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1. INTRODUCTION
Despite sustainability's widespread publishing, no consensus exists on what the term actually means. Developing in a way that doesn't jeopardise future generations' ability to satisfy their own needs is what we mean by "sustainable." With the help of the framework provided by sustainability, nations, regions, and cities may better manage their expansion while also meeting global expectations for efficient use of resources, robust infrastructure, safe neighbourhoods, and the creation of innovative businesses that stimulate economies. Businesses are slowly recognising and capitalising on sustainability's worth (McMullen, 2001). How a corporation manages sustainability challenges, a basic competitive market force, affects its long-term financial stability and profitability (Orlitzky, 2003). "Triple-bottom-line" approach splits sustainability into economic, social, and environmental issues (Robins, 2006). (2008) Companies recognise their product and operation decisions may affect people and the world. This is a developing scenario, but it has strengthened the influence of stakeholders, environmental agencies, and CSR on organisational decision-makers (Presley, 2007). This is good, but it must be balanced by delivering institutional investors a respectable return and maintaining the company's long-term survival.
This paper aim to analyse the key business strategies and sustainability practices using the Volkswagen “Diesel Gate” scandal happened in 2015. The investigation will rely on a secondary research conducted on Volkswagen company focusing on the organization’s business strategies applied in the last five years, analysing the sustainability strategies that the company has put in place nowadays and furthermore finding new opportunities for the company’s sustainability. 

2. COMPANY OVERVIEW 
Volkswagen, officially Volkswagen AG but more usually abbreviated as V WAG, is a major international automaker. Wolfsburg, Germany is home to the company's main office. In 1937, a company was established in Berlin, Germany to manufacture People's vehicles. The Company was a major target of Allied bombing during WWII due to its production of military vehicles. The dispute caused temporary disruptions to the company's operations, but these were soon overcome, and business returned to normal. Fortune Global 500 ranks V WAG at number seven among the world's largest companies. Since World War II, the company has actively pursued international expansion, allowing it to amass one of the greatest customer bases in the business world.
Volkswagen Group is an international corporation that develops, produces, and sells a wide range of vehicles and related products, including cars, trucks, buses, motorcycles, and turbochargers. The company's primary business is the manufacture and sale of vehicles, but it also offers related services including financing, leasing, and fleet management. In Europe, Volkswagen has been the market leader for automobiles for the past two decades.
V WAG may have its roots in Germany, but the company has expanded its operations internationally in recent years. There are currently over 150 nations where the firm is active, and the company's 100 production locations are spread throughout 27 countries. V WAG produces a range of vehicles, including cars, motorcycles, and trucks. The company's passenger car line up includes the Volkswagen Marques, Audi, Bugatti, Porsche, Bentley, SEAT, Lamborghini, and Skoda brands, among others. Volkswagen Commercial Vehicles, Marques MAN, Neoplan, and Scania are only few of the brand names under which the company's commercial vehicles are sold. The company's motorcycles use the well-known Ducati label. VW produces several distinct models of car as a result (Volkswagen,2021).

3. VOLKSWAGEN BUSINESS STRATEGY
In addition to logistics, the company is well-known for its financial services. Volkswagen takes a novel approach to customer retention by providing low-cost banking and insurance services to clients operating in a variety of countries. Volkswagen Bank, with branches in many countries including the UK, provides a number of financial services to its clientele. These include loan and credit services, as well as borrowing options. The company's marketing plan involves reaching out to customers in various ways all across the globe to help them buy and maintain their vehicles. To further concentrate its earnings, it offers a wide range of financial services to the general public. There are several car depictions.
3.1. PORTER’S FIVE FORCES
Porter's five forces influence every market and sector worldwide. Using this method, one may examine the profitability, attractiveness, and competitiveness of any given market (M.E.Porter, 2007). 
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Fig.1. Five Porter’s Forces

