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Greenwashing is a misleading marketing strategy where companies exaggerate or misrepresent their environmental initiatives to appear more sustainable than they really are (Delmas & Burbano, 2011). In the automobile industry, greenwashing has become more commonly observed and accepted as manufacturers attempt to attract environmentally conscious consumers without any changes to reduce their emissions or environmental impact of their product.
This report explores; causes, consequences, ways to deal with greenwashing real incidents and the root causes behind them.
One of the most famous cases of greenwashing in the automobile industry, is the Volkswagen diesel gate scandal. In 2015, Volkswagen was caught using software in their diesel cars to cheat on emissions tests making their cars look like they meet environmental rules even though they actually released much more pollution than allowed (Ewing, 2017). This scandal resulted in billions of pounds in fines criminal investigations and long-term reputational damaged. Other industries such as BMW, Mercedes-Benz have been criticized for making their cars seem more environmentally friendly, demonstrating that greenwashing is not limited to a single organization but is a systemic industry challenge (Boons & Lüdeke-Freund, 2013).
Pressure inside car companies also leads to greenwashing because the car market is very competitive, industries try to look more eco-friendly to attract the consumers. Marketing teams often focus more on looking good than on real environmental progress. Investors, companies and consumers can fail to catch these misleading claims (Chen & Chang, 2013). Moreover, a disconnect between profit-oriented corporate objectives and ethical responsibility can encourage executives to pursue short-term gains through deceptive environmental claims rather than authentic sustainability initiatives.
Outside factors also play a part, emission rules differ from country to country which gives companies chances to take advantage. Enforcement is often uneven and the punishments for breaking the rules are sometimes to weak to stop companies from being misleading (Jermsittiparsert et al., 2021). Also, many consumers don’t have the technical knowledge to check if environmental claims are true, so they depend on what companies says. Government funding for the production of electric cars can also push companies to exaggerate how eco-friendly they are so they get the money they need or to improve their image.
The consequences of greenwashing are both economic and ethical. It harms consumers trust, affecting company’s reputation (Walker & Wan, 2012). Greenwashing messes up the market, this can cause to want to mislead people and make it very hard for honest companies. To fix this problem companies need to be more open, claims should be checked by independent groups. Building a company culture that values ethics and caring for the environment is important to make sure sustainability efforts are real.
In conclusion, greenwashing in the automobile industry happens because of both pressure side companies and weak rules from outside. While it allows companies to appear environmentally responsible, it ultimately harms consumers, investors, and the planet. Reducing greenwashing requires better oversight checked sustainability reports and changes in company culture so action truly match environmental goals. Automobile industry can only help building a sustainable future by being open and acting responsible.
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