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Executive Summary
The following report has illustrated the different perspectives and aspects of the strategic management of Volkswagen which has recently faced a huge economic loss due to its scandal on emission-cheating devices. They have critically adopted various strategies to incorporate more environmentally friendly products in their business scale. The report has also discussed the strategies of the organisation over the past five years alongside the challenges faced by them during overcoming the barriers. The recommendation has also been provided to improve their situation as well as to increase brand image and regain customer trust across the world. 
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The report will elaborate on the various concepts related to strategic management as well as sustainability to understand the different plans for Volkswagen. The recent scandal regarding the software installation of the emission-cheating device in their vehicles has impacted their overall business goals. The prominent strategies related to the business of the aforementioned company over the past five years will be analysed. An analysis will also be performed based on the resource and capabilities of their current business strategies. On the other hand, the evaluation of the company on maintaining its strategy to be more competitive during the adoption of the sustainability will be highlighted. Lastly, a recommendation will be elaborated for the further sustainability of the business to gain a competitive advantage in the market. 
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	Strengths
	 Weaknesses

	Volkswagen has a strong brand image globally due to its excellence in engineering and product innovation. The diverse range of products such as cars, commercial vehicles and others has helped the organisation to attract various customers across the globe (volkswagen.co.uk, 2023). 
	The business firm is extremely relying on the specific markets for manufacturing products and thus has a negative impact on the overall economical fluctuations of the company. The high fixed cost as well as the large-scale production can also impact during the downturns in return. 

	Opportunities
	Threats

	The overall shift towards the environmental sustainability can significantly influence the purchase decision of consumers globally and thus increased their annual revenue. On the other hand, technological advancement can enhance connectivity and improve brand image alongside revenue streams (Jung and Sharon, 2019).
	Economic instability can easily lead to the reduced customer spending on the vehicles of the business organisation. Alongside this, the cost of the product can shift the preference of the customer to the other company having price flexibility.  
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Political factor
The United States as well as the United Kingdom has the major market for Volkswagen. This has been observed that in between the year of 2018 and 2019 repeated tariffs on goods imported from the European Union significantly impacted the overall business of the business organisation. The political environment of other countries such as China, Europe and others can sustain the growth of the firm. On the other hand, various related to the emission, safety standards, and imports can also affect the manufacturing as well as the distribution process.
Economical factor
The financial spending of the customers in the vehicle industry is increasing across the world. This mainly denotes that they mainly purchase various electronic goods along with the automobile. Increase spending is significantly associated with the automotive brands in the poorer markets in the world. Various economic fluctuations, rates of exchange, and inflation as well as can significantly impact the spending patterns of customers. This has been also observed that reduced economic growth can easily reduce sales and thus affect the revenue as well as the profitability of the company. Moreover, the financial recovery and increased disposable income can also boost the demand for vehicles. 
Sociocultural factors
 As many societal are progressing towards sustainability as well as the evolvement of the environment, customer perception and preferences are also changing in the automobile industry. This has been observed that consumers are preferring more environmentally friendly electric and hybrid vehicles. Therefore, the business organisation needs to adapt strategies as per the customer's vision. On the other hand, cultural preference also plays a significant role in this industry as it is associated with the shift in demand. Changes in lifestyle trends can also significantly impact the requirement of the vehicles. Increased remote work during covid-19  has decreased the overall demand for commuter vehicles. 
Technological factors
Rapid and ongoing innovation characterises the automotive sector. The industry is changing as a result of developments in electric automobiles, self-driving cars, networking, and digitalization. In order to preserve its competitiveness and adhere to regulations for lighter and more effective cars, Volkswagen must invest in technological advancement (Böckin and Tillman, 2019). Using digital technology effectively is crucial for improving consumer experiences and optimising business processes. 
Environmental factors
The automotive sector is significantly impacted by environmental issues, particularly those pertaining to the emission of greenhouse gases and global warming. Volkswagen can require to produce more hybrids and electric cars in order to comply with stronger emission rules, which will have an impact on the supply network and production methods (Delic and Eyers, 2020). The company's dedication to sustainability and attempts to lessen its greenhouse gas emissions will have an impact on how it is perceived in the marketplace.
Legal factors
Being compliant with regulations and laws is essential for Volkswagen because it competes in a highly scrutinised industry. Lawsuits can result in monetary damages and harm the brand of the business. Examples include hazardous product recalls, pollution controversies, and trademark violations. The company's overseas operations depend on compliance with labour laws, agreements concerning trade, and antitrust rules.
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The threat of new entrants 
The automotive business demands substantial expenditures on capital, intricate logistical structures, and well-known brand names. As a well-established business, Volkswagen possesses efficiencies of magnitude and a broad distribution network, making it difficult for new competitors to engage effectively. However, the potential entry of novel entrepreneurs and software firms specialising in electric automobiles might upend the status quo in the automotive industry and present some difficulties for VW.
