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Introduction

Volkswagen (VW) is a reputable German automaker with a long history dating back more than 80 years (Shammi et al., 2021). Moreover, the firm is well known across the world for its broad selection of vehicles, which includes motorbikes, passenger automobiles, and commercial vehicles (Henry, 2021). Volkswagen has established itself as a top brand in the car sector throughout time, renowned for its cutting-edge engineering, fine handiwork, and classic models (Fuertes et al., 2020). The goal of this article is to evaluate Volkswagen's business practises and competitive climate during the last five years. The analysis will concentrate on a number of important factors, including the identification and analysis of VW's business strategies, the matching of resources and capabilities with these strategies, an assessment of the company's efforts to increase competitiveness while taking sustainability and the environment into consideration, and recommendations for further sustainability. The essay will first list and evaluate the main business tactics Volkswagen used throughout the time period in question. Examining VW's focus on EV transition, digitisation and connection, market development in emerging regions, and brand portfolio optimisation will be part of this. The essay will offer insights into the motivation behind these tactics and their effect on Volkswagen's competitive position using strategic analytical frameworks like SWOT analysis.
However, the essay will next evaluate how well Volkswagen has matched its strengths and resources with its business strategy. Volkswagen's technological know-how, huge manufacturing infrastructure, strong brand equity and reputation, and significant financial resources will be the subject of the investigation. The article will help readers comprehend Volkswagen's capacity to successfully implement its strategies and accomplish its goals by assessing the alignment between these resources/capabilities and the selected ones. The article will then assess Volkswagen's efforts to raise its level of competitiveness while taking sustainability and the environment into account. This assessment will look at VW's efforts in the EV market, including the creation of EV cars and financial commitments to charging infrastructure. The investigation will also look into Volkswagen's environmental goals, such as cutting carbon emissions, and evaluate how they will affect the company's reputation and competitiveness (Mio, Panfilo and Blundo, 2020). The article will offer suggestions on how Volkswagen may further boost its competitive position through sustainable practises based on the study done (Shams et al., 2021). These suggestions can include tactics to strengthen the EV portfolio, broaden supply chain sustainability activities, and take use of technical improvements to boost environmental performance. Volkswagen can improve its reputation, seize new market possibilities, and promote long-term competitiveness by adopting sustainable practises. This article seeks to offer a thorough insight of Volkswagen's competitive environment, corporate strategies, and sustainability initiatives during the previous five years by utilising strategic analytical methodologies including SWOT analysis, PESTEL analysis, and industry five forces models. Volkswagen's trajectory will be better understood via this research, and there may be prospects for future expansion and development.
Key business Strategies
The case study data and knowledge that is now accessible may be used to determine the main business strategy that Volkswagen (VW) has been pursuing over the last five years. These tactics consist of:
Electric Vehicle (EV) Transformation:
Volkswagen has emphasised electric vehicles as a crucial component of its future business plan (Durand, Paugam and Stolowy., 2019). The business has made considerable investments in the creation of EV models, the expansion of the charging network, and the formation of alliances within the EV ecosystem (Calabrese et al., 2019). This tactic is in line with the worldwide trend toward environmentally friendly transportation and the rising popularity of electric automobiles (Isensee et al., 2020). In order to comply with increasing pollution standards and consumer demands for ecologically friendly vehicles, VW realised the necessity to switch from conventional combustion engines to electric vehicles (EVs) (Ukko, Nasiri Saunila and Rantala, 2019).
Framework: The PESTEL analysis which considers aspects related to politics, economics, society, technology, the environment, and law can be utilised to help with the EV transition strategy's implementation (Tsalis et al., 2020). Government policies favouring sustainable energy, rising environmental awareness, and improvements in EV technology have all affected VW's choice to concentrate on EVs (Henry, 2021).

