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The case study states that over 90,000 English and Welsh drivers will get a total of £193 million from Volkswagen. Worldwide, the group has already paid out around €30 billion. To be recognised as meeting EU emission limits, vehicles have to use "defeat devices." One hundred and ten thousand diesel gate victims will get a total of £193 million in compensation from Volkswagen. The business has issued an apology for the EA189 cars' two-mode software. It has not admitted culpability, but it has said that a trial would be "extremely costly and difficult" for the company. This paper includes evidence of Volkswagen's business plans throughout the previous five years and compares them to the company's present strategies. Sustainability and environmental considerations will also be addressed in the course of the presentation.  Finally, some ideas for how other organizations can do the same will be discussed.
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The company's prior strategy decisions include; developing new state-of-the-art goods, increasing innovation, enhancing the R&D department, increasing collaboration and acquisitions, improving marketing efficiency, and expanding to the global market. Porter's Five Forces challenges have been met by Volkswagen Group's implementation of these tactics. Smaller, more fuel-efficient automobiles are in high demand in Europe. In the company's production facilities, this obstacle has been met head-on. Between 2003 and 2008, Volkswagen Group had a 50% increase in sales, which necessitated the development of new growth strategies. To deal with Porter's force of competition, Volkswagen had to go up against the whole Volkswagen Group. In order to combat some of the competition, Volkswagen Group collaborated and launched new brands (Tracy, 2019).
In the years between 2003 and 2008, their sales increased dramatically. It was predicted that Volkswagen will sell as many as 9 million vehicles in 2008, according to projections. It was not Porter's forces of new entrants or competition among competing enterprises that worried the corporation at this time. It was a goal of the firm to become more customer-oriented in order to gain ten percent of the worldwide market share by 2010.
Volkswagen's green vehicle manufacturing technology has helped the company gain market share in Europe during the last five years. A large portion of the competitors hadn't even started to create hybrid cars at the time. In order to promote hybrid automobiles, they appealed to buyers' fears and anxieties about environmental concerns. They didn't have to be concerned about competing goods or services taking their place in the hybrid market because of this. Because they were the first in the market, they had an edge over their competitors. Additionally, the Volkswagen Group extended its production facilities in order to assure that sales would rise. During the same time period, the first Volkswagen group production plant in China was completed Within three years of launching the factory, Volkswagen Group has extended its Asian plant activities. The third year saw an increase in output from 200,000 to 500,000 vehicles. Moreover, Volkswagen had begun manufacturing automobiles in India and Africa three years earlier. Because of the substantial growth, the corporation has had to work hard to improve its public image. Their goal in the Asian market has been to avoid being seen as an "invader from Europe."
Four additional factories were established by the corporation between 2003 and 2008 (VOELCKER, 2022). When the facility opened in 2005, it was expected to manufacture 500,000 automobiles a year. Pre-2007 openings include a further three plants. In addition, a facility for the production of gasoline engines was established. In Europe, North America, Asia, and Africa, Volkswagen's minicar business has been a key strategic market for the company.
In addition, while determining price, they tried to appeal to a younger demographic, namely those aged 18 to 30. A buyer's age was taken into consideration while determining interest rates. There was a lot of money and effort spent into training sales personnel to target this demographic group. There were a lot of senior customers whom the sales employees had worked with. In the end, Volkswagen Group's strategic initiatives and alliances were effective. Bargaining power was not a problem since the corporations had already given everything because prices were so cheap. Buyers had several incentives to ensure they thought they were receiving a fair bargain for their money. In overseas markets, the corporation has established itself as a competitor with great success. In Europe and North America, the firm has established itself as a trusted brand in the industry. The Volkswagen Group has had enough opportunity to familiarize itself with the international market into which it was venturing. Detailed research was conducted to get an understanding of the clients' cultures and habits. In order to position themselves as a leader in international marketplaces, they partnered with well-established American and Chinese corporations. They expect to keep growing, as they've said in the past. As a means of achieving their objectives, they adhere to established manufacturing and sales strategies. To keep up with the times, they're focusing on new areas that were previously untouched, such as the hybrid and mini-car segments, to remain relevant (Eliot, 2019).
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Focusing on vulnerabilities and threats has been a fundamental component in Volkswagen's success; yet, threats including the economy and competitiveness remain significant. As a result, the company is continuing to provide goods and services at competitive pricing while simultaneously attracting new clients in order to expand its market share. To change its failing operations into a lucrative business unit, it may be necessary to implement horizontal integration between departments and managers (VW Model Lineup | Cars & SUVs - Volkswagen, 2022).
