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Volkswagen recently has decided to pay out £193 million to over 90,000 drivers residing in England and Wales due to allegations of installing devices to cheat emission. The organisation as a result of the lawsuit, apologises to the public and made the commitment to rebuild the trust. At present, the organisation faces allegations worldwide as the organisation used defeat devices meaning that it was not conforming to the pollution standards of the European Union and was emitting large amount of nitrogen dioxide in the environment. This not only affected the reputation of Volkswagen but also affected the resale value of the vehicle owners and the environment. Due to this reason, the company is now facing lawsuit and having to pay heavy fines to the people who claimed to be misled by the company (Kell, 2022). The report has been prepared to determine the strategies Volkswagen has been using in the past five years, its resources and capabilities that it was aligned with it strategies and the considerations the company has taken in terms of sustainability practices to maintain its competitive position in the market. 
[bookmark: _Toc133519646]Company Background
Volkswagen is one of the largest automobile manufacturing organisations in the world that has been operating for more than 70 years in the industry. It is a multinational organisation that has been in operation since its establishment in 1937. It is a German car manufacturing organisation that maintains the quality and style factors in its manufactured vehicles with the usage of innovative technology and attractive designs while maintaining the quality of the products it produces (Volkswagen, 2022). The organisation also focuses on making its vehicles accessible to as many people as possible and has several best selling cars under its name like- the Beetle, all electric ID, and the Golf and its luxury series the Bentley. The organisation currently has to goal to become the top software driven mobility provider within 2030. The company is unique because it has a distinct shape of its products called the Polo, Tiguan, or Vento. The company has 100% galvanised steel bodied cars which have 6 year anti perforation warranty. The organisation has several subsidiaries and its revenue was 250.2 billion EUR in 2021 (VW, 2022). 
[bookmark: _Toc133519647]Business Strategies
In the past five years, in order to maintain its competitive position in the market has made use of several strategies. The business strategies used by Volkswagen in the past five years have been assessed by making use of the Ansoff Matrix and the PESTEL analysis model. Following is the assessment conducted on Volkswagen using the models-
[bookmark: _Toc133519648]Ansoff Matrix
The Ansoff matrix provides recommendations of using four different marketing strategies for developing the business and entering a market (Loredana, 2016). Volkswagen also makes use of the Ansoff Matrix for its operations in the past five years-
Market Penetration: The market penetration strategy is used to penetrate the existing market with its existing products. This involves the organisation using different promotional strategies to penetrate its existing market using its existing product line. Volkswagen at the moment is the second largest vehicle manufacturer in the world and accompanies 6.4% of the present market (Carlier, 2022). In order to penetrate the European market after its losses incurred due to the usage of emission cheating devices, the organisation launched the “Electronic Sunshine” campaign. The campaign involved installing Seasonal Affective Disorder lamps in order to make the people suffering from the disorder better. Other latest campaigns of the brand include- “Electrifying Movies” campaign, “See the Unseen” campaign, “The Last Mile” campaign and various others (Campaignlive, 2023). 
Market Development: The market development strategy is used to enter a new market with its existing products. Volkswagen is a multinational organisation and in the past five years, it has made its motto to ensure fascinating cars for everyone. The organisation used joint venture, and strategic alliance with local companies. In 2019, it entered the Chinese market by going into an agreement with Mortorell, Spain in the Anhui province of China to enter the market. At present, the organisation increased its sales in the Chinese market by 26% with its battery and electrically driven cars (GlobalData, 2022). 
Diversification: The diversification strategy includes developing new products to operate business in its current operating markets. Upon facing the lawsuits and damaging its reputation in the European region, Volkswagen took up the strategy to rebuild the trust among the customers while ensuring eco friendly cars. In order to achieve this, the organisation has undertaken the strategy to electrify its cars and hybridise them. Its new diversification strategy helped it to introduce new cars in 2023 called Atlas and Atlas Cross sport which has been enhanced with new technology and features to enhance safety like- Front Assist, Blind Spot Monitoring, Digital Cockpit Pro, and Travel and Emergency Assist (Vw.com, 2022). 
Product Development: The product development strategy includes entering a new market using new products. It has entered markets like- India, South East Asia, and North Africa with its range of new product line that is affordable to develop the emerging markets. The organisation designed specific products for the emerging markets so that the population of these countries can afford the cars. The most affordable car from the company in India is Virtus Sedan while the most expensive one is the Tiguan model (Bekker, 2023). 
