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[bookmark: _Toc112008397]Introduction
Volkswagen is a Europe-based car manufacturer as well as a vendor. The operating area of Volkswagen covers Europe, America and the Asia-Pacific region. The company offers passenger vehicles like cars, motorcycles, and buses, and its main competitors are General Motors and Toyota. The essay will shed light on the key strategies of business adopted by Volkswagen over the past five years, the strategic changes made by the company, and the capabilities and resource management of Volkswagen over the past five years. The essay will also focus on Volkswagen’s competitive environment to develop sustainable management practices. Recommendations are given in the essay on how the company can adopt better sustainable practices to gain a competitive advantage over other vehicle manufacturers. 
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Figure 1.Volkwagen Logo
(Barbosa et al.,2020)
[bookmark: _Toc112008398]Description
In its corporate strategy over the last 5 years, Volkswagen has completely emphasised software development for its vehicles. The company is into the development of electric vehicles and connected services. The strategies adopted by Volkswagen are concentrated on Electric vehicles, connected services and the MaaS or mobility as a service (Barbosa et al.,2020).The business strategy of Volkswagen has focused on growing share of electric automobiles where the company has been into manufacturing battery-electric cars. The revenue investment has shifted to electric vehicles and the company is also focused on software and services. Innovation-driven Volkswagen understands that an infrastructure based on battery technology and charging is crucial for its success under a new business strategy. The automaker in the last five years has focussed on the battery value chain. This strategy includes the production of batteries at six Giga factories in the European continent. The company in the last five years of revamping its strategic planning toward sustainable growth has included Energy Management Services. Under Energy Management Services customers can get a one-stop solution with an energy ecosystem and whole charging. The auto manufacturer has implemented public charging infrastructure system in several regions of Europe in partnership with charging operators and station builders so that electric vehicle charging becomes easy for consumers (Hopkins and Schwanen,2018).The CEO of Volkswagen Herbert Diess has emphasized on new auto strategy over the last five years where the company will control the battery supply chain. This control of the battery supply chain will enable the company to manage costs and expenses over batteries as well as it will offer the most sustainable battery devices to Volkswagen customers. The company strategy also focuses on the SSP platform which is the Scalable Systems Platform.
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Figure 2. Volkswagen business strategy
(Source: Hopkins and Schwanen,2018)

Under the SSP platform model, Volkswagen has deployed intelligent innovations with sophisticated technology to achieve customer satisfaction and quality up-gradation. The brand has adopted a strategy of giving remarkable quality after-sales service to retain the highest satisfaction level among its customers. An equipped customer feedback method with an immediate solution as per customer necessity has also made the company regain pride after the emission massacre in 2015. In a strategy to respond to climate change, Volkswagen's battery-operated electro-mobility vehicles like ID.3 and ID.4 where carbon emission or CO2 emission in grams per kilogram has been recorded at zero (Karagoz et al.,2020).The company's battery production is based on green electricity and the company Volkswagen compensates for any emissions recorded during supply chain operations and manufacturing processes. Volkswagen has continuously focused on the sale of battery electric vehicles where it has increased its sale by 20 to 25 per cent. Volkswagen plans to invest 73 billion Euros in digitisation, hybridization and electromobility of its vehicles by 2025. The company is offering an opportunity to its investors to invest in the electromagnetic automobile sector with Green Bonds. The funds that will be accumulated through these bonds will help Volkswagen to refinance the projects which are related to electric vehicles like modular electric drive matrix (MEB). With advanced battery production, the company Volkswagen has offered 100% renewable natural electricity called Naturstrom that is provided to private households and companies in Germany (Baars et al.,2021). The company Volkswagen in collaboration with a European partner has developed battery cell manufacturing for a sustainable carbon optimised production process. The suppliers concerning battery raw materials are being screened under a new rating system developed by Volkswagen in 2019. Under this rating system suppliers have to establish workflow and clean production and have to uphold the human rights policies. Volkswagen's strategy model can be analysed through SWOT analysis. 


