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[bookmark: _heading=h.gjdgxs]Introduction
The term strategic management refers to a systematic process of setting goals and objectives and relevant procedures to create and sustain the competitive advantage of an organisation. This report has been developed ‘for strategic management and sustainability covering four essential areas. The report has been structured into four major sections. the concept of business strategy within a business organisation, types of business strategies and applications of business strategies have been articulated in the first section whereas the second section has given huge importance to the use of resources and capabilities. In this section, the use of financial technological and physical resources of an organisation has been clearly stated in terms of the selected company, Volkswagen. The third section has shown the actions the company has taken into consideration to become more competitive in the business environment. The last stage of this report has focused on some more useful recommendations to develop competitive advantages with core sustainability practices. 



















[bookmark: _heading=h.30j0zll]The key business strategies of VW over the past five years 

Within a business firm such as Volkswagen, one of the most reputed car companies, a business strategy is defined as a set of decisions taken and actions performed by organisational staff and decision-makers to achieve a long-term vision (Gordon, 2022). Various types of studies are taken into consideration to smoothen operations such as the corporate or organisational strategy, business or competitive strategy, and functional and operational strategy. 


Business Level Startegies

Together 2025+ Group Strategy
Together4Integrity Group Strategy 

Corporate Level Strategies

Defeat Devices Installed in Cars 
Building Political Relationships
Dubbed New Auto Strategy

Functional & Operational Strategies

Two-Mode Software Installed in Cars
Presentation of False Sustainability Ratings 
Sincere Apologise 

Figure 1: Business Strategies of Volkswagan 
Source: (Volkswagen, 2022)

Business Level (Competitive) Strategies: Over the last five years, VW has applied a range of business strategies such as the Together 2025+ strategy developed in 2016, digital collaboration, integrity and compliance programs such as Together4 Integrity (T4I), automation and defeat devices in vehicles (Ramey, 2021). VW Company pursued the Together 2025+ Group strategy for a range of reasons such as promoting the existing strategy development, fastening the efficiency level in current operations and manufacturing, and making staff highly innovative in designing innovative cars. This strategy helped VW shape mobility for the next generations of car drivers or consumers in terms of improving safeguarding and sustainability (Volkswagen, 2022). This business strategy promoted the degree of corporate governance, performance level and employee engagement by enhancing software excellence, and brand values. Together4Integrity (T4I) business strategy was pursued to improve the internal collaboration among the staff, group and teams and fasten the completion of day-to-day work. It played important roles in ensuring a higher level of integrity, promotion of cultural literacy and compliance management, risk management and the development of common paths to the corporate culture (Volkswagen, 2022). 


Corporate Level (Organisational) Strategy: As per the corporate level strategy, it has adopted defeat devices in its cars to reduce carbon emissions and increase the demand from customers. It has focused on the settlement of business scandals and negative relationships with customers coming from the use of defeat devices installed in cars. In the global automobile market, VW has developed strong political relations and legal relationships with courts in terms of using sincere apologies, the most important tool to handle customers and problems morally (Gordon, 2022). The strategy of defeat devices use was changed because the number of customers started falling and moving to other brands as well as a great loss of customer loyalty, and international brand image. Besides, VW has used Dubbed New Auto business strategy in terms of using battery electric vehicles that helped meet business objectives in terms of replacing the traditional sales strategy such as selling through a dealership network, replacing the existing selling strategy with an online automated selling platform, recycling batteries as well as other raw materials (Gordon, 2022). 
Functional & Operational Strategy: To operate the business in local and international markets, VW has applied operational strategies also. For example, it has used two-mode software installed in the EA189 vehicles helping the company to rebuild its trust. Besides, the company has used sincere apologies as one of the most powerful functional strategies that help easily settle hundreds of cases and ensure long-term sustainable relationships with the customers. For example, the company has sincerely apologised for the use of two-mode software installed in E189 vehicles to maximise sales (Volkswagen, 2022). It has presented the false sustainability ratings as true for the company t attract national and global customers. The use of these strategies supported VW on a short-term basis in maximising profitability but reduced customer loyalty and produce a negative brand image in the long run (Ramraika, CFA and Trivedi, 2016). The use of these unethical and illegal business strategic practices resulted in spending too much cash on legal dispute settlement in diverse countries and cultural backgrounds. 


