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Executive summary
The primary business strategies that VW has established over the previous five years have been listed in the following report. Along with examining how the company's resources and capabilities fit with its current business strategies, the company's resources and capabilities have moreover been evaluated. The report moreover has evaluated VW's attempts to increase its level of competition. Furthermore, effective sustainability strategies have been suggested to VW to boost its competitive edge. 
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[bookmark: _Toc140850794]Introduction
The report will be developed in the business context of Volkswagen which is a global automobile manufacturing company. The company was established in 1927 and its headquarter is situated in Germany. Though the company is one of the biggest automakers and highly recognised throughout the world, the competitive edge and reputation of VW are adversely affected due to the High Court's claim over the installation of emission-cheating devices in its vehicles. The main aim of the report is to identify suitable sustainable strategies for the company to increase its competitive advantages. Therefore, the report will provide suitable suggestions to the company which will help it develop sustainable practices to gain competitive advantages in the future.

[bookmark: _Toc140850795]The key business strategies of VW over the past five years
Last five years, VW has been focusing on various key business strategies to effectively adapt to changing market dynamics, enhance its competitive position, and transition towards a more sustainable future. Some of the key strategies during that period are as follows.
Electric vehicle initiative: VW has been heavily investing in electric mobility to remain competitive in the rising electric vehicle market. The company launched the ID series of electric vehicles aimed at becoming a leader in electric vehicle production. VW has been developing new electric platforms as well as investing in charging infrastructure. The company has the aim to introduce over 30 fully electric models throughout the brands of the Volkswagen Group by the year 2025. One of the most vital launches of the Volkswagen ID.3 was in 2019 (Ramey, 2021).
Global presence and expansion: VW has been effectively expanding its global presence in emerging markets, especially in countries with significant growth potential. This specific strategy has been implemented aimed to lessen its dependence on particular countries and balance the revenue streams. Within the last five years, the company have entered into many partnerships and collaborations with several local companies in emerging markets to gain more competitive advantages and develop a better understanding of regional customer preferences.
Digital transformation: Like other automakers, VW has been adopting digitalisation in its customer offerings and daily business operations. It has been integrating more advanced tools and technologies into its vehicles as well as exploring opportunities for connected car services. The company has moreover introduced more advanced digital features in its vehicles, like infotainment systems, driver assistance technologies, connected services, and others. VW has pursued this strategy to cope with rapid technological advancements (volkswagen, 2023).
Brand diversification: The Volkswagen Group has a diverse portfolio of brands, such as Porsche, Audi, Skoda, SEAT, and others. The company has over the last five years strategically positioned these brands to address diverse market segments as well as cater to several customer preferences. Moreover, VW has been focusing on strengthening these brands and confirming they complemented each other in the market rather than directly competing. 
Mobility services: VW has been constantly exploring and investing in different mobility services, such as car-sharing, ride-sharing, and autonomous driving. These services have been considered by the company aimed at offering alternative mobility solutions to target customers as well as adapting to the changing landscape of transportation.
Sustainability and emission reduction: During the last 5 years, the sustainability rating of VW’s cars was poor which have been adversely affected the value of its vehicles. Recently, in response to rising environmental concerns, VW has been working on sustainability initiatives as well as investing in clean technologies to lessen its carbon footprint. The company has set ambitious targets to become more eco-friendly and encourage and promote sustainability throughout its business operations. VW has committed to Paris Agreement's climate goals as well as aimed to becoming carbon-neutral by 2050 (volkswagenag, 2020). 
Cost optimisation and efficiency: Like any other large company, VW has been focusing on efficiency improvement and cost optimisation to increase its profitability as well as a competitive edge. The company moreover aimed to improve production procedures, leverage economies of scale, and reduce redundant activities to enhance profitability and manage a competitive edge. 
Along with that, five years ago, VW launched the transformation of the Volkswagen brand with the ‘Transform 2025+’ strategy and the company completely realigned itself. VW has renewed its model range from the ground up. The company has made a clear commitment to electric drive vehicles. Moreover, recently, with its enhanced ‘Accelerate’ strategy, VW is initiating the next stage of transformation. The key motos of this strategy are to increase the pace of innovation and fight against climate change (volkswagen, 2023). 
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Resources of VE over the past five years are discussed below.
Manufacturing and production facilities: VW has a widespread global manufacturing presence with multiple production facilities throughout the world. Its production capabilities have been vital in producing a broad range of vehicles throughout different brands within the Volkswagen Group (volkswagen, 2018).
Research and development: VW has been effectively investing in research and development to innovate more as well as remain competitive in the automotive industry. The company’s R&D efforts have emphasised electric vehicle technology, connected car services, autonomous driving, and sustainability mobility solutions.
Diverse portfolio of brands: VW owns numerous popular automotive brands, such as Volkswagen Passenger Cars, Porsche, Audi, Bentley, Lamborghini, Bugatti, and others. This diverse portfolio enabled it to cater to different market segments and customer preferences.
Electric vehicle technology: VW has actively been developing and promoting electric vehicles. Its electric mobility capabilities have evolved which led the company to the launch of electric models, such as Volkswagen ID.3 and Id.4 along with electrified versions of present models.
Human resources: Human resources and workforce have been a valuable asset for VW as employees contribute to the capabilities of the company in design, research, manufacturing, engineering, and other vital functions. Globally, in 2022, the company employed over 669,000 people (Carlier, 2023).  
Supply chain management: Effective supply chain management has been crucial for VW to manage a steady flow of materials and components to its production facilities throughout the world.
Financial stability: As a large-sized multinational company, VW has had financial stability as well as proper access to capital which is vital for making strategic investments and weathering market challenges. 
Capabilities VE over five years are discussed below.
Please refer to the appendix for the SWOT analysis
