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[bookmark: _Toc132837240]Introduction
Volkswagen is a multinational automobile manufacturer headquartered in Wolfsburg, Germany. Since its inception in 1937, It was formed by the German Labor Front to produce affordable automobiles for the German people. The company has evolved to become one of the world's largest automakers. Volkswagen employs about 660,000 people worldwide and is present in more than 150 countries (Volkswagen History ,2023). 
Volkswagen is known for its commitment to employee development and innovation in the workplace. The corporation places a high value on sustainability and has been acknowledged for its efforts in this area, which include a focus on lowering carbon emissions and supporting electric mobility.
Volkswagen has a global network of branches and subsidiaries in addition to its headquarters in Wolfsburg. Manufacturing factories, R&D centres, and sales and marketing offices are examples of these. Audi, Bentley, and Bugatti are among the company's significant subsidiaries. Skoda,  Lamborghini and Porsche. Volkswagen has factories in several countries, including Germany, China, Mexico, Brazil, and the United States. The majority of the company's R&D centres are in Germany, although it also maintains facilities in China, India, and the United States (Volkswagen, 2019).
Overall, Volkswagen is a prominent player in the global automotive sector, and it is expanding its footprint through innovation and strategic alliances. Volkswagen is positioned for ongoing success in the years ahead, thanks to a strong commitment to sustainability and a focus on employee development.











[image: Volkswagen EVs are better than conventional Volkswagen cars, says top boss  | HT Auto]
Figure1: (Volkswagen car)
(Source: The Economics Times)

[bookmark: _Toc132837241]Company background
Volkswagen is one of the world's major automakers, with annual global sales exceeding 10 million vehicles.The company's vehicle lineup comprises anything from little cars like the Polo to luxury sedans like the Phaeton, as well as commercial vehicles like vans and lorries. Volkswagen has a reputation for creating high-quality, dependable automobiles, and it has received numerous safety and innovation honors. In recent years, the firm has also made significant investments in electric and hybrid technologies, to become a global leader in sustainable mobility. Volkswagen, on the other hand, has been the subject of controversy, most notably in 2015, when it was found that the firm had put software in its diesel vehicles to cheat emissions tests. The controversy led to substantial penalties and legal settlements for the corporation, as well as reputational damage (Volkswagen Group ,2023)



 