Bargaining Power of Suppliers
Suppliers for Volkswagen AG have minimal leverage in negotiations. This is because VW works with a vast array of suppliers situated in various parts of the world. Furthermore, VW requires all suppliers and subcontractors to follow its code of conduct. Volkswagen is a multinational firm with a robust financial foundation and an extensive network of factories, warehouses, and distribution centres across the world (A.Buiga, 2012). Because VW may easily switch suppliers, suppliers have little bargaining power. Companies that demand high-quality inputs from their suppliers are in a stronger negotiating position. VW is dependent on reliable, long-term partnerships with its suppliers. In this way, it not only educates its vendors but also recognises its top vendors (M.Hanno, 2019). Despite this, the combined bargaining power of suppliers is still rather low.
Bargaining Power of Customers
This century has seen an increase in the bargaining power of the consumer for a number of reasons. Given the availability of several manufacturers' variants of the same product, consumers may pick and choose from a wide range of options. The 21st century consumer is savvy and educated. He gives careful consideration to the product's quality, safety, environmental friendliness, and fuel efficiency before making a purchase. On addition, firms invest much in advertising and marketing in the hope of drawing in new customers. The level of competition has increased in the lower and higher end markets (M.Hanno, 2019). Each company puts money into R&D to make products that are better than the competition. VW invested €4.8 billion ($5.8 billion) in R&D last year.
The client can take advantage of a number of different factors. In the auto industry, however, the size of individual purchases is what really matters. Each acquisition is sufficiently sizable to warrant notice. Patrons may exert a great deal of influence in negotiations.
Threat of Substitute Products
Competition among automotive manufacturers is fierce, making substitute goods a serious concern. There are alternatives to Volkswagen products available from other brands than those listed here. Alternatives to Volkswagen goods may be found in other forms of public transportation. Volkswagen's robust finances and reputable brand image mitigate some of the impact of this threat. It sells trendy, high-quality goods at reasonable prices. Because of this, there is now more mutual confidence and less fear of being replaced. Substitutes pose a moderate threat to VW.
Threat of New Entrants
There is very little danger posed by new entrants to the car industry. This is because new brands face extremely steep challenges when attempting to join the market, as a result of the high entry barriers. Human resource costs are high despite the fact that a lot of money is spent on infrastructure (manufacturing, advertising, supply chain, and distribution). Furthermore, regulatory restrictions hinder the introduction of novel products. New brands entering the market provide little to no threat to existing ones.
Competitive Rivalry
The car industry is notoriously cutthroat. It's because most brands, while having so many to choose from, make similar goods with equivalent quality and efficiency (M.Hanno, 2019). This is why many businesses put so much money into R&D and advertising to create cutting-edge products. As an industry, the car sector has a high degree of rivalry.

4. RESOURCES AND CAPABILITIES
Numbers of rivals exist in the same market as Volkswagen, all of which have access to essential infrastructure. Consequently, the possession of scarce resources does not guarantee long-term success (M.Hanno, 2019). VW needs scarce resources to be competitive. Volkswagen will not be able to compete well in the market if it does not have the uncommon resources necessary to do well in the business. Second, having access to rare resources can give Volkswagen an edge in the market over rivals that don't have the same access.
4.1. VRIO analysis
The VRIN/VRIO study is an effective strategic tool for evaluating the current state and future prospects of a business. The strategic instrument is useful for evaluating a company's internal resources and skills in order to gain a long-term competitive advantage (P. Knott, 2015). The VRIN/VRIO study ranks skills and assets based on how valuable, uncommon, unique, and irreplaceable they are.
Both the VRIN and VRIO studies provide the same results. The VRIO measures the firm's proficiency in making the most of its organisational structure to boost productivity and gain an edge in the market. In the past, the company's competitive edge was explained by its non-substitutability due to its unique competencies and resources (P. Knott, 2015).
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Fig.2: VRIO framework
Source: google.com
Volkswagen also frequently use the VRIN/VRIO study in order to develop competitive strategies predicated on the company's underlying strengths and resources. Competencies help Volkswagen capitalise on opportunities and mitigate internal and external risks. These skills allow the organisation to prosper (for the entire VRIO/VRIN analysis see APPENDIX 1).

