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Greenwashing in the Automobile Industry: Supporting Document 

Introduction
This presentation discusses the environmental problem of greenwashing, which is especially concerning to the automobile industry. As a real life example, BMW's sustainability ambitions and the challenges they pose are examined. The automotive market is now under increased pressure to shift to a more sustainable production model, driven by regulatory factors, the accelerating trend of electrification, and growing consumer demands for transparency (Deshmukh and Tare, 2024). Automotive companies should not only be innovative but also be honest in reporting their environmental improvements. Nevertheless, this high expectation of sustainability often finds a way to advertise falsely, downplay the effects of emissions, or exaggerate the advancements, a practice also known as greenwashing.

Current Situation Summary
The presentation starts with setting up the international environment in which car manufacturers operate. According to Holtbrügge and Conrad (2024), governments are increasing emission controls, and consumers prefer cleaner cars that are also produced ethically. With this atmosphere, companies might be tempted to release sustainability stories that characterise them as being environmentally friendly even when the data to back up the claim is small and inconsistent. In the introduction, the impact of greenwashing, which ultimately undermines brand trust, regulatory compliance, and long-term competitiveness, is pointed out.

Overview of current circumstances
The second part gives an overview of the existing circumstances that affect BMW. The tightening of industry regulations, particularly following incidents like the Volkswagen Dieselgate scandal, has ensured that companies like BMW are now subject to considerable scrutiny from the public and other institutions. The presentation cites research indicating that BMW has tried to move sustainability out of the fringes of corporate activity to a core value and legitimacy generating activity. However, the company remains economically vulnerable, particularly as its profitability will increasingly depend on the sales of low-emission vehicles and more stringent carbon-compliance rules (Shan 2025). The COVID-19 pandemic has also become a significant external piece of evidence highlighting the importance of maintaining transparent reporting and practising responsible supply chain management.

Impact on BMW
Electrification will be considered both a threat and an opportunity. Although Hickman (2023) stated that BMW positions itself as a sustainable luxury locomotion, electrification subjects the company to allegations of greenwashing, particularly regarding lifecycle emissions, mineral sourcing, energy use in manufacturing, and the recovery of battery-end-of-life materials. Research presented in the slides indicates that genuine sustainability must be supported by verifiable lifecycle data, rather than optimistic marketing claims (Dickel 2023). With rising environmental regulations, the competitive strength of BMW will increasingly depend on delivering credible, verified sustainability statistics rather than merely making untrue claims.
The presentation then proceeds to conduct a root cause analysis using the 5 Whys method to explain why greenwashing occurs. Some of the reasons are profit-seeking marketing pressures, a lack of common global rules, complicated supply chains, public relations motivations, and ineffective accountability systems. All these factors are reasons why companies should focus on image instead of real sustainability developments (Hickman 2023). The underlying problem is a mismatch between economic considerations and social responsibility.

Conclusion
This presentation highlights the fact that greenwashing does not devalue electric cars but instead underscores the need for a more systemic change. To become an effective participant in the fight against climate change and gain trust among stakeholders, the automobile industry must move beyond symbolic sustainability and implement genuine, objectively measurable change.
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