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1. Introduction
This report will critically analyse and assess the business strategy of VW over the last five years. It will also consider the brand resources and capabilities, as well as the brand's Corporative Social Responsibility. Some author’s recommendations will be provided for enhancing the company's performance to a better stage. 
One of the major automotive companies is the Volkswagen brand, with 662,575 workers worldwide building vehicles and providing services for them. In 153 nations, the brand sells automobiles. It was founded in 1937 in Berlin and has been bringing cutting-edge innovations, the best quality, and stunning patterns into the reach of lots groups for nearly 70 years with top merchants including the Beetle, Golf, and all-electric ID.
 According to Global Data (2023), the company projects and builds cars and machines, as well as commuter cars, trucks, vans, and motorbikes. Volkswagen sells goods under the names Volkswagen, Porsche, Bugatti, Lamborghini, Bentley, Audi, Ducati, Scania, and Cupra. It trades throughout Europe, North America, South America, and Asia Pacific.


[bookmark: _Hlk132739774]A company strategy outlines the specific actions an organisation plans to site itself, attain its short- and long-term aims, and raise over time. It also relies on other crucial firm resources including the organisation's mission, vision, and values for guidance in establishing its future trajectory and accomplishing its objectives. 
2.Business strategies of VW.
Seeking a competitive advantage in markets at the business level instead of the corporate level is what business strategy is all about. ( Whittington, p.228)
The Business strategy consists of generic and interactive strategies according to Whittington (2020, p.202). The Generic strategies are as follows cost leadership, differentiation, focus and hybrid, while the interactive are hypercompetitive and game theory strategies. 
The objective of the cost-leadership approach is to become the steadily lowest-cost company in a certain industry stated by Whittington (p.205).
Differentiation is the primary cost leadership substitute. To justify a price premium, a differentiating approach needs distinctiveness to an extent that is adequately valued by buyers. (Whittington, p.209). Such is the approach taken by the VW brand as well.
A focus strategy isolates a certain market segment or line of business and develops its products and services exclusively for that segment's needs noted by Whittington (p.210)
Under certain conditions, a hybrid form of strategy that mixes various generic tactics is possible. However, mixed methods are complex and need to be investigated with caution.  Some of the features of this strategy are as follows: Separation of the organisation - A corporation may launch distinct strategic business units (SBUs), each pursuing a diverse general tactic and ensuring a distinctive cost formation.
Technology - Occasionally technical advances provide substantial advances in both cost and worth.
Failures in the marketplace - In markets where rivals are also trapped in the middle, there is less motivation to eliminate an aggressive hindrance. 
In the past, strategic actions of the brand were acquiring more brands such as Porsche, Ducati, and MAN in 2012; Scania in 2008; Bugatti, Bentley, and Lamborghini in 1998; Skoda in 1994; and SEAT in 1986, and this way Volkswagen continued to diversify its product line and it's their followed strategy. 
There is a fundamental trade-off between distinction and relatively low cost, therefore they need to be carefully evaluated. Managers can exercise excellent restraint by heeding Porter's alert about the risk of getting caught in the middle. As revenues rise, the productive cost leader will be drawn to stop making savings and expense cuts. In challenging situations, a differentiator may easily cut down on the R&D or marketing costs required to maintain its competitive advantage over the long haul. (Whittington, p.213)
The prior strategic decisions the company has made include creating brand-new, front-line items; growing innovation; enhancing the Research  & Development department; increasing corporations and gains; cultivating advertising efficacy; and growing to overseas markets. These tactics have been put in place by Volkswagen Group to assist the corporation in resolving Porter's Five Forces-related problems. The European market requires vehicles that are smaller and use less or no gasoline.
According to the Volkswagen Annual Report (2022, p.100 ), the company states that was adopted the Group strategy New Auto that comes in May 2021 involving transformation towards e-mobility and digitalization which is expected to grow higher with the sustainable invention of the battery systems and charging infrastructure. To modify to associated, smart and ultimately self-driving cars, the company has established twelve group projects across the brand sets. The basic five areas of focus are on the tech platforms as follows mechatronics, software, battery and charging and mobility solutions. However, further seven initiatives are planned Decarbonization and Integrity, Business Model 2.0, Region NAR, Region China, Group Steering Model, People and Transformation and Financing the Transformation stated Volkswagen Group (2023).
In this way, Volkswagen can bravely state that its brand's reinvention started a few years ago: With the execution of the TRANSFORM 2025+ agenda, the organization has changed extremely and claimed that the entire model lineup has been renovated. Volkswagen has openly stated its follow for e-drive automobiles and is already shifting towards universal CO2-neutral progress states in the company’s Newsroom Platform (2023). 
However, Volkswagen only sees electrification as one of the four pillars and key business strategies that will support future growth. The other three are autonomous driving, innovative business models, and software-defined products. The company wants to dominate each of the four announced by its CEO Volkswagen Group (2023). Positioning as the most coveted brand for sustainable mobility is the strategic objective and new vision of the brand. 
3. [bookmark: _Hlk132739805]Resources and Capabilities of VW 

