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[bookmark: _xr4444ejf3xq][bookmark: _Toc112087108]Introduction
Sustainable strategic management refers to the diversification strategy and time management practises a company undertakes to earn competitive advantage by managing resources. SSM engages several activities like formulating and applying business strategies which are economically competitive and socially responsible. In this project, five years of business strategies of VOLKSWAGEN will be demonstrated. Over the past five years, resources and capabilities of the case study company will be highlighted with the help of VRIO Framework to analyse to what extent they have aligned those with their business strategies. The company has become more competitive while taking into consideration sustainability and VW’s environment and ways of applying strategies will be defined. Several effective recommendations on the company will be mentioned to develop competitive advantage. 
[bookmark: _2njssve7r9bp][bookmark: _Toc112087109]Case study background 
Volkswagen is to pay £193 million to more than 90,000 drivers in England and Wales for cheating in their vehicles in terms of emissions. This scandal erupted in 2015 and as per EU pollution standards, nitrogen dioxide emission was increased forty times than before. Volkswagen tried to rebuild trust for their consumers by paying the allocated amount which is justified by the court (refers to the case study). 
[bookmark: _exb1drct6oec][bookmark: _Toc112087110]1) Identify with evidence the key business strategies of VW over the past five years. Use related frameworks to discuss why this strategy was pursued or changed
The company’s five year’s overview is presented here and individual employees, business revenue, personnel expenses and equity has been included in this section. In 2015, the company’s business strategies were to implement effective technical resolutions for their consumers and to focus on trustful cooperation. However, “irregularities relating to diesel engines” created hazards for the company and they failed to deal with the issues (Annualreport2015, 2015). The company admitted that around 11 million vehicles in the world, including 1.2 million in mainly the UK, were intensely affected.  Around 91,000 motorists in the UK's England and in Wales, presented by various legal firms, took initiatives against Volkswagen and their subsidiaries - Audi, Seat and Skoda (BBC, 2022). In 2016, the company worked intensively for clarifying their irregularities in terms of emissions and provided effective technical resolutions for mainly affected vehicles (Annualreport2016, 2016). This business strategy by implementing effective technical resolutions and trustful cooperation has helped the company to rebuild trust among customers by taking certain initiatives for the future. In 2017, the company shaped transformations together and individual setbacks had taken seriously to devote all their energy to bringing about this transformation at Volkswagen (Annualreport2017, 2017). Volkswagen would continue to operate to rebuild trust of their consumers in the UK's England and Wales (BBC, 2022).
In 2018, the company was engaged in pursuing their transformation of the Volkswagen Group. By balancing their course, they have continued to form certain mobility in future (Annualreport2018, 2018). In 2019, the company has used the internet as their biggest opportunity, and they also have included a Chinese joint venture to increase their sales (Annualreport2019, 2019). The company has implemented strategies like sustainability, research and development for more prosperity and growth. 
In 2020, the company’s business strategy is driven by data and electricity at present and the organisation’s generated sales revenue was estimated by €222.9 billion (Annualreport2020, 2020). The company has tried enough to recover from the 2015’s situation and their compact business strategy has applied to mitigate the certain issues. 
In 2021, the company was preparing itself for global changes in car’s mobility and thus driving the company’s transformation into a software-centric organisation (Volkswagen Group Annual Report 2021, 2021).
In 2022, the company has undertaken relevant strategies like competitive advantage, BCG matrix and distribution strategy to implement sustainability and corporate responsibility in the business process. Their strategy has been analysed through four corner’s frameworks, so it can be known what major transformations are goals the company has reached to recover the scandal issue from 2015.
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Figure 1: Five years overview of VW
(Source: Annualreport2020, 2020)

