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[image: ]Strategies must be developed, implemented, monitored, and adjusted as necessary to achieve organisational goals. This process is known as strategic management. It entails evaluating the organisation’s strengths and weaknesses, recognising opportunities and threats in the external environment, and establishing a plan to take advantage of these opportunities and strengths while averting risks. On the other side, sustainability refers to an organisation’s capacity to meet present demands without jeopardising its capacity to meet future needs. To be sustainable, a company must consider its operations’ economic, social, and environmental effects and take action to minimise any unfavourable effects while maximising profitability. Combining the ideas of strategic management with sustainability refers to developing and putting into practice business plans that consider the environment, human health, clean water, and business.Figure 1: Volkswagen Logo
Source: Volkswagen 

Volkswagen is a well-known German automaker that has been around for over 80 years. The company's rich history has played a significant role in the automotive industry. Volkswagen has a strong internal culture that emphasizes innovation, teamwork, and quality. The company is also known for its commitment to sustainability and environmental responsibility. In terms of external context, Volkswagen operates in a highly competitive global market. As a result, the company faces challenges such as changing consumer preferences, regulatory requirements, and technological advancements. Despite these challenges, Volkswagen has continued to adapt and evolve to remain a leading player in the automotive industry.
1. [bookmark: _Toc134457121]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.
Over the past five years, Volkswagen has implemented several key business strategies to improve its performance and regain consumer trust following the 2015 emissions scandal. One of the most important strategies has been a renewed focus on electric vehicles, with the company investing heavily in research and development to create a more sustainable future. Additionally, Volkswagen has placed increased emphasis on digitalization and innovation, with the goal of becoming a leader in the automotive industry. The company has also worked to streamline its operations and reduce costs, improving efficiency and profitability. Overall, these strategies have helped Volkswagen regain its position as one of the world's leading automakers and set the stage for continued success in the years to come.
VW's primary business tactics include acknowledging wrongdoing, making restitution and fine payments, purchasing electric vehicles (EVs), and advancing sustainable development (Crête, 2016).
· Admits wrongdoing: VW has acknowledged using "fake devices" to cheat on diesel vehicle emissions tests in the wake of the scandal. This is a crucial tactic for winning back your consumers' trust and getting your reputation back on track. Since then, the business has fought to be honest about its deeds and accept accountability for the harm the fraud created.
· Payment of fines and damages: Volkswagen has spent more than €30 billion on penalties, restitution, settlements, and acquisitions worldwide. This approach was chosen to address the scandal's legal and financial repercussions and compensate the impacted parties. In addition, VW filed a £193 million case in the High Court of England and Wales to avoid a drawn-out and expensive trial.

· Investing in electric vehicles (EV): Volkswagen has made significant investments in electric vehicles (EV) as part of its long-term plan to transition away from diesel vehicles. By 2025, the business promised to sell 1 million electrified cars yearly after investing 35 billion euros in the technology. The plan is based on shifting consumer tastes and legislation requiring emissions reductions (Chiu, Zhu, and Fonda, 2021).

· Promoting Sustainability: VW has publicly committed to supporting sustainability, which includes lowering emissions, increasing fuel efficiency, and advancing the circular economy. In addition, the corporation plans to invest in renewable energy sources and lessen its carbon footprint. The goal is to make VW more socially responsible and to boost consumer confidence in the environment (Cavico and Mujtaba, 2016).
The VRIO framework, which analyses sustainable resources' worth, scarcity, usage, and contribution, can be utilised to comprehend these economic strategies. Admitting errors and paying penalties and fees is a precious and limited resource that is challenging for rivals to accept. By investing in sustainability initiatives and electric vehicles, Volkswagen may gain a sustainable competitive advantage. Stakeholder theory suggests that businesses must consider the interests of all stakeholders, including consumers, employees, business owners, and the larger community. This is another framework that can be applied. As a response to the outcomes of its stakeholders, VW's business strategy of entering a guilty plea, paying penalties and restitution, and investing in electric vehicles and safety initiatives can be seen. These tactics show a dedication to mending bridges and fostering customer trust, addressing the monetary and legal damages resulting from scandals, and altering consumer preferences and legal needs. Over the last five years, VW's primary marketing strategy has been centred on cultivating customer trust and restoring its reputation following the "diesel gate" disaster. Criminal penalties, fines and taxes, purchasing electric vehicles, and fostering sustainable development are some of these tactics. These initiatives show a dedication to addressing the interests of all stakeholders and position Volkswagen for long-term success when analysed using frameworks like VRIO and stakeholder theory (Blackwelder et al., 2016).

