



Table of Contents
Introduction	2
1) Identification of the key business strategies of VW over the past five years.	2
2) Identification of the resources and capabilities of the company over the past five years.	3
3) Evaluation of how sustainability in Volkswagen provides competitive advantage.	5
4) Sustainable recommendations for Volkswagen in achieving competitive advantage.	7
Conclusion	9
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Volkswagen is one of the leading automobile manufacturers in the world and is primarily based in Wolfsburg, Germany which was established by the German government in 1937 (Volkswagen, 2020). The company started with the aim to mass-produce cars that would be cost-effective to people so that many people in the nation could afford them. As per the case study of the company, it has been identified that the company had installed cheating devices that claimed to have complied with the limit of carbon emission in the environment. However, the company had been accused and the company had to pay more than 26 billion to 91,000 customers in England and Wales in 2015. This move had been perceived by the company as a strategic move towards building trust however relying on the false showcase of compliance to sustainable measures. The assessment below will produce a strategic management report of Volkswagen that would highlight the sustainable measures taken by the company. 
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Volkswagen has been one of the most widely known automobile manufacturers in the world and is known for implementing technological advancement and innovation in its automobiles since its introduction in 1937. Since the start of the company, the company has been able to produce a wide range of cars that are cost-effective for people’s budgets for the last 70 years. Serving the people for more than half a century in the market, adopting different strategies has been imperative for the company in the market to keep itself active in the changing industry. The management of the establishment has been using several strategies to fulfil its ambition to become one of the most widely known brands in the world (Ramey, 2021). 
One of the most widely known strategies in recent times was the New Auto which was introduced to reinvent the company. New Auto is the recent most strategy of the company which has been introduced in 2022. With this strategy, the company has aimed to focus more on the development of the business model as well as their cars. The introduction of this strategy has been aimed at adapting to the changes happening in the company's environment and market. This strategy has been perceived in the company to enhance its potentiality in the market. This technological advancement in the organisation was aimed to increase its value in the markets of Europe, China and the USA (Volkswagen, 2022). This strategy has been bolstered by the introduction of Electric Vehicles to surpass the market of combustion engine vehicles. 
Similarly to this, the company also launched a transformational strategy named Accelerate which aimed to bring transformation in the climate on which the business is ultimately affecting. This strategy was co-introduced with the strategy of Transform 2025+ and both these strategies have been focused on reducing the carbon emission impact on the environment and encouraging people to switch to electric vehicles. Through this strategy, the main objective of the corporation has been identified as the growth of sales of its electric vehicles by 70% in the European continent (Volkswagen, 2022). This strategy will include the introduction of newer technology, a 2.0 business model and innovations. 
Another major corporate strategy launched by Volkswagen in 2021 emphasised the development and introduction of new software, Mobility as a Service (MaaS), connected services and the development of Electric Vehicles. This strategy has been perceived in the headquarters in Wolfsburg to maximise the chain of revenue generation that will pave a new path for the company in finding multiple sources of revenue contrary to just having sales of vehicles traditionally. This strategy asserted that the lineups and the product portfolio of the company with almost 50% of electric vehicles by 2030 (Delnevo, 2021). The strategy also aimed to transform its product portfolio to fully electric vehicles by 2040 through which the company aspires to show concern and thoughts towards the environment and climate. This strategy is bolstered by the transformation of the infrastructure to support the production of batteries and technology which is imperative for the succession of this strategy. The transformation of the infrastructure will also support the production of batteries through the introduction of the new battery supply chain that would enhance the procurement of raw materials and the recycling of batteries. 