[bookmark: _Toc132837242]VW business strategies 
Due to the "dieselgate" controversy, in which it was discovered that Volkswagen (VW) had put emissions-cheating devices in its vehicles, the firm has faced a variety of difficulties during the previous five years. This has led to legal action and significant financial fines across the globe. As a result, Volkswagen has explored a range of tactics to deal with the scandal's repercussions as well as to adjust to shifting market dynamics and consumer preferences. (Drobyazko et al, 2019). 
Focusing on electric vehicles has been one of VW's main priorities (EVs). The business recently declared its intention to invest over €30 billion in electric vehicles by 2025 and its goal to have 70% of its European sales powered by EVs by 2030, both of which reflect this. The policy is in keeping with both the legislative requirement to cut emissions and the growing desire for more environmentally friendly modes of transportation. Volkswagen has also invested in cutting-edge technologies like networking and automated driving. The introduction of the ID.3 and ID.4 EVs, which come with cutting-edge technologies like voice control and online software upgrades, reflects this (Zanetti, Samoggia, & Young, 2020). This approach fits with the trend toward more intelligent and connected cars, which is anticipated to transform the automobile industry in the years to come. Volkswagen's ambitious electrification strategy is one of the most important actions it has taken. By 2025, the company hopes to take the lead globally in electric vehicles (EVs), and it has promised to spend €35 billion ($40 billion) on EVs, automated vehicles, and digital media. In the next ten years, it intends to introduce more than 70 new electric versions; the ID.3 is the first model to have gone on sale. By 2040, the company also wants to electrify the complete product line efforts to lessen the manufacturing processes' carbon footprint. The business has set a 2050 goal of becoming carbon-neutral, with a 2025 interim target of a 30% reduction in CO2 emissions. To do this, it intends to use sources of clean energy in its manufacturing sites and to make investments in energy-saving technologies (Suriyankietkaew & Petison, 2019).
VW is also achieving notable efforts to lessen the manufacturing processes' carbon footprint. The business has set a 2050 goal of becoming carbon-neutral, with a 2025 interim target of a 30% reduction in CO2 emissions. To do this, it intends to use sources of clean energy in its manufacturing sites and to make investments in energy-saving technologies. Volkswagen is also concentrating its efforts on the creation of environmentally friendly products. The business is looking into using alternative materials in its cars, such as biodegradable materials, recycled plastics, and natural fibres. For instance, ID.3's interior includes seats manufactured from PET bottles that have been recycled (Barbosa, Castañeda-Ayarza & Ferreira, 2020).
However, due to several internal as well as external reasons, Volkswagen has also encountered difficulties putting these tactics into practice. For instance, the corporation has come under fire for its sluggish EV rollout and worries about the sustainability of its supply chain. Also, the business has encountered regulatory difficulties we can make use of the framework for SWOT analysis to comprehend VW's primary business tactics over the previous five years. The company's strong brand, global reach, and technical prowess are among its advantages. The "dieselgate" fallout, difficulties implementing EVs, and adjusting to shifting market circumstances are among the weaknesses, though (Baumgartner & Rauter, 2017). Opportunities for Volkswagen include the rise in demand for environmentally friendly transportation as well as the development of more intelligent, connected cars. Threats, however, come in the form of greater rivalry from other automotive players, regulatory pressures, and geopolitical risks. VW works in a market that is intricate and undergoing rapid change regarding the company's environment. Regulation demands to lower emissions and the movement towards VW's main business strategies over the past five years have been centred on dealing with the "diesel gate" scandal's aftereffects as well as adapting to shifting market dynamics and customer preferences. While the business has made strides in areas like connectivity and EVs, it still confronts some difficulties in putting these strategies into practice. To thrive in the rapidly evolving automotive market, the company will need to keep innovating and adapting (Veselovsky et.al, 2019).
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Due to the "Diesel gate" scandal, Volkswagen (VW), a well-known German automaker, has encountered major legal and financial difficulties over the past five years. Over €30 billion ($35 billion) in fines, compensation, civil settlements, and buyback programs have been paid globally as a result of the use of pollution-cheating devices. Another illustration of the sizeable resources that Volkswagen has been required to commit to addressing the fallout from the controversy is the recent settlement of £193 million ($260 million) to more than 90,000 drivers in England and Wales (Zhuravlyov et.al, 2019).
We can use a strategic analysis tool like a SWOT analysis to better understand how VW has matched its resources and skills to its current business strategies. This framework evaluates the internal and external possibilities and dangers of a business.
Strengths:

Volkswagen is a well-known company with a long history of building dependable automobiles that are well-liked by buyers all over the globe. The business can produce and market cars in numerous markets thanks to a robust worldwide strategic sourcing and distribution network. Volkswagen has a wealth of assets, including money, intellectual property, and human resources, that it can use to further its business objectives (Mačaitytė & Virbašiūtė, 2018).
Weaknesses:

VW works in a market that is intricate and undergoing rapid change regarding the company's environment. Regulation demands to lower emissions and the movement towards VW's main business strategies over the past five years have been centred on dealing with the "Dieselgate" scandal's aftereffects as well as adapting to shifting market dynamics and customer preferences (Etzion, 2018). While the business has made strides in areas like connectivity and EVs, it still confronts some difficulties in putting these strategies into practice. VW has a chance to stand out in the marketplace and win back customers' confidence by making the switch to electric cars. The business can create and produce new electric cars by utilizing its current assets and competencies. Sustainable transportation options are in higher demand, which gives VW a chance to increase its market position.

Opportunities:

VW has a chance to stand out in the marketplace and win back customers' confidence by making the switch to electric cars. The business can create and produce new electric cars by utilizing its current assets and competencies. Sustainable transportation options are in higher demand, which gives VW a chance to increase its market position (Cavaleri, and Shabana, 2018).

