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Germany's Volkswagen is the largest carmaker in the world, after Toyota. Its 

590,000 employees produce nearly 41,000 vehicles daily (1). It currently owns 12 

subsidiaries including Volkswagen Passenger Cars, Audi, Seat and Skoda, luxury 

brands such as Bentley, Bugatti, Lamborghini, Porsche and Ducati - as well as 

Volkswagen Commercial Vehicles, Scania and Man (1). Volkswagen has come a 

long way from its origins as part of Nazi leader Adolf Hitler's vision to enable 

German families to own their first car (1). 

 

During a historic public statement, Mr. Müller and Hans Dieter Pötsch, chairman 

of Volkswagen’s supervisory board, gave the first in-depth public accounting of 

VW’s admission, made in September 2015, that it had installed special software 

in millions of cars in the United States and Europe designed to deceive 

emissions-testing procedures (2). Mr. Pötsch said that the invasion had begun 

earlier than previously thought, in 2005, and that nine executives so far are 

suspended. (2).  

 

While European regulators are more lenient about emissions testing and have 

had a long affiliation with the auto industry, the main idea is that Volkswagen, as 

well as other major auto producers, knew of the harmful effects of nitrogen 

oxides such as cardiovascular illness, smog and acid rain, and can also cause 



premature deaths. Volkswagen has deceived consumers in both Europe and 

America. That is what the scandal relies on, and that is why the public cares.   

 

VW claims fault from a small group of engineers for the misconduct, and has said 

that members of its management board did not know of the decade-long 

deception (2). Some critics say the scale of the problem suggests the involvement 

of separate engineering teams. VW said this month that 50 potential whistle-

blowers had come forward, hinting at wider knowledge of the cheating. Its own 

investigation has disclosed that the illegal diesel software was installed in VW, 

Audi and Porsche models using several engine designs that went through 

numerous updates over 10 years (2). 

 

In order to please its consumers, Volkswagen must make many changes to ensure 

customer satisfaction, brand reputation, and remain one of the largest auto 

manufacturers in the world. By advertising the honest attitude of its products and 

services, Volkswagen can regain its reputation and loyal clients to keep its 

financial stability as one of the top auto manufacturers in the world.  

 

 

 

 

 



Environmental Scanning Report #1 

Client: Volkswagen 

What: Ever since Volkswagen has been dishonest about its emissions testing, 

customers all over the United States are extremely upset. “The Wrath of 

Volkswagen Drivers,” describes how the public feels betrayed by Volkswagen for 

the false labeling of its products, claiming to be environmentally friendly vehicles.  

Why it is Important: Consumers are currently waiting for Volkswagen to 

provide a solution that will lower the pollution levels that its vehicles produce. In 

order for Volkswagen to fix all of its vehicles, which are more than 550,000, and 

meet the emissions expectations, the performance of the vehicles may decline. 

Typically, vehicles that pass emissions testing do not perform as well as the 

vehicles that have higher pollution rates. Due to the faking of emissions tests, the 

vehicles were known to be fuel efficient as well as less pollution than most diesel 

powered vehicles in the United States have and is a primary reason why 

consumers purchased them. Volkswagen won over their customer’s loyalty 

because of the amazing performance of its vehicles.  

Consumers now believe the reason for the great performance is the false 

emissions testing. Because consumers are now aware about the emissions 

problem, some want their money back. Many people have also sued Volkswagen 

for committing fraud, promoting false advertisement and violating consumer 

rights.  



The Plan: Use the media attention for Volkswagen’s known story of cheating 

with emissions and confess about the known defeat device implanted in the 

Vehicles. Volkswagen can improve the company’s image by providing the public 

in the United States with reassurance that they are working as fast and efficiently 

as possible to decide whether they are going to recall all the vehicles to fix them 

for the public or simply buy them back.  

• The Company must work with the automaker on ways to efficiently update 

software’s that will meet emissions expectations and satisfy the vehicle 

owner's needs while being completely transparent with the public.  

• Update Volkswagen’s official site with information of how they plan to fix 

the issue. 

• Provide Volkswagen Officials for interviews regarding Volkswagen’s efforts 

in making sure the software is up to date if they choose to do so, as well as 

hold press interviews to apologize about the cheating of emissions to the 

consumers and shareholders on well-known media outlets. 

• Reassure clients that all vehicles are still safe to drive. 

• Release regulation plans about emissions and how Volkswagen plans to 

meet the required emission expectations in all of their new and previous 

vehicles. 

• Use Media to advertise the new and improved Volkswagen emission 

qualified vehicles.  

 

 



Environmental Scanning Report #2   

Client: Volkswagen   

What:  Volkswagen is the second largest auto manufacturer in the world behind 

Toyota. In December of 2015, Toyota had over 10 million vehicles recalled around 

the world due to a variety of reasons including faulty brakes, sticky gas pedals 

and ill-fitting floor mats (4). In the aftermath of those recalls, Toyota is ready to 

reengage growth and increase production to reclaim their reputation. Toyota paid 

penalty fines in the U.S. and faced several lawsuits as a result to its recalls.  