[bookmark: _heading=h.1fob9te]The resources and capabilities used by the company over the past five years and the extent to which the company has aligned its resources and capabilities to its current business strategies 

As per the case study, VW in the last five years have a range of resources and capabilities. 


Physical Resources

Emission-cheating Devices 
Strong Manufacturing Platforms

Financial Resources

Cash & Equivalents 
Use cash in meeting legal disputes 

Technological Resources

Autonomous Driving Technology (MaaS, EV Development) 
Scalable System Platform (SSP)

Capabilities 

Strong innovation & creativity skills 
High level research skills 
Problem solving skills 

Figure 2: Resources & Capabilities of Volkswagen
Source: (Volkswagen, 2022)
Physical Resources: For example, as a physical resource, it has used emissions-cheating devices in its cars. This system helps customers understand the low carbon emission status of the cars and develop a positive driving experience. The use of defeat device in cars result in long-term profitability but from an ethical perspective, it imposes long-term negative impacts on brand values and sales performance (Gegužytė and Bagdonienė, 2021). Strong manufacturing platforms or places, computer resources and hardware along with machinery are some of the crucial physical resources assisting VW in using current strategies in numerous ways. 
Financial Resources: Over the last five years, VW has utilised huge financial resources in different ways. For example, as per negative use, it has spent more than 30 billion pounds worldwide to settle down the claim of poor practices in car manufacturing as well as the use of cheating devices of carbon or nitrogen dioxide emotion in the vehicles. The company has spent huge funds in settling down cases of more than 91000 motorists in England, and Wales and the claim of its subsidiaries including Audi, Seat and Skoda (Gegužytė and Bagdonienė, 2021). VW has applied its financial resources to skills and software development also such as a Scalable System Platform, Automated Diving or Self-driving system resulting in the mention of corporate-level strategies by fulfilling the corporate mission and vision such as enhancing the existing market growth, and sales performance.l building trust among the staff, customers, business partners and software developers (Ramraika, CFA and Trivedi, 2016). 

Technological Resources: As per the corporate-level strategy, VW has applied software resources such as autonomous driving technology including EV development, MaaS and connected devices. The use of software technologies such as fleet management and the fully autonomous driving system has been aligned by VW to its current strategies such as profit maximisation and market growth by raising sales position and delivering long-term sustainable driving experiences to the customers (Lapersonne, 2019). VW has utilised its technological resources such as the Scalable System Platform in shaping its core business and corporate-level strategies. This resource consisting of three internal combustion platforms namely MQB, MSB and MLB and two battery electric platforms namely MEB and PPE supports the current business strategies. For example, Dubbed SSP has enabled TW to produce and sell 40 million vehicles more than the existing production level. VW has used tech platforms such as Mechatronics, Software battery and Charging along with mobility solutions (Lapersonne, 2019). The use of these technological resources has transformed VW operations towards sustainable value-driving facilities through synergies and leveraging scale. 
Capabilities: VW possesses a range of capabilities applied in day-to-operations and production of different types of cars. For example, the company has strong innovation and product development skills as well as technological skills. These skills in the last five years have enabled the company to produce an initiative self-driving system in the cars delivering a superb level of customer driving or traveling experience. The company has top-level research skills that the company has applied in its business strategy such as Service-2025+ in terms of searching market gaps and analysing potential solutions to fill the gaps such as software-enabled selling system development (Dhirendra Kumar, 2020). 
[bookmark: _heading=h.3znysh7]Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment 