 Threats:
The automotive sector is extremely cutthroat, with both long-standing players and recent entrants competing for market dominance. With new emissions standards and other rules that could raise costs and reduce chances for growth, the regulatory environment is changing. The corporation's economic resources may be put under pressure as a result of the substantial investment needed to transition to electric vehicles. Overall, the past five years have been extremely difficult for Volkswagen due to the Volkswagen is a well-known company with a long history of building dependable automobiles that are well-liked by buyers all over the globe. The business can produce and market cars in numerous markets thanks to a robust worldwide strategic sourcing and distribution network. Volkswagen has a wealth of assets, including money, intellectual property, and human resources, that it can use to further its business objectives (Meglio & Park, 2019). 
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VW's corporate social responsibility

[bookmark: _Toc132837246]Dieselgate, the Volkswagen emissions cheating scandal, dealt the company a serious reputational blow and led to sizable penalties and legal settlements on a global scale. Since then, the business has made several efforts to regain consumer confidence and strengthen its environmental credentials. Volkswagen’s ambitious electrification strategy is one of the most important actions it has taken. By 2025, the company hopes to take the lead globally in electric vehicles (EVs), and it has promised to spend €35 billion ($40 billion) on EVs, automated vehicles, and digital media. In the next ten years, it intends to introduce more than 70 new electric versions; the ID.3 is the first model to have gone on sale. By 2040, the company also wants to electrify the complete product line efforts to lessen the manufacturing processes' carbon footprint. The business has set a 2050 goal of becoming carbon-neutral, with a 2025 interim target of a 30% reduction in CO2 emissions. To do this, it intends to use sources of clean energy in its manufacturing sites and to make investments in energy-saving technologies. VW is also achieving notable efforts to lessen the manufacturing processes' carbon footprint. The business has set a 2050 goal of becoming carbon-neutral, with a 2025 interim target of a 30% reduction in CO2 emissions. To do this, it intends to use sources of clean energy in its manufacturing sites and to make investments in energy-saving technologies. Volkswagen is also concentrating its efforts on the creation of environmentally friendly products. The business is looking into using alternative materials in its cars, such as biodegradable materials, recycled plastics, and natural fibres (Zhang, Atwal, and Kaiser, 2021) For instance, the ID.3's interior includes seats manufactured from PET bottles that have been recycled. Volkswagen also strives to lessen emissions and enhance air quality (Fedushko et.al, 2021).  The business has unveiled a selection of cleaner gasoline and diesel engines that satisfies the most recent emissions regulations to further decrease emissions, it is also funding research into alternative fuels like synthetic fuels and hydrogen. Volkswagen still receives criticism from environmental organizations, who contend that the business is not doing enough to deal with the consequences of dieselgates, despite these efforts. Volkswagen has put a lot of work into raising its level of competition while keeping the environment and sustainability in mind (Zhuravlyov et.al, 2018).  The company's initiatives for electrification, carbon neutrality, and sustainable materials are all positive moves. To regain the trust of customers and environmental organizations and to make sure it is achieving its sustainability goals, the business still has work to do. Whether Volkswagen's efforts to repair its reputation and transform it into a more sustainable and environmentally conscious company will be effective remains to be seen (Durand, Paugam, and Stolowy, 2019).
Recommendations
In the contemporary business environment, both strategy formulation and sustainability are essential components. Businesses that value sustainability and incorporate it into one‘s strategic management approach will fare better in a market that is undergoing rapid change. The following suggestions are made for integrating sustainability into strategy management: Create a sustainability strategy: Incorporating sustainability into strategic management requires a clearly stated sustainability strategy. Goals, targets, and measures to gauge progress should be part of this plan. Conduct a sustainability audit: A viability audit can help the business find places where its sustainability performance can be improved. The company's governance practices, social responsibility, and environmental effects should all be investigated. Integrate sustainability into decision-making: All decision-making procedures should take sustainability into account. This implies that all company decisions should take the environment, society, and economy into account.
Establish a sustainable mindset. A culture of sustainability begins at the top. Leaders must set a good example for sustainable conduct and motivate their teams to follow suit. This includes encouraging eco-friendly behaviours at work, like cutting back on trash and energy use. Engage stakeholders: Putting into practice a sustainable strategic management strategy requires engaging stakeholders, such as clients, vendors, and investors. Stakeholders can support sustainability efforts and offer insightful opinions (Kasych, Suler & Rowland, 2020).
Measure and report sustainability performance: Tracking success and identifying areas for improvement depend on measuring and reporting sustainability initiatives. Regular reporting on important sustainability measures should be part of this. Companies can build a more sustainable future for themselves and the planet by integrating sustainability into strategic management. Making sustainability a cornerstone of the organization's purpose, culture, and operations is crucial (Varelas & Apostolopoulos, 2020)

