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Volkswagen Aktiengesellschaft is a global automaker and distributor with locations across the Americas, Europe, and Asia. According to Lutsey, Grant, Wappelhorst, and Zhou (2018), the business makes and sells turbines, engines, chemical reactors, and cars, trucks, motorcycles, and motorcycle parts. However, Volkswagen was found to have employed a diesel cheating strategy by the EPA in 2015 to pass its emissions test. Volkswagen's engines succeeded in cheating the test by giving the impression that they produced fewer pollutants than they actually produced (Clothier, 2015). The main business strategies VW has pursued over the last five years will be examined in this report, along with the justification for each strategy. Volkswagen's assets and skills will also be examined, as well as the degree to which VW has matched these resources and capabilities with its current company strategies to become more affordable while also considering sustainability and the environment. Lastly, recommendations for further sustainability practises to create competitive benefits will be made.
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In the past, business decisions have included diversifying into new global markets, raising the number of alliances and acquisitions, improving the calibre and tenacity of marketing initiatives, and creating innovative new goods (Giomboni and B Pratt, 2018). Volkswagen Group has adopted these strategies to counter the dangers Porter's Five Forces presented. There is an intense desire for smaller, more fuel-efficient cars in the EU market. The firm's factories have risen to the occasion. 
The Volkswagen Group has progressed in Europe over the previous years because it adopted ecologically friendly production techniques. Many of their competitors were only getting starting with their ideas at the time because hybridisation was a growing trend (Gaultier and Marcello, 2021). Hybrid autos, which respond to the consumers' illogical, ecologically motivated attitudes, were sold by taking advantage of the customers' fervent beliefs about "green issues." As a result, they faced fewer threats from rivals as they entered the hybrid sector. They were among the first to market, giving them an advantage over the competitors. To meet the growing demand, the Volkswagen Group also made investments in new factories (Siano, Vollero, Conte, and Amabile, 2017). The initial Volkswagen Group factory was constructed in China at this time. The Volkswagen Group opened other production sites in Asia 3 years after the facility opened. Manufacturing increased from 200,000 to 500,000 vehicles at the end of the third year (Fitzgerald and Spencer, 2020). The Volkswagen Group had also set up manufacturing facilities in India and Africa by the conclusion of that time period. The business's reputation has suffered as a result of its rapid growth. In the Asian market, efforts have been made to prevent coming across as "European invaders."
With the pricing set, there was additionally an attempt to draw purchasers between 18 and 30. The buyer's age controlled the interest rate, which made financing quite straightforward. Volkswagen spent additional resources and time retraining its sales team to better service clients in this age group. The majority of salespeople preferred working with older customers (Turna, 2022). Strategic alliances and efforts of the Volkswagen Group have all proven successful. Because goods and services were so inexpensive, this group didn't need to negotiate with the suppliers. To give the impression that they were getting a fantastic deal, they gave the purchasers a lot of gifts.
The company is now well-known in worldwide markets as a fierce competitor. The corporation has established a strong reputation in the EU and North American markets. The Volkswagen Group had ample time to study the foreign market it was joining. Giomboni and B Pratt (2018) conducted extensive research on their clients' cultural norms and everyday activities. Their collaboration with reputable Chinese and American firms further increased their capacity to dominate global marketplaces. Future goals show they want to continue expanding (How Volkswagen is Creating a Climate-neutral Firm, 2022). They closely track their long-term manufacturing and sales ambitions. They keep a cutting-edge presence by breaking into previously untapped areas through the hybrid and small-car industries.
E-mobility will eventually make up Volkswagen's core. In 2020, Volkswagen launched its e-mobility offensive. As a mass producer, Volkswagen intends to take the lead in the electric vehicle revolution. Not niches, but the whole market, is Volkswagen's focus. By 2025, Volkswagen wants to dominate the e-mobility market and sell 1 million electric vehicles yearly. According to Lutsey, Grant, Wappelhorst, and Zhou (2018), Volkswagen will have its own brand for its upcoming electric vehicles.
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In the US in 2015, Volkswagen was involved in an emissions dispute. According to the allegations, the efficiency of the diesel engines in a few of the business's cars was altered, which constituted deceit and fraud (Welch, 2019). However, the company eventually acknowledged the copy, which led to the CEO's resignation and the worldwide recall of more than 11 million automobiles by the end of 2016. Due to missed sales and costs from consumer refunds and fines, the business bottom line had a significant negative impact (Jung and Sharon, 2019). Even employees unrelated to the event were sent to prison since the dispute damaged the business's reputation so badly. Since many of its clients had stopped trusting them as a result of their standing for dishonesty and fraud, the company was facing a global issue.
