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[bookmark: _heading=h.30j0zll]Introduction
The report will contain an analysis of the key business strategies that Volkswagen has been using over the past five years alongs with various frameworks related to it. It will also contain the reason why Volkswagen has pursued or changed the strategy over time. The report will further include the resources and capabilities that the company has been using for the past five years and if they have been aligned with the current business strategy. It will also contain how the VW group has become more competitive while keeping sustainability in mind. Volkswagen was first founded in the year 1937 and has been achieving success since then. The company has successfully expanded itself to over 150 countries and has been trying to expand further (Volkswagenag, 2022). 

[bookmark: _heading=h.1fob9te]“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 has been very visionary in their business strategy in the automobile market in the UK and has focused on the business operations. The company has aligned their business goals and strategy with the future customer and market preferences in order to enhance their long-term growth and development. 


[bookmark: _heading=h.ok4rgqewroxf]SWOT analysis of Volkswagen
	Strength
	Weakness

	· Broader brand portfolio	
· Research and Development
	· Scandals damaging brand image
· Management structure

	Opportunities
	Threat

	· Rising Fuel Price in near future
· Automotive Battery Supply
	· Increasing market competition
· Semiconductor supply


Table 1- SWOT analysis
(Source- Created by the Learner)
Presently the cars of the VW groups are sold under the global brand like Seat, Audi, Volkswagen, Bugatti, Bentley, Porsche and Lamborghini and Ducati are their motorcycle brand. They sell commercial vehicles under the commercial  vehicle brands of Man and Scania that have a significant global market position enhancing their competitive edge. The research and development of VW in 2020 has increased by approximately 63% where there were over £16 billion in VW cars. 
The 2015 Dieselgate Scandal in 2015 has negatively affected their brand image. In this issue the company was found guilty in many countries for installing softwares in diesel vehicles through which they would control emission level during the vehicle emission tests. This has caused them £13.78 billion (Milev et al., 2021). The management structure of VW groups with a 20 seat supervisory board is its potential weakness because the Union controls half the votes in decision making. 
Due to the increasing awareness towards the degrading fuel capacity and non-conventional source of energy in the Earth the fuel price is likely to increase in the future. Concerning this aspect they have focused on development of electric vehicles that can provide them potential sales and marketing opportunities. The announcement of six giga factories by Herbert Diess (VW CEO) can boost their supply of automotive battery supply for electric vehicles by 30%.
[bookmark: _heading=h.83036eoknuvm]PESTLE analysis
	Political
	The exit of the UK from the EU in 2019 can potentially impact the business of VW. The BREXIT situation can potentially increase the trade tariff in the car market that can impact their pricing strategy.

	Economic
	Increasing UK consumer spending can potentially increase their sales and revenue in the future. In the UK between 1955-2022 the consumer spending was averaged to 192206.70. The highest consumer spending was recorded for £364206 in 2019 (Second Quarter). This leads to potential sales opportunities for VW (Logan et al., 2021).

	Socio-Cultural
	The UK customers are highly aware of the brands in the car preferences. Since the VW group has a wide brand portfolio they can attract maximum customers for the cars.

	Technological
	The technology factor in the UK car market is greatly concerned with the self driving technology that is attracting the potential customers. This technological advancement can facilitate the company to segment their target customers for enhancing their market position.

	Environmental
	The UK car market is influenced by the green and sustainability business practices which might lead them to serious legal penalties. VW should focus on their emission control initiatives and development of e-vehicles for sustainable growth and development. This can facilitate them in their long term market position in the UK market. 

	Legal
	Legal enforcement in the car manufacturing and operation potentially impacts the VW market position. The company should adhere to the emission regulatory and control guidelines failing which can cause them severe financial penalties like in the 2015 scandal.