Evaluation: The biggest strength of VW is its strong brand reputation as it is one of the oldest automakers with years of innovation and experiences. During the last five years, VW has been financially efficient and highly capable due to its strong financial performance. The sales capability of the company was very high over the last five years due to its impressive portfolio. From Lamborghini to Audi, Bugatti, Porsche, and others all these icon brands are part of VW’s portfolio (volkswagen, 2023). Another major strength of the company is its diversification strategy. The Volkswagen Group is highly diversified with two key divisions that are the Financial Services Division and Automotive Division. The new “Together-25” strategy is another strength of the company which developed in the wake of its emission scandal as well as the external market pressures. However, negative publicity has hit hard the company which was the result in a sales decline. Due to ‘dieselgate’ scandal, VW’s reputation has been adversely affected (bbc, 2022). Moreover, VW does not promote or market its brand enough aggressively outside Europe.
VW has various opportunities for improvement and growth. The number of environment-conscious customers is gradually increasing throughout the world. Therefore, VW can more invest in the production of electric and hybrid cars to exploit the increasing demands. Moreover, the company can expand its business in emerging markets, like Asia., Latin America, Africa, and the Middle East as the purchasing power of the middle class is growing (Vecchiato et al., 2020). The increasing demand for self-driving cars is composed to rapidly increase in the next few years which will allow the company to grow. However, the immense market competition, strict environmental policies, and various damages and fines that the company often have to pay have been creating threats to it.
Analyse to what extent the company has aligned its resources and capabilities to its current business strategies
VW has been demonstrating a significant alignment of its capabilities and resources towards its electric vehicle strategy. The company has sufficient financial resources to invest sufficiently in research and development to develop electric vehicle technology and launched the ID series of electric cars. VW moreover continued to align its resources towards global expansion by properly investing in emerging markets and establishing strategic partnerships with local companies to boost its presence in those regions (Jung and Sharon, 2019). The capability of brand diversification has been allowing VW to cater to diverse market segments and customer preferences. Each brand has specific positioning that allows the company to increase its market reach. In response to the emission scandal, VW realigned its resources and sufficiently invested in various environmental initiatives to become eco-friendly and more sustainable. Along with that, VW’s resources and capabilities allow the company to optimise cost as well as enhance efficiency to stay competitive in the automotive market.
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To understand the external business market condition and identify the competitive forces in the automotive industry, Porter’s five forces model is applied. Please refer to the appendix.
Evaluation: It can be considered that the automotive industry is highly competitive with numerous global giant automakers and many substitutes. As customers have now numerous options to choose from, they pose moderate to high bargaining power that affects the pricing of VW. Along with that, the requirements for high-quality materials and components and the possibility of supply chain interruptions can influence the bargaining power of suppliers to some extent (Ungerman et al., 2018). 
In the competitive environment, VW has been trying to remain competitive by developing the following approaches.
Sustainable manufacturing: VW has been working to lessen the environmental impacts of its manufacturing procedures. The company has implemented eco-friendly approaches in its production facilities, like water recycling, energy-efficient technologies, and waste reduction initiatives (volkswagen-group, 2023). 
Electric vehicle strategy: VW has been fairly investing in electric mobility to remain competitive in the automotive industry. By shifting the focus to electric mobility, the company aims to lessen its carbon emissions and significantly contribute to a cleaner environment.
Carbon neutrality: VW has developed a long-term goal of accomplishing carbon neutrality by the year 2050. To accomplish this goal, the company has been applying measures to lessen its carbon footprint, including utilising renewable energy in manufacturing, transitioning to electric vehicles, and offsetting remaining emissions through several environmental projects.
Investing in sustainable technologies: Along with electric mobility, VW has been sufficiently investing in sustainable technologies, such as autonomous driving, alternative mobility solutions, and connected car services. By differentiating its offerings, VW intends to cater to changing consumer demands while promoting sustainable transportation solutions (volkswagenag, 2022).
By incorporating sustainability into its core business strategies and practices, VW intends to position itself as a responsible and forward-looking company, drawing the attention of environmentally conscious investors and customers while remaining competitive in the automotive industry.
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VW is recommended to consider the following sustainability practices further which can help the company to develop more competitive advantages.
Sustainable supply chain management: It is recommended to VW collaborate with suppliers to make sure sustainability standards are met across the supply chain. The company further needs to encourage its suppliers to adopt eco-friendly practices, social responsibility initiatives, and ethical labour standards. A sustainable supply chain can improve the company’s competitiveness and reputation.
Investing in green marketing: VW is recommended to highlight its sustainability initiatives in marketing and promotional campaigns. Focusing on the advantages of electric vehicles, lessening emissions, and other sustainable efforts to attract more environmentally conscious customers (Giampieri et al., 2020).
Investing in connected and autonomous technologies: The company is recommended to leverage connected cars and autonomous technologies to improve vehicle safety, efficiency, and convenience. The company requires to develop cutting-edge user-friendly connected services and autonomous driving features to gain more competitive advantages.
Involving in public-private partnerships: VW is recommended to collaborate with governments, different stakeholders, and NGOs to address wider sustainability and environmental challenges. Involving in public-private partnerships and collaboration can lead the company to policy advocacy, innovative solutions, and positive brand perceptions. 
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It is concluded that to increase competitive advantages, VW needs to focus on developing more sustainable practices. The report has identified the main business strategies that VW has developed over the past five years. Moreover, the resources and capabilities of the company have been identified along with discussing the ways its capabilities and resources align to its present business strategies. The ways VW has been trying to become more competitive have been evaluated in the report. Along with that, effective sustainability practices have been recommended to VW to increase its competitive advantages. 
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SWOT Analysis:
	Strengths
	Weaknesses

