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In the following speaker notes, I will discuss the Greenwashing within Volkswagen’s “Dieselgate” scandal.
Following the Volkswagen emissions scandal, it became clear that addressing this type of corporate crisis requires action at every level—within the company, through regulations, and across society. Here are some practical strategies that can help rebuild trust, improve ethics, and push for real sustainability.

One of the main reasons the Dieselgate scandal happened was that Volkswagen valued performance and market share more than doing the right thing. Building a strong ethical culture means making sure moral values are part of everyday decisions, leadership expectations, and even how people get rewarded. Companies like Volkswagen need to set up real ethics committees, keep training their teams about ethics, and make it safe for employees to speak up without worrying about backlash.

Being open and honest was key if Volkswagen wanted to win back people’s trust. Having outside experts do independent audits—both environmental and financial—helps catch problems early before they spiral out of control. Letting environmental groups and NGOs check the company’s emissions data and sustainability progress, and then sharing those results publicly, keeps everyone accountable and make greenwashing a lot harder.

What Dieselgate really proved is that shortcuts only hurt a company in the long run. Real sustainability means putting money into clean technology instead of relying on clever marketing. Companies that actually innovate with the environment in mind tend to do better over time. Volkswagen’s move towards electric vehicles and carbon-neutral factories is a step in the right direction, but they need to keep investing in things like renewable energy, battery recycling, and smarter product design to truly fix their image.






Leaders matter a lot when it comes to repairing a company’s reputation. Ethical leaders set the tone by being honest, fair, and open. Volkswagen’s top management needs to talk openly with everyone involved, admit where they went wrong, and actually show they’re serious about making changes. Trust only comes back when the message is clear and consistent—whether it’s in ads, new products, or sustainability reports.

It’s also important for companies to line up their efforts with global standards like the UN Sustainable Development Goals and the Global Reporting Initiative. Following these frameworks helps companies go beyond just ticking boxes—they can actually make a real difference for people and the planet. Building these ideas into the core of their business isn’t just good PR, it helps them stay strong and adaptable in the long run.

In the end, fixing what went wrong at Volkswagen takes a mix of ethical changes, new technology, and tougher rules. Restoring integrity means going further than just managing the crisis—it’s about making transparency, accountability, and real sustainability part of the company’s DNA. If these strategies are put into practice, they could totally change the culture, stop future scandals, and help people trust the auto industry again.





