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Introduction
      Strategic management plays an essential role in the success of a business—similar companies with the same objectives Operating in the same industry in different parts. One company can be very successful and succeed while another company may not. Many scholars tried to answer why some companies. They are very successful, and other companies fail to register high performance. In trying to find the answer to the question, researchers' findings show that strategic management is crucial to company performance and profitability. Strategic management is defined from various perspectives. Amason (2011, p.7) reviewed prominent definitions of strategic management, while his definition resides from strategic management being "a framework for analysing the environment." Also, for integrating the firm's activities, learning and adapting to change, and creating value balls in the present and the future. While still a theoretical perspective, Amason attempts to project strategic management from an empirical point of view. 
      This essay aims to conduct an analysis of Volkswagen and its competitive environment. It will mainly focus on the legal case against Volkswagen and its subsidiaries. The methodology used for strategic analysis is qualitative data, particularly related to the level of strategy, VRIO Analysis, and analysis from a strategic management process model perspective. These models were chosen because of their effectiveness and relevance to the objectives set.
       The first section will identify and provide evidence of the critical business strategies in the past five years. It attempts to provide reasoning behind framework selection. It will highlight the gaps and risks associated with it. The second section identifies the resources and capabilities of the company over the past five years and analyses to what extent Volkswagen has aligned its resources and capabilities to its current business strategies. The third section focuses on evaluating with evidence the firm attempt to become more competitive while considering sustainability and the environment. The final section provides recommendations for improvement in sustainability practices. These aim to help Volkswagen restore the company's trust and develop an efficient and fair competitive advantage in the future.

Main Body
          Volkswagen is a multinational automotive industry that operates in Germany. The company's main area of activity is designing, manufacturing, and distributing products such as vehicles and engines. Clients widely acknowledge Volkswagen products, particularly for their reliability in engineering. It has distinguished itself generally by making a change in the manufacturing process, from manufacturing solidly low fuel-consuming cars to cars that outperform competitors. Despite showing high performance over the years, its reputation has been damaged by the emissions scandal. Based on Hotten (2015), EPA (environment protection agency) found that many cars had irregularities or software that changed the performance accordingly to show improved results. VW has had a significant push to distribute diesel cars in the US. This section discusses business policies to shed some light on what strategy the firm has chosen and why these were pursued. These incorporate strategies at different levels, such as corporate, business, and functional. The corporate level involves the area of operation, the overall scope, and the organisation's value. The next level is about organisation strategy to compete in the market, and the functional level is concerned with operational tactics; it involves aspects such as resources, people, and business processes. Donald& Dess (198, p. 687) study suggested that strategic variables on a firm's profitability appear to vary with business cycle conditions or with other longitudinal changes in the business environment. The company differences in business-level strategy appear to account for varying effects of environmental change on competitors. 
         Based on Annual Report (2014), the corporate company strategy was "moving globally," which meant expanding and straightening its position in the international market. It implied bringing twelve brands under a common goal: "mobility for everyone, all over the world." M.Winterkorn (2014) stated that the company's pursuit of innovation, perfection, and responsive approach would help make Volkswagen the world's leading automaker by 2018 economically and ecologically. Its business strategy aimed to get a competitive advantage and increase financial performance, which proved successful but at the cost of cheating to achieve its goals which severely damaged the company's reputation. And the company strategy that led to the scandal dates back to 2008 when Volkswagen launched a marketing campaign on low-emission vehicles (An et al., 2018). The company strategies shifted after the emission scandal to providing efficient technical solutions. Also, the priorities changed towards getting to the root of internal factors that contributed to the crisis and taking advantage of the opportunity for a fundamental realignment (Volkswagen, 2015).
         The firm showed a positive performance, but mainly an increase in its sub-brands and a considerable decrease in the main brand (An et al., 2018). Besides internal factors that were the main contributors' external factors were also among the drivers of change and contributors to the unfavorable decision taken for the company's growth. Based on the outcomes, it is evidenced that company strategy, and increasing value wasn't sustainable, despite showing high profitability at the time. The digitalisation, technological trends, and the need to reduce emissions have had a high impact on business strategies, and the leadership tactics to achieve these objectives negatively impacted long-term goals. Jursch (2022) highlighted that the issues at the heart of sustainable transformation are climate change, sustainability along the value chain, and digital responsibility. 