	· Excellent brand recognition
· Strong financial performance
· Impressive portfolio
· Diversified brands
· “Together-2025” strategy
	· Emission scandal
· Poor marketing strategies outside Europe
· Negative publicity

	Opportunities
	Threats

	· More focus on eco-friendly cars
· Expansion in emerging markets
· Increasing demands for autonomous vehicles
	· Immense market competition
· Fine and damages will have to pay
· Strict environment regulations 



Porter’s Five Forces Analysis:
	The threat of new entrants
	The automotive industry has a moderate to low threat of new entrants as it has high entry barriers due to significant capital requirements for research and development, manufacturing, and developing a global network. Moreover, new entrants need to have sufficient skilled human resources and technology implementation with efficient business models and strategies to enter the automotive industry.

	Bargaining power of suppliers
	VW relies on a huge network of suppliers for materials and components. However, the global presence and size of the company provide it with some leverage in negotiating with suppliers. Moreover, the automotive industry mainly has numerous suppliers for particular components which reduces the bargaining power of suppliers (Sakuramoto et al., 2019). Therefore, it can be stated that VW gains a moderate threat from suppliers.

	Bargaining power of buyers
	Customers in the automotive industry including fleet purchasers and individual customers have access to a wide range of options from different automakers. The availability of substitutes and price sensitivity can impact the bargaining power of buyers. Therefore, it can be considered that in the automotive industry, buyers have moderate bargaining power.

	Threat of substitutes 
	In the automotive industry, the threat of substitutes is moderate. It varies based on market segment and region. In developing countries with well-developed transportation infrastructure, alternatives, like ride-sharing, public transport, and bicycles can pose a moderate threat to VW. On the other hand, for specific purposes of long-distance travel, personal vehicles remain a basic mode of transportation that lessen the threat of substitutes to some extent. 

	Competitive rivalry
	The automotive industry is highly competitive with several well-recognised players and emerging organisations competing for market share. VW faces immense competition from other giant automakers, such as General Motors, Toyota, Ford, and others. The threat of competitive rivalry puts pressure on the innovation, pricing, and marketing initiatives of VW.
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