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Abstract  
 
The relationships between companies and their stakeholders play an important role in 

ensuring the successful management of the company. These relationships become particularly 

relevant in times of crisis, as companies are extremely vulnerable and rely on the trust and 

support of stakeholder groups to survive the crisis well.  

This thesis explores this topic, employing the Volkswagen diesel emissions scandal as a focal 

case study for detailed examination. The VW diesel scandal of 2015, in which VW used 

defeat devices in diesel engines to manipulate emissions levels, has attracted a great deal of 

attention. The scandal had a particularly strong impact on customers as a stakeholder group 

who had manipulated diesel engines in their cars. Using qualitative research methods, 

including a literature review on the VW diesel scandal and expert interviews with stakeholder, 

the importance of effective stakeholder management and the factors that play a role in the 

Volkswagen case are examined. The results show that ineffective stakeholder management 

can lead to alienation and loss of trust, which can damage customer relationships in the long 

term. Key factors that played a major role in the VW-Dieselgate stakeholder management 

were insufficient transparency and acceptance of responsibility, lack of communication and 

delayed and inadequate compensation. 
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 2 

 

Introduction  
 
"The car" a concise and distinctive slogan for which Volkswagen was known worldwide for 

many years (Der Spiegel, n.d.). In 2015, however, the brand became associated in the minds 

of many around the world with a different term: The diesel scandal. This fraud scandal made 

far-reaching waves in the automotive industry. The former CEO of Volkswagen, Matthias 

Müller, commented on the diesel scandal in the 2015 annual report as follows: "As a result of 

the irregularities in diesel engines, which contradict everything that Volkswagen stands for at 

its core, we are in the midst of what is probably the greatest test in our company's history" 

(Volkswagen Group, 2015b).  

The emissions scandal refers to the discovery that Volkswagen had extensively manipulated 

emissions tests to reduce the emissions of its vehicles. Moreover, Müller acknowledges it as 

one of the most vivid crises the car industry is having to tackle. The Company not only 

suffered serious disruption in terms of the automotive industry but also it has damaged the 

confidence of many of the Company's stakeholders. Customers with manipulated engines in 

their cars have been particularly affected (Volkswagen Group, 2015a).  

 

The aim of this bachelor thesis is to examine and analyze the diesel scandal and the 

management of Volkswagen's customer relationships during the crisis. Using Volkswagen as 

a case study, it provides valuable insights into stakeholder management under extreme 

conditions and shows how it was perceived from the perspective of different customers. The 

importance of stakeholder management in crisis situations arises from the central role that 

stakeholders play for a company. How companies react to crises and deal with their 

stakeholders is crucial to the survival of an organization and ensuring its long-term success. 

 

It should be noted that when the term Volkswagen is used in this document, it does not refer 

to the Volkswagen brand, but to the Volkswagen Group, which includes the Volkswagen, 

Volkswagen Commercial Vehicles, Skoda, Seat, Cupra, Audi, Lamborghini, Bentley, Ducati 

and Porsche brands (Volkswagen Group, 2023).  
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Structure of the paper  
 
The structure of the paper is explained in the following. The first part of the paper discusses 

the motivation and purpose of the paper. Subsequently, the current state of research is 

presented and how the approach to stakeholder management in crisis situations and 

stakeholder management during the VW diesel scandal has been structured so far is 

examined. Chapter 3 presents the theoretical framework, stakeholders, stakeholder theory, 

stakeholder management and crisis management as a basis for analyzing and investigating the 

chosen research question. 

In chapter 4, the specific objectives and the preceding research questions to be addressed in 

this thesis are presented. These will serve as a guideline throughout the thesis to achieve the 

objectives. The methodology of the analysis is then presented in chapter 5 of the thesis. The 

VW Dieselgate case study will be represented in chapter 6. The results of the case study and 

the qualitative interviews are analyzed from chapter 7 onwards. Finally, the conclusions are 

presented. 
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1. Motives and purpose 

1.1 Motives  
 
1.1.1 The importance of stakeholder management during a crisis 
 
All business organizations are susceptible to corporate crises. But organizations can ensure 

that their relationships with stakeholders remain strong. A strong relationship with 

stakeholders and thus greater attention to stakeholder management by management helps to 

maintain a company's good reputation in normal times and even more so in times of crisis 

(Van Der Meer et al., 2017). For a company to achieve success, it must recognize the 

significance of its stakeholders (Lewis et al., 2001; Ulmer, 2001).  

 

Alpaslan et al. (2009) even suggest that good relationships can contribute to crisis prevention.  

This is also the opinion of Ulmer (2001), who believes that although a strong relationship 

with stakeholders cannot prevent every crisis, it is of great importance for the way the 

organization deals with a crisis that cannot be avoided. According to Alpaslan et al. (2009), a 

good relationship is characterized by the ability of an organization to understand how its 

stakeholders will behave in a crisis and to act accordingly. By applying the principles of 

stakeholder theory, organizations are increasingly practicing proactive crisis management. 

 
1.1.2 The development of crisis management in organizations 
 
As mentioned in the previous chapter, are unforeseen situations that trigger corporate crises 

an inevitable aspect of the life and functioning of organizations (Bradley & Alamo-Pastrana, 

2022). But Corporate crises are becoming more prevalent for companies.  A 2018 study by 

Deloitte found that nearly 60% of the 500 crisis management experts surveyed reported an 

increase in the frequency of crises compared to a decade ago. In today's fast-paced world, 

companies must be able to respond promptly to crises (Deloitte, 2018). Knowing how to 

respond to and overcome crises is therefore critical for organizations. 

The Volkswagen Dieselgate scandal, which will be analyzed in subsequent chapters, is 

significant in this context and serves as an instructive example to illustrate crisis management 

in organizations.  

 

 

 

 



 5 

1.2 Purpose  
 
The following research questions were posed in this thesis:  
 
How important is effective stakeholder management during a corporate crisis? What 
factors contribute to effective stakeholder management? 
 
The importance of stakeholder management in crisis situations for companies and the 

associated communication with stakeholders, especially against the background of the VW 

Dieselgate scandal, is the motivation for this research paper. 

This paper analyzes the significance of efficient stakeholder management in corporate crises, 

utilizing Timothy Coombs' SCCT theory. The theory emphasizes the role of communication 

and stakeholder perception in crisis management. The application of SCCT to the VW 

Dieselgate scandal demonstrates how a company's interactions with its customers can impact 

its response to crises (Coombs, 2013; Coombs, 2015).  

In summary, using the VW diesel scandal as a case study, this study examines the importance 

of stakeholder management in corporate crises. The purpose is to examine how effective 

stakeholder management can affect and possibly even control the outcome of a crisis. The 

study aims to identify the different factors that contribute to or counteract effective 

stakeholder management.  

On the one hand, it will analyze how Volkswagen has reacted to the crisis in the public eye 

and what measures it has taken in the wake of the scandal to manage its relationships with its 

stakeholders - in this case, its customers. On the other hand and in addition, direct insights 

will be gained through expert interviews with affected customers, one individual who 

followed the scandal through the media a manager from a global technology and automotive 

supplier group. By interviewing the stakeholders the author aims to understand how they 

perceived stakeholder management and what concrete impact this had on their perception and 

behavior towards Volkswagen.  
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2. State of the question 
 
This section summarizes how stakeholder management in crisis situations and specifically in 

the case of the VW diesel scandal has been researched to date and presents the most important 

models and theories. 
 

Maintaining positive relationships with stakeholders prior to a crisis can be beneficial in the 

event of one. According to Dorobantu et al. (2017), a stakeholder's conviction prior to a crisis 

is a determining factor in their support or opposition towards the company after the crisis.   

 It is also important to address the individual stakeholder groups, as they are not static and 

homogeneous segments. Each stakeholder group has different goals and needs. Therefore, 

each group requires a tailored approach to engagement and communication before and during 

a crisis (Dorobantu et al., 2017).  

 

It is crucial for organizations to inform stakeholders before they learn about the situation from 

the media, as the media has a significant impact on stakeholder relationships.  

According to a study by Van der Meer et al. (2017), organizations tend to distance themselves 

from the news media at the onset of a crisis, despite pressure from stakeholders. This pressure 

for information and explanations from stakeholders can have an impact on communicative 

relationships with stakeholders (Ndlela, 2019). It was observed that organizations often 

isolate themselves from their environment, prioritizing their relationship with management. 

This is done to gain a better understanding of the crisis situation at the management level 

before communicating prematurely to the outside world. This phase is known as the 

information vacuum in the academic world. It refers to the period between a crisis occurring 

and the organization's response. During this stage, the company has limited information, but 

stakeholders have a high demand for it. The absence of insight or information can complicate 

crisis management, as stakeholders may not understand the situation and therefore form their 

own opinions or share them with others. Through interactions with other stakeholders and 

observation of their reactions, stakeholders learn to integrate new information into their own 

beliefs. They then decide whether to support or criticize the organization (Van Der Meer et 

al., 2017). This can even cause uncertainty or panic among stakeholders.  In addition, the 

spread of misinformation through social media can lead to it being perceived as news. 

Isolating an organization during a crisis can have a negative impact on crisis management. 

Therefore, it is advisable for organizations to promptly communicate with stakeholders to 

maintain complete control over the crisis and related information.  
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This demonstrates the organization's commitment and builds trust, while also conveying a 

sense of control. If the company does not have any information yet, it should still maintain a 

visible presence and not simply disappear from public view (Dorobantu et al., 2017; Ndlela, 

2019; Van Der Meer et al., 2017) 

 
 It has been determined that the VW diesel scandal resulted in long-term damage to the 

company's reputation (Zhang et al., 2021). 

 Many customers were disappointed by VW's lack of transparency during the crisis and 

wanted answers and information about the fraud (Emily, 2023). A survey conducted by 

Deutschlandfunk (2016) one year after the diesel scandal revealed that many customers are 

dissatisfied because the process is dragging on and they have no guarantee for the behavior of 

the vehicle after the conversion.  

Three years after the scandal broke, a study by market research firm 2HMforum and written 

by Brinkhus (2018) compared the ten car brands with the highest market share in Germany. 

The results showed that Volkswagen came last in the question "I always have full confidence 

in (...)"(Brinkhus, 2018).  In addition, only 14 percent of respondents were fans and 28 

percent classified themselves as opponents.  VW was perceived as “the least serious, credible, 

fair and professional". Before the scandal, according to the same study, 22% were fans and 

only 8% were opponents (Brinkhus, 2018).  
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3. Theoretical framework 
 
This paper uses the theoretical framework of stakeholder theory/management and crisis 

management. First, an overview of the existing literature on stakeholder theory and 

management is given and the most important studies and models that have contributed to its 

concepts and conclusions are presented. Crisis management and crisis communication are 

then discussed. To introduce the topic, the definition of corporate crises is first examined in 

more detail. The most important theories on crisis management and crisis communication are 

then explained. This is followed by a closer look at the theory of situational crisis 

communication as part of crisis communication. Lastly, the link between stakeholder 

management and crisis management is established. 

3.1 Stakeholder 

3.1.1 Definition Stakeholder  
 
The term stakeholder was first mentioned in an internal memorandum of the Standford 

Research Institut in 1963, and is defined as those groups without whose support the 

organizations cease to exist (Freeman & Reed, 1983). Nowadays, Freeman's definition is 

commonly used. According to Freeman, stakeholders are individuals or groups who are 

affected by or who can affect an organizations activities (Freeman, 1984, p.46).   

