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[bookmark: _Toc112938604]Introduction
The report will be based on strategic management and sustainability. The report will be focusing on Volkswagen and its sustainability practices of Volkswagen. In this report, the strategy of Volkswagen for doing business will be included. Furthermore, the report will be discussing the use of resources and capabilities by Volkswagen to enhance its business. Lastly, the report will be providing recommendations on how the company can further gain a competitive advantage.   
Volkswagen is a German manufacturer of motor vehicles. The company was founded by the German Labour Front on 28 May 1937 in Berlin, Germany. The headquarters of the company is situated in Wolfsburg, Germany and the current CEO of the company is Herbert Diess. Volkswagen has been an outstanding brand which has had its uncertainties over the past years (Hinz, 2018). As per Motorask.com, the Volkswagen brand can last from 100000-200000 miles, which is an excellent mileage given by a car. The brand provides lots of features and is easily accessible and can be easily repaired which makes the car popular among purchasers. Till now the total revenue generated by the company is €296.012billion. The subsidiaries of the company are Audi, Porsche, and Skoda Auto.
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Fig no.1: Volkswagen
(Source: Volkswagen AG, 2022)

Key business strategies of VW over the past five years
Over the past years, Volkswagen's business strategy relied on selling an addition of 10 million units before the schedule for four years (Kiefer, 2018). To accomplish this, the company started to manufacture cars that were cheap to purchase, great on fuel, and easily fixable. For example, when the other manufacturers were manufacturing oversized and extremely heavy cars, Volkswagen introduced one of its creations, the Beetle, which was a fun driving and lightweight car. The introduction of the Bettle developed a market for Volkswagen that has been untapped. In 2006, Volkswagen set its business plan to be the world's largest carmaker by the end of 2018, however, the goal was already achieved by the company by 2011 (Li et al., 2018). Volkswagen began to be dependent on the export market and was vending 27000 of its cars to 17 different countries. The company has employed over 549,300 employees becoming the largest eight employers worldwide. The presence of a huge number of human resources made it easier for the company to set its course towards achieving the set target and goals. Also, the company treats its subsidiaries as if they all represent the same company. This made sure that every brand involved in the process can solely focus on branding and achieving success while keeping costs minimal. The cars manufactured by Volkswagen are safe, well assembled, cheap and well-equipped and offer good performance. These qualities of the cars made the brand the most preferred choice of vehicle worldwide and took the company to the level at which Volkswagen is today.
For years Volkswagen ignored the market in the U.S by ignoring its needs and became well-known for mediocre quality and high prices. By 2012 they realised that the strategy they have been following will not work to continue the business and successfully realisation raised their sales by 31% (Maital and Seshadri, 2018). By focussing on the US market the sales of the company in the US market raised 15.2% y/y to 182,011 units.
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Fig no.2: annual report 2012
(Source: Volkswagen AG, 2022)
As per the statement by the company one of its subsidiaries, Skoda, sold 1 million units in 2014 with a combined volume of global sales of 1,037,200 units contributing 12.7% to the sales of Volkswagen.    The company was doing fine in its business but in 2015 the company got engaged in a scandal of its own. The company was charged guilty of the installation of emissions cheating devices in their vehicles. The company pledged to the customers and apologised to them and stated that they will be working to rebuild the trust with the customers. German auto giant Volkswagen (VW) stated on Friday that they are responsible and will accept and assert the damage from current chief executive Martin Winterkorn and recent Audi boss Rupert Stadler over the scandal they got engaged in (Volkswagen AG, 2022).
91,000 motorists in England and Wales, viewed by various legal firms, took measures against VW including its subsidiaries Seat, Audi and Skoda. The former scandal of the application of two-mode software in the car for cheating emissions damaged the reputation of the company and forced them to make changes in its strategy (Fitzsimmons and Atkins, 2018). The scandal also caused the company to pay €196 billion to 90000 drivers of which the company paid €30bn and the rest amount is yet to be paid (BBC, 2022). The CEO of the company stated that a new strategy will be developed for the company and will be in effect soon. Therefore, the business strategy of the company was changed and a new strategy was developed. The newly developed business strategy of Volkswagen focuses on growing the market share of EVs as well as autonomous tech, software and Mobility as a service (MaaS) (Trinkler, 2022).
