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[bookmark: _Toc72168755]Volkswagen is a renowned German automaker that is known for manufacturing quality vehicles around the world. The Volkswagen brand was founded in 1934. The mass production of the Volkswagen ("people's car") was, however, halted due to the start of the war and integration with the arms industry; instead, military vehicles and other munitions were produced using forced labour. The British directed Volkswagen to build the Volkswagen saloon before the end of 1945 after the war (Volkswagen Group, 2021). Nowadays, this giant automaker operates business around the world and has a good reputation, however, recently, the company has been charged with using cheating devices in its vehicles and this affected the reputation of the company. Volkswagen paid a huge amount of money for settlement (Poier, 2020). Its diesel gate scandal made the company go under a big loss; however, this renowned automaker is now focusing more on sustainable business. This essay will cover a brief discussion on the case of Volkswagen. In addition, Volkswagen's business strategies and the resources it used to function its strategies will also be discussed. Additionally, some recommended ways to use sustainable practices that will develop the competitive advantage for the company will be mentioned in this essay.
Volkswagen is a German automaker company that operates business worldwide. Volkswagen is known for its quality cars and good quality service after sales (Holtbrügge, and Conrad, 2020). Key business strategies of Volkswagen over the past years are - New Auto strategy, Differentiate strategy and Localized marketing strategy. Officials from the Volkswagen Group unveiled the core principles of the new Group strategy "NEW AUTO - Mobility for Future Generations," which calls for the corporation to transition from being a car manufacturer to a premier, global provider of software-driven mobility. The main goal is to offer future generations individualized, interconnected, safe, and sustainable mobility alternatives. (Volkswagen Group, 2021). New Auto strategy is a specialized business strategy adopted by Volkswagen that indicates the reinvention process. Volkswagen is a renowned automaker, which is why the company wants to reinvent itself. New Auto strategy indicates the way Volkswagen wants to reinvent its features and services (Bai, 2021). That is why the company took some exceptional steps in its cars to ensure reinvention, however the strategy might not go well in some cases. Using cheating devices in the cars made the company face downfall. A high emission rate in its diesel cars made the company face downfall. Volkswagen pursued New Auto business strategy in order to create competitive advantages in the market by bringing innovation in its existing car models. The idea was good but some activities into that strategy made the strategy notorious in some cases (Jung, and Sharon, 2019). As a result, the company could highlight its innovative features added in the existing car models which may create advantages for the company in the market rather than down falling the company. The company also maintains differentiate strategy. Differentiate strategy is the one through which a company focuses on standing out from the other competitors in the market. Differentiate strategy is the one that helps a company to create a stronger position in the market by offering more quality products, more services after sales etc. Volkswagen is the one that focuses differentiate strategy in order to create a stronger position in market. The company focuses on quality car manufacturing. From the very beginning, especially from the last few years, the company focuses on many differentiate activities that are helping the company to get advantages in the market over competitors. The company manufactures quality cars with the most modern features and qualities. Additionally, the company is known for providing after sales service at a superior level. The company provides more services to its customers after sales so that the customers do not feel detached with the company, and customers can recommend others to purchase Volkswagen cars as well. That is increasing the customer base of the company and satisfying customers with the service at the same time. Another strategy that Volkswagen follows is localized marketing strategy. Localized marketing strategy indicates the way of marketing and manufacturing products based on local market requirements. Not all markets are equal. Market demands and requirements are variable, and companies must offer goods and services in different markets based on the needs and requirements of these particular markets. Otherwise, the companies could face a loss. Volkswagen follows the localized marketing strategy in order to understand the need and demand of the local market so that the company offers vehicles based on the market requirements (Lee, Kim, Kim, and Choi, 2021). Volkswagen has pursued the localized marketing strategy to serve more to its customers. Volkswagen is known for manufacturing quality vehicles, but the company has to remember that every market is not equal. Market demands and requirements are different. Based on the market demand and requirements, the company has to serve its customers. Volkswagen has adopted the localized marketing strategy so that it can offer and manufacture the vehicles for different markets based on the requirements of these particular markets.