 

Freeman and Reed suggest that the concept of a stakeholder can be divided into a broader and 

a narrower view. Public interest groups, protest groups, government agencies, trade 

associations, competitors, trade unions, employees, customer segments and shareholders are 

examples of the wider stakeholder perspective and relate to the definition above. The narrow 

stakeholder perspective includes any identifiable group or individual on which an 

organization depends for its continued survival. This includes employees, customer segments, 

suppliers and government authorities (Freeman & Reed, 1983).   

 
3.1.2 The Stakeholder theory  
 
According to Freeman and Phillips, stakeholder theory refers to a managerial concept of 

organizational strategy and ethics (Edward Freeman & Phillips, 2002).  

Originally articulated by R. Edward Freeman in the 1980s, the stakeholder theory has 

established itself as an influential approach in corporate governance and ethics, underlining 

that businesses have responsibilities to a variety of stakeholders, including shareholders, 

employees, customers, suppliers, the community, and the environment (Freeman, 1984). 
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Stakeholder theory is based on the concept that a company's success depends on how well it 

manages its relationships with key groups such as "customers, employees, suppliers, 

communities, financiers, and others that can affect the realization of its purpose" (Freeman & 

Phillips, 2002, p. 333).The definition and essence of stakeholder theory are not clearly 

defined, but the idea is simple: "A Stakeholder Theory is one that puts as a primary 

managerial task the charge to influence, or manage the set of relationships that can affect the 

achievement of an organization's purpose" ( Freeman & Phillips, 2002, p. 334).  

 

Since its inception, the theory has continued to evolve and now encompasses diverse 

perspectives. Freeman suggests that it is more appropriate to view this theory as a genre 

within stakeholder theories, rather than as a monolithic theory (Freeman, 1994).  

Since there have been so many different approaches and perspectives on stakeholder theory 

over the years, following Freeman’s original formulation, the following is limited to some of 

the most important contributions.  

 

Donaldson and Preston claim that stakeholder theory consists of 3 different branches. The 

first branch is descriptive, and describes how managers and stakeholders should behave 

(Donaldson & Preston, 1995; Ndlela, 2019; Parmar et al., 2010).  

The second branch is the instrumental one and deals with the impact of stakeholders being 

treated in a certain way by managers, i.e. the links between stakeholder management and the 

achievement of corporate goals such as company growth (Donaldson & Preston, 1995; 

Ndlela, 2019). Finally, Donaldson and Presston (1995) cite the normative branch. The 

normative branch serves as a framework for interpreting the function of the firm and involves 

the identification of moral and philosophical principles for the operation and management of 

organizations (Donaldson & Preston, 1995).  

 

All of these branches are assigned an important role in stakeholder theory, according to 

Donaldson and Preston (1995), but each branch has a unique methodology and role. The 

descriptive aspect aims to reflect and explain past, present and future conditions of companies 

and their respective stakeholders.  

A connection between stakeholder approaches such as growth is established in the 

instrumental branch, and is usually limited to analyzing specific relationships between causes 

(in this case stakeholder management) and effects (in this case corporate performance) in 

detail. Donaldson and Preston (1995), however, assume that such a link is certainly implicit. 
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Since, according to them, the definition of stakeholders from the Stanford Research Institute 

mentioned above clearly implies that: “Corporate managers must include constructive 

contributions from their stakeholders to accomplish their own desired results ( for example 

growth)” (Donaldson and Preston, 1995: 72).   

Finally, the normative approach is considered, which attempts to interpret the role of the 

corporation and offer guidelines based on fundamental moral or philosophical principles 

(Donaldson and Preston, 1995). The descriptive and instrumental branches are exclusively 

part of the social sciences and deal with factual issues. The normative branch is explicitly 

morally oriented and is the responsibility of ethics experts (Parmar et al., 2010).  

Donaldson and Preston believe that the nominative branch to be the most important approach 

in stakeholder theory, this thesis is bolstered by the fact that the majority of contributions to 

the stakeholder literature are normative (Donaldson and Preston, 1995).  

 

Jones and Wick (1999) criticize the theory of Donaldson and Preston (1995) and believe that 

there are important connections between the branches of the stakeholder theory and that these 

are not necessarily so categorical. Freeman (1999) also shares this opinion of the absence of a 

sharp distinction between the branches. 

3.2 Stakeholder Management  
 
A widely used definition of stakeholder management is Freeman's, who defines it as follows:  

"Stakeholder management as a concept, refers to the necessity for an organization to manage 

the relationships with its specific stakeholder groups in an action-oriented way" (Freeman, 

1984, p. 53). According to Freeman, successful stakeholder management requires an 

understanding of the processes on at least three levels that an organization uses to successfully 

manage its stakeholders. The three levels are categorized into the rational level, the process 

level and the transaction level.  

 

The first level involves identifying the organization's stakeholders from a rational perspective 

and understanding what is at stake for them.  

In order to understand the company's stakeholders, it is useful to create a stakeholder map. To 

do this successfully, the company ideally has a historical analysis of the company's 

environment.  
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Illustration 1: Stakeholder map of a very large company (Freeman, 1984) 
 

The stakeholder map presented is an example of a very large company. The stakeholder map 

of large companies will show similarities with the stakeholder map presented, however, there 

will be differences at the individual level, depending on the sector and region in which the 

company operates (Freeman, 1984).  

 

Secondly, it is necessary to understand the organizational processes that are used to manage 

the organizations' relationships with its associated stakeholders, whether explicitly or 

implicitly. It is also necessary to examine whether the rational stakeholder map of the 

organization is consistent with these processes. Finally, it is necessary to understand the 

transactions or agreements that exist between the organization and stakeholders in order to 

assess whether these negotiations are consistent with the stakeholder map and organizational 

processes (Freeman, 1984). Freeman (1984) believes that the ability of how an organization 

considers and incorporates these three areas of analysis can be used to assess its stakeholder 

management competence. 

 
Characteristics of stakeholder management 
 
In order to address the diverse interests of stakeholders, companies need to develop strategies 

and conduct regular analyses that address the different needs of stakeholders.  

Freeman stresses the significance of consistent and thorough communication with 

stakeholders (Freeman, 1984). He argues that “organizations that ignore their stakeholders are 

in big trouble, sooner or later” (Freeman, 1984, p. 165). Efficient stakeholder management 

requires a proactive attitude on the part of the company to establish credibility and build trust. 

This involves flexibly adapting strategies to meet changing stakeholder needs (Freeman, 

1984). 
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3.3 Crisis Management  
 
3.3.1 Definition Corporate crisis  
 
The term crisis is used variably to describe various potentially damaging events or conditions 

for society, organizations, or individuals. As the scope of application is wide-ranging, there 

are no clear boundaries in the definition of a crisis (Ndlela, 2019).  In this paper, however, the 

primary emphasis will be placed on corporate crises and their associated crisis management.  

Fink (1986), Pearson & Clair (1998) and Coombs (2015) propose distinct but complementary 

definitions on organizational crisis.  

 

Both Fink and Pearson & Clair define a corporate crisis as a situation that has the potential to 

damage the public image of an organization or to disrupt normal business operations. Fink 

(1986) goes on to say that these are situations that can escalate and are scrutinized by the 

government and the media. Pearson and Clair describe the situations more precisely as "low 

probability, high impact situations perceived by critical stakeholders" (Pearson & Clair, 1998: 

66). Coombs, on the other hand, emphasizes the perception aspect, arguing that it is ultimately 

the stakeholder's perspective that defines an event as a crisis (W. T. Coombs, 2015). 

Furthermore, Coombs states that a crisis is characterized by its unexpected and negative 

nature (Coombs, 2007b) 

 

These different perspectives illustrate the complexity and multifaceted nature of what 

characterizes an organizational crisis. In addition, it demonstrates the centrality of 

stakeholders in a crisis, as it is essential to understand how stakeholders perceive the crisis 

(Ndlela, 2019).   

 

3.3.2 Crisis Management   
 
Looking at crisis management from a holistic perspective, it becomes apparent that it is easier 

to view crisis management as a process rather than limiting it to a single definition. 

The process of crisis management can be divided into several lifecycles, which must be 

understood because they demand different actions (W. T. Coombs, 2015). As this is a life 

cycle perspective, it means that an organization's processes must be aligned with it. Therefore, 

crisis management must be integrated and taken into account every day to act not only during 

a crisis but also preventively (W. T. Coombs, 2015). 
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The literature frequently mentions three approaches for analyzing different models of crisis 

management: Fink's (1986) four-stage model, the five-stage model developed by Miroff 

(1994), and a three-stage model used by Coombs (2015) which was later supplemented by 

Jaques (2007).  

 

Fink's approach, which uses medical metaphors to illustrate life cycles, is the oldest of the 

three. He distinguishes the phases as follows: The crisis management process can be divided 

into four stages: prodromal, crisis outbreak, chronic, and resolution. During the prodromal 

stage, clues and signs of a potential crisis become increasingly recognizable. The crisis 

outbreak stage is characterized by an initiating event that causes associated damage. In the 

chronic stage, the consequences of the crisis persist while efforts to resolve the crisis progress. 

Finally, the resolution stage is marked by an unmistakable sign that the crisis has ended and is 

no longer relevant for those affected (Fink, 1986). Fink's model emphasizes that crises 

develop rather than arise suddenly, suggesting a proactive approach. Crisis managers should 

therefore recognize potential crisis situations and not just respond to them (W. T. Coombs, 

2015).  

 

Mitroff's approach to crisis management involves five phases. The first phase is signal 

recognition, where warning signs are identified and observed to prevent crises. The second 

phase is investigation and prevention, during which the organization's employees examine 

risk factors for crises and work to prevent their potential damage. The third phase is damage 

limitation, where members attempt to limit the damage to the affected parts of the 

organization and its environment. In the fourth phase, the focus is on getting the organization 

back to normal as quickly as possible. The final phase is dedicated to learning from the crisis 

and reflecting on the efforts made to overcome it (Mitroff, 1994). 

 

Fink's (1986) and Mitroff's (1994) models both emphasize the importance of early detection 

in crisis management.  Fink focuses on crisis avoidance, while Mitroff emphasizes active 

detection and prevention. Both stress the significance of damage limitation and the need to 

return to normal operations. Mitroff also notes that the effectiveness of crisis management can 

be determined by the speed of the restoration. In Mitroff's approach, the crisis management 

team can facilitate the recovery process, while Fink's approach charts the different speeds at 

which organizations recover. 
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Coombs analyses and draws on the three-stage model, which is frequently mentioned in crisis 

management literature but cannot be clearly attributed to a particular author. The three-stage 

model divides crisis management into pre-crisis, crisis, and post-crisis and also includes sub-

phases (Coombs, 2015). This chapter and the next (3.3.3 Crisis communication with 

Stakeholders as part of crisis management) will primarily focus on the crisis event phase, as 

this is the most relevant for the purposes of this bachelor's thesis. 

 

The pre-crisis phase is comprised of three sub-phases: signal detection, prevention, and crisis 

preparation. In this phase, it is critical that members act with foresight and take all possible 

precautions to avoid crises. Early warning signals must be recognized, such as a pattern of 

customer complaints indicating product defects, and appropriate measures must be taken.  

These measures can be divided into three categories: Problem Management, Risk 

Management, and Reputation Management. Problem management aims to prevent problems 

from developing into crises, while risk management aims to reduce risks. Reputation 

management focuses on shaping the relationship between stakeholders and the company to 

prevent any escalation that could damage the company's reputation (Coombs, 2015). 

