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Speaker Notes 

In the automotive industry, as technology advances and people become more aware of the climate change, companies need to keep innovating to stay competitive. As noted by Agnelli, Costa and Dussaux, (2023) companies that invest in green projects can get more customers and become more competitive . Unfortunately, due to growing competition in the market, companies have started a trend known as “greenwashing”. According to Liao and Wu, (2024) it involves actions by manufacturers that give a false impression of how environmentally friendly their products really are. One of the most famous greenwashing cases happened in 2015, when Volkswagen put special software in its diesel cars to fake lower emissions during tests.

Based on this scandal, Root Cause Analysis will be used by me. As noted by Chan, (2017) it is a process that finds the main causes of problems in an organization. To present my finding I will present stage 3 to identify possible casual problems. 

The first because I identified was the period when automotive companies experienced high demand for diesel engine sales. At that time, according to Volkswagen, diesel engines were more efficient for long-distance driving. Their strategy also focused on expanding market share in the United States  where diesel vehicles were not very popular. The company launched a campaign promoting diesel cars as environmentally friendly. These factors led the company to find a way to meet emission standards, so they decided to use defeat devices. This method let Volkswagen cars pass emissions tests even though they polluted more than allowed when driven on the road.(Contag et al., 2017)

The second cause is use of defeat devices. The main purpose of this device was to cheat emissions tests. It could detect when the car was being tested and switch on emissions controls to meet the rules and during normal driving, the software would deactivate the controls to increase engine performance, enhance speed, and reduce fuel consumption. The company’s goal was to pass required tests without incurring high costs and like Dieselgate (2020) mentioned to achieve maximum profits at any cost . 

The third last cause was poor decision-making and a lack of detailed internal controls within the company. Decision-making is important because it helps organizations use their people, materials, and money in the best way to reach their goals.(TOPANICA, 2025) Management decisions were influenced by overconfidence and the desire to meet targets quickly, while the lack of strict oversight allowed leaders and engineers to cheat emissions tests without detection.
In conclusion, the Volkswagen scandal was caused by a mix of high market pressure, the use of defeat devices, and weak internal management. The company wanted to sell as many diesel cars as possible and promoted them as environmentally friendly. Using defeat devices allowed Volkswagen to meet regulations, while poor management decisions and weak internal controls made it easy to cheat the system. Altogether, this showed how business pressure and the desire to stay competitive almost led to the company’s downfall and created one of the biggest scandals in the automotive world.
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