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Introduction
An organization’s environment impacts significantly on its performance and operations. Both the internal and the external business environment have a crucial role in the performance of an organization. Volkswagen scandal surfaced when the researchers established that the company’s “clean diesel” vehicles violate the Clean Air Act (Blackwelder, Coleman, Santoyo, Harrison & Woznia, 2016). The impact of a business on the environment has become of major importance over the recent past. Organizations are obliged to consider the impact of their operations and products on the environment such as harmful emissions of gases to the atmosphere. A business reputation is of key importance (Bachmann, Ehrlich & Ruzic, 2017). Organizations build a brand name by portraying a positive image to the customers and other stakeholders.
 Therefore, an organization that creates a bad public image to the stakeholders is highly affected and impacts adversely in its performance as well as endangering the survival of a business if corrective measures are not taken appropriately (Zhang, Veijalainen & Kotkov, 2016). This article addresses the scandal that befell Volkswagen on harmful gas emissions in the atmosphere by establishing the organizational environment and culture as well as planning and decision making in such situation (Dyer, Humphries, Fitzgibbons & Hurd, 2014). 
Volkswagen Organizational Environment and Culture
Volkswagen is one of the globally renowned automakers and before the scandal; the company had a goal of becoming the largest automaker globally by the year 2018. However, the scandal made the company’s market cap to reduce by one third (Blackwelder, Coleman, Santoyo, Harrison & Woznia, 2016). The company had been on the forefront on the development of environmentally friendly and energy efficient vehicles in the automotive industry. The automotive industry is highly regulated by the environment protection bodies with an objective of reducing harmful emissions in the environment. Automakers are required to develop vehicles that are environmentally friendly as well as energy efficient vehicles. Laws relating to harmful emissions are strict in the U.S where Volkswagen scandal surfaced. 
Before the scandal, Volkswagen had shown compliance with the environmental regulations and the stakeholders considered the company to be one of the most compliant automakers to environmental regulations (Barth, Bauer, Hughes, King & Koerner, 2017). However, in the research carried out by researchers from West Virginia University indicated that the company’s cars emitted about forty times the required legal levels of nitrogen oxides. The company reacted by changing the car engines and termed the issue as a technical problem. Volkswagen has invested massive capital to recall the cars and fund the clean cars projects that are environmentally friendly  (Kantor, 2016). The culture of the company is the production of fuel-efficient vehicles that are environmentally friendly, durable and that give customers’ value for their money. Although the company has been eroded, the company is struggling developing clean cars in the market to build the reputation again (Witter, 2016). 
Culture 
Culture is an essential aspect of an organization  (Tsahuridu, 2018). The company’s code of conduct describes its responsibility in the continuous improvement of the company’s products towards developing environmentally friendly products. Further, the code of conduct explains that the company is committed to acting responsibly for benefit of the shareholders, customers and the employees. However, the scandal revealed that the company was committed to developing environmentally friendly products but deceived the customers and shareholders on having a technology that reduces harmful emissions to the atmosphere (Blackwelder, Coleman, Santoyo, Harrison & Woznia, 2016). 
Lack of maintaining the culture of developing environmentally friendly products in the market has been costly to the company despite the efforts it has made to reclaim the lost culture  (Kantor, 2016). The company has lost significantly its market share after the scandal and it will take time to win stakeholders confidence back on its commitment to acting responsibly for the good of the stakeholders (Zhang, Veijalainen & Kotkov, 2016). For instance, the light vehicle's sales of the company reduced by about 3000 units per month for a year following the scandal (Barth, Bauer, Hughes, King & Koerner, 2017). 
Corrective Strategies 
The initial response strategy by the company was issuing an apology to the stakeholders particularly to the customers for selling the diesel models that did not meet their expectations (Shah, Singh & Puri, 2017). An apology is a clear acceptance of responsibility upon a crisis as stated by Shah, Singh & Puri (2017). The company commenced an investigation to the claims and provided a solution to curb the scandal. The company further invested heavily to recall the 11 million of cars from the customers, as well as stopping the sale of the cars  (Kantor, 2016). 
Planning and Decision Making
Planning is an essential aspect of the management of an organization (Williams, 2017). Effective management improves the performance of an organization and enhances achieving its goals and objectives. Volkswagen planning is conducted by a board of directors where the C.E.O is part of the board (Shah, Singh & Puri, 2017). The board is involved in planning on every aspect of the organization including introducing products on the company’s portfolio among other decisions. The board members have knowledge on various aspects concerning the automotive industry. Therefore, the quality of decision making concerning the company is high given the knowledge of the board members. The process of planning in the company does not involve employees (Shah, Singh & Puri, 2017). Employee engagement is minimal in the process of making a decision. According to various studies, employee engagement is an important tool in enhancing their productivity as well as enhancing the overall performance of the organization (Williams, 2017). 