 

The crisis event phase is characterized by a triggering event that marks the beginning of the 

crisis and is considered over when the crisis is resolved. Management must acknowledge the 

crisis and take appropriate action. The phase can be divided into two parts: 1. crisis 

recognition and 2. crisis containment. Communication with stakeholders is crucial during this 

phase. More details on this topic will be discussed in the following chapter. Crisis recognition 

is primarily concerned with ensuring that members of the organization recognize and classify 

the crisis and gather information. Crisis containment involves the company's initial response, 

contingency plans, and follow-up issues (Coombs, 2015). 

 

In the post-crisis phase, the objective is to evaluate how the organization can improve its 

preparedness for future crises. Additionally, it is crucial to instill confidence in stakeholders 

that the company has taken measures to overcome the crisis. Lastly, it is necessary to verify 

that the crisis has indeed been resolved (Coombs, 2015). 
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3.3.3 Crisis communication with Stakeholders as part of crisis management 
 

Crisis communication aims to influence public perception of the organization and ensure that 

the organization retains a positive image or attempts to repair a tarnished image with 

stakeholders. Other objectives are to educate, persuade, or motivate specific stakeholders to 

act (Ray, 1999). Furthermore, in the event of a crisis, it is essential to prevent the effects from 

escalating, to limit the duration of the crisis, and to prevent the crisis from spreading to parts 

of the organization that have not yet been affected (Mitroff, 1994). Management should try to 

communicate as clearly and accurately as possible with stakeholders as early as practicable 

(Fink, 1986).  

 

To explain the concept of crisis communication, Sturges utilizes Fink's model, which was 

previously introduced in the preceding chapter. Sturges (1994) suggests that distinct measures 

and types of communication are necessary for each of the four phases.  

 In the acute phase, when the crisis initially occurs, those affected are unaware of what is 

occurring. Stakeholders need information on the extent to which they are impacted by the 

crisis and how they can protect themselves. During the resolution phase, the crisis is 

considered to be over, so stakeholders are receptive to news that reinforces the organization's 

reputation (Sturges, 1994). Avoidance of sharp negative shifts in relationships with 

environmental constituencies is another objective communication strategies should have 

(Sturges, 1994). When determining the communication strategy, the organization must take 

into account the target audience, the nature of the crisis, the existing evidence, the extent of 

the damage, the company's reputation, and any legal issues that need to be addressed 

(Coombs, 1995, 2015).  

Building on Benoit's work, Coombs developed the SCCT to create a model of messaging 

strategies that can be used in response to crises. This model is presented in the next chapter 

(Benoit, 1997, p. 179; W. T. Coombs, 2015) 

 

3.3.4 The Situational Crisis Communication Theory (SCCT) 
 
This chapter takes a closer look at the SCCT theory, Coombs developed the Situational Crisis 

Communication Theory (SCCT), which assumes that stakeholders' attribution of 

responsibility in a crisis plays a crucial role in a company's reputation. The theory provides 

crisis managers with guidelines for applying crisis communication strategies.  
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In addition, the theory aims to test them empirically and to preserve a company's reputation 

before and after a crisis (Coombs, 2007b). The level of responsibility varies depending on the 

type of crisis and necessitates distinct crisis communication strategies (Coombs, 1995).  

The SCCT theory emphasizes how important it is to adapt the communication strategy to the 

respective crisis situation (W. T. Coombs, 2015).  

 

Ten Crisis Response Strategies for the Crisis Management Team are included in the SCCT:  

- Denial Crisis Response Strategies:  

• Denial: Managers claim that no crisis occurred 

• Attack the accuser: Managers confront person or group that claim the organization is in 

a crisis 

• Scapegoating: Managers blame some outside person or group for the crisis 

 

- Decrease Crisis Response Strategies: 

• Excuse: Managers minimize the organizations responsibility for the crisis by denying 

any intent to do harm and/or claiming an inability to control events that led to the crisis 

• Justification: Managers minimize the perceived damage caused by the crisis  

 

- Rebuilding Crisis Response Strategies: 

• Compensation: Managers offer money or other gifts to victims  

• Apologize: managers accept responsibility for the crisis and ask stakeholders to forgive 

them 

 

- Bolstering Crisis Response Strategies:  

• Reminder: managers tell stakeholder about past good works of the organization 

• Involvement: managers thank stakeholder and/or praise stakeholder for their help during 

the crisis 

• Victimage: Managers remind stakeholder that the organization is a victim of the crisis 

as well (Coombs, 2013, p. 266) 

 

The strategies were divided into four groups as they were perceived to be similar by the 

participants ( Coombs, 2006). The goal of the denial strategy is the removal of any connection 

between the crisis and the organization. This involves discrediting the accusers, as well as 

denying and using a scapegoat strategy. 
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The decrease strategy aims to reduce the adverse consequences of a crisis by limiting the 

organization's control over it.  

Apology and justification strategies are employed using this approach. The rebuilding strategy 

aims to enhance the organization's reputation by implementing measures and releasing 

statements that benefit stakeholders and counteract the adverse impact of the crisis. This can 

be achieved through apologies and compensation. 

The final strategy supports the other three. Its purpose is to establish a positive relationship 

between stakeholders and the organization by using reminders, a positive approach, and a 

willingness to compromise (Coombs, 2015).  

 

It is important to note that crisis managers employ various crisis management strategies. The 

last strategy, for instance, is used as a supplement, as previously mentioned.  An exception 

occurs when denial is combined with rebuilding or diminishing, which leads to contradictions. 

The SCCT uses three factors to assess the threat to reputation. These factors are: The type of 

crisis, the history of the crisis, and the previous reputation (Coombs, 2015). 

The crisis types are organized by crisis responsibility as follows:  

- Victim Cluster: Very little attribution of crisis responsibility 

• Natural disasters 

• Rumors 

• Workplace violence  

• Malevolence 

- Accidental cluster: Low attribution of crisis responsibility  

• Challenges 

• Technical-error accidents 

• Technical-error product harm 

- Preventable Cluster: Strong attributions of crisis responsibility  

• Human-error accidents 

• Human-error product harm 

• Organizational misdeeds (Coombs, 2015, p. 180) 

 

A summary of the SCCT recommendations for implementing the Coombs Crisis Response 

Strategies after identifying the type of crisis is shown in the illustration below. 
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Illustration 2: SCCT crisis response strategy guidelines (Coombs, 2007, p. 173)  

 

The analysis section of this paper will later examine VW's SCCT strategy in the Dieselgate 
scandal. 
 
 
3.3.5 Relationship between stakeholder management and crisis management  
 
As outlined in the previous chapters, stakeholder theory deals with the influence of groups or 

individuals on an organization and the management's response to this influence (Sturges, 

1994).  Companies need to constantly evaluate how they respond to their stakeholders 

because they operate in an unstable environment where change is always possible. Dealing 

with limited resources in the outside world and having limited means to respond to external 

groups is a challenge. The relationship between the organization and stakeholders plays a 

significant role in shaping the response to stakeholder pressure.  For instance, management 

may initially consider a stakeholder group to be unimportant, only to realize the next day that 

it requires full attention (Stephens et al., 2014). When an organization responds to a crisis, it 

must be aware that a large number of stakeholder groups may be affected.  

Companies often assume that their stakeholders have a positive attitude toward them, and then 

find out in a crisis that they were mistaken. This can lead to stakeholders distancing 

themselves from the organization in order to protect their own interests (Pearson & Mitroff, 

1993).  
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4. Objectives and questions 

4.1 Objectives  
 
The objectives of this work are defined as follows: 

1. Determine how companies should best manage their stakeholders during a crisis, 

Volkswagen case study will be used as a practical approach  

2. Analyze what impact the Volkswagen Diesel scandal has had on it ́s consumers 

3. Determine, what can be implemented from the Volkswagen case study for other 

companies or can be used as a deterrent example  

4.2 Questions  
 
In addition to the main research objectives, it is important to pose other complementary 

questions to support the course and direction of the work in order to achieve the stated 

objectives. 

Based on this, the following questions have been developed and will be answered throughout 

the thesis: 

1. What had been the actions that led to mismanagement of Volkswagen crisis?  

2. How has the Volkswagen diesel scandal affected consumer trust and customer brand 

loyalty? 

3. To what extent can the Volkswagen case study serve as a model for best practices in crisis 

management for other companies? 
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5 Methodology of the work  

5.1 Design of the investigation 
The research methods utilized in this thesis are qualitative and include a case study analysis 

and expert interviews with Stakeholders.  

Qualitative research methods are used in this thesis as a case study analysis is used to 

understand and explore the specific context in which stakeholder management takes place. In 

addition, subjective experiences, interpretations, and reactions of affected customers are 

captured through interviews with Stakeholders. This qualitative approach makes it possible to 

identify specific contextual factors and crisis dynamics that go beyond the limits of qualitative 

methods. Expert interviews, press releases, and websites are utilized as sources of statements 

and comments (Goldenstein et al., 2018). 

5.2 Case study literature review 
 
Case studies are a method of systematically researching events, collecting and analyzing data 

and information and publishing the results to help researchers better understand the event. The 

purpose of a case study is to investigate the reasons behind the event, how it unfolded, and 

what implications it may have for future research (Flyvbjerg, 2006). In a case study, a single 

event is examined and linked to an existing theory. The research questions, „How important is 

effective stakeholder management during a corporate crisis? What factors contribute to 

effective stakeholder management?” has already been defined. Building on this, the next 

chapter will deal with the literature review in order to describe our case study, the VW diesel 

scandal, in detail. The case will then be analyzed in Chapter 7 by establishing references to 

existing theories and answering the research questions and the further research questions 

based on our case study (Goldenstein et al., 2018; Pfeiffer, 2019).   

5.3.1 Expert Interviews  
 
As part of the qualitative research, four expert interviews were conducted. Expert interviews 

are a systematic data collection method based on theory, in which individuals with exclusive 

knowledge due to their experience, specific expertise, or skills are interviewed in the case of 

this thesis, Volkswagens Stakeholders (Gläser & Laudel, 2010; Kaiser, 2021). The number of 

interviews was determined based on the research of Marshall et al. (2013). According to their 

research, in the case of qualitative research and precise "single use cases," which is the case in 

this thesis, 4 interviews are considered sufficient to extract conclusions (Marshall et al., 

2013).  
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In this bachelor thesis, interviews are conducted from different perspectives regarding the 

events of the VW diesel scandal, as it is important to the author to have as broad a perspective 

as possible from different stakeholders. In this case, the four experts which are stakeholder, 

consist of two customers who were directly impacted by the incident, which possess unique 

insight into how they were treated as stakeholders during the VW scandal. One individual 

who followed the scandal through the media to obtain a neutral opinion. And finally, an 

interview was conducted with a manager from a global technology and automotive supplier 

group to provide a perspective from the automotive industry. 

The description of the experts is as follows: 

E1: Customer of a Porsche affected by the diesel scandal, bought the car in 2015  

E2: Customer of a Porsche affected by the diesel scandal, bought the car in 2014 

E3: Not an affected customer, but has observed the scandal in the media 

E4: Manager of a global technology & automotive supplier group 

 

The interviews were conducted with two Porsche customers. It is important to consider that 

Porsche customers might have higher expectations of the car compared to customers of other 

brands within the Volkswagen Group, such as Seat. This could be due to the luxury status of 

Porsche cars, which demands high brand quality and excellent service, reflected in the higher 

price point. Additionally, both interviewees had legal expenses insurance for their car, which 

allowed them to sue VW without financial concerns.  

The research perspective is broadened by including an independent person. This individual 

represents a larger group of customers who may have different expectations and experiences 

with the Volkswagen Group and its products. 

