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Introduction — 
Greenwashing is the process of where establishments take part of going ‘green’ meaning being seen as more environmentally friendly without actually being green, Cooperations have claimed to be ‘low carbon’ and ‘eco-friendly’ have developed in products that are often not actually green. One of the many companies taking part in this is Volkswagen, with being exposed of greenwashing in 2015 the scandal revealed that emissions cheating is a regular occurring practice for the largely known vehicle developers. (Liu et al., 2023)     

Slide 1 – Physical causes
A significant portion of a car’s carbon footprint stems from manufacturing and the materials used, which extend beyond tailpipe emissions (LCA). Meaning, emissions used for car production through the entire supply chain show that manufacturing (steel production) is a significant contributor. Achieving actual sustainability in the automobile industry is still a remaining engineering challenge thus far. Life-long assessments have shown that the manufacture of vehicles especially in battery and steel making production is a contributing factor to the total vehicle emissions. ( IEA, 2023). Research has shown that the passage to a low-carbon steel is practical but also not marketable worldwide. (ICCT, 2024).  Even with the increasing EV sales, the worldwide vehicle fleet remains massively influenced by internal combustion engine (ICE) vehicles. According to (IEA, 2024) more than 90% of the global’s cars still run on fossil fuels. EVs account for only about 3% of the worldwide car stock in 2023. Calculations suggest that ICE vehicles will continue to take over for years due to moderate fleet turnover. (BloombergNEF, 2024). 

Slide 2 — Human causes
A growing portion of consumers is willing to pay more for environmentally friendly and sustainably manufactured goods. This readiness is driven by increasing environmental awareness and a preference to support brands that show genuine sustainability practices (Topal, 2020). Research shows that customers are growingly prioritising ethical and eco-friendly allocate in purchasing decisions even if it involves an increase in price for the product (Nielsen, 2019). This places compulsion on companies to include sustainability in their manufacturing and marketing strategies. A 2025 study has found that greenwashing has led to ‘green confusion’ which diminishes the consumers' trust and damages the brand loyalty and relationship. According to (Nguyen and Duong, 2025) greenwashing can lead to boycott intentions, and consumer confusion hinders the relationship between the company and customers. Due to the received greenwashing and the need for a boycott.

Slide 3 — Organisational causes 
Several companies have emphasised taking environmental actions, for example use of small recycled materials; while without addressing the bigger picture which in this case is the hiding of the harmful environmental practices. This use of marketing is the process of focusing on the minor eco-friendly attributes instead of focusing on the bigger problems, so they are keeping the ‘green’ agenda without making a deep impact on changes to their operation (Persakis, 2025). Companies may exploit customers' demands for eco-friendly changes or products by making superficial environmental claims even if they are harmful. This allows them to attract an eco-conscious audience without covering the full cost of true sustainable development (Vollero and Siano, 2024)  