[bookmark: _Toc133519649]PESTEL Analysis
The PESTEL analysis analyses various external factors of a business organisation in order understand and determines the strategies to use. Volkswagen also makes use of the PESTEL analysis model to understand its external environment (Sammut and Galea, 2014). Following is the PESTEL analysis of the organisation- 
Political: The political factors that greatly affected Volkswagen was the exit of Britain from the European Union. The United Kingdom is one of the biggest markets for Volkswagen which is a German company. However, when BREXIT occurred, the company had to alter its operations in the United Kingdom and adopt the new rules and regulations with increased tax and complications. 
Economic: The economic factors that affect Volkswagen are the economic state of the country, the economic state of the population, the inflation rate and various others. Considering the developing economic state of the people of India, the country decided to enter the market. 
Social: Social factors that can affect Volkswagen are the lifestyle of the population, the culture of the country, the preferences of the consumers (Shtal et al., 2018). Keeping this factor in mind, for the United Kingdom and for the United States of America, the organisation manufactures cars that are expensive, stylish and uphold the social status of the owners with its luxury series. 
Technological: The recent technological evolution has affected Volkswagen. In order to keep up with the current competitions using innovative technologies, Volkswagen under took the strategy to become the leading company driving all of its operations using software. 
Environmental: The environmental factors are one of the major factors that impact Volkswagen. In the current times, the customers of the company are more aware of the environment, climate change and the Sustainable Development Goals set by the United Nations. This factor negatively affected Volkswagen as the organisation failed to adhere to the European Union pollution requirements and damaged its reputation by trying to mislead the customers (Volkswagen, 2023). 
Legal: The legal factors that can affect Volkswagen are the laws, rules and regulations, Equal Employment laws, Environment Protection laws, Labour laws and various others. 
[bookmark: _Toc133519650]Resource and Capabilities
Volkswagen has various resources in the form of assets, skills and knowledge while its capabilities include its ability to put its resources to use effectively. The resources and capabilities of Volkswagen have been analysed using the SWOT analysis and the VRIO model. Following is the analysis of the resource and capabilities of VW-
[bookmark: _Toc133519651]SWOT Analysis
SWOT model analyses the strengths, weaknesses, opportunities, and threats of the organisation. Following is the SWOT analysis of VW-
Strengths: The strengths of VW include its updated and innovative technology, its stylish design, variety of the product line, brand value, the skills to produce high quality cars, market share, joint ventures in the Chinese market (Sarsby, 2016). 
Weaknesses: The weaknesses of the organisation include- its high price range, its wrong decisions regarding production in the recent times, loss of brand value, damaged reputation, low market share in the USA, high recall rate, negative publicity. 
Opportunities: The company currently has the opportunity to rebuild reputation in the UK and world wide. The opportunities of the organisation include- demand for cars in the emerging market, demand for affordable vehicles, demand for eco friendly and hybrid cars, demand for autonomous cars, focusing on improving its sustainability practices for the purpose of redeeming its hampered reputation. 
Threats: There are a lot of threats for VW at present. Some of the significant threats that can hamper the reputation of VW in the modern market include- increeased competition in the market, losing customers due to damaged brand reputation, increasing inflation rates, increased fuel prices, the fines that the organisation has to pay, increase in government laws and regulation, environment protection laws (Carlier, 2022).
[bookmark: _Toc133519652]VRIO Model
The VRIO analysis model enables the organisation to assess its resources that can help it to improve or maintain the current market position of the company. It analyses the value of the resources, rarity of the resources, imitability of the resources, and organisation of the resources and capability of the organisation. The resources of Volkswagen include- its skills, its customers, its global positioning, its human resources, its marketing factors, product offerings. Following is the VRIO analysis of VW-
Valuable: The customers, brand value, market positioning, human resources. marketing factors, the product line are valuable resources of the organisation. All of these combined together enable the organisation to hold or improve its market position in the market. 
Rare: Among the resources that have been considered to be valuable in the market, the customers, brand value, the market position of the company, the product line are rare (Knott, 2015). These factors are some of the biggest strengths of the company in comparison to its competitors. However, the marketing factors and approaches of the company in comparison to its competitors are not rare as most of the competitors in the market have strong marketing strategies as well. 
Imitable: The customers of the company have their own culture and preferences for which it is difficult to imitate by the competitors. The competitors of the organisation can imitate its brand position but it can be difficult as it will be very expensive. The human resource of the organisation, and portfolio of the product line of VW can also be imitated by the strong competitors in the market like- Toyota and Nissan. 
Organised: Among the resources and capabilities that have been discussed, the customer segment of the organisation based on the data set can still be organised further by their income range, preferences, age, social status, gender and other factors (Bekker, 2022). The product line, human resource, and brand value of the company is well organised. 