The interviews aim to generate practical knowledge based on the stakeholders action 

orientation, knowledge, and assessments (Bogner et al., 2014). During the expert interviews, 

in-depth questions were asked about individual experiences to gather additional information. 

 
5.3.2 Approach 
 
The aim of the interviews is to generate specific information about a phenomenon under 

investigation that would not be available by other means, e.g. information about moods can 

also be collected (Kaiser, 2021).  Three of the interviews were conducted online via the 

Microsoft Teams Meetings service and one interview was conducted in person.  

The backup of the data is based on audio recordings, which were later secured by a full 

transcription.  
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It should be noted that the interviews were conducted in German and the author translated the 

direct quotes subsequently. As interview form, semi-structured, guided interviews were 

chosen. This format allows for a certain degree of control by defining questions, as well as the 

possibility to follow up questions in more detail or to refer back to a possible topic (Genau, 

2019). The full interview guide, can be found in the Appendix.  

 

As part of the interview guidelines, the questions were specifically tailored to the experiences 

of affected customers in order to capture a precise picture of their experiences. In the 

interviews with interviewees E3 and E4, questions that did not apply were excluded. To aid in 

understanding the following evaluation, a brief summary of the structure and formulation 

criteria is provided. 

1. Introductory Questions: The interview begins with questions related to the VW Group, 

the interviewee's satisfaction with their car before the scandal, and their initial reaction 

to the scandal. These questions provide an opportunity for the interviewee to become 

familiar with the topic 

2. Experiences of those affected by the VW scandal and their assessment: The main 

questions asked are how the time interval since the first announcement of the scandal 

by VW was perceived, how the statement was reacted to, how VW's communication 

was perceived, what expectations were placed on VW and how the crisis was managed 

by VW. The question is also raised as to whether those affected feel adequately 

compensated. 

3. Future outlook: What is the expert's view of Volkswagen today, would the stakeholder 

buy a Volkswagen again, or even a diesel car from Volkswagen 

4. Closing question: A final question that asks if the stakeholder has any further input or 

thoughts you would like to share on the topic. 
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5.4.1 Qualitative content analysis as a method of data evaluation 
 
Mayring (2010) uses three different methods of qualitative data analysis, each of which is 

further subdivided into specific techniques.  

The first method, summarization, aims to preserve essential content while significantly 

reducing the data. 

The second method, explication, involves adding supplementary material to clarify unclear 

passages in the text for better comprehension.  

In the structuring method, the pre-defined classification criteria, also known as categories, are 

compared with the material. This allows for deductive statements to be made about the data 

(Mayring, 2010).  

 

This thesis uses the structuring method as a qualitative analysis approach. This method 

enables a systematic penetration of the extensive and complex data material of the case study. 

When evaluating the four stakeholder interviews conducted, it helps to effectively classify 

expert opinions into categories. This makes it possible to relate the case study and the expert 

interviews to the theoretical foundations of stakeholder management.  

The subchapter that follows presents a category system based on theoretical considerations of 

stakeholder management during crisis situations. This system is designed to accurately 

document and assess relevant aspects (Mayring, 2010). 
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5.4.2 Categories and Dimensions as Theoretical Tools of Analysis 
 
The evaluation of the interviews focuses on grouping the responses according to the 

supplementary research questions. Elements of the theoretical framework presented in the 

previous chapters are used to support the interpretation and analysis of the information 

obtained.  

The following illustration shows this process:  

 

Illustration 3: Investigation procedure (Mayring, 2010) 
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 Determine how companies should best manage their stakeholders during a crisis,
Volkswagen case study will be used as a practical approach 

1.

Analyze what impact the Volkswagen Diesel scandal has had on it ́s consumers2.
Determine, what can be implemented from the Volkswagen case study for other

companies or can be used as a deterrent example
3.

How important is effective stakeholder management during a corporate crisis? What factors
contribute to effective stakeholder management?

Complementary Questions Theoretical background

Achieve established goals 

Answer the research question  

What had been the actions that led to
mismanagement of Volkswagen

crisis? 

How has the Volkswagen diesel
scandal affected consumer trust and

customer brand loyalty?

To what extent can the Volkswagen
case study serve as a model for best

practices in crisis management for other
companies?

Crisis management by Coombs (2005)

Stakeholder management by Freeman
(1984) and relationship between

stakeholder management and crisis
management by Stephens et al. (2014)

and Pearson & Mitroff (1993)

Crisis communication by Coombs
(2005) and SCCT (1995, 2007)
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6 VW Dieselgate Case Study  
 
The following section presents the Volkswagen Group and provides an overview of the diesel 
emissions scandal. 
 

6.1 Presentation of Volkswagen AG 
 
The Wolfsburg-based Volkswagen Group is one of the world's leading manufacturers of 

automobiles and commercial vehicles and the largest automaker in Europe. It comprises ten 

core brands, including Volkswagen, Volkswagen Commercial Vehicles, Skoda, Seat, Cupra, 

Audi, Lamborghini, Bentley, Ducati, and Porsche. Oliver Blume has been the CEO of the 

Volkswagen Group since September 2022. With sales of $279.2 billion in 2022, the 

Volkswagen Group is one of the largest car manufacturers in the world. The Volkswagen 

Group is guided by a set of corporate principles that include responsibility, honesty, courage, 

diversity, pride, cohesion, and reliability (Volkswagen Group, 2023).  

 

6.2 Description and causes of the VW-Dieselgate-Scandal  
 

To comprehend the scandal's progression, it is crucial to examine its background. In 2007, 

Volkswagen introduced a new diesel engine in Europe and subsequently in the USA. Since 

diesel engines are deemed unclean in the USA, Volkswagen marketed them as 'clean diesel' to 

enhance their appeal. VW has incorporated computer code into the car's software that 

recognizes whether the car is on the road or being tested on a test rig. If it is being tested on a 

test rig, the computer activates an emission control system that significantly reduces nitrogen 

oxide emissions. Without the test mode, nitrogen oxides were 40 times higher than allowed in 

the U.S (Breitinger, 2015; Seiwert, n.d.). 

 

In May 2014, two American Jetta and Passat vehicles were found to have nitrogen oxide 

levels on the road that were significantly higher than laboratory levels, according to the 

International Council on Clean Transportation. This information was then reported to the US 

Environmental Protection Agency (EPA) and the California Air Resources Board (CARB). 

After the authorities asked for clarification, VW cited a software error and in December 2014, 

the company recalled half a million EA 189 diesel vehicles in the US to correct the issue 

through a software update (Breitinger, 2015; Seiwert, n.d.). 
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During a new measurement in May 2015, Carb discovered that the values remained 

excessively high. The authorities subsequently contacted VW and requested an explanation, 

as approval of the 2016 models would not be possible without one.  

On September 3, 2015, Volkswagen (VW) acknowledged to the California Air Resources 

Board (CARB) and the Environmental Protection Agency (EPA) that their diesel vehicles 

were fitted with a defeat device that enabled them to circumvent the emissions control system 

(Breitinger, 2015; Seiwert, n.d.) 

 

On September 18, the Environmental Protection Agency (EPA) announced that it is 

investigating the Volkswagen Group for violating the Clean Air Act. According to the EPA, 

Volkswagen used undeclared engine management software to bypass emissions standards in 

certain two-liter diesel engines produced between 2009 and 2015 (US EPA, 2019). In the 

proceedings, VW was threatened with a fine of up to 14.7 billion US dollars (Tagesschau, 

2016).  

 

Following VW's official statement on 20.09.2015 and the exchange between CEO Winterkorn 

and Müller on 25.09.2015, which will be discussed in more detail in the next chapter, on 

September 28, 2015, VW announced that the manipulation software had also been installed in 

Audi, Skoda and VW commercial vehicles. Volkswagen admitted to installing the software in 

around 11 million vehicles worldwide and announced an action plan to remedy the 

manipulated vehicles in October 2015. In November 2015, the EPA expanded its charges 

against VW to include other models, as well as Audi and Porsche vehicles (Breitinger, 2015; 

NDR, 2020).   

 

Regarding those responsible for the Dieselgate scandal, Winterkorn claimed from the outset 

that he was completely surprised and that it was the fault of a few engineers. However, in 

2019, a document from the end of May 2014 came to light. In this document, a head of 

product safety warned management of investigations by the US environmental authorities due 

to significant exceedances of legal emission limits in the emissions tests. This document was 

presented to Winterkorn at the time (Hage, 2019).  

To this day, Winterkorn has not admitted to knowing about the manipulations. However, three 

key figures in the scandal have confessed to knowing about the manipulations. In April 2023, 

former Audi engine developer Giovanni Pamio admitted to asking employees for "intelligent 

solutions" to pass emissions tests.  
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The installation of software to detect tests was ordered by him. Later, Wolfgang Hatz, a 

former Porsche development board member, admitted that he and two other employees had 

ordered the installation of the control software. More recently, in may 2023 Rupert Stadler, 

the former head of Audi, has admitted that he had been aware of the manipulation of vehicles 

and that buyers were being harmed (Martin & Driftschröer, 2024; Peitsmeier, 2023). Stadler, 

Hatz and Pamio were sentenced to suspended sentences and fines (Tagesschau, 2023).  

 

6.3 VW's response to the scandal  
 
As noted above, Volkswagen admitted the manipulation to the Environmental Protection 

Agency (EPA) on September 3, 2015. However, the admission did not come until September 

20, after the EPA had publicly accused Volkswagen. A total of 16 days passed between the 

U.S. discovery of the increased emissions and VW's official statement. On September 20, VW 

CEO Martin Winterkorn released a statement in which he apologized (NDR, 2020). In the 

statement Martin Winterkorn indicated that the discrepancies discovered in the diesel engines 

of the Volkswagen Group are entirely at odds with the company's values. He acknowledged 

that not all the answers are clear to him at present, but emphasized that there is an ongoing 

effort to investigate the situation with determination and to provide explanations as swiftly, 

thoroughly, and transparently as possible. Furthermore, Winterkorn expressed his profound 

regret over the breach of trust and offered a formal apology to customers, regulatory bodies, 

and the public for any wrongdoing. Addressing the issue of trust, Winterkorn asserted his 

commitment to rectifying the harm caused and to restoring confidence in a step-by-step 

manner. Regarding the matter of compensation, he assured that measures are being taken to 

avoid any adverse effects on customers and employees, pledging the utmost transparency and 

openness in these endeavors (Süddeutsche Zeitung, 2015).  

 

Following Volkswagen's public statement about the scandal, the company took additional 

measures. Following the admission of the scandal, CEO Dr. Martin Winterkorn resigned from 

his position on September 23, 2015 and was replaced by Matthias Müller on September 

25,2015 (Volkswagen Group, 2015a ). 

Eight other employees who may have been involved in the manipulation were initially 

dismissed (new-facts, 2015). 450 internal and external experts are investigating the scandal 

(new-facts, 2015). The external investigations were conducted with the assistance of outside 

lawyers in Germany and the U.S.Volkswagen has decided to conduct external and 

independent emissions tests, following the results of internal audits.  
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Additionally, random tests will be carried out to verify the emission behavior of the vehicles 

in real driving conditions (Volkswagen Group, 2015b).  

 

Several structural changes have been implemented to reduce management complexity, 

decentralize management, and ensure the long-term manageability of the Volkswagen Group. 

To reflect the significance of these issues, a new department will be created within the 

'Integrity and Legal Affairs' division (new-facts, 2015).  

