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[bookmark: _Toc110104976]Introduction 
The ideal aim of the report is to identify the key business strategies of Volkswagen along with the frameworks which justify the reason for this being pursued by the business. Further, the identification of the resources and capabilities from the study on Volkswagen over the past five years has been done for analysing the way how the organisation has aligned its resources and capabilities with their business strategies. The evaluation based on the evidence has to be performed to know how Volkswagen became more competitive in terms of sustainability and the environment. This is followed by the recommendation on to what extent sustainability practices of Volkswagen help them in developing a competitive advantage in the future.  
[bookmark: _Toc110104977]“Identify with evidence the key business strategies of VW over the past five years. Use related frameworks to discuss why this strategy was pursued or changed” 
The key business strategies of Volkswagen over the past five years include two strategies namely the “Transform 2025+” strategy and the "Accelerate" strategy aiming to transform the Volkswagen brand (Volkswagen, 2022). The brand has ambitiously launched the strategy of “Transform 2025+” was launched in 2016 by completely realigning its structure and procedures. However, the impact became visible enough in 2017. They have intensively transformed their vehicle range to e-drive vehicles to decrease the pollution level. They are further working on neutralising the CO2 for the mobility of the vehicles. They have planned to increase the share of electric cars specifically in Europe by 70% of their sales by 2030 (Volkswagen, 2022). Similarly in the U.S. and China, the company aims to increase the share of e-cars by 50% within 2030 (Volkswagen, 2022).    
The “Accelerate” strategy adopted by the business in 2021 largely emphasises the initiation of the next phase of the “Transform”.  They use this strategy to set new standards for the three areas namely technology, business model 2.0 and new radical production approaches. The organisation is investing 18 billion Euros in the three vast areas of digitalisation followed by hybridisation and e-mobility within 2026 to achieve at least 6 per cent of the sustainable operating margin by 2023.  
Considering the framework of MECE, discussion on the strategy is done. MECE is the framework of grouping pieces of information which include the ideas, issues followed by topics and solutions being arranged in this tabular format as follows:-  
	
	Strategy 1- Transform 2025+
	Strategy2- Accelerate

	Mutually Exclusive
	This strategy is mutually exclusive with the Accelerate Strategy as they both fall under the category of the key business strategy of the business.
	This strategy is mutually exclusive with the Transform 2025+ Strategy as they both fall under the category of the key business strategy of the business.

	Collectively Exhaustive
	This strategy is not collectively exhaustive with the Accelerate strategy as both of them are interrelated. 
	This strategy is not an example of a collectively exhaustive strategy with the transformation 2025+ as both the strategies are interrelated.  


Table 1: MECE Framework
(Source: Self-developed)
This framework is very helpful in discussing the need for these strategies to be pursued or changed as the interrelation of these strategies is established with the help of the Mutually Exclusive and Collectively Exhaustive framework. Hence, these two mutually exclusive strategies are worth pursuing for the organisation.   
[bookmark: _Toc110104978]“Identify with evidence the resources and capabilities of the case study company over the past five years and analyse to what extent the company has aligned its resources and capabilities to its current business strategies.” 
The resources and capabilities of Volkswagen over the past five years to analyse the extent up to which the company has aligned to its current business strategy is done using the RBV-VRIO method. The resources of the company can be listed under these four specific types namely tangible, intangible, heterogeneous and immobile which can be classified as follows
Tangible: This includes land, equipment, materials, supplies, facilities and infrastructure.
Intangible: This category includes brand reputation, intellectual property, patents and copyright, customer’s experience, listing and royalty experience, patented technology, etc.   
Heterogeneous: This includes the human resource activities, training and talent.
Immobile: These are the resources which are not mobile including the infrastructure of the company.   
	
	Valuable
	Rare
	Immutability
	Organised
	Comments

	Land
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Equipment
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Materials
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Supplies
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Facilities
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Infrastructure
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage.

	Brand Reputation
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage. 

	Intellectual Property
	Yes
	Yes
	Yes
	Yes
	

	Patents and Copyright
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage.

	Customer’s experience
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage.

	Listing and Royalty experience
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage.

	Patented Technology
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage.

	Human Resource Activities
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage. 

	Training
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage. 

	Talent
	Yes
	Yes
	No
	Yes
	Temporary competitive advantage. 

	Infrastructure
	Yes
	Yes
	Yes
	Yes
	Sustained competitive advantage.  