Digitalisation and Connectivity:
Digital and networking elements have been  included into VW automobiles and this covers the use of cutting-edge entertainment systems, communication infrastructure, and autonomous driving features (Henry, 2021). Volkswagen wants to improve the whole driving experience, offer individualised services, and increase efficiency and safety by embracing digitalisation and connection (Gloet and Samson 2022).
Framework: To comprehend the justification for the digitalisation and connection plan, use the SWOT analysis (Strengths, Weaknesses, Opportunities, Threats). Volkswagen's strong brand recognition, engineering prowess, and worldwide presence provide the business advantages to take advantage of digitalisation trends and set itself apart from rivals (Shad et al., 2019). The pursuit of this approach is further aided by the opportunities given by new technology and shifting client expectations.
Expansion in Emerging Markets:
Specifically in nations with a developing middle class and rising demand for vehicles, VW has adopted a strategy of boosting its footprint in emerging markets (Di Vaio and Varriale 2020). VW seeks to tap into new consumer bases and achieve a competitive edge in these areas by developing manufacturing sites and localising production (Henry, 2021).
The Industry Five Forces as a Framework: A model may be used to examine the competitive dynamics and attractiveness of developing markets. VW's choice to enter certain areas is influenced by variables such supplier negotiating strength, the danger of new competitors, and the level of fierce competition  (Shad et al., 2019). This strategy is motivated by a number of factors, including the accessibility of trained labour, benevolent governmental regulations, and the possibility of sales development (Okumus, Altinay, Chathoth and Koseoglu, 2019).
Brand Portfolio Optimisation: 
VW has made an attempt to streamline processes while concentrating on its key brands in order to optimise its brand portfolio. This entails selling non-core businesses and pooling resources in order to boost the effectiveness and financial success of its principal brands, including Volkswagen, Audi, and Porsche (Hamadamin and Atan, 2019).
Framework: The strategic positioning of VW's brands may be examined using the BCG Matrix (Boston Consulting Group Matrix). VW may decide which brands to invest in and which to sell off by classifying businesses into cash cows, stars, question marks, and dogs depending on their market share and potential for growth (Martins et al., 2019). This optimisation technique tries to boost brand value, increase efficiency, and efficiently use resources.
VW has focused on sustainability, technology improvements, market development, and brand optimisation during the previous five years, as seen by these core business initiatives  (Shad et al., 2019). By taking into account the pertinent external and internal aspects influencing VW's decision-making process, the use of frameworks like PESTEL analysis, SWOT analysis, the industry five forces model, and the BCG matrix aids in providing a deeper understanding of why certain strategies were pursued or altered (Adams, Donovan and Topple, 2023).
2. [bookmark: _Toc141038402]Company Capabilities and Resources
Volkswagen (VW) has shown a variety of resources and talents throughout the last five years that have aided in its commercial plans (George, Merrill and Schillebeeckx, 2021). These resources and skills may be located and examined using the information below:
Technological Expertise and Research & Development (R&D):
VW has a committed R&D division and a solid base of technological knowledge,  to foster innovation and maintain its position as a leader in automotive technology, the firm has made significant investments in research and development  (Shad et al., 2019). This includes improvements in autonomous driving technology, digital networking features, and electric vehicle (EV) technologies (Torelli, Balluchi and Furlotti, 2020).
Alignment: VW's technology resources and R&D skills are in line with its commercial strategy, notably the emphasis on the transition of the automobile into an electric vehicle and on digitisation (Ketchen and Craighead, 2020). VW has been able to create cutting-edge EV vehicles, include cutting-edge connection capabilities, and improve overall car performance by utilising its technological ability  (Shad et al., 2019).


