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The scandal in which the Volkswagen company was involved had a great impact on the environment through a very large emission of fuel, on the health of the environment, of the population in general, but not least on the Volkswagen brand.
The present report, which after analysing the case study given, aims to investigate both VW's business strategy, to analyse the extent in which the company has aligned its resources and capabilities to its business strategies, to analyse how the VW company had become more competitive using different sustainability resources and theory.
After that a recommendation section will be given according to the findings, followed by a conclusion.
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With a rather tumultuous history, Volkswagen AG (VW), founded in 1937, is probably the largest German car manufacturer. The initial plan of Volkswagen was to produce a car for the masses, that is, for the common man, at an affordable price. Within less than a decade the company was producing half of West Germany's existing vehicles, of course with the help of the Allies, after the Second World War. If initially in the US sales market, the sales were expected and were rightly speaking low compared to those in West Germany, here is an advertisement of the prolific period for the car industry, namely the boomer period, especially the 1960s of made Volkswagen a famous brand among Americans, even the main car importer from the USA. Of course, the industrial boom facilitated the entry of other foreign competitors into the competitive market, which led VW to the brink of bankruptcy. But with 1974, VW straightened its campaign and marketing strategy, introducing sportier car models on the market. With the 1990s, respectively in 1998, VW began to launch redesigned versions of older cars, expanding its company under other brand names such as Bentley and Audi (Encyclopaedia Britannica, 2022). 
The year 1978 was an important year for Volkswagen, which became not only the main importer of cars in the UK, but also Milton Keynes became the centre of the company's operations, which later moved its centre to Blakelands (Volkswagen UK, 2022).
In 2015, due to the aggressive sales strategy of VW's chief executive at the time, Martin Winterkorn, to make VW the world's number one car seller, VW was involved in a worldwide fraud trial (New York Times, 2015). Where in the EU but also in the USA, the pollution standards were violated by introducing a software in the vehicles that used diesel fuel, in order to intentionally cheat the government emission tests, everything was done to increase car production. The investigating journalist from NY Times (2015), argued that Winterkorn was against the hybrid car, for i.g those fabricated by Toyota and wanted to produce more diesel cars rather than changing their strategy. This idea was also mentioned in VW annual report from 2011, where the strategy until 2018 was to make from VW the no 1 car producer, where the production of cars increases to over 10 million cars per year, so that VW owns the market and becomes the world leader over all brands, regions and companies. At the same time, he followed the growth of sales by a percentage of 8% before taxation, so as to ensure the well-being of the company even when, for example, the sales market would be unstable (Volkswagen Group, 2011). As a result, as shown by Professor Lawrence Kalbers, Associate Dean of Faculty and Academic Programs as well as the R. Chad Dreier Chair in Accounting Ethics, as well as Professor Daniel Jacobs, professor of environmental law (2019), in their study on accountability of the Volkswagen company, as in 2017 VW was fined 2.8 billion dollars in the United States, and in the EU, especially Germany was fined 1.2 billion dollars. Until 2019, VW lost over 32 billion dollars, losses related to the environmental ethical scandal in which the company was involved, but without stopping here, where due to the effects produced by fuels on the environment, various lawsuits are addressed to the company (Daniel Jacobs, JD and Lawrence P. Kalbers, PhD, CPA, 2019).
With the year 2021, VW has changed not only its marketing strategy, but also its profit. As the VW Group News, 2022, shows, the company has improved its capabilities to deal with constraints, but also increased its overall endurance. Demonstrating this successfully, especially when there was a drop in vehicle sales of around 600,000 units in 2020, it still made a solid profit. Despite all the difficulties, VW managed to overcome its reduced vehicle revenues, through sales revenues, increasing to 250.2 (222.9) billion euros, i.e., by 12.3%. At the same time, compared to 2019, the company doubled its operating profit by almost 8.8%, i.e., approximately 20.0 (10.6) billion euros. 
As the Statista Research Department (2021) shows, in 2020, 27% of VW production vents were represented by SUVs. Compared to its competitors, VW has a market share of approximately 6.5% compared to Nissan 6.7%, Ford 7.3% and Toyota 10.6%.
According to Statista Research Department (2022), in 2021, VW employed 668,000 workers globally, thus showing an increase compared to 2020, where it employed a number of 665,000. Probably because of the problems generated at the global level by Covid 19, where the automobile industry also suffered, as the MarketLine report (2020), shows.  In 2019, VW announced that there would be a reduction in personnel between 2019 and 2023. According to Volkswagen (2022), in UK there are 800 permanent employees, in UK the company has a market share of approximately 20%, where 500,000 vehicles are sold annually. However, VW has 930 employees at its headquarters in Blakelands, and approximately 1,800 people nationally, according to Volkswagen UK (2022).

