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[bookmark: _heading=h.gjdgxs]Introduction 
This particular report focuses on exploring Volkswagen's strategic objectives, which is a well-known automaker, to create competitive advantages via sustainable transportation methods. This report examines at the fallout from the "Dieselgate" affair and the company's dedication to reestablishing confidence and putting sustainable practices in place (Ashrafi and Mueller, 2015). Using SWOT and PESTEL analyses, the report assesses Volkswagen's capabilities, resources, and alignment with corporate strategy. Additionally, it evaluates how Porter's Five Forces Model will affect the company's competitiveness (Markovic, Sancha, and Lindgreen, 2021). Based on this understanding, the report also provides suggestions for how Volkswagen might use sustainability initiatives to its advantage in the dynamic automotive market of the future.
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Volkswagen (VW) has undertaken several significant business initiatives over the last five years to deal with the aftermath of the "dieselgate" incident and rebuild customer confidence. To further understand the motivations for the pursuit or modification of these strategies, the following analyze is provided using the SWOT framework.
Strengths:
Strong Global Presence: With a broad selection of vehicles available in many areas, Volkswagen has maintained a strong global presence (Narandas, 2013). Due to this strength, the business has been able to take advantage of possibilities in developing markets and make up for regional deficiencies.
Varied Brand Portfolio: Volkswagen has a varied brand portfolio that caters to many market segments due to its subsidiaries, including Audi, Seat, and Skoda. This has made it possible for the business to target different client preferences and increase its market share.
Investment in R&D: Volkswagen has constantly made research and development investments, which have resulted in technical improvements in electric and driverless cars. Adopting cutting-edge technology has positioned VW as a manufacturer with a forward-looking attitude.
Weaknesses:
The fallout from the Emissions affair: The "Dieselgate" affair badly harmed Volkswagen's brand and resulted in large financial fines and legal action on a global scale. This shortcoming called for a strategy change to win back consumers' confidence and provide compensation.
Dependence on Combustion Engines: VW still significantly depends on conventional combustion engine models despite research and development efforts towards electrified cars (Markovic, Sancha, and Lindgreen, 2021). Due to this dependency, the business is more susceptible to shifting consumer preferences and tighter emissions restrictions.
Opportunities:
Growth of the electric car market: VW has a great chance to move towards sustainable transportation options due to the rising demand for electric vehicles (Ashrafi and Mueller, 2015). Adopting this trend may increase the company's market share in the EV sector and help it connect with environmental concerns.
Market Expansion in Emerging Economies: VW is well-positioned to take advantage of the expanding markets in emerging economies due to its worldwide footprint. The business may acquire a competitive advantage in these areas by customizing its goods and pricing policies to fit regional tastes (Jiang, 2014).
Threats:
Fierce competition: Competition is fierce in the automobile sector, with both established businesses and recent newcomers fighting for market power (Leonidou et al., 2013). Other significant automakers and tech firms operating in the electric and autonomous car fields pose a challenge to VW.
Regulatory and Compliance Challenges: Given its prior emissions crisis, VW faces a battle with the world's stricter pollution rules (Narandas, 2013). Failure to abide by these rules may result in severe financial penalties and further harm to the company.
Changes and strategic pursuits:
Emphasis on Electric cars: VW's strategy over the last five years has included a greater emphasis on electric cars (Azevedo et al., 2015). Aiming to dominate the EV industry, the business unveiled ambitious ambitions to introduce a variety of electric cars across its brands.
Settlement and Compensation: Volkswagen's choice to pay £193 million in settlement and compensation to resolve the "dieselgate" claim in England and Wales showed that it was attempting to deal with the scandal's fallout. With this strategy, it is hoped to save time in the courtroom and win back the confidence of the clients.
Brand Repositioning: VW started a thorough brand repositioning effort to restore customer confidence and revamp its image. To show its dedication to change, the corporation placed a strong emphasis on sustainability, transparency, and moral behavior.
Volkswagen has pursued important tactics over the last five years to rectify vulnerabilities brought on by the "dieselgate" incident, seize market opportunities, and combat challenges in the automotive sector (Jiang, 2014). The company's focus on electric cars, brand reinvention, and investment in R&D are signs of its dedication to mending relationships with customers and guiding the development of a more sustainable future. However, VW will need to continue to be flexible and sensitive to shifting market dynamics due to continuous competitiveness and regulatory problems.
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Resources:
Financial: Volkswagen still has strong financial standing despite the negative financial impact of the "dieselgate" scandal. To fulfill fines, awards, settlements from legal actions, and buyback programs, around €30 billion (£26 billion) has been paid out internationally, proving the company's ability to handle substantial financial commitments.
Technology: Volkswagen has cutting-edge expertise in the design and manufacture of autos. The company has invested in research and development throughout the years, which has led to improvements in electric vehicles and autonomous driving technologies (Hogarth, 2018).
HR capitals: Volkswagen works with talented engineers, designers, and marketers to produce high-quality vehicles and carry out successful marketing plans (Leonidou et al., 2013). Those experts' innovation is used to produce high-quality transportation cars and marketing strategies for the company.
