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Abstract 
 
Diesel scandal news (Dieselgate) in which Volkswagen fitted defeat devices on cars equipped 
with the EA 189-engine have appeared in media since September 2015. Sales of affected cars 
worldwide has led to globally seen consequences. Resulting in prosecutions and bad publicity, 
highlighting how Volkswagen have deceived their customers. In this thesis I have investigated 
what effects this scandal has had on Swedish customer’s perception of Volkswagen as a 
brand. My research method has consisted of different parts. I have received answers from 
structural questions to journalists, comments from owners and potential buyers online, 
interviewed customers and also had a dialogue with Volkswagen. I have found that most 
customer lack trust for Volkswagen as a brand, but their perception of Volkswagens products 
are generally good. They have throughout the ongoing scandal focused on delivering quality 
products. This having been the success formula that helped Volkswagen put a shade on 
“Dieselgate” and focus on the future. “Dieselgate” shows us that trust is not necessarily 
required to be able to increase sales.  	
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1. Introduction 
This first chapter will introduce the background and a short description of the phenomena that 
are the foundation for this study. Problem discussion that leads up to the description of 
purpose and the research questions that are connected will follow. Lastly the demarcation and 
disposition are going to be described.  
 

1.1 Background 
 
In September 2015 information about Volkswagen were cheating (and had been cheating for 
six years) on nitrogen oxide (NOx) emission from a wide range of their diesel cars were 
published. This resulted in a scandal which has over time gradually been growing larger and 
colloquially got the name “Dieselgate”. (Smith & Parloff, 2016) The common factor is that all 
of the affected cars were equipped with the “EA 189-engine” and produced from 2009 to 
2015 (Volkswagen Group Sverige AB, 2015a).  
 
The cars affected were primarily intended to be sold on the American market where 
Volkswagen hoped the new efficient technology and a reasonable price would induce 
customers to choose one of their cars instead of competitors with competing techniques in 
order to increase sales and market shares. Volkswagen were meticulous in promoting their 
products as “Clean Diesels” stating that this were products for environmental conscious 
individuals (Smith & Parloff, 2016). 
 
To comply with strict federal laws on emissions in combination with high demands from the 
management at Volkswagen, engineers took the “easy way out” and installed a software 
called “defeat device” (Skeete, 2017). This was a form of EMS (electronic management 
system) installed on the cars ECU (electronical control unit). The ECU collects data from 
different sensors connected to a variety of components in the engine, which are then 
processed by the EMS. The ECU could be described as a computer which acts as the cars 
brain on which the EMS is installed in order to optimize the engine’s efficiency as well as 
performance (Fiengo, Di Gaeta, Palladino & Giglio, 2013). 
 
This “defeat device” knew when the car was being tested and under those circumstances NOx 
emissions were being manipulated by cutting down on power and consumption of diesel was 
increased, just like the operating temperature for the NOx trap which optimize filtration. 
Under these conditions the engine was able to comply with the U.S. regulations (Skeete, 
2017).  
 
The consequences of the cheating have not only been seen in U.S.A. Since information has 
emerged that Volkswagen had been manipulating NOx emissions on a global scale, countries 
and corporations has been taking legal action against the car manufacture. As an example, 
Luxemburg has filed a lawsuit against Volkswagen (Liebermann, 2017) and South Korea has 
issued an arrest warrant for a Volkswagen executive who they said had connections to the 
cheating (Jin, 2016). In Germany several major customers have filed lawsuits against 
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Volkswagen. The first major company to file a lawsuit was “Deutsche See”. They are the	
country’s largest fish and sea food distributor with about 500 vehicles leased from 
Volkswagen. They are suing Volkswagen for 11,900,000 euro in damages after claiming they 
have been “deceived and betrayed”. The list of lawsuits against the cooperation keeps getting 
longer. Just in the U.S. the company has spent over 20 billion euro on lawsuits so far. 
(Huggler & Tovey 2017) At the time of writing this thesis, the verdict had not yet been 
established. Despite Volkswagen is the world’s largest car manufacture with a 3,8 % increase 
of sales in 2016 (Tovey, 2017). 
 

Figure 1. Research area/Demarcation which shows the area of interest that I will investigate.  
 
In this study I will focus on how this has affected the Swedish market from the consumers’ 
perspective. Therefore, the demarcation will be Sweden and Swedish customers and their 
relationship with Volkswagen. Though the scandal has been growing over time and it has 
been discovered that more brands within the Volkswagen group are being affected, I will only 
focus on cars specifically from Volkswagen as a brand. Further I will look at “Dieselgate” 
from the perspective of customers in Sweden, while other countries will be left out.    
 

1.2 Problem discussion 
 
The most important part of the discussion on “Dieselgate” is about the effect NOx emissions 
have on humans’ health and the environment. The primary effects can be seen in over 
fertilization of forestry, water and land. Nitrogen oxide also has a negative impact on the 
respiratory system as well as well as visually impairing a person’s eyesight. Individuals with 
asthma tend to be those who are most affected (Naturvårdsverket 2017). Volkswagen has 
been deliberately cheating in emission testing through manipulation of software, leading to 
NOx emission being up to 40 times higher in reality than during testing.  This has led to huge 
quantities of NOx emissions being undeclared leading to lethal consequences. As an example 
seven years of cheating has led to around 3500 tons of undeclared NOx emissions, just in 
California. Further reports indicate that about 12 individuals has died prematurely (Wang, 
Jerret, Sinsheimer, Zhu, 2016). In a broader perspective upon investigating the entire U.S. the 
undeclared NOx emissions rises to about 45093 tons and prematurely deaths are counted to be 
from 40 to 52 (Holland, Mansur, Muller & Yates, 2016).  
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Even though a software update has been offered and installed on affected cars to lower NOx 
emissions to promised levels, the environmental damage has already been done (Volkswagen 
Group Sverige AB, 2015b). 
 
“Greenwashing”, which could be described as “deceptive communication” where companies 
try to portrait their dirty operations as clean (Siano, Vollero, Conte & Amabile, 2017) through 
manipulation of different forms and emissions. This is not a unique phenomenon that only 
Volkswagen has carried out (see number 6 in appendix). In many occasions different car 
manufactures has been cheating at the expense of the environment. Hakim and Tabuchi 
(2015) writes about how Ford in 1972 through constant maintenance of their test cars could 
manipulate the emission figures to their advantage and deceive the customers into thinking 
that their cars were more efficient than they really were. They also write about how General 
Motors in 1995 got fined 45,000,000$ and had to recall close to 500,000 Cadillac’s since the 
cars had been equipped with a chip which made the cars system for emission control turn off 
when the air condition was turned on.  
 
Lane (2016) mentions in his article “Volkswagen and the High-tech Greenwash” a class 
action lawsuit against Ford from Los Angeles that was filed in June 2015. Ford were accused 
of a similar case of “Greenwashing” after customers had experienced irregularities in fuel 
consumption for the “Ford Fusion Hybrid”, (in Europe the model is called Mondeo Hybrid). 
Ford had installed a software which was supposed to lower the fuel consumption and increase 
engine power. The vehicle’s trip computer also displayed that these two parameters had been 
improved after the software update. Unfortunately for the customers, Ford had betrayed them. 
Nothing had been changed by the update and the figures of consumption and performance 
were the same as before.  
 
Tests performed by the Swedish car magazine “Auto Motor & Sport” also reveals that there 
are many more diesel fueled models from various producers which emits well above declared 
numbers (See number 6 in appendix) (Gulde, 2017).   
 
Articles like “Volvos dieselplaner är ett tecken i tiden” where the question” how soon will 
diesels be phased out in passenger cars?” is asked, shows that it’s not only Volkswagen who 
has a problematic relationship with their diesels (Olander, 2017).  
 
All these events indicate that “Dieselgate” is not an isolated incident unique to the company. 
The industry is full of similar events, though the extent of “Dieselgate” makes it different in 
what extent the scandal has reached. 
 
Although not even two years has passed since information about Volkswagens cheating 
started to spread through media like a wildfire and the fact that the legal aftermath is still 
ongoing, see for example “Audi emissions scandal erupts after Germany says it detects new 
cheating” (Cremer, Wacket & Schwartz, 2017) makes it an interesting area.  
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A fair amount of articles about this topic has been written, however, most of these articles are 
published in the daily press about the continuous scandal and does not qualify as scientific 
articles.  
 
Among the scientific articles published worth mentioning is one by Siano, Vollero, Conte and 
Amabile (2016) who writes in their article, “More than words”: Expanding the taxonomy of 
greenwashing after the Volkswagen scandal about a new type of “Greenwashing” which they 
classify as an irresponsible behavior and deception of customers. Further Fracarolli Nunes and 
Lee Park (2016) investigate in “Caught red-handed: the cost of the Volkswagen Dieselgate” 
how the U.S. stock market reacted to the scandal as customers show their dissatisfaction. I 
will investigate researches which touches the area but leave a large gap in theory. What all 
previous researches have in common is that they look at “Dieselgate” from how it has evolved 
in U.S.A. or in some cases Europe, while Sweden as a specific market is left out. 
Additionally, the customer’s perspective has been almost forgotten in researches done on 
“Dieselgate”. This area could therefore be described as an unexplored area in theory which 
could be of interest for businesses within the automotive industry for gaining customers’ trust.  
 
Volkswagen has gradually increased sales during the scandal although this is contradictory to 
what “Commitment-Trust theory” proposes, where trust is a key variable for achieving 
success (Morgan & Hunt, 1994). Also in the way Hawes, Mast and Swan (1989) describes 
trust as the glue which keep the seller and buyer together, meaning that if trust is absent, the 
relationship will be dysfunctional. 
 

1.3 Purpose 
		 
The purpose of this thesis is to create a deeper understanding on how Swedish customers’ 
picture of Volkswagen has changed after “Dieselgate”. I want to approach the phenomena 
from two perspectives, with a clear delimitation of potential buyers and owners. First those 
who were interested in buying a diesel fueled Volkswagen before the scandal. Now after the 
occurrence, how has their attitude and perception towards Volkswagen changed? Do they 
trust Volkswagen? These are the “outsiders” because their relationship with Volkswagen are 
not built upon an agreement.  
 
Second I want to look at those who owned a diesel fueled Volkswagen before the scandal. 
Has their perception and attitude towards Volkswagen changed, and if yes, then how? Paying 
close attention to how the role switching cost has in the situation is required. Is this a crucial 
factor for owners who kept their cars rather than the aspect of trust? These are the “insiders” 
which by buying a Volkswagen has entered an agreement with Volkswagen. An agreement 
which was broken by Volkswagen when it was revealed that they had sold a product, that did 
not correspond to what they had claimed it would be.  
 
This is what I want to look closer at since trust could be regarded as a fundamental variable 
for success, which when set aside contribute to failure (Morgan & Hunt, 1994). 
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1.4 Research questions 
	
In order to resolute this problem and create a deeper insight about what role trust has 
composed, I have come up with these two research questions:  
  

RQ 1: How have potential customer’s trust towards Volkswagen changed after the 
occurrence of “Dieselgate”?   

 
RQ 2: Those who owned a diesel fueled Volkswagen before the occurrence of 
“Dieselgate”, how has their trust to Volkswagen changed?  
 

