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This master´s thesis aims to examine and find factors that contribute to customers´ 

perception of greenwashing in the context of clothing advertising. The factors studied are a 

consumer´s subjective knowledge of the clothing environmental impact, a consumer´s 

perceived level of information provided in an ad, and ad content i.e. claim types and 

pictures. Also, the influence of the greenwashing perception on intentions and attitudes is 

investigated. The research is conducted as a quantitative study and the data was collected 

from 128 consumers in March 2021 by a questionnaire.  

The findings of the study indicate that subjective knowledge of the clothing industry´s 

environmental impact doesn´t influence the perception of greenwashing but on the contrary 

the low level of perceived information in an ad fosters the perception of greenwashing. Both 

a false and a vague claim were perceived as greenwashing by consumers. The 

greenwashing perception influenced negatively consumers intentions. The influence of an 

image in ads on greenwashing perception and the influence of the greenwashing perception 

on attitudes could not be studied in this study. The findings indicate that there are several 

factors that are related to the perception of greenwashing and if consumers detect 

greenwashing the consequences are rather negative and thus companies should carefully 

plan and execute marketing to avoid greenwashing.  
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Tämän Pro gradu -tutkielma pyrkii tutkimaan ja löytämään tekijöitä, jotka vaikuttavat 

kuluttajien käsitykseen viherpesusta vaatemainonnan yhteydessä. Tutkitut tekijät ovat 

kuluttajan subjektiivinen tieto vaateteollisuuden ympäristövaikutuksista, kuluttajan 

havaitsema tiedon määrä mainoksessa ja mainoksen sisältö eli väitetyypit ja kuvat. Lisäksi 

tutkitaan viherpesun käsityksen vaikutusta asenteisiin ja aikomuksiin. Tutkimus suoritettiin 

kvantitatiivisena tutkimuksena ja tiedot kerättiin 128 kuluttajalta maaliskuussa 2021 

kyselylomakkeella.  

Tutkimuksen tulokset osoittavat, että subjektiivinen tieto vaatetusteollisuuden 

ympäristövaikutuksista ei vaikuta käsitykseen viherpesusta, mutta sitä vastoin mainoksessa 

havaittu alhainen tiedon määrä edistää käsitystä viherpesusta. Kuluttajat pitivät sekä vääriä 

että epämääräisiä väitteitä viherpesuna. Viherpesun käsitys vaikutti negatiivisesti 

kuluttajien aikomuksiin. Mainoksissa olevan kuvan vaikutusta viherpesun käsitykseen ja 

viherpesun käsityksen vaikutusta asenteisiin ei voitu tutkia tässä tutkimuksessa. Tulokset 

osoittavat, että viherpesun käsitykseen liittyy useita tekijöitä ja, jos kuluttajat havaitsevat 

viherpesun, seuraukset ovat melko negatiivisia, joten yritysten tulisi suunnitella ja toteuttaa 

markkinointi huolellisesti viherpesun välttämiseksi. 
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1 Introduction 

 

1.1 Background of the study 

 

Global warming is being a prominent problem in the world (Chen & Chang 2013) and 

concerns about the environment continue to grow (Szabo & Webster 2020). The 

environmental impacts of the clothing industry is a hot topic in both commercial (Davis 2020; 

Scott 2020) and scientific articles (Haseeb et al. 2020; Valodka, Snieška & Mihi-Ramirez 

2020) as the clothing industry is known for being one of the most polluting industries 

(Becker-Leifhold 2018, Legere & Kang 2020). It creates pressures for both consumers and 

companies (Becker-Leifhold 2018) to find more sustainable solutions to reduce the 

environmental impact of the clothing industry (Niinimäki & Hassi 2011). Even though the 

number of sustainable fashion products has increased fivefold in past two years, still the 

total number of sustainable fashion products remain low (Amed et al. 2020). The Global 

pandemic COVID-19, that started in 2020, has aroused consumers to look even more 

critically at their consumption behavior and increased further consumers´ interest towards 

sustainability issues and impact on climate change by fashion companies (Berg et al. 2020). 