[bookmark: _pi0kig7jd7h5][bookmark: _Toc112087111]Four Corner’s Analysis 
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Figure 2: Four Corner’s Analysis 
(Source: Self-created)
Drivers: The company’s robust operating performance has showcased the power of the brand (Volkswagenag, 2022b). In 2022, the increased level was - 16.1 % over 2021 and the company focuses on brand unity to implement proper philosophical approach. The technical platforms of the organizations like Mechatronics, Software and Battery, Charging and Mobility Solutions are some of the important drivers of the Volkswagen group that is helping the company to adapt to the strategic changes. 
Current strategy: VW undertakes a current AUTO STRATEGY, and they are introducing advanced tech platforms to promote sustainable services and products (Volkswagenag, 2022d). There are seven foundations of the company values which are responsibility, bravery, honesty, diversity, pride, solidarity and reliability (Volkswagenag. 2022c).
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Figure 3: Auto Strategy of Volkswagen 
(Source: Volkswagenag, 2022d)
Management assumptions: One of the biggest management assumptions made by the VW’s management is - by 2025, this German giant company will take over TESLA’s EV sales which is an electric car company (Meredith, 2022). All company trademarks, their service marks and even trade names are also proprietary to Volkswagen (Vw, 2022).
Capabilities: Volkswagen informs their robust H1 outcomes, by enabling more investment in car’s mobility, unique battery platforms and software as their profit pools for future (Brown and Soni, 2019).
[bookmark: _xt00jv8qkk97][bookmark: _Toc112087112]Changed Strategy of VW regarding the Sustainability of Business
The sustainability aspect of the VW is considered the dimension of the economic, social, and ecological objectives to operate within the equal energy distribution. The fundamental aim of the organisation is based on the determination of the values, effective working conditions, and the converse resources of the environment (Volkswagenag, 2022e). The sustainability concept of the business is incorporated with ensuring the opportunities and risk factors with the environmental issues, social issues, and governance activities. The identified area of the strategic problems has been tried to resolve in the early stage of the value creation process. In this instance the organisation is effectively operating the responsibility for the corporate social responsibility and determining the positive impact of the value and reputation of the organization. 
Sustainability is an integral component of the “New Auto” 2030 group strategy and determined purpose of the “Mobility for generation to come” (Volkswagenag, 2022e). Moreover, the sustainability strategy of this organization is increasingly involved in the sustainability approach of the United Nations Sustainable Development Goals. Regarding the past issues of the environmental hazardous and the customer feed this organisation has adopted the six prioritised focused by underpinning the ambition within 2030 as “concrete, measurable objectives with deadlines, indicators of measuring development progress in relation to the objectives, measures for achieving the objectives, and the development and implementation of programs and initiatives” (Volkswagenag, 2022e).
[bookmark: _tlhnb9i8gch2][bookmark: _Toc112087113]2) Identify with evidence the resources and capabilities of the case study company over the past five years and analyse to what extent the company has aligned its resources and capabilities to its current business strategies
[bookmark: _manzsotgsapr][bookmark: _Toc112087114]VRIO analysis
	Factors 
	Valuable 
	Rare 
	Immutability 
	Organised 
	Advantage 

	Financial resource 
	Yes 
	No 
	No 
	Yes 
	Financial advantages 

	Skilled workforce 
	Yes
	No
	No 
	Yes
	Creative and Innovative

	Brand image 
	Yes
	No
	No 
	Yes
	Market capture

	Non-Fossil Energy Sources
	Yes
	Yes
	Yes
	Yes
	Cost optimization

	Stable Climatic Condition
	Yes
	Yes
	No 
	No
	Manufacturing opportunity

	Emerging economics and expended global markets
	Yes
	No
	No 
	No
	Increased revenue