Volkswagen's current goals for success include diversifying its product line to fulfil the demands of clients in all of the nations in which it does business. As part of this plan, the company has also been expanding its range of products and cutting costs by outsourcing some of its operations. These strategies have the following applicability, practicality, and acceptability for the firm to use.
It is possible to expand Volkswagen group market share and revenues to maintain a return on capital invested by using the tactics listed above. Joint venture, acquisition, and growth, as well as technology investment, should be the winning approaches. In addition to lowering the danger, this also fits the requirements of being appropriate, acceptable, and doable.
The Volkswagen Group's rapid expansion necessitates that it seizes all chances that present itself. There are long-term advantages to joint ventures or acquisitions in nations like India, South Africa, and Brazil, where the economy is expanding. VW's website says its objective before the crisis was expansion (2014). VW AG wanted to be a "global economic and environmental automobile leader." The firm aimed to improve technology, client satisfaction, revenue, and refunds. The company emphasised "environmental friendliness and profitability"
Matthias Mueller, VW's new CEO, seeks to reform the company's policies while maintaining its goals (Stumpf, 2018). His makeover before the scandal. Mueller's primary concern is VW's image, and he believes cultural transformation might help. Inclusion, participation, transparency, and honesty are key. Top supervisors allegedly hid cheating information, prompting the decision. Giving brands and regions more authority contradicts this approach. Several employees were sacked, but their names aren't revealed. VW has to submit a plan by October 7. Next, examine strategy.
VW must utilise clever crisis management given its situation. Unmanaged, a crisis may harm a corporation or its stakeholders. Pre-crisis, acute crisis, chronic crisis, and recovery are crisis phases. Crisis management includes detection, planning, and (where possible) prevention, response (damage control), recovery, and revision.
Poor information exchange may have prevented V.W.'s pre-crisis stage. It's no exaggeration to say the reputation problem is serious; defective vehicle manufacture is continuous. V.W.'s CEO wants to improve business culture. The company is attempting damage management and recovery. This approach is described.
The company almost used "Japanese" crisis management. This name developed following Toyota's production catastrophe and refusal to admit or fix defects (The Japan Times, 2015). V.W. will handle the problem. The CEO may have undertaken enough research and decided that the problem was organisational culture. He's tackled this matter publicly and officially, causing a reputation crisis. VW's crisis management approach focuses on values, not output.
Transparency and honesty should be corporate ethics. Even if information withdrawal is hard to detect, it must be stopped. It's essential for business success. VW's CEO avoids crisis management by emphasising withdrawals, value modifications, and business culture reforms. 
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VW has established concrete, time-bound goals. It wants to improve its environmental performance by 25% by lowering water use, expanding renewable energy sources, minimising waste, and reducing CO2 emissions. The brand has survived economic crises and experienced enormous success. In every case, the company's survival and development have depended on memorable worldwide marketing efforts.
VW's development during Adolf Hitler's Nazi government is no mystery to contemporary consumers, but we must owe the original "people's car success "'s to the Führer's cunning and well-targeted marketing strategies (Benjamin, 2021). Engineers saw the need for an inexpensive, mass-produced automobile and set out to make one. Hitler's grasp of his target market, Aryan families, and convincing sales methods helped him build a successful business (Belinfante, 2010).
On May 26, 1938, "Gesellschaft zur Vorbereitung des Deutschen Volkswagens mbH" (the company's initial model) entered into mass production. This event, staged under the close direction of the Nazi propaganda machine, drew 70,000 spectators and 150 media.
The Third Reich's proselytizing commander named the automobile "Kraft durch Freude," or "strength through pleasure." Hitler persuaded Germans that the National Socialist administration was providing for their necessities while giving them a deceptive but fulfilling feeling of self-pride.
VW sales dropped after WWII. Hitler's prior marketing effort promoted Nazi ideologies that Germans today reject. VW needed to rethink its approach if it wanted to attract worldwide consumers in the globalised post-war world. The decision to sell the VW to Britain in the summer of 1947 sparked economic recovery and worldwide success. VW exported cars to Switzerland, Belgium, Luxembourg, Sweden, Denmark, and Norway in 1948. Success continued in Germany and elsewhere throughout the 1950s. "Beetle" became a sign of economic success and an image of West German rebirth, capturing 40% of the market within a decade. In 1950, VW exported 27,000 automobiles to 17 countries. By 1955, 147,000 automobiles were sold in 45 countries (Britannica, 2022).
