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Together for Integrity  –  
we keep our word
With a strong compliance organization  
and the support of our Monitor Larry  
Thompson, we have been working in-
tensively during the past years on mak-
ing Volkswagen a company that is hon-
est, transparent and based on integrity. We 
have not arrived at our destination yet. But 
we have already accomplished a great deal, 
are continuing to make good progress and 
are committed to pursuing this path. 

Implementation of the Together4In-
tegrity program is a crucial assignment for 
all of us at Volkswagen. With this program, 
Volkswagen will consolidate its funda-
mental values thoroughly and sustainably.  
Integrity, along with honest and consistent 
behavior, is the basis of our company.

On top of these come precise and com-
prehensible guidelines for our daily ac-
tions, effective Compliance Management, 
functioning control and sanction systems 
– everything that we regard as governance. 
We have to keep asking ourselves: Are we 
pursuing our convictions? Are we practic-
ing our corporate values? Are we working 
together in a spirit of trust and honesty? 
Are we assuming responsibility and can 
we stand by our decisions with a good con-
science? Together4Integrity formulates 
the standard to which we aspire for our 
joint actions based on integrity. 

In this brochure, we wish to present 
what we are doing to realize this aspira-
tion. What journey have we embarked on 
with Together4Integrity, where will it take 
us, which milestones will we pass? 

One thing is clear: we are taking these 
efforts on board because we are convinced 
that they will make our company better. 
For myself and the entire Board of Man-
agement, there is no doubt that ethics, in-
tegrity and compliance are the main pillars 
for our future business success. We are cur-

rently in the middle of a massive transfor-
mation of our company. We will only man-
age this if we act with integrity towards 
our colleagues, clients, suppliers and stake-
holders – in an honest, upright and respon-
sible manner. Together4Integrity is proof 
that we are taking this seriously. We keep 
our word.

Yours,

Herbert Diess 

Editorial
“Together4Integrity is the largest and most 
comprehensive organizational development 
program in the history of the Volkswagen 
Group. Thus, we are establishing a compre- 
hensive and uniform Integrity and Compliance 
Management System for all Group and brand 
companies – extending to matters such as  
product conformity or the adherence to environ- 
mental standards, and all of this worldwide. 

At the same time, and this is just as  
important, we are inspiring people, our em- 
ployees, to transform our culture. We are  
creating a common awareness of integrity as  
the basis for all of our entrepreneurial activity.”

TO B I A S H E I N E 
Head of Together4Integrity

Dr. Herbert Diess

Chairman of the Board of Management 

of Volkswagen AG
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Ms. Werner, Mr. Kilian, the subject of integrity 
has been at the very top of the Group’s agenda 
since 2016. Systematic Compliance Management 
has been in place for much longer. So why intro-
duce this program?

Kilian: It is one thing to talk about integrity – but 
then gaining the support of 670,000 employees 
around the world in a wide variety of cultures with 
extremely different frameworks of values is a very 
different matter. A very large task. This is why we 
put this program together. It is the first time ever 
in our history that we have had a really systematic 
program for the continuing development of our or-
ganization throughout the Group. This represents 
a tremendous effort. However, this is how we suc-
ceed in bringing harmony and uniformity into the 
company, a common understanding of what is  
important to us. What our values are and what de-
mands we place on our processes. 

Werner: The diesel crisis showed, among other 
things, that our processes and structures were not 
as well developed everywhere as they should have 
been. At the time, we said: something like this 
must never happen again. Consequently, we have 
instigated activities in many places in order to im-
prove ourselves and to improve our corporate cul-
ture as well. It became clear, however: This is not 

yet enough, and it is not happening fast enough. 
This is why we combined all these activities to 
make a comprehensive program with which we 
would also be able to respond to and implement 
the recommendations and observations of our 
Monitor Larry D. Thompson. All our activities are 
systematically interrelated and coordinated with 
each other – and that makes the whole system  
far more powerful. In the same way, perhaps, that  
a laser is far more powerful than normal light.

Kilian: We have really examined the whole compa-
ny and looked into every department: Where do 
risks exist and how are we dealing with them? 
What mechanisms do we have for early detection? 
Where do we still have to set up checkpoints? What 
responsibility do our managers have, and how can 
we strengthen them in their role? All in all: How do 
we make sure that we have effective and compre-
hensive Corporate Governance? And how do we ex-
tend it across all parts of the Group?

Werner: And yet, is a program like this a guarantee 
that we will become a better company? Certainly 
not. We will only achieve the improvement if all of 
us – the Board of Management, managers and also 
the employees – practice correct behavior point out 
incorrect behavior, remain true to our values, and 
thus jointly guide the company step by step to-
wards a higher level of integrity. Hence the name of 
the program: Together4Integrity. Compliance alone 
is not enough. Ultimately though, it depends on 
the integrity of every individual. And integrity is 
something one cannot simply decree. It is some-
thing you have to want and practice.

Why is integrity so important? Is it not enough 
for employees to adhere to rules and laws and 
otherwise simply do their work well?

Werner: That is precisely what it is about: doing 
your work well! Regulations and laws form the 
guidelines of what is allowed and what is not. You 
can put regulations down on paper, supply the 
employers with explanations and sanction any in-
fringements. This is also something that we do, 
and nothing would work without such measures. 
Yet, at the end of the day, our decisions are what 
count. Taking decisions in “real” life: in produc-
tion, in our offices. In the meeting rooms. In talks 
with business partners and suppliers. Black and 
white decisions are easy. But real life is not always 
black and white. This is where decisions need to 

“With T4I we are creating 
Uniformity of our Values 
and our Processes 
throughout the Group”

be checked against the system of values and against 
one’s own individual compass. Working well also 
means taking the right decision in the respective  
situation. Integrity is not least simply an indication 
of professionalism.

Kilian: This is also true because we are neither able to 
regulate every conceivable decision-making situation 
– nor would we actually want to. It is, in fact, possible 
to kill a company through excessive regulation. How-
ever, we need the creativity, flexibility and indepen-
dence of our people – and this all the more so with the 
increasing extent and pace of change in markets and 
technologies. In a world where decisions are taken in-
creasingly faster, any decisions taken also have to be 
adapted faster to new conditions. Then managers need 

In April 2018, the Board of Management decided to adopt the Group-wide 
Integrity and Compliance Program Together4Integrity, or T4I for short. 
Acting as Board sponsors for its design and implementation are Hiltrud D. 
Werner, Member of the Board of Management for Integrity and Legal  
Affairs, and Gunnar Kilian, Member of the Board of Management for  
Human Resources. In the interview, they explain what distinguishes this 
program, why integrity improves cooperation and why it is set to become 
even more important in the future. “Integrity is not least  

simply an indication  
of professionalism.”
Hiltrud D. Werner
Member of the Group Board  
of Management for Integrity  
and Legal Affairs
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as well if there is any uncertainty or if he or she 
has a bad feeling is also very much part of integri-
ty. In this way, we need fewer control loops and 
that saves us both time.

Or, take another example: It is generally a bad 
thing if required information is not passed on in-
ternally. Problems really begin to arise when mis-
takes are kept secret. Then we have no chance of 
correcting them. Yet integrity also means admit-
ting to your own errors – but if people have a justi-
fied reason to fear that this will not be seen as 
helpful and that he or she will suffer disadvantages 
by pointing out their own or others' mistakes, then 
this leads to silence when talking and honesty 
would be a better solution.

We are talking here about mistakes and not mis-
conduct. Is that right? They are different things.

Kilian: They are different things. A mistake is 
simply doing something wrong because of igno-
rance, clumsiness or even a lack of ability. But 
without any malicious intent. Misconduct is the 
conscious violation of regulations for one’s own 
advantage. And even if the individual benefit 
gained is nothing more than personal conve-
nience: we will not tolerate it. And this is why we 
also say quite clearly: reporting misconduct of 
this kind is not betrayal. It is precisely the other 
way round: not reporting misconduct such as 
this would be betrayal of the company and of the 
colleagues who adhere to the rules – and who 
may nevertheless have to carry the can for this 
matter at the end of the day.  

However, let us make sure that no misunder-
standings arise here. We are not seeking a report-
ing culture but instead an error culture. The aim 
is to discuss errors and problems openly and 
even suspected misconduct and to do so as early 
as possible. Overcoming the obstacles to this may 
also involve considerable effort, but that really 
makes our company better.

Werner: We all do our best to avoid mistakes. Never- 
theless, mistakes will continue to happen; after all, 
we are humans and nobody is perfect. The crucial 
question is then how we deal with this. Do we try 
and sweep mistakes under the carpet and carry on 
as if nothing had happened? Or do we admit to 
them so that we can all learn from them and start 
to take countermeasures as early as possible? This 
calls for conditions of mutual trust, in other words 
integrity.

setting ourselves ambitious targets, but we act  
responsibly. We do not violate the legitimate inter-
ests of others in the process. And it is only with 
this basic attitude that we will have long-term suc-
cess as a company. Customers today are paying 
more and more attention to how products are pro-
duced and whether the business model of a compa-
ny is ethically justifiable. This is why a company 
that acts with integrity also has a clear competitive 
advantage in the long term.

Kilian: It always comes down to integrity being the 
foundation for our actions. This is also reflected in 
the seven Group Essentials. With the T4I program 
we are creating Group-wide uniformity and bring-
ing the company to a new operating level. We are  
in the middle of a fundamental transformation; 
the next few years will be decisive for the future of 
Volkswagen. In such a phase of change and with 
such momentum it is incredibly important for us 
to be able to rely on each other. It is not possible  
to inspect everything. We simply have to be able to  
assume that everybody within the company is  
acting with integrity. This is not a nice-to-have, but 
instead integrity is a competitive factor. And this 
applies all the more so to the topics that will deter-
mine our future.

Do you mean topics such as electric mobility or 
digitization? To what extent is integrity a com-
petitive factor in these areas? 

Werner: Electric mobility, for example, has conse-
quences for procurement with respect to cobalt for 
batteries. In the case of cobalt, the risk of acting 
without integrity is high because the extraction in 
the mines is not infrequently carried out with the 
use of child labor. However, we strictly object to 
child labor. This is why we have introduced new 
compliance and sustainability standards for sup-
pliers in purchasing, and these standards are just 
as important in the award process as quality, price 
and the suppliers’ logistical capabilities. We thor-
oughly pay attention to integrity throughout the 
entire value creation chain. And we are certain that 
our customers will appreciate this because they  
regard child labor as being just as reprehensible as 
we do.  

On the other hand, digitization will lead to 
the automobile becoming the most complex and 
valuable Internet device in the future – a mobile 
device in the literal sense. However, this also 
means that countless data will be generated, far 
more than in the case of the smartphone. And it 
will depend on us and our Group's basic princi-
ples how and for what purpose we use this data. 

Kilian: Yet integrity can also mean a restriction:  
it may require opting to forgo earning revenue and 
making a profit in certain ways – ways that while 
still legal are no longer legitimate. This voluntary 
commitment to forgoing certain business practices 
on ethical grounds is an expression of a basic atti-
tude. What we say is: we want the success and are 

“In such a phase of change, 
it is incredibly important 
for us to be able to rely on 
each other. Integrity is a 
competitive factor.”
Gunnar Kilian
Member of the Group Board  
of Management for Human Resources

to be able to take their team with them but also 
place more trust in that team. Time constraints 
alone mean that it is no longer possible for superi-
ors to double-check each fact and ultimately give it 
their quality seal as the best expert. Instead they 
have to extract the best possible from their team in 
terms of know-how and motivation. Consequently, 
we need less rigid structures, less thinking in terms 
of hierarchies, more transparency, more shared in-
put in thinking and shaping. This is why we have 
said from the outset: T4I is also a program for fur-
thering the development of our culture. I’m espe-
cially pleased that the employees, as our employee 
survey “Stimmungsbarometer” shows, are con-
firming improvements both in the corporate and 
management culture as well as in matters of integ-
rity and cooperation. Our efforts are paying off.

Is T4I, therefore, also changing the way in which 
we collaborate in our everyday working routine?

Werner: Of course! Suppose I know that I can trust 
an employee because I can be sure of his or her  
integrity. In that case, I can assign tasks to this in- 
dividual in which he or she can and should take  
decisions independently because I can expect this 
employee to take the right decisions. However, the 
fact that this employee will then always consult me 
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Shaping  
the Future –  
with Integrity
Volkswagen is changing and focusing its strategy.  
Integrity remains a key constituent – and T4I is also  
anchored within this.

What exactly is the Volkswa-
gen Group? Most people 
would probably reply: a car 

manufacturer. And, in fact, that is not 
incorrect – but does not go far enough 
by any means. What distinguishes a 
“car”, how it is driven and controlled, 
which hardware and software are em-
ployed, who drives it, how and when, all 
of this is subject to constant change. 
Only the purpose remains unchanged: 
individual mobility.

This is why not only vehicles are at 
the center of Volkswagen Group’s vision, 
but more generally: mobility. This vi-
sion is formulated as follows in the up-
dated strategy TOGETHER 2025+: “Shap-
ing mobility – for generations to come.” 
Volkswagen and all of its brands and 
companies have one common, compre-
hensive goal: to facilitate individual, re-
liable and affordable mobility for peo-
ple everywhere in the world and in the 
best possible way for that location. And 
this does not only apply to today and to-
morrow but also for the more distant fu-
ture. Volkswagen already has the inter-
ests of future generations in view today, 
and primarily this means the interest in 
sustainable products and offers that are 
as climate-friendly and environmentally 
compatible as possible. 

1 0

“Shaping Mobility –  
for Generations to come”
Contained within this vision is the re-
sponse to both the megatrends of au-
tomotive technology – electrification, 
digital connectivity and autonomous 
driving – and to developments within 
society such as globalization, urbaniza-
tion, the diversity of lifestyles and hence 
the requirements placed on mobility.

The principles of the strategy are 
also stated clearly and distinctly in  
TOGETHER 2025+: “Our conviction: val-
ues and integrity.” This means: Integri-
ty and orientation towards the corpo-
rate values – formulated in the seven 
Group Essentials – are intended to be 
the overriding maxims for every deci-
sion and all actions at Volkswagen (for 
the Group Essentials, please refer to  
“Canon of Values for the Corporate  
Culture”, page 49). Only then will  
Volkswagen actually be a “role model 
for integrity”, as has already been for-
mulated in one of the strategy’s four 
target objectives since 2016. Integrity is 
thus on the same level as the quality of 
the products, the financial performance 
indicators and the satisfaction of cus-
tomers and employees – because ulti-
mately, it is to an equal extent a prereq-
uisite for long-term business success.

From home to work, to the university,

to the grocery store or in the holidays:  

Volkswagen facilitates individual

mobility today and in the future.
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Integrity is thus firmly anchored with-
in the Group strategy – and incidentally 
also within the strategies of the individ-
ual brands and companies. 

Five Commitments  
of the Group Board of Management
Yet not only this. Integrity is additional-
ly anchored within the Group Board of 
Management itself as an obligatory cri-
terion for decision-making. In the year 
2018, the Board committed itself to base 
its action on five commitments that must 

not be violated by any Board of Manage-
ment resolution. These are as follows:

1.  We base our actions not only on  
the law, but also on clear values and  
ethical principles.

2.  We do our utmost to provide our  
customers with safe, efficient and 
sustainable mobility.

3.  With our cars and services, we also 
contribute to environmental protec-
tion, technological progress and the 
improvement of quality of life.

4.  We also require our suppliers, service 
providers and sales partners to  
uphold our compliance and sustain-
ability standards.

5.  With our commitment to education, 
culture and sport, we contribute to 
social cohesion.

To ensure that these commitments do ac-
tually guide actions, every proposal for 
a decision by the Board of Management 
must contain a statement in which the re-
sponsible Business Area provides explana-

tions on how the proposed decision and its 
consequences will promote the fulfillment 
of one or more of these commitments. 
Similarly, it is necessary to explicitly set out 
whether any integrity or compliance risks 
are associated with the decision and, if so, 
how they can be averted or minimized. 

Integrity is both a key constitu-
ent of the strategy and a binding yard-
stick for all strategic decisions made by 
the Group and the individual brands (in 
whose Board of Management proposals 
it is similarly anchored).

But of course, the aspiration extends 
far beyond this: Volkswagen should be a 
company based entirely on integrity. On 
all levels, in all departments and at all lo-
cations. In order to achieve this, one of 
the largest transformation programs in 
the history of the Group was launched 
in April 2018: Together4Integrity. And 
this program is in turn also anchored 
in the strategy: it contributes on the 
one hand to the Best Governance strat-
egy module – the objectives of which in-
clude Volkswagen being perceived by its 

stakeholders as an efficiently managed, 
trustworthy, sustainably operating and 
transparent corporation – but also to 
the Excellent Leadership strategy mod-
ule, which is committed to an open, val-
ue-based management culture operat-
ing with integrity and on the basis of 
partnership. 
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In April 2018, the Group Board of  

Management committed itself to five 

maxims that guide all its decisions. These 

five commitments must already be taken 

into account when formulating decision 

options.

Living  
integrity
Five commitments of the 
Board of Management of Volkswagen AG
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We

We base our actions not 
only on the law, but 
also on clear values and 
ethical principles. 