	Natural Resources
	Yes
	No
	Yes
	No
	Cost optimization

	Alternative Power strain
	Yes
	Yes
	Yes
	No
	Available resources

	Recycling
	Yes
	Yes
	Yes
	Yes
	Manufacturing opportunity

	Renewable raw materials
	Yes
	No
	No 
	Yes
	Less pollution


Table: VRIO Analysis
(Source: Self-Created)
The business plan of the VW group is engaged with the aim of being the leading automotive section in 2018 with a total investment of 50.2 billion (Volkswagenag, 2022). This group is using the non-renewable resources regarding the product manufacturing and cost optimization process. This initiative of the organisation has accumulated the non-fossil energy sources from the plants and gearing the operations through the recycling-based economy (Volkswagenag, 2022). Regarding the instance of population growth, this organisation is operating with the emerging economics and demand of the consumers for enabling the competition of the resources. In the situation of the increase to the consumer based and demand for the capital goods and energy demand it has been determined as the harder initiative for the cost initiative extraction. The efficient use of the resources helped to sustain the tangibility reduction and the reduced hazardous of the environment (Volkswagenag, 2022a). The sustainable approach of the resource management is helpful for minimising the environmental impact and revaluation of the environmental asset distribution effect for the group. 
In terms of intangible resources, the company has engaged 550,000 worldwide skilled and talented employees (Volkswagenag, 2022a). This is to implement the sustainable strategies engaged by the company to attract better benefits while performing the business operations. Apart from that, employees are valuable assets for the company to enhance the performance to attract better consumer satisfaction. The number of employees in VW in 2018 was 656,000 that resulted into 668,000 in the year 2022 that is huge increase in the workforce. The skills and capabilities of the existing human resources are effective to enhance the manufacturing services to deliver quality products. It is evaluated from the VRIO analysis that the human resources of the company are valuable and organised that are effective to attract innovation and creativity in the manufacturing operations to support sustainability. 
Vehicle software’s and engines are tangible resources of the company that are emphasised to get restructured for the sustainable development to support the business as well as the environment (Volkswagenag, 2021). As observed in the case study, after the drop in the sustainable rate in the company, VW is focusing on sustainable manufacturing to attract better satisfaction from its stakeholders [Refer to Case Study]. 25% reduction in the water and energy consumption has been achieved by the company to meet its sustainable strategy in 2018 (Volkswagenag, 2022a). It has further optimised its environmental footprints while performing the business. Thus, Alternative Power strain is considered as a valuable resource for the company to attract better competitive advantages. 
The company is focusing on generating new vehicles that are 10 to 15% more efficient than the previous vehicles to reduce environmental footprints in 2020 compared to last 5 years (Volkswagenag, 2022a). To support sustainable manufacturing, the company has emphasised recycling the resources to address the issues regarding the “1945-1958 materials shortage” in the company. Thus, renewable raw materials are valuable for the company to meet its sustainable goals of the company to improve its brand image. Installation of emissions cheating devices in Volkswagen vehicles has affected the brand image of the company. Thus, the company has focused on sustainable strategies during the last 5 years to support its business goals. In this regard, the brand image of the company is a crucial capability that can impact performance. It is analysed from the VRIO analysis that the company has a valuable and organised brand image that is further facilitating the company operations in terms of capturing new markets. Natural resources are valuable resources for the company to attract better effectiveness in sustaining the business by adequate use of the natural resources in manufacturing to support the company’s sustainability strategy. Further, it is observed that Volkswagen is enhancing the use of non-fossil energy sources in its production services to facilitate the manufacturing services to achieve the sustainable goals for the business and further it is beneficial to enriching the recycling-based economy (Volkswagen, 2022). Additionally, it is effective to attract better financial resource management to sustain the business for a long by addressing the issues mentioned in the case study. Further, it is effective to attract a better brand image for the company that will enhance the competitive advantages. 
[bookmark: _13wwiqd9y7e8][bookmark: _Toc112087115]3) Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment
[bookmark: _6oel238tfbhx][bookmark: _Toc112087116]Triple Bottom line Theory
The triple bottom line is an essential business framework, which posits firms must engage in the measurement of their environmental and social impact along with their financial, instead of only stressing profit generation or standard bottom line. It implies that a firm is supposed to have multiple aspects into consideration in the business beyond yielding profits for fostering sustainability. The TBL framework is segregated into 3 key elements such as people, planet, and profits (Weidner et al. 2021). Based on the scandal mentioned in the case study committed by VW on emitting 40 times legally allowed amount of nitrogen dioxide in its vehicles, breaching the EU pollution standards, and facing a litigation of £26bn worldwide, the business is now focused on addressing the sustainability standards, strategizing to rebuild the trust of customers (BBC, 2022). It could help in avoiding major penalties like £193m compensation to 90 thousand drivers in the UK for installing emission cheating devices (BBC, 2022).  