1.5 Demarcation 
	
To achieve a clear focus and transparency throughout the thesis, I have chosen to base my 
research on customers within the Swedish market. An area where there has been a limited 
amount of research made. The affected engine and software can be found in other brands’ 
models within the VW group like Audi and Skoda. However, since looking at all these brands 
would be beyond the scope of this thesis I have chosen to limit this research to look at 
customer’s perception of Volkswagen.  
 

1.6 Disposition 
	
The thesis will commence with an introduction (this chapter), followed by a literature review 
where a clear structural reference is being presented. This will be followed by method and the 
empiric part where the results of the research is presented. The last part of the thesis will be an 
analysis of the information (answers from research) and a conclusion.  
 

 
Figure 2. Structure of thesis 
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2. Literature review  
	 
In this chapter theory and literature relevant for this thesis will be presented. This will provide 
the right condition for being able to answer the research questions. First from a broader 
perspective where literature that reflects the nature of the first research question, providing a 
conceptual framework for the study. The last part of this chapter will be a theoretical 
framework where I argue for which articles will be implemented.  
 
The articles used will be focusing on keywords like “brand loyalty”, “Dieselgate” and 
“relationship commitment”. By this I want to illustrate the link between the scandal, its origin 
and the effect it has had on consumer’s behavior.  How attitudes have been formed and how 
they affected the buying process. Therefore, this thesis will have a qualitative research 
approach. 
 

2.1 Commitment-Trust theory of relationship marketing 
	
This theory highlights what is needed from the company’s side to establish, develop and 
successfully maintaining relationship exchanges. The theory stresses trust as a key variable in 
achieving success in market environment where avoiding increasing global competition is not 
possible (Morgan & Hunt, 1994). The automotive industry fits this description well since 
leading car manufactures, among which Volkswagen is one, comes from different parts of the 
world. Looking at the top three largest manufacturers, German Volkswagen as the largest is 
followed by Toyota from Japan and third General Motors from U.S.A. (Tovey, 2017) 
 
In order to be effective competitors on the global market, Morgan and Hunt (1994, p.20) 
means that companies needs to be trusted and the “cooperative aspect of economic behavior 
has been relatively neglected”. Through the “Commitment-Trust theory” there are different 
forms of evaluating how successful relationship exchanges are being maintained. In this study 
I will analyze “Relationship marketing”, “Relationship commitment” and “Trust”. In Morgan 
and Hunts (1994) conclusion of article “The Commitment-Trust Theory of Relationship 
Marketing” they write that one of the key factor to success is “maintaining high standards of 
corporate values and allying oneself with exchange partners having similar values”. They 
stress the importance of trust which they mean is a part of the foundation for a successful 
corporation. 
 

2.1.1 Trust 
 
Trust is the binding force which lay as a foundation for the most productive relations between 
buyers and sellers, which is in this case Volkswagen and their Swedish customers (Hawes, 
Mast & Swan, 1989). Regarding trust, Morgan and Hunt (1994, p.23) means that there is a 
connection between genuine confidence and reliance in the other party, stating “If one is 
confident, then one would be willing; if one is not willing, then one is not genuinely 



7	
	

confident”. A connection between the customers’ willingness to buy one of Volkswagens 
product in relationship to their trust for the company. Another approach to explain the 
meaning of the word is formulated by Moorman, Deshpandé and Zaltman (1993, p.82),  
 
“Trust is defined as a willingness to rely on an exchange partner in whom one has 
confidence.”  
 
The concept of trust is based on devotion and shared expectations from both parties. If trust is 
lost, strategic relationships can disunite and the customer move on to find a new seller. 
Confidence from both parties is a key factor in achieving strong relations. This confidence 
may grow stronger in long-term relationships where uncertainty is reduced as well as the 
probability of opportunistic behavior from the seller (Hausman, 2001). Gambetta (2000) 
stresses the importance of trust in situations where one is investing in advance and are not 
immediately being able to see what the outcome of the act is going to be. The investing party 
knows that there is a possibility he or she can be disappointed in the outcome, but a strong 
trust in the other party weigh up the risk.  
 
To gain customers trust in buyer-seller relationships, Swan, Trawick and Silva (1985, p.211) 
mention five points that are essential for a salesperson to be,  
 

1. “Dependable” 
2. “Honest” 
3. “Competent”  
4. “Having customer orientation; and” 
5.  “Being likeable”  

  
There are also two other points which Swan, Trawick and Roberts (1988, p.8) when 
discussing trust in form of behavioral attributes adds. These are “responsibility” and 
“reliability”. Just like in any other type of relationship, trust is the key factor and foundation 
all other factors rely on. Just like trust is a crucial part of any relationship, conflicts are also a 
common element. When these disagreements are dealt with in a constructive way, the bond 
between the two parties can grow stronger and productivity can increase (Anderson & Narus, 
1990). This may also lead to a positive outcome where both parties feel satisfied with the 
solution, making it a “functional conflict”.   
	

2.1.2 Relationship marketing 
	
In order to achieve effective relationship marketing and thereby a functional relationship 
between the two parties. There must be reciprocity operations consistently functioning across 
markets in order to function properly (Hoppner, Griffith & White, 2015).  
 
These two parties together form a relationship in which they depend on each other. One is the 
customer and the other one is the company. Between these two parties a buyer-seller 
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relationship can be formed. This is the foundation for trading, just like it is for relationship 
marketing. A functional relationship between the two parties is a fundamental requirement for 
the survival of companies (Doyle & Roth, 1992). Relationship marketing therefore shows 
how the buying of a product followed by ownership is a mutual process where both parties 
must be sharing a common sense of trust in order to build strong relations. 
 
Doyle and Roth (1992, p.59) mean that “the goal of relationship selling is to earn the position 
of preferred supplier by developing trust in key accounts over a period of time”. Through 
fulfilling this ambition, the company will secure their survival and strengthen their position on 
the market. Morgan & Hunt (1994) illustrate with their model “Key mediating variable 
model”, how exchanges of variables within the relationship are being made. Here factors 
which contributes to success are illustrated by “+” and factors which contributes to failure is 
illustrated by “- “.  The two core factors which are the “mediating variables” that connects all 
other ten variables are “Relationship Commitment” and “Trust”. These two are essential in 
understanding how strong relationships can be formed. 
 
 
 

Figure 3. “Key mediating variable model” from Morgan & Hunt (1994) 
 
 

2.1.3 Relationship commitment 
	
In order to understand how bonds of trust can be formed among customers and Volkswagen 
can be formed, which keep boosting sales, the “Relationship commitment” is a good starting 
point where the willingness to invest in physical, financial as well as relationship-based 
resources is evaluated (Morgan & Hunt, 1994). 
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Looking at the “Key mediating variable model”, trust is in direct contact with relationship 
commitment. As the other key factor which affects the outcome, Spekman (1988) describes 
relationship commitment as “the cornerstone of the strategic partnership”. A strong trust from 
customers will help create a positive relationship commitment. Creators of the model, Morgan 
& Hunt (1994) describes relationship commitment as warrant for maximum effort put in to 
maintain good relationships. This commitment shows that the two exchange parties believes 
in each other’s capacities to reach expectations and endure a stable cooperation. They also 
suggest that relationship commitment is by definition not far from brand loyalty as they both 
arises from a trustworthy seller with a mutual commitment to maximize benefit for both 
parties in an ethical way. It fits the description of a seller that shares values with the customer 
(like sustainable production, refraining from animal testing or donation of profit to charities). 
At the same time the seller should be able to provide superior benefits in the ambition to 
satisfy the customer (Assael, 1969).  
 
If the seller fails to achieve these tasks, buyers may find a propensity to leave. However, if the 
seller is successful and has gained trust from the customer and thereby created an emotional 
bond, this may lead to acquiescence and cooperation between the two parties.  
 
Apart from just creating customer satisfaction it is just as important to generate 
recommendation of the firm through the established relationships (Chenet, Dagger & 
O’Sullivan, 2010). The company can in this way find new potential customers and gradually 
grow. In today’s society where digitalization is getting more evident, a positive tone about the 
company in social media plays a key role to create a strong brand image and generate new 
business possibilities	(Doyle & Lee, 2016). A recent example of where a corporation has 
failed in this mission is when	United Airlines had security staff on April 9th who by force 
removed a passenger from an overbooked aircraft. The incident was recorded on cell phones 
by other passengers on the airplane and spread quickly via social media. In matter of hours the 
event had turned into PR disaster for United Airlines (Yan, Zdanowicz & Grinberg, 2017). 

2.2 Multi criteria decision making  
	
In any purchase, the customer will most likely face a number of different options. It could be 
different pairs of jeans, a variety of different flowers or pillows with different firmness. It is 
here “Multi criteria decision making” comes in handy to guide how decisions can be 
evaluated and finally made. This study is about consequences of “Dieselgate” and therefore I 
will look closer on the buying process of diesel fueled Volkswagen cars. Which are the 
criteria’s that customer’s puts	significantly higher value on, making them choose one of 
Volkswagens cars rather than one from a competitor? Through the decision matrix these 
criterias can be identified and help the company in overall evaluations when making decisions 
(Xia, Zhanga & Badr, 2016). For example, if customers who are in the market of buying a 
small sedan put greater value on interior space than emission, manufactures are likely to put 
more effort into making the car feel roomy rather than to lower the emission.   
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I focus specifically on customers trust perspective in relation to “Dieselgate”. Therefore 
“Multi criteria decision making” can be seen as far-fetched. However, to get a better 
understanding on how Volkswagen with a strained relationship to their customers could 
increase in sales and also earlier this year were able to recapture the position as the world’s 
top selling car brand, this theory could help bring up answers. With just trust as an 
explanatory variable this thesis would probably reach a dead-end. 
 

2.3 Analytic Hierarchy Process 
	
Analytical Hierarchy Process, abbreviated “AHP”, is a decision aiding tool in “Multi criteria 
decision making” which can be used as a “problem solving framework” and base in 
explaining why customers make specific choices when facing a number of different 
alternatives (Saaty, 1983). This tool will further evaluate what has been highlighted in form of 
different choices from “Multi criteria decision making” and put it in a context. 
 
The tool may help explain why choices that at first glance seems irrational are being made by 
breaking down a problem into smaller parts. A contributing factor to why this phenomenon 
has arisen according to Saaty (1983, p.140) is that, 
 

“Mankind is being forced to cope with more than it can handle. 
We need to make tradeoffs that best serve the common interest.”    
 