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Resources and capabilities for the succession of these strategies were aligned very comprehensively by the managers in the corporation. The procurement and allocation of resources have been very vital for the managers to turn these strategies into effect. To bring these influential strategies to life, resources and capabilities have been mandatory to be procured, allocated and managed properly. This is done most comprehensively in the organisation as the managers chosen to bring these strategies into effect are highly trained and experts in their field (Khan et al., 2019). Both the concept of resources and capabilities are equally important to fulfil the needs of the situation in the organisation that would help them reach the desired position. Volkswagen has been able to attain a global image for itself with the proper utilisation of resources and capabilities in the organisation which also enabled them to gain a competitive advantage over its competitors. 
Resources on the first hand are the vital elements that helped the organisation in shaping the strategies into life. Resources in the organisations have been identified as both physical and non-physical resources. The physical resources in the organisation were identified as the raw materials, workforce and infrastructure. All of the strategies mentioned above were equally distributed with careful allocation of resources in the corporation. Resources such as raw materials have been considered and utilised on a very careful note which supported the effectiveness of the strategies and the fulfilment of the objectives behind them. The corporation helped the managers and the employees to understand the importance of the exhaustible nature of the raw materials and to respect the proper utilisation in the production of the goods (Khan et al., 2019). Another major resource is its workforce where the company has shown utmost concern towards the engagement and knowledge development of the employees. The acquisition and allocation of human capital in the fulfilment of these strategies have shown that they have provided the utmost concern for the cause. One more resource that the corporation has paid heed to is the infrastructure of the company where these developments would take place. The business has perceived that there would be significant development of infrastructure that would help in the fulfilment of the strategies. To enable the introduction of the products and innovation in the industry, development in the infrastructure had been imperative to support the strategies. The development of the strategies has been supported by the improvement of the infrastructure where installations of new software and machinery have been done. 
Capabilities have also been a major element for the effectiveness of the strategies in the company where the most important aspect was the development of the employees with the changes in the infrastructure. With the introduction of new strategies for the advancement and achievement of new heights in the industry, the infrastructure of the company had to be capable. Capability also includes the abilities and skills that are essential for the implementation of the strategies that are aimed to increase the efficiency of the workers. Capability in the implementation of these strategies indicated the enhancement of the ability that the leaders and the infrastructure of the company will have to address these. This also included training and development, recruitment and selection and retaining top talents at the organisation (Bag and Pretorius, 2020). Increasing the capacity, efficiency and quality of the outcome and development in the infrastructure has also been connected with the capabilities that are needed to address these strategies. 
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Sustainability has become a widely accepted and practised concept in contemporary businesses and is no less in the case of Volkswagen. The German car manufacturer has been an environmentally concerned organisation in recent years and by moving towards sustainability, the company has gained prominence and advantage in the industry. Strategies and moves have been adopted by the company to address sustainability and conscious thinking. One of the most prominent and recent strategies for sustainability in Volkswagen can be identified as the Call for Change. This strategy has been introduced by the company with the aim to reduce the gap that had been created between the corporation and its rivals in the industry. The organisation had experienced a significant loss of competitive advantage despite having introduced decarbonisation in the automobile industry. For this particular reason, the strategy of Call for Change had been introduced which enhanced its focus on the Environmental, Social and Governance (ESG). This strategy has been very comprehensive regarding its compliance with the Paris Climate Agreement. This strategy was undertaken by segregating this into three major parts in which the first one focused on peers who worked on gathering the data. The second part of the strategy worked to create C-level workshops to support the vision of the strategy and the last part included communication, delegation, estimation and implementation (Volkswagen, 2022). This strategy has significantly increased their efficiency towards production and operations which reduced the amount of carbon emission and other environmental impacts. With this strategy, the company has been able to climb up in the industry to introduce more sustainable products. 