Manufacturing Infrastructure:
VW has a sizable worldwide manufacturing infrastructure with plants in several nations. These factories can produce automobiles effectively and in large quantities since they are fitted with cutting-edge production technology and procedures (Gebhardt et al., 2023). In order to improve its production capabilities, VW has also formed strategic alliances and partnerships with suppliers and manufacturers throughout the globe  (Shad et al., 2019).
Alignment: VW's production facilities coordinate with its corporate goals, which include the growth into new markets. VW can localise manufacturing in important markets, cut costs, and efficiently meet local demand by utilising existing production facilities. This alignment helps VW achieve its objectives of improving its worldwide manufacturing network and establishing a competitive edge in emerging markets (Bartolacci, Caputo and Soverchia, 2020).
Strong Brand Equity and Reputation:
Over the years, VW has developed a solid brand equity and reputation. The Volkswagen brand is well-known around the world and is linked to attributes like dependability, superior engineering, and legendary vehicles. This brand strength is present across all of VW's subsidiary brands, including Audi, Porsche, and others, all of which have solid reputations in their specialised markets (Gupta, Kusi-Sarpong and Rezaei, 2020).
Alignment: VW's commercial objectives, such as brand portfolio optimisation, are in line with its high brand equity and reputation. VW is able to carefully deploy resources and investments, focusing on key brands with the highest growth potential, by utilising the awareness and trust connected with its brands (Feroz, Zo, and Chiravuri, 2021). This alignment improves overall competitiveness, consumer loyalty, and brand value.
Financial Resources:
VW has significant financial resources, which are backed by its worldwide sales and income (Hermundsdottir and Aspelund 2021). The business has kept its financial standing robust, enabling investments in R&D, manufacturing facilities, marketing campaigns, and sustainability programmes.
Alignment: VW's financial resources match the company's various business goals. For instance, the company's financial stability supports investments in electric car technology and charging infrastructure. Additionally, Mehdikhani and Valmohammadi (2019) specified that VW's financial resources enable it to pursue development in developing countries and enhance the portfolio of its brands through acquisitions or divestitures.
In general, VW has a good degree of resource and capability alignment with its existing business strategy. The firm is able to pursue goals including the change of the automotive industry towards electric vehicles, digitisation, development into developing countries, and brand portfolio optimisation due to its strong brand equity, large production infrastructure, and technological know-how (Kravchenko, Pigosso and McAloone, 2019). VW is able to efficiently implement its plans, establish competitive advantages, and adapt to market needs in a dynamic automotive sector thanks to these matched resources and competencies.
3. [bookmark: _Toc141038403]Volkswagen Competitiveness
Volkswagen (VW) has made commendable attempts to raise its level of competition while keeping the environment and sustainability in mind (Abbas, 2020). The following evidence can be used to assess these efforts:
Electric Vehicle (EV) Transformation:
VW has emphasised the creation of electric vehicles as a crucial component of its sustainable mobility strategy. The firm has launched a number of electric vehicles, including the ID.3 and ID.4, and has ambitions to increase its selection of EVs. VW wants to lower carbon emissions and abide by more stringent environmental rules, thus it has invested in EV technology (Lengai, Muthomi and Mbega, 2020).
Evidence: 
• VW has made large expenditures in the infrastructure needed for electric car charging. This is done to facilitate the uptake of electric vehicles. To build a strong charging network including both public and private charging stations, the business has collaborated with a number of partners (Ciccullo et al., 2020).
• EV Market Share: VW's EV market share has significantly increased, a sign of the company's advancement in the EV industry (Gil-Gomez et al., 2020). For instance, the VW ID.3 evolved into Europe's best-selling electric car shortly after its launch.
Sustainability Targets and Initiatives:
To lessen its environmental effect and encourage environmentally friendly practises across all of its businesses, VW has set ambitious sustainability goals. The corporation has put in place a number of efforts to help it reach its 2050 carbon-neutral objective.
Evidence: 
· Volkswagen has made tremendous progress in lowering the carbon emissions from its cars. The corporation has made a commitment to reducing CO2 emissions throughout its fleet by electrifying cars and using alternative fuels and cutting-edge technologies (Chams and García-Blandón 2019).
· Use of Renewable Energy: VW has boosted the amount of renewable energy it uses in its factories (Kharazishvili et al., 2020). This covers activities like setting up solar panels, buying green energy, and looking into joint ventures for renewable energy projects.
Circular Economy and Recycling:
VW has emphasised the circular economy idea by encouraging recycling and minimising waste in its manufacturing operations. The corporation has concentrated on maximising the recycling of used automobiles and using more recycled components in their vehicles.
Evidence:
• Recycled Materials: VW has included metals and polymers from recycled sources in the production of its vehicles (Siegel et al., 2019). For instance, the business manufactures numerous automobile components using recycled plastic.
• Recycling of End-of-Life Vehicles: VW has taken steps to enhance the recycling and disposal of End-of-Life Vehicles (Centobelli et al., 2020). In addition, order to reduce waste and resource consumption, the firm wants to collect and reuse a significant portion of the materials from decommissioned cars.
Environmental Certifications and Ratings
To show its dedication to sustainability and environmental responsibility, VW has pursued environmental certifications and ratings. Customers are given clarity and certainty regarding the environmental effect of VW cars thanks to these certifications.
Evidence:
• ISO 14001 accreditation: VW has attained ISO 14001 accreditation, demonstrating its dedication to sustainable business practises and environmental management systems. By receiving this accreditation, VW has proven that it adheres to global norms for environmental responsibility (Arner et al., 2020).
• Sustainability Ratings: VW actively took part in independent organisations' examinations and ratings of sustainability (Tien, Anh and Ngoc, 2020). VW shows their commitment to sustainable business practises by earning high ratings and rankings, such as the Dow Jones Sustainability Index.
VW has proved its efforts to increase its competitiveness while taking sustainability and the environment into account with these projects and supporting data. VW aims to establish itself as a pioneer in sustainable mobility and strengthen its competitiveness in a changing automotive industry by adopting electric car technology, establishing sustainability goals, encouraging recycling, and getting environmental certifications.
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To further develop competitive advantages in the future, Volkswagen (VW) can adopt additional sustainability practices. These recommendations, supported by references to relevant academic literature from Harvard, include:
Enhance Supply Chain Sustainability:
In order to make sure that its business practises complying with environmental and social norms, VW should give priority to sustainable practises across its supply chain. It is possible to reduce environmental hazards and improve the overall sustainability of a company's goods by using responsible sourcing practises, such as evaluating suppliers' sustainability performance and encouraging transparency (Schönborn et al., 2019).
Continue to Invest in Advanced technology: 
VW's cars can become more innovative and sustainable with further investment in advanced technology. In order to expand the range of electric vehicles, improve energy efficiency, and lessen dependency on essential raw resources, next-generation battery technologies are being researched and developed (Calabrese et al., 2019). Embracing cutting-edge technology like hydrogen fuel cells and solid-state batteries can provide VW a competitive edge in the rapidly developing sustainable transportation sector.
Collaborate with Stakeholders:
To solve shared sustainability concerns, VW should collaborate with important stakeholders including governments, NGOs, and industry peers. The shift to sustainable transportation may be accelerated by collaborative activities that result in information exchange, cooperative research projects, and group action (Saeed and Kersten 2019). VW's competitive advantage may be increased, for example, by taking part in industry-wide projects to standardise charging infrastructure or by exchanging best practises for environmentally friendly production.
Encourage a "circular economy" strategy:
Expanding attempts to use a circular economy strategy might provide VW further competitive advantages. This entails creating cars that can be disassembled, promoting the recycling and reuse of parts and materials, and investigating cutting-edge business models like car-sharing or vehicle subscription services (Nizam et al., 2019). Adopting a circular economy can assist VW in lowering resource consumption, waste generation, and lifecycle environmental impacts.
Transparent Reporting and Communication:
To foster confidence and show its dedication to sustainability, VW should improve its reporting and communication strategies. By adhering to international reporting standards like the Global Reporting Initiative (GRI) or Sustainability Accounting Standards Board (SASB), VW may monitor, report, and communicate its sustainability performance to stakeholders in an organised manner (Adams and Abhayawansa 2022). Transparent reporting promotes consumer loyalty and helps build a good reputation.
By putting these suggestions into practise, VW may strengthen its competitive advantages in the future by connecting sustainability practises with corporate goals (Abbas et al., 2020). VW can improve its position as a pioneer in sustainable mobility and set itself apart from rivals by investing in cutting-edge technology, cooperating with stakeholders, supporting a circular economy strategy, and increasing reporting transparency.
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SWOT Analysis