Based upon values and priorities, the parts can then be ranked, building a “hierarchy” (Saaty, 
1983). As an example of problem could be why a manufacturer who is lacking trust from 
customers can still manage to increase in sales. Something that may seem contradictory when 
looking at the “Key mediating variable model” where trust is the key factor all other variables 
rely on. As Saaty (1983) marks out, “What we experience and how we feel. It is subjective.” 
AHP structure is based on mathematics, although since every customer’s preferences’ may 
differ, it should be used cautiously and conclusions should not be drawn too fast. This model 
gives the researcher a good perception of what the buyer values most. A factor which may be 
valued higher than trust by the customer. 
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 Low emissions Roomy feeling High quality Range Design Power 

Low 
emissions 

1 1/2 2 1/2 1/4 2 

Roomy 
feeling 

2 1 4 2 2 1/2 

High 
quality 

1/2 1/4 1 1/2 1/2 1/4 

Range 2 1/2 2 1 1/2 1/4 

Design 4 1/2 2 2 1 4 

Power 1/2 2 4 4 1/4 1 
Column 
sum 

10 4.75 15 12 4 8 

Table 1. Example of decision matrix (prioritizing the 6 criteria). Adapted from Saaty (1983) 
 
In “Table 1” we can see how this can be illustrated at the basic stage through the decision 
matrix. When one element is compared to itself, the values are of equal importance (the two 
features contributes equally to the objective) and therefore gets illustrated by “1”. “2” can be 
seen as slightly more important than “1”. “3” is strong or even close to essential. At last “4” is 
very important and something the customer will not likely trade off. (Saaty, 1983)  
 
A few of the things we can see in the matrix is that low emissions are half as important as a 
roomy feeling and high quality is only a quarter as important as a roomy feeling.  
 
The lower the “Column sum” is, the higher the customer values the factor. In this example 
“Design” captures the first place. “Roomy feeling” comes in at the second place, and “Power” 
qualifies as third.   
 

 Low 
emissions 

Roomy 
feeling 

High quality Range Design Power Average 

Low 
emissions 

0.100 0.080 0.133 0.042 0.083 0.25 0.1147 

Roomy 
feeling 

0.200 0.160 0.267 0.185 0.500 0.0625 0.2291 

High 
quality 

0.050 0.040 0.067 0.030 0.167 0.03125 0.0642 

Range 0.200 0.080 0.133 0.092 0.167 0.03125 0.1172 

Design 0.400 0.105 0.133 0.277 0.346 0.5 0.2935 

Power 0.050 0.320 0.267 0.369 0.115 0.125 0.2076 

Table 2. Weights of the factors. Adapted from Saaty (1983) 
 
To then calculate the weight customers put on these factors, each individual number should be 
divided by the column sum. Next step is to put them a new matrix, which I have done in 
“Table 2”. 
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Looking at the average row, we can see what weight customers put on each criterion. The 
distribution of the top three were, “Design” 29,35 %, secondly “Roomy feeling” with 22,91 % 
and third “Power” with 20,76 %. In other words, a good looking, performance estate wagon 
would probably be popular in this market.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4. Decomposition of alternatives into the decision hierarchy. Adapted from Saaty (1983) 
	
In “Figure 4” I have taken all categories and put them in a context. The main focus is still to 
achieve maximum satisfaction for the customer through finding the best combination of 
different factors and determine which the best option is. In “Figure 5” there are only three cars 
which are possible options for the customer. Apart from Volkswagen, the two others could for 
example be represented by Volvo and BMW. In reality there are of course more options, but 
to keep it short and simple I have chosen to illustrate just three examples. 

	Figure 5. Evaluating car features. Adapted from Saaty (1983)	
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The decision candidates can then be evaluated in the same way as the factors in “Table 1” and 
“Table 2” got evaluated. In “Figure 5” I have chosen to evaluate “Design”, since customer 
placed most weight on this factor, for three different estate wagons. BMW 520D is in this 
example a clear winner with the majority weight (57,14 %).  
 
To get a more reality-like picture of which car customers will buy, more factors should be 
evaluated in the same way. For example, if price would be added as a variable in “Figure 5”, 
the outcome would probably change. Important to note is that all factors values should be 
added together and then divided by n (in this case 3).  
 
In reconnection with “Figure 4” we can through evaluation of the factors find the way, from 
satisfaction through the factors and reach a decision of which car is the winner.  
 

2.3.1 Analytic hierarchy process in group decision making 
	
In cases like “Dieselgate” where there are a large number of people affected by one party, in 
this case Volkswagen, it is important to see AHP from a wider perspective that is how groups 
interact with its members. In these groups there are often those who Saaty (1989) call 
“Powerful members”. These are members that has a certain influence over the rest of the 
group. They are usually considered as “experts” and can be very troublesome for the seller if 
they disagree with their actions (Saaty, 1989). In this case the seller is Volkswagen and the 
“Powerful members” and “experts” could be the car journalists who are standing on the 
consumers’ side, trying to unveil what Volkswagen want to hide.  
 
In attempt to deal with the “Powerful differential” problem where some members have more 
power than others, the company may assemble a few people from the group that will become 
representatives for the rest of all members. They will be formed as a decision making “sub-
group” that can assist in finding a solution for the problem or problems (which in this case is 
Dieselgate). Saaty (1989, p.60) mentions four questions that can help the “sub-group” clarify 
the purpose of the session. These are: 
 

1. “Is the purpose of the session simply to improve the group’s understanding of the 
important problem?”  

2. “Or is the purpose to reach a final solution to the problem?” 
3.  “Are the participants committed to generating and implementing a final solution?” 
4. “What is the best way to combine the judgments of the participants on various issues 

in order to produce a single group judgment?”  
 
It is of great importance that the “sub-group” agrees on decisions and internal fragmentation 
is avoided. To prevent this from happening, a clear structure within the group where everyone 
has a position, like a leader, secretary, researcher, etc. should be established. Through a 
“functional” discussion where everyone expresses their own view and input on how to form a 
hierarchy, the roles can be established (Saaty, 1989).   
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Like in a democratic system decision should be made by voting, where the suggestion to 
resolution should be the one that most members wants. This is an equal power for all 
members. The ability to influence on voting though is unequal, when “powerful” members 
within the group will have more influence over others vote.  
 

2.4 Switching cost and brand attachment 
 
Apart from the trust-commitment part where we try to define what is the foundation of the 
relationship between the two parties, through models like “Key mediating variable model” 
and also the “multi criteria decision making” where the buying process is investigated. The 
matter of switching cost in relationship to brand attachment is also an important field that 
needs to be discussed in this thesis.  
 
The second research question is about existing owners of affected cars and their willingness to 
switch to another diesel fueled car from Volkswagen, in which transaction switching cost 
would appear as a result. This switching cost needs to be considered when evaluating owner’s 
actions and comments. Does it prevent owners from switching? In that case owners would be 
reluctantly stuck with Volkswagen. Not because of positive brand attachment, but rather 
because of economic reasons. Because of this, switching cost in relation to brand attachments 
needs to be evaluated when strategic moves are made. (Porter, 1980) 
 
Burnham, Frels & Mahajan (2003, p.112) identifies three types of switching costs. These are: 
 

1. “Procedural switching costs” 
2. “Financial switching costs” 
3. “Relational switching costs” 

 
“Procedural switching costs” refers to the loss of time and effort invested. “Financial 
switching costs” are the capital the consumer will lose and “Relational switching costs” are 
the emotional loss that may occur (e.g. if the customer has a strong bond to a salesperson). 
These three are important to identify in achieving a deeper knowledge of the nature of the 
problem.  
 
A traditional view is that a high level of customer satisfaction has a direct connection to 
customers being loyal to the brand (Cardozo, 1965). However, Zhang (2008) showed with his 
research based on more than 390 companies in 40 different industries that companies which 
have satisfied customers are not always loyal. This result is strengthening by a report done by 
the consulting firm “Accenture” where they reveal industries that are more and less exposed 
to this phenomenon. In the area they categorize as “Opportunistic Switchers”, with high ease 
of switching and low retention of customers, they have positioned “Consumer Goods 
Retailers”. To this category of Volkswagen cars involved in the scandal could be included. 
The report also shows that even though consumers have relatively high passion for consumer 
goods in comparison to other goods (e.g. electricity, wireless services or life insurance), the 
switching rates are high (Accenture, 2016). 
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Research done by Shi, Chen & Ma (2011) mean that both switching costs and brand 
attachment together “plays a moderating role in the relationship of satisfaction and loyalty”. 
Suggesting that the traditional view of correlation between customer satisfaction and customer 
loyalty is outdated. 
 
In this research I will use these theories and try to bring clarity to the question if a company 
like Volkswagen can cheat on customers without permanent harm to the perception as a 
consequence.  
 

2.5 Natural resource based view 
	
In order to explain why the discussion and scandal has reached such an extent where 
Volkswagen has lost huge sums of capital, facing a numerous law suits and putting their 
reputation at risk when media carefully covers different aspects as more information gets 
unraveled. All because of cheating, when as mentioned in the background, cheating is a wide 
spread problem for the automotive industry. In the past when other car manufacturers have 
been cheating on environmental issues, the extent of those consequences has not even been 
close to what extent “Dieselgate” has reached. 
 
The question of global warming and pollution caused by emission is a growing concern. 
Companies are expected to take their responsibility in the process to be environmentally 
sustainable. The fact that arctic temperatures has been increasing dramatically in past decades 
causing the arctic ice to melt which impacts sea levels (Perlwitz, Hoerling & Dole, 2015) and 
other factors which threatens human welfare like hurricanes that has had huge impact on 
sectors like agriculture, energy, health and probably most important, the ecosystem is 
frequently recurring elements in media (Romero & Emanuel, 2017).  
 
Natural resource based view, abbreviated NRBV is a theory applicable when looking at firm’s 
profitability and competitive advantages in relation to sustainability and green technology. In 
using NRBV, there are three different strategies which Hart (1995) mentions, “pollution 
prevention”, “sustainable development” and “product stewardship”. Through “Dieselgate” 
Volkswagen has shown that they are willing to take shortcuts and ignoring these strategies, 
even if it means that the environment may have to suffer from the consequences.  
 
Historian David Heidenblad Larsson points out in his article “Ett ekologiskt genombrott?” the 
awareness considering environmental issues in Sweden which has since the 1970’s been 
gradually growing (Heidenblad Larsson, 2016). This is an awareness about the issues which 
customers see as important and do not accept when it is being neglected. Therefore, the 
scandal may have contributed to lost trust and impaired perception when they got deceived.  
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2.6 Theoretical framework 
	

From all theories mentioned in the literature review I need to further evaluate which theories 
are most relevant for this thesis that will be applied further in the empirics. The main purpose 
of the theoretical framework is to present for the reader the concept of the variables or factors 
and the relation between them (Miles & Huberman, 1994).  
 
Theory References Explanation  
Trust Hawes, Mast & Swan 

(1989),  
Morgan & Hunt (1994), 
Hausman (2001),  
Moorman, Deshpandé & 
Zaltman (1993), 
Gambetta (2000), 
Swan, Trawick and Roberts 
(1988), 
Anderson & Narus (1990) 
 

Customers purchasing 
decisions is affected by 
confidence or lack of 
confidence in the exchange 
partner.  

Relationship commitment Assael (1969), 
Spekman (1988), 
Chenet, Dagger & 
O’Sullivan (2010), 
Morgan & Hunt (1994), 
Doyle & Lee (2016), 
Yan, Zdanowicz & Grinberg 
(2017) 
 

A commitment to stay in a 
relation with an exchange 
partner that arises from a 
trustworthy seller. 

Decision hierarchy Saaty (1983) Consumers go through a 
number of steps that leads to 
the decision of purchasing a 
product. 
 