The term sustainable performance can be defined as the ability to ensure long-term financial performance by the effective management of organisational resources, strengths, skills and abilities. VW as one of the largest car companies has taken care of sustainability and the business environment over the last few years (Wang, 2020).  VW has tried to become more competitive in terms of using defeat devices in vehicles and reducing carbon emissions. The ultimate aim of this strategy is to maximise profit and growth in sales and performance levels compared to existing competitors. This functional practice helped VW intensify the growth of profit and overall financial performance but created an unethical footprint in the business environment (Dhirendra Kumar, 2020). Though it, on a short-term basis, maximises profitability in the long run it will force the company to suffer a lot in terms of losing customer loyalty and demand level. 
The company has used sincere apologies for the mistakes created intentionally to build a sustainable competitive advantage. This strategy helps the customers realise that VW has turned around from unethical practices and built sustainable long-term ethical practices in the production, selling and promotion of cars. It also tried to build strong relationships with regulatory bodies such as the court system and lawyers in terms of regular meetings and communication via expected or unexpected events (Wang, 2020). The relationship with legal bodies and apologising strategy helped VW promote a competitive advantage by regaining consumer trust and sustaining the trust along with building a long-term commitment to the business. 
Negatively, it has also misled the sustainability ratings and used false ratings to attract customers from diverse groups and maximise sales performance. This practice has not only impacted the brand values but also reduced profitability and long-term customer loyalty. Positively, VW has considered a lot of initiatives. For example, it has developed an automated driving system to change the car driving process and deliver more unique and fastest car driving experiences to its valued customers (Zhang, Atwal and Kaiser, 2021). The company, to optimise the efficiency level for sustainable competitive advantage, has developed a digital collaboration platform namely Together4Integrity (T4I) that results in fastened collaboration, shared communication and decision-making, quick processing and completion of day-to-day operations. 
To become more competitive considering the sustainability and the environment, VW has focused on unique business strategy development such as Together 2025+. This is a group strategy that helped VW improve competitively advanced and long-term sustainability by incorporating digital connectivity and autonomous driving, more automated, safer and intelligent driving facility, developing a new driving experience, sustaining the corporate governance, and improving excellence in software management and employee engagement (Zhang, Atwal and Kaiser, 2021). VW has also dealt with e-mobility and core digitalisation to transform a radical change in functional areas or functionalities of the existing cars. 
[bookmark: _heading=h.2et92p0]Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future 

VW has been suggested to focus on a range of further sustainability practices. For example, the company can change the existing charging infrastructure in terms of adapting energy management services in batteries and cars and can use an energy ecosystem around the vehicles (Saloner, Shepard and Podolny, 2019). Adaptation of charging infrastructure will help the company develop a sustainable competitive advantage by offering one-stop solutions to customers, building long-term customer relationships, and promoting positive customer experience and mutual trust. It will also help VW promote professional networks with business partners such as battery suppliers, charging station builders as well as operators (Volkswagen, 2022). 
The company can also develop a ‘VW Controlled Battery Chain’ as a unique sustainability practice that will help build and sustain a competitive advantage namely cost leadership. It refers to the ability to reduce cost and offer products to the target customers at prices lower than its competitors. This cost leadership strategy supported by VW Controlled Battery Chain Development promotes sustainable competitive advantage by having adequate control of costs, management, operations and cost structure (Volkswagen, 2022). It will promote the skills and capabilities of VW to produce and deliver sustainable battery solutions to the customers which will help to rebuild the trust lost by the misleading sustainability ratings and unethical practices used in carbon emission device installation. VW Controlled Battery Chain development as a newly developed practice will improve competitive advantage by delivering full integration in the energy grid through bi-directional charging (Zhang, Atwal and Kaiser, 2021). 
Production and selling of carbon emission-free cars would be a powerful source of competitive and sustainable performance for VW. Considering the importance of carbon emission and its negative impact on global air and environmental pollution, VW has intensified its ability to promote elective drive and fully network transportation that will facilitate drivers' or buyers' autonomous driving and determine the directions (Ramey, 2021). In this context, VW has been suggested to promote a group strategy namely NEW AUTO consisting of diverse opportunities such as quick driving facility, acceleration, production of zero-emission electric cars and mobility services. The NEW AUTO strategy will lead VW to a sustainable competitive advantage by strengthening the brand image and developing technological platforms of sales in Europe, China and the USA. 

[bookmark: _heading=h.tyjcwt]Conclusion

VW is a reputed car production and selling company in the world operating a business in the global marketplace with a range of subsidiaries. The company to compete with its competitors in the existing competitive marketplace, has considered a range of strategies such as updating existing software solutions, developing new strategies, using defeat devices in cars, producing carbon emission-controlled cars and having partnership relationships with legal bodies and suppliers. The company builds and sustains competitive advantage and utilises different types of resources and capabilities such as technological resources, physical resources, human resources, ability to develop new software solutions. Over the last five years, the company has taken a range of negative efforts or unethical practices as business strategies to maximise growth and profitability such as using defeat devices in cars, presenting fault sustainability ratings, misleading financial information etc. The company has suggested various solutions to overcome the problems and strengthen competitive advantages such as building partnerships with suppliers, adapting charging structure, producing carbon and emission-free cars to take care of environmental pollution, and promoting a NEW AUTO strategy linked with autonomous driving technologies. 
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