1

4            Living integrity
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We

Every country, every society has its own laws. And 
every community creates values and norms to en-
sure orderly co-existence within that community. 
At the same time, laws, values and norms provide 
people with orientation in their lives. Employees 
of a company also have to follow the regulations of 
the company in their daily professional activities. 
General principles of conduct, which apply to every 
employee and govern all company processes and 
relations with third parties, have the highest priority. 
The Board of Management and the management 
bear particular responsibility for the translation of 
this code into concrete action in everyday working 
practices, both in their decisions and in their posi-
tions as role models. 

We, the members of the Board of Management of 
Volkswagen AG, strive to challenge and encourage 
our employees to act with integrity by means of our 
structures, processes, rules and regulations as well as 
our leadership and the nature of our collaborations 
and interactions with each other. We pledge to en-
sure equal opportunities and the greatest possible 
degree of diversity throughout the entire company. 
As members of the Board of Management, we are 
role models of integrity, sincerity and responsibility 
for our employees. Honesty toward all stakeholders, 
regulatory authorities and the public is our highest 
guiding principle.

  Living integrity            5
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OUr PrODUCtS

With our cars and services, 
we also contribute to 
environmental protection, 
technological progress 
and the improvement of 
quality of life.   

3
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OUr PrODUCtS

Climate change, availability of resources and urban-
isation are amongst the greatest global challenges 
that the automotive industry, in particular, has to 
meet with its products. 

We, the members of the Board of Management 
of Volkswagen AG, strive with our company to 
develop, produce and globally distribute vehicles, 
services and mobility solutions which are contin-
ually becoming more and more environmentally 
compatible and resource-conserving. They advance 
technological progress and economic development, 
making numerous individual forms of use pos-
sible, thus improving the quality of life not only 
for our customers, but for many. We contribute to 
research projects that have a positive impact on 
the environment, people and society, ranging from 
development to production to the recycling of our 
products. In all these ways, we are shouldering this 
special responsibility which stems from the size and 
international nature of our Group.

  Living integrity            9
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tHe SOCiety

With our commitment 
to education, culture 
and sport, we contribute 
to social cohesion. 

5
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tHe SOCiety

Companies fulfi l their social responsibility and pro-
mote peaceful coexistence in society through their 
own initiatives, donations and sponsorships, as well 
as the employees’ personal commitments. 

We, the members of the Board of Management of 
Volkswagen AG, see our company as a good cor-
porate citizen which, through economic stimulus, 
contributes to the development of infrastructure, 
education and equal opportunity in the community. 
We encourage our staff  to take on voluntary work 
and support their endeavours. By promoting social 
and cultural projects, we are able to improve the 
quality of life in the communities in which we are 
located and beyond. We devote particular attention to 
youth work and sports, the binding powers of which 
counteract the forces of radicalism and destruction. 
We consider our multifaceted commitment to be an 
important contribution to positive social develop-
ment, which, in turn, is a prerequisite for growth and 
economic success.

  Living integrity          13
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The updated Group strategy TOGETHER2025+: Becoming a role model for integrity, remains one of its key objectives.  

The Together4Integrity program contributes to the strategy modules Best Governance and Excellent Leadership. 
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We keep  
our Word
A company that is a role model for integrity and 
compliance, an ethical company whose employees 
are proud to work there – that is the vision of  
Together4Integrity, the comprehensive Integrity 
and Compliance Management System that will  
be established throughout the Group by 2024.

Our Journey – Together4IntegrityOur Journey – Together4Integrity 1 51 4



In order to be a role model for integri-
ty, as laid down in the Group strategy, 
unrelated initiatives of the various 

Business Areas are not sufficient, no mat-
ter how important and successful they 
each may be. Instead, a comprehensive, 
consistent, stringent and sustainably  
effective program is required, which is 
set up, rolled out and implemented sys-
tematically. A decision in favor of a pro-
gram of this nature was made by the 

Group Board of Management in April 
2018 under the name of Together4Integ-
rity (or T4I for short) – it is the largest 
organizational development program in 
the Group’s history.

T4I is a uniform system that pools 
and coordinates all initiatives within 
the company related to integrity and 
compliance and integrates the recom-
mendations and comments from the 
US Monitor Larry D. Thompson. T4I 

thus combines activities from 16 Busi-
ness Areas, ranging from Integrity and 
Compliance, via Risk Management and 
Human Resources, through to Research 
& Development, Procurement, Sales, 
Mergers & Acquisitions, to name but 
a few. Responsibility for the planning 
and implementation of T4I lies with 
the Board of Management function of  
Integrity and Legal Affairs, under the 
directorship of Hiltrud D. Werner. T4I is 
controlled centrally by a dedicated Pro-
gram Management Office (PMO) affili-
ated to the Head of Together4Integrity 
(K-IT). By roughly mid-2024, T4I is set to 
be rolled out within the approximate-
ly 700 legally independent Group and 
brand companies, which employ some 
670,000 people. 

Corporate Governance and  
Cultural Change
T4I is responsible for raising the trust in 
the integrity, compliance and transac-
tions of the Group – the intention is for 
customers, business partners, employ-
ees and society to be capable of relying 
entirely on Volkswagen keeping its word. 
T4I thus contributes to securing the 
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Together4Integrity pools all initiatives to strengthen integrity and compliance and rolls them out uniformly across the entire Group.
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“With T4I we are laying down  
the rules by which we wish to play.  
Of course we want to win and  
remain successful. Yet we definitely 
play fairly – and we guarantee  
this with T4I.”
Dr. Kurt Michels
Group Chief Compliance Officer (K-IC)
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Through T4I, Volkswagen Group  
becomes a role model in  
Integrity & Compliance –  
an ethical company for which  
people are proud to work. 

T4I follows this vision to:

–  Improve trust in Volkswagen Group’s Integrity 
& Compliance and overall business –   
Our customers, business partners, employees 
and society should be fully able to rely on us 
"keeping our word“.

–  Secure Volkswagen Group’s long-term success  
for future generations.

T4I has the mission to serve as the motor for the necessary culture change:

–  Anchor governance processes in the company, combining and  
integrating all Integrity, Compliance, Culture and Risk initiatives  
at Volkswagen Group.

–  Motivate all employees to contribute to the necessary changes  
and embrace the vision of T4I.

–  Create awareness for the positive changes in Integrity & Compliance 
outside of the company.

To fulfill its mission, T4I has the goal to: 

–  Implement its initiatives sustainably across all Volkswagen brands, Entities and  
regions by the year 2025, enabling employees to practise the governance processes.

–  Increase the perception of Integrity & Compliance among all employees as well  
as outside of the company (customers, business partners and society).

 To measure the achievement of our goals, T4I will show that: 

–  All measures have been implemented in sufficient quality by 2025 throughout the entire company.

–  Volkswagen Group is back in the Top 10-20% in perception of  Integrity & Compliance by 2025:  
General Perception (Target: Top 10-20% in Integrity Index) Perception by employees  
(Relevant target: Average Perception Workshop result above 4.2 with positive year to year trend).
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ly recognized principles, which Volkswa-
gen has adopted. These principles form 
the framework for the subject matter of 
T4I and are as follows:

1.  Strategy: Integrity and compliance 
are central to our business strategy

2.  Risk management: Integrity and 
compliance risks are identified, 
owned, managed and mitigated

3.  Culture of Integrity: Our leaders at all 
levels across our organization build 
and sustain a culture of integrity

4.  Speak-up Environment:  
We encourage, protect and value  
the reporting of concerns and  
suspected wrongdoing

5.  Resolute Accountability: We take  
action and hold ourselves account-
able when wrongdoing occurs

long-term success of the Group. Scan-
dals at Volkswagen, like the diesel cri-
sis, should no longer be possible. How-
ever, this can only succeed on a long-
term basis if integrity and compliance 
are fundamentally and fully endowed 
with the same value and importance as 
other priorities such as sales revenue, 
earnings, product quality, customer sat-
isfaction or employer attractiveness.  
Enforcing this equal status is the aim of 
T4I – throughout the Group. The levers 
for this are firstly a thorough reinforce-
ment of Corporate Governance on integ-
rity and compliance and secondly, a cul-
tural change to turn integrity and com-
pliance into an acknowledged basis for 
cooperation within the company. 

This objective is operationalized by 
the international Ethics & Compliance 
Initiative’s (ECI) fundamental and wide-

All packages of measures contained 
within T4I refer to one of these princi-
ples and are building blocks for its real-
ization. (You will find details of the ECI 
principles under “Five Principles show 
the Way”, pages 20 to 23.)

1 Toolbox, 11 Key Initiatives, more than 
120 Deliverables
All of these packages of measures are 
summarized in the “T4I Toolbox”. De-
fined within it are more than 120 so-
called Deliverables – these are specif-
ic target conditions which (with ex-
ceptions) have to be achieved by every 
individual Group and brand company. 
Although these companies are indepen-
dent during the implementation phase, 
they are, in fact, bound by a time and 
milestone plan agreed with the central 
PMO. For every Deliverable, there is a re-

sponsible department at Group level:  
a certain Business Area that specifies the 
design of the content for the Deliver- 
able and advises the individual compa-
nies during implementation. In turn, the 
respective CEOs are responsible for the 
successful implementation within the 
companies.

The Deliverables are summarized 
thematically in 11 Key Initiatives, relating, 
for example, to product compliance, HR 
compliance and processes, the whistle- 
blower system or the business partner 
due diligence. One Key Initiative – Integ-
rity Program – is additionally dedicated 
to the specific topic of integrity (for de-
tails, see also: “Competence Center for 
Integrity“, pages 57 to 60).

The implementation of the Delivera-
bles anchors integrity and compliance in 
all departments of the company. It estab-
lishes robust systems for avoiding or min-
imizing integrity and compliance risks. 
Regular reporting on the implementation 
status ensures transparency concern-
ing the quantitative and qualitative pro- 
gress of implementation in the individual 
Group and brand companies, thus creat-
ing the basis for quality assurance.

Implementing Processes –  
Inspiring People 
As a matter of principle, T4I pursues 
two approaches: firstly, it is concerned 
with implementing those processes and 
structures representing the regulato-
ry framework for professional conduct 
based on integrity and compliance – that 
is the governance side of the program.  

At the same time, however, it is about in-
spiring people. Appealing to their minds 
and their hearts and their desires to 
work in a company they can be proud 
of. Strengthening their own drive to 
act with integrity and share in creating 
a company that enables managers and 
employees to work together as equals 
with a cooperative approach, opening up 
scope for creativity, allowing the benefits 
of diversity to be felt and strengthening 
actions based on values.

Both dimensions are contained in 
the T4I Toolbox, and most Key Initia-
tives encompass Deliverables of both 
kinds. (For further detail, see also: “Ro-
bust Structures as a Regulatory Frame-
work”, pages 29 to 31, and “Changing the 
Culture with People“, pages 32 to 35.) 

Irrespective of this, however, T4I uses 
two different formats in every Entity 
in order to inspire and activate people: 
the T4I Ramp-up Session to launch T4I 
within a company and the Perception 
Workshops, which are repeated regular-
ly within the companies. Both formats 
bring together employees and man- 
agers across hierarchical borders. They 
create a sense of community and aware-
ness of each individual’s role and pre- 
sent an opportunity to pose open and 
critical questions and identify prob-
lems. In this way, the two formats turn 
T4I from an abstract program into a per-
sonal matter. (In this context, see also 
page 34 and “This is where the Employ-
ees have their Say“, pages 36 to 41.) 

Five lines that together form a 
tree. This is the Key Visual of the 
T4I program. The lines stand for 
the five ECI principles which are  
realized across the Group through 
T4I. Underneath is written “We 
keep our word” – for our customers,  
business partners, employees and 
society should definitely be able  
to rely entirely on Volkswagen  
keeping its word. 

T4I has two dimensions: Implementing processes - Inspiring people.

  T H E T4I  K EY V I S UA L

Reaching  
people

Implementing 
processes

T4I combines activities of 16 Business Areas into a coordinated and consistent approach.

Compliance

Legal
Research &  

Development

Sales

Components
Group Strategy / 

M&A

Procurement

Human  
Resources

Internal 
Audit

Production Quality  
Management

Culture Communication

Environmental  
Management

Integrity  
Management

1 91 8 Our Journey – Together4IntegrityOur Journey – Together4Integrity



Five Principles 
show the Way
Integrity and compliance programs exist in many companies today – with thoroughly 
variable levels of success. Consequently, this raises several questions: What properties 
does a program of this nature require to be really effective? Which strategies and 
practices are specifically needed in order to position integrity and compliance at the 
core of a company’s business philosophy? What characterizes a corporate culture in 
which conduct based on integrity is regarded as second nature to an equal extent as 
the opportunity to express one’s concerns?

The replies to these questions are 
by no means trivial, as is shown 
by a comprehensive report from 

the Ethics & Compliance Initiative (ECI) 
published in April 2016: “Principles and 
Practices of High-Quality Ethics & Com-
pliance Programs: Report of ECI’s Blue 
Ribbon Panel”. The Ethics & Compliance 
Initiative is a non-profit organization 
headquartered in the USA that works to-
wards developing and implementing 
high-quality integrity and compliance 
programs, promoting exchange be-
tween scientists and practitioners in 
this field and supporting organizations 
in strengthening their culture of integri-
ty. The ECI plays a leading role in con-
nection with independent research on 
integrity at the workplace, ethical stan-
dards as well as compliance processes 
and practices in public and private insti-
tutions. Volkswagen has also been a 
member of the ECI since 2018.

Globally Recognized Benchmark
The ECI report was written by a group of 
24 acknowledged experts on integration 
and compliance within organizations: 
scientists, Chief Ethics and/or Compli-
ance Officers, lawyers and former public 
prosecutors, particularly those involved 
in economic affairs. The strategies and 
practices laid down in the ECI report rep-
resent what today is recognized globally 
as a cross-sectoral benchmark for integ-
rity and compliance programs. They aim 
at not only avoiding – extrinsically mo-
tivated – breaches of the law, but also at 
making conduct based on integrity and 
values a part of the corporate culture. 

Therefore, the strategies and practic-
es described in the ECI report also form 
the foundation on which Volkswagen de-
veloped the T4I program. This means: 
T4I is the path towards realizing the five 
principles of the ECI report. These are as 
follows:

1.  Strategy: Integrity and compliance 
are central to our business strategy

2.  Risk Management: Integrity and 
compliance risks are identified, 
owned, managed and mitigated

3.  Culture of Integrity: Our leaders 
at all levels across our organization 
build and sustain a culture of  
integrity

4.  Speak-up Environment: We en- 
courage, protect and value the  
reporting of concerns and suspected 
wrongdoing

5.  Resolute Accountability: We take  
action and hold ourselves account-
able when wrongdoing occurs

The ECI report further subdivides each of 
these principles and defines them more 
precisely in a total of 27 supporting ob-
jectives and 100 exemplary leading prac-
tices. Let us take a closer look at these 
principles:

Strategy
Integrity and compliance  
are central to our business 
strategy

Risk  
Management
Integrity and compliance  
risks are identified, owned, 
managed and mitigated

Speak-up  
Environment
We encourage, protect and  
value the reporting of  
concerns and suspected 
wrongdoing

Resolute  
Accountability
We take action and hold  
ourselves accountable  
when wrongdoing occurs

Culture  
of Integrity
Our leaders at all levels 
across our organization 
build and sustain  
a culture of integrity
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1. Strategy: Integrity and compliance  
are central to our business strategy
This principle means that integrity and 
compliance are separate strategic ob-
jectives of the company, the business 
strategies of which are in harmony with 
these objectives. Integrity Management 
and the compliance department are in-
dependent in organizational terms and 
equipped with sufficient resources to 
fulfill their assignments. They are rep-
resented in high-ranking committees 
and are involved in strategic decisions. 
They act as a source of information as 
well as advisers and support the man- 
agers throughout the company in fulfill-
ing their crucial role in the setting of in-
tegrity standards. Integrity and compli-
ance, along with their importance for 
business success, are regularly on the 
agenda in meetings. The Board of Man-
agement knows and actively monitors 
the contents as well as the implementa-
tion of the integrity and compliance pro-
grams and the measures associated with 
them. 

2. Risk Management: Integrity and  
compliance risks are identified, owned, 
managed and mitigated
Integrity and compliance are regard-
ed as key components of the company’s 
risk management. Checks are performed 
to ensure that integrity and compliance 
risks are recognized and assigned to a 
designated responsible person and that 
resources are provided for their inspec-
tion and measures are taken for their 
prevention. The managers are respon-
sible for the ongoing identification and 
mitigation of the relevant risks with-
in their respective area. Employees re-
ceive information on the risks that affect 
them and support in dealing with these 
risks. Business partners such as suppli-
ers or distribution partners also under-
go checks on their integrity and compli-
ance standards. The same applies during 
the preparation of M&As.