Drive for change  

Following the scandal that began in 2015, the chief executive of VW was dismissed along with other important members of the company worldwide, and in the UK, although a settlement worth 193 million pounds was established, the confidence of buyers in the brand decreased (BBC, 2022). The question remained on how a group that pretended to care about the sustainability would change the perception of the company in front of its buyers?
Following the disastrous or better said fake strategic plan from 2011, that ruined the company at least in an ethical way, apparently in their annual report from 2019, they have changed a better strategy.
With their Together Strategy 2025, launched in 2019, they are striving for economic, social and environmental goals, having a more people centre vision, listening to their stakeholder’s feedback. Where the company wants to have an eco-friendlier strategy, if it can be called that, by achieving economic growth and development, but considering economic, social and environmental factors. Another important factor is that the company’s strategy is to follow Paris Climate Change and the zero-emission strategy. VW aims to become a model company, with a transparent strategy, through a business model that also considers future generations, by implementing technologies and software suitable for the production of electric cars in China and Europe to increase by 2030 by up to 40%. Compared to the year 2015 and the annual strategy from 2011, VW also aims to reduce gas emissions by 30% for its vehicles, where by 2050 it will become a neutral company in terms of carbon emissions. And also, by 2025, electric batteries and their weight in the VW portfolio will be between 25% and 20%. Moreover, to ensure that the strategy will be put into practice, VW has created its own sustainability council that takes into account and solves problems related to corporate social responsibility. With this, VW wants to increase its credibility not only in front of buyers, political, social and environmental factors and related commissions, but to create within the company a system and a united staff that works permanently for the good of the company (Volkswagen Group, 2018) .
When it comes to its resources it can be said that following the 2015 scandal, who still has on impact both on the environment and the company itself. VW has tried to align its resources and capabilities to the current 2025 strategy.   According to Maha Hanno et al. (2019), the resources that belong to VW are those that belong to the distribution network, brand, technology, financing and location. While the company's capabilities are in procurement, engineering, marketing, government relations and research and development.
Taking into account macro-economic factors, it can be considered that following the scandal of 2015, and the new 2025 development strategy, the company's resources have changed, in an environment where changes come continuously, where it can be said that technology is increasingly present in the market (Magadia, Rex & Hanno, Maha & Kadoo, Anuja & Akinsaya, David & Carlson, Andrea, 2019). Resources have changed and perhaps so have the company's capabilities. In addition, perhaps a more careful management of resources and continuous development will be needed.
After implementing or in the process of implementing the 2025 Strategic Agenda, it can be analysed the strengths, opportunities and threats of the company for a better understanding of future need of development from VW.

	Strengths
	Weakness 

	· The adoption of the 2025 Strategy, which has a vision for sustainability and a real positive impact on the image of the company but also on the factors related to internal management. Strategy that will help the company become a world leader (Volkswagen Group, 2018).
· Reduced costs through partnerships with Chinese manufacturers ( Professor N IYENGAR, ADITYA BETALA , n.d.).
· Strong brand with a powerful marketing campaign that makes the consumer dream ( Professor N IYENGAR, ADITYA BETALA , n.d.)
· A vast portfolio of cars (MarketLine, 2020)
	· Competitive Market
· Poor ability in manufacturing cars which run on battery ( Professor N IYENGAR, ADITYA BETALA , n.d.).
· Customer trust in the company is poor after the diesel scandal (New York Times, 2015)
· Cars recalling in the USA was high ( Professor N IYENGAR, ADITYA BETALA , n.d.)

	Opportunities
	Threats 

	· Green Cars and clients’ preferences toward an eco-friendlier car.
· Strategy for 0 emission (Soh, Christopher & Song, Johan & Radzaly, Luqman & Lam, Leon. (2016)., 2016)
· The company is focusing its energy on rebranding after the diesel scandal, which means more ideas and strategy of developing ( Professor N IYENGAR, ADITYA BETALA , n.d.)