6.4 VW's reaction in relation to customers  
 
In addition to the statement by Martin Winterkorn, Volkswagen apologized to its stakeholders 

in its 2015 Group Management Report for its actions: “Volkswagen does not tolerate any 

infringements of rules or laws. The irregularities that occurred contradict everything 

Volkswagen stands for. The trust of our customers and the public is, and will remain, our 

most important asset. We are sincerely sorry that we have disappointed our stakeholders. We 

will do everything within our power to prevent incidents of these kinds from reoccurring and 

commit ourselves fully to winning back all of the trust.” (Volkswagen Group, 2015a).  

Furthermore, customers could verify if their vehicle was impacted by the scandal by entering 

the vehicle identification number on the Volkswagen website (Volkswagen Group, n.d.). In 

January 2016, Volkswagen initiated a recall of impacted vehicles and notified affected 

customers via letter about the timing of the free update for their car (Volkswagen Group, 

2015c).  
 

6.5 Status Quo 
 
This section briefly discusses the current status of the VW scandal. Court hearings have been 

going on for years to determine who is responsible. The last time Winterkorn testified as a 

witness was on February 14, 2024, and he denied any guilt because he only learned about the 

problem late and incompletely. However, as mentioned above, several managers have already 

confessed to having known about the illegal activities (Tagesschau, 2024).  

 

In a landmark decision, the Federal Court of Justice sentenced Volkswagen to pay damages 

for the immoral and deliberate manipulation of the emission values of the EA 189 diesel 

engine. The Federal Motor Transport Authority (KBA) has recalled a total of 2.4 million 

affected vehicles with the EA 189 engine.  
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Cars with the EA 879 engine have also been recalled. In May 2020, the Federal Court of 

Justice ruled that Volkswagen must reimburse those affected the purchase price as 

compensation and return their cars (Dr. Schön, 2015).  

Following is a look at Volkswagen's sales figures over the years. The graph illustrates the 

worldwide turnover in billions of euros of the entire VW Group from 2006 to 2022. It can be 

observed that turnover grew less strongly from 2015 to 2016 than in the previous year, but did 

not slump. Sales figures declined only in 2009 due to the financial crisis and in 2021 due to 

the coronavirus pandemic. The analysis suggests that the Volkswagen scandal did not have a 

significant impact on sales figures (Statista, n.d.).  
 

 
 
Illustration 4: Turnover in billions VW Group 2006-2022 (Statista, n.d.) 
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7 Data Analysis and Findings 
 
Using the selected theory and models, the information gathered from the case study and 

interviews will be analyzed and an attempt will be made to answer the questions  

1. What had been the actions that led to mismanagement of Volkswagen crisis?  

2. How has the Volkswagen diesel scandal affected consumer trust and customer brand 

loyalty? 

3. To what extent can the Volkswagen case study serve as a model for best practices in 
crisis management for other companies? 

7.1 What had been the actions that led to mismanagement of Volkswagen crisis?  
 
To address this question, the first step is to analyze the nature of the crisis that the 

Volkswagen diesel scandal represents. As per Coombs (2015), the Volkswagen crisis can be 

classified as an avoidance crisis. This crisis is attributed to the company's actions, as it could 

have been prevented by taking a different approach (Coombs, 2015). As previously stated in 

the case study, Volkswagen intentionally installed software in diesel vehicles to detect 

emission tests and adjust engine control accordingly. According to Coombs (2015), the crisis 

of avoidance can be divided into three subcategories:   

• Human-error accidents 

• Human-error product harm 

• Organizational misdeeds (Coombs, 2015, p. 180) 

As some engineers and Pamio, Hatz and Stadler as key figures have already testified, they 

were aware that the software was being installed, so human-error accidents and human-error 

product harm can be ruled out. The diesel scandal can be classified as organizational 

misdeeds, since those involved, who have confessed so far, were aware of their unethical 

actions. The determination of the crisis type according to Coombs' SCCT is fundamental for 

the following derivation of appropriate crisis communication strategies and the analysis of 

their application in the VW diesel scandal.  

In the event of an avoidable crisis, Coombs recommends a rebuilding crisis response strategy, 

this includes the following elements:  

- Rebuilding Crisis Response Strategies: 

• Compensation: Managers offer money or other gifts to victims  

• Apologize: managers accept responsibility for the crisis and ask stakeholders to forgive 

them (Coombs, 2013, p. 266) 
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The following analysis examines the case study and expert interviews to determine the extent 

to which Volkswagen implemented the crisis communication strategy recommended by 

Coombs.  

 

Compensation  

The initial step is to analyze how Volkswagen addressed the issue of compensation. 

Customers could check the Volkswagen website to determine if their car was affected by the 

scandal (Volkswagen Group, n.d.).  

Two scenarios have been experienced by those affected. In the first scenario, Volkswagen 

contacted affected customers in January 2016 by letter and informed them that they needed to 

perform a free software upgrade for their car (Volkswagen Group, 2015c). E1: "I received a 

letter that I should carry out a software update due to the exhaust control units of this 

manipulation, but if I had done this, my process would have been broken. Especially as it was 

not known whether the values would actually be achieved if I did the update. So this is a 

process that you can no longer control or reverse if you have the update installed. And if you 

want to sell the car, you have to say, I have a diesel scandal emissions car. It wasn't clear 

whether that would still have been permissible in the EU, nobody could tell you. Many people 

then said that if you install the update, the engine will be damaged in the long term because 

the engine is not designed for it." This indicates that Volkswagen took action to make the 

affected vehicles drivable again and offered this service free of charge, but Volkswagen did 

not fully clarify what the consequences would be.  

 

The second option, which both affected customers experienced during their lawsuit against 

Porsche, involved Porsche offering an extra-contractual solution by proposing to buy a new 

Porsche. However, the injured parties would have had to pay the difference in the current 

value of the new Porsche. E2: "The basic idea they said to me was: click yourself through the 

Porsche configurator on the Internet, choose a nice car and then we could talk about it. (…) 

But I refused because I wanted them to pay me the same amount as compensation, but the 

Porsche lawyer flatly refused. I thought that was cheeky, don't get me wrong, but it's like at 

the Turkish bazaar, where you play around and say, hey, come on, let's do it this way and 

then the matter is settled. No real commitment to saying, hey, it didn't go well, I want to keep 

you as a customer and now I stand by what happened." This experience demonstrates that the 

company has acknowledged the need for action but was attempting to reduce compensation as 

much as possible and come out of the matter with a self-serving advantage.  
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Additionally, feedback from E2 indicates that this approach did not convey appreciation to the 

customers. However, from the perspective of a manager of a global technology & automotive 

supplier group, E4 shows understanding for this behavior: "I don't know what more they 

should have done to accommodate the customers. Because nowadays it's like a huge 

avalanche, everything is put online and if someone posts that they've received compensation, 

then someone comes up with the idea of, oh great, we'll make a collective lawsuit out of it and 

then you're ruined as a company. So I can understand why companies are very cautious about 

this.“ The Volkswagen case shows that the company was in a dilemma. They aimed to 

minimize financial damage to protect shareholders, as expert E4 noted. However, they also 

had to consider the needs of the affected customers. 

 

Regarding the current compensation status of those affected, E2 has not yet (as of February 

2024) received any money back from Volkswagen. In E1's case, the process has now been 

completed and she/her has received €54,000 of the €65,000 for which E1 bought the car. 

When asked if E1 felt adequately compensated, E1 replied: "I have not been compensated, I 

have won a lawsuit with the aim of getting a reversal against deduction of a refund, after 6.5 

years of litigation. This is not compensation, it is a coercive measure.”   

 

The respondents' experiences make it clear that key aspects of the SCCT-swift action and 

transparent and customer-oriented behavior-were not implemented by VW (Coombs, 2015). 

The needs of the aggrieved parties were not adequately addressed due to lengthy processes, 

unclear implementation of software updates, and non-customer-oriented solutions.  

The reported experiences conflict with Winterkorn's assurances to exhaust all options to avoid 

any negative impact on customers and employees. His previous assertions suggested a 

dedicated effort to protect these essential stakeholders' well-being (Süddeutsche Zeitung, 

2015).  

 

Apology  

Continuing with Coombs' second suggested response strategy, the apology. According to 

Coombs, the apology consists of “managers accept responsibility for the crisis and ask 

stakeholders to forgive them” (Coombs, 2013, p. 266). In this case, Winterkorn issued an 

official statement apologizing to customers, authorities, and the public for Volkswagen's 

misconduct.  
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The 2015 Group management report also contained an apology in which Matthias Müller 

apologized for the first time as the new CEO and at the same time asked the Stakeholder to 

place trust in Volkswagen (Volkswagen Group, 2015b). This shows that Volkswagen has 

apologized profusely to all stakeholders. 

The respondents show understanding for the total of 16 days that have passed between the 

discovery of the scandal by the USA and the official statement, i.e. the apology from VW.  

In the interview, the respondents were asked to rate the time interval on a scale of 1 to 10. 1 

stands for too short, 5 for just right and 10 for too long. They all gave a 5.  

 E2: “I think the vehemence was already communicated in the media and I think that was 

appropriate. You have to understand that the companies don't want to drop their pants and 

admit everything straight away." E4 also confirmed this: "It was simply about protecting, the 

company and also protecting yourself. That's why I think 16 days is a very short period of 

time, considering how gigantic this problem was. (...) I experience this every day, as long as 

you don't have to, people don't respond to issues for up to a year. So the 16 days is a joke, if 

VW hadn't first thought about how they should react to prevent damage to the company, VW 

would perhaps no longer exist.” 

This retreat from public engagement following the crisis aligns with the findings of Van Der 

Meer et al. (2015) who identified such behavior in their study. The organization prioritizes 

taking care of the relationship with management before going public. However, Van der Meer 

et al. (2015) report that the respondents' understanding of VW's withdrawal is contradictory. 

 

Coombs' definition emphasizes that managers must take responsibility (Coombs, 2013). 

Winterkorn stated that he was unsure of how this could have occurred from his first official 

statement on: “Even I don't have the answers to all the questions at this point in time” 

(Süddeutsche Zeitung, 2015).  After issuing this initial official statement, no member of VW's 

upper management voluntarily admitted guilt or took responsibility. As mentioned in the case 

study section, Stadler, Hatz, and Pamio have now confessed and taken responsibility, but only 

after years of litigation. Winterkorn has still not taken responsibility, although he is under 

great pressure from the trials (Martin & Driftschröer, 2024; Tagesschau, 2024).  

The absence of transparency over time and the failure to admit guilt are concerning for those 

impacted. E1: “They lied right up to the end, yes it was bad for Volkswagen that it came out, 

but you have to stand by it. That made the whole thing even worse.”  
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E2: "When something like this happens, I don't expect this super turbo reaction right away, 

but at some point when everything is condensed and everything is clear, then you have to 

show a bit of sportiness and VW has absolutely not done that, it's going on for years now".  

 

Volkswagen has issued a formal apology to its stakeholders. However, the management has 

not taken personal responsibility for the crisis. Only after several years of trials and threats of 

imprisonment have some of those involved confessed. Winterkorn remains silent 

(Tagesschau, 2024).  This contradicts Coombs' Response Strategy. The parties involved 

understood the delay in apologizing and confessing to the scandal. However, they are highly 

critical of the failure to take responsibility and the resulting lack of transparency. 

 

Stakeholder Management  

The next question looks in more detail at stakeholder management before the scandal and its 

potential impact. This section explains how stakeholder management was perceived during 

the scandal. 