Bargaining power of suppliers 
Regarding components as well as materials, the automotive sector depends on an enormous network of vendors. Due to the magnitude and amount of buying decisions, Volkswagen, a major global automaker, has significant negotiating influence over its vendors. However, a select group of manufacturers might have complete control over some vital parts or distinctive innovations, giving them greater sway. This risk is lessened by VW's capacity to control supplier interactions and diversity its procurement (Pavlínek, 2020).
Bargaining power of buyer 
Customers have a lot of options due to the fierce competition in the international automobile industry. Customers' ability to negotiate may be influenced by their preference for particular characteristics, costs, and loyalty to a particular brand (Reynaert, 2021). Therefore, in order to keep its customers loyal and be competing in the marketplace, Volkswagen must constantly fulfil its requirements and aspirations.
Threat of substitute products 
Various replacements, including ride-sharing programmes, public transit, including improvements in other forms of transport, pose risks to the car business. Audi must modify its product lineup to accommodate self-driving and electric cars as customer tastes transition towards greater environmentally friendly and effective mobility alternatives in order to lessen the possibility of alternatives.
Intensity of rivalry 
There is a fierce global competition for dominance in the automobile business. Along with other big automakers like Toyota, GM, Ford, and various European brands, Volkswagen is in competition with them. Major contributions to the competitiveness are made through price warfare, innovation in technology, and distinctiveness. Volkswagen can sustain an edge over others because to its robust brand portfolio, varied product line, and investment in cutting-edge technology.
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Volkswagen over the past five years has made certain noteworthy advancements with respect to different capabilities and resources. This enables the organisation to position itself as the foremost and principal player in the automotive industry. The following points demonstrate the growth of their resources and capabilities with evidence:
Electric Vehicle (EV) Leadership
A considerable number of investments have been made by Volkswagen in aspects of electric mobility. The organisation aims to position itself as a major performer in the EV market. For instance, the automobile company launched its electric car model ID.3 in 2020. It was followed by the expansion of its EV series with launching concepts such as ID.Buzz and ID.4 SUV (Bobek and Kodrič, 2021). These EV models highlight the obligation of Volkswagen towards origination and sustainability in the electric vehicle sector which is rapidly evolving in the present day. 
Innovations in Technology
Advanced technology is being continuously and actively integrated into the modern vehicles launched by Volkswagen. The automotive organisation revealed its strategy of digitalisation that puts importance on the use of technologies like artificial intelligence and connected cars. This can be illustrated by a piece of evidence where Volkswagen has implemented a high-tech dashboard named ‘VW Digital Cockpit’ (Conrad and Holtbrügge, 2021). This innovative technology provides drivers with an intuitive and personalised user experience. 
Autonomous Driving Experience
Capabilities in autonomous driving are one of the major aspects that Volkswagen has been interested in investing in. For instance, the organisation has been testing and trying technologies for self-driving and aims to use them for application in commercial prospects in the near future (Friesendorf, et al., 2021). This strategic collaborative work illustrates the aspiration of the EV organisation, Volkswagen to stay at the leading position of autonomous vehicle progress. 
Comprehensive Manufacturing Development
Volkswagen has greatly increased its capabilities in producing electric vehicles by spreading out its manufacturing footmark on a global basis. For instance, Volkswagen opened a new factory outlet in Chattanooga, Tennessee that was focused on manufacturing electric vehicles in 2021 (Hąbek, et al., 2022). Moreover, heavy investments were made by the automaker in its operations in China to provide a significantly quick increase in demand in the world’s largest market in the automotive sector. 
Digital Sales and Client Involvement
Significant improvements have been brought about by Volkswagen in the aspects of client experience and sales on digital platforms. These were possible due to the organisation being able to comprehend the importance of digitalisation in the sector of automotive retail. The automaker adapts to the dynamic nature of client needs and preferences as well as builds stronger relationships with users (Holtbrügge and Conrad, 2020). This is due to the fact that Volkswagen offers online configurators, purchasing processes being rationalised and virtual showrooms. 
Therefore, the progress of Volkswagen is evitable in the case of technological innovations, electric mobility, worldwide manufacturing process, autonomous driving experiences and digital client experiences over the past five years. This has built up its position as an automotive giant that is adaptable and forward-thinking for future progress. 
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The alignment of capabilities and resources of Volkswagen happened in the early 2000s with its present business strategies in order to become a leading automotive organisation on a global basis.
1) The strategy of contributing to offering reliable, premium-quality and technologically-advanced automobiles to customers complements the focus of Volkswagen on the innovation and engineering of modern EVs (Jacobs and Kalbers, 2019). The automotive organisation consistently stayed at the leading position in automotive technology as it invested considerably in research and development. 
2) The next aspect is the alignment of manufacturing capabilities with its current business policies. This has helped Volkswagen in expanding its market presence internationally. Production plants have been established strategically by the organisation in major markets which allows it to efficiently retort to regional demands (Jellinghaus, 2022). This has enabled the organisation to gain a competitive advantage over other players in those key markets. 