	· Bad Image from 2015 scandal (BBC, 2022), which will influence the customer’s trust on the brand
· Government policies and penalties ( Professor N IYENGAR, ADITYA BETALA , n.d.)
· Increase in fuel prices (Soh, Christopher & Song, Johan & Radzaly, Luqman & Lam, Leon. (2016)., 2016)






It can be assumed that following the scandal that occurred in 2015, which lasted and as demonstrated in this report, it still has effects on the credibility of the company and, respectively, on sales and the brand itself. Through its change strategy for 2025, VG understood the mistakes made in the past and the fact that it disappointed its consumers, however the VW management tried to recover by focusing on their weaknesses and tries to improve its development strategy by having the ultimate goal is to rebuild the brand and make VW the No. 1 brand in the world.
Therefore, it can be argued that VW has used the Image Repair Theory (Hassan1, 2019), where the theory is extremely useful when analysing the communication effectiveness during a period of uncertain and crisis, as the scandal started from 2015 has developed, Hassan L. (2019), states that this theory is very effective in VW case since it offers the right way of resolving a situation of crisis. Where the 5 stages of image restauration are used (Hassan1, 2019), such as:
Denial (where the executive CEO of VW denied any knowledge of the emission crisis).
Evasion of responsibility (in this case the VW tried to manipulate the public vision as in why the international emission protocols where not followed and try to blame only the executive CEO and some managers, while everyone involving in the manufacturing knew about the irregularities of the VW). 
Reducing the offensive (compensation being used in VW case, where VW had to pay their victims and try to compensate their clients for not making more damaged to the company image, by having long trials). 
Correcting action (VW has implemented the so called 2025 strategy, that tried to undo all the harm done not only to the brand of the company but to the humanity, by undertaken a different strategy, such as a sustainability strategy that include an eco-friendlier response to the crises, by adapting its strategy).
Mortification (where VW has made several apologies regarding the scandal).
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Rebranding
It is recommended that Volkswagen continue to invest resources in rebranding, because following the scandal of 2015, it can be said that VW not only lost the trust of its customers, but also that of the states in which it did business, by not respecting values and health norms ecological. Honesty, transparency and investing in ecological cars would be ideal for VW's image. Also recommend that VW be represented by a public person who is an activist in the ecological field, a good idea would be to collaborate with various NGOs or institutions with a vision related to sustainability such as the Association of European Automobile Manufacturers (ACEA) or the Council World Business for Sustainable Development (WCSBD)  (Magadia, Rex & Hanno, Maha & Kadoo, Anuja & Akinsaya, David & Carlson, Andrea, 2019).


Corporate culture and diversity

It is recommended that VW hire staff for rebranding and building eco-friendly cars from various geographical environments, thus reaching another level of creativity and at the same time satisfying customer needs by knowing them and not just by imposing a single style of thinking and needs (PRASHANT SINGH, 2018). What satisfies a customer from Germany will certainly not satisfy a customer from a country with different infrastructure possibilities where certain aspects of the car's engineering will not be as useful as on the good roads in Germany. Diversity would only increase the company's sales and improve VG's corporate culture.

Manufacturing 
It is recommended that if VW wants to do a proper rebranding and a change to so-called green cars is desired, it is important that the quality of the batteries is in line with the brand. VW faces a real problem when it comes to the weight and size of batteries. The limited energy storage capacity means that the road covered by the car is limited, and the charging stations are still not that frequent (Magadia, Rex & Hanno, Maha & Kadoo, Anuja & Akinsaya, David & Carlson, Andrea, 2019). Therefore, a serious revision of the production and the parts used in the creation of electric batteries is recommended.
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The aim of this report is that after closing analysing the case study given, to create an essay where critical thinking should be used, when evaluating regarding VW and its competitive environment. After the research made for writing this essay,  it is worth to mentioned that VW tried to rebuild it’s brand imagine, it can be assumed that has learn from its mistake and is trying to change the business strategy, focusing more on a more sustainable approach, a  diversification of its resources and capabilities, implementing the right decision for becoming the market leader implementing not only ecological changes, but regaining trust in itself and from its own customers. More than that, VW is increasing sales and creating new technologies. It can be said the right theories and values have been used and restored in the company.
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