 

According to Coombs (2015), communication with stakeholders is crucial during the crisis 

phase. But both respondents said they received no direct communication from Volkswagen 

during the diesel scandal and that the company did not provide any support or contacts. E2: 

"Even when I went to my dealership and asked for information, they said they didn't know 

anything and didn't actively approach me." They obtained all information from the media 

until they received the letter in 2016, months after the crisis came up, informing them that 

their car was affected. Stakeholders need information on the extent to which they are 

impacted by the crisis and how they can protect themselves (Sturges, 1994). E1: “I would 

have appreciated more cooperation. I felt abandoned. The client is king”. Both affected 

customers would have preferred more personal communication, as it was uncertain how they 

would be compensated, and they were handling the matter on their own. 

 

The respondents were also asked how they thought VW handled the scandal. E1: "They have 

tried to sit it out so that the damage to the company doesn't get any worse and so that people 

lose the desire to do something about it as a result of their behavior." E3: "They pursued their 

economic interests, which I understood as an uninvolved party. As an affected person, I would 

see it completely differently."  
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E4: „In terms of the company, good, they have minimized the damage, they have used the 

crisis situation to set up a savings program that would otherwise not have been possible.” 

The views expressed suggest that Volkswagen prioritized internal interests in the course of 

the scandal from the perspective of those affected and the public, but it becomes apparent 

from the perspective of the affected customers that Volkswagen may not have sufficiently 

considered the interests of stakeholders. 

E2: "Design errors can happen, but in the case of deliberate and intentional fraud, the 

manufacturer should stand by it and compensate the customer. There is also no information 

on how many people have been compensated. Because if 3/4 of the people had been 

compensated satisfactorily, then you could say, well, I'm just at the last 1/4 where it didn't 

work out." Sturges (1994) argues that stakeholders are receptive to messages that enhance the 

organization's reputation during crisis management. Stakeholder E2 confirms this view and 

suggests that communication about the progress of compensation measures should be more 

transparent, which could have been beneficial for Volkswagen. 

 

The damaged customers were also asked what they had expected from VW. E1: "Open, 

cooperative approach to reversal after everything was on the table." E2: „That you are 

accommodating to the customer, and that you don't have the feeling that you are the burden 

or have done something wrong, because I only wanted what I was entitled to and Volkswagen 

made the mistake.“ This shows that, on the one hand, those affected would have liked 

transparent communication, as Fink (1986) advocated, and on the other hand, a proactive 

attitude on the part of the company to establish credibility and build trust and an openness to 

adapt the strategy to the stakeholders (Freeman, 1984). 

 

7.2 How has the Volkswagen diesel scandal affected consumer trust and customer 
brand loyalty? 

 
Attitude towards Volkswagen before the scandal 

Companies often have an assumption that their stakeholders have a positive attitude towards 

them, and then in a crisis they find out that they were wrong. As a result, in order to protect 

their own interests, stakeholders may distance themselves from the organization. (Pearson & 

Mitroff, 1993). This distanced and negative attitude towards VW during the crisis, which was 

reinforced by a negative attitude before the crisis, is also made clear by the experiences and 

statements of E1. Four weeks after purchasing the car, E1 discovered that the brake disks 

were completely rusted.  
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E1 contacted the car dealer and sent photos to Porsche, but they did not recognize any defect 

and refused to take any action. E1 had a similar problem with a BMW E1 owned previously, 

but BMW replaced the brakes free of charge two years after the purchase.  

This experience reinforced E1's negative attitude towards VW: "That was also a reason why I 

sued, of course, because I said that a Porsche can't be like that, that it has corroded brake 

discs after 4 weeks and nothing is done about it. This is how Porsche has behaved regardless 

of the diesel scandal".  

 

Prior to the scandal, E2 did not have any negative experiences with their car or customer 

service, resulting in a less negative view towards Volkswagen during the scandal compared to 

E1. When asked about how communication with stakeholders was perceived prior to the 

scandal, the difference in attitude also becomes evident. E1: "Idiots, they were so arrogant 

when buying a car, and how they handled the brake discs problem, I had a BMW before and I 

was treated much better." E2: "They didn't actually communicate with me at all, but it's not 

necessary, I wouldn't do it either if everything is fine". 

According to Freeman, companies must consider the interests and perceptions of their 

stakeholders (Freeman, 1984). E1's experience suggests that Volkswagen did not maintain a 

positive relationship with its stakeholders due to their uncompassionate and arrogant 

behavior.  

Pearson and Mitroff (1993) argue that stakeholders may distance themselves from the 

organization to protect their own interests. This behavior can be seen from E1. 

In contrast, E2's experience, which expresses general satisfaction, suggests that Volkswagen 

was successful in maintaining a positive relationship with its stakeholders prior to the scandal. 

 

Post-scandal attitude 

The stakeholders were asked whether their opinion of VW had changed since the scandal. E2: 

"VW is no longer an option for me, despite good products, I am still unsure about Porsche. 

That now depends on the final verdict." E1: " I won't buy a VW car anymore, that has affected 

me in the long term". Based on both statements, the respondents' aversion to Porsche and 

Volkswagen can be perceived. They also express a lack of confidence in buying a car in the 

future. E1's statement is particularly indicative of a considerable loss of trust, as E1 assumes 

that the perception of the brand will not recover over time. 
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The customers who were affected by the scandal, E1 and E2, demonstrated a long-term 

decrease in trust and loyalty towards the brand. In contrast, E3, who had only followed the 

scandal in the media and was not directly affected, stated that the scandal had not changed 

their perception and that after the scandal they had bought another car from the Volkswagen 

Group. E4 agrees with the aforementioned viewpoint and therefore chose to buy a 

Volkswagen car, which was also a diesel, despite the brand's involvement in the scandal.  

This suggests that the scandal had only a limited impact on the perceptions of people who 

were not directly affected customers. This assertion can also be supported by the sales figures. 

As mentioned in chapter 6.5, Status Quo, sales did not decrease after the diesel scandal was 

revealed. This could indicate that consumer confidence across the board has not been 

significantly affected by the scandal. 

 

7.3 To what extent can the Volkswagen case study serve as a model for best   
practices in crisis management for other companies? 

 
Due to its enormous scale and global reach, the Volkswagen diesel scandal is an example of a 

multifaceted crisis and therefore represents an interesting case study for crisis management. 

The following analysis assesses the extent to which the scandal can serve as an example of 

best practice, focusing on Volkswagen's actions and their link to theoretical foundations. As 

previously mentioned in the response to the first question, Volkswagen applied the reparation 

strategy according to the SCCT. However, the company did not fully implement the strategy, 

as it failed to provide full compensation. The SCCT theory highlights the significance of 

adjusting the communication strategy during a crisis (Coombs, 2015).  

In the case of Volkswagen, it was initially hesitant to disclose information. It took Winterkorn 

16 days to release a statement and apologize. During this time, VW faced public pressure. On 

September 20, 2015, VW publicly admitted to the allegations instead of remaining silent.  

This indicates that Volkswagen is transitioning from initial silence to more transparent 

communication.  

 

The company is pursuing an adjusted strategy and actively collaborating with regulatory 

authorities by conducting internal investigations (Volkswagen Group, 2015b). Additionally, 

VW demonstrated to the public its commitment to addressing the situation through structural 

changes, such as the establishment of the 'Integrity and Legal Affairs' department (new-facts, 

2015). 
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Volkswagen has demonstrated its commitment to regaining the trust of stakeholders by 

implementing and publicly disclosing structural changes. However, the expert interviews 

revealed that Volkswagen's lack of transparency and responsiveness resulted in a loss of trust 

among customers. Additionally, the repair strategy, as outlined by Coombs (2015), was not 

entirely successful.  

 

It is evident that effective crisis management can be achieved through dynamic and attentive 

adaptation of the communication strategy as highlighted by the SCCT model (Coombs, 2015). 

Volkswagen has implemented this by focusing their strategy on reparation and restructuring. 

This approach can be helpful for companies affected by similar crises. However, it should be 

emphasized that Volkswagen has not fully implemented SCCT, especially in terms of speed 

and full coverage of communication. To this day, there remain inconsistencies in VW's 

representation of those responsible, and compensation to customers has not been as 

accommodating as they would have liked, leading to a loss of trust.  The VW diesel scandal 

shows how complex the challenges are that arise during a crisis and how important 

continuous development is during and after a crisis. In particular, it illustrates that 

stakeholders play an essential role and their needs must be highly prioritized. Therefore, the 

VW Dieselgate scandal is not necessarily a best practice case study for proper crisis 

management, but it is invaluable for other companies. By analyzing the crisis, other 

companies can learn from Volkswagen's mistakes and become aware of the complexity of 

crisis management, which encompasses many aspects and goes beyond the immediate crisis 

response. 
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8 Conclusions and discussion 
 
In this chapter, a conclusion is formulated with regard to the research questions "How 

important is effective stakeholder management during a corporate crisis? What factors 

contribute to effective stakeholder management?". The limitations of the research are then 

highlighted and an outlook is given. 

 

The discussion will begin with the second question, “What factors contribute to effective 

stakeholder management,” as this will aid in answering the first part. The VW diesel scandal 

was chosen as a case study example due to its global impact. The VW Group, with its 10 

brands, is one of the largest car manufacturers in the world, which is why this case caused a 

sensation not only in Germany, but worldwide (Volkswagen Group, 2023). 

 

 The main point raised in the interviews was the necessity of transparency. The analysis of the 

case study revealed that Volkswagen did not communicate transparently after the misconduct 

was uncovered, as it was only years later that top managers openly communicated that they 

were involved in the manipulation and bore responsibility for it. This angered the respondents 

and was not met with understanding.  The affected customers also experienced a lack of direct 

communication and personal commitment, as Volkswagen did not provide a contact person or 

support structure. This caused the affected customers to feel undervalued and distanced. 

 

Additionally, the time frame in which a company responds during a crisis is a crucial factor. 

While the respondentsacknowledged the time VW needed to take a stance, they strongly 

criticized the prolonged delay and lack of accountability.  The respondents felt deceived, as it 

is now evident that people in the top management knew about the manipulation and initiated 

it (Peitsmeier & München, 2023).  

 

A further point to consider is the delay in implementing compensation measures. The 

respondents processes have been ongoing for years and, in some cases, remain incomplete. 

This highlights VW's inability to promptly respond to a crisis, as recommended in theory, and 

contradicts Coombs' (2015) 'Rebuilding Crisis Response Strategy'.  
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In addition, trough the expert interviews it has become clear that Volkswagen has tried to 

walk away with an advantage while dealing with the crisis and the damaged customers. This 

was met with understanding by the uninvolved interviewees, interpreting it through an 

economic lens, whereas the impacted customers exhibited scant sympathy.   

 

The findings from the analysis clearly show which factors are important for successful 

stakeholder management.  In summary, effective stakeholder management requires 

transparent and customer-oriented communication.  Transparency is crucial in order to 

maintain and strengthen the trust of stakeholders. There should also be a strong focus on 

companies owning up to mistakes and taking responsibility for them. In addition, they should 

provide adequate compensation to affected parties in a timely manner in order to maintain or 

restore relationships with stakeholders. 

 

The following section discusses the first research question: 'How important is effective 

stakeholder management during a corporate crisis?'  

This analysis demonstrates that maintaining a good relationship with stakeholders is crucial 

for successfully managing a crisis. As discussed in the second question, Volkswagen failed to 

implement transparent and empathetic communication with its stakeholders and take full 

responsibility and appropriate compensation. The affected customers made it clear that their 

trust in Volkswagen had disappeared due to the unsatisfactory treatment they received and 

that they would no longer be Volkswagen customers in the future. The analysis of global sales 

figures, which have not declined, and the perspective of an unaffected respondent, who is a 

potential customer, suggest that the scandal has not significantly affected general consumer 

confidence. Therefore, it is important to differentiate between the perception of the scandal by 

affected customers and the general public. 