 

To answer consumers´ concerns about environmental impact companies communicate 

from their environmental performance with green marketing (Szabo & Webster 2020) and 

corporate social responsibility (CSR) has become a mainstream organizational policy for 

companies when they are expected to minimize negative impacts and maximize positive 

impacts on society (De Jong, Harkink & Barth 2018). However, quite often companies end 

up using deceptive or misleading green marketing from their actions also known as 

greenwashing (Rausch & Kopplin 2020). The concept of greenwashing has been under 

study already over the past few decades now (Gatti, Seele & Rademacher 2019;  Lyon & 

Montgomery 2015) as the term of greenwashing was introduced in 1986 by activist Jay 

Westerveld, who used the term in the context of hotels who urged people to reuse towels 

in the sake of the environment even though there were bigger problems to solve e.g. waste 

recycling systems (Pearson 2010). Greenwashing has become a prevalent problem in 

today´s world (Nyilasy, Gangadharbatla & Paladino 2014), and using vague and general 

statements such as conscious, eco-friendly, and sustainable has become popular practices 

in marketing to convey an impression of lower impacts on the environment (European 
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Commission 2021; Parguel, Benoit-Moreau & Russell 2015; Schmuck, Matthes & Naderer 

2018).  

 

The European Union made recently a screening of environmental claims presented on 

companies´ websites, including various business sectors such as clothing, cosmetics, and 

household equipment. The result was that in 42% of cases the claims were exaggerated, 

false or deceptive, in other words, qualified as greenwashing. Besides, in more than half of 

the cases there was not enough information provided to consumers to assess the 

truthfulness of a claim and 59% of cases did not provide easily accessible evidence to 

support a claim. (European Commission 2021) As greenwashing has become a common 

problem, scientific articles on greenwashing have also increased sharply ever since 2011 

(Lyon & Montgomery 2015) and greenwashing has grown its importance as a topic in the 

academic literature (Lyon & Montgomery 2015). Still much more research is needed as 

there is inadequate knowledge about greenwashing (Lyon & Montgomery 2015; Parguel, 

Benoît-Moreau & Larceneux 2011; Vries et al. 2015) and empirical research of 

greenwashing and its effects is still quite limited (De Jong et al. 2018; Torelli, Balluchi & 

Lazzini 2019).  

 

In the fashion industry especially fast fashion companies, which have a high environmental 

footprint and pressure to make cheap apparel but also profit, are in danger to engage in 

greenwashing as they want to appeal to consumers by green values but it might be difficult 

to be transparent about actual environmental and social impacts of products (Moorhouse 

2020). Consumers have slowly noticed their role in restricting climate change not to 

continue in the same space. It is studied that sustainable consumer behavior in the fashion 

industry can play up to a 20% role in restricting global warming to the 1,5 degrees targeted 

by the Paris Climate Change Agreement (Berg et al. 2020). Yet consumers feel that one of 

the restricting factors associated with sustainable choices is the lack of information and 

knowledge. A Finnish textile company, Finlayson, surveyed in January 2021 resulting that 

57% of Finnish consumers think it is impossible to know if products are truly sustainable 

and this is stated to be on part of the green gap problem in which there is a gap between 

consumers´ intentions and actual behavior. In the same survey 56% of respondents 

suspected the credibility of companies stating claims regarding sustainability. (Miltton 2021) 
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So, it seems that there is a problem, as consumers are trying to make environmentally 

friendly choices but at the same time companies are promoting environmentally friendly 

products which are only greenwashed and might be very far from environmentally friendly. 

There are still quite a few researches on how consumers perceive greenwashing and which 

factors influence these perceptions (Schmuck et al. 2018) and therefore this study is done. 

Foremost with this study attempts to get more insights which factors affect to the perception 

of greenwashing in green advertising by consumers in the context of the clothing industry. 