3. Culture of Integrity: Our leaders at  
all levels across our organization build 
and sustain a culture of integrity
The principle emphasizes that corpo-
rate culture is the most important fac-
tor for employees’ conduct and thus 
how business is conducted. Therefore, 
developing and maintaining a strong 
culture of integrity is crucial in protect-
ing the company against misconduct. 
The managers are the driving force be-
hind this culture. On every level and in 
every department, they are expected to 
assume responsibility for patterns of 
conduct and decision-making process-
es based on integrity, becoming a con-
stituent part of the company’s DNA. 
This is because employees pay close 
attention to their direct superiors’ ac-
tions and whether these actions are in 
accordance with what they say. Man- 
agers have a role model function. Integrity  
Management supports them in this role 
– in the same way as it also helps em-
ployees to master the many and varied 
challenges of integrity and compliance 
in everyday working life.

The ECI Report describes what defines a 

high-quality integrity and compliance  

program and what effects such a program 

has in a company. T4I aims to implement 

the five ECI principles outlined in the  

report throughout the Group.

4. Speak-up Environment: We encour-
age, protect and value the reporting of 
concerns and suspected wrongdoing
Perhaps the greatest risk in matters of in-
tegrity and compliance for a company is 
a state in which employees are not will-
ing or not in a position to report a cur-
rent or imminent case of misconduct. 
Therefore, it is necessary to create a cul-
ture of openness, in which employees are 
encouraged to express their concerns. 
And managers must have the social 
skills to then react in the correct man-
ner. A culture of open discussion such 
as this enables problems to be addressed 
long before the wrongdoings occur. 
To this end, a company has to provide  
effective channels, among them a whistle- 
blower system. Above all, the company 
has to create a climate where employees, 
who point out misconduct in one way or 
another, are valued. 

5. Resolute Accountability: We take  
action and hold ourselves accountable 
when wrongdoing occurs
Even with the best integrity and compli-
ance program and the most highly devel-
oped culture of integrity, transgressions 
will continue to occur within a compa-
ny – particularly in a corporation as large 
as Volkswagen. In such cases, according 
to this principle, it is necessary to re-
act swiftly, systematically, consistent-
ly and above all, fairly. The investigation 
must be conducted in a neutral man-
ner, be based on the presumption of in-
nocence. If a violation is proven to have  
taken place, the investigation must en-
sure that the position and name of the 
person responsible do not have any in-
fluence on the penalty applied. In addi-
tion, the company must also hold itself 
accountable in the event of misconduct 
by analyzing the events and then deriv-
ing measures to prevent any recurrence.

What sounds so obvious does, in fact, 
pose great demands. In many areas, 
Volkswagen has definitely already come 
a long way. Integrity Management has 
been in place since 2016, and the compli-
ance division for much longer still. Yet, 
on the one hand, the target vision of the 
ECI report – and hence that of T4I as well –  
is much more detailed and far-reach-
ing than can be depicted here. On the  
other hand, the five principles have to be 
comprehensively implemented within 
the whole Group, within every individu-
al Group and brand company. And final-
ly, everyone has to be aware that cultur-
al changes are not possible from one day 
to the next. This means that there is still 
a lot to do. However, the destination is 
clear, and the route is distinctly marked 
out.

  E C I -R E P O RT  

 1.
Strategy

 2.
Risk  
Management

 3.
Culture  
of  
Integrity  4.

Speak-up  
Environment

 5.
Resolute  
Accountability
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Rolling out such a comprehensive program as T4I with more than  
120 individual packages of measures uniformly in a corporation with  
12 very different brands and hundreds of individual companies can only 
take place by following a strict plan. This plan is the Entity Journey:  
a precise sequence of steps from the start of the program within a  
company to the conclusion of implementation. 

Marking the beginning in Au-
gust 2018 was AUDI AG. It 
was then followed by the 

Chinese VW subsidiaries in Beijing, 
Tianjin and Dalian, Seat, the VW Group 
of America, VW Slovakia, the brand Volks-
wagen Passenger Cars, VW do Brasil and 
many, many more. In total, T4I had al-
ready been launched in 217 individual 
Group and brand companies (Legal Enti-
ties, or Entities for short) by the end of 
2019 – with the result that the initially 
planned number of 150 had been ex-
ceeded by a full 25 percent. The launch 
sequence was determined based on size 
(number of employees) and the Entities’ 
risk profile. Put another way: the most 
important first! This means that today 

426,000 employees of the Volkswagen 
Group are already working in compa-
nies in which T4I is being implemented. 
A further 300 Entities are to commence 
implementation in 2020, with the re-
maining 200 or so due in 2021. The aim 
is for the program to be implemented 
within the whole Group by the middle 
of 2024.

Yet whether the brand of Volkswagen  
Passenger Cars is involved with its many 
thousand employees or a small distribu-
tion company with a few hundred, the 
procedure is always the same. It is divid-
ed into five phases: entice – enter – en-
gage – exit – extend. There is a standard-
ized procedure based on the previous 
experiences and best practices from roll-

out for every phase. Templates, guide-
lines, presentations, work schedules, 
checklists, etc. are provided by the cen-
tral Group PMO, firstly to assure quali-
ty and secondly to save the Entities the 
trouble of always having to reinvent the 
wheel. However, they do, of course, have 
the freedom to adapt the templates to 
their requirements. 

To keep all employees who are not 
directly involved in the program con-
tinuously informed about T4I, to update 
them on the progress and to motivate 
them to commit to the change process 
and actively contribute, the entire En-
tity Journey is accompanied by regular 
communication measures in employee  
media and events at the Entity. (See also: 
“Words and Images for Integrity”, pages 
50 to 53.)

These are the five phases of the  
Entity Journey:

1. Entice
Phase 1 involves contacting and inform-
ing the Entity. This generally takes place 
some four months before the central T4I 

kick-off event at the Entity. A first meet-
ing (or call) with the CEO involves the 
Board of Management (or the Manag-
ing Directors) of the Entity, informs it 
of the individual steps and objectives of  
the journey and thus lays down the start-
ing point. Afterward, the Entity appoints 
its T4I PMO (Program Management Of-

fice). From this point on, the PMO co-
ordinates and steers the preparation 
and implementation of T4I within the  
Entity and is the interface to the T4I 
PMO of the respective brand or company  
and the central Group T4I PMO in Wolfs-
burg. 

2. Enter
In Phase 2, the PMO organizes the kick-
off of T4I within the Entity by means of 
two events and generally prepares the 
start of implementation of the individ-
ual T4I packages of measures (Deliver-
ables). The local heads of the Business 
Areas involved in T4I are included and 

The Journey  
of the Entities

2 4

The Five Degrees of Implementation (DoI) describe the increasing maturity level of a Deliverable, from its conception to its completed and documented  

implementation. At T4I, it is clearly defined what must be provided to reach the next level. This allows the tracking of progress using clear criteria.

DEGREES OF IMPLEMENTATION 

DoI1: Idea DoI2: Design DoI4: ImplementedDoI3: Planned DoI5: Documented

–  Owner of Deliverable  
at Entity defined

–  Person with operational 
responsibility for  
Deliverable defined

– Initial idea for  
 implementation
– Timeline drafted for the  
 achievement of all DoIs

– Concept detailed  
 and approved
– Implementation plan  
 approved 
–  Person responsible for 

implementation defined
– Financial and human  
 resources approved
– Criteria for implementa- 
 tion self-testing defined

– Relevant target groups  
 and stakeholders  
 identified
– Concept for implemen- 
 tation proposed
– Resource requirements  
 defined

– Deliverable  
 implemented
– Concept for continuous  
 improvement defined
– Relevant broader com- 
 munication ensured
–  Deliverable ready for 

self-testing of imple-
mentation

– Documentation of im- 
 plementation ensured 
– Implementation  
 self-testing passed 
– Continuous review  
 and improvement  
 established

Our Journey – Together4IntegrityOur Journey – Together4Integrity 2 4 2 5



Inspiring 
people

Implementing 
processes

T-16

Weeks before Ramp-up Weeks after Ramp-up 

T-14 T-12 T+9T-8 T+12T-6 T+14T-4 T+6T+3T+2 T+nT+52T-2

Entice Enter Engage

Define roadmapSpark employeesPrepare implementationInform Inspire the top Track and support implementation Keep fire burning

Exit Extend

. . .

CEO/board meeting

Initial meeting and  

start of Journey

Perception Workshop (PWS)

Initial assessment of employee 

perception regarding I&C

Ramp-up Session

Inspiring kick-off  

of T4I roll-out

PMO kick-off and check-ins

Enable Entity to locally  

manage and own Journey

Expert Interviews

Assessment of current Degrees  

of Implementation and Deliverables

CEO debrief & sign-off

Debrief of results & sign-off  

Deliverable status quo

Implementation Safeguarding

Implementation of Deliverables 

and reporting on progress

Recurring PWS

Updated assessment  

of employee perception

. . .Ramp up

The Entity Journey shows the Entities' phases and milestones in the implementation of T4I, from the first contact  

of the central T4I team with the Entity's CEO to the completion of all Deliverables.

informed of their tasks in the implemen-
tation of T4I.

3. Engage
At the beginning of Phase 3 is the T4I 
Ramp-up Session. It marks the launch 
of T4I within the Entity. Coming to- 
gether at this event are the people respon-
sible for T4I in this Entity, the subject mat-
ter experts, the company management 
and other stakeholders from the Enti-
ty alongside top managers from the re-
spective brand and/or from the Group, all 
to jointly get T4I on the road. Generally, 
the Perception Workshop takes place on 
the following day with a representative 
cross-section of the Entity’s workforce at-
tending to discuss the status of integrity 
and compliance within this Entity. (In this 
context, see also page 34 and, with par-
ticular reference to the Perception Work-

two events. The purpose here is to individ-
ually adapt the general T4I toolbox with 
all Deliverables of the program for the En-
tity. For each Deliverable, the central PMO 
and the subject matter experts within the 
Entity jointly determine whether it can be 
transferred to the Entity concerned and to 
what extent it may already be implement-
ed. The Entity toolbox thus defined is then 
confirmed by the CEO. It generally encom-
passes some 80 Deliverables. An imple-
mentation timetable is laid down – and 
the process begins. How long this takes 
depends on the Entity, its size, risk profile 
and individual toolbox. On average, a time 
span of around two years can be expected.

During implementation, the prog-
ress of every Deliverable is tracked along 
defined degrees of implementation (DoI) 
and also reported to the central PMO. 
Consequently, transparency prevails at 

shop, “This is where the Employees have 
their Say“, on pages 36 to 41.) Smaller En-
tities of the same brand or the same func-
tion occasionally organize a joint Ramp-

all times on the implementation status 
of T4I – for the Deliverable, the Entity, 
the brand and the company as well as for 
the entire Group. 

Roughly one year after the start of 
T4I implementation within the Enti-
ty, the Perception Workshop is repeated 
(Recurring Perception Workshop). And 
this is also how progress is measured – 
namely, how it appears from the employ-
ees’ perspective on site. Changes become 
visible but possibly also deficits that 
have not yet improved. In that case, the 
central T4I PMO and the Entity jointly 
devise specific measures in order to pro-
duce a targeted response to the employ-
ees’ proposals and requirements.

4. Exit
Phase 4 is the shortest: the conclusion 
of implementation. The Entity has im-

up Session, particularly if they are in near-
by geographical locations. 

The expert interviews are also con-
ducted within a time period close to the 

plemented all Deliverables with DoI 5. 
This is definitely a reason for the Board 
of Management, the Business Areas and 
the PMO to celebrate. Employees should 
also be made aware. Nevertheless, the 
work is not simply finished now. What 
has been achieved must be consolidated; 
the changes should be long-lasting. This 
calls for appropriate processes and struc-
tures to be established.

5. Extend
In Phase 5, the flame is kept burning. In-
tegrity and compliance remain on the 
agenda, new experiences are made and 
individual routines undergo further im-
provement. And new measures may also 
be necessary as a result of the altered un-
derlying conditions.

“Pooling all initiatives from the various 
Business Areas to produce a consistent 
overall program is very helpful, also 
with respect to implementing the  
respective topics within the individual 
brands and Group companies.”
Dr. Hagen Repke
Head of Group Risk Management
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Robust Structures as  
a Regulatory Framework
T4I has two dimensions: implementing processes and reaching people.  
But what do these mean individually? Let us first take a look at the areas 
in which processes and structures have to be redefined or focused in order  
to ensure regulatory conformity and integrity in the long term.

In general terms, T4I strengthens 
Corporate Governance on integrity 
and compliance within the entire 

organization, focuses and standardizes 
them for all Group and brand compa-
nies. This means that with T4I, those 
processes and structures are imple-
mented that set the regulatory frame-
work for conduct based on integrity and 
compliance. This applies across all cru-
cial areas.

The basis for this is the T4I Tool-
box that contains more than 120 pack- 
ages of measures (Deliverables) that 
have to be implemented during the 
course of T4I. Thematically, the Deliver-
ables are grouped into 11 Key Initiatives. 
Although many of them also contain De-
liverables that contribute to the dimen-
sion of “reaching people”, almost all of 
them focus on implementing process-
es and structures that define and assure 
compliant conduct and promote acting 
with integrity.

These are the 11 Key Initiatives:
1.  HR Compliance Policies &  

Procedures
2. Code of Conduct
3. Integrity Program
4. Risk Management and Controls
5. Internal Compliance Risk Assessment

6.   Whistleblower System &  
Incident Response

7.  M&A and Compliance for NCS
8.   Business Partner Due Diligence
9.  Product Compliance
10. Environmental Compliance
11. Anti-Corruption

Without wishing to present each of the 
individual Deliverables, we can never-
theless take a closer look at these Key  
Initiatives in order to understand what 
topics are addressed through T4I.

1. HR Compliance Policies & Procedures
The core topic of this Key Initiative is the 
integration of integrity and compliance 
into the standard HR processes such as 
appointment, training, promotion, re-
muneration (bonus system). Therefore, 
since 2019, integrity has been a criteri-
on in the appointments procedure and 
human resources development for man- 
agers. As of 2020, integrity will be a  
regular topic in employee interviews. 
Furthermore, integrity has been intro-
duced as a factor for the performance- 
related remuneration of the highest man-
agement levels. Training measures for  
employees of different hierarchy levels 
contain integrity and compliance as im-
portant components. At Volkswagen AG, 

Implementing processes

integrity had already been anchored in 
29 HR processes by the end of 2019.

2. Code of Conduct
This Key Initiative ensures that the Code 
of Conduct published throughout the 
Group in 2017 is available to all Enti-
ties at all times and that all employees 
receive training in its contents. A uni-
form and consistent sanction system for 

T4I ensures that the Code of Conduct 

is available to all employees of the 

Volkswagen Group at all times and in 

the local language.

  CO D E O F CO N D U C T  

T4I determines the processes 

and structures that govern  

behavior – just as tracks  

determine where a train can run.

2 8

 Volkswagen Group 
Code of Conduct
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1.  HR Compliance  
Policies  
& Procedures

7.  M&A and  
Compliance 
for NCS

4.  Risk Management 
and Controls

2.  Code of Conduct

8.  Business Partner  
Due Diligence

3.  Integrity Program

10.  Environmental  
Compliance

5.  Internal  
Compliance  
Risk Assessment

6.  Whistleblower  
System & Incident  
Response

9.  Product  
Compliance

11.  Anti-Corruption

The T4I Toolbox contains eleven so-called Key Initiatives with a total of over 120 Deliverables. 

One of these Key Initiatives is the Integrity Program.

3 0

breaches of the Code of Conduct is being 
developed and introduced. Safeguards 
are in place to ensure that it is regularly 
reviewed and updated if necessary. 

3. Integrity Program
This Key Initiative encompasses most 
of the activities of the Integrity Man-
agement: measures of communication, 
events, training courses, dialogue for-
mats that convey the importance and 
relevance of integrity to the employ-
ees and activate them to act with integ-
rity even under external pressure. Man-

agers receive support in taking integrity 
and compliance as a theme and fulfill-
ing their function as role models. The or-
ganization and resources of the depart-
ments within the Group responsible for 
integrity are also regulated within the 
scope of this Key Initiative. (For more de-
tails on the Integrity Program, please see 
“Competence Center for Integrity“, pages 
57 to 60).

4. Risk Management and Controls
This Key Initiative is concerned with the 
structure, the tasks and the procedures 

of an effective risk management. This 
includes controlling the standards and 
procedures in the annual Governance, 
Risk & Compliance (GRC) Process that 
focus on systemic risk, the Quarterly 
Risk Assessment Process that focuses on 
acute risk and the general Internal Con-
trol System (ICS). The introduction of an 
IT-supported risk radar and the appro-
priate training of the risk managers are 
also subjects of this Key Initiative. 

5. Internal Compliance Risk Assessment
This Key Initiative concerns the organi-

zation and processes of the Compliance 
department at Group level and in the in-
dividual Entities. It lays down the nature 
of Volkswagen’s compliance strategy, 
which standards apply throughout the 
Group for the Internal Compliance Risk 
Assessment (ICRA), and how the compli-
ance risks identified in this assessment 
are to be mastered and reduced. In par-
ticular, those risks involving corruption, 
money laundering and embezzlement. It 
also ensures that there is a contact per-
son for every Entity to advise employees 
on compliance issues. 

