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Introduction
Greenwashing is an action in which organizations portray themselves, their products, or their operations as being environmentally ethical or sustainable than they are. This disparity results from the dissemination of inaccurate, ambiguous, irrelevant, or selective information that exaggerates or misrepresents environmental advantages (Koch and Denner, 2025). It entails deceiving stakeholders about the actual environmental damage or sustainability of a business's operations, supplies, or goods. This tendency has developed in agreement with the expanding worldwide focus on environmental problems and consumer demand for methods that are environmentally friendly, making "being green" more of a market requirement than a practical option (Botea-Muntean and Constantinescu, 2023). 

Summary of the Dieselgate case
[bookmark: _Int_jj5UpAKS][bookmark: _Int_HajPorbr][bookmark: _Int_zaXXCNtA]In September 2015, Volkswagen AG, the world's second-largest automaker, acknowledged using particular defeat devices in their 2.0-liter diesel vehicles to get around emission regulations. In addition to being unethical, this type of greenwashing is also illegal. The issue has significant ramifications for the company, the automotive sector, and society across the globe (Majláth, 2017). The firm intentionally installed defeat devices in almost 11 million diesel vehicles globally. The purpose of this act was to mislead authorities and consumers about the actual environmental impact of Volkswagen's cars by portraying the company as a pioneer in eco-friendly car production (Aurand et al, 2018). “Dieselgate” Is to be one of the most expensive business scandals throughout the history in the modern automobile sector which was perceived to be termed as "greenwashing." (Turna, 2022). 

The importance of greenwashing
[bookmark: _Int_DRLFOMRy][bookmark: _Int_QEuJcoPz][bookmark: _Int_fnCKRYuL][bookmark: _Int_G8NWFcvv][bookmark: _Int_1ELbJJM9][bookmark: _Int_3ZVBhZAf][bookmark: _Int_rn1W0AD7][bookmark: _Int_JCl9c22r][bookmark: _Int_mkfgKX2r][bookmark: _Int_iDd83yor]Despite managers' growing dedication to environmental sustainability, consumer uncertainty persists and frequently leads to perceptions of greenwashing. Researchers have examined greenwashing, but little is known about how customers' perceptions of it influence their purchasing decisions. The findings support the concept that eco-friendly product attitudes, purchase intentions, and purchasing behaviors are all negatively impacted by perceived greenwashing. Purchase intention was also found to be influenced by perceived risk and sense of distinctiveness. These results demonstrate the necessity for clarity and accurate environmental endorsements in product advertising and validate the damaging effects of greenwashing misperception on consumer behavior (Shojaei et al., 2024). 

Conclusion
[bookmark: _Int_2Z8Amofq][bookmark: _Int_tRkQggrL][bookmark: _Int_c1LIL6z8][bookmark: _Int_1IFfLQXu]Dieselgate examines how one of the biggest and most prestigious car manufacturers worldwide got caught up in a self-made and enormously costly fraud conduct incident that the exposed insufficient ecological analysis, faulty choices, illicit executive management, the absence of integrity, and weak publicity and repair work. It lends credence to the theory that large corporations are unable to satisfy the financial return on money objectives set by their business boards and stockholders while simultaneously producing competitively priced goods that satisfy the needs of socially and environmental mindful customers. Authorities are obligated to uphold guidelines for managerial competence, morality, and fiscal responsibility if consumers do not always make decisions that support the socially conscious ideals they promote (Mujkic and Klingner, 2019). The demand for swiftly implementing green technologies in highly competitive markets raises the possibility of greenwashing since businesses can overstate the beneficial environmental impacts of their goods. The results of mediation evaluations show that these responses are caused by negative contradictions, which perceived difference between the merchandise's inability to live up to requirements for environmental sustainability and quality (Janz et al., 2024). 
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