It will be studied how different factors, such as subjective environmental knowledge and 

perceived level of information provided in green advertising, affect the perception of 

greenwashing. Lastly, it will be studied how the perception of greenwashing possibly affects 

consumers´ attitudes and intentions towards companies. 

 

1.2 Literature review 

 

Even though there is a growing number of articles and research on greenwashing there is 

no clear consensus of the term (Gatti et al. 2019; Lyon & Montgomery 2015; Seele 2017).  

Nevertheless, there are two popular definitions used in the academics (Seele 2017): 

”disinformation disseminated by an organization to present an environmentally responsible 

public image” by Oxford English Dictionary (Furlow 2010; Lyon & Maxwell 2011, Lyon & 

Montgomery 2015; Ramus & Montiel 2005) and “‘the act of misleading consumers regarding 

the environmental practices of a company or the environmental benefits of a product or 

service” (Chen & Chang 2013; Delmas & Burbano 2011; Lyon & Maxwell 2011; Parguel et 

al. 2011). Also, social (Lyon & Maxwell 2011; Seele 2017) and economic (Lyon & Maxwell 

2011) aspects have been attached to the term greenwashing. In the literature greenwashing 

is discussed mainly practiced by corporations (Delmas & Burbano 2011; Lyon & 

Montgomery 2013; Lyon & Montgomery 2015; Ramus & Montiel 2005) but also other actors 

are identified to engage in greenwashing, for example, non-governmental organizations 

(NGOs) (Lyon & Montgomery 2015), governments (Lightfoot & Burchell 2004; Lyon & 

Montgomery 2015; Stephenson, Doukas & Shaw 2012) and universities (Fox 1997; Jones 

2012). The literature mentions various industries in the context of greenwashing ranging 

from energy (Fernando, Suganthi & Sivakumaran 2014; Vries et al. 2015) oil & gas 

(Fernando et al. 2014; Stephenson et al. 2012), banking (Relaño & Paulet 2011), tourism 

(Smith & Font, cited in Lyon & Montgomery 2015), hotels (Chan 2013; Chen, Bernard & 

Rahman 2019), building and construction (Fava, Baer & Cooper 2011), automobile 
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(Fernando et al. 2014), insurance (Mills 2009) food (Fernando et al. 2014) to clothing 

(Rausch & Kopplin 2020). 

 

Greenwashing is described to happen usually related to products, services or companies 

(Delmas & Burbano 2011; Torelli et al. 2019) but also another type of greenwashing has 

been acknowledged (Torelli et al. 2019). Greenwashing can be anything from outspoken 

claims to subtle executional cues for example use of a certain type of pictures in advertising 

(Parguel et al. 2015). In the literature, there are not many precise guidelines to categorize 

greenwashing, but usually greenwashing categories concerns only claims. Carlson, Grove, 

and Kangun (1993) have identified four categories regarding claim-based greenwashing: 1) 

vague/ambiguous claims, 2) claims that lack important information, 3) false claims and, 4) 

combinations of these. Seven sins of greenwashing presented by TerraChoice in 2009 is 

another regularly cited tool to evaluate green claims (Chen & Chang 2013; Delmas & 

Burbano 2011; Du 2014; Lyon & Montgomery 2015). Those seven sins are hidden tradeoff, 

no proof, vagueness, false third-party endorsements e.g. labels, irrelevance of claims, the 

claim being the lesser of two evils, and fibbing (UL 2020).  

 

The literature has found several reasons and explanations behind why firms continue to 

engage in greenwashing: market pressure and economic incentives (Delmas & Colgan 

2018, p.152; Lyon & Montgomery 2013; Ramus & Montiel 2005), lax and uncertain 

regulation concerning greenwashing (Lyon & Montgomery 2015), current voluntary 

corporate social responsibility (CSR) actions (Gatti et al. 2019), limited public knowledge 

about firms´ actual environmental performance (Delmas & Colgan 2018, p.173), attempts 

to gain corporate legitimacy and stakeholders´ trust through positive symbolic actions 

concerning environmental performance (Seele 2017; Walker & Wan 2011). Delmas and 

Burbano (2011) have divided these drivers into external factors, organizational factors, and 

individual/psychological factors. Greenwashing offers various benefits to firms (Lyon & 