3) Planned prominence of Volkswagen on marketing and branding helped it in strengthening its position as a principal brand in the automobile industry. The organisation succeeded in producing a strong brand reputation in the key markets that are linked directly to performance and reliability (Merwitz, 2020). This has been possible due to effective brand positioning and creative marketing campaigns. 
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Figure 1: Business Strategies of Volkswagen
Source: (Wissuwa, and Durach, 2023)
Volkswagen tried to become more competitive as compared to its rivals in the market by embracing initiatives for implementing sustainability. For instance, heavy investments were made by the automobile organisation in electric vehicle technologies in order to potentially decrease its carbon footprint. Models like ID.3 were introduced by Volkswagen which was a comprehensive electric hatchback in 2020 (Holtbrügge and Conrad, 2020). This was done as a part of its initiative towards maintaining sustainable mobility. 
Volkswagen considered environmental impact while improving its competitiveness where efforts were made in order to decrease the overall emissions of greenhouse gas by the organisation. A program was initiated by the automaker, the ‘goTOzero’ program through which VW set ambitious targets (Vallino, et al., 2021). This program aimed to implement a carbon-neutral equilibrium in its whole convoy by the year 2050. Apart from this, partnerships were also established in order to promote sustainability while being competitive. Collaboration was established by Volkswagen with distinct providers of renewable energy to promote its production facilities from non-renewable to cleaner energy sources. These collaborative approaches contributed to the organisation as they helped it in achieving its short-term target of decreasing its carbon dioxide emissions by 30% by the year 2025 (Wissuwa, and Durach, 2023). Additionally, sustainable sourcing was given great emphasis in order to increase the competitiveness of Volkswagen responsibly. Integration of environmental standards into the supply chain management was ensured by the automaker (Merwitz, 2020). This facilitated the use of materials from sustainable sourcing in manufacturing processes. The organisation had also executed practices for a sustainable supply chain by 2021 in 80% of its obtaining volume (Jacobs and Kalbers, 2019). 
Therefore, the endeavours taken by the automotive organisation were greatly associated with an effective commitment to environmental accountability and sustainability. The organisation illustrated a hands-on approach towards equalising financial growth with considerations of ecological aspects (Merwitz, 2020). This was successful through investments in technologies for manufacturing EVs, partnerships and collaborative approaches, a decrease in greenhouse gas emissions and practices for sustainable sourcing. 
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Improved Energy Efficiency Measures
Volkswagen may lessen its environmental impact and carbon footprint by integrating cutting-edge energy-efficient technologies and practices throughout its supply chain and manufacturing operations. These steps would reduce energy usage by utilising renewable energy sources, improving logistics, and optimising the structure of industrial lines (Vallino, et al., 2021). Such changes will strengthen Volkswagen's brand as an environmental consciousness automaker and support the organisation’s competitive edge in the market. This will be due to the consumers and stakeholders placing an increasing priority on sustainability.
Material Recycling and Green Economy Projects
Enhancing Material Regeneration and Circular Economy Projects Volkswagen may create a closed-loop structure where components used in production are recycled and put to new uses at the completion of a vehicle's lifetime (Jacobs and Kalbers, 2019). Resource efficiency would be further promoted and waste production would be decreased by using sustainable design practices and building collaborations with suppliers who share an agreement to circularity. It can be said that Volkswagen would pursue sustainable design practises and collaborations with like-minded suppliers to foster the effectiveness of resources and waste reduction.
Promotion of Green Transport Options
It can be said that Volkswagen would investigate green transport options to decrease emissions while encouraging sustainable mobility. This can entail boosting the creation and manufacturing of hybrid and electric vehicles, putting money into the infrastructure needed for charging, and promoting laws that reward environmentally friendly transportation (Hąbek, et al., 2022). Volkswagen might outperform rivals who adopt eco-friendly solutions more slowly by establishing itself as a leader in sustainable transportation.
Therefore, Volkswagen could potentially be better positioned to gain a competitive edge in the future through the deployment of increased energy efficiency measures, improved material reuse and green economy initiatives, and the marketing of eco-friendly mobility alternatives. Future sustainability practices allow the activities and outcomes to be the main focus rather than the business's active involvement being stated clearly (Vallino, et al., 2021). These initiatives would not only be in line with the goals of global sustainability yet also with the needs of consumers, who increasingly give consideration to ecological responsibility when making purchases.


[bookmark: _Toc141446101]Conclusion
The above report has highlighted the sustainability aspect and strategic management of Volkswagen in the light of gaining a competitive edge in the key markets. The business strategies applied by the firm in the past five years have been discussed with the help of relevant frameworks. These are PESTLE, Porter’s Five Forces and SWOT analysis of the case study organisation, VW. Along with that, the resources and capabilities of the automaker have been described namely technological innovations, leadership in EVs, comprehensive manufacturing process and many more. The alignment of these resources with the current business strategies in operation by Volkswagen has also been discussed in the report. The ways by which the organisation has tried to gain a competitive edge in the key markets have been outlined by focusing on environmental impact and sustainability. Further, certain strategies have been recommended that can be adopted by VW in developing competitiveness in the near future. 
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