Table 2- PESTLE Analysis
(Source-Created by the Learner)
[bookmark: _heading=h.3znysh7]“Identify with evidence the resources and capabilities of the case study company over the past five years and analyse to what extent the company has aligned its resources and capabilities to its current business strategies”
Value chain
	Resources 
	Valuable
	Rare
	Hard to imitate 
	Organised 
	

	Innovation
	Yes 
	No 
	Yes
	Yes 
	Competitive Parity

	Skilled employees
	Yes 
	No 
	No 
	Yes 
	Competitive advantage 

	Distributing network 
	Yes
	Yes
	Yes
	No
	Competitive advantage 

	Brand Value and reputation
	Yes
	Yes
	Yes
	Yes
	Sustainable competitive advantage


Table no.1: VRIO model
(Source: Created by the learner)

Valuable: Volkswagen is still one of the biggest car manufacturers and delivered over 9,305,300 vehicles globally in the fiscal year 2020, even in the midst of the pandemic (Volkswagen, 2022). The "dieselgate" scandal which erupted back in 2015 has not affected the brand value that VW has created over time. The"dieselgate" scandal that VW has created over time even after the "dieselgate" scandal they apologised which helped improve their status in the public. After the scandal occurred, the VW group worked towards a better sustainability plan. They have announced that they intend to maximise efficiency in resources by 2025 and planned to be  CO2 neutral by the year 2050 (volkswagenag, 2022). They have started the transformation process like the VW group has started focusing more on battery-based electromobility. By 2030, the VW group will bring out 70 fully electric models along with 60 hybrid vehicles across all the brands (volkswagenag, 2022). 
Rare: Employees are one of the most valuable assets of the VW group and its capacity to innovate and competitiveness depends on the knowledge and commitment of the staff. The training of employees at Volkswagen is very organised and very systematic. The employees of  the VW group have access to a wide range of training measures which include advanced training programs in company-related issues to personal development programs (Annualreport, 2017). Skilled employees let the VW group achieve the success they gave till now along with future growth. The employee training program lets the company have a competitive edge in the market. The VW group is one of the largest employers globally in the private sector. By December 2020, the VW group employed over 660,000 people which also including the “Chinese joint ventures” (Annualreport, 2020). The Volkswagen group aims to be an excellent employer globally. The employees of the VW group always strive for excellence and they are extremely competent and dedicated to the work. 
Hard to imitate: The brand reputation that the VW group has created over time is not only hard to achieve but is kind of impossible for the competitors. The company has been running since 1937 and over time has expanded itself overseas and has acquired several other companies such as ŠKODA, Audi, Lamborghini, and so forth. The distribution network that it has created over time spread all over the world. It has its branch in almost every country. In the year 2020 alone, the VW group delivered over 2,848,800 light commercial vehicles along with passenger cars in Western Europe (Volkswagen, 2022). In South America, the VW group delivered over 440,300 units and in North America over 784,200 units (Volkswagen, 2022). They achieved this in the midst of the lockdowns, the pandemic and when the economic crisis was going rampant. The company was able to achieve this through the network they have created globally with time. The distributing network is hard to imitate for almost any company in the market.
Organised:  The international network for ideas along with cooperation with other brands, the VW group has been an incubator for innovation in mobility and vehicle solution for over 50 years now. The “Volkswagen Group Research” which is the main centre for innovation in the company is very organised and has been very useful. The “Volkswagen Group Research” has been restructured on a consistent basis and has been positioned in a way to further enhance technological leadership (Volkswagenag, 2022). The company has given extreme priority to innovation in the last five years with the development of  AI cars capable of self-driving. With the help of the research group, the company has already been testing out fully autonomous driving vehicles. 