Montgomery 2015) as with greenwashing firms can reduce the public´s negative image of 

their actual environmental performance (Du et al. 2015), gain a competitive advantage 

(Parguel et al. 2011), and therefore affect consumers´ brand attitudes and purchase 

intentions (Nyilasy et al. 2014). Still, the literature has identified several negative outcomes 

related to greenwashing: reduced financial performance (Du 2014; Walker & Wan 2011), 

negative impact on purchasing intentions and word-of-mouth (Chen, Lin & Chang 2014; 

Zhang et al. 2018), increased consumer confusion and perceived risk related to green 
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products & companies, reduced green trust of consumers (Chen & Chang 2013) and brand 

perceptions (Nyilasy et al. 2012), negative impacts on real sustainability work (Chen & 

Chang 2013, Parguel et al. 2011), ethical problems both for companies and the whole 

industry (Nyilasy et al. 2012). Due to negative outcomes related to greenwashing, Nyilasy 

et al (2012) state that keeping away from green marketing may be better because it can 

cause negative outcomes also for firms that have positive environmental performance. This 

suggestion is one extreme, but something is needed to be done to eradicate the practice of 

greenwashing. The literature suggests many possible solutions from a combination of 

voluntary and mandatory factors of CSR (Gatti et al. 2019), legislation and rules for 

communication (Gatti et al. 2019), sustainability ratings and certifications by third parties 

(Parguel et al. 2011; Szabo & Webster 2020) to third-party monitoring (Lyon & Maxwell 

2011; Ramus & Montiel 2005; Seele 2017). 

 

Greenwashing has been studied from the perspective of different stakeholders, such as 

employees (Ramus & Montiel 2005), NGOs, and media (Fernando et al. 2014) but probably 

the most studied stakeholder group is consumers (Fernando et al. 2014; Schmuck et al. 

2018; Szabo & Webster 2020; Torelli et al. 2019). Emerge of social media has been said to 

help people to notice greenwashing to some extend (Lyon & Montgomery 2013; 2015) as 

social media has been noticed to partially affect consumers´ awareness and opinions on 

greenwashing (Fernando et al. 2014). Social media gives also an opportunity for companies 

to respond directly to consumers´ concerns and defend green claims (Fernando et al. 2014). 

While social media can be considered to playing a role in increasing awareness of 

greenwashing it is discussed that younger consumers, who are the majority of social media 

users, might be less knowledgeable about what comes to environmental issues and thus 

less likely to detect greenwashing (Lyon & Montgomery 2013).  

 

Consumers are studied to be more aware and sensitive to greenwashing related to 

industries that have a high impact on the environment (Torelli et al. 2019). Still surprisingly, 

some studies say that consumers´ interest in environmental issues seem not to help in 

perceiving greenwashing, possible explanations being lack of fact-checking or inability to 

recognize all forms of greenwashing even though environmental issues are close to the 

heart (Szabo & Webster 2020). However, consumers´ environmental concerns and 

knowledge of general environmental issues are studied to help in some situations to 

perceive greenwashing (Schmuck et al. 2018).  Knowledge about a topic, an advertiser, 
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and a persuasion process regarding to advertising has been thought to increase consumers 

coping with the persuasion attempts of marketers and therefore possibly to perceive 

deceptive and misleading marketing messages (Fernandes, Segev & Leopold 2020). 

However, consumers´ knowledge and how it helps in perceiving greenwashing is still limited 

(Schmuck et al. 2018). Greenwashing perceived by stakeholders is said to be reduced when 

economic i.e. firm-serving in addition to environmental i.e. public-serving motives are 

communicated (Vries et al. 2015) as firms with economic motives behind environmental 

policies are more likely to also implement those, not just talk the talk (Ramus & Montiel 

2005). The fact that consumers feel informed or uninformed by information provided by 

companies is in some studies connected to the formation of greenwashing perceptions 

(Lee, Cruz & Shankar 2018). 