6. Whistleblower System  
& Incident Response 
Combined within this Key Initiative 
are all the measures that affect the 
Whistleblower System’s establishment 
and operation within the Volkswagen 
Group. It ensures that all tip-offs are 
recorded, processed and investigated 
swiftly, efficiently and effectively and 
that wrongdoings are sanctioned con-
sistently and systematically. Every in-
vestigation entails an analysis of the 
causes, from which preventive meas- 
ures are then derived.

7. M&A and Compliance for NCS
This Key Initiative ensures that the com-
panies concerned have to be examined 
with regard to their status on integrity 
and compliance before all mergers and 
acquisitions (M&A). It thus prevents an 
Entity from incurring unrecognized in-
tegrity or compliance risks when it ac-
quires a company. Furthermore, this Key 
Initiative also regulates the safeguard-
ing of compliance in non-controlled 
shareholdings; in other words, compa-
nies that are not controlled by an Entity 
of the Volkswagen Group as the majori-
ty owner. 

8. Business Partner Due Diligence
Business Partner Due Diligence is an in-
spection of the integrity and compli-
ance systems as well as the sustainabil-
ity of suppliers, service providers and 
distribution partners. Companies that 
fall below the standards defined in the 
Volkswagen Code of Conduct for Busi-

ness Partners cannot become a Volks-
wagen business partner. On this basis, 
344 problematic cases have already been 
identified and excluded from becoming 
business partners. This Key Initiative 
also entails the offer to business part-
ners of supporting them in fulfilling the 
required standards. 

9. Product Compliance
Assurance is provided through this Key 
Initiative that our vehicles conform to all 
technical standards and regulations in 
all markets and that these specifications 
are observed across the entire product 
development process.

10. Environmental Compliance
Included within this Key Initiative is the 
formulation of the Group’s principles on 
environmental policy and the establish-
ment of an Environmental Compliance 
Management System to ensure that eco-
logical aspects and obligations are rec-
ognized and given appropriate consider-
ation within the business activity of the 
Entities. Another part of this is a system 
of key performance indicators (KPIs) for 
measuring progress in renewable ener-
gies, reducing CO2 emissions and achiev-
ing resource efficiency.

11. Anti-Corruption
This Key Initiative provides for the 
Group-wide implementation of guide-
lines for gifts and invitations as well as 
for donations and sponsorship. It also 
includes developing and implementing 
training measures for employees in de-
partments or Entities with a high expo-
sure to risk.

For all Key Initiatives (and also for the 
Deliverables contained within), there is 
a clear description of what is required 
for complete implementation within the 
Entities: what contents, processes, roles 
and responsibilities, reasons and meth-
ods of escalation, target groups, report-
ing structures, etc. have to be defined 
and implemented in order to guarantee 
their effectiveness and consistency. This 
ensures that implementation is uni-
form, and above, all sustainable.

“Anyone who wishes to be employed 
at Volkswagen, who wishes to 
make progress here and develop 
personally, must deal with the topic 
of integrity. For us, integrity is  
a firmly defined criterion within  
human resources processes, for  
employees, managers and senior 
executives.”
Arne Meiswinkel
Head of Group HR Policy and Steering
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T4I is also a program of renewal 
for the corporate culture. This is 
why it is directed at the people 

repeatedly and in various ways to appeal 
to their minds, to their emotions and to 
their desire to work in a company of 
which they can be proud. Employees 
and managers alike are incorporated 

into the program through lively, dia-
logue-oriented formats and thus turned 
into actors themselves within the 
change process. They experience that 
the program’s success is also and above 
all dependent upon their commitment – 
and that the company values this com-
mitment.

The Volkswagen Convention
Integrity, compliance and culture oc-
cupied center stage at one of the larg-
est events for managers that the Group 
has ever experienced: the Volkswagen 
Convention. After undergoing compul-
sory web-based training, the managers 
of the German locations of Volkswagen 
AG gathered at a full-day, face-to-face 
event in a large hall at the Wolfsburg 
plant. On a total of 15 days in Novem-
ber 2017, more than 7,000 managers at 
all levels, from Board of Management to 
foreman, came together in discussions 
and group activities and examined the 
topics of integrity, culture and compli-
ance. Comparable events subsequently 
took place at other locations, such as in 
Brazil, Mexico, at AUDI AG and Seat.

The T4I Ramp-up Session
Since the launch of T4I, the Ramp-up 
Session has primarily served as the main 
occasion for the managers of a Group or 

Changing the  
Culture with People
T4I has two dimensions: implementing processes and reaching people.  
But what does that mean in detail? Let us now take a look at the formats  
used to reach and activate employees directly through T4I. 

Reaching people

The Volkswagen Convention:  

What is my responsibility as a manager? 

This is one of the questions addressed at 

the Conventions.
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“Our culture is changing in the 
right direction: Nobody now says 
that everything is fine when  
there are actually still deficits  
or problems.”

Hiltrud D. Werner
Member of the Group Board of Management  
for Integrity and Legal Affairs

The Perception Workshop focuses on the employees' opinions 

on integrity and compliance.

At the T4I Ramp-up Session, representatives of the Business Areas discuss with the participants.

Examples from everyday 

working life are discussed 

at the Integrity Garages 

with team speakers 

from production.

brand company to engage with the top-
ics of integrity, culture and compliance 
– and of course, with the unifying um-
brella program of T4I. Participants in a 
Ramp-up Session are generally the top 
managers of the respective company 
(Board of Management/Managing Di-
rectors and those reporting directly to 
them), the managers and employees of 
the Business Areas mainly involved in 
T4I as well as further managers selected 
from the operating divisions. The Ramp-
up Session marks the start of T4I in the 
company concerned; the program par-
ticipants are introduced appropriately to 
the program, its objectives and contents 
but primarily examine their own role 
and responsibility. They are involved in 
the transformation process of their com-
pany from the outset. 

The Perception Workshop –  
and its recurrence
The Perception Workshop mainly calls 
on the employees, including those from 
production. With up to 150 participants 
in large companies, this workshop is a 
key format for including and activating 
the employees. The participants consti-
tute a representative cross-section of the 
respective company in terms of divisions 
and hierarchy levels. Questions that 
are answered in the Perception Work-
shop focus on the extent and the way 
in which integrity and compliance have 
already found their way into the partic-
ipants’ actual work surroundings and 
how they perceive these topics. The par-
ticipants express their opinions, discuss 
possibilities of improvement and also 
have an opportunity to ask critical ques-
tions openly. Consequently, the Percep-
tion Workshops promote an examina-
tion of integrity and compliance on the 
one hand while also delivering a strong 
impulse for the transformation process 
associated with T4I on the other. And, 
they are repeated. In order to measure 
the progress of the company concerning 
integrity and compliance and to identi-
fy any action that may still be needed, 
the Perception Workshop is repeated af-
ter approximately one year. (For greater 

detail on the Perception Workshop, see 
also: “This is where the Employees have 
their Say.”, pages 36 to 41.)

The Dialogue Bus Tour
Dialogue with and among the employ-
ees is also at the forefront of the Dia-
logue Bus Tours. Hiltrud D. Werner, as 
the Group Board of Management mem-
ber for Integrity and Legal Affairs, regu-
larly meets employees from a wide range 
of departments for a candid discus-
sion during a bus trip through the plant 
(generally Wolfsburg, occasionally at  
other locations as well). The subject mat-
ter during these events concerns chal-
lenges relating to integrity in everyday 
working life. At least of equal impor-
tance, however, is the informal atmo-
sphere and the clear signal that it is pos-
sible, and more importantly should be 
the case as well, for everyone to express 
their opinion to members of the Board 
of Management, regardless of the hier-
archical difference. Comparable formats 
for a direct discussion with members 
of the Board of Management also exist 
at many other Group and brand com-
panies, such as in the form of a fireside 
chat. 

The Integrity Garages
A key topic of T4I is the empowerment 
and activation of managers to talk about 
integrity and compliance with their 
teams and to communicate to them 
what this means in actual practice. The 
Integrity Garage format has been devel-
oped, especially for team speakers in the 
production area. During these one-hour 
dialogue events, the team speakers re-
ceive basic information on integrity and 
compliance and discuss examples of cor-
rect (and incorrect) conduct at the work-
place. In addition, short, readily compre-
hensible documents help them act as 
multipliers within their teams and thus 
reinforce the integrity and speak-up cul-
ture within production. The Integrity 
Garages were launched with great suc-
cess and some 1,300 participants at Volk-
swagen AG in Wolfsburg and are now set 
to be rolled out at other Group produc-
tion locations.

The Centers of Excellence
Specific departments, mainly those in 
Technical Development, are selected for 
events known as Centers of Excellence: 
these are workshops aimed at examining 
the topic of integrity in-depth within the 
respective department’s specific context. 
Employees from the department work 
out concrete measures to improve their 
collaboration (with other departments 
as well) and subsequently implement. If 
these measures can also be transferred 
to other departments, they are recom-
mended as best practices throughout 
the Group via the method toolbox of the 
StiBA opinion survey. A total of 26 such 
Centers of Excellence have already taken 
place at various brands in Germany, Ita-
ly, Spain, the USA and South Africa. Ad-
ditional events are currently in the plan-

ning stage.
As we can see, T4I addresses people at all 
levels and in very different ways, putting 
them into situations where they talk to 
each other and underlining the fact they 
themselves are the most important fac-
tor for success. They alone are the people 
capable of renewing and improving the 
culture. Consequently, no effort is too 
great. T4I aims to reach people – and is 
doing so successfully: more than 55,000 
managers and employees had been in-
corporated into the program through 
personal involvement by the end of 2019 
alone. That represents more than 10 per-
cent of the 426,000 employees in the 
companies in which T4I has already been 
rolled out. 
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One morning, Georg M. finds a 
very unusual e-mail in his in-
box: he is invited to a “Percep-

tion Workshop”. This event, he reads,  
involves a survey of 150 colleagues, se-
lected as a representative sample, of 
whom he is one. Participation is entirely 
voluntary, the survey strictly anony-
mous. The workshop is scheduled to last 
for about four hours, and if he wishes to 
take part, clearance has already been  
given by his superior. That sounds inter- 
esting, Georg M. thinks and accepts the 
invitation.

Georg M. could also be called Giorgio, 
George or Jorge. György or Jerzy. Or 
Xiaolong or Hang-soo – it’s of no conse-
quence. He may work in procurement, 
perhaps in controlling, maybe even in 
production in the pressing plant (in 
which case, his team leader will have 
asked him directly if he wants to partici-

pate). He works for VW or Audi or Seat or  
Volkswagen Financial Services. In Wolfs-
burg, Salzgitter, Bratislava, Chattanoo-
ga, Changchun or at any of the Group’s 
other locations all over the world. Georg 
M. is one of more than 7,700 employ-
ees who had taken part in a total of 89 of 
these workshops in 36 countries by the 
end of 2019 – and many more are set to 
follow until all the individual companies 
of the Group (Legal Entities) have been 
reached (with smaller and comparable 
Entities often holding a joint workshop). 
The T4I engagement team supports the 
organization and is often on-site to carry 
out the workshop. 

Suit and Blue Overall 
On the day of the event, Georg M. en-
ters the canteen in the early afternoon. 
This is where the workshop is taking 
place. It looks a little different than usu-
al: instead of being in long rows, the ta-

This is where 
the Employees 
have their Say
The events known as the Perception Workshops play a very 
special role within T4I. They are where employees and man- 
agers enter into a frank discussion and exchange views on the 
significance of integrity and compliance for the reality of life 
within their company. The workshops always take place at the 
beginning of the T4I rollout. They involve the employees into 
the program from the outset, provide them with motivation  
for its objectives and activate them to implement the program.  
So, let us just accompany a colleague into one of these work-
shops and see what he experiences there …

bles are in groups of two, each with six 
to seven chairs. Before the front wall is 
a podium, while a large monitor dis-
plays the word “Welcome”. A lot of his 
colleagues are there already, and there’s 
quite a mix. Some are wearing suits,  
others jeans and pullovers. Some have 
come in their overalls. The atmosphere 
is relaxed. People are chatting and cu-
rious as to what awaits them. Georg M. 
takes a seat. He finds a small badge and a 
pen at his place, with Post-it notes on the 
table for later use. 

Whether in the canteen, the local train-
ing academy’s auditorium, in the assem-
bly hall at the site or even in a hired ho-
tel conference room – the Perception 
Workshops’ rooms are very different. 
Sometimes the participants sit at tables, 
sometimes in rows of chairs. Sometimes 
there’s a stage, sometimes not, some-
times there’s a monitor, sometimes a 
screen and projector. Yet one thing is al-
ways the same: the colleagues who come 
together here are very different. They 
form a cross-section of the location or 
Entity in question. The various Business 
Areas are present and so are the different 
levels of hierarchy. Participants are se-
lected according to a defined procedure 
that is identical for every workshop. The 
number of participants is also uniform, 
with 150 being a rule of thumb for large 
Entities with many employees and cor-
respondingly fewer for smaller Entities. 
The assembled participants thus repre-

A representative selection of up to 150 employees 

and managers come together in the Perception 

Workshops, which are conducted in every Entity  

in order to measure the status of integrity and  

compliance as well as to discuss measures for  

improvement.
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sent the respective company in minia-
ture.

For a Company free of Scandals
The workshop begins with a film. Georg 
M. enjoys seeing the old Audi advert once 
again, with the Quattro driving up a ski 
jump. The VW Beetle is also there, which 
“runs and runs and runs”. It’s about the 
Volkswagen Group: and its brands and 
its people – and customer confidence, 
which today, it claims, is badly shaken. 
Everybody in the room knows what is 
meant: the diesel scandal. “We’re now 
going to get this confidence back”, the 
film states. A logo reminiscent of a tree 
fills the screen. Georg M. has seen it once 
before. It has something to do with in-
tegrity and compliance. “For a company 
free of scandals”, as the film states. Georg 
M. considers that a good target. He nev-
er wants to experience anything like the 
diesel affair again, when everybody he 
knew was constantly asking him about 
nothing else. 

When the film is over, a man ap-
proaches the podium. He is presenting 
the event – and is also head of the team 
responsible for implementing the T4I 
program. As to what precisely T4I is, he 
promises to say more on that later. First 
to talk is the Chairman of the Board of 
Management.

At every Perception Workshop, it is al-
ways the local Chairman, Managing Di-
rector or CEO who delivers the open-
ing speech. He explains to his people 
what integrity and compliance actually 
are and why they are so important – in 
fact, just as important as, for example, 
the quality of the products or a healthy 
profit margin. He talks about values and 
the need to express your opinion when 
you think something is not right. What 
he says may already be familiar to some 
of those present from things they have 
read here or there, or have perhaps heard 
from their direct superior. However, 
here it is the Chairman himself talking 
and that gives the words a very different 
weighting.

Following the opening speech at ev-
ery Perception Workshop is an introduc-
tion to the T4I program, the objectives, 
the Business Areas involved, the proce-
dure. Not long and without going into 
any detail, simply the key principles. 
Then comes the main part of the work-
shop, which is dedicated to the ques-
tion: What is the situation with the actu-
al practice of integrity and compliance at 
this specific location? 

Survey by App
Georg M. now knows why this event 
bears the peculiar name of “Perception 

Workshop”. It is concerned with a survey 
of how he and his other colleagues per-
ceive integrity and compliance in their 
everyday working lives, how they expe-
rience their managers and the company 
as a whole in this regard, from their sub-
jective perspective. Sixteen statements 
are presented, and all participants are in-
tended to say to what extent this applies 
in their view. For example, it may say: 
“Our superiors talk to us about the risks 
that we may encounter in everyday work-
ing life.” Or “I can openly ask questions 
and address possible problems frankly.” 
The possible replies are on a scale of one 
to five, ranging from 1 – “Disagree” – to 
5 – “Agree”. Conveniently, all of this func-
tions on a smartphone app. 

And so off we go. The presenter 
reads out the first statement, explains 
briefly what is meant and why it is im-
portant, and gives the green light for vot-
ing. Georg M. thinks that the statement 
describes the reality here in the compa-
ny more or less correctly and presses 4 –  
“I tend to agree” on his smartphone. Af-
ter everyone has voted, the result ap-
pears on the monitor. Five bars show 
the proportion of votes for the five 
possible replies. Most participants 
share his view: “Mostly agree”. Howev-
er, many are undecided: “Neither agree 
nor disagree”. And not so few think that 
the statement is not really true: “Most-
ly disagree”.

Sixteen statements on integrity and 
compliance and their strictly anony-
mous evaluation by a representative 
selection of employees are the cen-
terpiece of the Perception Workshop. 
Hence, it is in effect a “baseline meas- 
urement”: where does the respec-
tive Entity stand in matters of integ-
rity and compliance as perceived by 
its employees? The focus is not on ob-
jective facts – how many personnel 
are in the Compliance department, 
which processes trigger a report in the 
Whistleblower System, which regula-
tions apply to the acceptance of gifts –  
but on which parts of this reach the em-
ployees. After all, the employees’ aware-
ness and conduct are what determine 

the success of integrity and compliance 
programs. The sixteen statements thus 
specify topics such as management 
conduct, awareness of rules and val-
ues, the speak-up culture. They are di-
rectly related to the five ECI principles 
on which the T4I program is based. (For 
greater detail on the ECI principles, see: 
“Five Principles show the Way”, pages 
20 to 23.) Yet these statements are not 
only a way of measuring the perceived 
reality – they additionally give rise to 
a normative aspiration, visible for all 
to see. The reality within the company 
should be just as it is formulated in the 
statements.