[image: Table

Description automatically generated]
FIG.3: VRIO/VRIN analysis on Volkswagen 

5. SUSTAINABILITY AND ENVIRONMENT STRATEGY ANALYSIS
Volkswagen's longstanding emissions problem makes it an excellent case study for academics interested in CSR. The company's deception regarding the new product's pollution levels cost them dearly financially and in terms of their reputation with its stakeholders (Leggett, 2018). Corporate social responsibility, which represents care for stakeholders and highlights the intricate web of connections between a company and its community, is the most applicable concept here (Zu, Li, Zhao, & Li, 2014). Stakeholder theory is employed because of its applicability to the Volkswagen case and its emphasis on ethical conduct, social contract, and economic considerations.
Ultimately, the case study found that insufficient commitment to CSR principles resulted from an overemphasis on profit-making. Organizations should establish rigorous procedures for CSR reporting and internal management of ethical problems, according to the company's major piece of advise. In addition, the analysis showed that information was intentionally hidden owing to lax management.
Climate change
The company backs international climate accords like Paris. The company's goal is to become carbon neutral by 2050.
Total life cycle greenhouse gas emissions from automobiles and light trucks are to be reduced by 30% from 2015 levels, according to the company's plans. The organisation is committed to promoting the use of renewable energy sources across the board.
Resources
Volkswagen wants to improve resource efficiency across the board, including in the areas of materials, energy, water, and land usage, and create circular economy concepts.
They want to cut carbon dioxide (CO2), energy (energy), water (water), garbage (trash), and volatile organic compound emissions (VOCs) by 45 percent per vehicle by 2025 compared to 2010 levels.
Air quality
People who are working to make e-mobility more widespread in order to better the quality of the air in their communities.

Twenty-five percent to thirty-percent battery-electric vehicles will represent Volkswagen's range by 2025. The Volkswagen Group fleet is expected to include at least 40% electric vehicles by 2030, as stated in the company's sustainability report (2022).
Environmental Compliance
Volkswagen's goal is to be a progressive, open, and prosperous company by developing and enforcing efficient management systems that mitigate the company's impact on the environment across the full life cycle of the company's mobility solutions (VW sustainability report, 2022).
Stakeholder collaboration
Stakeholders both inside and outside the company are engaged in efforts to raise knowledge of environmental requirements and expectations. The company's Environmental Compliance Management System, operations, products, and services all reflect stakeholder input. We value honesty and openness, and we want to convey that in all of our dealings with and reporting to our many constituencies (VW, 2022).
Compliance
Volkswagen is committed to doing what is right by the law and by the company. Environmental Compliance Management System ensures that business actions identify and fully address environmental effects and compliance duties. Misconduct in regard to the environment, as well as any kind of malicious disrespect or fraud, is not tolerated under our standards of conduct. The Volkswagen Group of America Board of Directors receives an annual assessment and report on the company's compliance with its Environmental Policy and Group environmental standards (VW, 2022).
6. SUSTAINABILITY PRACTICES. RECOMMENDATIONS
From the Diesel Gate scandal from 2015, Volkswagen improved a lot and aims to a continuous improvement. A first recommendation for the company would be to focus on keep improving the products quality and productivity. Volkswagen has major quality issues if their recall rates are high (T. Legget, 2019). The company's worldwide operations have experienced reduced productivity as a result of these quality issues. As was previously said, both Volkswagen and Toyota annually produce roughly 10 million automobiles. At this level of production, Volkswagen's profit margin is 6% with a workforce of 600,000. Whereas, with only 300,000 employees, Toyota is able to generate a 10% profit margin. With improved quality, businesses might increase their bottom line, production output, and customer satisfaction. Moreover, a reduction in difficulties and maintenance/repair expenses would arise from a higher quality product. Having fewer breakdowns and spending less time and money fixing them increases output while decreasing input costs. I recommend that Volkswagen's factories all around the world, including in the Americas, Asia, and Africa, adopt a rigorous Six Sigma approach. A large body of evidence demonstrates that implementing Six Sigma practises may boost not just quality and productivity but also bottom line results and return on investment for shareholders. Six Sigma's benefits need a collaborative, continuous-improvement mindset, which would support ongoing efforts to effect cultural shifts. In addition, Mueller has to go on with his plans to significantly reduce Volkswagen's model line-up. As a result, annual spending will be reduced by billions of dollars while productivity indicators are boosted even more. Joint collaborations to develop battery technology are one option. Electric cars need batteries (Welch, 2015). Volkswagen must overcome battery weight and size. A big, heavy battery limits an electric car's range. Recharging is like filling a gup, and recycling is too costly. Electric car manufacturing is more costly than gasoline. Chevrolet will give automobiles at or near cost to promote its brand. Tax incentives have bolstered U.S. electric car sales. VW's international approach may differ. Charging stations for electric cars are insufficient. Inadequate support systems have prevented widespread use of electric automobiles since the early 19th century. Volkswagen's electric car work faces several challenges. They have a steep learning curve, therefore I recommend partnering with Panasonic, LG-Chem, or Tesla.
7. CONCLUSION
Volkswagen had a good financial year in 2016 despite the diesel issue in 2015. Record revenues and increased margins led to more than doubling net earnings in 2017 but, Volkswagen's ability to keep up with self-driving cars is a greater problem at this moment.
The corporation must alter how its products are made to address a variety of challenges, including as lowering carbon emissions. By reducing carbon emissions, the corporation may assist combat climate change. The company's 2025 goal encourages renewable energy sources, which is good. In any event, the corporation must take further precautions in its production plants to decrease dangerous emissions and ensure future generations' safety.











