility as well as working to stay competitive in the automotive business.
[bookmark: _Toc131805079]Recommendations on how further sustainability practices can help
Volkswagen has already made great progress towards sustainability, investing in renewable energy, creating electric and hybrid vehicles, and lowering its carbon footprint. The business may still improve its sustainable practises to obtain a competitive edge in a few key areas, though.
First, VW may concentrate on creating more environmentally friendly supply chains by acquiring raw materials and components from vendors who follow environmentally friendly business practices (Domansky, 2014). This may entail using recycled materials, cutting back on waste, and reducing carbon emissions. VW can lessen the environmental impact of its products and enhance its standing with customers who are becoming more environmentally aware by supporting sustainable practices throughout its supply chain.
Second, VW can spend money on R&D to produce more ecologically responsible and sustainable goods. This may entail looking into alternative materials like bioplastics or creating cutting-edge technologies that cut carbon emissions. For electric vehicles, VW may, for instance, concentrate on developing battery technology to enable longer driving ranges and quicker charging times.
Thirdly, VW may encourage sustainable practices by teaching its clients and staff about sustainability and motivating them to do so (May, 2015). This may entail promoting car-sharing programs, encouraging the use of public transportation, and offering rewards to buyers of environmentally friendly goods. 
To encourage sustainable practices and develop a more sustainable corporate environment, VW can also keep collaborating with regulators and policymakers. This can entail advocating for stricter environmental rules, working with other businesses and organisations to promote sustainable practices, and taking part in initiatives and programmes with a sustainability focus.
VW has already made a lot of strides in the direction of sustainability, but there are still ways the business may improve its sustainability practices to achieve a competitive edge (May, 2015). VW can maintain its environmental performance and reputation while gaining a competitive edge in the market by concentrating on sustainable supply chains, research and development, encouraging sustainable lifestyles, and working with regulators and politicians.
VW may concentrate on creating more environmentally friendly goods and services, such as electric cars and alternative energy sources. This can both lessen their carbon footprint and satisfy the rising demand for environmentally friendly transportation solutions. VW may also think about adopting a circular economy strategy, whereby they design their products for reuse, refurbishment, and recycling, so minimising waste and generating new sources of income (May, 2015). Additionally, they can try to source raw materials sustainably, minimising the supply chain's negative environmental effects. VW can strengthen its competitive position in the market by implementing these sustainability practices because they not only help the environment but also open up new potential for innovation, cost-cutting, and brand distinction.
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The Volkswagen case study illustrates how unethical behaviour affects a company's standing financially and publicly. Over 90,000 drivers in England and Wales received a £193 million settlement as a result of the "diesel gate" incident, in which Volkswagen placed "defeat devices" to rig emissions testing. Despite the loss of money and reputation, VW has taken action to increase its competitiveness while also taking sustainability and environmental issues into account. The business has made significant investments in electric vehicles and aims to achieve carbon neutrality by 2050. This is consistent with the increased demand from customers for eco-friendly goods and services, giving VW a chance to gain a competitive edge. There is certainly potential for development, and VW can better match its assets and capacities with its sustainability objectives. This can be accomplished by putting into practice a circular economy model, making investments in renewable energy sources, and encouraging sustainable business practices all along the supply chain. Overall, the Volkswagen case study serves as a warning about the significance of moral behaviour and sustainability in business. It also emphasises the possibility of gaining competitive advantages through moral behaviour and sustainability.
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