	Strength 
· A well-structured organisation with highly technology-based luxury car manufacturing.
· Effectively incorporated with several technology providers with mergers and acquisitions. 
· Committed to customer relationship management to achieve customer loyalty.
· After-sales support and service are very good at Volkswagen, spare part cost is competitive in the market.The cost is affordable for people.The company has added hybrid cars and motorcycles to its portfolio (Agrawal et al.,2021)

. 
	Opportunities
· With income rising among people Volkswagen is offering schemes like loan schemes, free service schemes, and loyalty programs to attract customers.
· Volkswagen has targeted developing nations where it is opening factories or manufacturing units. 
· It is helping developing countries to increase GDP by opening manufacturing units with service stations. 
· Battery electric vehicles have replaced petrol /diesel operated vehicles as the prices of crude oil are high. This gives customers more eagerness to buy electric vehicles.

	Weakness
· Emission fraud by Volkswagen in 2015 has reduced its goodwill in Europe and America.
· Competitive pricing cannot be achieved in countries like India where Volkswagen is selling battery-operated electric vehicles.
· Face tough competition and has not created a mark in Asian countries, companies like KIA Motors have been able to develop a better brand image. 
· Poor revenue collection in countries like India despite investment made in marketing. 

	Threats
· Rules and regulations of the government in different countries can change the making Volkswagen pay more.
· The ruined brand image due to emission scandals that caused Volkswagen's use loss can be taken advantage of by other competitors to defame the company.
· Car manufacturers like Toyota, Maruti Suzuki, Hyundai, and KIA motors create a huge threat to Volkswagen concerning changing norms on emission. 
· Providing salary and benefits to its workers despite low sales growth can hurt Volkswagen auto. 
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Figure 3. SWOT analysis
(Source: Agrawal et al.,2021)
The VRIO analysis acts as a strategic tool that can be used for evaluating and assessing the resources of Volkswagen. The VRIO analysis of Volkswagen can be done to understand the long-term competitive advantage of the company through an evaluation method of its internal capabilities and resources. The VRIO analysis and analysis will be done on the company’s characteristics based on Valuable, Rare, Inimitable and Organisation.





	V (Valuable)
	R (Rare)
	I (Inimitable) 
	O (Organisation)
	

	NO
	
	
	
	Competitive disadvantage

	YES
	NO
	
	
	Competitive parity

	YES
	YES

	YES
	NO
	Unused competitive advantage

	YES
	YES
	NO
	
	Temporary competitive advantage 

	YES
	YES
	YES
	YES
	Sustainable competitive advantage 



Valuable - Volkswagen has a brand image concerning social responsibility function. Corporate social responsibility is regulated transparently by Volkswagen. The stakeholders of Volkswagen acknowledged Volkswagen's activities and directions of Volkswagen toward social responsibility through the use of official documents that include the website and annual report. Brand image has been developed by Volkswagen through continuous effort in manufacturing quality products (Berkeley et al.,2018). The brand also represents honesty and trust as part of Volkswagen policy. Relationship with suppliers is being valued by the car manufacturer globally with a transparent distribution system. The company is also providing products to its operating units globally as it has branded supplier chain for countries where the company does not have an operating unit. Volkswagen can raise capital and equity for plant expansion. The revenue collection in the form of money has also given the company the ability to merge with other companies. 
Rare- the company has a global presence where it has expanded its consumer base which helps Volkswagen to earn revenue by operating in multiple regions. International presence has given Volkswagen not only better financial strength but the company also acquired larger cultural exposure. Problem-solving through greater teamwork, innovation and creativity is fostered by the organisation. Innovation-driven policy in Volkswagen has given the company higher competitiveness and benefits over its competitors in the marketplace in the short run (Yuen et al., 2021).Thus problem-solving and innovation stand as a rare competency for Volkswagen that allows the company to combat potential threats. 

Inimitable - In this section of Inimitable competency Volkswagen has offered high-quality innovation-driven products to its consumers for making the brand unique. The company policy of speaking to consistent quality products has fetched better results where customer purchase has increased. Further, the products of Volkswagen can be easily accessed by customers as the store locations are in popular marketplaces (D'Adamo et al.,2020). Volkswagen consumers can purchase Volkswagen's products easily as it has a strong supply chain in various countries. The marketing communication strategy of Volkswagen focuses on repeated advertisements and car shows in malls and store locations that people visit frequently. The company's competitive pricing has been through control operation of all costs as Volkswagen has minimised production costs through utilisation of integrated technology. This cost-saving function is an inimitable resource for the company which allows the company to maintain competitive pricing in comparison to its rivals. Further Volkswagen engages with its customers at multiple destinations and eat offers its customers a holistic experience while purchasing a vehicle. 

