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Greenwashing in the automobile industry
[bookmark: _Toc213980715]Introduction
There is a significant change in the automotive industry that is being pushed by increased focus on sustainability, stronger global regulations and the rapid move to electric mobility. With growing pressure from consumers to adopt cleaner modes of transportation, automakers are under increasing pressure to demonstrate their genuine commitment to the environment. In this respect, greenwashing, exaggerated or misleading claims of sustainability, has also become a burning problem (Koroma et al., 2022). In the industry, greenwashing often involves the reporting of purported cuts in emissions, selective reporting of environmental effects, and pursuing grandiose promises of sustainability that have no factual basis. According to the Liu et al., (2023), besides damaging the confidence of the populace, these activities subject businesses to reputational, regulatory and financial risks. BMW, being a pioneer in the high-end mobility business, is also a significant case study for examining these problems as the corporation strives to become a global leader in adopting sustainable innovation, facing mounting pressure from regulators, investors, and consumers.

[bookmark: _Toc213980716]Current Industry Impact on BMW
With escalating environmental regulations around the world, BMW has been pushed to embody the meaning of sustainability beyond a sidebar communications activity, and it has become a central organisational consideration. The climate of post-Dieselgate has particularly put forth more intense demands on clear, genuine environmental reporting. BMW is currently in an environment where falsely or exaggerated sustainability practices would have a severe negative impact on brand credibility (Liao and Wu, 2024). Additionally, low-emission vehicles and adherence to emission policies are becoming increasingly important determinants of a company's profitability. Additional factors that have led to honest and data-driven sustainability communication as a financial and ethical need can be connected to economic uncertainty, which is characterised by the post-pandemic revaluation of global supply chains. The future of competitiveness, which will sooner become electrified, is, however, the battleground of the new greenwashing that BMW will become vulnerable to as soon as insufficient information on lifecycle emissions, sourcing practices, and end-of-life processes is disclosed (Wurster, 2021).

[bookmark: _Toc213980717]Root Causes of Greenwashing
Greenwashing, in many cases, is a result of a conflict between financial interests and genuine environmental concerns. It may be in the best interest of companies to focus on the image of sustainability rather than the actual change implementations they are to implement in efforts to minimise their environmental impact (Persakis et al., 2025). Some of the most significant root causes include the marketing pressure to capture the interest of environmentally minded consumers, the imprecision or inconsistency in the definitions of specific regulations that can lead to misleading statements, and the complexity of global supply chains, which makes it challenging to determine their environmental impact. Also, greenwashing can be employed as a PR strategy to avoid bad sustainability performance. (Santos et al., 2024) The laxity of enforcement systems also allows corporations to carry out such practices at minimal cost, with the reputational benefits outweighing the risks.

[bookmark: _Toc213980718]Conclusion
In conclusion, electric vehicles are an incomplete solution but a part of a bigger sustainability shift. To have any impact on climate change strategies, the automotive industry needs to go beyond token environmental campaigns and invest in open, accountable, and systematic transformation. True sustainability requires sincerity, responsibility, and a long-term perspective, which is essential for creating a truly cleaner and stronger future.
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