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INTRODUCTION TO THE TOPIC: 

Greenwashing has become a growing concern within modern industries, especially with increased focus on sustainability gains among consumers, regulators, and investors. According to Zych et al. (2021), greenwashing is defined as a deceptive marketing practice where the companies mislead their customers to believe that their products are environmentally friendly. Greenwashing is a serious unethical offense that initially benefits the company but can lead to long-term harm. Additionally, Zych et al. (2021) outlines that although greenwashing initially appears beneficial, it represents an unethical act that risks severe reputational, financial, and legal repercussions.
[bookmark: _Hlk212647695]In the current economic conditions, the concept of sustainability has contributed significantly towards both financial and ethical developments in business. Companies often resort to greenwashing to boost sales, brand image or to attract investors who are highly focused on environmental, social and governance issues. 
With an increased need to reduce emissions and produce cleaner vehicles, some manufacturers have decided to produce misleading or incorrect environmental claims. Regrettably, this has become increasingly common, hurting not just companies’ reputations but also increasing harm to the environment by delaying real progress towards sustainability. Instead of dramatically decreasing emissions, companies simply focus on marketing language—such as “eco-friendly” or “low-emission without real results. Several scandals revealed that some companies exploit loopholes to bypass these sustainability stages to get ahead financially. Such conditions are widely termed as “Greenwashing”.
An example of greenwashing in the automobile industry is the Volkswagen Dieselgate scandal. Beginning in 2015, this scandal uncovered that Volkswagen had deliberately altered emissions results to make their diesel cars appear more environmentally friendly. However, according to Topham et al. (2015), 482,000 Volkswagen diesel cars in America were emitting up to 40 times more pollutants than permitted. A BBC report explained that in September 2015, the Environmental Protection Agency (EPA) accused Volkswagen of selling or manufacturing cars with ‘defeat devices’-software designed to cheat emission tests (Hotten, 2015). 
The consequences for Volkswagen were severe. As per Boiral et al. (2022) Volkswagen faced more than $30 billion in fines, legal settlements, and recall costs worldwide. In addition, following the Greenwashing scandal, Volkswagen has faced severe impacts in terms of their reputation and sales (Dziak, 2023). 
[bookmark: _Hlk212647903][bookmark: _Hlk212647882]As stated by Adair (2022), effective decision-making and problem solving often prevent scandals like greenwashing and allow leaders to direct their company towards ethical direction rather than being involved in scandals. 
By focusing on the root cause analysis (RCA), companies can address issues, create strategies, and improve their practices.
According to Delmas and Burbano (2011), greenwashing in the automotive industry mainly stems from competitive pressure to meet consumer demands for eco-friendly vehicles. As more companies invest in eco-friendly products and electric vehicles, other companies may misrepresent their efforts to keep up with competitors. Additionally, lack of regulation allows misleading marketing practices to exploit the lack of clarity to promote their vehicles as environmentally friendly. Lastly, misaligned corporate values can prioritise profit over sustainability leading to deceptive marketing practices. If sustainability is not a key value in an organisation, employees might push to promote superficial green initiatives to meet market demands. 
Recognising the root cause of greenwashing can encourage companies to adopt more genuine and transparent sustainability and regain consumer trust.
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