Capabilities:
Product Development: Volkswagen's greatest assets are its outstanding product development skills, which allow the business to create a wide variety of cars that are tailored to different client categories (Nijssen and Frambach, 2013). Volkswagen continually produces high-quality vehicles that appeal to customers because of its engineering, design, and research capabilities.
Worldwide Manufacturing and Supply Chain: The Company’s expertise in global manufacturing and supply chain management also guarantees effective vehicle production and distribution around the world (Azevedo et al., 2015). Volkswagen can respond quickly to shifting market conditions and satisfactorily to client expectations due to its strategic competency.
Marketing and branding: Despite the setback brought on by the emissions problem, Volkswagen has kept up its marketing and branding efforts. The business' marketing initiatives continue to be successful in reaching and interacting with its target audience, demonstrating its capacity to maintain its brand image even under trying circumstances.
PESTEL analysis
In terms of understanding and identifying VW’s business strategy with different resources and capabilities PESTEL analysis is used and provided below:
Political Aspects: The "Dieselgate" scandal's political ramifications brought a great deal of political pressure and legal difficulties. VW was able to fulfill its commitments, nevertheless, due to its strong financial position, by settling lawsuits, paying penalties, and compensating harmed clients (Barney, 2012). The knowledge and resources of the legal staff were crucial in drafting agreements to prevent lengthy legal disputes.
Economic Factors: In terms of the economy, Volkswagen's financial stability served as a safeguard against the expenses associated with the crisis. The business understood the significance of efficiency and cost-cutting measures, nevertheless. The company's current technical capabilities were compatible with the strategy emphasis on investing in electric car technology to take advantage of the rising demand for sustainable transportation solutions. 
Social Factors: The emission issue badly hampered the brand reputation and customer satisfaction level of the company. The corporation responded by highlighting its marketing and branding expertise to reestablish confidence and demonstrate a dedication to sustainability. The emphasis on electric cars also matched the shifting customer tastes toward greener products.
Technological factor: Volkswagen's technology talents and resources were crucial to the company's plan to transition to electric cars (Hogarth, 2018). The corporation used its knowledge of automotive engineering and innovation to invest in research and development to create competitive electric car solutions.
Environmental factor: The emissions crisis emphasized the necessity for environmental compliance, and VW's environmental compliance skills were bolstered to meet more stringent standards (Royer, 2013). The business's dedication to electric cars was in line with the international movement to cut carbon emissions and address climate change concerns.
Legal Aspects: To negotiate complicated litigation and secure settlements while being subject to legal action in many countries, Volkswagen extensively relied on its legal resources and talents (Higgins, Omer, and Phillips, 2014). The business was able to settle the dispute in England and Wales for £193 million because of its financial stability and legal know-how (Barney, 2012).
In conclusion, Volkswagen's resources and competencies have been in line with its business strategy for the last five years to deal with the "dieselgate" scandal's repercussions and embrace the change to sustainable transportation solutions (Borland et al., 2018). The corporation has carefully used its financial resources, technical prowess, and marketing know-how to reestablish confidence, invest in electric cars, and adhere to environmental standards, supporting its attempts to move beyond the events of 2015.
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Using porters five force model Volkswagen’s competitive strategy and sustainability issues are described below:
Threat of New Entrants 
New players in the automobile business pose a modest threat to Volkswagen. New entrants face obstacles because of the high capital needs, broad distribution networks, and sophisticated production procedures. However, the increased demand for electric cars and the development of autonomous technologies may draw in new competitors with a concentration on these fields (Cummings and Angwin, 2015). Volkswagen has established a policy of making significant investments in research and development, notably in electric cars and sustainable transportation solutions, to address this danger. Volkswagen wants to preserve its competitive advantage and take a sizable chunk of the developing electric car industry by continuously inventing and releasing new models.
Supplier’s bargaining power
Due to the industry's heavy reliance on specialized parts and materials, suppliers in the automobile sector may have tremendous negotiating leverage. However, Volkswagen can negotiate favourable prices with suppliers because of its substantial worldwide presence and economies of scale (Royer, 2013). Volkswagen also partners with suppliers that adhere to strict environmental requirements as a result of its focus on sustainability and environmental compliance. Volkswagen aligns its sourcing practices with its sustainability aims and maintains a secure supply chain by working with environmentally friendly suppliers.
Buyers' Bargaining Power
Since there is fierce rivalry in the automobile sector, buyers have a lot of negotiating power. Customers' faith in Volkswagen was badly damaged by the "dieselgate" affair, which led to increasing price sensitivity and an emphasis on sustainable practices. VW has responded to this by using price tactics to maintain competition while providing incentives for buying eco-friendly vehicles. The firm hopes to attract environmentally concerned customers with its investment in electric cars and dedication to sustainability, strengthening its competitive position.