The management style of the corporation needed improvement, and not simply because of the emissions concern. There was a robust and autocratic administration in place. Sadly, the company's management did not value employee feedback. The company's production issues have impacted the calibre of its automobiles (Dhir, 2019).
In 2008, Volkswagen created its long-term goal, "To be the most successful, captivating, and sustainable automobile company," which was updated in 2018 in reply to the emissions problem. Two of the main objectives for 2018 are to increase market share and productivity (a measure of return on sales), focus on innovation, and become a top employer. However, they described a new plan for the year 2025 in their 2015 financial statement, which in the end replaced the earlier one (Turna, 2022).
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Volkswagen has utilised several tools, which have ultimately contributed to its current level of success. Through the employment of many methods, they have grown from a German company into a world powerhouse. The company has used a variety of resources throughout the last five years, including its human resources. The business employs some of the best candidates (Gaultier and Marcello, 2021). The business's middle management and leadership teams are accountable for its extraordinary performance on a global scale as a result. Their staff continues to grow. They pay their employee's competitive compensation, offer prospects for promotion, and retain their best employees as they create a new system. Staff members must submit recurring performance reports so that managers may evaluate how successfully they are advancing the organisation's overall goals. The company employs an authoritarian style of managerial control, requiring staff to submit detailed reports on a regular basis.
Financial resources from the business have also been used, with the extra money going towards expansion. The company's sales performance has been acceptable when measured against other German automakers. Sales growth has lately slowed due to increased global competition, although ROIC has remained consistent (Fitzgerald and Spencer, 2020). As they need relatively low investments in relation to the possible rewards, new investments in overseas diversification have led to an increase in revenue.
In order to generate and maintain a profit, the company additionally depends on another resource: its creative application of technology. The resources above have contributed to a certain company becoming well-known in Germany and worldwide. The company has thrived in the worldwide market and managed to keep its competitive edge thanks to its strong financial standing (Dhir, 2019). If the company is unable to maintain solid financial reserves, customers will lose faith in its products and its market share will decrease. Smart, diligent, and highly qualified staff members have contributed to the organisation's advertising, branding, and innovation.
Net income for the year was €13.346 billion, with total revenue of €252.632 billion. December 2019 marked the end of the fiscal year. Based on information gathered during that time, the corporation's assets were valued at €488.071 billion. Because of its strong financial position, this corporation can afford to invest in the research and development required to advance its interests. In some or all of its most significant markets, it can continue to run properly even if this is a global economic catastrophe (TRANSFORM 2025+ Volkswagen explains its strategy for the following decade, 2022). 
In order to preserve a competitive advantage in the marketplace, the organisation has generated it a priority to integrate modern technology into its functional architecture. It is envisaged that implementing these new technologies will improve production rates, price, quality, and potential worker dangers. They allowed the business to increase production twofold without compromising quality or adding personnel (Siano, Vollero, Conte, and Amabile, 2017). 
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Volkswagen is in possession of a vast array of assets, including cash, technology, machinery, and equipment, as well as a physical site, a distribution system, and a portfolio of prominent companies (Bai, 2021). Idea generation, sourcing, engineering, production, financing, R&D, sales, public relations, marketing, and strategic planning are all essential competencies. According to its competitive edge, the ongoing and quick changes in its sector of the market, and institutional settings, the relative relevance and advantages of all these skills and assets have changed and definitely will continue to shift in the future (Gaultier and Marcello, 2021).
If Volkswagen wants to carry out Strategy 2025 with any chance of success, the company will need to enhance resource management throughout the board. Suppose Volkswagen wants to recover from the effects of the pollution crisis and regain the trust of its customers. In that case, it will need to increase its capabilities in product design, R&D, regulatory issues, and managing strategically.
The company's plans to develop technology for batteries and automated vehicles as new main strengths are outlined in Volkswagen's most recent Strategy 2025, which will revolutionise its core automotive sector (Siano, Vollero, Conte, and Amabile, 2017). Volkswagen has no past expertise with either of these industries, so it will take a lot of a process of trial and error basis before it can be said to be the dominant player in either. The organisation has yet to experience commercialising any of these two breakthroughs, notwithstanding the possibility that their R&D gave them a bit of technical expertise (Jung and Sharon, 2019). In terms of invention, adaptability, and the creation of innovative technologies such as self-driving cars, futuristic adaptive suspension systems, and incredibly fuel-efficient vehicles, Volkswagen has been a pioneer (Fitzgerald and Spencer, 2020). With "substantial electrification" investments, Strategy 2025 aims to produce 30 or perhaps more all-new electric vehicles by 2025. We'll have to wait and see if these initiatives are successful (How Volkswagen is transitioning to a carbon-neutral business, 2022).