          The business strategies must be strongly aligned with organisational resources and capabilities. Possessing high financial investments and other equally important resources helps to get a competitive advantage based on value, rarity, inimitability, and organisational support. As discussed by European Council (2017), the firms that usually outperform their competitors because of higher efficiency, and higher quality of their products or services, use advanced technology and connect closely with their consumers. The purpose of analysing Volkswagen's resources and capabilities over the past five years is to identify where value was added and explore the tactics that have been used to get a competitive advantage, the management errors, and potential weaknesses of the leadership. 
        In terms of value, in the past years, the company has worked on increasing the company value by providing innovative products, offering enduring value, and being responsible. On the other hand, consumers associated the brand with high quality, reliability, and engineering capabilities. Based on Forbes (2018), creating a personalized customer experience is a prudent business strategy with a financial impact. It can significantly build loyalty, increase market share, and differentiate brands (Forbes, 2018). On the other hand, many automotive businesses are faced with challenges in terms of facing new trends and other external threats and, at the same time, meeting consumer expectations. Jursch (2022) argued that current trends such as zero-emissions vehicles and carbon-neutral manufacturing demonstrate the growing significance of sustainability in the automotive industry. The questions still rise why Volkswagen resorted to such unethical methods. Taylor& Schwartz (2018) pointed out the firm has capabilities shortages as engine experts depart since emissions cheating. 
        Volkswagen has strong financial resources, which helps it stand out from the competition and be among the few leaders in the market. The employees of Volkswagen are a rare resource favorable for the company. The company focuses on training and highly skilled human resources. On the other hand, as suggested earlier, many specialists have left the company despite high compensations. The resource management of the firm is an integrative process that shows excellent results. In 2013 it was listed as the most sustainable automaker in the world's leading sustainability ranking (Volkswagen, 2013). Based on recent data on ESG Risk Rating and industry comparison, Volkswagen is fourth in the list with a medium exposure and average management of ESG Material Risk (Morningstar, 2022). 
       To imitate the financial resources of Volkswagen is challenging for new businesses or competitors with a lower budget. The company products are highly differentiated and are costly to imitate. On the other hand, a potential high budget of competitors acquires these capabilities over time. The Volkswagen workers are not expensive to replicate, and after the scandal, there is an increased risk of employees working for competitors.
        Volkswagen is organised appropriately to explode both tangible (capital, equipment supplies) and intangible resources (knowledge, reputation, intellectual property). On the other hand, the Volkswagen culture directed toward rapid process and finding a prompt solution could have been among the determinants to resort to illegal software. In strategy, the environment conveys internal and external stakeholders and various factors that influence the organisation, including important institutions that have power over the organization's strategies. A competitive advantage involves strategies that consider regulations in terms of the environment, minimising emissions, and having sustainable operations (Jursch, 2022). 
        For Volkswagen, the working environment has always been an important priority. And the responsibility for the environment and production of clean cars and low emissions can be clearly seen in annual reports. The company has changed its strategies to ensure that the cars they produce are aligned with protecting the climate and environment via an effective recycling process, low emissions, and sustainable production. The steps taken by Volkswagen to become more competitive and at the same time consider sustainability include increasing awareness on organisation levels and ensuring compliance with regulatory requirements and corporate standards. Also, compliance with Environmental Policy Statement and review, report the progress every year. In addition, Volkswagen follows a lifecycle-based approach to reducing environmental risks and taking opportunities to protect the environment (Volkswagen, 2022).
        Dugar (2018) argued that Volkswagen severely lagged Toyota with a poor consumer relationship. Winterkorn attempted to use a strategy to challenge other automakers in the United States via mainstream mass production. Thus, Volkswagen decided to compete with other automakers, reaching more consumers and focusing on lower emissions trends. Producing affordable cars would permit a higher market investment, therefore, higher returns in the USA. After the scandal, Volkswagen's stock fell by more than 20% (Jursch, 2022). Winterkorn's ambition to increase sales was successful; however, it damaged the organisational culture, leading to an eventual downfall in market share. The leader attempted to create a competitive advantage through innovation and higher efficiency by ignoring the severity of environmental regulations (Gates, 2015). As the leadership directed employees toward performance, they could have felt that the responsibility for the environment did not lie on their shoulders. Ab Wahab's (2021) research findings suggest that ethical value orientation and moral conscience influence the workers to become involved in environmental sustainability engagements that support environmental and job performance.