[bookmark: _Hlk132813166][bookmark: _Hlk132740000]According to Whittington (2020, p. 96), organizations' resources are the holdings they own or have access to. This distinction can be thought of succinctly as follows: resources are "what we have" whereas capabilities are "what we do." 
It is necessary to distinguish between resources and competencies that are at the threshold of their potential and those that could give the business a competitive advantage and superior performance. Whittington (2020, p.98). Threshold resources and capabilities are those that a company must possess to satisfy the conditions necessary to enter each market and compete. Even if they are significant, threshold resources and competencies cannot provide better performance or a competitive advantage on their own. They can be thought of as "qualifiers" for even being able to compete with opponents, whilst exceptional resources and abilities are "winners" required to defeat opponents. One needs distinctive resources and talents to gain a competitive advantage. 
Volkswagen has utilised a variety of resources to help them achieve its current position in society. They changed from a German company to a global firm by utilising a variety of resources. One resource that the brand has benefited from during the past few years is human assets. The organisation used the best human sources it could find. Capabilities can be physical, financial and human.
The company's success on a national and international level is a result of the management teams' and middle-level employees' talent, intelligence, and Rover qualifications. Year after year, they hire more personnel. As they develop a new model, they draw in the most qualified and productive new hires and keep the experienced workers by paying them well and providing them promotions when appropriate. The staff members are expected to report on their performance regularly so that the organisation's objectives may be assessed. The autocratic management control style used by the organisation requires members to submit regular reports. ( Burgelman, R. A. 1992).
The company's financial capability is another resource that it has utilised, and it has made use of this competence to fund its expansion. Compared to other German carmakers, the company's revenues have been increasing at a healthy rate. Due to increased worldwide competition, revenue growth is presently increased, but the return on capital utilized has stayed continual. New investment in the form of overseas diversification, which takes less capital compared to the rewards that will be reaped, has also contributed to the enhancement in revenue. (Armstrong G. & Kotler P. 2007).
Businesses have used technology as an additional resource to build and maintain profitability. Thanks to the resources mentioned above, a company has gained recognition worldwide. The company's solid financial standing has ensured its success in the global market and ensured that it has kept its competitiveness. Without a robust economic foundation, the brand will fail to market share and clients' trust in its products. Sharp, efficient, and qualified workers have influenced labelling marketing, and novelty, giving the company a reward over contenders.

Based on extensive model platform modification, Volkswagen-Mobvoi offers full-stack intelligent mobility solutions and aids OEMs in developing robust intelligent connectivity capabilities such as Customized, AI Push, IoT, Car Control and SDS noted Volkswagen Group (2023). 
As a result of the analysis, it is obvious that the brand has aligned its resources and capabilities at maximum currently and striving to achieve even more.  
With the RBV at hand, it is possible to create a set of tools for evaluating all the various resources and competencies a corporation may have, as well as their potential to produce viable benefits. This approach will make it possible to identify a company's internal strengths and flaws. The primary instrument for conducting this internal analysis is the VRIO framework. An instrument for assessing a company's internal strengths and shortcomings is the RBV. 
The VRIO framework is a technique that assesses a firm's competitive potential by posing four questions regarding its resources and capabilities. These concerns revolve around issues like value, scarcity, copy ability, and organisational structure. According to the Pestel and SWOT analysis of Volkswagen in the Appendix, the brand has undertaken the following actions and decisions to gain a competitive advantage.

4. [bookmark: _Hlk132739833]Evaluating VW Corporate Social Responsibility
Volkswagen is on the "way to ZERO" while its sustainable product line is growing. VW has set a target of achieving carbon neutrality by 2050 stated Volkswagen Group (2023). To do this, the brand is converting more and more manufacturing facilities around the world to electric production, and it is also advancing the modular e-drive system (MEB) into MEB+: for quicker charging times (175-200 kW), more variety thanks to the combined cubicle, enlarged presentation, and improved automatic driving functions. VW is spending 460 million euros to upgrade Wolfsburg's main factory to "MEB-ready" status.

[bookmark: _Hlk132818170]" NEW AUTO" - Mobility for Generations is coming in May 2021 with the Supervisory Board's consent, considering the challenges it brings and the continuously changing environment.  The company predicts that over the next five years, the market for plug-in cars will raise dramatically, necessitating the development of battery systems that are both inexpensive and sustainable as well as the expansion of the infrastructure for charging them. However, the turn to intelligent, linked, and ultimately self-driving vehicles will bring about more profound changes in the auto industry and at Volkswagen as well. Like technical changes, geopolitical and economic global limits are posing more and more difficulties for the automotive sector. 
Because of the increasingly obvious effects of climate change, the customer's increased awareness of sustainable lifestyles, and because of original factors like the Paris Climate Agreement, sustainability will last be a frequent subject in commercial and will become more relevant. As the change from motorized producer to agility group, the brand is rearranging primacies with NEW AUTO as well as persistently working to be more attentive, efficient, inventive, customer-oriented, and bearable while systematically orienting it towards profitable growth. The goal is to be the world's starring contributor to sustainable transportation states the Company in its Sustainability report (2022). 