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Fig no.3: CEO statement
(Source: Trinkler, 2022)
The competitive strategy of Volkswagen is based on research, development and sustainability (Koplin et al., 2018). To rebuild the trust and gain back its customers, the company promised to focus on the development of new cars while maintaining sustainability and the effectiveness of the strategy reflected in uplifting the market share and revenue.  


[bookmark: _Toc112938605]Analyse to what extent the company has aligned its resources and capabilities to its current business strategies
The business strategy of Volkswagen centres on the growing market share of EVs along with autonomous tech, software and Maas. The capabilities are referred to as the subsidiaries of Volkswagen as they can impact Volkswagen and its sales. The resuources refer to the capital, human resources and other resources of the company which they utilise effectively to the current strategy of Volkswagen. The company was able to pay €30bn instantly followed by the scandal which indicates that the company has the presence of enormous capital. In addition, the subsidiary is also considered a valuable resource for Volkswagen. The subsidiaries comprise ten different brands from five European countries including SKODA, CUPRA, SEAT, Lamborghini, Audi, Porsche, Ducati and Bently, Volkswagen commercial vehicles and Volkswagen.
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Fig no.4: subsidiaries of Volkswagen
(Source: Volkswagen AG, 2022)
Volkswagen solely has manufactured 11 million vehicles worldwide which is a significant number of productions making the company the largest manufacturer of cars worldwide (Tuttle, 2018). After the scandal and the effects of the pandemic, the sales rate of the company went down by 15.2%. However, by the end of 2021, the company was able to sell 10.7 million cars generating more revenue for the company. The company made a profit of roughly 19.3 billion Euros. The company apologised to its customers and stated that such issues and negative practices will not be repeated and changed in their strategies which made it possible for the company to sell such numbers after being engaged in a scandal.
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Fig no. 5: Statics of Volkswagen
(Source: Volkswagen AG, 2022)
The company also has 549,300 employees making the company the eighth-largest employer in the globe. With the assistance of such enormous human resources, the company has been able to manufacture 11 million cars. By selling such numbers of cars the company has generated €296.012 billion, which strengthens the financial condition of the company even more. With the generated revenue the company have invested €10 billion in making electric vehicles. The company has been looking forward to manufacturing 800000 fully electric vehicles by 2022 and reaching 1.3 million by 2023 (Lutsey et al., 2018). In a recent interview, the chief of the company also announced that the “German car giant will overtake Tesla on electric vehicle sales by 2025”.
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Fig no.6: Statement of CEO
(Source: Volkswagen AG, 2022)
The company has been further planning on expanding its business in the Indian Market with its new next-generation brand, Volkswagen Polo in November 2022. The group Volkswagen posted strong financial outcomes in the first quarter in spite of a difficult global environment. The improved sales, better pricing, flexibility and cost discipline were the main drivers of the result. As a result, €62.7 billion of sales revenue were further added to the company. With such progression, the company stated that it will continue to strengthen its enlargement in the global growth market. The organisation of Volkswagen recently stated a USD 7.1 billion dedication to enhancing its R&D, BEV product line-up and manufacturing in North America. The company has kept high in its biggest market, China, accelerating electrification and digitisation. The company will be the new hub for e-mobility, with the development of MEB-based models which is to start by 2023.             


[bookmark: _Toc112938606]How VW has tried to become more competitive
Considering eco-sustainability, the CEO along with the support of the stakeholders has stated “We propose to become a Carbon Neutrality Company by the end of 2050”. The company has intended to maximise the efficiency of the resources. By the end of 2025, the company has planned to reduce the environmental externalities related to the production, such as the emission of CO2, consumption of energy, volatile organic compounds, and production of waste by 45% in comparison to 2010 (Allam et al., 2020). The company is pursuing the motive of being a balance sheet of carbon neutrality. In regard, the company has developed decarbonisation groups programs that have been implemented formerly (Council, 2018). Another concern is the use of the high amount of energy, which the company has been focusing on developing strategies to lessen the consumption of energy. It can be said that Volkswagen is fully committed to eco-friendly, resource-efficient production. 