Mission Statement 
A mission statement describes the purpose of the existence of an organization (Dyer, Humphries, Fitzgibbons & Hurd, 2014). it describes what a company does and gives a reason for being. Volkswagen mission statement is;
“We offer tailor-made mobility solutions to our customers. We serve our customers’ diverse needs with a portfolio of strong brands. We assume responsibility regarding the environment, safety and social issues. We act with integrity and build on reliability, quality, and passion as the foundation for our work” (Shaffer, 2017)
A mission statement states what company’s does to achieve its vision. The mission statement explains what the company offers in the market, explains how the company meets the varying expectations of the customers by provision of a portfolio of brands (Dyer, Humphries, Fitzgibbons & Hurd, 2014). The statement also mention on the company’s impact in the environment and strong quality of cars. Before the emissions scandal in the U.S market, customers believed on the company mission statement concerning development of environmental vehicles in the market (Blackwelder, Coleman, Santoyo, Harrison & Woznia, 2016). However, the scandal has eroded the trust given to the company and has significantly reduced the company’s demand. A mission statement is expected to portray what the company does. However, the deceit on the company’s concern about the environment has caused disbelief among customers and other stakeholders (Zhou, 2016). A mission statement also inspires the employees and communicates to them what the company does.
Vision Statement 
A vision statement is essential in communicating where an organization intends to be in the future (Dyer, Humphries, Fitzgibbons & Hurd, 2014). It gives the direction and inspiration of achieving the future goal. Volkswagen vision is to become the leading provider of sustainable mobility in the globe (Shaffer, 2017). Despite the bad reputation that befell the company, the company aspires to be the global leader in the automotive industry The automotive industry is very competitive and companies compete on differentiation (Bachmann, Ehrlich & Ruzic, 2017). Therefore, provision of cars that meets customers’ expectations plays a crucial role in the industry. The company has applied appropriate strategies aimed at attaining the brand such as stopping the sale of vehicles which have an adverse effect on the environment (Zhou, 2016). The vision statement is concise, clear and easy to memorize and the employees and the entire staff of the company are inspired by making the company the largest automaker in the world. 
Mission and vision statements are crucial in defining what an organization stands for. The statements do not only communicate to the external stakeholders on what an organization stands for but also communicates to the internal stakeholders such as employees on the purpose of an organization existence (Barth, Bauer, Hughes, King & Koerner, 2017). The employees are guided by these statements and work toward aching them. However, the scandal revealed the deceit made by the company to the customers. The customers expected the vehicles to perform as specified by the company. However, the company was deceitful in the provision of cars that did not the environmental standards. Therefore, the company suffered from reduced demand for vehicles. 
Volkswagen vision statement of becoming the leader in the automotive industry globally helped the company towards achieving that goal. In fact, the company aspired to be the leading automobile by the year 2018 (Zhou, 2016). However, the scandal on a cheating device that was meant to reduce harmful gas emissions had reduced the company’s reputation and performance over the competitors such as Toyota which leads in the sales in the industry (Bachmann, Ehrlich & Ruzic, 2017). The deceit to the customers has attracted criticism for the company’s culture. The deceit has made investors suffer a loss in their investment too. 
Conclusion
A business is responsible for what it makes the stakeholders believe. The business environment has become more demanding than ever and organizations are obliged to comply with the external environment requirements. Stakeholders such as suppliers, customers and investors rely on a company information when making their distinct decisions. Customers use the information given by a company when making a purchase decision. However, the Volkswagen’s scandal can be perceived as one on a failed culture of truth. The company made the public believes that the software was capable of reducing the harmful emissions to the environment which was not the case. Thus, the company failed to survive on its mission and vision and created a negative brand image to the general public. Brand reputation plays a significant role in influencing demand. Therefore, when a brand reputation decreases, demand reduces and vice versa. Although Volkswagen is committed to correcting the mistake, building the brand reputation back would take a considerable period and competitors would benefit significantly from such drawback. 
Compliance with the legal business environment is of paramount importance. However, the company failed to comply with environment control laws by developing software that cheats on clean air compliance. Therefore, the company is accountable for its action and the scandal has been costly to the company from recalling the cars to loss of confidence in the company’s products.
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