8. APPENDIX 1: VRIO/VRIN ANALYSIS

VALUABLE: 
 Brand social responsibility
· The firm's actions and social responsibility initiatives are communicated to stakeholders through annual reports and websites, and the corporation has a CSR (corporate social responsibility) role.
· Volkswagen's engagement and CSR goals are intentionally tied to the company's overarching vision, making this an irreplaceable strength..
Brand awareness 
· Volkswagen has developed its reputation as a quality brand over many years and with excellent goods.
· The emblem represents the honesty and reliability of Volkswagen.
· When compared to competitors, Volkswagen has an edge because to its unique and unassailable brand image.
Brand recognition
· Volkswagen is a famous car brand. This brand recognition is a direct result of the company's steadfast commitment to quality and the positive equity of its name.
· Having a well-known brand helps increase sales and the worth of a business.
· Investing in a brand over the long haul creates a memorable and enduring reputation that can't be bought or sold.
· Volkswagen has a well-respected distribution network. The company's global distribution network allowed them to ship goods to areas without functional facilities.
· The Volkswagen Group is able to take advantage of expanded prospects in a wide variety of global and regional markets thanks to this..
               Innovativeness predisposition and the ability to raise capital 
· Volkswagen is able to reduce its operating costs and improve its scale economies as a result of the company's unique products and services, innovative marketing, and creative business practises.
· Because of the inventive nature of this organisation, it has been able to overcome challenges related to the environment and exploit opportunities related to the environment with relative ease.
· The operations of Volkswagen span the whole planet.
· The expansion and diversification of the business involve the use of the company's own finances. This flexibility has allowed for mergers and acquisitions, which has resulted in reduced market rivalry. The ability of Volkswagen to get financing has resulted in increased market penetration and access, enabling the company to capitalise on opportunities presented by the market.
RARE
Only a few companies in the industry hold and foster unusual competencies, giving Volkswagen a competitive edge.

                 Global Presence
· The fact that Volkswagen operates on a worldwide scale has helped the corporation improve not just its profitability but also its cultural sensitivity and its reputation in different parts of the world.
· Volkswagen was able to make a profit because to its international history and presence.


                 Problem-solving
· Volkswagen's employees and management respect problem-solving. \s This increases workplace cooperation, creativity, and innovation.
· When a business innovates, it increases its ability to compete, which in turn increases the company's profits both in the short and long term.
· This extraordinary ability helps the firm sidestep dangers and grab opportunities.
               Risk-taking
· Volkswagen is known for its willingness to take measured risks, a quality that is crucial to any business looking to grow and expand into new markets.
· Volkswagen's approach to risk assessment is sound, letting it spot promising openings and go forward with confidence.
· Taking calculated risks has been essential to Volkswagen's success.
             Adaptability
· Because of Volkswagen's widespread presence across the world, the company is regularly exposed to new ways of life and ideas.
· As a multinational corporation, the firm has demonstrated remarkable cultural sensitivity through its localization efforts, internationalisation of its marketing and communication strategies, and allocation of management duties across different regions.
· With this localization, the corporation may more easily break into domestic markets.
· A global strategy frequently serves as the compass for localization efforts, allowing for greater efficiency across a wide range of management roles.
· Volkswagen's success may be attributed in large part to its ability to adopt cultural norms from many countries and regions.