Organisation - Volkswagen has the substantial financial capability to support the company in its exploration of new projects. Sound finance position has also been a support to the company in its research and development policy where the company is mostly focusing on battery electric vehicles. The concentration of Volkswagen on technological advancements also stands as an important resource for gaining a competitive advantage. The company maintain smooth management in its global operations with effective logistic services that also involve technology integration (Wong et al.,2018). Again as a globally recognised brand, Volkswagen provides employee in-house training for different job rules to its various categories of employees. Training by Volkswagen allows its employees to grow professionally with strong organisational commitment where Volkswagen can benefit from a committed and strong workforce.
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Figure 3. VRIO Analysis
(Source: Wong et al.,2018 )

The Volkswagen group which is the world's second-largest automobile manufacturer uses. The emission scandal has tainted the image of Volkswagen but the company have been able to retain business growth as sales of Skoda and Audi climbed in 2017. The competitive nature of the business Volkswagen can be analysed through Porter's five forces analysis that will analyse the competitive position of Volkswagen in the  UK market. The analysis includes 

· Bargaining power of suppliers - Suppliers have low bargaining power as Volkswagen's supplier numbers are more in the UK. Further, these suppliers have to follow Volkswagen's code of conduct to maintain proper supply for the company. Volkswagen in case it is dissatisfied with any supplier can switch to new suppliers and hence the supplier bargaining power is low. 
· Bargaining power of consumers- As customers have several options with a large number of brands in the market gives increased power to customers while bargaining. A customer evaluates many aspects of a car or vehicle before buying a vehicle like fuel efficiency, safety quality, environment friendliness, and product quality and can compare these aspects. Hence a bigger consumer bargaining power forces Volkswagen to strategise its vehicle prices in competition with a market that can be affordable to consumers. 
· The threat of new entrants - In the case of Volkswagen auto which is concentrated on the hi-tech engine and electric vehicles production has less threat in case of new entries (Harper et al.,2019). This is because new entries have to invest large capital for manufacturing, marketing and distributing automotive vehicles, particularly with high-technology engines. 
· The intensity of rivalry - This factor stands high in the automobile industry for Volkswagen as a considerable number of brands are manufacturing similar levels of efficiency and quality vehicles. Further research and development by other rival brands can pose an extensive threat to Volkswagen's innovative products.
· The Threat of Substitute products - This factor is high in the case of Volkswagen After Covid the slowdown in the economy has compelled people in the UK to use public transport more as it is a cost-effective means of communication. Further people can go for low lost vehicles like motorcycles and electric bicycles.
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Figure 5. Porter’s five forces
(Source: Harper et al.,2019)
The company Volkswagen in its approach to gaining competitive value while achieving sustainability at the same time has focussed on organisational values, guidelines and principles. The German Corporate Governance Code is followed by Volkswagen in Germany and in the process to evaluate its sustainable development policy a PESTLE analysis is conducted.

On one hand, harsh regulations, tariffs as well as changing consumer behaviour may create a threat to the company, on the other hand, Volkswagen's green vehicle with zero carbon emission will give the company a better consumer base. PESTLE analysis has been conducted to analyse the political, economic technology, sociological, environmental and legal factors which could affect its business while operating globally.