Key mediating variable 
model 

Morgan & Hunt (1994) Exchanges of variables 
within the relationship 
contributes to success as 
well as failure where trust 
and relationship 
commitment are the key 
mediating variables. 
 

Table 3. Theoretical reference framework 
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“Decision hierarchy” within “Analytic hierarchy process” and “Key mediating variable 
model” which are part of the “Commitment-Trust theory”, as well as “Relationship 
commitment” are three theories that seem to suit further evaluating well, therefore these 
theories will be further proceeded.  
 
The main theme which is supposed to be the focus of this thesis is customers’ trust which 
gives the concept of trust a natural place in this context.  
 
“Decision hierarchy” is a decision aiding tool through which we can get a greater insight into 
which variables customer put greater weight on than trust that has made customers come to 
the decision to buy one of the affected cars. Secondly the “Key mediating variable model” can 
in the same approach guide the way to how the decisioning has been made by placing greater 
or lesser weight on different variables. “Relationship commitment” stresses the importance of 
the bonds Volkswagen has formed over time, keeping their Swedish customers dedicated to 
their business.  
 
This will be substantiated by all material collected. With this said, other mentioned theories 
are also interesting for the thesis, but in order to gradually narrow down the scope a 
demarcation is necessary.  
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3. Method 
	
In this chapter I will argue for the methods I have chosen, which approaches I have been 
using for the problem and the selection of respondents. The background to why these 
respondents been chosen will also be discussed. I will begin this chapter with research 
approach and strategy, after which the selection of respondents will be discussed. Then I will 
discuss how I collected data and how I analyzed it. Lastly the reliability and validity will be 
debated.  
 
In order to illustrate the scientific approach which, I have used in this study, the “Research 
Onion” developed by Saunders Lewis and Thornhill has been used. The model is logically 
structured and easy to comprehend.   
 

 
Figure 6. “The Research Onion” (Source: Adapted from Saunders, Lewis & Thornhills, 2009) It illustrates the 
research approach I have been using in this thesis. The area marked in pink show the different choices I have 
made on how to collect and treat information.  
 

3.1 Research approach 
 
The philosophical approach for this thesis is positivism since focus is put on customers’ own 
experiences and thoughts regarding the event. These are impressions and experiences gained 
through the receiving persons senses. It is also important that theory generates hypothesis that 
could be proven in a scientific way. This is specifically important since the information 
collected from Volkswagen doesn’t seem to match what journalists and customers been 
expressing. (Bryman, 2001) 
 
In this way phenomenology is another expression which needs to be considered. Since all 
comments are expressed by individuals from their own perspectives without consideration for 
theories or criticism. They speak their mind based upon their experiences from Volkswagen 
as a company. This combined with the fact that comments from customers who sit behind a 
screen and writes often tend to express their thoughts in a different way, compared to if it 
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would be face to face with another person. For the respondent this may feel like this is the 
“true” reality in their view, whereas for another individual who has a different background 
may see the phenomena from another viewpoint. It is not about deciding who is right or 
wrong, but rather to understand the meaning of the comment based upon how the person 
regard and interpret the phenomena. (Bryman, 2001)  
 
The German philosopher Edmund Husserl who first coined this term meant that this is the 
hardest part for a researcher. It is therefore important to always keep the point of 
phenomenology in mind when evaluating data.  
 
A quantitative method could be described as explainable and a qualitative method could be 
described as pursuing to create understanding for a phenomenon (Bryman & Bell, 2013).  
 
In this case a qualitative study approach has been applied since I investigated general 
perceptions and want to give the reader a deeper understanding about the phenomena rather 
than quantifiable values (Bryman & Bell, 2013). The selection has been limited to a group of 
motor journalists that has gained good insight to the problem through contact with customers 
as well as doing research in the form of tests on affected cars. Observations of customer’s 
comments in relation to these articles have been made. This makes it a qualitative study since 
focus has been on looking at data that gives the reader a perception of the social reality in 
connection to objectivism.  
 
Regarding a deductive versus an inductive approach, the decision of a deductive view where 
effort is put into reveal facts that displays the connection between previous researches with 
their conclusions, theory and testing of theory (Bryman, 2001). An inductive approach could 
be explained as when a new theory is formed based upon data which has been collected. After 
the researcher has gather data, the person chooses a pattern based upon what has come up. A 
deductive approach on the other hand is almost the opposite, here the researcher starts with 
observing past theories, from where he or she then formulates purpose and research questions 
based upon. (Bryman, 2001) 
 
The ambition is to collect data from the respondents and then compare it with past theories in 
order to identify differences. Based on the analysis, the results will then be adapted and 
interpreted to suit what has been discovered through the data (Bryman, 2001). 
 

3.2 Research strategy 
	
In this study a clear distinction between those who were owners of affected cars and those 
who were interested in buying an affected car before occurrence of “Dieselgate” has been 
done. I look at the situation from a wide perspective where trends are being evaluated, rather 
than specific cases. Since information about Volkswagens cheating started to leak out in 
September 2015 (Volkswagen Sverige AB, 2015b), the time span I have been investigating 
starts there and extend until today (spring 2017). Today is also the given moment for 
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evaluating the relevant data published over the time span, which makes this study cross-
sectional (Bryman & Bell, 2013). The reason for choosing this strategy is partly because of 
limitations in the scope of the study, but mainly because of the limited time “Dieselgate” has 
been a phenomenon. As time pass by and more information becomes accessible, another 
approach may become more suitable, but today the cross-sectional approach suits this 
research well. Another important point is that I consider the research strategy to be able to 
contribute with enough information to draw conclusions about customer’s perception and 
actions. 
 
 

3.3 Data collection 
 
In order to receive all information that’s needed to carry out this study, I have searched for 
information on comment fields for articles and comments on Volkswagens Facebook page 
that are linked to “Dieselgate”. I have also interviewed customers over phone and contacted 
journalists that have written about the topic and through connection with readers gained 
knowledge about their perceptions. Communication with journalists where done only through 
e-mail conversations. The reason for this is that journalist could then decide themselves when 
they had time to answer the questions. The aim was to do it on the journalists’ terms and 
thereby get detailed answers.  
 
Even though I am aware that Volkswagen are likely trying to protect their brand rather that to 
give completely truthful answers, I have chosen to keep this in mind and talk to them in the 
pursuit of describing a result that is as transparent and impartial as possible.  
 
First Volkswagen said that they had sold 104,227 cars to the Swedish market with the EA 
189-engine which had been installed with the cheating device (Volkswagen Sverige AB, 
2015b). This figure gradually grew and one year after the first information about “Dieselgate” 
came out in the media the official number was 228,000 (Volkswagen Sverige AB, 2016). In 
this research, I will only be able to investigate a very small part of these owners, because of 
limitations in the scope of the study. The ones I can collect data from through comments are 
most likely an “over average engaged owner” who do care about their vehicle and are 
demanding in how it drives and performs. These individuals are usually men and regularly 
commenting on articles about the scandal on the internet.  
 
In order to try to come to terms with this problem and get a more nuanced picture of 
customers, I have interviewed six individuals over the phone. These persons where randomly 
chosen from friends to friends and Blocket (Blocket AB, 2017), selected with the condition 
that no one of them could live in the same area to get a good geographical distribution and be 
or have been owner of the same affected model. Also worth noticing is that I had no 
relationship with the individuals chosen. When doing research to find persons to interview, it 
became obvious how difficult it is to find female customers or owners of affected cars. The 
few I could get in contact with were not keen on expressing their thoughts on “Dieselgate”.  



21	
	

 
Most owners, especially those over 70 years old, that just want a reliable car which can take 
them from A to B, is probably going to constitute a minor part of the data collected. This is a 
group that are very important customers for Volkswagen. One of the affected cars (Golf) has 
since many years been their “uncrowned king” and “Dieselgate” has not had any noticeable 
impact on this position. In 2015 the sales figures dropped slightly, but so did the other top 
sellers and new car sales in general. (BilSweden, 2017a)  
 
Both “Teknikens Värld” (3/2017) and “Auto Motor & Sport” (8/2017) has done their own 
researches among readers that are owners of affected cars with questions mainly about 
customer satisfaction. In the survey published in “Auto Motor & Sport” (8/2017) 26 % stated 
that they do not trust Volkswagen and 16 % said that they would never buy a car produced by 
them again. In other cases, it seems like this has been a “functional conflict” since 45 % of the 
respondents said that “Dieselgate” has not changed their picture of Volkswagen. This 
hypothesis is supported by the traditional way in which Volkswagen is reasoning. They mean 
that an increase in sales is directly connected to the fact that customer trust them as a brand. 
As an answer to the question about if they think that their customers trust them, they wrote in 
an e-mail: 

“Both during 2015 and 2016, Volkswagen reached new sales records in 
Sweden. Never before has more Volkswagen cars been sold in our market. Sales 
increased even more than the very strong car market which also led to increase 
market shares. This occurred after the diesel issue was discovered. 

 
So the easy answer to your question is: yes, the customer obviously trusts 
Volkswagen and our products.”     

(See number 1 in appendix) 
 

3.3.1 Sample selection 
 
The aim is to look at the general perception of Swedish customers’ view on Volkswagen as a 
brand and what impact “Dieselgate” has had on the image. The law in Sweden acquire the 
person to be 18 years of age, which is a requirement for being able to drive a car 
(Transportstyrelsen, 2017b). There is no upper limit for when you need to stop driving and 
individuals who are over 75 years old can drive without any health controls. That said though, 
doctors can revoke driving licenses if they consider a patient to be an unsuitable driver 
(Östermark, 2015). Volkswagen is a popular car manufacture among all ages and especially 
for those who are over 70 years old (BilSweden, 2017a), which motivates the choice to in this 
thesis look at all ages, except those under 18 years of age.  
 
Journalists were chosen by their experiences and written articles from the area. They all work 
at some of the largest motor magazines in Sweden and are well known in the industry. 
Comments from customers were chosen by if their content were relevant for this study, just 
like the articles which they were commenting on. These articles were published in “Auto 
Motor & Sport” and “Teknikens Värld”. I had e-mail contact with a representative from 
“Volkswagen Group Sverige AB” and do not publish the person’s name in this thesis, due to 
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discretion. Owners which were interviewed over phone were partly chosen through friends, 
friends as well as some who advertised their car for sale at Swedish trading website 
“Blocket”.  
 

3.4 Data analysis 
	
After collecting all data required for being able to carry out this research, the results were 
compiled in order to do the analysis. Since a deductive approach were chosen because of a 
tight time frame and the chosen first step was to collect data, the second step became to 
analyze the information gathered in relation to theory as earlier mentioned. (Saunders, Lewis 
& Thornhills, 2009) 
 
To create a pattern of themes, which would then enable to distinguish general attitudes, 
thematic analysis was applied for comments on articles. This means that the answers gets 
divided into themes, from where general perceptions is being identified. (Braun & Clarke, 
2006) 
 
Comments from customers regarding their opinions have low level of structure. This is 
because these comments are not answers to any question, but rather thoughts that has been 
stated in written format. As the content of comments can be different from case to case, I have 
been trying to see the overall picture, highlighting the trends and specific useful information. 
The distinction between those who are owners (insiders) and those who are potential buyers 
(outsiders) have been carefully evaluated.  
 