Jointly developing Proposals
Therefore, voting on the statements 
is only one part of the assignment 
for Georg M. and his colleagues in the 
workshop. They also discuss the results 
of the voting with each other, always by 
table. What do these statements have 
to say? What might the reason be for a 
statement only having low approval? A 
manager from procurement and a team 
leader from the body construction are 
sitting at the same table. Georg M. no-
tices how widely their opinions some-
times differ – and that he nevertheless 
considers both correct. And also, what 
different ideas they have in order to 
improve the status quo with regard to 
a certain statement! In fact, this is also 
their task in the workshop: generating 
proposals for improvement together at 
the tables, writing them on the Post-
it notes and then sticking them onto a 
poster provided for the purpose. Some 
of the ideas are then discussed in the 
whole group. 

The Perception Workshops are not only 
intended to survey the current status re-
garding integrity and compliance with-
in an Entity but also to encourage the 
participants to engage with these topics 
actively and consider them within the 
specific context of their work. Their per-
ception occupies center stage, but they 
are also able and intended to express 
their needs, which are then reflected in 
the proposals for improvement. In ad-

“In the Perception Workshops  
we measure a condition and make 
it transparent. But much more  
besides: we trigger an impulse 
that extends beyond the event  
because participants gain a better 
understanding of what integrity 
and compliance mean within  
corporate reality and find out 
what they personally can do in  
order to anchor the two aspects 
within the everyday working  
routine even more firmly. When 
we repeat the workshop after  
approximately one year, we then 
measure the progress and make 
this visible as well.”

Tobias Heine  
Head of Together4Integrity

dition, the participants learn that T4I 
is not a program just for experts in cer-
tain specialist departments, which is of 
no concern for the “normal” employee, 
but that T4I is also intended to achieve 
an effect in their own world of work, as 
described in the sixteen statements. 
Consequently, the Perception Work-
shops provide a strong impulse for the 
change process associated with T4I, and 
in fact, not only among the participants 
themselves but also beyond thanks to a 
multiplier effect. 

The proposals for improvement, in 
turn, help the Entity to identify specific 
defects and needs for action and to de-
velop appropriate measures in order to 
close these gaps. 

Differing Perceptions  
indicate a Need for Action
The presenter takes up his position at the 
podium again. He announces that they 
will now look at the results of the voting 
on the 16 statements again at a glance.
And they will also compare the differing 

The core of the workshop is the online assessment of 16 statements.  

A smartphone app is used for this.
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perceptions of managers and employ-
ees with one another. Georg M. is par-
ticularly looking forward to this. Before 
the actual voting began, all participants 
were supposed to use the app to indicate 
whether they hold any management re-
sponsibility. This is because managers 
have a different view of many topics, 
and often more information as well. And 
they have greater responsibility, which 
makes their assessments interesting for 
a separate analysis. But first, the gener-
al overview of all participants. It is very 
apparent how strongly approval differs 
from one statement to the next: the low-
est value is 2.9, the highest 4.7, indicat-
ing almost complete agreement. The av-
erage value across all statements is 3.8 – 
not bad at all in Georg M.’s view. In the 
comparison of perceptions of managers 
and employees, it is noticeable that on 
average, the former approve of all state-
ments more strongly than the employ-
ees – and considerably more strongly for 
over half of the statements. Once again 
the Chairman of the Board has the floor. 
He comments on the results: “If the em-
ployees view our practice with regard to 
integrity and compliance with greater 
skepticism than the managers, this is a 
clear indication of what we have to work 
on.” 

The film that opened the workshop runs 
again at the conclusion. The T4I logo – 
Georg M. now knows what it stands for. 
The small badge that all participants 
found by their places bears this logo as 
well. Georg M. pins it to his jacket. T4I – 
he’s onboard! 

Even though the voting results are spe-
cific to each company, they neverthe-
less also exhibit common features: cer-
tain statements receive high approv-
al ratings almost everywhere, while  
others generally receive the lowest, 
relatively speaking. Throughout the 
Group, the average approval is 3.9, with 
the spread across the companies lying 
between 3.0 and 4.6. The companies 
are required to work in particular on 
the topics where approval is low over-
all and/or where especially great differ-
ences between managers and employ-
ees prevail. The proposals for improve-
ment developed by the participants in 
the workshop provide guidance when 
deriving specific measures. And the T4I 
program itself also includes a series of 
measures which, by changing actual 
practice, can also be expected to bring 
about a change in the perception of in-
tegrity and compliance. 

One Year later –  
the Changes become visible
Some twelve months later, Georg M. 
again receives an invitation to the Per-
ception Workshop. Or to be more pre-
cise, to its repeat, the “Recurring Per-
ception Workshop”. For about a year, a 
process of implementing T4I has been 
taking place in his company. Now it is 
time to ask what effects the program 
has already had. And whether and how 
the employees’ perception has changed. 
For Georg M., it goes without saying 
that he will again take part this time. 
He finds that some things have already 
changed for the better. In any case, he 
is now more aware of the subjects of 
integrity and compliance and replies  
accordingly to the five “change ques-
tions” that have been added since the 
first workshop. These statements ex-
plicitly draw a comparison to the past, 
and yes, Georg M. can agree with most 
of them. Discussions at the tables and 
in the whole group also revolve around 
the changes this time – which of them 
the colleagues have already noticed and 
which are still pending. And what stim-
uli the participants can provide them-
selves. Georg M. writes down this sen-
tence: “Tackle situations with a solu-
tion-oriented approach instead of just 
complaining”. This is his resolution. 
And it is to be his contribution.

Not for every single statement, but in the 
average values, the Recurring Perception 
Workshops indicate clearly that employ-
ees see improvements. The average ap-
proval for the statements now reaches or 
exceeds the value of 4 – “Mostly agree” in 
almost every company. The five change 
questions also support these findings: 
they all meet with approval from most 
participants. However, another visible 
result is where the pain points lie, where 
there is still a need for change. This is 
where the companies now have to make 
adjustments and implement compulso-
ry measures. Nevertheless, the big pic-
ture is unequivocal: the transformation 
has started throughout the Group and 
the Recurring Perception Workshops de-
liver empirical proof of this.

Statements of the Perception Workshop Perception Workshop

Ø 3,8

1

2

3

4

5

Ø 4,0

Recurring Perception 
Workshop

1.1.  The relationship between decent, regulation-compliant conduct and our  
business success is constantly stressed by our supervisors

2.1.  Our supervisors speak with us about the risks we could encounter in  
our everyday work

3.1.  Our supervisors display the behavior that they expect from us

1.2.  Integrity and Compliance issues are discussed in meetings  
along with current issues 

2.2.   Anyone who points out the risk of rule violations and looks for solutions  
is given credit for doing so

3.2.  In everyday working life, our supervisors display compliant behavior and  
fairness when interacting with others

1.3.  How supervisors behave is important to our company  

2.3. I am familiar with the rules and conduct guidelines that are important for me
 (e.g., Code of Conduct)

3.3. I am familiar with our company values 

3.4.  I know how I am expected to conduct myself on the job in a way that  
corresponds to our values 

4.1. I can openly ask questions and openly address potential problems 

4.2.  I know where I can report deficiencies or rule violations

4.3.    Our supervisors ensure that nobody is disadvantaged who pointed out  
deficiencies or rule violations

5.1.    The consequences of proven misconduct are communicated in the company

5.2.  Our company punishes proven rule violations with consequent  
disciplinary actions 

Rating Scale:

1.4.  The issues of Integrity and Compliance are important to our board of directors

When the workshop is repeated about one year later, there are some significant improvements in the answers to most questions –  

and this is seen regularly in all Entities.

The participants rate the statements using a 5-point scale ranging from “Disagree” to  

“Agree”. “Don't know” is also possible. The result of the voting is displayed immediately. 
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The company in miniature: the participants selected as representative  

for a Perception Workshop pose here for a group photograph after the event.
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Disagree1 Mostly disagree2 Neither agree nor disagree3 Mostly agree4 Agree5 Don‘t know6

“Integrity and compliance issues are discussed in meetings along with current issues.”

5 8 9

55

32

2

A
Disagree

B
Mostly disagree

C
Neither agree nor 

disagreeee

D
Mostly agree

E
Agree

F
Don’t know
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“A Deal that goes 
against our Principles 
isn’t a good Deal”
At every Ramp-up Session that marks the start of T4I at an Entity, a member of the 
Board of Management or the Managing Director of that Entity gives an introductory 
speech. We have gathered some quotes from the first two years of T4I.

“I am pretty convinced that we 
have a good company, but I am 
also convinced that we could 
make it even better. We are start-
ing a long process that will take 
us quite some time, and the easy 
answer would be – ok, we have 
to do it because our parent 
company told us to do so – but  
I think that we, as a company, 
we understood that we can  
improve our processes and use 
this opportunity, not just be-
cause we have been told to do so.” 

Jörg Astalosch
CEO Italdesign,
May 2019

"If we want to successfully survive this turn of an era, 
in which many decisions will be made in grey areas 
where people do not know exactly what is right, what 
is wrong, then we need a compass. We need an integri-
ty system, we need rules, we need risk management. 
And we need a basic attitude from each of 
us to do the right thing. And to refrain 
from doing the wrong thing."

Dr. Thomas Sedran
CEO Volkswagen Commercial Vehicles, 
January 2019

“Today is the start of a very special 
program: Together4Integrity. There 
are two important words here:  

“Integrity” – that means practicing 
your own values and ideals.

Not just in theory, but day after day – even if 
it’s really hard work. Every individual advances the 
goals and values of an organization. And the second 
word is “together”. That means all of us. Collectively. 
This is one of the most important competitive advan-
tages today: when a company has competent em- 
ployees who act with integrity and the right corporate 
culture. Neither can be easily copied. Both are integral 
parts of the DNA of a brand.”

Bram Schot
Chairman of the Board of Management AUDI AG,  
August 2018

“Say what you think. And above all: 
don’t stop shaping the change pro-
cess at Volkswagen. Even though 
there are colleagues who have the 
words “Integrity” or “Compliance” 
printed on their business cards:  
responsibility cannot be delegated. 
Strength of character cannot be  
delegated. Volkswagen is worth it!”

Dr. Arno Antlitz
Member of the Board of Management  
of Volkswagen Passenger Cars,  
responsible for Finance,  
December 2018 

“You all had a good upbringing. Simply 
act at the company as you would in 
your family. Do what you think is right. 
And of course, acting with integrity 
means that we will sometimes also have to 
accept an economic disadvantage. Ethical conflicts of 
objectives will crop up time and again; it is not always 
clear what constitutes integrity and what does not. 
Needless to say, we also want continued economic 
success and to act with profit orientation in mind,  
but a deal that goes against our principles – however 
lucrative it may be – is not a good deal”.

Dr. Herbert Diess
Chairman of the Board of Management  
of Volkswagen AG, December 2018

4 34 2

“Let me emphasize: T4I is not a piece of paper from an 
anonymous writer. It is about OUR values and OUR  
ideals, and the further advancement of OUR company cul-
ture. (…) I want to underline, everyone should act with 
honesty and openness, and dare to speak up, without 
fearing any negative consequences. That’s the reason,  
why we need the T4I program to accompany us.  
So that we work more harmoniously and efficiently  
towards our target: “To become the role model for envi-
ronment, safety and integrity”, as stated in our Strategy.”

Prof. Dr. Jochem Heizmann
Member of the Board of  
Management of Volkswagen AG,  
responsible for the China Division, 
October 2018

“Culture is built upon two integrated 
parts: 1. The “hard” side (processes, metrics 
delivery systems, reports). 2. The “soft” side 

(ideas, fears, attitudes, rewards). Executives 
and management focus on the hard side, be-

cause it's comfortable and easily defined. Usually 
when there's an ethics breach, the soft side is where it be-
gins. To preserve our success we need to be active partici-
pants in this transformation. (…) And in order to do my 
part for T4I at VW GoA, I personally commit to making 
integrity a business norm and not a special initiative.”

Scott Keogh
CEO Volkswagen Group of America,
November 2018

“Integrity is as important as sales, production and mar-
keting – they are not disconnected. Integrity and respect 
are part of our values – ours and TRATON’s. This moti-
vates me a lot to get up every morning and go to work.” 

Antonio Roberto Cortes
CEO MAN Latin America,
May 2019
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T4I in Figures

>55,000
managers and employees  
personally involved in events of  
T4I and integrity management

217
Entities with 
426,000  
employees  
already started 
T4I implemen-
tation

16
Dialogue Bus Tours with 

>400 
employees and members of  
Group Board of Management

>160  
times 
Board members have  
spoken publicly about  
Integrity and Compliance

126 
Measuring points of the 
Integrity Index assessed at 
Volkswagen Passenger Cars  
and AUDI AG

1,300 
team speakers,  
foremen and  
managers at  
Integrity Garages

89 
Perception  
Workshops with 

>7,700
participants

>700
voluntary  
Integrity Ambassadors 

29
HR processes  
with integrity  
as topic or  
criterion

47
countries 
on all continents 
reached

26
Centers of Excel-
lence in certain  
departments to 
discuss matters  
of integrity

9
presentations 
of T4I to the 
Group Board of 
Management

69
T4I Ramp-up  
Sessions
with ~8,000  
participants

~

Our Journey – Together4Integrity Our Journey – Together4Integrity 4 54 4



Let us first take a look at the defini-
tion of integrity as formulated for 
the Volkswagen Group. It says: 

“Living up to integrity means doing the 
right thing in your professional environ-
ment out of your own conviction.” Two 
terms are important here: “out of your 
own conviction” and “the right thing.” 

“Out of your own conviction” 
means that you stay true to your own 
values and act by the same principles 
at work as you would in your private 
life. By the way, although one’s convic-
tions are a personal matter, they are by 
no means arbitrary or indiscriminate. 
They are shaped by the cultural, reli-
gious and moral values of a certain so-
ciety.

Doing the right thing from a sense of 
responsibility
It’s a similar situation with “the right 
thing”: this isn’t a question of person-
al preferences and feelings either; rath-
er, it is derived from tenets and princi-
ples that apply to everyone, for exam-
ple, laws, rules and also general ethical 
standards such as the principles of fair-

“Everyone is a role model for  
others in their area of responsibility, 
in their sphere of influence –  
and a good one, if they think and 
act with integrity.”
Hiltrud D. Werner
Member of the Group Board of Management  
for Integrity and Legal Affairs

Our T4I Journey

T4I establishes an Integrity and Com- 
pliance Management System for the 
entire Group. However, integrity is also 
the responsibility of every individual. 
No one can say “it’s got nothing to do 
with me” because integrity is part of 
how we behave – and we all behave in 
some way or other. So the question is: 
what exactly constitutes acting with  
integrity? What can each individual do 
to increase integrity in every aspect  
of the company, i.e., to be a role model 
for integrity?

The Power 
of Role  
Models

ness and decency. It also includes inter-
nal rules, internal directives, corporate 
guidelines and regulations that must be 
observed. On the other hand, the right 
thing can only be something that corre-
sponds to the responsibility one has for 
oneself and others. In a company, this 
naturally means for the good of the cus-
tomers, but it also refers to colleagues, 
business partners, the economic success 
of the company, the environment, etc. 

However, the right thing can be 
something different in every situation. 
And something that is right in one situ-
ation can be wrong in another situation. 
So there can be no general rule that tells 
you what is right in a particular case.

We are on the safe side when a com-
pany provides clear rules about what to 
do and what not to do in a certain situa-
tion. Then we adhere to them – and this 
is what compliance is all about. Such 
rules can be found in the Code of Con-
duct, in organizational guidelines and 
handbooks, in process descriptions, etc. 

We can talk
However, it is quite simply impossible 
to foresee every individual case that 
can occur in its very specific constella-
tion and to establish a rule for it. Some-
times rules can also be contradictory – 
or there is social or economic pressure 
not to observe a rule because this is the 
only way to achieve certain objectives. 
Your own integrity provides guidance 
on the right way to act in such critical 
situations and grey areas.  This can also 
mean at least voicing your own con-
cerns or questions.

Because – and this is the good news –  
no one is alone in a company. Suppose 
you see risks or problems or are merely 
unsure. In that case, you can and should 
talk about this – with your superior, 
team colleagues or with an Integrity Am-
bassador in the department concerned. 
The aim should always be to solve po-
tential problems on the spot where they 
arise. 

On the other hand, this also means 
that when concerns and uncertainties 
are expressed, they must be taken se-
riously by colleagues and regarded as a 

positive contribution. In many cases, al-
leged problems can be quickly clarified. 
Then it was still right that the issue was 
discussed – in the interests of openness, 
transparency and a working relationship 
based on trust. Whatever the outcome, 
it’s better to open your mouth once too 
often than not enough. 