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Fig no.7: eco-friendly Volkswagen
(Source: Volkswagen AG, 2022)
Volkswagen supports culture and art, science, education, sport and health in a huge number of projects. The company has been taking other initiatives to serve the development of regional structures and conserve the natural environment. Volkswagen has miserably failed in Corporate Social Responsibility speaking in terms of profit rather than societal welfare. However, it was revealed that before 2015 the company was cheating sustainability which the company had to pay a huge amount along with losing its reputation. The company promised to avoid such activities and promote sustainability. To promote sustainability, the company has set measurable targets and firms for itself, including deadlines and timelines. Maintaining CSR toward nature can possibly lead to the enhancement of the reputation of the company through which the company will also have the access to various potential investors. This will directly lead to the engagement of the company with the customers which directly will increase the sales of the company, enabling the company to grow its revenue more. Literally, the company has stated, that for all our products and mobility solutions, we follow to lessen the environmental impacts including the whole lifecycle- from the descent of raw materials until the end to keep an intact ecosystem and create a positive effect on society (Volkswagenag.com, 2022).
Along with environmental sustainability, Volkswagen has also maintained the sustainability of the brand and its products. The brands of Volkswagen are well-renowned for their availability in the market and are of reasonable price. Also, several benefits are offered by the products of Volkswagen, making the company the most preferred brand among its competitors. The vehicles of Volkswagen are equipped well with digital technologies such as radar, and sensors which are well assembled. The vehicles are safely manufactured considering the safety of the passenger and are cheap. The vehicles of Volkswagen have intelligently imposed their resources; both modern and past, to make sure that the cars are manufactured to excel on every expressway or performance hampering country. The innovation of the company is significantly high than its competitors as since 2019, the group Volkswagen has developed the cornerstone for a global innovation ecosphere for customers-oriented and sustainable innovations (Lee et al., 2021). From the beginning, Volkswagen is well-known for its long-lasting mechanics along with rational running costs. Corporations across the borders and the intimacy within the locations permit new ways of technological development for Volkswagen in the Deep Tech area.
[bookmark: _Toc112938607]Recommendations on how further sustainability practices
The sustainability practices of Volkswagen are to note, however, further amendments or new strategies or activities can be processed by Volkswagen for developing a competitive advantage henceforward. Here are some of the ways to create competitive advantage and are as follows:
· Develop a Corporate Culture which allures the best talents: Attracting the best talents for the company can be the possible way for creating a competitive advantage for the company (Hawley et al., 2018). New talents will possibly pave the way for new discoveries of technologies as new solutions for the obstacle that might arise. Also, by having more employees, the company can engage with the customers more frequently. The company will be able to get to know the customers more, their preferences, their needs and desires effectively. Collecting all the necessary information about the customers will enable the company to satisfy the customers with their demanded products.  In this way, the satisfaction of the customers will be increased, which will directly enhance their loyalty toward Volkswagen. Increasing the loyalty of the customers will also provide access to new potential customers as they might recommend the services and products of Volkswagen to their families and friends. Also, making the customer happy will make the customer buy from the respective company. In this way, the company will be able to do business more often than usual and can gather a huge amount of capital which can be used for the further development and expansion of the company. 
· Establish the unique value theory: Business firms often utilise common value hypotheses such as service levels, pricing, and brand recognition to develop a competitive advantage. Similarly, the company can also use such propositions which can make them unique in some of the areas and can increase their sales and profits. For example, every business in the market is offering good quality, here, the company can add extra excellent quality of services abides by the quality of goods can be a unique proposition.
· Making the business sustainable for the environment: It is said that making the business sustainable can attract various potential investors from which the Company can get financial support for developing the business operations (Sumaila et al., 2021). Furthermore, the company can even expand their business with the assistance of investors. Also, in businesses with sustainability practices such as embracing renewable energy with the use of technologies, employees are seen to be more productive. The work-related stress of the employees can be reduced with sustainability which directly encourages the employees to deliver the work at their full potential and the produced work will be of quality. In this manner, the production of the company will reach its perk and will be profited in a significant way. The reputation of the company can also be uplifted by the practice of sustainability.
All of the above practices can add further competitive advantage to the company of Volkswagen. As the company has already made promises on performing sustainable practices, the above activities can further prove to be best for the business. 


[bookmark: _Toc112938608]Conclusion
Through research and discussion, the above report analysed sustainability and strategic management. In the conclusion, the report concludes with Volkswagen and its business strategies. The report has included the utilisation of resources and abilities to have a further advantage in terms of doing business. Moreover, the report also discussed the sustainability practices of Volkswagen and provided recommendations to enhance its competitive advantage.  
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