Journalists and Volkswagen have been answering specific structured questions, while the 
interviews with customers over phone were semi-structured, since questions and length of 
interview varied depending on the respondent’s willingness to talk about the scandal. Also 
from these e-mails and transcripts of what has been written and said, general attitudes were 
possible to distinguish. It is important to mention that interviews done over phone were not 
recorded, instead what they had said in general were repeated to the respondent and if 
anything was misunderstood, this were corrected. 
 
General patterns and themes were identified and then compared to the theoretical framework 
in the pursuit of identifying differences. This will be presented in the empirics.   
 

3.5 Reliability 
	
In short description reliability could be defined as how trustworthy something is. If a research 
is reliable, then other people should be able to conduct the same research over again and get 
the same results. In this research I investigate the opinion of Volkswagens potential and 
existing customers. These opinions may change over time and are subject for influences. 
However, to enable somebody else to the same study on the same basis, the data used has 
been attached in the appendix. (Bryman, 2001) 
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The information which been gathered has mainly been in written form, no matter if it has been 
e-mail conversations between me and the journalists or observations of comments on internet. 
In this way everything is documented and I as a researcher or the reader of this thesis have the 
opportunity to look at all the findings. The exception though is the customers who have been 
interviewed through calls. In these cases, what these persons said were first repeated to give 
them a chance to correct misunderstandings, translated and then written down. Thereby I as a 
researcher may have intermediated their thoughts, rather than let them state it themselves in 
written form.   
 
Just like earlier mentioned in phenomenology where all individuals see a phenomenon in 
different ways depending on things like background and preunderstanding, it is important to 
stress the fact that there is no “true” picture of the social reality. Rather than an “absolute” 
reality there are many description of the reality. (Lincoln & Guba, 1985) 
 
Therefore, in a qualitative research there is not enough to just look at the reliability, also the 
aspect of trustworthiness and credibility needs to be considered. The trustworthiness is made 
up of four parts. These are conformability, dependability, transferability and credibility. 
(Lincoln & Guba, 1985) Through evaluating these factors which lay as a foundation for how 
the thesis will be accepted, strategies to increase the trustworthiness and credibility has been 
chosen. 
 

3.6 Validity 
	
Validity is about judging if the results that has been generated from the research are 
interrelated or not, just like evaluating if the right instruments have been used for the study. It 
should therefore be possible to logically explain the conclusions with help of chosen theories 
and gathered information. (Bryman, 2001) 
 
Kirk and Miller (1986, p.22) writes that, “No experiment can be perfectly controlled, and no 
measuring instrument can be perfectly calibrated. All measurement, therefore, is to some 
degree suspect.” This is the problem of validity, where we can never be sure that we really 
find the results which we think we found. There is no technology available which would let 
the researcher make a “validity” check, rather does good validity arise from “long-run 
personal interactions”. Just like with most other things in life, practice in an area will result in 
acquired skills. (Kirk & Miller, 1986)   
 
In this study owners from comments and interviews has left the “group” and new individuals 
has become owners, since cars are a merchandise that can be traded without restrictions, this 
is a factor which needs to be considered. I have made a clear fraction between these two 
groups and have had the current situation as a starting point. Since “Dieselgate” has been 
going on so far a relatively short amount of time, the comparison between the two groups is 
relevant (Statistiska Centralbyrån, 2014).  
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To structure the research, I have used different levels of coding. This has helped to get a grip 
on what the general perceptions are and how to narrow down the comments different key 
words. At the same time this could be regarded as a way to improve the validity of the thesis. 
 

3.7 Coding 
	
In coding there are many stages in the process to narrowing down the data collected. The first 
step is to distinguish patterns. When giving advice on how to apply pattern coding Miles and 
Huberman (1994, p.72) writes, 
 
“Pattern coding is crucial for getting to the next level above (or below) the immediate ebb 
and flow of events in the case. It should be done regularly as the initial sets of first-level codes 
are being applied.”  
 
In this way I have initially coded all information the study covers. I have at an early state 
generated patterns, which I assigned to different categories, such as “worried”, “angry”, 
“frustrated”, “lack of trust” and so on. These inferential codes will contribute to the first level 
and form a foundation. Also these codes help make sense of the fuss these comments can 
seem to be made up of, which is crucial to reach the conclusions. In other words, these pattern 
codes can be seen as hunches to what the final result will turn out to be (Miles & Huberman, 
1994). Looking at each one of the comments individually and then making marginal remarks. 
I have used “Process-coding”, which means that words or phrases that capture actions have 
been used (Miles & Huberman, 1994). In this way the first framework of the general 
perception can be created.  
 

 
Figure 7. Example of “Process-coding” at the first level. Comment 7 in number 12, appendix. (Source: 
Facebook) 
 
These kind of comment has been “labeled” with words that helps describe their content, such 
as in “Figure 7”. At the first level of coding, identifying meaning units and categories, as well 
as redefining and reorganizing coding and at lastly deciding on when to stop are parts that the 
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researcher is supposed to do (Grinnell & Unrau, 2011). Just like I did with comments in 
“Figure 7”, I repeated the same process with the rest of the comments. Although I have made 
the choice to attach all the material I have studied to the appendix in this thesis (see number 
12 in appendix), since the size of the scope is very large.  
 
Secondly there is the first level of coding. At this level all data will be investigated at the first 
stage. We have five groups from which data has been collected. In this thesis these are 
owners, buyers, journalists, those who cannot be categorized from the given information and 
Volkswagen. The aim was to find out how customers’ perception of Volkswagen has been 
affected of “Dieselgate”. For this reason, there are two main groups who will be coded at this 
stage, the perception and the type respondent.  
 
Thirdly at the second level the task is to “pull” together all the meaning units into categories 
to get a clear picture of the information gathered (Grinnell & Unrau, 2011).  
 

3.8 Relationship between Volkswagen and Swedish customers 
	
Volkswagen has been selling cars in Sweden since 1948 and has during this time established 
themselves as one of the largest actors in the car industry with an extended dealer network 
with strong relationships to customers (Volkswagen, 2017c). This accessibility with strong 
relations between dealerships and customers has brought “Relationships Benefits”, which 
contributed to the “success”. “Relationship Termination Costs” may also have contributed to 
the “success” since Volkswagen have been able to form a strong bond to the Swedish 
customers.  
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4. Empirics 
	
In this chapter the empirical data that has been collected will be presented. The material is 
partly made up of comments on articles about “Dieselgate” published on “Teknikens Värld’s” 
and “Auto Motor & Sport’s” websites. Articles and results of surveys made by these 
magazines have also been used. Comments on Volkswagens Facebook page connected to 
“Dieselgate” is another important element of the empiric material, just like the thoughts of the 
interviewed customers. E-mail conversations between me, motor journalists and Volkswagen 
is also vital material.  
 
	

4.1 First level coding 
	
First there are as earlier mentioned, the five groups of respondents in relation to their 
perception. 
 
 
 
Group 1  
Owners = OWN 
Potential buyers = BUY  Group 2 
Journalists = JOUR  Perception = PER  
Cannot be categorized = O 
Volkswagen = VW  
 
 
 
                         
                      N = 49 

 
                      Allocation (Quantity) 

 
                   OWN 

 
                       51,02 % (25) 
 

                      
                    BUY 

 
                       12,24 % (6) 
 

 
                    JOUR 
 

 
                         6,12 % (3) 

 
                    O 

 
                          28,57 % (14) 

 
                    VW 

 
                           2,04 % (1) 

Table 4. Allocation of participants  
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There were three “labels” of comments that was continuously recurring. These were “Lack of 
trust” which was seen in 34 out of 45 times, “Frustration” which was seen in 20 out of 45 
times and “Disappointed” in 19 out of 45 times. Only two people was questioning the 
otherwise overwhelming criticisms.   
 

 
Table 5. Allocation of labels from respondents. 
	
Volkswagen has naturally a very different point of view. They stress the fact that their own 
research which they update each week, based on 100 individuals of both genders, including 
owners and buyers ranging from ages 15 to 69, shows that less than 1% are dissatisfied with 
the brand. In comparison with what the result of Auto Motor & Sport’s survey suggests, there 
are big differences in the numbers.  
 
Daniel Frodin, chief editor at “Teknikens Värld” wrote in an e-mail (see appendix number 7), 
 

“VW’s customers probably don’t understand the extent of the 
environmental damage caused and also these are cars which no 
longer are sold, this could contribute to the fact that customers 
don’t put much weight on the cheating.” 

 
A majority of the respondents apart from Volkswagen seems to agree about what “Auto 
Motor & Sport’s” (8/2017) survey with around 500 respondents implies, that the general trust 
and brand image has been damaged, meanwhile owners see the scandal as very serious (see 
number 9, 10 and 11 in appendix).  
 
Even though Volkswagen are not prepared to say that their brand has been damaged, they 
would say it has been through a crisis that have had a big impact on many aspects within the 
company.  
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4.2 Second level coding 
	
From what was obvious at the first level, a general dissatisfaction has been expressed from 
both owners, buyers and those who can’t be identified in comments. The three most expressed 
“labeled” comments were “Lack of trust”, “Frustration” and “Disappointed”. These could be 
placed into a meaning unit called “General dissatisfaction”.  
 
The three “labeled” comments which followed in popularity were, “Concern”, “Switching” 
and “Anger”. These are people that tend to be worried about how the crisis has affected their 
car. A recurrent question was “Do I have to do the update?”, “How will it affect my car?” and 
also “What affect will this have when I sell my car?” a question which according to “Auto 
Motor & Sport” is large uncertainty among owners (see number 5 and 8 in appendix). This 
meaning unit could be called “Worried car owners”.  
 
Lastly there is a large group who doesn’t seem to care at all. These are the ones that have not 
expressed their feelings in different forums that the motor journalists have mentioned as well 
as Volkswagen themselves. Owners who value other factors, like reliability and quality, 
higher than consumption and performance. These are factors which has been identified from 
interviews where statements like “I am pleased with the car; it is well built…” were made (see 
number 12 in appendix). When customers put greater weight on these factors, they are being 
prioritized in the decision hierarchy, leading to the choice of a specific car (illustrated in 
“Figure 8”). It can be hard to establish exactly which factors these customers value most since 
they seem to stay quiet. One way this could be investigated to get an opinion about the 
situation is by comparing Volkswagens cars with competitors. Factors which sets them apart 
can then be identified and evaluated. In this case reliability, high quality and an extensive 
dealer network seems to fit this pattern well. 

 
Figure 8. Alternatives in the decision hierarchy that are prioritized. Adapted from Saaty (1983) 
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4.3 Key mediating variables effect 
	

 
Figure 9. “Key mediating variable model” in relation to “Dieselgate”, adapted from Morgan & Hunt (1994) 
 
Based on comments from owners and buyers (see appendix number 12), we are able to 
distinguish which variables that have been present (marked in blue in “Figure 9”) and which 
variables have been absent (marked in red in “Figure 9”) during the scandal. No one of these 
variables are fully present or absent, but there is a tendency which indicates if the variable 
should be blue or red. At first glance the blue mark in “Opportunistic Behavior” and 
“Uncertainty” may seem like positive for Volkswagen. However, the presence of these factors 
are contributing to Volkswagens failure.   
 