Competitive Advantages: The company at the moment can use its resources in order to create its competitive advantage as all of the resources have the potential to become competitive advantage. However, from the resources, the most valuable resource in comparison to the competitors is its dedicated customer base. However, the company lost its hold on its major customer base due to the scandal of cheating fuel emissions. Considering the situation, VW can still turn its customers into a competitive advantage by regaining their trust and providing them with more value by introducing fuel efficient cars with hogh quality, great design and safety features. 
[bookmark: _Toc133519653]Corporate Social Responsibilities
VW has undertaken various sustainability and corporate social responsibility strategies for the purpose of maintaining its competitive positioning. The CSR approaches and sustainability considerations of the company in comparison to its competitors can be assessed using Carroll’s CSR pyramid and Porter’s Five Forces model (Nalband et al., 2014). Following is the analysis of the company’s strategies-
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Carroll’s CSR pyramid assesses four stages of the corporate social responsibilities of an organisation. These are-
Economic: The company has successfully maintained its economic responsibilities to its stakeholders and internal customers as it is a highly profitable company with strong financial positioning. 
Legal: In regards to performing its legal responsibilities, the company still has to make improvements as it did not adhere to the European Union regulations of pollution control. 
Ethical: The company also has drawbacks in maintaining its ethical responsibilities. It is because it used emission cheating devices which misled the customers and hampered their health and financial position.
Philanthropic: However, the company has reflected on its actions and at present is focusing on performing all of its Corporate Social Responsibilities along with its philanthropic responsibilities (Ansoff et al., 2018). In order to keep its competitive position strong and keep the sustainability factors in mind, the company has undertaken new strategies. 
CSR Strategy: Volkswagen in order to regain its position changed its strategy from 
“Fascinating cars for everyone” to “NEW AUTO- Mobility for generations to come” under which it is taking preparations to keep up with the global changes in regards to mobility and turning itself into a software oriented business organisation (VW, 2023). In order to keep its competitive position in the market in regards to sustainability the brand has invested approximately 18 billion euros to develop e- mobility, digitalisation of the company and hybridisation of the cars within 2026. By this year of 2023, the company aimed to achieve an operating margin that is sustainable of minimum 6 percent. Since the company has heavily damaged its reputation, position and the trust of the customers, it has taken the aim to change itself from the ground up and invest a majority portion in reaching the sustainability goals of the world and regain the trust of the customers.
[bookmark: _Toc133519655]Porter’s Five Forces Model
VW also uses the Porter’s Five Forces model in order to maintain its competitive position in the market and to understand its competitive environment (Dobbs, 2014). Following is the Porter’s Five Forces analysis of the company- 
Threat of New Entrants: The threat of new entrants with sustainability considerations in the market is low as it can take a lot of investment which is difficult to manage. 
Threat of Substitution: The threat of substitution for the company is high as there a lot of hybrid and eco friendly car options available in the market from companies like- Tesla, Toyota, Nissan, and others. 
Industry Rivalry: The industry rivalry is high for VW. Its closest competition in the market is Toyota Japan which is the market leader while VW is in the second position in the market. 
Bargaining Power of Customers: The bargaining power of the customers is high as the customers can switch to other eco-friendly car options from any of the competitors at lesser price. 
Bargaining Power of Suppliers: The bargaining power of the suppliers is low as VW can switch to any supplier of materials to attain high quality raw materials (Hunger, 2020). 
[bookmark: _Toc133519656]Recommendations
In order to improve its competitive position in the market, VW now can focus on improving its sustainability practices to regain its brand position and trust. The following steps are recommended to the company- 
Sustainability Division: Volkswagen currently has to pay a heavy amount of fine to the customers because of breaking the sustainability laws. Due to this reason, the company can further avoid this mistake and establish a new sustainability division in the organisation, the sole focus of which will be to maintain and improve its sustainability practices and adhering to the legal obligations.
Hybridisation: The company can now further focus its resources on developing cars that are hybrid or electric so that the carbon di oxide emission and carbon footprint of the company can be reduced in accordance with its competitors. 
CSR Practices: The company has lost much of its positioning in the market due to its emission cheating scandal. Due to this reason, the company not only has to reflect on its mistakes but also invest more than any of its competition into CSR to regain its position. Due to this reason, along with developing new eco friendly vehicle and abiding by the laws, it can invest in more CSR practices like- tree plantation, using sustainability practices in its operations, raising awareness towards climate change, donating to environmental charities. 
[bookmark: _Toc133519657]Conclusion
In essence, it can be seen that, Volkswagen uses a variety of strategies for the purpose of maintaining its competitive positioning. It uses these strategies to enter new markets, develop new products, improve its market share, and enhance its brand positioning. However, since it has damaged its reputation, financial and brand positioning, the company currently is focusing on improving its sustainability practices and developing all of its strategies focused around sustainability and environment friendliness. 
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