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Although known for fossil-fuel dependency and carbon emissions, the automobile industry is a leader in the eco-friendly sector. Greenwashing persists in the automobile industry due to a series of systemic factors. Greenwashing is when a company or organization masks their products and/or methods as being more environmentally friendly than they actually are. 
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 In 2015, the Volkswagen Dieselgate scandal hit the automobile industry on multiple levels. The German company had forged its emissions tests in the laboratory, the NOx emissions actually being 40 times over the legal limit. After the scandal settled, Volkswagen managed to shift towards electric vehicles, but one question remains: was actual change made or is it, once again, a smoke-screen? 
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The root cause analysis identified up to 6 factors that were in play that led to the greenwashing scandal. 
The automotive industry has historically been dependent on the internal-combustion engine. Thus, transition to a sustainable alternative requires an investment with uncertain profitability. Firms will often signal environmental leadership prematurely (Boiral et al. 2022) in order to maintain the investor confidence and even attract new ones. This factor is known as competitive pressure.
The second factor is surrounding fragmented regulations. A lack of a global regulatory standardization enabled these firms to exploit loop-holes and different standards. Limited penalties and oversight have allowed greenwashing to grow.
Corporate culture played a significant role in the Dieselgate scandal. Questionable practices can be used and even become the norm within a company under the market pressure. Some companies argue these strategies are better than nothing, but they raise serious ethical questions.
The superficial green branding has a direct link with the consumers' increasing demand for sustainable products while lacking the technical expertise to verify the environmental claims. This has allowed many companies, including the automobile industry, to exploit labels such as “green aesthetic”, “eco-friendly”.
Another key factor is a company’s sustainability report which relies on self-selected indicators. In VW's case, the company was allowed to highlight favorable metrics while hiding others. 
The final factor in the root cause analysis is the media lens. Volkswagen successfully re-positioned itself after the scandal back to its sustainability leadership (Kell, 2022). PR can reframe a corporation’s image faster than actual environmental transformations, which in turn has reinforced greenwashing through a narrative lens.
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Multiple elements make greenwashing possible. Competitive pressure leads to exaggerated environmental progress. Weak regulations create opportunities for manipulation. Consumers often lack the knowledge to evaluate environmental claims while the media helps rehabilitate corporate images. Greenwashing manifests through multiple factors and it has been allowed to grow because of a lack of uniform regulations and because the media allowed scandals to be swept under the rug.
The Volkswagen greenwashing case is not isolated. It persists in many industries and, if allowed to grow, it can actually do real harm to the environment and even delay actual changes.
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