Four of the variables (“Relationship Commitment”, “Prosperity to Leave”, “Cooperation” and 
“Functional Conflict”) are hard to place, since you could argue that they would fit both colors. 
Therefore, I categorized them as both red and blue. 
 
From the “Second level coding” it is indicated that there has been a large group of worried 
customers (see number 12 in appendix). One of the reasons to this is the uncertainty about the 
value, which is closely related to switching costs. This could have prevented owners from 
selling their cars. Also since many owners lease or take a loan to finance their purchase, this 
could have been factors for keeping their cars. These are the “Relational switching costs” and 
“Financial switching costs” which as mentioned earlier Burnham, Frels & Mahajan (2003) 
identified. 
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5. Analysis 
	
In this chapter empiric data that has been gathered will be analyzed. I will present how it can 
be interpreted through putting the empiric data in comparison to the theory. First I will discuss 
how the selection may have affected the results and then go into the area of analyzing the 
results. 
 
 

5.1 Selections effect on results  
	
Although it sometimes may be hard to tell from profiles on comments if the person who 
writes a comment is a man or a woman, how old the person is or if the person is an owner or 
not, the general trend I have seen is that that major part of the comments is written by men. 
Since the affected engine (EA 189) was offered in many different models from Volkswagen 
and their latest numbers suggests that there are 228,000 affected cars within the Swedish 
market, combined with the fact that these vehicles can change owner at any time it is hard to 
give an exact picture of how the distribution between the genders looks like (Volkswagen, 
2016). To give some indication about the distribution we can look at the sales figures from 
when the cars were new. Even though the data is limited from January 2014 and it’s only 
possible to specify model and not engine, it’s obvious that affected cars have been popular 
among women, though it needs to be considered that women buy less cars than men 
(BilSweden, 2017a). Out of all comments retrieved there were only one person (which I also 
marked in blue), that I could tell from the name was a woman. One of the three journalists 
was also women, putting women in ratio of 2/49.  
 
As mentioned earlier, old people are also absent in these comments, which needs to also be 
considered since they are an important group when it comes to sales of the affected vehicles 
(BilSweden, 2017a). The majority of these individuals are likely not bothered to care.  
 
There is also one group that just wants to criticize Volkswagen for producing fossil fueled 
cars. Since these comments are not related to “Dieselgate”, but rather contemplates the 
automotive industry in general, I have chosen to leave these comments out of the research. 
 
These delimitations leave us with the group that has been active in the online discussion about 
the cars. These individuals are as said before men and seems to put weight on cars 
performance and consumption. The journalist’s views together with interviewed owners 
contributes to broadening the spectrum of the research, but still there should be a notion that 
men under 70 has made up a big chunk of the research material. 
 

5.2 Empiric data in comparison to theory 
	
As the “Key mediating variable model” suggests, the commitment between parties and 
success of a relationship is based on trust (Morgan & Hunt, 1994). Telling from this research 
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and a survey about this topic made by “Auto Motor & Sport” indicates that trust for 
Volkswagen is something that Swedish customer seems to be lacking (Söderlind, 2017). 
Although “Relationship termination costs” and “Relationship benefits” seems to have 
contributed to a successful relationship. “Relationship termination costs” through a strong 
connection between Volkswagen and the customers and “Relationship benefits” through an 
extensive dealer network which offers good accessibility and provides well adapted high 
quality products to a fair price (Volkswagen, 2017b).  
 
The fact that Volkswagen has still been able to improve sales after the scandal could be 
explained by multi-criteria decision making. Customers may lack trust for Volkswagen, but 
they were still able to provide superior products, which Daniel Frodin at “Teknikens Värld” 
concluded, “I don’t think that customer’s perception of VW as a producer of good cars has 
been affected…” (see number 7 in appendix). In this way there is a possibility that customers 
may disregard “Dieselgate”. 
 
Sales statistics also tells that Volkswagen has been successful in changing alignment from 
diesel powered cars to petrol and “super environment cars” (Supermiljöbilar in Swedish) 
(BilSweden, 2017b).  To qualify as a “Super environment car” the vehicle in question is not 
allowed to emit more than 50 grams of carbon dioxide per kilometer (Transportstyrelsen, 
2017a). These kind of cars experienced a 51% increase in sales during 2016 and have seen 
from January to March this year an 80% increase compared to the same period last year. In 
comparison diesel fueled cars have been struggling and lost 2,1% in sales during 2016, 
compared to 2015 (BilSweden, 2017c).   
 

5.3 Comparison of respondent groups 
	
What Volkswagen has been stating is many times the opposite to what the media are 
expressing, see for example “Analys av Teknikens Världs tester” (Volkswagen, 2017a) and 
“Volkswagen desperata – ljuger om testresultatet” (Frodin, 2017). In the article published by 
Volkswagen, they insist on that “Teknikens Världs” test has been wrongfully done and their 
result are thereby unjustifiable. Admitting they did their customers wrong, but are now doing 
everything they possibly can to make everything right. Customer’s comments show that many 
don’t trust what Volkswagen writes and the skepticism is wide spread. Therefore, the debate 
could be comparable from two viewpoints, one where journalists and the customers points out 
their criticism towards Volkswagen. The second one being how Volkswagen stresses their 
innocence through “Greenwashing”.   
 

5.4 Lack of trust 
	
In the empirical material presented there are indications that customers seem to lack trust for 
Volkswagen, just like the automotive industry in general. These expressed opinions are in line 
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with earlier researches made by Lane (2016) and Siano, Vollero, Conte & Amabile (2017) 
where they highlight the problematic relationship Volkswagen have with their customers. 
 

5.5 Ockham’s razor  
	
In accordance with the principle known as Ockham’s razor, (also known as the law of 
parsimony) the “simplest” and most logical hypothesis which fit the facts should be applied 
when facing a number of different explanations (Sapp, 1994). This thesis will reflect this 
problem solving principle.  
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6.  Conclusion 
	
In this last chapter I will present the most crucial parts of this study. The chapter commences 
with answers to the research questions, after which suggestions for further research will 
follow.  
 

6.1 Reconnection to research questions 
	
The aim of this study is to create a deeper understanding of how “Dieselgate” has changed 
Swedish customer’s attitude and perception towards Volkswagen. With help of data that has 
been collected and analyzed with theories that has been presented in the literature review, I 
will here try to answer the research questions.   
 

6.1.1 Research question 1 
	
How have potential customers trust towards Volkswagen changed after the occurrence of 
“Dieselgate”?  
 
In regard of trust, in the cases highlighted Volkswagens customers has in general, apart from 
those over the age of 70, lost confidence in the company. It is important to point out that this 
phenomenon may vary between groups. Women as well as older individuals tend to be less 
prone to express their feelings and therefore if they trust Volkswagen or not is harder to tell. 
 
As seen mainly in comments on articles, owners and buyers that are men and also have a 
certain interest in cars is one group which stand out and has clearly stated their mistrust 
towards Volkswagen.  
 
The majority of those who were potential customers are still potential. When everything is put 
into a perspective there are very few individuals who claim that they would not consider 
buying a car from Volkswagen because of “Dieselgate”. It is important to point out that since 
September 2015, Volkswagen stopped fitting cars with the defeat device and fix affected cars. 
 
The affected cars on the market are getting older and just like most other cars they gradually 
drop in value. With a lower price and cars that has gained more mileage, customers seem to 
care less about the past and factors like good quality and reliability are being prioritized, 
something which Volkswagen are famous for. Since Volkswagen has been flexible in 
switching production and also focus in marketing from cars powered by diesel to other fuels, 
they have avoided a potential continuation for skepticism from customers on their diesels. 
Because of this, customers are likely to base their trust and perception of the situation 
prevailing today rather than looking back at “Dieselgate”.  
 
This may explain the fact that Volkswagen has managed to increase their sales and at the 
same time affected car prices hasn’t dropped significantly.  
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In line with Ockham’s razor, facts suggest that Volkswagen simply has managed the scandal 
through being responsive and flexible for the markets request (especially for those who has 
not stated their view or thoughts), providing not just a product with features which customers 
puts greater weight on, but a mission to facilitate the entire ownership. 

6.1.2 Research question 2 
	
Those who owned a diesel fueled Volkswagen before the occurrence of “Dieselgate”, how has 
their trust to Volkswagen changed?  
 
As seen in the most recurring pattern like “Lack of trust” and “Disappointed”, there is 
evidence which implies that owners have lost trust in the company and their image of 
Volkswagen is here after diminished. Again the material I have presented in this thesis shows 
that this may be the case, you still need to consider all of the owners who have not stated their 
thoughts openly in forums like social media and surveys.  
 
I interviewed randomly chosen owners, however these were only six persons. Others may 
have different opinions or stay indifferent to the phenomena.  
 
Many owners are not likely to buy a diesel fueled Volkswagen next time they buy a car, but 
the reason for this is not always about trust. As one of the persons interviewed mentioned 
there was a matter of comfort. He simply wanted a car which offered a smoother ride and 
therefore bought a Mercedes. Lack of “sportiness” was a factor for another of the interviewed 
customers to switch car. The trend then is in other words that customers have switched cars of 
other reasons, rather than trust.  
 
A common perception from journalists seems to be that Volkswagen build cars of high quality 
to affordable prices, which may to help keep both owners and potential buyers loyal to the 
brand. 
 

6.2 Limitations 
	
Like any other research study has limitations, so do this one. For instance, there were four 
groups which I based the research on. These were journalists, owners, potential buyers and 
Volkswagen. The owners and potential buyer’s opinions were mainly received through 
comments on articles from two of Sweden’s major motor magazines published online, but 
also through interviews. This means that those who doesn’t read these magazines are in a 
large extent being left out of the study. Further, those who reads these magazines are very 
likely to be interested in cars, since these magazines are only about cars and therefore very 
familiar with the subject of “Dieselgate”. Unlike most of the owners and buyers, these 
individuals may understand the cheating and its consequences better than others.  
 
As mentioned, there is a possibility that those who wrote comments on the articles used in the 
study may have exaggerated their thoughts or writing in anger rather than being objective 
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since they are sitting behind a screen when writing their comments, rather than talking face to 
face with another person. When interviews have been carried out over phone, there is also a 
possibility that I as a researcher may have put a personal touch on the discussion which would 
influence the answers received. The risk that respondents answer what they think others want 
to hear, rather than their real and true opinion is also something that needs to be taken into 
account.   
 
Additionally, there were only 49 participants (including journalists and Volkswagen) in the 
study, although the geographical distribution was wide. Therefore, I would suggest that more 
participants would should be contributing with data for the study for improved reliability. 
Desirably more women should also be part of the study.  
 

6.3 Recommendations and Suggestions 
	
Even though this thesis shows that trust is not a must to increase sales and market shares, it is 
still a crucial part of any relationship and should not be neglected. However, if trust is lost, 
there may be a few important points which can be learned from how Volkswagen has handled 
the process.  
 
In Sweden customers with affected cars were offered a free update of the software in order to 
reduce the NOx emissions. To compensate for the hassle this had caused owners when they 
had to visit one of Volkswagens workshops, a free courtesy car was offered as sign of 
goodwill.  
 