 

Nevertheless, the analysis confirms that companies should place a very high priority on 

effective stakeholder management. This is crucial in order to maintain sustainable 

relationships with stakeholders and ensure long-term trust in the company, and not just to 

limit damage in crisis situations. 
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In conclusion, regarding the research questions previously formulated:  "How important is 

effective stakeholder management during a corporate crisis? What factors contribute to 

effective stakeholder management?", effective stakeholder management is crucial for securing 

stakeholder trust and ensuring a company's long-term survival.  

The analysis highlights the importance of transparent communication, prompt acceptance of 

responsibility, and straightforward implementation of appropriate compensation measures. 

The Volkswagen scandal illustrates that failure to comply with these factors results in a loss 

of customer trust.  

Ultimately, it is important that companies always prioritize their customers and stakeholders. 

Maintaining a positive relationship with these groups is crucial not only in times of crisis, but 

also in regular business operations. 

 

Summary  

The scandal resulted in approximately 30 billion euros in financial damage to Volkswagen 

(NDR, 2020). In conclusion, Volkswagen has weathered the crisis well. A crisis can also 

provide opportunities for a company to start over. The term crisis is derived from the Greek 

word 'krisis', which means a 'decisive turn' (Duden, 2024). This turnaround can also be 

observed at Volkswagen, as the company has put a lot of focus on rediscovering itself after 

the scandal and has fully dedicated itself to the topic of electromobility. Electromobility is 

firmly anchored in Volkswagen's strategy and is attracting a great deal of interest both in the 

market and in social perception (Volkswagen, 2023).  

 

Limits of the research 

 

On the one hand, research is reaching its limits, as the court proceedings to clarify and assign 

responsibility for the scandal have not yet been concluded (as of February 2024).  This 

ongoing development harbors the possibility that details could come to light in the future that 

could change the perspective of those involved once again or cast the scandal in a completely 

different light. 
 

The group of experts was confined to German consumers, so it is uncertain whether 

Volkswagen was more accommodating to its stakeholders in the U.S., for example, in terms 

of compensation.  
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Outlook 

Further research could be devoted to the question of identifying the global scope of those 

affected and determining the extent to which those affected were compensated and what 

proportion refrained from taking legal action.  

There is currently no published research on this topic. Comparative studies with other car 

manufacturers, such as Mercedes, which were also affected by the scandal, would provide 

valuable insights (Eydlin, 2023). It would be particularly interesting to examine and compare 

the reactions of these companies to the scandal and the maintenance of their relationships with 

stakeholders.  

Additionally, it would be valuable to compare and contrast their crisis management 

approaches. Subsequently, one could evaluate the effectiveness of the respective strategies in 

terms of safeguarding the interests and trust of the various stakeholders. This comparison 

could provide even deeper insights into stakeholder management and crisis management.  
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de Grado 
ADVERTENCIA: Desde la Universidad consideramos que ChatGPT u otras herramientas 
similares son herramientas muy útiles en la vida académica, aunque su uso queda siempre 
bajo la responsabilidad del alumno, puesto que las respuestas que proporciona pueden no ser 
veraces. En este sentido, NO está permitido su uso en la elaboración del Trabajo fin de Grado 
para generar código porque estas herramientas no son fiables en esa tarea. Aunque el código 
funcione, no hay garantías de que metodológicamente sea correcto, y es altamente probable que 
no lo sea.  
 
Por la presente, yo, Carolin Illig, estudiante de E4 de la Universidad Pontificia Comillas al 
presentar mi Trabajo Fin de Grado titulado "Stakeholder management during a corporate 
crisis. VW Dieselgate Case Study", declaro que he utilizado la herramienta de Inteligencia 
Artificial Generativa ChatGPT u otras similares de IAG de código sólo en el contexto de las 
actividades descritas a continuación [el alumno debe mantener solo aquellas en las que se ha 
usado ChatGPT o similares y borrar el resto. Si no se ha usado ninguna, borrar todas y escribir 
“no he usado ninguna”]: 

1. Brainstorming de ideas de investigación: Utilizado para idear y esbozar posibles áreas de investigación. 
2. Metodólogo: Para descubrir métodos aplicables a problemas específicos de investigación. 
3. Estudios multidisciplinares: Para comprender perspectivas de otras comunidades sobre temas de 

naturaleza multidisciplinar. 
4. Constructor de plantillas: Para diseñar formatos específicos para secciones del trabajo. 
5. Corrector de estilo literario y de lenguaje: Para mejorar la calidad lingüística y estilística del texto. 
6. Sintetizador y divulgador de libros complicados: Para resumir y comprender literatura compleja. 
7. Generador de datos sintéticos de prueba: Para la creación de conjuntos de datos ficticios. 
8. Revisor: Para recibir sugerencias sobre cómo mejorar y perfeccionar el trabajo con diferentes niveles 

de exigencia. 
9. Traductor: Para traducir textos de un lenguaje a otro.  

 
Afirmo que toda la información y contenido presentados en este trabajo son producto de mi 
investigación y esfuerzo individual, excepto donde se ha indicado lo contrario y se han dado 
los créditos correspondientes (he incluido las referencias adecuadas en el TFG y he explicitado 
para que se ha usado ChatGPT u otras herramientas similares). Soy consciente de las 
implicaciones académicas y éticas de presentar un trabajo no original y acepto las 
consecuencias de cualquier violación a esta declaración. 
Fecha: 20.03.2024  
Firma: ___________________________ 
 

 
 
 
 
 
 
 
 
 
 

C.Bi



 44 

Bibliography 
 

Alpaslan, C. M., Green, S. E., & Mitroff, I. I. (2009). Corporate Governance in the Context of 

Crises: Towards a Stakeholder Theory of Crisis Management. Journal of Contingencies and 

Crisis Management, 17(1), 38–49. https://doi.org/10.1111/j.1468-5973.2009.00555.x 

Benoit, W. L. (1997). Image repair discourse and crisis communication. Public Relations Review, 

23(2), 177–186. https://doi.org/10.1016/S0363-8111(97)90023-0 

Bogner, A., Littig, B., & Menz, W. (2014). Interviews mit Experten: Eine praxisorientierte 

Einführung. Springer Fachmedien. https://doi.org/10.1007/978-3-531-19416-5 

Bradley, E. H., & Alamo-Pastrana, C. (2022). Dealing with Unexpected Crises: Organizational 

Resilience and Its Discontents. In S. M. Shortell, L. R. Burns, & J. L. Hefner (Eds.), 

Responding to the Grand Challenges in Health Care via Organizational Innovation (Vol. 21, 

pp. 1–21). Emerald Publishing Limited. https://doi.org/10.1108/S1474-823120220000021001 

Breitinger, M. (2015, September 25). Der Abgasskandal. ZEIT ONLINE. 

https://www.zeit.de/wirtschaft/diesel-skandal-volkswagen-abgase 

Brinkhus, M. (2018, November 11). Fanfocus Automobil: VW verliert seit Abgasskandal die 

Hälfte seiner Fans -. 2HMforum. Für beste Beziehungen. https://2hmforum.de/fanfocus-

automobil-vw-verliert-seit-abgasskandal-die-haelfte-seiner-fans/ 

Coombs, T. (2013). Situational Theory of Crisis: Situational Crisis Communication Theory and 

Corporate Reputation. In The Handbook of Communication and Corporate Reputation (pp. 

262–278). John Wiley & Sons, Ltd. https://doi.org/10.1002/9781118335529.ch23 

Coombs, W. T. (1995). Choosing the Right Words: The Development of Guidelines for the 

Selection of the “Appropriate” Crisis-Response Strategies. Management Communication 

Quarterly, 8(4), 447–476. https://doi.org/10.1177/0893318995008004003 

Coombs, W. T. (2006). The Protective Powers of Crisis Response Strategies. Journal of Promotion 

Management, 12(3–4), 241–260. https://doi.org/10.1300/J057v12n03_13 



 45 

Coombs, W. T. (2007a). Attribution Theory as a guide for post-crisis communication research. 

Public Relations Review, 33(2), 135–139. https://doi.org/10.1016/j.pubrev.2006.11.016 

Coombs, W. T. (2007b). Protecting Organization Reputations During a Crisis: The Development 

and Application of Situational Crisis Communication Theory. Corporate Reputation Review, 

10(3), 163–176. https://doi.org/10.1057/palgrave.crr.1550049 

Coombs, W. T. (2015). Ongoing Crisis Communication: Planning, Managing and Responding. 

SAGE. 

Deloitte. (2018). Stronger, fitter, better- Crisis management for the resilient enterprise. 

https://www2.deloitte.com/content/dam/Deloitte/ch/Documents/risk/ch-en-global-crisis-

management-report.pdf 

Der Spiegel. (n.d.). Volkswagen: Neue Werbekampagne löst “Das Auto” ab—DER SPIEGEL. 

Retrieved February 24, 2024, from 

https://www.spiegel.de/wirtschaft/unternehmen/volkswagen-neue-werbekampagne-loest-das-

auto-ab-a-1075568.html 

deutschlandfunk.de. (n.d.). Ein Jahr nach dem Abgasskandal—Warum deutsche VW-Kunden 

unzufrieden sind. Deutschlandfunk. Retrieved January 28, 2024, from 

https://www.deutschlandfunk.de/ein-jahr-nach-dem-abgasskandal-warum-deutsche-vw-

kunden-100.html 

Donaldson, T., & Preston, L. E. (1995). The Stakeholder Theory of the Corporation: Concepts, 

Evidence, and Implications. The Academy of Management Review, 20(1), 65. 

https://doi.org/10.2307/258887 

Dorobantu, S., Henisz, W. J., & Nartey, L. (2017). Not All Sparks Light a Fire: Stakeholder and 

Shareholder Reactions to Critical Events in Contested Markets. Administrative Science 

Quarterly, 62(3), 561–597. https://doi.org/10.1177/0001839216687743 

Dr. Schön, B. B. (2015, October 1). VW-Skandal: Schadensersatz, Motortypen EA 189, 288, 897. 

https://www.finanztip.de/vw-abgasskandal/ 



 46 

Duden. (2024). Krise Rechtschreibung, Bedeutung, Definition, Herkunft | Duden. 

https://www.duden.de/rechtschreibung/Krise 

Edward Freeman, R., & Phillips, R. A. (2002). Stakeholder Theory: A Libertarian Defense. 

Business Ethics Quarterly, 12(3), 331–349. https://doi.org/10.2307/3858020 

Eydlin, A. (2023, December 20). Dieselskandal: Mercedes-Benz muss mehr als 100.000 

Dieselautos zurückrufen. Die Zeit. https://www.zeit.de/mobilitaet/2023-12/diesel-skandal-

mercedes-benz-rueckruf-kraftfahrt-bundesamt 

Fink, S. & American Management Association. (1986). Crisis management: Planning for the 

inevitable. American Management Association New York, NY; WorldCat. 

Flyvbjerg, B. (2006). Five Misunderstandings About Case-Study Research. Qualitative Inquiry, 

12(2), 219–245. https://doi.org/10.1177/1077800405284363 

Freeman, R. E. (1984). Strategic management: A stakeholder approach. Boston: Pitman. 

Freeman, R. E., & Reed, D. L. (1983). Stockholders and Stakeholders: A New Perspective on 

Corporate Governance. California Management Review, 25(3), 88–106. 

https://doi.org/10.2307/41165018 

Friedman, A. L., & Miles, S. (2006). Stakeholders: Theory and Practice. OUP Oxford. 