And it’s always right to behave in a 
reliable and trustworthy manner. This 
means doing what you say – and saying 
what you do. After all, that is what we all 
want from our colleagues: to be able to  
rely on them and trust them. We want 
them to keep their promises and not 
betray us. Both things – reliability and 
trustworthiness – are essential charac-
teristics of personal integrity. 

Five Behavioral Anchors
To sum up what has been said here brief-
ly and concisely and to enable it to be 
practiced, Integrity Management has de-
veloped five Behavioral Anchors. These 
operationalize integrity for day-to-day 
work. They describe what actually con-
stitutes behaving with integrity:
–  Employees defend courageously  

and sincerely their position in the  
interest of the company and stand up 
for their own convictions.

–  Employees recognize risks within  
their own sphere of influence and 
make them transparent immediately.

–  Employees act in a reliable and  
trustworthy manner.

–  Employees speak up to critical  
occurrences, instructions, or actions 
and work towards a constructive  
handling of the situation.

–  Employees make decisions in the  
interest of the company while taking 
into account social acceptance.

Employees who act in the way described 
here do the right thing. Therefore, the 
Behavioral Anchors also serve as a basis 
for discussing integrity in appraisal in-
terviews, which is mandatory from 2020.

But those who behave in this way do 
much more, and this is no less import-
ant: they set an example to their col-
leagues. 

They show how things should be 
done and (although mostly unspoken) 
their actions express their expectation 
that others should do the same. This pro-
motes a culture of integrity in two ways: 
by doing the right thing themselves – 
and by encouraging others to do the 
right thing. The latter should not be un-
derestimated: psychologists know that 
people strongly base their actions on 
what other people think or do. And this 
applies all the more when those other 
people are their superiors or managers.

This is why managers’ special re-
sponsibility for the behavior of their 
employees cannot be stressed strongly 
enough. They have a role model function. 
Employees look very closely at how their 
managers behave and the extent to which 
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their actions correspond with what they 
say – and what the company calls for.

Specifically: do the managers them-
selves act as they expect others to act? 
Do they practice the values of the com-
pany? Do they create space for discus-
sion and dialogue about different views? 
Do they create an atmosphere that in-
vites employees to ask questions, includ-
ing critical questions? Do they show ap-
preciation of critical questions? Are they 
willing not only to give feedback but also 

to accept it themselves and to question 
themselves? Do they create transparency 
for decisions, processes and results? Are 
they open about mistakes and do they 
make it possible to learn from them? 
And, of course: do they reward people 
who behave with integrity and take ac-
tion against violations?

Employees observe their managers 
under these aspects and form their opin-
ion about their commitment to integri-
ty and compliance and their credibility 

in this respect. Therefore, managers are 
strongly advised to ask themselves such 
questions time and again and to exam-
ine their own behavior.

But as previously mentioned, it is 
not only managers who are role mod-
els. This applies to every single employ-
ee (for better or for worse). How can  
Volkswagen become a role model for in-
tegrity? By everyone becoming a role 
model for integrity!

The process of culture change is 
based on the seven Volkswagen 
Group Essentials. They were drawn 

up by the Group Academy in the frame-
work of T4l and form a canon of values 
that aims to define the common corpo-
rate culture. They are a promise to the 
customers, shareholders, business part-
ners and all employees. They describe 
what the Group stands for in all brands, 
companies and countries and give orien-
tation for all employees’ daily value-based 
actions. One of the Group Essentials – 
“We keep our word” – is also part of the 
T4I logo. Each Essential is accompanied 
by a few explanatory sentences.

We are part of society. We take on social  

responsibility. We pay attention to the environ-

mental compatibility of our products and  

processes, and improve them, every day.

We do the right thing out of inner conviction, 

even if no one is watching. We are not afraid  

of hierarchies and say openly what we think. 

We listen to one another and find the best  

solution together.

Canon of Values  
for the Corporate Culture
The way people work together in a company and the values and rules they follow –  
including unspoken ones – make up the corporate culture. T4I aims to further develop  
the Volkswagen corporate culture – through the employees and for the employees.  
For a modern, successful company whose employees are proud to work there. 

 

“Our Group Essentials are  
something like the foundation 
of our values: a distinct  
guideline for all employees.  
If we adhere to this in our  
everyday working routine,  
we will work together better, 
more transparently, and  
hence more successfully too.”

Ralph Linde
Head of the Group Academy 

We are bold. Innovative. Inventors. Movers.  

We let go and think afresh.   

We shape the mobility of tomorrow.

We are multicolored. Different. Unique. Part of 

the greater whole. We are open to other ways 

of thinking, to new experiences and solutions. 

We approach one another with respect, as equals.

We stand for sustainable products and quality. 

We make an important contribution to the 

company’s success, with passion, with convic-

tion, effectively. We are proud of what we do 

and how we do it.

We work together, without hesitation or com- 

plications, worldwide. We are bridge builders not 

gatekeepers. Together unbeatable. We stand 

united, we are a team.

We can be counted on. We do what we say  

and say what we do, candidly, honestly.  

We keep our promises. We regain lost trust.

The Volkswagen Group Essentials are dis-
cussed throughout the Group in team 
meetings and serve as a basis for self-re-
flection on the teamwork and how it can 
be improved. The Group Essentials are 
also used to discuss the results of the 
Stimmungsbarometer survey and form 
the basis for the Role Model Program 2.0 
to promote dialogue-driven cooperation 
that helps to break down barriers. This 
format encourages and supports man-
agers in creating an open discussion cul-
ture within their own team where risks or 
conflicts of objectives can be discussed 
without fear of sanctions. Employees are 
encouraged to contribute their questions 
and ideas.

Employees defend  
courageously and sincerely 

their position in the  
interest of the company 

and stand up for their own 
convictions.

Employees recognize 
risks within their own 

sphere of influence and 
make them transparent 

immediately.

Employees act in a  
reliable and  

trustworthy manner.

Employees speak up  
to critical occurrences,  
instructions, or actions  

and work towards a  
constructive handling of 

the situation.

Employees make  
decisions in the

interest of the company 
while taking into account 

social acceptance.

Five so-called Behavioral Anchors 

operationalize integrity for everyday 

work. They describe how integrity  

manifests itself in concrete terms.
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“-1+12”
Checklist Key Visual Corporate

Design

T4I Starter Kit Communication

Storyline Intranet
Button

Commu-
nication 
Material

Group
Connect

Groupwide
Action Pack

for Managers

Townhall
Appearance

Blueprint

Wir leisten einen 
Beitrag zu
Together4Integrity

Roll-up:
Height: 1950 mm
Width:  700 mm

Counter:
Height: 920 mm 
Width: 1820 mm

Cubes:
Height: 1100 mm
Width:  400 mm 
Length: 400 mm 

Communication materials
from the T4I communications team for
Group and brands

The quality of being honest and having strong moral principles.

Volkswagen Group of America
We value integrity, and it is our responsibility to 

model these behaviors. Our culture is the sum 

of each action taken by each individual and we 

all have the power to positively or negatively 

impact the relationships, reputation, and overall 

performance of this company.

What can employees do to contribute to a culture of integrity?

If we are all successful in our efforts, here are the proven outcomes we can expect:

Share credit when things go well

Treat all shared information as private

Profitability that consistently outperforms the market

Increased trust in products, people, and processes
Decreased financial and legal risks Increased desirability as employer for top talent

Institute programs that encourage idea-sharing 

and collaboration
Uphold standards in spite of consequences

Actively listen to all employees, seek to reach 

understanding

Create a culture free from retaliation

Recognize and reward those who behave 
with integrity

Hold yourself accountable, refrain from 
shifting blame

Have a true open door policy

Treat all colleagues with respect

Practicing values rather than professing them Being incorruptible

Courage over comfort

Firm adherence to a code of especially moral value

What does integrity look like?

If you talk about integrity and T4I, you can expect some questions: what exactly does “integrity” 
mean? What are we doing to achieve it? What do we want to accomplish with T4I and why is 
that good for us? These are things that employees are justified in wanting to know. And they  
receive the answers: on the intranet, in employee magazines, in brochures, in leaflets and  
on posters. T4I and integrity are issues with the entities – and we have gathered a few exam-
ples here.

Words and Images 
for Integrity

5 15 0

Human T4I Logo
Audi Mexico

Integrity Special
Supplement in the employee magazine,
Volkswagen Passenger Cars

Integrity Comics
Volkswagen de México

Homepage Integrity 
Intranet of Volkswagen AG

Integrity Chronicle
Volkswagen Group of America

Explanatory film on the  
Code of Conduct  
Volkswagen do Brasil

INTEGRITÄT SPEZIAL     3

Frage: Welche Berührungs-

punkte mit dem Thema Integri-

tät haben Sie bei Ihrer Arbeit? 

Jens Grzonka: Das Thema 

Integrität ist bei uns nicht so 

präsent. Aber wenn wir darüber 

reden, dann meist über die Sa-

chen, die nicht so rundlaufen.

Frage: Zum Beispiel? 

Grzonka: Jede Kostenstelle ist 

darauf bedacht, Geld zu sparen. 

Ich habe den Eindruck, egal 

wie. Zum Beispiel haben wir 

Fahrzeuge gehabt, die nur noch 

schlecht zu bedienen waren. Die 

hätten eigentlich ausgetauscht 

werden müssen. 
Frage: In welchen Situationen 

ist integres Verhalten bei Ihnen 

besonders gefragt? 

Grzonka: Beispielsweise haben 

wir es mit gesetzlich vorge-

schriebenen Prüfungen zu tun, 

mit Vorgaben, die eingehalten 

werden müssen. Da können 

wir nicht auf die Schnelle was 

hinbiegen, sondern nehmen uns 

die Zeit, um das Gerät ordentlich 

zu warten.Frage: Müssen Sie auch Geräte 

stilllegen? 
Grzonka: Ja, das kam auch 

schon vor. Wenn sich bei einem 

Gerät die Kabel auflösen, ist 

eine sichere Handhabung nicht 

mehr möglich. Also lege ich es 

still und bestelle das entspre-

chende Kabel. Darüber muss 

sich mal jemand so sehr auf-

geregt haben, dass ein Kollege 

irgendein Kabel genommen hat. 

Ich hätte das nicht gemacht.

 
Frage: Was meinen Sie, welche 

Impulse sollte man jetzt generell 

setzen? Grzonka: Um Integrität zu 

leben, ist es wichtig, dass die 

Kollegen mitdenken. Jeder weiß 

doch genau, worauf es bei der 

eigenen  Arbeit an-kommt und 
was man besser 

machen kann, 
ohne dass es dafür 

eines Arbeitsauf-

trags bedarf. Aber ich 

glaube nicht, dass sich 

das so durchsetzen wird.  

Dafür habe ich schon von  

zu vielen Kollegen gehört:  

„Das haben wir immer schon so 

gemacht!“ Aber wie wollen wir 

so unsere Kultur verändern?

Frage: „Wenn du nichts änderst, 

ändert sich nichts.“ Gibt es etwas, 

was Sie heute anders machen 

als früher? 
Grzonka: Ja, wie gesagt, ich 

habe den Mut gefunden und 

mache den Mund auf. Wenn du 

denkst, deine Idee ist gut, dann 

sprich mit den anderen. Und 

dann sollte man das umsetzen – 

zumindest, wenn es besser und 

genauso sicher ist wie vorher.

Frage: „Falls ihr mich sucht,  

ich bin im Wandel.“ An welchen 

Stellen nehmen Sie Wandel  

bei Volkswagen wahr? 

Grzonka: Ich habe letztens 

gelesen, dass es Mitarbeiter-

gespräche gibt, bei denen 

Integrität als Punkt mit auf-

genommen wurde. Da ist das 

Thema angekommen. Das ist 

leider noch nicht überall so. 

Frage: Warum ist das so? 

Grzonka: Einerseits finden viele 

Integrität grundsätzlich gut. 

Anderseits ist aber alles in 

Ordnung, so wie es ist. Warum 

sollte man etwas ändern? Das 

scheinen immer noch recht vie-

le zu denken. Ich lasse mich je-

denfalls bei meinen Prüfungen 

nicht unter Druck setzen, auch 

wenn das Ärger geben kann. 

Aber damit kann ich leben. 

Frage: Welche Berührungs-

punkte haben Sie mit Integrität? 

Bal Bains: Integrität ist wesent-

lich für meine Arbeit hier, denn 

Vertrauen und Ehrlichkeit sind 

entscheidend für die Beziehun-

gen zu den Kollegen.
Frage: Wann ist Integrität in 

Ihrer täglichen Arbeit besonders 

gefordert?Bains: Integrität gehört zu mir, 

das ist nichts, was man einfach 

aus- und einschalten kann. 

Besonders wichtig ist integres 

Verhalten in der Datensiche-

rung, da es hier viele Vorgaben 

gibt, die äußerst strikt beachtet 

werden müssen. Und als Bot-

schafterin des Compliance 

Advisory Boards sollte 

ich Vorbild für die 

anderen sein. 

Jens Grzonka ist seit 14 Jahren bei Volkswagen.  

Er arbeitet seit sechs Jahren zusammen mit drei  

Kollegen als Elektriker in der Fahrzeuginstand-

haltung. Sie reparieren Ladegeräte, Batterien –  

„die ganz großen Dinger“. Bohrmaschinen, 

Betriebs mittel und mehr als 400 Ladegeräte  

müssen Jahr für Jahr geprüft werden. 

„Ich habe den Mut gefunden,  

zu sagen, was ich denke.“

… sind direkte, offene Gespräche  

auf Augenhöhe mit Vorstandsmitglied 

Hiltrud D. Werner. Hier bekommt der 

Vorstand direktes Feedback, hier lernt 

der Mitarbeiter, dass der direkte Austausch 

nicht nur hilfreich, sondern auch sehr 

zur Nachahmung empfohlen ist. Jeden 

Tag werden es mehr Kollegen, die über 

solche Erfahrungen berichten.

Dialogtouren  

Integrität, Livechats, 

Kamingespräche …

… zeigt, dass es Volkswagen  

mit Integrität ernst ist. Die Frage, 

ob integres Handeln in der Orga-

nisationseinheit möglich ist, hat 

Konsequenzen. Die daraus abge-

leiteten Maßnahmen unterstützen 

Führungskräfte und Mitarbeiter 

beim Vorhaben, integres Handeln 

zu stärken und zu fördern.  

Stimmungs-
barometer 

Frage 23 … 

Seit Anfang 2016 wurden mehr als 25 Per-

sonal  instrumente und -abläufe geprüft, 

Vorschläge erarbeitet und um Integrität 

ergänzt. Dazu zwei Beispiele: Vorstandsent-

scheidungen kommen mittlerweile ohne die 

Frage, ob diese den Integritätsanforderungen 

von Volkswagen entsprechen, nicht mehr aus. 

Damit zieht sich Integrität wie ein roter Faden 

vom Mitarbeiter zum Vorstand und zurück, 

denn die getroffenen Entscheidungen spie-

geln sich in der Arbeit der Mitarbeiter wider.

Die Managemententwicklung setzt den 

Integrität in Prozessen zu verankern, ist wichtig 

„Wenn Integrität ein Teil von dir ist, 

wird es sich in allem, was du tust,  

widerspiegeln.“ 

Lernen, die richtigen  

Entscheidungen zu treffen

Bal Bains, Master in Maschinenbau, seit 15 Jahren  

bei der Volkswagen Group of America, seit 2013  

Leiterin Datensicherung im Testzentrum in Maricopa 

(Arizona) und für die Verwaltung aller Compliance- und  

Sicherungs-Anforderungen verantwortlich. 

Integrität

Frage: Welche kritischen 

Situationen begegnen Ihnen im 

Arbeitsalltag?
Bains: Wie gesagt, wenn Inte-

grität ein Teil von dir ist, wird es 

sich in allem, was du tust, wi-

derspiegeln. Die größte Bedeu-

tung hat Integrität beispielswei-

se bei der Beantwortung von 

Rechtsbehelfsmitteilungen. 

Frage: Wie können wir integres 

Handeln fördern? 

Bains: Wir alle machen Fehler. 

Was uns aber von anderen 

Unternehmen unterscheidet, 

ist, welche Konsequenzen wir 

aus diesen Fehlern ziehen: 

Mitarbeiterschulung, Mentoring 

und offene Diskussionen lehren 

uns, richtige Entscheidungen, 

basierend auf Ehrlichkeit und 

Wahrhaftigkeit, zu treffen.

Schwerpunkt für den Aufstieg im Unternehmen 

neu: Während bisher ein Mitglied des oberen 

Managementkreises einen potenziellen Kandida-

ten vorschlagen musste, kann man sich nun auch 

selber als Kandidat vorschlagen. Geprüft werden  

die Vorschläge über 360-Grad-Feedbacks, bei 

denen Kollegen aus dem Umfeld befragt werden. 