Volkswagen created a webpage, which I also have referred to in this thesis (vwdieselinfo) for 
Swedish customers that is dedicated to promote positive information about “Dieselgate”. The 
information consists of for example owners talking about their positive experiences of 
software updates, “experts” concluding that second hand value has not been affected of the 
scandal and officials from Volkswagen tells about all progress they are making.  
 

6.4 Contribution to theory 
 
As said before, it is important to remember what the phenomenology implies, that there is no 
such thing as a “true” reality. Especially within the area of social science where unlike in the 
physics the world concepts cannot be explained by mathematical formulas. Also the limited 
amount of time the research was carried out in and limitation of respondents in comparison to 
the total number of owners in Sweden contributes to the uncertainty. Further, the study has 
had a qualitative approach which complicates the pursuit to contribute with new theories. 
Summed up, the result may rather be seen as indications, rather than straight facts.  
 
What this thesis indicates though is that trust is a general issue for the automotive industry. 
Those who owned a diesel fueled Volkswagen before the scandal, just like those who were 
potential buyers may have lost trust for Volkswagen as a brand, but at the same time has 
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expression about mistrust for the industry been a recurring element in the discussion. 
Indications which suggest that many customers do not understand the extent of the scandal 
has also been seen.  
 

6.5 Volkswagen’s future 
	
Almost two years has passed since the scandal was revealed and so also the production of the 
last affected car. This means that the included basic two-year warranty (In Swedish 
Nybilsgaranti), which covers “bumper to bumper” where the manufacture undertakes repairs 
or changing defect parts (apart from wear parts) is about to run out on the last produced cars 
(Volkswagen, 2017d). By this event Volkswagens reduces their responsibility for the cars. So 
far the scandal has been huge costly for the manufacture and it has left its financial mark, 
which will take time to fully recover from. 
 
As more time pass the vehicles will naturally break, caused by wear and tear and eventually 
be scrapped and passed to history. 
 
If nothing gets added to this scandal, it is hard find any reason why Volkswagen should not be 
able to regain their lost trust from customers and thereby strengthen their relationships. Even 
though information about their work to retain their former status is strictly confidential, the 
outcome has so far been positive for Volkswagen. They should be cautious though, they 
managed to deceive many customers this time and also got others forgiveness, through 
functional conflicts. Next time they may not be so lucky.    
 
 

6.6 Communication of results 
 
Volkswagen, Teknikens Värld, Auto Motor & Sport, Vi Bilägare and interviewed customers 
has been noted about the result of this study (see number 13 in appendix). I have also given 
them the opportunity to comment on the result. At the time of the submitting, no participant 
had yet wished to do so.  
 

6.7 Suggestions for further research 
	

• I have been looking at “Dieselgate” from a consumer perspective (micro perspective) 
and how it has affected their perception of the brand, but one aspect that has been left 
out in the research is the macro perspective. The trend is that large cities like Madrid, 
Paris and Mexico City are planning to ban diesel fueled cars. What connection and 
effect has “Dieselgate” had on this trend? 	

 
•  In many cases this has been a “functional conflict” between Volkswagen and their 

customers. What are the important factors that made those conflicts turn out as it did?	
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• Volkswagen is the world’s largest car manufacture who before the scandal had a good 

reputation. The fact that their position is dominating both in size and financial 
capability has of course affected the scandal. How does scandals like this affect 
smaller business when they are exposed? Would they be able to survive such crisis 
through implement the same actions as Volkswagen? 	
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Appendix 
	
Number three, four and seven are answers from car journalist. Number one is an answer to the 
same question, but from Volkswagen. This is the content of the e-mail (In Swedish) I sent: 
 
“Hej! 
 
Jag heter Sebastian Lindén och läser just nu min sista termin på Luleå tekniska universitet 
där jag skriver som examensarbete en c-uppsats om "Dieselgate" och vad det har fått för 
konskvenser på VW's kunder i Sverige. Jag tittar främst på om förtroende för märket har 
skadats och hur de som idag äger berörda bilar har uppfattat händelsen. Skulle de kunna 
tänka sig köpa en dieseldriven bil från Volkswagen igen? Likväl för de som var intresserade 
av att köpa en berörd bil (innan september 2015), om deras attityd har förändrats?  
 
Då detta är ett ämne som debatterats flitigt i media misstänker jag att en hel del läsare hört 
av sig till dig.  
 
Vad anser du verkar vara den generella uppfattningen? Är det någon som hört av sig som 
stått inför valet av köp av en berörd bil och tvekat p.g.a. skandalen? Har många ägare av 
berörda bilar hört av sig och i så fall vad brukar de ta upp i mejlen? Finns det några 
generella farhågor som är återkommande?  
 
 
Vänliga hälsningar, 
Sebastian” 
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Source: E-mail conversation between author and Alrik Söderlind (Editor in chief, Auto Motor & Sport) 
 
 
 
 



48	
	

4. 

			
Source: E-mail conversation between author and Marianne Sterner (Vi Bilägare) 
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5. 

	
Source: Mail conversation between Marianne Sterner and reader of “Vi Bilägare” 
	
	
6. 

	
Source: Auto Motor & Sport (3/2017)  
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7.	

	
Source: E-mail conversation between author and Daniel Frodin (Editor in chief, Teknikens Värld) 
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Source: Auto Motor & Sport (8/2017) 
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Source: Auto Motor & Sport (8/2017) 
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Source: Auto Motor & Sport (8/2017) 
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Source: Auto Motor & Sport (8/2017) 
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12. Comments from customers and owners  
 
Consumer and (Source) Feedback Codes 
PER-O 
(Facebook)  

To lose customers trust, 
trough not giving acceptable 
compensation for the 
cheating will make it even 
more expensive for VW. 
The company underestimate 
the frustration from 
customers and their 
willingness to switch to 
another manufacturer. This 
will be evident when looking 
at future sales figures. 
 

- Lack of trust 
- Underestimation 
- Frustration 
- Switching 

 

PER-OWN 
(Facebook) 

Unbelievable that they 
(Volkswagen) do buy-back 
in U.S.A. but not in Sweden. 
It’s time to talk to 
Volkswagen again.  
 

- Frustration 
- Switching 
- Comparison 
- Buy-back 

PER-O 
(Facebook) 

No, we will not forget… - Anger 
- Frustration 
- Disappointed 

PER-OWN 
(Facebook) 

I will test my car before you 
even touch it. IF the car 
loses performance, I expect 
you to buy back the car for 
an advantageous price. I’ll 
be back in touch. 
 

- Anger 
- Frustration 
- Buy-back 
- Lack of trust 
- Switching 
- Concern 

PER-OWN 
(Facebook) 

I brought back my Golf 
models for adjustment of 
exhaust, since the emissions 
exceeded claimed figures. 
My Golf ….. was fixed for 
the emission matter in 
conjunction with service at 
Möllers in Uppsala. After 
this I’ve noticed that my car 
consume more fuel. 
According to VW this would 
not be a consequence. I feel 
that Volkswagen is not only 
cheating one, but two times 
on their customers. 
 

- Frustration 
- Lack of trust 
- Disappointed 
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PER-OWN 
(Facebook) 

Some weeks ago I did the 
“Dieselgate” update. I feel 
that my car is noticeable 
slower. Thank you VW…. 
 

- Disappointed 
- Frustration 

PER-OWN 
(Facebook) 

I also feel that my car is 
noticeable slower and 
consume more diesel. In 
addition, my Passat keeps 
the fan for the engine on, 
long after it has been turned 
off. This was not something 
that would happen before the 
update. I am very 
disappointed in this update.  
 

- Disappointed 
- Frustration 

PER-OWN  
(Facebook) 

I did the update on my 
Passat-12 with 177 
horsepower. Instead of 
consuming 0,49-0,52 on a 
stretch of road which I drive 
on at least two times a week 
(200 kilometers), the car 
now consumes after the 
update 0,58-0,61. So yes, it 
has got worse. 
 

- Disappointed 
- Lack of trust 

PER-OWN 
(Facebook) 

Is it ok to not doing the 
update? I don’t want to lose 
performance. Will it pass the 
car inspection? 
 

- Lack of trust 
- Concern 

 

PER-OWN 
(Facebook) 

Hello Volkswagen! I did the 
update on my 1.6 TDI Passat 
at one of your workshops. 
During the first 100 
kilometers after the update, 
the warning light on the 
dashboard was lit two times 
(the one which otherwise 
indicate incandescence at 
start). At the same time the 
engine went into safe mode 
and the performance was 
bisect. Eventually the light 
went out and the car was 
back in “normal mode” 
again, only until it was all 
repeated all over again!!! 
Now also the engine light is 

- Frustration 
- Disappointed  
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lit and will not go out. I have 
driven over 60,000 
kilometers with this car, 
without the slightest 
problem, until now. Is this 
some problem you are aware 
of? 
 

PER-OWN 
(Facebook) 

Hello, I experience the same 
thing as described in the 
article (Teknikens Värld 
3/2017, Dieselgate: 
Volkswagen cars lose power 
after fix). My car has lost 
power on low revs. I wonder 
if it is possible to reset the 
software to its original setup. 
 

- Disappointed 
	

PER-OWN 
(Facebook) 

I wonder about the same 
thing! I naturally assume 
that Volkswagens 
workshops at no charge test 
the performance of the 
vehicle? Don’t refer to KBA 
(German Federal Motor 
Transport Authority), it’s 
here and now and it’s your 
customer’s individual needs 
that matters. 
 

- Lack of trust 
- Disappointed 

 

PER-OWN 
(Facebook) 

Very interesting test, I 
haven’t updated my Passat. 
If it’s possible I will try to 
avoid doing so. If now the 
update neither impairs 
performance or 
consumption, how come 
would the scandal be noticed 
since it would only be a 
quick fix?  
 

- Lack of trust 
 

PER-O 
(Facebook) 

Before you declared WHAT 
the update really do and 
answered the question why 
this wasn’t done from the 
beginning, if it does not 
affect neither performance 
nor consumption (which 
doesn’t seem right), you are 
still cheaters. 

- Anger 
- Lack of trust 
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PER-O 
(Facebook) 

You did claim that there 
wouldn’t be anything 
noticeable after the update. 
 

- Disappointed 
- Lack of trust 

PER-OWN 
(Facebook) 

I wait with excitement to see 
the result. When general 
complaints board disliked 
my petition, I proceeded in 
the matter of misleading. 
(About Volkswagen are 
being sued from 
disappointed owners in 
Europe)   
 

- Disappointed 
- Lack of trust 
- Frustration  

PER-BUY 
(Facebook) 

You claim that you do large 
investments in the 
environment and electric 
cars now after the diesel 
scandal, but then I read this 
and see that you beg Trump 
to lower the upcoming 
requirements. Your 
environmental work only 
seems like cover and that 
you don’t care at all about 
the environment or health. I 
guess that you’re excited 
about his plans to invest in 
coal and the oil industry.  
 

- Disappointed  
- Frustration 
- Lack of trust 

 

PER-O 
(Auto Motor & Sport)  

Apart from “sold new in 
Sweden” people who sell 
their Dieselgate cars will 
have to write “not 
downgraded”.  
 