[bookmark: _Toc132716207]How VW has attempted to increase its level of competition while taking sustainability and the environment into account


By 2050, Volkswagen wants to establish a fleet of zero-emission vehicles and build them in a carbon-neutral way. The company intends to pursue climate change prevention activities in order to lessen its carbon footprint. Volkswagen intends to spend tens of billions of euros ($12.4 billion) on updating its factories and vehicles to become carbon neutral throughout the production process by 2023, including suppliers. Of that sum, nine billion euros are being invested immediately in electric vehicles (Welch, 2019).
At a site where the old model Golf is still produced, the first updated Volkswagens will come off the production lines at the end of the year. It is intended to act as the focal point of an entire electrical family. The factory has undergone numerous energy-saving modifications recently (Giomboni and B Pratt, 2018). Despite an increase in productivity of 3% over the previous eight years, carbon dioxide emissions have decreased by 66%. Examples of such elements are the distribution of compressed air to assemble lines or the efficiency of heating and ventilation in the assembly rooms.
Steelmaking is one example of an industry that emits significant carbon dioxide amounts. Volkswagen also is unable to afford to lose its steel suppliers. The company faces the same problem as battery cell manufacturers. In Poland, as coal is the main fuel for electricity production, Volkswagen purchases most of these essential battery parts (Bai, 2021). VW asserts, however, that the power cells made by its Polish suppliers are produced using sustainable energy. Therefore, VW still has quite a ways to make it before it can manufacture carbon-neutrally. However, VW intends to set the bar high, so in situations where sustainability objectives cannot be immediately achieved, the business plans to invest in environmentally friendly programmes. In this respect, Volkswagen has sought the assistance of Georg Kell, the former executive director of the UN Global Compact, a project for sustainable development overseen by the UN, and the current spokesperson for the business' Sustainability Advisory Board.
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In terms of output, Volkswagen was a significant player in the auto market, coming in second only to Toyota. But the company and its operations will be affected in a number of ways by Volkswagen's admission of its role in the crisis (Davenport and Hakim, 2016). The incident significantly negatively impacted the company's reputation in the auto industry. The harm to VW's reputation makes a full recovery improbable. The company needs to meet customers' expectations in terms of technology.
Despite ignoring the initial phases of the problem, when the information regarding emissions was easily accessible and has been for 2 years, VW now has to deal with the consequences of misleading its customers for many years (Jung and Sharon, 2019). Since the company's difficulties in RD are its main weakness, averting these difficulties is currently a top goal. Because of the dispute, the company's standing is no longer a strength because its consumers' trust in it has been seriously shaken.
Despite the reality that the issue has taken VW's competitive advantage away at a time when industry rivalry is fierce, it is clear that the company needs to repair its reputation and overcome its RD deficit (Dhir, 2019). Any of the techniques above may be utilised to achieve this goal. A sizable company like VW is well-suited to implementing a thorough strategy to increase its competitiveness.
Volkswagen has lost enormous sums of money due to fines and recalls and likely will lose more, but a company of its size can put resources towards fixing present issues. The corporation must distribute these resources right now due to the current situation, which has been dubbed a catastrophe. Even while it is too soon to predict VW's future plans, the company appears to be ready for the shift, as demonstrated by choice of a new CEO. Although his predictions of impending improvements are optimistic, it is obvious that VW will have a difficult time recovering from this calamity.
To foster positive word-of-mouth marketing, Volkswagen could concentrate on event sponsorship (Welch, 2019). They ought to support public figures who can persuade others to have a favourable perception of the business, such as famous personalities and auto racers. Companies should forge strong ties with the local community in key areas through the already established sustainability and CSR structure. They can increase brand loyalty and attract more customers by building a strong brand community. PR can be applied as a representative to publicly communicate the company's policies and for disaster control in cases where a brand is negatively impacted.
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Due to Volkswagen's dishonesty and deception, many customers lost faith in them. Volkswagen has made progress in Europe thanks to the use of environmentally friendly production techniques. Many of their rivals had only recently begun to develop hybrids. Hybrid cars took advantage of consumers' false, environmentalist assumptions about "green issues" and used extra cash for expansion. The business's sales growth is reasonable in comparison. Due to increased worldwide competition, sales growth has slowed down, although ROIC has remained stable. Volkswagen ought to sponsor occasions to increase word-of-mouth. Celebrities and auto racers who can improve the company's reputation should be supported. They should build solid local community links in significant places through sustainability and CSR.
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