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           Introduction
The term of “Greenwashing” inside the automobile industry relate to the action of misleading customers regarding the benefits of a vehicle for the environment. Due to constant pressure from a climate-aware public, automobile manufacturers were trying to position themselves on the global market as leaders in the transition process from pollution goods to green ones. They did so by often rely on unethical advertising for their products to comply with the regulations of the on-growing ecologic world markets. 

           Impact of “Greenwashing” on the automobile manufactures market 

Effect is significant as it affects customer trust, automobile brand reputation and financial performance of manufacturers.

Customers lose trust in all brands that promote green vehicles and this affect directly the genuine sustainable companies and their products. For example, the VW Dieselgate scandal (2015) damaged the consumers trust not only in the diesel vehicles of the manufacturer but also in the hybrid ones. 

Greenwashing has direct effects over the financial performance of vehicle manufacturers as their shares might drop in price over reputation scandals. Also, manufacturers can face lawsuits and penalties for misleading environmental advertising (in the Dieselgate scandal, VW ended up paying billions of euros in fines and contracts settlements). 
           Root Cause Analysis to examine the causes of Greenwashing in the Automotive Industry

The fundamental reason that triggered automobile “Greenwashing” was economic in nature and was driven by market demand (Shan, 2025). Since the invention of the motor vehicles, automobile manufacturers profits were tied to the internal combustion engine and the sale of large SUV’s, with high petrol consumption and large profit margins. But the bigger the car was, the larger the consumption was, and the pollution generated by it. Forced by a more aware environmental market, the manufacturers had to adapt and start investing in new platforms of production to develop EV & hybrids cars. But this step required major capital investments in battery technology and new supply chains, while the traditional internal combustion vehicles were still generating profits. So, for many years, the tactic was to use marketing and powerful media advertising tools to create a “Green Façade” (Forbes, 2022). By doing so, vehicle manufacturers went on to protect their profits for as long as possible, making “greenwashing” a deceptive marketing tool.
One example of this practice, given by Boirat et al. in 2022, is the "Dieselgate" scandal, where Volkswagen Manufacturer was found to have deliberately installed software in millions of diesel vehicles to cheat on emissions tests, but used powerful marketing to promote their cars as ecologic - friendly. This deception was a calculated solution to the conflict between environmental regulation and profitability. 
           As the author Majlath pointed out in his article in 2021, the “Dieselgate” scandal was a catastrophic response of car manufacturer VW to the core conflict between regulation and internal combustion engine profitability, as the company ended up paying important financial restitutions to deceived customers.

Another reason that triggered “Greenwashing” in the automobile industry was, as mentioned by Liao et al. in 2024, the consumer pressure. As the customers showed more interest in the green practices of the automotive brands,  manufacturers decided to use false advertising to distract customer attention and keep the focus of increasing internal profit margins. They highlighted to the consumers one electric model in their portfolio that indeed follow environmental regulation while most of their production was still based on internal combustion engine vehicles. Consumers, lacking the technical expertise and only looking for the environmentally safe message, were often unable to see through this false image. 

Conclusion
“Greenwashing” in the automotive industry is an issue with economic and social roots. It damages brand reputation and undermines consumer trust. Addressing it requires increased consumer education and transparent and strong actions by manufacturers (they need to care more about environment safety practices than increasing their profits).
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