- Lack of trust  
- Future problem 

PER-OWN 
(Auto Motor & Sport) 

I also did the mistake to let 
VW “fix the problem”. After 
this I have experienced that 
my Passat Alltrack TDI 170 
DSG 4M-12 got slower. I 
feel worried about how it 
will be when I tow my 
caravan this summer. How 
can I get back the good old 
torque? 
 

- Worried 
- Lack of trust 
- Frustration 

PER-BUY 
(Auto Motor & Sport) 

Cheater and liars never deny 
that they are wrong. How 

- Anger 
- Frustration 
- Lack of trust 
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could anybody still do 
business with these fiddlers? 
  

PER-BUY 
(Auto Motor & Sport) 

I can only imagine what the 
second hand value on these 
cars will be.  
 

- Lack of trust 
- Switching 

PER-O 
(Auto Motor & Sport) 

Excuse me, but if it would as 
fantastic as Volkswagen 
claims it would be, that 
neither consumption nor 
performance would be 
affected after the “update”. 
Then why would they cheat 
from the beginning? The car 
will of course be affected a 
negative in some way. You 
cannot eat the cake a still 
keep it. 
 

- Lack of trust 
- Anger 
- Frustration 
- Disappointed 

 

PER-O 
(Woman) 
(Auto Motor & Sport) 

If what they claimed is true, 
that is fuel consumption and 
performance is unchanged 
(which doesn’t seem to be 
the case), then I draw the 
conclusion that the engine 
would decarbonize and get a 
shorter life. One way to get 
lower NOx emissions should 
be to lower the burning 
temperature. But at the same 
time energy and mass 
balance says that what you 
put in to the engine, you will 
get out. If you want lower 
NOx emissions, you will 
have to “sacrifice” 
something. That’s the way it 
is - law of nature. 
 

- Lack of trust 
 

PER-OWN 
(Auto Motor & Sport) 

This is the reason why I 
haven’t got the courage to 
hand in my car. Called 
VW’s Swedish customer 
support many months ago 
since I wanted to get some 
clarity in the matter about if 
there would be any 
difference. They gave me 
the straight answer, “no 

- Lack of trust  
- Concern 
- Frustration 
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there will not be any 
difference in either effect or 
consumption”. But now 
when I see that most cars fail 
Teknikens Värld’s test, I 
really don’t want to hand in 
my car (Teknikens Värld 
3/2017, Dieselgate: 
Volkswagen cars lose power 
after fix). At first this is not 
the car expected to get when 
I bought it. I wanted an 
environmental friendly car 
since I do a lot of 
commuting. This was 
apparently wrong, and 
secondly should my 
consumption now also 
increase? :o 
 

PER-OWN 
(Auto Motor & Sport) 

This is bad, the car is 
supposed to be better, not 
worse. This comes with a 
drop in value, because who 
wants a car that is slower 
and consumes more fuel. I 
traded in my VW when the 
scandal came and I felt 
cheated. Now I drive a 
Honda, it has low running 
costs and I am really 
pleased. 
 

- Disappointed 
- Lack of trust 
- Switching 

 

PER-BUY 
(Auto Motor & Sport) 

Still people buy VW cars. 
To me this is 
incomprehensible? But, in 
today’s society it is easy to 
be brain washed and 
convince people to buy a 
certain product has never 
been simpler! 
 

- Lack of trust 
- Concern 
- Frustration 

PER-O 
(Auto Motor & Sport) 

Is it really 
(incomprehensible)? If the 
dissatisfaction would have 
been as widespread as media 
claims it would be, then VW 
would not have beat their 
sales records. There’s no 
possibility that all of those 

- Questioning the 
criticisms 
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customers could be new 
customers, so many of those 
customers must be recurring 
customers, or in other words 
satisfied customers. You 
have to remember that VW 
sells enormous amounts of 
cars, so there are always 
going to be those who are 
not satisfied, but there are 
also those who are very 
satisfied.   
 

PER-O 
(Auto Motor & Sport) 

VAG (Volkswagen Group) 
do not need to worry at all. 
They will continuously have 
no problem to sell their cars, 
since anybody knows that 
they build cars of high 
quality. It is apparently 
harder than I thought to 
destroy a brand. Or maybe 
that says more about the 
buyers?   
 

- Lack of trust 
 

PER-OWN 
(Auto Motor & Sport) 

I got a Passat Estate from 
2011 with the 140 
horsepower 2.0 TDI engine. 
After the update I have 
experienced a significant 
drop in performance and 
increased consumption. 
Compared with earlier 
driving in sixth gear, it is not 
able to handle this now. 
Torque seems to have been 
lost. Clearly there has been a 
drop in performance as a 
result of this software 
update, that wasn’t supposed 
to happen. Sadly!  
 

- Frustration 
- Disappointed 

PER-O 
(Facebook) 

According to Teknikens 
Värld (8/2017) Volkswagen 
seems to continue to cheat. 
 

- Lack of trust 

PER-O  
(Facebook) 

Typically, VAG 
(Volkswagen Group) in 
general. I mean – They are 
the only ones that doesn’t 

- Lack of trust 
- Disappointed 
- Frustration 
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seem to have any clue that 
people are dissatisfied.  
  

PER-OWN 
(Facebook) 

I NEVER leave my car in 
their hands!!! 

- Lack of trust 
- Disappointed 
- Frustration  

PER-OWN 
(Facebook) 

I also want to get back my 
old software. My VW Passat 
CC 177 was updated without 
my notice. I handed in my 
car for replacement of sway 
bar and at that time they 
updated the software, 
without letting me know 
first. The car consumes more 
fuel and are noticeably 
slower on low revs. What 
can I do? I would like to get 
my engine values measured. 
I want my more alert and 
efficient car back! L   
 

- Disappointed 
- Lack of trust 
- Worried 

 

PER-OWN 
(Facebook) 

Isn’t this (article about 
Volkswagen stashing 
hundreds of diesels in an 
abandoned NFL stadium 
parking lot) something that 
will affect the second hand 
value in Europe and 
Sweden? I don’t think they 
will be crushed but rather 
come out on the used 
market. 
 

- Lack of trust 
- Concern 

PER-O 
(Teknikens Värld) 

Hmm, old cars… If you got 
a problem with the car you 
repair it or you sell it. One 
thing is clear, the value 
won’t increase over time. 
 

- Questioning the 
criticisms  

PER-O  
(Teknikens Värld) 

In a historically perspective 
the crisis has been going on 
since the beginning of the 
90’s. They have acted 
immorally every time they 
encountered obstacles. They 
always chose to cheat. 
 

- Lack of trust 
- Disappointed  

PER-O 
(Teknikens Värld) 

It is time to replace 
Volkswagens head of 

- Lack of trust 
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communication with an 
answering machine who 
says, - We don’t have any 
problems. If somebody says 
something else, they’re 
wrong. 
 

PER-OWN 
(Teknikens Värld) 

We will soon hand in our car 
to Volkswagen for update of 
software. Can we demand 
that they check horsepower, 
torque and fuel consumption 
before versus after? If we 
would pay for these test by 
ourselves, it would be very 
costly. If we’re not satisfied 
with the figures after the 
update, what happens then? 
The only right thing would 
be to gather more owners 
and as a group put more 
pressure on them 
(Volkswagen). A legal 
process would probably be a 
good solution.   
 

- Concern 
- Lack of trust 
- Frustration 

PER-OWN 
(Teknikens Värld) 

Our Passat has got a lot 
worse since we did the 
update. Volkswagen has 
turned into one big scam 
company. 

- Lack of trust  
- Disappointed 
- Frustration 

Source: Volkswagens’ Facebook page and comments on articles published on “Teknikens Värld’s” and “Auto 
Motor & Sport’s” websites (All comments have been translated from Swedish to English) 
	
 
Interview with owners over phone (translated from Swedish)  
PER-BUY  
(Current owner, bought car 
after September 2015) 
Man, 39 years 
Örebro 
Tiguan 2.0 TDI - 2012 
 

I bought my car after 
“Dieselgate” so I already 
knew about the problems. I 
would not say “Dieselgate” 
has affected my trust and 
perception substantially 
since I think most of the 
brands in this industry are 
cheating. I am pleased with 
the car; it is well build so I 
could absolutely see myself 
buying another VW in the 
future.  
 

- Indifferent	
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PER-OWN  
(Sold affected car earlier this 
year, bought car before 
September 2015) 
Man, >50 years 
Stockholm 
Passat 2.0 TDI - 2011 

I sold my Passat earlier this 
year only because of comfort 
issues. Today I drive a 
Mercedes GLC. My old car 
compared to the current one 
is like going from sitting in 
messy and crowded 
workspace to get silence and 
comfort in a new 
environment. I would not 
like to buy a Volkswagen in 
the future, but that is only 
because of the comfort issue, 
not the scandal. 
 

- Not worried 

PER-OWN 
(Selling affected car, bought 
car before September 2015) 
Man, 53 years 
Malmö 
Golf Variant 1.6 TDI - 2012 

The scandal has affected my 
perception and trust for VW. 
I would say that I trust them 
less now than before it all 
came out. Despite this I have 
already ordered a new 
Volkswagen.  
 

- Lack of trust 
 

PER-BUY 
(Current Owner, bought car 
after September 2015) 
Man, 40 years 
Norrköping 
Passat Alltrack 2.0 TDI – 
2014 

I would say the scandal has 
badly hurt Volkswagens 
reputation and so my trust 
and perception. That said 
though I would still consider 
to buy a Volkswagen, maybe 
a Passat or something else in 
the future. I don’t care about 
if it would be a diesel or not.  
  

- Lack of trust 

PER-OWN 
(Owner of two affected cars, 
bought the cars before 
September 2015) 
Man, 49 years 
Leksand 
Touran 1.6 TDI – 2011 
Golf 1.6 TDI 
 

I actually own two affected 
cars, one Golf and also a 
Touran, which I’m about to 
sell. I have a long history of 
owning different models of 
Volkswagen. They are good 
cars. What I don’t trust is the 
consumption figures, but 
then which manufacture 
really lives up to what is 
claimed? Maybe BMW, but 
it was a long time ago since I 
owned one of those. It feels 
like everyone is cheating, so 
you kind of get used to it. 
Just this morning I read 

- Lack of trust 
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about something which is 
connected to this problem. 
 

PER-OWN 
(Sold affected car earlier this 
year, bought the car before 
September 2015) 
Man, 54 years  
Rimbo 
Polo 1.6 TDI - 2010 

Yes, I got affected by the 
scandal, but at the same time 
I realize that this is larger 
problem. All the 
manufacturers in the industry 
are cheating, not just VW. 
So do I trust them? Not 
really. I would consider to 
buy a Volkswagen in the 
future, but I’m not sure if it 
would be a diesel or not. The 
reason I sold the car now is 
that my Porsche broke down 
so I wanted something else 
that is nice to drive and can 
be used every day until it 
gets sorted out. Therefore, I 
got myself a BMW which 
does both.  
 

- Lack of trust 
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13. 

 
Source: E-mail to respondents where the result is communicated  