[bookmark: _Hlk124163524]Volkswagen has a number of resources and capabilities that enable it to conduct business effectively. These resources and capabilities are critical in carrying out specific business strategies. According to Whittington et. al (2020), an organization's resources and capabilities contribute to its long-term survival and may also contribute to competitive advantage. Resources are the assets that organizations have, while capabilities are the ways in which those assets are deployed. Some of the resources are - equipment, machinery, digital factories, while capabilities are - brand image, service guarantee, efficiency, productivity etc. Additionally, the company has efficient human resources that work continuously to create superior value for the customers. To implement the New Auto strategy, the company needs its resources and capabilities the most. The modern pieces of equipment and machinery help the company to produce quality vehicles for the customers. Additionally, those help to bring innovative features into the vehicles. The company procures its car parts from Germany, chips from Taiwan, battery from Switzerland and some specific parts from USA (Holtbrügge, and Conrad, 2020). Since the company follows New Auto business strategy, it has to bring innovation into its vehicles. By reinventing the parts, features and using more modern car parts, the company works on ensuring this particular business strategy. Its human resources play a significant role here. The company has highly supportive and efficient human resources who understand the goals of the company and work accordingly to achieve these goals by ensuring efficient business processes. Volkswagen uses a differentiate strategy to create competitive advantages over the competitors in the market. To work based on differentiate strategy, the company focuses more on applying its intangible resources and human resources. Its intangible resources, such as  brand image and service guarantees are used to make the position of Volkswagen different from others in the market. Volkswagen is also known for providing good quality service after sales and maintaining good customer relationships so that customers remain satisfied with both the vehicles and services of the company. This helped the company to create a unique position in market which is different to other competitors. Furthermore, the corporation employs its human resources to develop high-quality vehicles for its consumers. Its highly efficient personnel add innovation and productivity to the manufacturing process, resulting in the company's competitive advantage in the market. Localized marketing strategy is also implemented through the use of both tangible resources and human resources. To satisfy local markets, Volkswagen needs to understand the needs and requirements first of the markets and then manufacture vehicles in such way that are demanded by the market. Human resources help to identify the market needs by conducting market surveys and then identifying the needs and demands, trends and requirements of particular markets. Based on the findings, the company manufactures vehicles by using its digital equipment and machinery in such a way that the vehicles match the needs and requirements of the market (Hassan, 2019). That is how Volkswagen uses its several types of resources and capabilities to work on its multiple business strategies - New Auto strategy, Differentiate strategy and Localized marketing strategy. Additionally, Volkswagen is working continuously to level up its resource efficiency and manufacturing efficiency in order to ensure smoother business and gain competitive advantages (Jung, and Park, 2017).
Through the use of New Auto business strategy, Volkswagen tried to reinvent its features and models. But Volkswagen forgot the environment issue that is related with sustainability (Jacobs, and Singhal, 2020). As previously noted, Volkswagen has been charged with fitting cheating devices in their vehicles and the scandal led to the company paying a huge amount of money for settlement. The high emission rate from Volkswagen vehicles was very high and impacted the environment significantly. A study shows that excessive emission rate from diesel cars result to 5000 premature deaths annually across Europe (Science Daily, 2017). It is clear to say that excessive emission rates significantly impact the environment and lead to premature deaths. While Volkswagen tried to reinvent features and cars through its New Auto business strategy for getting competitive advantages, it neglected the environmental issue, and on that point, it is clear to say that Volkswagen made a mistake. Volkswagen could ensure success rate with New Auto business strategy if the automaker considered the environmental issues first and tried to involve sustainability context. However, the company is attempting to use the same business approach and reinvention in its vehicles and services, but this time with a focus on sustainability and environmental challenges. 
By following some specific performance and practicing sustainability, Volkswagen can gain a more competitive advantage in the future. Some recommendations regarding this are mentioned below:
By ensuring more eco-friendly vehicles: Volkswagen can ensure more competitive advantages in the market by manufacturing more eco-friendly vehicles. Volkswagen is conscious now about the environment and that is why it is manufacturing electric vehicles. But the amount of production is not enough. Volkswagen needs to focus more production of electric vehicles that will reduce the use of diesel cars. As a result, it will positively impact the environment. 
By leveling up localized marketing strategy: Localized marketing strategy helps Volkswagen to understand the local market so that the German automaker can manufacture vehicles for different markets based on their needs and requirements. By leveling up this specific strategy, the company can understand its local market and satisfy the requirements of the local markets. As a result, the company will ensure a more competitive advantage by satisfying local market needs.
By reshaping New Auto Strategy: Volkswagen should shape this specific strategy in a new form so that it can be environmentally friendly and will not go against to the sustainability practice again. The corporation is already taking steps to reinvent its vehicle features so that customers find the existing models of different vehicles in a new form they can trust. 
By performing more corporate social responsibility: Corporate social responsibility is defined as the charity and social welfare activities performed by the corporate firms for the society (Barnett, Henriques, and Husted, 2020).  By performing corporate social responsibility, a corporation impacts positively in the society that levels up the brand image of the company in public. A firm must ensure its corporate social responsibility because society plays a vital role behind the success of a corporation. In that case, corporate social responsibility should be performed. Volkswagen does corporate social responsibility but not at a significant level (Fatima, and Elbanna, 2022). As a renowned German automaker, Volkswagen should focus more on corporate social responsibility that will ensure its sustainability business practice that will result in gaining more competitive advantages in the market.
To conclude, Volkswagen is a well-known German company that is renowned for producing high-quality cars all over the world. This important automaker, which conducts business all over the world and has a good reputation, was recently accused of deploying cheating devices in its automobiles, which negatively impacted the company's reputation. Volkswagen made a sizable financial payment as part of the settlement and is now concentrating more on sustainable business. Volkswagen has used three main business strategies over the last five years: the new auto strategy, the differentiate strategy, and the localised marketing strategy. Volkswagen's New Auto strategy outlines how it plans to modernise its features and services. In order to forge a better position in the market, Volkswagen places a heavy emphasis on differentiation strategy. A differentiation strategy is one that assists a company in establishing a better market position by providing more high-quality products and more after-sales services. In addition, a localized marketing strategy describes how to manufacture and market goods in accordance with regional market demands. Companies must provide goods and services in various markets based on the needs and requirements of those specific markets since market demands and requirements vary. Volkswagen, as a well-known German manufacturer, should place a greater emphasis on corporate social responsibility in order to ensure long-term business practices and achieve a competitive advantage in the market.
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