Before the scandal, Toyota, much like Volkswagen, had a reputation for high 

quality. Toyota has centered ideals on its super-lean production that empowered 

workers to hone in on quality control for the consumer. Toyota has acknowledged 

repeatedly that it had tried to grow too fast (4). 

Why it is important: Toyota has always been the world’s largest automobile 

manufacturer. Volkswagen, a close second, is facing the same types of scandals 

that Toyota deals with today. When comparing the two, there are many 

differences. For example, there was no single massive change being pushed at 

Toyota under the new program, but rather a combination of efforts to guard 

against flaws while maintaining an edge in product appeal, such as cool-looking 

exterior designs and safety technology (4).  

Volkswagen, which has considerable experience with diesel engines and, until the 

scandal, had ambitions to be the world’s largest auto producer.  The company 

should have been the leader in clean diesel — and indeed that is what it claimed 



to be in its loud “Clean Diesel” advertising campaign. Yet even now, VW — and 

quite possibly other automakers — seems unable to understand that from the 

public’s point of view, the problem was not so much cheating on tests as 

concealing the threat that its cars posed to the health of the public (3).  

Volkswagen should analyze the strategies employed by Toyota in their pursuit to 

gain back its reputation and change them to provide a more credible brand, 

product and loyalty from its consumers.  It is crucial that Volkswagen responds to 

the public consumers in result of its emissions scandal and promise to stick to the 

reality of its products instead of fabricating the truth.   

The Plan: Right now, VW is in a negative light. Moving forward, we need to 

push them towards a more positive light. Through advertisements, showing the 

new emissions testing publicly and most importantly being transparent is what is 

going to help the brand and image of Volkswagen strengthen.  

• Consumers want to see transparency. There is a certain level of trust 

needed between the consumer and auto manufacture business. The level of 

trust that the public used to associate with Volkswagen is now lost in a 

scandal such as this.  

• Rebuild the trust of the consumer through a rebranding process. Changing 

the way its brand and image will change the way that consumers look and 

think about Volkswagen in general and advertise these brands to all major 

mass media channels that cover automobile/manufacture/finance news.  



• Make the news, updates and changes that are happening in the company 

from all ends of the spectrum open to the public. If there is nothing to 

hide, then the public should be just as much in the loop as the company 

making its products. This will help rebuild trust between the consumer 

and the market.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Environmental Scanning Report #3 

Client: Volkswagen 

What: Due to the fact that Volkswagen has cheated on emission tests their stock 

price dropped quickly and their CEO, Martin Winterkorn, officially announced 

his resignation because of the known dishonest software in their vehicles.  

 

In addition, the “ Volkswagen Assesses Emissions Scandal’s Impact on Its 

Finances,” The Wall Street Journal mentions their existing money and their 

regular financing plan unable to cover the hefty cost, fines and damages claims of 

the emissions scandal. 

Why it is Important：Since the founding in 1937, Volkswagen has become one 

of the largest automakers in the world. Although Volkswagen is abundant in 

capital and is known for making high quality vehicles, in recent time they have 

seen negative impact through cheating on emissions tests. The company has 

experienced heavy losses on both the company's finance and credibility. 

Therefore, the risk of Volkswagen has resulted with an unstable financial 

situation and their reputation is on the wane after the scandal. In order to ensure 

the normal operation of the Volkswagen group, it is important to rebuild a 

positive financial situation between the consumer and seller because it is the 

basic protection of a group’s business. 

According to “Volkswagen Assesses Emissions Scandal’s Impact on Its Finances,” 

various voices who question whether Volkswagen’s financial situation is enough 

to support regular business operations and become the top automaker in the 

world. 



The Plan: The basic solution of negative financial impact is to solve the 

dishonest reputation issue by gaining back the reputation they once had as a 

reliable auto manufacturer. They must show consumer satisfaction and a 

determination to redeem and correct issues for the public. To deal with 

Volkswagen’s crisis, new media (social media, digital media) as well as traditional 

media (printed newspaper, magazine) are both crucial to gain public support and 

be fully transparent to the consumer. 

• Advise Volkswagen to keep an honest attitude from the beginning and to 

issue personal apologies to specific parties until all issues terminate.  

•  In order to retrieve trust from the public, use as many major media 

outlets as possible to brand a public apology and promise that honesty is 

important to the brand.  

•  To update the value and rebuild the image, transform the tagline from 

“Das Auto” to “Das Life.” After the crisis, the brand information should 

promote fresh and positive ideas. Advertise the importance of honesty and 

environmental protection. 

• To improve vehicle sales and solve financial situation, focus on 

propaganda vehicles that were not involved in the emissions scandal. 

Advertise the public features of those vehicles such as high-quality 

materials, safe vehicle structures, driving pleasures and nice appearances, 

inside and out. In addition, invite popular and credible entertainment 

stars to join in the advertisement supporting your product. 
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