[bookmark: _Toc132837247]Conclusion
In conclusion, sustainability and strategic management are two interrelated ideas that are crucial for an organization to succeed over the long run. To gain a competitive advantage, strategic management entails establishing objectives, developing and putting into practice strategies, and assessing performance. Contrarily, sustainability emphasizes addressing current needs without compromising the capacity of future groups to address their own. Long-term success is more probable for organizations that incorporate sustainability into their processes for strategic management. This is so that choices can be made within a framework that considers their effects on the social, economic, and environmental spheres. Additionally, it aids businesses in recognizing and addressing risks and opportunities associated with sustainability issues like resource depletion, climate change, and society. Sustainability can boost an organization's image, draw in and keep customers, raise employee satisfaction and engagement levels, and produce cost savings. 
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Appendices
Using the SWOT analysis, a strategic management technique, a company can determine its internal strengths and weaknesses as well as external opportunities and threats. 
Strengths: Finding an organization's internal strengths is the first stage in a SWOT analysis. These are the traits and characteristics that distinguish the company and contribute to its success. 
Opportunities: Identifying external opportunities is the third phase in a SWOT analysis. These are the market trends, occurrences, or circumstances that the company might profit from. Technology advancements, the emergence of new markets, or changes in customer behavior can all present opportunities. 
 Threats might come in the form of new competitors, regulatory changes, or economic downturns. Organizations can create mitigation measures for threats by identifying them. Both internal and external elements that can have an impact on the organization should be taken into account while conducting a SWOT analysis.
Organizations can utilize the data gained from the SWOT analysis to establish plans that build on strengths, address weaknesses, and take advantage of opportunities once it is complete. Organizations can utilize the data gained from the SWOT analysis to establish plans that build on strengths, address weaknesses, and take advantage of opportunities once it is complete (Okumus et.al, 2019).
Pestel analysis
PESTEL analysis is a strategic management tool that examines how outside forces impact an organization. Political, Economic, Social, Technological, Environmental, and legal is referred to by the acronym PESTEL. Economic considerations look at how the organization is affected by economic issues including inflation, exchange rates, and economic growth. Social variables examine how cultural, demographic, and social developments, such as shifts in consumer attitudes and behaviour, may have an impact on the organization.
Technological considerations take into, PESTEL analysis is a helpful tool for strategic management since it enables businesses to recognize external factors that could affect their operations and take appropriate action. PESTEL analysis can assist organizations in identifying and addressing environmental and social variables that could have an impact on their performance in terms of sustainability. Technology improvements, such as automation, artificial intelligence, and digital transformation, can affect an organization's operations. The effects of climate change, natural catastrophes, and other environmental elements on an organization's operations are referred to as environmental factors. Legal factors, which also include consumer protection laws, intellectual property laws, and employment rules, may have an impact on an organization's operations. 
 Porter's Five Forces is a framework for assessing a company's or industry's competitiveness. Michael Porter created the model in 1979, and it has since become a prominent tool for strategic research. The framework considers the following five forces:
Supplier bargaining power: This force refers to the power that suppliers have over the industry. The number of suppliers, the distinctiveness of their products or services, and the switching costs for firms can all have an impact on this.
Buyer bargaining power: This is the power that purchasers have. Buyers control the industry. The number of purchasers, their concentration, and the availability of substitutes can all have an impact on this. 
 Current competitor rivalry: This force refers to the level of competition among current enterprises in the industry. Market share, product differentiation, and price strategies can all have an impact on this. 
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