Integrity, Decarbonization, and ESG
Ecological, Social, and Governance refer to the fundamentals of conducting business responsibly. Investors, staff, and consumers have high expectations for the Group's ESG accomplishment, including in areas like decarbonization and integrity, as well as for its behaviour as an employer and member of society. 
Individuals & Transformation
The brand will experience the largest transition of its personnel in its corporate story as it transforms into a global tech corporation. To keep the Group competitive in the future, it must recruit the best candidates and support current employees by offering in-depth training when necessary. 
According to VW Annual Report 2021, Volkswagen joined the Development and Climate Alliance Foundation in 2021. However, the emission scandal in 2015 brought a loss of trust and the brand was recalling millions of cars worldwide calculated at £4.8bn reported BBC (2015).
The SAFE Criteria and Evaluation Techniques VW
Suitability is focused on assessing which proposed strategies handle the significant opportunities and threats that an organisation faces through an understanding of its strategic position; as a result, it is concerned with the underlying logic of a strategy. It is clear from the SWOT analysis in the Appendix that VW satisfies this requirement. 
A proposed strategy is deemed acceptable if the expected performance outcomes fulfil the expectations of stakeholders.
A plan can be implemented and carried out by an organisation if it is feasible, which indicates that it could be done.
The goal of evaluation is to identify methods that can get beyond the obstacles of applicability, acceptability, and feasibility. Due to VW's shown acceptability and viability, the overall assessment is very favourable. 


5. [bookmark: _Hlk132741391]Recommendations 
Though developing a sustainability strategy may not seem like an easy task, businesses may surely benefit many people by starting small. These strategies will increase sales and result in production cost savings by positioning them as a standard in front of their competitors.
My first piece of advice to the company is to promote environmental education and training for personnel, partners, and clients: It is crucial to promote moral behaviour that raises awareness among all parties involved in the business as part of the sustainability plan.
The next one is to encourage efforts both inside and external of the workplace as a long-term commitment: It is crucial to promote behaviours among staff members that reduce energy use and the environmental imprint both within and outside the office.
And not lastly, establish goals and priorities in environmental matters: Through surveys and market research, it is possible to identify the issues that are most important to a company's stakeholders.
Based on the Ansoff metrics Whittington (2020, p.239) innovation in the brand will be highly important.
In addition to being incorporated into a company's business model, sustainable business practices also have advantages like a better business reputation, which will be rewarded in the market with more sales as the number of environmentally conscious consumers who take this into account grows. 
Of course, very important is to keep the lesson already learnt by Volkswagen present and not try to cheat again the Government by using a software system. 
The Volkswagen Group's largest single market, China, is extremely important strategically, and it's highly recommendable to grow in the coming years. This includes a comprehensive program of cost-focused actions, long-term technological competitiveness, regionalized market-specific development initiatives, and the further strengthening of the current alliances.

6. Conclusion
Volkswagen is a sizable carmaker with a capable CEO leading. The management has made numerous strategic choices that are helping the business in resisting confronts, increasing its areas of assets, and capturing options. The company's management team works determinedly to maintain the business's sound management and exceptional performance. Additionally, this has caused increased profitability and a better brand image for the business. The need to consider its position on carbon emissions and not enter again in scandals is highly important for the brand because it can affect its business operations in the future.


7. Appendix
Pestel analysis of Volkswagen
	Political

Brexit
Zero policy for petrol and diesel
The tension between the EU and US government
	Economical

Revenue and profits
Pandemic Covid-19
Influence of Brexit
	Social

Health movements
Brand perception
Ride-sharing tendency

	Technological

Electric cars
Self-driving vehicle 
Novelty
	Environmental

Clean energy technology
	Legal

Rules
Fraud scandal


                                                                        Source: Swot and Pestel Analysis (2022)


Swot analyses Volkswagen 
	Strength

1. The expansive product selection between all motorized firms
2. Latest “TOGETHER – 2025” strategy
3. Diversification approach
4. Interaction between products
5. Joint ventures with regional Chinese car manufacturers
	Weaknesses

1. Harmful public relations  
2. In the U.S. market VW has the greatest recall ratio
3. The US auto marketplace has a tiny market segment.

	Opportunities

1. Imminent rises in fuel prices are predicted.
2. Accumulate talents and expertise through procurements
3. The demand for self-driving autos
4. Reducing the value of the euro
5. Place a firm accent on developing sustainability plans to restore damage to the brand name
	Threats


1. Intense opposition
2. Extra payments and costs that have been involved 
3. More policies and regulations from the government


                                                              Source: Strategic Management Insight (2023)
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