Diese Prozessanpassung soll dabei helfen, integres 

Verhalten zu fördern und zu vermeiden, dass man 

aus Sorge vor Karriereeinbußen Dinge nicht offen 

anspricht. Gewiss ein Gewinn für Führungskräfte, 

Mitarbeiter und Unternehmen. 
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Together- 
4Integrity 

Integrität, Compliance und Kultur – 
gemeinsam mit noch mehr Power

Volkswagen will ein weltweit führen-
der Anbieter nachhaltiger Mobilität 
werden und „Vorbild in Sachen Integri-
tät“. So steht es in der TOGETHER-Stra-
tegie 2025. Vor allem Mitarbeiter und 
Kunden setzen moralisch und ethisch 
einwandfreies Handeln als selbstver-
ständlich voraus – die einen, weil sie 
mit Stolz bei Volkswagen arbeiten, die 
anderen, weil sie mit Überzeugung 
die Produkte unseres Unternehmens 
kaufen wollen.

Unsere Vision ist es, „in allen unseren 
Geschäftsbereichen von Integrität 
und Compliance zu profitieren. Unsere 
Kultur wird eine inspirierende Grund-
lage für unseren Erfolg sein”.

Hier bedeutet Compliance das regel-
konforme Verhalten aller Mitarbeiter 
ebenso wie entsprechende Prozesse 
und Abläufe. Integrität beschreibt 
die innere Haltung, in jeder Situation 
seinen Prinzipien zu folgen und aus 
Überzeugung verantwortungsvoll und 
standhaft zu handeln. Und das immer, 
ohne Ausnahme. Und unter Kultur 
versteht man den Wertekanon, dem 
ein Unternehmen folgt; es geht um 
die Führungskultur und die tägliche 
Zusammenarbeit – weniger Hierar-
chie, schnellere Entscheidungen und 
Orientierung, basierend auf Synergien 
und Erfolg.

Unser gemeinsames Auftreten unter 
dem Dach von Together4Integrity 
macht für jedermann sichtbar, dass es 
ernst ist: Volkswagen wird Vorbild für 
Integrität, Compliance und Kultur.

Dafür sollten wir jetzt aber weiter 
Tempo machen. Dass das Unterneh-
men auf einem guten Weg zu einer so-
liden Integritäts- und Speak-up-Kultur 
ist, zeigt sich, wenn jedermann seine 
Bedenken offen ansprechen kann, 
auch wenn er der Einzige ist, wenn 
Kollegen sich gegenseitig zuhören und 
aus Fehlern lernen. Aber auch, wenn 
wir Argumente aufgrund der Fakten-
lage abwägen, unabhängig davon, wer 
sie vorgetragen hat. Und wenn wir das 
Richtige tun, auch wenn es dafür keine 
Regel gibt oder niemand zusieht.

Frage: Was ist Ihre Aufgabe?
Anna-Kathrin Süßner: Meine 
Aufgabe ist es, das Thema 
Integrität kommunikativ zu 
begleiten, es sicht- und greifbar 
zu machen.

Frage: Welche Berührungs-
punkte mit dem Thema Integri-
tät haben Sie bei Ihrer Arbeit?
Süßner: Besonders interessant 
ist der Austausch mit den Kolle-
gen auf den Betriebsversamm-
lungen, bei den Dialogtouren 
und beim Sounding Board.  

Hier bekommt man viel davon 
mit, was die Menschen bewegt.
Kann man bei der Arbeit Miss-
stände offen ansprechen, wird 
das wertgeschätzt, werden 
Fehler vertuscht oder lernt man 
als Team aus Fehlern für die 
Zukunft? Diese Faktoren haben 
großen Einfluss darauf, wie  
motiviert man zur Arbeit geht. 

Frage: In welchen Situationen 
ist Integrität besonders gefragt? 
Süßner: In Situationen, in denen 
man unter Druck steht. 

Frage: Wie kann man aus Ihrer 
Sicht weitere Impulse setzen?
Süßner: Am allerwichtigsten ist 
es, das Verständnis zu schaffen, 
dass Integrität ein Weg ist,  
den wir alle gemeinsam gehen.  
Der Weg verlangt Zeit und Durch-
haltevermögen – aber er lohnt 
sich. Davon bin ich überzeugt. Es 
kommt niemand über Nacht und 
bringt den Kulturwandel bzw. 
Integrität in einem Paket vorbei 
und schwups ist es da, ohne dass 
man etwas dafür tun muss. Es ist 
an uns selbst, Gewohnheiten zu 

überprüfen und durch unser Han-
deln von heute das Volkswagen 
von morgen selber zu gestalten.

Frage: An welchen Stellen kön-
nen wir noch mutiger werden? 
Süßner: Dinge offen und direkt 
anzusprechen und nicht im Sinne 
der sich selbst erfüllenden Pro-
phezeiung dem Kollegen in der 
Teeküche zu sagen: „Es wird sich 
eh nichts ändern.“ Mit jedem Er-
folg wird es einfacher, mit jedem, 
der mitmacht, wird es selbstver-
ständlicher, integer zu handeln. 

Anna-Kathrin Süßner,  
seit einem guten Jahr bei 
Volkswagen im Team Dialog 
Integritätsmanagement. 

„Ich spreche Dinge schon immer offen 
und direkt an. Manchmal kostet das 

Überwindung und Mut – ich bin damit 
aber immer gut gefahren, weil ich mir 

selber treu bleibe.“

Integrität wird nicht 
im Paket geliefert

Integer zu handeln bedeutet, verläss-
lich zu tun, was man sagt, und zu sagen, 
wenn etwas nicht in Ordnung ist.  
Und das sollte bald keinen Mut mehr 
erfordern, sondern ganz normal sein.  
Das ist ein wichtiger Punkt, den das 
„Programm zur Stärkung der Integritäts-
kultur“ fordert und fördert: umfassend 
und auf vielfältige Weise. 

Führungskräfte sind ein Schlüssel jeder 
Veränderung. Führungskräfte, vom Meis-
ter bis zum Topmanager, sind Ansprech-
partner, wenn es darum geht, an den 
Herausforderungen von Integrität im Ar-
beitsalltag zu arbeiten. In Sachen Inte grität 
sind sie über Präsenzveranstaltungen und 
Online-Trainings sensibilisiert, die ab Mitte 
nächsten Jahres auch für alle Mitarbeiter 
zugänglich gemacht werden.“

Wenn die meisten Führungskräfte und der überwie-
gende Teil der Mitarbeiter auf Augenhöhe diskutieren 
und offen Probleme besprechen können, dann folgen 
die übrigen Mitarbeiter von allein. 
Damit dies möglichst rasch passiert, arbeiten Kolle-
gen aus Überzeugung als Treiber dieses Prozesses: 
die Integritätsbotschafter. Sie sind Ansprechpartner, 
wenn sich Kollegen über die adäquate, integre Lösung 
im Unklaren sind. Sie erarbeiten gemeinsam mit euch 
Handlungsoptionen. Ihr habt Interesse und möchtet 
ebenfalls Botschafter werden? Dann wendet euch an 
das Team vom Dialog Integritätsmanagement.

Integer handeln – zum 
Nutzen von Mitarbeiter 

und Unternehmen

Führungskräfte sind  
ein Schlüssel  

jeder Veränderung 

Botschafter für Integrität

Speak up – sprich an,  
  was nicht in Ordnung ist!

Es gehört Mut dazu, seine Meinung offen zu sagen. Vor allem,  
wenn man damit auch kritische Punkte anspricht, wenn nicht klar ist, ob man 

allein steht mit seiner Meinung, und gewiss, wenn die Kollegen das lesen können. 

W ir haben eine ganze Reihe von Gesprächen 
mit Kollegen geführt – über Integrität,  
Situationen, die integres Handeln erfordern, 

und darüber, woran es noch fehlt bzw. was man noch tun 
kann, um integres Handeln weiter zu stärken.

Die Interviews zeigen eines ganz deutlich: Mag mancher 
früher Hemmungen gehabt haben, seine Meinung zu 
sagen, und mag das auch heute noch so sein, so haben 
wir doch einige gefunden, die ihre Meinung sagen und 

dafür kämpfen, dass die Dinge besser werden: Ein Jens 
Grzonka (Interview Seite 3) geht zum direkten Chef, 
Dennis Winter (Interview Seite 4) meint, Mut könne nicht 
schaden, nur „bei uns gehört nicht mehr viel Mut dazu“. 
Die Anstrengungen zur Stärkung von integrem Verhalten 
zeigen Wirkung.

Ein paar dieser Gespräche lesen Sie hier, weitere finden 
Sie auf inside online (www.inside.volkswagen.de).

Integrität
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Integres Handeln steht in unserer Strategie 2025+ 

auf einer Stufe mit der Qualität unserer Produkte, un-

seren finanziellen Kennzahlen und der Zufriedenheit 

unserer Kunden. Einsatzbereitschaft, Leidenschaft 

und Aufrichtigkeit sind Werte, die Volkswagen aus-

machen. Doch auch in unserem Unternehmen kommt 

es zu Regelüberschreitungen und Fehlverhalten,  

was schadet. Dieser Beileger gibt einen Eindruck,  

wie Mitarbeiter Integrität verstehen. 

Das sagen Volkswagen Mitarbeiter zur Integrität im Arbeitsalltag:

Die vollständigen Interviews mit den Kollegen finden Sie online unter www.inside.volkswagen.de.

„Für mich ist wichtig,  
dass man die Mitarbeiter hört 

und im Dialog bleibt.“Vanessa Kleemann,
Liquiditätsplanung, Controlling

„Man darf auch im Berufsalltag  

authentisch sein und muss sich nicht 

verstellen. Das ist nicht immer einfach, 

aber für mich hat sich das bewährt.“
Brigitta Mandelkau, Konzern Dialog  

Integritätsmanagement, Integrität & Recht

„Der große Unterschied  zur Vergangenheit:  
Wir sprechen Dinge an.“
Bruno Custodio, Beschaffung neuer  

Produktionsanläufe

„Es geht nicht darum, für andere 
integer zu sein. Wir wollen uns 

selbst nach einem schwierigen Tag 

noch wohlfühlen in unserer Haut. 
Wenn ich Unrecht, begehe,  

bleibt es Unrecht auch  
wenn es keiner sieht.“Christian Haas, Vertrieb,  

After Sales & Handel, Training

„Wenn man zu schnell zu viel  

ändert, dann funktioniert das nicht. 

Nicht, weil die Idee schlecht ist, 
sondern weil es zu schnell geht.  
Gerade Kulturwandel ist etwas 

Langfristiges.“Viktor Beyer, Qualitätssicherung,  

VW Vertriebsbetreuungsgesellschaft

„Die Schaffung einer Kultur der Integrität  

unter den Mitarbeitern bringt uns nicht 

nur innerhalb des Unternehmens näher, 

sondern wird uns auch näher zu unseren 
Kunden bringen.“

Karina Hernandez, Qualitätssicherung,  
Volkswagen de México

„Ich finde es wichtig, dass diese Kultur  

der Offenheit, des Meinungsaustausches 

auf Augenhöhe und der Integrität von  

Vorgesetzten vorgelebt wird. Ich glaube, 

dass wir hier alle noch wachsen können.“

Heiko Pohl, Konzern-Gesamtfahrzeug Entwicklung

Führungskräfte wurden an 45 Tagen 

auf der Volkswagen Convention in  

Deutschland, Brasilien, Argentinien sowie 

bei Audi und Škoda über Integrität  
informiert und dafür sensibilisiert.

12.700

Wir müssen bei der tagtäglichen Arbeit auf-

richtig miteinander umgehen, offen ansprechen, 

wenn etwas nicht in Ordnung ist. Damit wir rasch 

gemeinsam und eigenverantwortlich die richti-

gen Entscheidungen im Sinne des Unternehmens 

treffen können. 

Das wird nur funktionieren, wenn alle – Vorge-

setzte wie Mitarbeiter – lernen, sich verantwort-

lich zu fühlen und mit Kritik konstruktiv umzuge-

hen. Wenn wir neue Ideen zulassen und wenn 

wir mutig neue Wege gehen. Dafür benötigen wir 

eine Atmosphäre von Integrität und Vertrauen, 

die die Führungskräfte nach Kräften fördern – für 

einen Dialog auf Augenhöhe, integer und mit 

Respekt geführt. 
Wie die Initiativen zur Stärkung integren Han-

delns bereits neue Türen geöffnet haben, lesen 

Sie auf den nächsten Seiten. Mitarbeiter be-

richten von ihren Erfahrungen mit Integrität im 

Arbeitsalltag. Außerdem erfahren Sie, wie Sie 

selbst zum Beispiel als Integritätsbotschafter 

einen Beitrag leisten können. 

INTEGRITÄT

SPEZIAL

Our Journey – Together4Integrity Our Journey – Together4Integrity



T4I wall newspaper
Volkswagen do Brasil

Special issue Together4Integrity
Volkswagen Commercial Vehicles

5 35 2

T4I and integrity are communicated 
throughout the Group with enthusiasm, 
commitment and imagination, with uni-
form messages, but with the different En-
tities’ individual resources and media. 
The central T4I Communication team 
in Wolfsburg supports this process with 

templates, suggested formulations, ma-
terials and best practices that can be ad-
opted or adapted, and an exemplary edi-
torial plan for regular communication of 
the program during the implementation 
of T4I at an Entity: the “-1+12” checklist. 
It links possible communication con-

tent and formats to the program's mile-
stones, starting one month before its 
launch at the Entity and continuing up 
to twelve months afterward – hence the 
name “-1+12”.

Integrity – your decision
Poster series, Volkswagen Passenger Cars

Together4Integrity Special
Supplement in the employee magazine, 
Volkswagen Passenger Cars

Special edition
Together4Integrity
Staff magazine  
of VGRD

Newsletter about
Together4Integrity
Volkswagen Financial
Services United Kingdom
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Pulse Monitor  
for Corporate Integrity

An organization, for example, a 
company, is more than just the 
people who belong to it. It also 

comprises the rules and structures that 
control how these people work together 
within the organization. It comprises 
the relationships with people (or organi-
zations) outside the organization whose 
interests are affected by the work of the 
organization, i.e., the relationships with 
the external stakeholders. And finally, it 
also includes the results of this activity, 
for example, the products produced 
and/or sold by a company. All these as-
pects can be examined in terms of integ-
rity to provide an overall picture.

And it is precisely this overall pic-
ture that the Integrity Index is con-
cerned with. It is an integrated measur-
ing instrument for the integrity of an 
organization. Designed by Prof. Chris-
toph Lütge from the Chair of Business 
Ethics at the Technical University of 
Munich and his colleagues, it was used 
for the first time for an empirical sur-
vey of the Volkswagen Passenger Cars 
brand and AUDI AG (in each case for the 
German sites). To this end, 126 individ-
ual measurement points were defined 
and evaluated, providing a comprehen-
sive picture of the companies' activities 
and their relationships with all stake-
holders.

The Integrity Triad
But before we take a closer look at the 
procedure and the results, we should 
briefly consider the concept of organi-
zational integrity that underlies the In-
dex. Because when the concept of per-
sonal integrity is transferred to orga-
nizations, significant adjustments are 
made. The integrity of a person is de-
fined by the conformity of their actions 
with their (value) convictions, which in 
turn correspond to general social val-
ues. But as we cannot know a person’s 
actual convictions, we take their words 
as a measure (which is why integrity is 
often abbreviated to “doing what you 
say”). For an organization, however, the 
– diverse – personal convictions of its 

members do not play a role. The mem-
bers should pursue the organization’s 
objectives. But the organization itself 
can voluntarily commit to a certain way 
of acting (or to desist from something). 
Such a positioning, such commitment 
by the organization is then the stan-
dard by which it can be measured. 

The next question concerns action. 
However, it would be too simple to meas- 
ure an organization’s integrity solely by 
whether it actually "acts" everywhere and 
at all times in accordance with its own 
positioning. Because it is ultimately al-
ways people who act, and it would be un-
fair to accuse the organization for each 
case of wrong behavior by individuals, 
although it had preventative measures 
in place. This is why, after the position-
ing, the “institutionalization” of this po-
sitioning is the second element of orga-
nizational integrity. This means that the 
organization’s rules, structures and pro-
cesses ensure that its members behave 
in line with the positioning. And this 
institutionalization must be transpar-
ent, i.e., the institutionalization must be 
known within the organization (other-
wise it would have no effect) and it must 
be measurable, i.e., allow an analysis of 
whether and the extent to which it is  
actually suitable for having an impact. 
The actual action in line with the posi-
tioning is then only the third element of 
organizational integrity.

To measure an organization’s in-
tegrity, the Integrity Index therefore 
asks the following three questions on 
each topic, referred to as the “Integrity 
Triad”:

1.  Does the organization have a posi-
tioning or commitment on this  
topic that corresponds to general  
social values?

2.  Does the organization use transpar-
ent institutionalization to ensure 
that its members act in accordance 
with its positioning?

3.  Do the members really act in line 
with this, i.e., does the organization 
as a whole keep its word?

Five Dimensions,  
126 Measurement Points
In principle, the three questions of the 
Integrity Triad can be applied to all 
kinds of organizations. But the Integri-
ty Index has been specially developed 
for companies. It examines the typical 
and relevant relationships a company 
has with its external and internal stake-
holders. These have been summarized 
in five dimensions:

1.  Compliance and Infrastructure: 
This is about the facilities and  
processes that should ensure  
a company’s general compliance  
with the law.