2. [bookmark: _Toc134457122]
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.
Over the past five years, Volkswagen has demonstrated an impressive array of resources and capabilities that have propelled the company to new heights. From cutting-edge research and development to innovative marketing strategies, Volkswagen has shown time and again that it is a force to be reckoned with in the automotive industry. Some of Volkswagen's most notable resources include a highly skilled workforce, state-of-the-art manufacturing facilities, and a commitment to sustainability that sets the company apart from its competitors. In terms of capabilities, Volkswagen has proven itself to be a leader in electric vehicle technology, as well as in the development of autonomous driving systems. With such a strong foundation in place, Volkswagen is poised to continue its growth and success in the years to come.
The “Dieselgate” incident, which entailed the installation of emission-cheating equipment in Volkswagen vehicles, has put the company in significant legal and financial difficulty. To deal with the fallout from the scandal, the business had to invest a substantial amount of money, including more than $30 billion in fines, compensation, and acquisitions (Harrington, 2016). The capacity to manage legal and reputational risks is Volkswagen’s fundamental competency in reacting to the “Dieselgate” disaster. Despite the severity of the issue, the corporation tends to escape some catastrophic outcomes like criminal prosecution or bankruptcy by negotiating solutions and effectively utilising the available remedies. For instance, Volkswagen established a separate organisation to oversee adherence to environmental laws and implement new procedures to ensure that its cars meet required emissions standards. In addition, the reputation Volkswagen enjoys is a crucial tool for fending off criticism. The crisis temporarily tarnished Volkswagen's reputation, but the business has also shown that it is committed to earning back its customers' trust. This covers public apologies, losses, and investments in hybrid and electric cars, considered safer and greener (Soviar et al., 2019).
Volkswagen's reaction to the “Dieselgate” issue demonstrates that its competencies and resources are keeping up with its current operations. Although the incident was significant, Volkswagen employed its legal system and reputation management specialists to lessen some effects. Furthermore, the corporation is willing to invest in new technology and sustainable practices based on the expansion of power and safety in the automobile industry. Because of this, Volkswagen is equipped to handle present-day difficulties and seize forthcoming business chances.

3. [bookmark: _Toc134457123]Evaluate with evidence how VW has tried to become more competitive while considering sustainability and the environment.
Volkswagen Group is working hard to become more competitive by taking sustainability and the environment into account. Volkswagen's environmental policies have come under increased scrutiny since the "Dieselgate" scandal, which surfaced in 2015 and exposed the company's use of synthetic fuel in millions of cars. The business has made numerous improvements to its environmental performance and sustainability since then (Borland et al., 2016). The creation of Volkswagen's "TOGETHER 2025+" plan, which aims to turn the corporation into a long-term enterprise, is a significant milestone. The three pillars that support the plan are the expansion of new services, the digitisation of the business, and the utilisation of electronic items. Over the next five years, Volkswagen intends to invest more than 30 billion euros (about $35 billion) in electric vehicles. With the first wave of new electric cars expected to join the market in 2020, the business aims to produce 22 million electric cars by 2028. Volkswagen's Modular Electric Driving Matrix (MEB) platform, which will accommodate a variety of cars, from small towns to SUVs, will be the foundation for the company's electric cars (Lee et al., 2021).
Volkswagen makes significant investments in both electromobility and digitisation. The business is creating a brand-new operating system called Volkswagen, which will be used in its upcoming vehicles. The operating system will have additional features like augmented reality navigation, weather updates, and improved driver assistance. Volkswagen is also investing in new online services like the ride-hailing app MOIA and the ride-sharing platform WeShare. Volkswagen is also making efforts to make its current vehicles more environmentally friendly. The corporation has invested in alternate fuels like compressed natural gas (CNG) and liquefied petroleum gas (LPG) and has introduced several new engines that adhere to the new pollution regulations. 
Additionally, Volkswagen has targeted carbon neutrality in all its factories by 2050. As a result, Volkswagen has improved its competitiveness while keeping sustainability and the environment in mind. Various new electric vehicles and digital services have already been developed due to the company's ambitious and effective "TOGETHER 2025+" plan. Volkswagen's pledge to have all its manufacturing facilities carbon neutral by 2050 is another positive step in lowering the company's environmental effects. However, the business needs to make more significant investments in its sustainability and environmental strategy to win back the trust of clients and other stakeholders impacted by the Dieselgate affair.