VW's success has been fueled by creative slogans and advertising efforts since Hitler's reign. Recent UK TV ads have promoted Volkswagen models. A 2012 ad portrays a little girl being raised by her father, who gives her a VW Polo. Here, the corporation manipulates audience emotions to promote the automobile as safe and dependable. A similarly themed 2014 Volkswagen India commercial takes a more comedic approach, as the father interrogates the salesman on how the vehicle will respond to 'poor driving' before delivering the car to his beautiful daughter, proving his faith in the company. Since its dubious origins in interwar Germany, Volkswagen Group has achieved great success. Volkswagen's worldwide marketing initiatives are well-planned and implemented, but they aren't perfect. As the graphic below shows, even the smallest translation inaccuracy may undermine a message's impact. VW owns Audi, Bentley, Bugatti, Lamborghini, Porsche, SEAT, koda. Lamborghini and Bentley may look like direct rivals, yet each has been positioned to target a unique consumer. Bentley presents itself as a new spin on traditional style, whereas Lamborghini targets young, single males. Both products target the exceedingly affluent, but Lamborghini ads stress on the car's style and speed, while Bentley is marketed as clever and ageless.
In UK ads, VW Golfs are commonly driven by middle-class "family men" or young drivers without solid professions. The Porsche is portrayed somewhat differently; seldom do children feature in the ads, and when they are usually young lads, used to depict a feeling of fantasy that one day they would be able to purchase a Porsche. VW has gone a long way from its wartime beginnings thanks to its worldwide emphasis and localised marketing approach. China sales now account for a third of the company's revenue. As the Chinese economy slows, the corporation will look to new developing areas for income. We'll observe how they position themselves in these new markets.
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In order to successfully reposition Volkswagen in the global market after the 2015 emissions crisis, VW will need to use its technology assets in a targeted, ecologically sustainable manner as well as reframe its corporate image in environmentally favorable terms as the foundation for long-term economic survival (Thomas, 2011). While VW's primary focus has always been on maintaining profitable car sales, the current scandal highlights the importance of environmental norms and CSR for the company's overall market position. The change to producing zero-emission electric drive engines scheduled for 2016 seems to be well-prepared by VW, especially for its luxury brands, such as Audi. If the company's long-term strategy doesn't include environmental considerations, it may not be able to regain its position as the worldwide automobile industry leader. Porsche and Audi, VW's premium brands, are likely to find this particularly relevant in terms of their market standing.
Organizations may gain a competitive edge by implementing sustainability in a variety of ways.
· The first step is to look at SDGs that are relevant to your company strategy. Determine which SDGs make the most sense for the business strategy, markets, consumers, and revenue model by taking the time to research and evaluate each one. Look for ways to have a positive influence on the community or the environment while also growing your company by using "white space" chances.
· Consider how it will work in practise. Make a plan for putting this into action. Sustainability is frequently utilised as a marketing ploy rather than a serious consideration. 
· In order to make a difference, look into partnering with other organisations. Find like-minded groups or influencers with the same cause to collaborate with and make a bigger effect (Belinfante, 2010).
· Observe and record data. You won't know whether you're making progress in the correct areas if you can't quantify it. Consider SDG reporting or how you might measure your environmental efforts in addition to your financial analyses.
· For scalability, build communities. Take a step back and look at the bigger picture. Involve your staff in volunteerism, or develop a network of like-minded individuals, to expand your effect.
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Cars, software, autonomous technology, and M2S (Mobility-as-a-Service) are all part of VW's commercial plan (MaaS). Based on its strategy, which includes sustainability, research and development (R&D), Volkswagen Group's competitiveness is strong. Revenue and market share have increased as a result, proving its efficacy. Despite being hit by the COVID-19 epidemic, the firm has recovered because to the increased demand for luxury automobiles. This study looked at the firm's strategy over the previous five years, what has changed, and how the company has retained its competitive advantages. The Volkswagen Group said today that it plans to further electrify its European operations in order to achieve its aim of being the world's leading electric vehicle manufacturer by 2025. In this way, the Group is aggressively implementing the strategy's New Auto goals.
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