1. Political - The Brexit deal in the UK will disrupt trade regulations between Germany and Great Britain. Further, the United Kingdom tariff policy under Brexit on goods that are imported from European Union also is a major trade barrier for European car manufacturers as the cost of cars and spare parts will increase.The Brexit appears as a threat to conduct business for the car manufacturer.
2. Economic - The increased rate in consumer spending globally has given Volkswagen auto the advantage where technology-based hi-tech cars that use electric energy are more in demand to the new generation (Reinhardt et al., 2019) . Hence better innovative technology by Volkswagen has resulted in a wealthier market for the company.Higher economic status and condition between 2015-1019 has been taken as an opportunity by Volkswagen.
3. Socio-cultural - The company's most esteemed brands such as Audi, Buggati, and Porsche are well perceived by consumers across the world while some Volkswagen brands are of less appeal to consumers such as Skoda and Seat. The company's affordable as well as expensive brands have struggled to compete with innovative rivals and competitors such as Tesla and BMW. Further people's approach towards low-cost public vehicles and private scooters and bicycles as well as for right sharing apps can create major downtown in the sales figure of Volkswagen vehicles.
4. Technological -  Though Volkswagen has manufactured high-technology battery electric vehicles that do not require crude oil, manufacturers like Tesla are developing self-driving vehicles on the other Volkswagen faces both software and hardware challenges in the development of autonomous vehicles (Taeihagh and Lim, 2019). Volkswagen's green technology in its Batter Electric Vehicles edge past its competitors like Toyota, KIA motors, and General Motors. 
5. Legal- After the emission scandal faced by Volkswagen due to its negligence in emission operations in 2015 the vigilance of regulatory authorities on the Volkswagen auto has increased. The scandal has resulted in numerous legal cases and the company has to bear damages and fines. The legal cases also had a detrimental effect on its stock prices. The company thus have to form an inspection committee that will inspect and regulate the emission of gases from Volkswagen vehicles. This process will require quality analysts and Volkswagen have to invest more in the quality control department to develop sustainable market growth.
6. Environmental - The environmental policies of the UK government are stringent and Volkswagen has to walk on the green technology path by manufacturing more electric vehicles that will emit zero carbon dioxide. Adopting a carbon-neutral policy in car manufacturing can give Volkswagen better ratings from the government and customers.
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Figure 6. PESTLE analysis
(Source: Taeihagh and Lim, 2019)

The company Volkswagen has been crippled in many ways after the company was found cheating on carbon emission rules in 2015. To reframe its lost recognition and develop trust among its stakeholders the Triple Bottom Line Theory is adopted by Volkswagen (Lin et al.,2019). With the discovery, Volkswagen can measure the environmental and social impact the company is having on the customers in addition to the financial status or financial performance. The triple bottom line can help Volkswagen to ;
· Redesign its operation -  The operations of Volkswagen can be designed through triple bottom line effort.
· Employee productivity increase - Better employee hiring and talent requisition can be performed by Volkswagen auto by using a triple Bottom line policy. It can reap the benefits of greater productivity using the bottom line and can become a sustainable-oriented company.
· Easier financing and reduced risk - With triple bottom line environmental, social and governance metrics are used as measuring tools to determine the sustainable and ethical behaviour of an organisation. Companies with high ESG value perform better in the market with reduced risk and attract investment. 
· Reduce operation cost and expenses - With better efforts on sustainability a company like Volkswagen can reduce its expenses and the overall operation cost can decline.
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Figure 7.Triple Bottom Line
(Source: Lin et al.,2019)
Volkswagen management failed to capitalise on the triple bottom line policy in 2015 as the company was found engaged in a forgery case where installation of emission cheating types of equipment in its vehicles was found. The company admitted its fault and the diesel gets scandal arose in 2015 Volkswagen have to face lawsuits in the countries of its operations. The Volkswagen cars failed to comply with your pollution standards in a reality where the emission of nitrogen dioxide was found 40 times above the permitted level (Al-Shami and Rashid, 2021). The mismanagement in Volkswagen was however dealt with better customer support and manufacturing of zero-emission vehicles in the last five years. The company operated unethically without keeping in mind environmental implications. Volkswagen's management only wanted to achieve profit and incorporated defeat devices which helped Volkswagen attain malpractices (Sathasivam et al., 2021). However Certain recommendations are given through this report that will help Volkswagen to organise sustainable practices to gain a competitive advantage in future.
The recommendations are framed below:
· As part of its sustainability strategy, Volkswagen should include people, and departments and these departments also include finance, sales, manufacturing, marketing, human resource, IT  and administration.
· To achieve better sustainable goals the company has to realise and accept the mistakes they have made earlier. 
· A company to regain the trust of consumers has to post a bond which signifies that the company will not repeat its mistakes in future. 
· It has to deploy an independent agency like the World Business Council for sustainable development to investigate and audit the environment and social policies of Volkswagen.
[bookmark: _Toc112008399]Conclusion
A company needs to create a brand image through honest and sustainable procedures. The brand image of a company can be ruptured through small ignorance and a company has to continuously monitor any lapses in its operating procedure. It is a challenge for major companies to balance all activities involved in business and to satisfy the stakeholders associated with their business organisation. Volkswagen has to understand the mistakes it had committed in 2015 regarding cheating on pollution detecting devices and food operate cleanly and transparently by maintaining rules and regulations in compliance with the Government of the UK.
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