Table 2: VRIO-Analysis
(Source: Self-Developed)
The resources and capabilities of Volkswagen help it in pursuing and implementing its business strategy. The capabilities of the company have resulted in witnessing immense growth from 2% in 2015 to 4% by 2020 aiming for 6% within 2025 (Volkswagen, 2016). The resources also suggest the growth of the company as most of the resources implicate sustained competitive advantage. The company has tangible resources including Land, Equipment, Materials, Supplies, and Facilities along with Infrastructure which indicates a temporary competitive advantage as the threat of imitation of those resources prevails. The imitability of the company's tangible resources needs to be managed to be ahead of its competitors. The intangible resources include Brand Reputation, Intellectual Property, Patents and Copyright, Customer Experience, Listing and Royalty Experience and Patented Technology along with the Infrastructure implies a Sustained competitive advantage. This further supports the current business strategies as the uniqueness the organisation wants to implement in the Transform 2025+ can be easily understood with the help of the rarity in intellectual property, customer experience, partnered technology and infrastructure helping it in pursuing the Transformation 2025+ followed by Acceleration. However, the Heterogeneous resources including Human Resource Activities, Training and Talent depict a temporary competitive advantage. This indicates that the only threat prevailing for the company is the resources can be imitated otherwise; the resources and the capabilities of the company support it in pursuing the specific business strategy.           
[bookmark: _Toc110104979]“Evaluate with evidence how VW has tried to become more competitive while taking into consideration sustainability and the environment.” 
As a car company, Volkswagen leads the market and considers environmental sustainability. Their “Mission statement environment” refers to the prioritized areas of action of environmental-related work such as air quality, climate change, resources and environmental compliance (Rosenberg et al. 2022). In addition, the “Group Environmental Policy Statement” set their commitment to becoming more environmental. They also set the “Environmental Policy Statement of Volkswagen AG” to state some policy which supports the environment. With the help of such policies, Volkswagen creates environmental sustainability. They consider the environment core and key thing and give the environment priority. Volkswagen is targeted to play a role model in the case of protecting the environment and wants to be sustainable mobility leading provider worldwide. To be more environmentally, they reduce exhaust emissions, they also improve their resource efficiency by reducing energy and fuel consumption and by using low carbon dioxide energy resources and they also improve the efficiency of the energies. All over the world, they use environmentally efficient. Their cutting-edge technologies support the environment and increase the efficiency of their cars. Through this type of technology, they continuously grow in the international market as well as the local markets of it. Their management staffs at each level consider awareness about the environment. Their board of management give annual cheques to ensure that their environmental policies are completed or fulfilled. Their environmental compliance management ecological obligations and aspects are recognised with their business all over the world. Moreover, each year they conduct several types of studies, which helps them to identify is the ultimate results of their action-related environment match their requirements or not. The results are reported to Volkswagen AG’s board of management. Besides, their new vision of ‘New Auto’- mobility for a generation gives all answers to the new challenges related to the environments with their group strategy of 2030 (Chen and Zhong, 2022). With the help of this project, they provide nobility sustainability for future generations. On the other hand, they also grow their business all over the world considering sustainability and the environment. With the help of their advanced strategies, they become one of the largest car manufacturers in the world. With the help of BCG Matrix's marketing strategy, they understand the competitive position in the market and work on the loopholes accordingly. This strategy helps them to become more competitive. In the auto sector, Bugatti, Lamborghini, Audi, and Porsche like all giant companies use this strategy to compete in the market. This strategy helps them to earn more revenue and also helps them to grow more in the international market. In this regard, in 2021, the sales revenue of Volkswagen was 250.2 billion Euros, which is 27.32 billion more than the previous year (Statista, 2022). With their trick of the trade, they become more competitive in the current market. The ‘Beetle’ model is the symbol of their success in the trick trade (Arès and Bernard, 2022). That is how Volkswagen becomes more competitive considering the environment and sustainability.           
[bookmark: _Toc110104980]“Make recommendations on how further sustainability practices can help the organisation to develop competitive advantages in the future.” 
The sustainability practices of Volkswagen can be further developed by eradicating the prevailing threats to the business growth of the organisation. The company should mainly emphasise the eradication of the Imitability of tangible resources like land, equipment, materials, supplies, facilities along with infrastructure despite them being rare and organised. The threat also prevails for the heterogeneous resources which include the human resources, talent and training depicting the fact that the threat of their valuable, rare and organised talent and training might be imitated by the competitors giving them a temporary competitive advantage. The organisation needs to work on the uniqueness of its equipment to enhance the production quality along with the arranging of inimitable material along with inimitable supplies and facilities. This list is long enough which further includes the infrastructure as well along with the inimitability of the training and talent which will help the organisation to stay a step ahead of its competitors. The organisation Volkswagen should emphasise more on adopting an environment-friendly policy which will further improve the business of the organisation along with the development of the competitive advantage for the organisation. They might implement more relevant strategies which will be unique enough for their company to attract more customers and be ahead of their competitors. They might modify their existing environment policy by reducing the nitrous oxide emission from their vehicles for which they had previously suffered litigation from many countries along with staying away from installing emission cheating devices. They have further falsely committed to installing two-mode software. Avoiding the same will help them in building trust among their customers for real along with avoiding the company’s reputation from being maligned repeatedly and spending huge amounts of money on legal cases. The company is further recommended to refrain from scandals like the “diesel-gate” scandal which erupted in 2015 causing a huge loss for the organisation in paying back compensation, settlements, etc. for around 26 billion pounds worldwide. Hence, these recommendations will help the company to develop a competitive advantage for them shortly.        
[bookmark: _Toc110104981]Conclusion 
The primary focus of this report was to analyse the key business strategies of the organisation named Volkswagen along with the MECE framework to understand the reason for this strategy being pursued. This follows the identification of the resource and capabilities and the way business strategies are being aligned by the organisation. Further, the evaluation has been performed with evidence to conclude the methods using which the company has tried to be competitive in consideration to the sustainability and environment. Further, the recommendation has been given to analyse sustainability practices to develop a competitive advantage in the coming years. 
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