                                  [image: ]    


Module : Problem Solving and Innovation (BMSW4014)

Title : Greenwashing in the Automobile Industry – A Root Cause Analysis (RCA)



Student Name : Alexandra Cirjoi 
Student Number : 1919382
Lecturer : Arpu Kumar
Date of Submission : 14 November 2025









Introduction
Greenwashing = misleading environmental claims (Koch and Denner, 2025).
Common in sustainability marketing.
The automobile sector as a high-impact example.
Case focus: Volkswagen’s Dieselgate scandal.
Analytical framework: Root Cause Analysis (RCA).

Greenwashing is when a product or policies appear to be environmental-considerate, yet the reality is a far-off thing (Koch and Denner, 2025). Its sustainability claims in the car sector tend to hide the continued use of fossil fuels. Mass manipulation of emissions was noted in the case of Volkswagen Dieselgate and this is symptomatic of gross ethic and governance failures. In this presentation, the root cause analysis is adopted to investigate how the organisational culture, rivalry and lax regulation encourage false environmental practice, and how honest innovation and transparency can replace false practices of green marketing.

Summary of the Current Situation and Impact
Volkswagen’s emission manipulation (“Dieselgate”) (Boiral, Brotherton and Heras‐Saizarbitoria, 2022).
Huge financial penalties and global legal actions.
Loss of consumer trust and corporate credibility.
Wider impact across the automobile sector.
When Volkswagen decided to cheat in the emission tests, the world was amazed and the perception of the automotive sustainability changed (Boiral, Brotherton and Heras‐Saizarbitoria, 2022). The company paid billions of fines, criminal charges and reputation that would not be restored. Consumers who once trusted the so called clean diesel technology were no longer convinced by these words of corporations as far as environmental protection was concerned. Soon other producers were to be scrutinised and that exposed the level of misleading advertising. The incident was not only a blow to the trust in individual brands, but it was also a blow to the confidence in the entire shift to low-emissions cars, halting progress made to actual innovation and regulatory change across the entire global industry.

Root Cause Analysis (RCA)
Corporate Culture: Performance and profit prioritised over ethics.
Market Pressure: Competition for green reputation (Kell, 2022).
Regulatory Weakness: Loopholes in emission testing (Syal, 2025).
Communication Failure: Overpromising sustainability goals.


The genesis at times may be found to be organisational, economic and systemic by the Greenwashing.
Corporate Culture: Market share and performance objectives are held in higher esteem than being ethical. The top management demands compliance with short term profitability as an option.
Market Pressure: This is because the global competition is great and firms are forced to show a sustainable image in a short time. Cleaner technologies are expensive to invest and therefore companies can juice the minimal gains to pacify the eco-friendly customers (Kell, 2022).
Regulatory Weakness: There is a variation in regulatory requirements of emissions in countries and the manufacturers can exploit the loopholes and evade the responsibility. The absence of control gives a chance to abuse statistics and marketing discourse (Syal, 2025).
Lack of communication: Sustainability becomes a game of branding as opposed to becoming a working concept. The PR units create positive messages which are not associated with reality of production.
All this background proves that greenwashing is not a coincidence and not a spontaneous event but a systematic issue as the leadership unit, lenient governance and poor ethical structure support greenwashing.
Conclusion
Greenwashing in the auto sector is not a one-time failure of the ethics and rules. Prerequisites to real results include a business culture of improved corporate governance, uniformity on international standards and reporting on the environment to the outside world. Lying in marketing must be replaced by real innovation that is founded on honesty and responsibility. Only then the industry could be able to win the confidence of the people and experience a realistic low-carbon future as it establishes its profit motives with a real sense of sustainability
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