2.  Climate and Integrity Culture:  
This dimension is about the most 
important internal stakeholders:  
the employees and managers. How 
developed is their awareness of the 
relevance of integrity and compli-
ance? To what extent are the man- 
agers in particular committed to 
this? How strong is the internal 
communication on these subjects?

3.  Products and Customers: This  
concerns the quality of the products 
(in relation to information provided 
by the company in this respect) and 
the transparency of the product  
details towards the customers. How-
ever, data and consumer protection 
also play a role.

4.  Society: human rights, child labor, 
environmental protection, sponsor-
ship, social commitment and  
transparency in information policy  
are some of the topics in this  
dimension.

5.  Partners and Markets: Here, the  
focus is on relationships with  
suppliers and other business part-
ners, on compliance with com- 
petition laws, but also on the finan-
cial soundness and profitability  
of the company.

These five dimensions are further di-
vided into sub-dimensions, items and 
sub-items. A total of 126 measurement  

When we talk about integrity, we are usually referring to people. But what about entire  
organizations – can they also have integrity as such? And what would such “organizational  

integrity” (which would be more than just the sum of the individual integrities of its members)  
consist of? How could it be determined and measured? The answer to these questions is the  

“Integrity Index”, developed by Volkswagen together with independent experts –  
the first instrument for the integrated measurement of corporate integrity.

25 Subdimensions

77 Items

126 Subitems

Partners  
and Markets

Integrity
IndexSociety

Products and 
Customers

Climate  
and 

Integrity 
Culture

       Compliance
and 

Infrastructure
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Competence Center  
for Integrity

The activities of up to 16 Business Areas merge in T4l, bundled in eleven Key Initiatives. One of them  
is dedicated to the subject of integrity, and the department Dialogue Integrity Management is  

responsible for implementation at Group level. This department designs and defines the integrity 
program with its formats and measures, sets the standards for the roll-out throughout the Group and 
supports the Group and brand companies in adapting the formats and measures and implementing 
them independently. In addition, the department has operating activities and shapes the integrity 

program for the Volkswagen Passenger Cars brand.

INTEGRITY  
… …

proving

…
living

…
understanding

Role model fo
r 

…

points of the Integrity Index are de-
rived from this. They all contribute 
to the overall result of the Index with 
a certain numerical value. The differ-
ent relevance of the individual topics 
for organizational integrity is reflect-
ed through a different weighting of the 
measurement points. 

At the end of 2018, the Integrity 
Index was presented to Volkswagen’s 
Group Board of Management with its 
theoretical foundation and data collec-
tion and evaluation methods. The go-
ahead was given to pilot the Index for 
the Volkswagen Passenger Cars brand 
and AUDI AG.

Overall Grade: “Good”
The pilot project was executed in the 
first few months of 2019. For each meas- 
urement point, the Index defines the 
precise sources used to collect the in-
formation. Dozens of internal guide-
lines, documents and process descrip-
tions were evaluated, as were both 
companies’ publications and commu-

nications. Interviews were conducted 
with employees with expert knowledge 
from specific departments and employ-
ee survey results were utilized. The sci-
entists talked to industry experts and 
read press releases and reports from 
authorities, scientific institutes and 
non-governmental organizations. In 
this way, they collected the required 
data – and at the same time were able 
to readjust some of the sub-items in the 
practical test and refine the Index.

The result was then presented to 
the Group Board of Management again: 
with 71 points (Volkswagen Passenger 
Cars brand) and 72 points (AUDI) re-
spectively of a possible maximum of 
100 points, the scientists attest both 
companies a "good" level of organiza-
tional integrity. However, the detailed 
results also indicate a need to take ac-
tion in certain areas. The Group Board 
of Management therefore decided to 
use the knowledge gained to identi-
fy and implement improvement meas- 
ures together with the responsible de-

partments in a structured follow-up 
process to raise the level of integrity for 
both pilot companies to the next level: 
from “good” to “great”. The measures 
will be completed by the end of 2020. 
This will enable the improvement to 
be confirmed in the planned follow-up 
survey of the Integrity Index for Volk-
swagen Passenger Cars and AUDI in the 
first quarter of 2021.

But it is not only the two companies 
who are working on further strengthen-
ing their integrity as organizations. The 
Index itself will also be further devel-
oped after the pilot phase – into an in-
strument that will be used in the future 
across sectors and internationally for 
the integrated measurement of organi-
zational integrity, enabling companies 
to demonstrate their efforts and suc-
cess in this respect on a scientific and 
neutral basis – as Volkswagen has done 
as a pioneer.

The scores of the Integrity Index at Volkswagen Passenger Cars and AUDI AG both show a "good" level of integrity in the assessment of independent scientists.  

The Group Board of Management has set the goal for both companies to reach the next level in the follow-up assessment in 2021.

90 – 100

Outstanding

Alarming

0 – 19.9 20 – 34.9

Disconcerting

35 – 49.9

Modest
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When the Integrity Manage-
ment was created in the 
spring of 2017 as an indepen-

dent department within the Board func-
tion of Integrity and Legal Affairs,  
the task was clearly formulated: to 
strengthen the culture of integrity in the 
Group on a long-term basis. It was also 
clear that this would involve a profound 
cultural transformation that could only 
be achieved step by step. The topic of in-
tegrity must not only be established, but 
also really understood, practiced in eve-
ryday work and consolidated time and 
again through experience.

The Four Phases of Anchoring
Integrity Management based its work on 
a four-phase model right from the start. 
In each phase, integrity is anchored 
more strongly in the company.

Phase 1: Understanding Integrity 
The first phase is about putting integ-
rity on the employees’ and managers’ 
agendas and creating an understanding 

of the content, relevance, relationships 
and goals of integrity in the company. 
Various communication initiatives in in- 
ternal media form the basis; at the same 
time, top management regularly empha-
sizes the importance of the topic. This 
first and foremost addresses managers 
and raises their awareness for the sub-
ject. A network of multipliers – the Integ-
rity Ambassadors – is built up. Integri-
ty is established as a criterion in HR pro-
cesses, especially in human resources 
development. At Volkswagen, this phase 
took place in 2017 and 2018.

Phase 2: Practicing Integrity
In the second phase, the topic is exam-
ined in greater depth; the focus is now 
on concrete action. Managers are encour-
aged to act as role models and are sup-
ported in this. Employees are empow-
ered to practice integrity in their daily 
work and to address problems and crit-
ical situations. The network of Integri-
ty Ambassadors is expanded worldwide, 
and the Ambassadors increasingly act as 

addition, Integrity Management uses 
various measuring instruments to 
monitor the impact of its activities and 
to sharpen measures if necessary. The 
most important instrument here is the 
Integrity Index, which is also assigned 
to this Field of Action (for further in-
formation on the Integrity Index, see 
“Pulse Monitor for Corporate Integrity”, 
pages 54 to 56).

2. Engagement Program
This Field of Action brings together all In-
tegrity Management initiatives that aim 
to strengthen managers at all levels as role 
models for integrity. For example, this in-
cludes training sessions, workshops, in-
formation and work sessions at special 
management events such as Conventions 
and Integrity Garages (see also “Trans-
forming Culture with People”, pages 32 
to 35 for both formats). Communication 
material specially complied for managers 
is also part of this Field of Action.

3. Dialogue and Communication
Integrity Management uses a variety 
of communication measures to ensure 
good awareness of the subject of integ-
rity among employees, to ensure that 
this abstract term is understood and 

can be translated into action in every-
day work and that the program’s prog-
ress is visible for employees. In short: to 
ensure that integrity remains a subject 
of discussion. The formats used here 
range from articles in employee mag-
azines and the intranet to poster cam-
paigns and dialogue at works meetings 
or in discussions with members of the 
Board of Management. All measures are 
coordinated and synchronized with the 
communication activities of the other 
Business Areas involved in T4I and em-
bedded in the overall program. 

4. Ambassador Program 
This Field of Action is dedicated to the 
Integrity Ambassadors, whose network 
forms a very strong pillar of the integri-
ty program. Integrity Ambassadors are 
volunteers from all areas who advance 
the topic on their initiative and carry it 
into the company structures. They keep 
the discussion about integrity going, 
act as advisors to their colleagues, gath-
er expectations and suggestions for im-
provement from the workforce and ex-
change ideas with Integrity Manage-
ment. In this way, they actively shape the 
cultural transformation. Several times a 
year, the Ambassadors come together at 

Sounding Board events, where they re-
ceive first-hand information about the 
integrity program and are empowered 
in their role – also with input from out-
side, such as lectures by scientists and 
other external experts. There are already 
more than 700 Integrity Ambassadors 
throughout the Group, and the number 
is growing steadily.

5. Processes and Instruments
This Field of Action is about anchor-
ing the principles of acting with integri-
ty as control parameters in the compa-
ny and especially aligning HR processes 
towards a culture of integrity. Integrity 
modules are incorporated into all per-
sonnel procedures, from recruiting to 
employment and promotion. This Field 
of Action also includes the definition 
and support of the follow-up process 
on integrity in the annual employee 
survey – the Stimmungsbarometer. For 
managers who want to improve their 
teams’ approval rate for the statement 
“In our organizational unit it is possible 
for everyone to behave with integrity”, 
Integrity Management provides tem-
plates and implementation recommen-
dations for team workshops.

6. Internationalization
This Field of Action ensures the system-
atic and consistent roll-out of the integ-
rity program in the individual Group and 
brand companies. Integrity Management 
provides them with all the necessary con-

WEITERENTWICKLUNG DER BOTSCHAFTERKAMPAGNE
Bespielung Bus-Screens (Motive 1 & 2)
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There are already more than 700 voluntary Integrity Ambassadors throughout the Group  

who advocate the topic and carry it to the departments. Integrity Management promotes their  

dedication with a poster campaign.

The activities of Integrity Management are bundled in six Fields of Action.  

They all aim to strengthen the culture of integrity at Volkswagen.

change agents for the culture of integri-
ty. Integrity is integrated into further HR 
processes such as annual performance re-
views and the bonus system for top man-
agement. Integrity Management devel-
ops instruments for monitoring the im-
pact and success. The topic has reached 
all Group and brand companies. Volkswa-
gen is currently moving from this phase 
into the next.

Phase 3: Demonstrating Integrity 
In this phase, integrity increasingly be-
comes a matter of course. It is expect-
ed and appreciated that employees raise 
critical issues with their superiors. Man-
agers act and make decisions based on 
values. Best practices can be identified 
and shared. The Integrity Ambassadors 
act independently as recognized points 
of contact for their colleagues. Integri-
ty Management supports other Business 
Areas with its knowledge and compe-
tence, especially in developing new busi-
ness fields. There is also a strong focus 
on external communication. At Volkswa-
gen, this phase is expected to last from 
late 2020 to 2024. 

Phase 4: Role Model for Integrity
Integrity is anchored in the company’s 
DNA. The strategic objective formulated 
by Volkswagen has been achieved: being a 
role model for integrity. Integrity Manage-
ment ensures that this remains the case, 
even if the framework parameters change, 
and acts as an advisor and expert on the 
subject both internally and externally. 
This phase is expected to be achieved at 
Volkswagen from 2025 onwards.

Six Fields of Action
Integrity Management works in six 
Fields of Action, which are primarily tai-
lored to the tasks in phases 1 and 2, and 
bundles them in themes. 

1. Strategy and Measurement
With the activities in this Field of Ac-
tion, Integrity Management ensures 
that integrity is incorporated as a cri-
terion in strategic corporate decisions. 
This includes representation of the de-
partment in important committees. In 

“Our objective  
is to anchor  
integrity within 
the Volkswagen 
DNA.”
Nina Böttger
Head of Dialogue  
Integrity Management 
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The Integrity Roll-out Handbook

INTEGRITY 

The Integrity Roll-out Handbook supports the Group and brand companies  

in implementing the integrity program with information, descriptions of 

measures and presentations of best practices.

  RO L L- O UT H A N D B O O K  

cepts, process descriptions, documents 
and materials to enable them to imple-
ment a measure independently. Quali-
ty is assured by laying down minimum 
standards and the implementation re-
porting required by T4I. Regular calls, 
workshops with integrity managers on-
site and Group-wide conferences ensure 
a continuous exchange of expertise, op-
erational experience and best practices in 
the worldwide “integrity community”.

A permanent team of employees is as-
signed to each of these Fields of Action, 
ensuring stable processes and the pro-
gram’s continuous development. At the 
same time, this organizational form en-
ables Integrity Management to react flexi-
bly to new tasks and meet new challenges.

Various event formats and target group-specific activities regularly raise the issue of integrity among employees.

Compass  
for 
tomorrow’s 
Topics
Volkswagen is undergoing a transformation 
process. Combustion engines are being  
replaced by electric motors. Digitization 
and connectivity enable new offerings 
and new business models. Integrity 
Management has been contribut-
ing to this development, based  
on all the Business Area’s  
knowledge and insights,  
findings and experience since  
it was established three  
years ago.

Sustainable 
growth

Excited 
customers

Competitive
pro�tability

Role model for
environment, safety

and integrity

Excellent
employer

 1
INTEGRITY
Expertise

4
INTEGRITY

Skills

 2
INTEGRITY
Standards

3
INTEGRITY

Insights

Integrity protects 
what we love  

to empower our  
transformation

Business  protection  
for a successful transformation
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“T4I is not a rigid system. We are developing  
it continuously. It is particularly important  
during this process for us to obtain feedback 
from our employees regularly. Our objective  
is to be a role model for integrity. T4I provides 
the basis for this. We shall organize our  
company in such a way that acting with  
integrity becomes second nature. 

Ultimately though, it will depend on all  
individuals doing what is right on their  
initiative even when nobody is looking. Making  
it possible to do the right thing in every  
case under changing conditions remains an  
ongoing task.”

TO B I A S  H E I N E 
Head of Together4Integrity

The strategic priorities of Integrity Management for 2020.

I ntegrity protects the things we value 
and strengthens our transforma-
tion” – the work of Integrity Manage-

ment is based on this conviction. Integri-
ty is a key factor in almost all decisions 
and actions that influence business suc-
cess and hence the company’s future. The 
goal must be to ensure that all employees 
are always able to make the right deci-
sions and act in the right way for maxi-
mum protection of the company and as 
the basis for a successful transformation.  

At the beginning of 2020, the Integ-
rity Management clearly defined the pre-
requisites for this and the specific contri-
butions to be made by it:

1.  Participation in the further devel-
opment of corporate governance 
through guidelines, process  
standards, tools, etc.

2.  Specific, practical and applicable 
translation of integrity into all  
business activities and areas and 
thus into the everyday work of the  
employees. 

3.  Support and orientation in ambig-
uous ethical situations where deci-
sions have to be made by providing 
specific guidelines and criteria. 

4.  Knowledge transfer for all questions 
relating to integrity, also by external 
experts and by considering current 
practical and scientific approaches. 

5.  Definition of skillsets for acting with 
integrity and empowerment of  
managers and employees to develop 
them and transfer them. 

6.  Identification of the risks and oppor-
tunities of acting with or without  
integrity in future strategies and 
fields of innovation and develop-
ment of measures to safeguard the 
company’s further development. 

Four Areas of Competence
The work that Integrity Management 
does for the organization – i.e., for the 
Group and through the roll-out also for 
the brands all the way to the individu-
al Entities – is bundled in four areas of 
competence: integrity knowledge, in-
tegrity standards, integrity insights and 
integrity skills. In a nutshell: Integrity 

Management protects the business and 
promotes the transformation by bring-
ing knowledge, standards, insights and 
skills relating to integrity to the organi-
zation.

The content, initiatives and meas- 
ures to be implemented by Integrity 
Management in the coming years are de-
rived from these areas of competence. For 
example, in 2020 there is a focus on man-
agers and their ability to make decisions 
with integrity and to act with integrity 
and responsibility. It is planned to devel-
op an “Integrity Skillset” in cooperation 
with scientists and to integrate it into 
management training measures. Fur-
thermore, integrity will be integrated as 
a decision-making criterion in top com-
mittees that have decision-making com-
petence.

A further focus will be on strength-
ening responsibility, i.e., the willingness 
to take on responsibility for an area and 
tasks instead of ducking away or pointing 
the finger at others.    

Particularly in view of the chal- 
lenges of the transformation, Integrity 
Management also continues to develop an 
understanding of integrity for Volkswa-
gen for the future, brings together internal 
and external expert knowledge to develop 
basic ethical positions for the Group and 
supports the specialist departments with 
input and recommendations on emerg-
ing issues. 

Transformation means constant 
movement. Perspectives change, things 
on the horizon move closer, the envi-
ronment always looks new. This is why 
a compass is so important: its needle al-
ways points to the same point. At Volks-
wagen, integrity is the “inner compass” 
that shows people what is right.  Integ-
rity management strengthens this in-
ner compass, especially in such turbulent 
times – for the protection of the compa-
ny and the success of the transformation.

Integrity  
Index

Integrity in  
business processes

Ethical  
decision-making

Increase  
accountability

Integrity as a  
sustainability  

criterion
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