[bookmark: _heading=h.2et92p0]“Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment”.
Sustainability refers to the capacity of maintaining the growth of the company as well as taking proper steps to reduce the negative impact of the organisation on the environment (Mcgill, 2022). Volkswagen is one of the best-known car companies in the world. VW is a company that is trying every possible way to develop its sustainability of the company as well as contribute to the better development of the company. The main motive of the company is to develop “low-emission drive technologies”, services with smart mobility and solution for autonomous driving. VW has initiated a plan for reducing the carbon footprint called the “Environment Mission Statement”. The crisis of the climate is one of the greatest challenges faced by the entire world (Volkswagen Newsroom, 2022). So in such a case, VW had made the commitment with “The Paris Climate agreement” to achieve a net zero by the end of 2025. 
VW is the “e-mobility leader in Europe and is in the second position in the USA. VW is also investing about € 35 billion by 2025 to be the leader in e-mobility. VW is also focusing on expanding its charging infrastructure by building up 45,000 points for charging in China, the USA and Europe. VW is also planning to develop six more battery manufacturing companies by the end of 2030 as nowadays everybody is shifting toward electric vehicles, so this is one of the great benchmarks for competitors (Volkswagen Newsroom, 2022). VW is also planning to launch about 70 pure “E-models” out of which 20 are already launched and by the end of this decade there will be around 60 “hybrid vehicles” in the product portfolio of the company. According to recent sources, the growth rate of electric vehicle sales in the world is about 85% on 2020 and 2021 (Volkswagen Newsroom, 2022). Recently VW has also fixed the issue related to ESG, integrity and decarbonisation as a strategy of focusing on developing the “NEW AUTO”.  VW is also using another method for sustainability and the betterment of the environment (autocar, 2022). Like reducing its consumption of water by 25.1% and avoiding the unnecessary use of the water. VW is also focusing on the use of renewable resources, reducing its waste and reducing carbon emissions as well as other emissions (Chamberlain, 2022). 
VW is not only developing its vehicles but also providing proper sustainability training for the employee in an organisation, in order to provide better knowledge to the employee. Therefore, they can develop a better and more innovative product which makes it different from its competitors. VW had provided online sustainability training to its employees during the covid-19 pandemic, whereas their competitors were not so active. They have also provided sustainability training to their employee in an organisation. It also provides e-learning coarse that can be attended online. Till now VW has provided sustainability training to 19,001 employees (Volkswagenag, 2022). VW has been providing special knowledge about the problem faced in the supply chain of the battery. VW is also providing good information about the employment right to its employee so that they can appeal if their rights are violated. 

[bookmark: _heading=h.tyjcwt]“Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future”
For optimising the competitive advantage of Volkswagen in the future through sustainability practices the company should focus on reinventing the brand position of their electric vehicles (Zhang et al., 2021). For this, they should focus on differentiating themes against their potential competitors. This can be done by emphasising on their large charging network across the UK. This will facilitate them with the positioning opportunity of being available to every electric vehicle consumer across the country. 
They should also focus on shaping the charging ecosystem for their electric sustainable vehicles which can be enhanced through collaborative partnerships with electric service provider companies across the UK. Through various service providers, the company should integrate consumers with the charging options at home, in public or through dealers in the existing system within the market landscape. 
The company should also focus on generating revenue from the lifecycle of the product by providing on-demand services for their electric cars. These product services will not only boost their product life cycle revenue generation but will also optimise their customer loyalty by providing them convenient services. The company should provide service options like battery boosting software, concierge service, parking information and advanced driver assistance. 
Most importantly the company should focus on reskilling and refocusing their sales force for promoting their electric cars in order to enhance their competitive edge. For this, they should not only focus on their employees' expertise but should focus on converting their dealers into electric vehicle advocates (Mele and Spena, 2021). Dealers are the most significant players in promoting the business as they are closely associated with the customers and providing them incentives will facilitate their brand advocacy. 
Volkswagen should also focus on perfecting its omnichannel business approach in the future through eCommerce platforms. There are very few automotive organisations that focus on promoting their product sales through online channels. Promoting their electric cars through online channels will make them the first runner in the sector. However, for this omnichannel approach, the company should ensure that they provide ease of purchase and delivery in order to optimise their competitive edge. 
[bookmark: _heading=h.3dy6vkm]

[bookmark: _heading=h.1t3h5sf]
[bookmark: _heading=h.4d34og8]Conclusion
The report contains a detailed discussion of the key business strategies that the VW group has applied in the past five years. Various frameworks like transforming the core business and so forth have also been discussed in the report. It also contains various capabilities and resources such as skilled employees, innovation and so forth that the company have used in the past five years. The company has successfully aligned the resources with its current business strategies such as aligning its innovation with its sustainability strategy. The report further evaluated how the company has become more competitive while keeping sustainability in mind. The VW group has been focusing on developing electric based vehicles to become more competitive along with keeping sustainability in mind. The report further contains recommendations for Volkswagen. 
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