        Despite having multiple issues because of the scandal in 2014, Volkswagen still has opportunities to regain consumers' trust by conducting strategic analysis where both internal and external factors are assessed. To succeed, the strategy should be linked to the skills of the organisations, and the objectives and goals set must be realistic and in accordance with the legislation in order to succeed in the long term. Volkswagen can focus on reconciliation with stakeholders crucial in gaining resources, consumers, and employees. Building understanding, trust, and stronger ethical leadership is an important step toward changing the secret culture created by Winterkorn, former CEO of Volkswagen.
          In addition, Volkswagen can focus on sub-brands and invest in research and development to bring its objectives to reality. As sales continued to grow for subsidiaries such as Bentley, Porsche, and Lamborghini, the focus can be centered on this to keep the profit up as rebranding can take longer, and with sales down, it can impact its operations, including product quality. Volkswagen must focus on its main strengths, such as diversified products. It provides a competitive advantage for Volkswagen even in times of crisis. 
        Additionally, Volkswagen must build a strategy to regain consumer loyalty and take the necessary steps to build trust in the main brand. The company failed on multiple levels not only to prevent risks involved with the strategy adopted but also to adequately address the problem and respond to charges. Thus, Volkswagen must work towards strategic crisis management, which helps in forecasting potential risks and taking necessary measures to prevent negative consequences. Groh (2014) suggested that early diagnosis of a crisis in the financial activity of a plant, a speedy response to different crisis phenomena, the adequate reaction by corporations to real financial danger, and full realization of the firm's inner potential to eliminate the crisis—all of these are necessary for effective strategic crisis management. Besides that, it is crucial to focus on rapid growth while ensuring that all other factors are not neglected as it damages the company's long-term performance and creates an unsustainable working culture with drastic consequences. To expand the customer base by increasing customer satisfaction, communicating closely with stakeholders, invest in innovation.
       Volkswagen embarked on a four-step process that cantered on four keywords: Replace, Restructure, Redevelop and Rebrand (Welch, 2019). Despite the many strategic gaps Volkswagen faced in recent years, its tendencies for global growth and high chances to gain a competitive advantage and compete on an international level weren't without any success. New company leadership works towards building a new culture with higher transparency and accountability for its actions. The challenges still persist as the scandal had a negative impact that is rather difficult to ignore. In their new business strategies, Volkswagen focuses on facing challenges both internal and external by strengthening organisational management and ethical behaviour that will support the firm in the rivalry.



















Conclusion
        In conclusion, the Volkswagen strategy adopted in 2014 to implement rapid growth and innovation using illegal software that reports low emissions was unethical; despite showing a significant increase in sales, the company had lost consumer loyalty and trust, which has affected the organisation's culture and the profit was affected as well because of the scandal. Consumers widely acknowledged Volkswagen products for their reliability in engineering. The company portfolio is diversified, which is an excellent asset for the company; however, the leading brand has been damaged. Internal factors mainly contributed to the business strategy and unhealthy, secretive culture.      
      In the past five years, the business strategy was to expand and reach a higher level of consumers in the US and strengthen its position in the international market. Volkswagen had the necessary capabilities and resources to achieve its objectives; however, it could have taken longer to reach the goals.  The leader's decision to resort to the unethical strategy was highly criticized and legally prosecuted, costing the company billions. Also, the firm lost the trust of shareholders and potential investors. Weaknesses have been identified in terms of effective immediate response to the crisis. Despite failing on multiple fronts, Volkswagen has the opportunity to restructure the organisation, rebrand, and regain consumer trust through new leadership and other business strategies. Volkswagen can focus on sub-brands and invest in research and development in order to bring its objectives to reality. The corporate plan must be linked to the skills of the organisations, and the objectives and goals set must be realistic and in accordance with the legislation in order to succeed in the long term. It is also recommended for Volkswagen to build transparency in their operations, employ highly skilled engineers and invest in research and innovation to get a competitive advantage and maintain its position in the market.
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