Another major strategy that the corporation has implemented and worked on is the Think Blue sustainability strategy. This strategy has been widely recognised by the public and other competitors in the industry as it has been linked to corporate social responsibility as well. The main element that the managers in the organisation have perceived in this situation is the execution of the program. Proper execution has been considered a vital part of the implementation of the strategy. There are multiple objectives that have been set by the managers in this strategy and these strategies have been very beneficial for the company. The objectives of the strategy were quantified by the reduction of 25% in water consumption, an increase in renewable energy sources and waste management (Volkswagen, 2022). The organisation also promoted this strategy in newsletters and advertisements. Combining the strategy with corporate social responsibility is one of the major ideas of the company in which the company has set timelines by using real-time data and communicating the idea with everyone in the organisation. The next step in the process of having the strategy implemented with the corporate social responsibility was to get the executive buy-in and lastly to make this cooperation and share the resources with each department in the organisation. This has significantly helped the company to address the need of making a real difference in its operations and production. The company had significantly reduced the amount of water and energy that it was consuming before the implementation of this strategy. This strategy ultimately led the company to experience significant growth of sustainability in the industry and the automobile manufacturer has become dominant in the markets. 
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There are several ways in which automobile manufacturers can practice sustainability and conscious practice in the industry. Volkswagen can implement different types of practices and methods to become a more environmentally conscious and responsible business in the industry. The automobile industry is one of the most complex industries in the market and as per the accusations and legal case Volkswagen faced. Thus, regarding these aspects, the organisation must focus on implementing and referring to different approaches to sustainability. The first aspect that can be suggested to Volkswagen the compliance with the Sustainable Development Goals (SDG). Complying with Sustainable Development Goals is one of the most comprehensive moves towards sustainability in the future. The sustainable development goals are set with the aim to reduce the environmental impact that businesses create and by complying with these goals, Volkswagen can significantly pave the way towards responsible business. Sustainability with these goals will be achieved on three major dimensions; sociology, economics and ecology (Bag and Pretorius, 2020). The economic aspect of this approach would help in attaining profits, revenue and economic growth, the sociological aspect would help Volkswagen to allocate its resources responsibly and the ecological aspect would help Volkswagen to achieve natural resources management. This would also help Volkswagen to become a reputable and responsible business in the eyes of the United Nations and their respective stakeholders. This would also help the business to become more relevant to the current business demand among the customers and to the changing climate in the external environment (Sachs et al., 2019). 
Another major suggestion that can be made to the company is the implementation of a circular economy. A circular economy is also perceived by contemporary businesses to gain more steps towards sustainability and environmental consciousness. The circular economy can be considered the next best suggestion after Sustainable Development Goals as it would help in multiple areas of development. A circular economy can be a very futuristic outlook for the company in the automobile industry as the growing concern for natural resources and procurement of raw materials have been transforming (Demirel and Kesidou, 2019). The automobile industry is experiencing the highest amount of change and transformation in the process and automobile companies have been focusing on adapting to the same. This in turn has raised the concept of circular economy in the industry. The concept of a circular economy where the major concern is the constant production and revolving of the products in the market. Waste management is one of the major aspects that would be addressed by this concept. With the implementation of a circular economy in the products and services, Volkswagen would be able to maximise the number of benefits and revenue from its existing products and can thus lessen its concern for mass production significantly (Bai et al., 2020). One way in which the profit will be maximised is the lifecycle of its products as it would be revolved around the market for a long period of time for the utilisation of raw materials and exhaustible resources. From a competitive viewpoint, this would also attest to the significance that the product portfolio of the company would rise in a huge manner (Yu et al., 2022). 
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From the strategies that have been implemented by Volkswagen, one significant aspect can be identified and that is the rising concern for the development and move towards fulfilling the gaps that were risen in the past. The strategies implemented in the organisation were very optimistic yet comprehensive. The managers in the organisation had to focus on the proper allocation and procurement of resources and capabilities. The proper allocation and management of resources have been mandatory to make the organisation more efficient in making sustainable changes in the company. The exploration of sustainable strategies in the company has shown that the concern for the environment has been widely discussed by the managers to shape the business into a more responsible one. Compliance with the sustainable development goals and the implementation of the circular economic model would be the most beneficial move in attaining sustainability and competitive advantage in the industry. 
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