IMITABLE
These qualities boost a company's competitiveness and longevity. Competitors can't easily copy these resources and skills.
                       Product quality
· Volkswagen's great and consistent quality stimulates repeat purchase, which in turn increases the brand's popularity.
· It is only upper management who are aware of the projection's high quality and accuracy.
                         Store positioning
· Volkswagen's storage facilities are convenient and help promote the band's profile, and the company has retail locations in a number of different nations.
· In any market where it operates, Volkswagen's wares may be obtained without much trouble.
· Marketing communications Volkswagen's advertising promotes material spending.
· As a result, the firm has been able to keep its worldwide competitive advantage thanks to its marketing communications, which have been shaped by the company's organisational culture and guided by the strategic leadership.
                         Competitive pricing
· The company's streamlined manufacturing at scale and the sustained demand have allowed Volkswagen to keep overhead to a minimum.
· The organisation has also made use of technology in an effort to reduce expenses and enhance productivity.
· Volkswagen's ability to provide low prices has been greatly aided by this inventive method of decreasing costs.
           Customer experience
· Volkswagen's customer service is second to none, and the company's offerings and interactions with customers are memorable and comprehensive enough to inspire repeat purchases.
· Volkswagen's interaction with its customers and promotion of its brand now goes well beyond the sale of physical goods; it also includes the dissemination of useful information to consumers in order to build customer loyalty.
ORGANIZATION 
The materials were created especially for Volkswagen and cannot be used by rivals. Volkswagen can capitalise on opportunities and successfully employ resources for commercial expansion since these resources cannot be replaced.
                             Financial strength
· Volkswagen is financially and brand strong.
· The company's financial strength allows it to develop and market new products.
· Financial stability allows the company to consider mergers and acquisitions for a competitive edge.
· Financial strength has helped the company focus on product innovation and sustaining quality throughout its many markets.
· The company's financial strength underpins its well-managed distribution network.
· Volkswagen needs strong finances to realise internal and external prospects.
                           Technological advancement
· Volkswagen's technological development and integration are also competitive advantages.
· Volkswagen's business procedures and operations are efficient owing to technological innovation.
· Technology enhancement and integration allow for seamless administration of the company's global activities, which is vital for effective logistic management.
· Volkswagen's long-term competitive edge comes from technological advances and methodical integration.
                      Employee training 
· The organisation offers in-house training for various job roles and job designs, assisting workers in carrying out their specified job obligations.
· Employees benefit from the company's training both personally and professionally.
· Volkswagen's training and investment in people results in strong corporate commitment and a loyal workforce.
                        Research and Development expenditure
· Volkswagen invests in research and development.
· Volkswagen's research and development department monitors market trends and customer behaviour.
· Volkswagen Company's research and development function is used to meet changing consumer interests and preferences.
· Coca-investment Cola's in focused R&D has enabled them to maintain a competitive edge and utilise other resources.
                        Channels of distribution
· Volkswagen's distribution networks are a significant asset and resource.
· The corporation owns and manages the firm's distribution system and supply chain, which are based on agents and dealers.
· Volkswagen's distribution channel mix enables it to access new markets and increase sales and consumption.
· Through strong supplier and partner ties, the company's clear and carefully organised distribution network has grown over time.
                        Corporate leadership and vision
· Business leadership and vision are also irreplaceable.
· The organization's strategic direction is determined by the leadership.
· Leadership stimulates employees and establishes corporate goals and objectives.
· Volkswagen's growth can be attributed to its leadership.
                          Capacity to produce
· Over 100 countries market the brand.
· Volkswagen has a competitive advantage due to their simpler production and inventory management processes.
· This provides the organisation with a distinct advantage that allows it to expand into new markets.
                        Human Resources
· Volkswagen makes investments in its employees.
· The HR department of the brand strengthens the company's competitive edge through enhancing employees.
· Volkswagen's human resources department is in charge of recruiting, pay, succession planning, and training.
· Volkswagen's pleasant workplace culture is maintained via human resources.
· Human resources facilitate Volkswagen's growth, development, and utilisation of other resources.
                     Organizational culture 
· Culture of the Volkswagen Group is encouraging and creative. Not only does this culture foster expansion and development for the company as a whole, but it also encourages the personal growth of its employees.
· The atmosphere at the company promotes open communication and cooperation.
· Volkswagen relies heavily on this knowledge and asset as it pursues international growth and a wide range of diversifications.
                      Marketing strategy 
· Volkswagen's marketing and communications have a broad, cohesive strategic focus.
· Several tiers of regional specialisation and country-specific adaptation make this overarching strategy effective.
· As a result of the change, Volkswagen's visibility and reputation have improved.
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