 

1.3 Research aims and questions 

 

The study aims to get more data about factors affecting the formation of consumers´ 

greenwashing perceptions. Some studies are concentrating on how environmental 

knowledge influence the perception of greenwashing but there is not much research on how 

a consumer´s subjective knowledge of specific industry, in this study clothing industry, and 

its environmental impact affect the perception of greenwashing. Besides, a consumer´s 

perception of the provided information by companies and its relationship to the perception 

of greenwashing is still quite unstudied. The relationships between a consumer´s perception 

of greenwashing, attitude, and intention are also a part of this study, as these relationships 

are playing an important role for companies and business and results are still limited. Thus, 

the main research question of this study is formed to be following 

  

RQ. How do a consumer´s subjective knowledge of the clothing industry´s environmental 

impact and perception of provided information affect the perception of greenwashing and 

how does the perception of greenwashing further influence attitudes sand intentions? 

 

To answer the main research question four sub-questions are formed to be following: 

SQ1. What is the relationship between a consumer´s subjective knowledge of the clothing 

industry´s environmental impact and the perception of greenwashing? 
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SQ2. What is the relationship between a consumer´s perception of the provided information 

and the perception of greenwashing? 

SQ3. What kind of content in clothing advertisements affects a consumer´s perception of 

greenwashing?  

SQ4. What is the influence of the perception of greenwashing to both attitude and intention 

towards a company? 

 

The purpose of the first sub-question is to outline the relationship between a consumer´s 

subjective knowledge of the clothing industry´s environmental impact and the perception of 

greenwashing. The second sub-question is to form insights on how the perception of the 

provided information affects perception of greenwashing. The third sub-question is aiming 

to explore how ad content influences the perception of greenwashing by examining the 

difference among claim types and how a picture in an ad affect the perception of 

greenwashing. The fourth sub-question is trying to explore the relationship between a 

consumer´s perception of greenwashing, attitude, and intention, and how attitudes and 

intentions toward a company are influenced by the perception of greenwashing. This study 

has first a theoretical part where the research questions are examined with secondary data 

to form a better understanding and to form hypotheses of the study. In the empirical part, 

the research questions are studied with primary data collected through a questionnaire.  

 

1.4 Theoretical framework 

 

The theoretical framework in Figure 1 presents the core concepts of this study and the 

relationships studied. This research concentrates to studying greenwashing in the clothing 

industry context. It is studied how subjective knowledge of the clothing industry´s 

environmental impact, perceived level of information in a green clothing ad, claim types (a 

false vs. a vague claim), and a visual element, i.e. a picture, in a green clothing ad influence 

consumer´ perceptions of greenwashing. After studying the relationship between 

beforementioned independent factors and the perception of greenwashing, the 

relationships between the perception of greenwashing and attitude, and also the 

relationship between the perception of greenwashing and intention are studied. The 

concepts of theoretical framework are further discussed, and hypotheses are presented in 

the chapter 2. 
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Figure 1. Theoretical framework 

 

 

1.5 Definitions of the key concepts  

 

Greenwashing is the act of misleading consumers regarding environmental performance 

or environmental benefits concerning products or services by communicating those more 

positively than they are in reality (Delmas & Burbano 2011; Lyon & Maxwell 2011). 

A Green ad is defined to be advertising including environmental messages targeting green 

customer segments (Zinkham & Carlson 1995) and a green ad has one or more of the 

following factors: 1) there is an explicit or implicit relationship between a product/service 

and the biophysical environment, 2) advertises a green lifestyle and/or highlighting a 

product/service 3) promotes a corporation which is presented to be environmentally 

responsible (Banerjee, Gulas & Iyer 1995). 
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Subjective knowledge is a person´s perception about what or how much is known, or in 

other words a person´s perception of the amount of information store in the memory, about 

a certain thing (Brucks 1985; Onel & Mukherjee 2016; Park, Mothersbaugh & Feick 1994). 