Genau, L. (2019, March 15). Semistrukturiertes Interview für die Abschlussarbeit führen. Scribbr. 

https://www.scribbr.de/methodik/semistrukturiertes-interview/ 

Gläser, J., & Laudel, G. (2010). Experteninterviews und Qualitative Inhaltsanalyse. VS Verlag. 

Goldenstein, J., Hunoldt, M., & Walgenbach, P. (2018). Empirisch-qualitative Forschung. In J. 

Goldenstein, M. Hunoldt, & P. Walgenbach (Eds.), Wissenschaftliche(s) Arbeiten in den 

Wirtschaftswissenschaften: Themenfindung – Recherche – Konzeption – Methodik – 

Argumentation (pp. 91–105). Springer Fachmedien Wiesbaden. https://doi.org/10.1007/978-

3-658-20345-0_6 



 47 

Hage, S. (2019, April 15). Martin Winterkorn: VW und die Legende von den Einzeltätern. Der 

Spiegel. https://www.spiegel.de/wirtschaft/unternehmen/martin-winterkorn-vw-und-die-

legende-von-den-einzeltaetern-a-1262995.html 

Jaques, T. (2007). Issue management and crisis management: An integrated, non-linear, relational 

construct. Public Relations Review, 33(2), 147–157. 

https://doi.org/10.1016/j.pubrev.2007.02.001 

Jung, J. C., & Sharon, E. (2019). The Volkswagen emissions scandal and its aftermath. Global 

Business and Organizational Excellence, 38(4), 6–15. https://doi.org/10.1002/joe.21930 

Kaiser, R. (2021). Qualitative Experteninterviews: Konzeptionelle Grundlagen und praktische 

Durchführung. Springer Fachmedien Wiesbaden. https://doi.org/10.1007/978-3-658-30255-9 

Lewis, L. K., Hamel, S. A., & Richardson, B. K. (2001). Communicating Change to Nonprofit 

Stakeholders: Models and Predictors of Implementers’ Approaches. Management 

Communication Quarterly, 15(1), 5–41. https://doi.org/10.1177/0893318901151001 

Bryan Marshall, A. P., Peter Cardon, & Fontenot, R. (2013). Does Sample Size Matter in 

Qualitative Research?: A Review of Qualitative Interviews in is Research. Journal of 

Computer Information Systems, 54(1), 11–22. 

https://doi.org/10.1080/08874417.2013.11645667 

Martin, F., & Driftschröer, A. (2024, February 7). Dieselskandal: Ex-Volkswagen-Chef Matthias 

Müller im Zeugenstand – welche Topmanager schon belangt wurden und welche nicht. 

https://www.manager-magazin.de/unternehmen/autoindustrie/diesel-skandal-welche-

topmanager-schon-belangt-wurden-und-welche-nicht-a-7d9ea0b5-0d73-432c-9fdd-

4209c895d285 

Mayring, P. (2010). Qualitative Inhaltsanalyse (11th ed.). Beltz Verlagsgruppe. https://content-

select.com/de/portal/media/view/519cc17d-6158-4e6c-9944-253d5dbbeaba 

Mitroff, I. I. (1994). Crisis Management and Environmentalism: A Natural Fit. California 

Management Review, 36(2), 101–113. https://doi.org/10.2307/41165747 



 48 

Ndlela, M. N. (2019). Crisis Communication: A Stakeholder Approach. Springer International 

Publishing. https://doi.org/10.1007/978-3-319-97256-5 

NDR. (2020, November 20). Die VW-Abgas-Affäre: Eine Chronologie. 

https://www.ndr.de/nachrichten/niedersachsen/braunschweig_harz_goettingen/Die-VW-

Abgas-Affaere-eine-Chronologie,volkswagen892.html 

new-facts. (2015, December 11). Volkswagen kommt bei Aufklärung, technischen Lösungen und 

der Neuausrichtung des Konzerns gut voran. new-facts.eu - das Blaulicht-Magazin für Süd-

Schwaben, Memmingen und das Allgäu. https://www.new-facts.eu/sortierung-top/themen-

top/2015/12/11/volkswagen-kommt-bei-aufklaerung-technischen-loesungen-und-der-

neuausrichtung-des-konzerns-gut-voran/131350/ 

Parmar, B. L., Freeman, R. E., Harrison, J. S., Wicks, A. C., Purnell, L., & de Colle, S. (2010). 

Stakeholder Theory: The State of the Art. The Academy of Management Annals, 4(1), 403–

445. https://doi.org/10.1080/19416520.2010.495581 

Pearson, C. M., & Clair, J. A. (1998). Reframing Crisis Management. Academy of Management 

Review, 23(1), 59–76. https://doi.org/10.5465/amr.1998.192960 

Pearson, C. M., & Mitroff, I. I. (1993). From crisis prone to crisis prepared: A framework for crisis 

management. Academy of Management Perspectives, 7(1), 48–59. 

https://doi.org/10.5465/ame.1993.9409142058 

Peitsmeier, H. (2023, May 16). Rupert Stadler legt Geständnis ab: Den Betrug gebilligt. FAZ.NET. 

https://www.faz.net/aktuell/wirtschaft/rupert-stadler-legt-gestaendnis-ab-den-betrug-gebilligt-

18898250.html 

Pfeiffer, F. (2019, January 30). Fallstudie als Methode für deine Abschlussarbeit. Scribbr. 

https://www.scribbr.de/methodik/fallstudie/ 

Ray, S. J. (1999). Strategic communication in crisis management: Lessons from the airline 

industry. Quorum Books Westport, Conn.; WorldCat. 



 49 

Seiwert, S. H., Katja Joho, Martin. (n.d.). Abgas-Skandal: Experte befürchtet dreistellige 

Milliardenstrafe für VW. Retrieved February 25, 2024, from 

https://www.wiwo.de/unternehmen/auto/die-wichtigsten-antworten-zum-vw-skandal-experte-

befuerchtet-dreistellige-milliardenstrafe/12347274.html 

Statista. (n.d.). Revenue of Volkswagen AG 2022. Statista. Retrieved February 21, 2024, from 

https://www.statista.com/statistics/264349/sales-revenue-of-volkswagen-ag-since-2006/ 

Stephens, K., Malone, P., & Bailey, C. (2014). Communicating with stakeholders During a Crisis. 

https://doi.org/10.1177/0021943605279057 

Sturges, D. L. (1994). Communicating through Crisis: A Strategy for Organizational Survival. 

Management Communication Quarterly, 7(3), 297–316. 

https://doi.org/10.1177/0893318994007003004 

Süddeutsche Zeitung. (2015, September 22). Das Video-Statement von Martin Winterkorn im 

Wortlaut. Süddeutsche.de. https://www.sueddeutsche.de/wirtschaft/auto-das-video-statement-

von-martin-winterkorn-im-wortlaut-dpa.urn-newsml-dpa-com-20090101-150922-99-09615 

Tagesschau. (2016, June 28). “Dieselgate” kostet VW in den USA 14,7 Milliarden Dollar. 

tagesschau.de. https://www.tagesschau.de/wirtschaft/vw-einigung-107.html 

Tagesschau. (2023, June 27). Diesel-Skandal: Ex-Audi-Chef Stadler zu Bewährungsstrafe 

verurteilt. tagesschau.de. https://www.tagesschau.de/wirtschaft/unternehmen/stadler-

bewaehrungsstrafe-dieselskandal-100.html 

Tagesschau. (2024, February 14). VW-Dieselaffäre: Winterkorn weist Kenntnis von Manipulation 

von sich. tagesschau.de. https://www.tagesschau.de/wirtschaft/unternehmen/vw-winterkorn-

gericht-dieselaffaere-100.html 

Ulmer, R. R. (2001). Effective Crisis Management through Established Stakeholder Relationships: 

Malden Mills as a Case Study. Management Communication Quarterly, 14(4), 590–615. 

https://doi.org/10.1177/0893318901144003 



 50 

US EPA, O. (2019, April 29). Notices of Violation [Other Policies and Guidance]. 

https://www.epa.gov/enforcement/notices-violation 

Van Der Meer, T. G. L. A., Verhoeven, P., W.J. Beentjes, H., & Vliegenthart, R. (2017). 

Communication in times of crisis: The stakeholder relationship under pressure. Public 

Relations Review, 43(2), 426–440. https://doi.org/10.1016/j.pubrev.2017.02.005 

Volkswagen Group. (n.d.). Infos rund um die Diesel-Thematik: Ist Ihr VW betroffen? Retrieved 

December 9, 2023, from https://www.volkswagen.de/de/besitzer-und-service/ueber-ihr-

auto/kundeninformationen/informationen-zur-diesel-thematik.html 

Volkswagen Group. (2015a). Volkswagen Konzern—AR 2015—The Emissions Issue. 

https://annualreport2015.volkswagenag.com/group-management-report/the-emissions-

issue.html 

Volkswagen Group. (2015b). Volkswagen Konzern—AR 2015—Letter to our Shareholders. 

Retrieved March 17, 2024, from https://annualreport2015.volkswagenag.com/strategy/letter-

to-our-shareholders.html 

Volkswagen Group. (2015c). Volkswagen Konzern—GB 2015—Die Abgasthematik. 

https://geschaeftsbericht2015.volkswagenag.com/konzernlagebericht/die-abgasthematik.html 

Volkswagen Group. (2023, August 28). Unternehmen. Volkswagen Group. 

https://www.volkswagen-group.com/de/unternehmen-15765 

Zhang, M., Atwal, G., & Kaiser, M. (2021). Corporate social irresponsibility and stakeholder 

ecosystems: The case of Volkswagen Dieselgate scandal. Strategic Change, 30(1), 79–85. 

https://doi.org/10.1002/jsc.2391 

 
 
 
 
 
 
 
 
 



 51 

Annexes 
 
Expert interviews with Stakeholders of the VW Dieselgate Scandal    

  
Questions:   

  

General   

   

- What do you think of when you think of the VW Group?   

   

- How did you feel about Volkswagen's communication with its stakeholders before the 

scandal?   

   

- Were you satisfied with your car and Volkswagen's customer service?   

   

- Was it your first VW car or have you been a customer for many years?   

   

- How did you first become aware of the diesel scandal?   

   

- What do you remember, what was your first reaction?   

   

   

Assessment of those affected/consequences of VW's response decisions   

   

- On September 3, 2015, VW admitted fraud to the US Environmental Protection Agency, on 

September 18, 2015, EPA publicly accused the VW Group of manipulating emissions tests, 

and it was not until September 20, 2015, that then CEO Martin Winterkorn admitted this on 

behalf of the Group. There were 16 days between the discovery of the increased exhaust 

emission values by the USA and the official statement from VW.   

  

A) On a scale of 1 to 10 (1 too short, 5 just right, 10 too long), do you think this time was too 

long or too short?   

   

B) To what extent has this time gap changed your image of VW?   
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- How did you react to the statement?    

   

- How would you rate the support you received in response to enquiries/concerns about the 

scandal?    

   

- How was the communication from Volkswagen?   

   

- Did you have a specific contact person you could always turn to?   

      

- If so, what was their experience, did you communicate with them regularly?   

   

- Do you feel adequately compensated?    

   

- Is your case closed?    

   

- What did you expect from VW?   

   

- Do you wish VW had acted differently?   

   

- In your opinion, how did VW handle the diesel crisis?   

   

Future outlook 

   

- What do you think about Volkswagen today, has your opinion of Volkswagen changed since 

the scandal?   

   

- Would you or have you bought a Volkswagen car again after the scandal? Have you bought 

a diesel car from VW again?    

 

Final question    

   

Do you have any further input or thoughts you would like to share on the subject? 

   


