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The study will be focusing on providing an identification of the key business strategies of Volkswagen over the five years. The discussion will include a related framework to describe why this strategy was pursued or changed. The study will also look to identify the resources and capabilities of VW over the past five years. This will also look to analyse to what extent VW has aligned its capabilities and resources to its current business strategies. The study will also focus on evaluating the process of VW trying to become more competitive while taking into consideration sustainability and the environment. Along with all these things, the study will also provide a recommendation on how further sustainability practices can be helpful for the organisation to gain competitive advantage in the future. 
Volkswagen is a German car-making company. The company was established in 1946. The car-making brand is well-known for manufacturing quality and stylish vehicles. The company is headquartered in Wolfsburg, Germany. Along with style, the luxury car brand offers safety and reliability to consumers. The cars of the brand come with low maintenance costs. These cars also have excellent fuel efficiency. This is why the car brand is one of the prime choices when people decide to buy a car (Pugivolkswagen, 2020).   
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Porter’s five forces
Rivalry in the industry: There is major competition for Volkswagen in the market. The competitors included Ford, Audi, Toyota, BMW etc. As per the analysis by Carlier(2021), VW holds 8.97% of the share within the market. VW is focused on the development of a new auto strategy that helps in the development of future growth. This improves the business model's resilience. Through this, the company can make a better profit than its competitors (Volkswagen, 2022). So, there is high power from the competitors but the company's strategy is making the proper sustainable advantages for the organisation. 
Threats of the new entrants: It is not easy to create a new business in the industry because there is a lot of investment needed. But, the new companies can develop the business as there are opportunities in different areas of manufacturing. But, VW can differentiate itself from the other companies because the company is focused on the software-driven strategy that helps fight the other new companies in the market. The company made properly focuses on the development of products based on lifestyle. So, this can differentiate them from other companies (Attwood, 2021). VW is always focused on the development of innovative technologies that help in developing performance. 
Bargaining power of the suppliers: The power of the supplier is moderate in this area. There are various types of vehicle companies that are followed by their own suppliers. But, there is a dealer for VW named Marshall Motor holdings. This is providing benefits for the companies for some time. 
Bargaining power of the substitutes: As the alternatives of VW it can be said that Seat Ibiza, Skoda Fabia, Renault Clio, and Ford Fiesta are chosen by the consumers. But, there are fewer percentages of the possibilities in this area. This means that the consumers are preferred to use the service of the company. There is the inclusion of 930 employees in the organisation. So, proper development of the services of the organisation can put a huge pre4ssure on the substitute and VW is providing an effective service to the consumers. 
Bargaining power of the consumers: There are various types of large companies in the industry and the consumers are getting different types of options. But, there is the proper Auto strategy that can make the proper areas of the business transformation. The company is working continuously to build trust. In this sense, there are major areas of consideration related to the two-mode software installation that helps in the development of consumer service (BBC, 2022). 
Ansoff Matrix
It is a very useful strategic planning tool. This marketing tool is used by organisations for developing effective strategies to grow or expand their products or services and the market. Using this tool, marketers also can evaluate risks associated with the strategy put in place. This matrix is useful for managers and executives of organisations to plan about making the new as well as existing products available to the established or new markets. At the same time, this matrix also allows the users to access risk in their business along with understanding the advantages of their growth strategy (Indeed, 2020).   
Development of the product: When it comes to the development of the product, Volkswagen looks to cut the vehicle development time by 25 per cent. It has been among the targets of the German car-making brand to develop every car in 10 hours. The company is dedicated to designing its cars while keeping the environmental factors in mind in the UK. That is why Volkswagen has been careful while selecting recycled and recyclable materials. They have also optimised construction techniques along with the labelling of plastic parts with their material type. Thus the company has ensured that the cars can be recycled as efficiently as possible (Volswagen, 2022). 
The company has also got a claim from the high court because of emissions from the vehicles. This has resulted in a campaign of the company named "defeat devices" to control pollution. This has been helpful for the car brand to develop more than 11 million vehicles across the globe including 1.23 million in the UK (BBC, 2022).   
Market development: The company has developed electric and hybrid technology. It has been a reason for the expansion of the electrician plans of the group. In 2021 the company was able to achieve a market share of 22.6% due to the registration of 369747 cars. Along with this, they have also registered 36718 vans and pick-ups. VW has used the large network of 600 retailers to become the number-one brand in the UK, surpassing Audi (Volkswagen Group, 2022). 
Diversification: It is an important aspect of the business of Volkswagen. The management group of the company believes in using horizontal diversification. Using this method, they can enable themselves to own more of the market. The company also looks to be more diverse in terms of culture, age, gender, and background. They are also committed to inclusion in the workplace. A diverse workplace allows the workers of the company to bring different perspectives and ideas and motivates them to work more effectively (Volkswagenag, 2022).
So, the Ansoff matrix analysis has shown that the company is dedicated to improving the quality of its products and services along with increasing diversification. This can be helpful for them to stay ahead in the highly competitive market in the UK.  
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	Resources/capabilities
	Valuable 
	Rare
	Immitable 
	Organized
	Competitive Advantage