Threat of Substitutes 
The growth of shared mobility services and other means of transportation poses a threat to the automobile industry. Volkswagen has broadened its business strategy in response to this challenge by investigating mobility services, such as ride-sharing and car-sharing platforms (Higgins, Omer, and Phillips, 2014). VW hopes to lessen the effect of replacements while coordinating its business strategy with environmental goals by making investments in these sectors and creating cutting-edge mobility solutions.
Rivalry in the industry
Competition in the automobile business is fierce, with several international competitors fighting for market dominance. Major manufacturers like Toyota, General Motors, and others fiercely compete with Volkswagen (Dethine, Enjolras, and Monticolo, 2020). VW has intentionally focused on sustainability and electric cars to stand out from rivals and increase its competitiveness. Volkswagen seeks to acquire a competitive edge and solidify its position as a pioneer in sustainable mobility by forging a significant presence in the electric car industry.
Volkswagen has used a complex strategy to raise its level of competitiveness while taking sustainability and the environment into account. The corporation has made significant investments in research and development, notably in electric cars and environmentally friendly transportation options (Guesalaga et al., 2018). VW has also partnered with eco-aware suppliers and matched its procurement methods with environmental criteria. In addition to addressing the "dieselgate" repercussions and establishing itself as a market leader in the expanding electric car industry, the company's strategy emphasizes sustainability and attempts to reestablish consumer confidence. Volkswagen has developed strategies to overcome industry issues and strengthen its competitive advantage while embracing sustainability and environmental responsibility by using the insights offered by Porter's Five Forces Model.
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The following describes some key recommendations for Volkswagen in terms of gaining a competitive advantage in the global market.
Fast-track the Transition to Electric Cars: As a crucial sustainability strategy, Volkswagen should step up its efforts to make the switch to electric cars (EVs). The business may increase its portfolio of electric vehicles and provide a varied selection of electric models to suit a variety of consumer preferences by spending more on EV technology research and development (Dethine, Enjolras, and Monticolo, 2020). Volkswagen may gain a competitive edge by offering a wide range of EVs, particularly as customer demand for eco-friendly transportation keeps rising. 
Strengthen Sustainable Supply Chain Management: VW should put sustainability first across its supply chain by working with vendors that follow stringent ethical and environmental guidelines. A responsible and sustainable supply chain may be ensured by doing regular audits to evaluate suppliers' environmental practices, labor conditions, and adherence to sustainability standards (Glavas and Mish, 2014). Volkswagen can strengthen its brand name and attract customers who care about the environment by incorporating eco-friendly practices into the sourcing and production processes. 
Improve Communication and Transparency: Volkswagen should communicate more openly about its sustainability initiatives to gain and keep the confidence of consumers and other stakeholders. VW will show its commitment to sustainability by releasing transparent and thorough sustainability reports that include environmental performance, progress toward emission reduction targets, and ethical business practices (J, 2014). Transparent communication will help the business regain its reputation, grow customer confidence, and set it apart from rivals. 
Invest in Green Technology and Infrastructure: By making investments in green technology and an infrastructure that supports electric mobility, Volkswagen may gain a competitive edge. Consumers will find owning an EV more easy and more enticing if governments and energy companies work together to increase charging networks and encourage renewable energy sources. Furthermore, VW will be seen as a progressive and creative corporation if it develops and uses cutting-edge technology like smart charging options and vehicle-to-grid connections. 
Adopt Circular Economy concepts: Volkswagen should adopt circular economy concepts to better improve sustainability practices (Guesalaga et al., 2018). The corporation may lessen waste and the environmental effect of its goods by developing cars with recyclability and resource efficiency in mind. Investigating possibilities for the reuse and remanufacturing of vehicle parts and materials would not only help to preserve the environment but will also save money and lead to better resource management. VW's commitment to sustainability will be shown by adopting a circular economy strategy, which will also provide the company with a competitive edge as customers place more value on businesses that care about the environment.
In conclusion, it can be said that by adopting more sustainable practices, Volkswagen may gain a competitive edge in the future (Glavas and Mish, 2014). The company will be positioned as a leader in sustainable mobility solutions if it accelerates the switch to electric vehicles, strengthens sustainable supply chain management, improves transparency and communication, invests in green technology and infrastructure, and adopts circular economy principles.
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This report determines by highlighting Volkswagen's efforts to improve its competitive advantages via green mobility strategies. As a result of the company's reaction to the "Dieselgate" incident, major investments in electric cars, sustainability, and ethical supply chain management have been made (Sanchez et al., 2017). Volkswagen has adapted its business strategy to the shifting market needs and environmental concerns by using its financial resources, technical prowess, and strong brand recognition. Volkswagen has established itself as a leader in sustainable mobility solutions by adopting sustainability initiatives, open communication, and a dedication to circular economy concepts (J, 2014). With these actions, the firm hopes to regain consumer satisfaction, stand out from the competition, and succeed in the coming automobile market.
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SWOT analysis 
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Source: (Shewan, 2022)
PESTEL analysis
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Source: (Elodie, 2022)
Porter’s five force model
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