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Volkswagen’s “Dieselgate” scandal continues to shape debates on greenwashing in the auto sector (Kell, 2022)

 Greenwashing is defined as an unethical practice used by automotive brands to gain customer trust. It allows companies to attract environmentally conscious consumers and develop relationship with stakeholders (Lin et al., 2025). Automotive manufacturers can achieve short- term competitive advantages without implementing sustainable practices (Koch and Denner, 2025). However, exposure of greenwashing can lead to significant reputational damage and legal repercussions for companies.
The rise in the high demand of sustainable development and the priorities to reduce the emissions have contributed to the start of the greenwashing practices among automotive brands. Larger companies in the sector, that have more resources and market influence are often the ones engaging in these misleading tactics. The scandal involving Volkswagen has opened the eyes of the consumers on how the company used software in its vehicles that allowed them to cheat emission tests demonstrating compliance with legal limits of harmful gas emissions. In the current market, the brands often use the greenwashing practice and with the exposed incident, there have been difficulties in gaining trust back. The repercussion from consumers can be severe, resulting in boycotts, drop on sales and bad reputation. 
Greenwashing in its ultimate form has a negative impact on the performance of the automotive brands (Oppong-Tawiah and Webster, 2023). The implementation of transparent rules and regulations along with the proper monitoring strategies will help reduce the practices of greenwashing in the automotive sector. The visual cues have a significant impact on the creation of the sustainable image for the brands often representing environmental care without evidence (Zervoudi, Moschos and Christopoulos, 2025).
The root cause analysis shows that the increase in the competition in the automotive sector on the sustainable practices has forced the brands to use the greenwashing method. The main focus from the organisations is to increase the sale of electric vehicles (EVs) and to mark EVs as the main product for reducing the emission. The reduction of the cases and the practices is needed to be done by the brands and the governing bodies have to monitor it properly. The generic form of the environmental claims along with any proper evidence is needed to prohibit misleading practices (Ruggeri et al., 2025). The organisations have to make the reduction in the unethical practice and deliver genuine reports to the stakeholders to maintain their trust image. Corporate responsibility is needed to adapt by the brands to execute real transparency and avoid the loss of the image due to fake marketing and greenwashing. The government must take an active role in reducing the challenges of greenwashing. Global Reporting Initiative (GRI) standards are helpful to protect the brands from greenwashing and supporting the building of trust with the consumers (Zervoudi, Moschos and Christopoulos, 2025). This approach can lead to a promising future for organisations in the automotive sector allowing them to stay in the real form of the sustainable practices. 
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