	Distribution network 
	Yes
	No
	Yes
	Yes
	Temporary 

	Technological development 
	Yes
	Yes
	No
	No
	Long-term

	Employees 
	Yes
	No
	Yes
	Yes
	Sustainable 

	Financial resources
	Yes
	Yes
	No
	Yes
	Sustainable

	Relationship with suppliers
	Yes
	Yes
	No
	Yes
	Sustainable


Table 1: VRIO Analysis
Source: (Volkswagen Group, 2022)
Distribution network - There is a wide range for the company where the company is connected with various channels. The proper investment is needed to develop these types of channels. This type of capability can be developed by others through the development of the investment. So, this is included with the temporary competitive advantages. 
Technological development - This type of resource is rare as this cannot be developed by every type of organization. A proper investment is needed to develop software like VW. So this is the area that helps the company in getting long-term benefits within the market (Volkswagen Group, 2022). 
Employees  - Employees for VW are considered a valuable resource because the effective services of the company are dependable through this. These types of employees can be developed in the organisation through proper training. In this sense, it can be said that proper knowledge of the employees is playing an important role in the organisation. 
Financial Resources - This type of resource is leading to a sustainable competitive advantage for the organisation. The other companies cannot imitate this type of source. So, this helps in getting the proper success in the market. 
Relationship with the suppliers - This helps the company towards sustainable development because this is organised properly and this type of relationship is rare. So, the other companies cannot copy this area. 
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To Volkswagen, sustainability is all about pursuing economic, social, and ecological objectives simultaneously. The aim of the company is to develop long-lasting values, along with offering healthy working conditions and conserving resources and the environment. With the concept of sustainability, the company wants to make sure that its activities, which are associated with the environment and society, are identified quickly at every stage of the value-creation process. With such a mindset, the leadership group of Volkswagen is determined to ensure a lasting and positive impact of the company's CSR activities on the value and reputation of the company. The issue of global warming has resulted in climate change. This is one of the biggest issues in modern times across the world. Being a car manufacturing company, Volkswagen is well aware of the impact of its business operations on the environment. In 2015, Volkswagen was involved in a case of installing emission-cheating devices in its vehicles. After settling the claim in the High Court, the company has to pay £193 m to more than 90,000 drivers in England and Wales. This is why the company had to apologise to the customers and is working on rebuilding trust. This incident is also known as the “dieselgate scandal”.  The company has been through fines, civil statements, compensations, and buyback schemes and has paid out more than  €30bn across the world. With the thought of coming out of the scandal and getting the business on track, the company is determined to decrease the effect of its business operation on the environment. The company has taken responsibility for effective climate protection. That is why Volkswagen has defined the decarbonisation of the company and its products as a focus area. This is also an important element of the corporate strategy of the company. The main commitment of the brand is to the  2°C targets of the Paris Climate Agreement. Volkswagen is looking to become a net-zero company by 2050 (Volkswagen Group, 2022). 
This is how Volkswagen wants to contribute to the betterment of society and nature. Thus, they can earn more trust from customers and earn more competitive advantages. 
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For further sustainability and to overcome the diesel gate issue, Volkswagen needs to rebrand itself. The organisation should focus on more green operations and maintain effective practises of corporate social responsibility. The leaders and management after the diesel gate scandal entirely focus on the green environment and reduction of carbon emissions. For this purpose, in the long-term perspective, Volkswagen needs to focus on greenwashing strategy. To bring back the reputation of the company, management and leaders should tie up with Federal Trade Commissions to increase their sustainability. The upcoming goal of rebranding should be eliminating the emission of carbon, energy consumption, eliminating waste and also save water. In this case, a company should engage with NGOs or local communities to bring back community trust. When the public notice the company is offering care about sustainability and society then they can again start to purchase new car models. It will help Volkswagen as a brand to become competitive in the automobile industry.
After the diesel gate scandal, Volkswagen needs to train its internal team to effectively examine emissions from a vehicle before deployment. In this case, Volkswagen can tie up with various agencies for independent verification. This will increase the chance of gaining the customer's trust. The agencies can be the Fair Labor Association or FLA, Landfill Methane Outreach Program (LMOP) and many more. Their forward-thinking approach will help Volkswagen to become highly sustainable in the future in terms of environment and business. 
Another strategy Volkswagen leaders can take is uploading the bond. To bring back the customer's trust in the Volkswagen brand, leaders should do this to give assurance to customers that this thing will not happen again. Bond in this case will be acted as a credibility indicator. In this bond, there should be a written statement if the same thing will happen with a delegate the organisation will be liable to pay the bond out to the automotive sector of European Commissions. It will help the regulators to get motivated and bring strict acts for the automotive sector. The money received from the bond will be used in information technology hub development, decarbonisation of conventional engines, R&D of green vehicles and many more. The number of bonds should be high to make customers feel that a brand like Volkswagen regrets breaching the standards of carbon emission.
To stay competitive in the market all across the globe, Volkswagen needs to focus on its CSR strategy. They should bring new plans like the Together 2025+ strategy. It is a group strategy which comprises specific modules and strategic decisions at a consistent level. Both these aimed to safeguard the group's long-term future and create profitable development. The modules include perfect leadership, perfect performance, best governance, software-enabled car firm and best-brand equity. Another strategy this car company will take is called the 'Electrification Initiative'. The organisation in this 2025 plan will launch more than 30 entirely new electric vehicles. The company is expecting to reach sales of 2-3 million per year. This will help them capture market share and become highly competitive in the automobile sector in the upcoming days.                 
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The report is considered the analysis related to strategic management through sustainability within the organisation. Volkswagen is developing different types of strategies in the last five years that made the proper areas of competitive advantages for the organisation. The company is using different types of resources that help the company to make the proper profit over their competitors in the market. The study is reflected in the analysis of the competitors' power and the organisation has developed the proper strategy to deal with this threat in the market. VW was conscious of the development of the strategy towards the environment as the company has faced issues related to emissions. After that, the company has focused on the development of strategies that help them in getting a competitive advantage throughout the market. However, the development of the strategies is playing an important role in VW getting a long-term advantage for the company. 
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