People
Concerning the perspective of people, VW has launched the latest 360-degree campaigns for customers in multiple markets over weeks and days. The focus of the campaign is to boost customers’ trust in the brand thereby focusing back on people. An amazing base of people across the globe align with VW vehicles with significant memories as Volkswagen is a key part of their lives. Based on poor brand loyalty after the 2015 emission scandal, VW has necessitated rebuilding trust for ensuring sustainable growth.  Moreover, VW, stressing on becoming a climate neutral company in the long run involves a pilot project of the organisation focused on improvising the health and safety conditions and the people’s living conditions in surrounding communities. The VW Group has teamed up with partners for initiating the ‘Responsible Lithium Alliance’ (Volkswagenag, 2022f). Further, with the aim of VW for a socially responsible and successful transition of workforces to the latest sustainable mobility era, it is undergoing a radical change in workforces’ base. It continues employing as many employees having standard qualifications in automotives as per the 10-year transformation corridor, promising key fields at attractive salaries with secured jobs.  
Planet
Considering the obligation protoadditive climate protection, VW developed decarbonization for its Group and products as the stress area thereby regarded as key elements for strategy. The commitment to the 2-degree C target of the Paris Climate Agreement could support VW in becoming carbon neutral by 2050 (Volkswagenag, 2022g). Volkswagen established its offerings in the most ecologically compatible manner. Thus, the company considers production and use stages, with suppliers, precursors and the end-of-life recycle process. The cradle-to-grave framework could help VW in addressing wider environmental standards for protecting the planet.   
Profits
Focus on decarbonisation is supportive of VW to drive enhanced energy efficiency along with minimum emissions at factories (Volkswagenag, 2022f). Moreover, addressing supply chain requirements by building long-term relationships with partners and climate-friendly solutions at logistics thereby driving maximum cost control is useful to foster sustainable profitable returns in the business.  
[bookmark: _nypsqo3f5501][bookmark: _Toc112087117]How competitiveness has been sustained
The target for the climate protection is-further, a key part of the ‘goTOzero’ environmental mission while engaging competitive advantages by the comp-any performances. It will further engage environmental protection along with sustaining business. ‘Responsible Lithium Alliance’ partnership has further helped the company to sustain the business for long. Further, its skilled human resources are sustaining the business. 
[bookmark: _8p4nod55sqxq][bookmark: _Toc112087118]4) Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future
[bookmark: _3w0iq2qpdcqi][bookmark: _Toc112087119]Recommendation 1: Review of SDGs related with the business model
Considering the enhanced focus of VW on rebuilding trust of customers after the significant CSR scandal, the company is recommended to endow a substantial amount of time in the corporate decision-making process for determining SDGs making the most sense based on the strategy, customers, marketplaces, and the revenue model. Focus on white space opportunities could help the company to strengthen the business thereby making a socio-environmental influence (Escaler, 2020).
[bookmark: _rdac937b4v7d][bookmark: _Toc112087120]Recommendation 2: Establishment of communities for scalability
The company, to ensure long-term social dominance, should focus beyond making profits. Furthermore, VW could expand its influence by involving employees in volunteering or developing communities across significant impact areas. The potentiality of the organization must be increased, and it must be done by replicating. The system must be optimized for better performance. 
[bookmark: _e7xng6gma5rj][bookmark: _Toc112087121]Recommendation 3: Initiative of the Measure and Monitoring Process
After evaluating the SDG report on behalf of the VW organisation the research will be effective to evaluate the current business position of the organisation. In this regard, quantification of the sustainability initiatives of the business and monitoring of the financial analysis will be helpful for the increasing profitability of the business. The total procedure before conducting the project must be monitored and the work must be tracked. 
[bookmark: _1tjlyyvtt1es][bookmark: _Toc112087122]Recommendation 4: Exploration of the Partnership for Impactful Achievement
For ensuring the sustainability practices by the VW group identification of the impactful partner will be a fruitful ground to increase influencer. Regarding the agreement, this group is effective in promoting financial stability as well as the innovative idea for a business. The organization must approach for partnership on a contractual basis and must indulge in the partnership for backing up the business with resources and fund. 
[bookmark: _y4nixob2h4jk][bookmark: _Toc112087123]Conclusion 
It is concluded by the Four corner analysis that the company can fly high in terms of the sales rate compared to Tesla after implementing its effective strategies to enrich the manufacturing. Further, the company has been observed to be sustainability concentrated while performing the business operations. Apart from that, the resources of the company have been evaluated through the VRIO analysis. It is found that the resource arrangement of VW over the past 5 years by the company has supported its current strategies to achieve the sustainable goals of the business. It is understood from the bottom-line theory that, to be a carbon neutral company, VW has emphasised and restructured its strategies. 
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