4. [bookmark: _Toc134457124]Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.
There are many ways in which Volkswagen can develop further sustainability practices to gain a competitive edge. One of the primary ways is by adopting renewable energy sources such as wind and solar power. This not only reduces the company's carbon footprint but also saves costs in the long term. Another way is by implementing a circular economy model, where waste is minimized, and resources are reused, reducing the need for new materials and ultimately reducing costs. Additionally, Volkswagen could focus on producing electric and hybrid vehicles, which would appeal to environmentally conscious consumers and help the company stay ahead of the curve in terms of innovation. Overall, prioritizing sustainability practices can help Volkswagen differentiate itself from competitors and attract a growing market of eco-conscious consumers.
· Investing in electric cars: Volkswagen has previously invested in electric vehicles with the ID.3 and ID.4 models. It may, however, promote EVs more and enhance their charging capacities. By investing in electric cars, Volkswagen can lessen its carbon impact and improve air quality.
· Greater accountability and openness: Volkswagen may improve accountability and transparency by releasing sustainability reports that outline its efforts in lowering emissions, enhancing air quality, and promoting electric vehicles. It may also engage stakeholders, including investors, regulators, and customers, to guarantee that customers' expectations are met.
· Promote the circular economy: By minimising waste, reusing, and recycling materials, Volkswagen may implement circular economy concepts. To lessen its influence on the environment, it may, for instance, employ recyclable materials like recycled plastic in automobiles. Volkswagen can diminish its dependency on natural resources and improve its reputation for sustainability by adopting a circular economy strategy (Welch, 2019).
· Cooperating with suppliers: Volkswagen can enhance its sustainable practices by cooperating with its suppliers. For its suppliers, it can set sustainability criteria and collaborate with them to lessen their environmental impact. Volkswagen can secure the sustainability of its supply chain and reduce its overall ecological effect by collaborating with its suppliers (Li et al., 2018).
· Customer engagement: Volkswagen can interact with consumers to encourage best practices. For instance, it may encourage people to recycle their cars, utilise electric vehicles, and cut carbon emissions. In addition, Volkswagen may develop brand loyalty and future competitive advantage by interacting with customers.
Volkswagen has more room to grow in terms of sustainable business practices and future competitive advantage. Volkswagen can lessen its impact on the environment, enhance air quality, and gain the trust of its consumers by investing in electric vehicles, boosting transparency and accountability, encouraging the circular economy, working with suppliers, and interacting with the public. By taking these actions, Volkswagen may regain stakeholder and customer trust and strengthen its overall sustainable credentials.


[bookmark: _Toc134457125]Conclusion
In conclusion, the case study on Volkswagen highlights the importance of corporate responsibility and ethical leadership. The company's deceptive manipulation of emission tests has caused a significant loss of trust and reputation among consumers. Nonetheless, Volkswagen has taken corrective action by investing in electric vehicles and adopting stricter environmental policies. It is crucial for businesses to prioritise ethical behaviour and accountability to avoid similar situations in the future. The Volkswagen case serves as a cautionary tale for companies to prioritise transparency and sustainability.
Further, Volkswagen's strategic management and focus on sustainability has proved to be a smart move. By prioritising environmentally-friendly initiatives and investing in electric vehicles, Volkswagen has positioned itself as a leader in the industry. The company's commitment to reducing its carbon footprint and implementing sustainable practices is not only good for the planet but also for its bottom line. As more consumers become conscious of their environmental impact, Volkswagen's sustainable approach is a key differentiator that sets it apart from its competitors. Moving forward, it will be important for Volkswagen to continue to prioritise sustainability in all aspects of its business to maintain its position as a leader in the industry.
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