	Strengths
	Weaknesses

	Strong global presence
	Dependence on diesel vehicles

	Diverse brand portfolio
	Past reputation due to emissions scandal

	Technological innovation
	Relatively high production costs

	Strong distribution network
	Limited market share in some regions

	Emphasis on quality and safety
	Vulnerability to economic fluctuations

	Opportunities
	Threats

	Growing demand for electric vehicles
	Intense competition in the automotive industry

	Expansion into emerging markets
	Stringent environmental regulations

	Shift towards sustainable mobility
	Disruption from autonomous vehicles

	Increasing consumer awareness of climate change
	Volatility in raw material prices

	Partnerships and collaborations for research and development
	Geopolitical uncertainties impacting global operations



 PESTLE analysis of Volkswagen (VW) 
	PESTLE Factors
	Impact on VW

	Political
	Government regulations on emissions and safety standards

	
	Trade policies and tariffs affecting international operations

	Economic
	Global economic conditions impacting automotive sales

	
	Exchange rates affecting profitability of international operations

	Social
	Changing consumer preferences towards sustainable and electric vehicles

	
	Increasing demand for connectivity and digital features in vehicles

	Technological
	Advancements in electric vehicle technology

	
	Autonomous driving technologies and their impact on the automotive industry

	Environmental
	Environmental regulations and emission standards

	
	Growing focus on sustainable practices and carbon footprint reduction

	Legal
	Legal actions and fines related to emissions scandal

	
	Intellectual property rights and patent protection

	Ethical
	Corporate social responsibility initiatives

	
	Ethical concerns related to emissions and environmental impact


 Five Forces analysis of Volkswagen (VW) 
	Five Forces Factors
	Impact on VW

	Competitive Rivalry
	High competition from other automotive manufacturers

	
	Intense rivalry among existing players in the industry

	Threat of New Entrants
	High barriers to entry due to high capital requirements and economies of scale

	
	Established brand reputation acts as a deterrent for new entrants

	Bargaining Power of Buyers
	Buyers have a wide range of choices and can switch easily

	
	Buyers are price-sensitive and seek value for money

	Bargaining Power of Suppliers
	Strong bargaining power of suppliers due to the need for quality components and materials

	
	Supplier concentration may limit the negotiating power of VW

	Threat of Substitutes
	Availability of alternative modes of transportation, such as public transport

	
	Shifting consumer preferences towards other forms of mobility, like ride-sharing




BCG matrix of company 
	BCG Matrix Categories
	Description
	VW Example

	Stars
	High-growth, high-market-share products
	Electric vehicle models

	
	with potential for future profitability
	e.g., VW ID.3, ID.4

	Question Marks
	High-growth, low-market-share products
	New models in emerging

	
	with uncertain profitability
	markets or segments

	Cash Cows
	Low-growth, high-market-share products
	Established and

	
	generating consistent cash flow
	popular VW models

	Dogs
	Low-growth, low-market-share products
	Underperforming or

	
	with limited profitability or potential
	discontinued models
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