Environmental impacts is referring in this study to the clothing industry´s environmental 

impacts, that is how much a business, in this study clothing industry, is influencing 

(negatively) on its environment (Cambridge Dictionary 2021). 

The concept level of information refers in this study to Banerjee et al.´s (1995) dimension 

of ad greenness meaning the extent of environmental information in a green ad. In this study 

level of information is measured as a consumer´s perception of amount of information 

provided in an ad, not as an objective level of information. In the original model by Banerjee 

et al. (1995) environmental information levels are low (shallow), moderate, and high (deep).  

A false claim refers in this study to Carlson et al.´s (1993) definition of an inaccurate or 

untruthful claim in a green advertisement.  

A vague claim refers in this study to Carlson et al.´s (1993) definition of a claim in a green 

advertisement that contains a too broad phrase or statement with no defined meaning and 

thus is too complex to understand to most people.  

A visual element refers in this study to a picture of nature in a green ad and it is derived 

from Parguel et al.´s (2015) concept of executional greenwashing that is defined as the use 

of nature-evoking elements in an ad to enchase a company´s falsely ecological image.  

Perception of greenwashing is referring to a consumer´s ability to detect greenwashing 

intentions in green ads (Schmuck et al. 2018). 

Attitude is a person´s quite enduring and general evaluation of oneself and other people, 

issues, or objects (Aiken 2002, p. 244; Fishbein & Ajzen 2010, p.76; Solomon et al. 2006, 

p.138-139) and it consists of affective, behavioral and cognitive components  (Aiken 2002, 

p. 244; Solomon et al. 2006, p.140) 

Intention is defined to be a person´s assessment of readiness to perform or not to perform 

a certain behavior (Fishbein & Ajzen 2010, p.39).  
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1.6 Delimitations 

 

This study is limited to concern only greenwashing in advertisement and the context of the 

clothing industry, so it does not offer any data beyond that form of marketing or industry and 

thus results might not be applied to other industries or settings. Also, one limitation is that 

data collection was done by using a questionnaire based on fictional ads by a fictional 

company because it was intended to examine greenwashing without consumers knowing 

the actual environmental performance of a company. Stimulus materials of the 

questionnaire were not designed by a professional and it may affect the result as well. All 

in all, this kind of situation is not very common to happen in real-life settings and therefore 

the result of this study might not be fully applicable to real life. The data is collected mainly 

from Finnish-speaking consumers so results describe mainly Finnish consumers´ 

perceptions of greenwashing and therefore the results might not be generalized into other 

countries and cultures. Besides, the sample size of this study is rather small, 128 

respondents and the results could be more accurate if the sample size was bigger and more 

varied in demographic details as now it consisted mainly of women belonging mostly to one 

age group.   

 

1.8 Research methodology  

 

This study is deductive in nature, as first previous theories are examined and based on 

those theories the framework and hypotheses of this study are generated thereafter 

hypotheses are studied with the collected data (Saunders, Lewis & Thornhill 2016, p.51-

52). This study is quantitative research as it is trying to examine the relationship between 

variables and the goal of quantitative research is generalizable results (Saunders et al. 

2016, p.166). This study has also an explanatory purpose as it is trying to explain causal 

relationships between variables (Saunders et al. 2016, p.176) presented in the theoretical 

framework in subchapter 1.4. Besides, this study tests several hypotheses presented in the 

next chapter. Data for this study was gathered through a questionnaire as the purpose was 

to gather standardize data and to be able to compare the results as analyzing of the data 

can be done by statistical methods (Saunders et al. 2016, p.181-182). Data were collected 

during one week in March 2021 in various Facebook groups mainly concentrating on style 

and clothes.  
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1.7. Structure of the study 

 

This study starts with the introduction and thereafter in the second chapter theoretical 

background of the thesis is presented. The second chapter presents key previous research 

and literature concentrating on green advertising, greenwashing, information, knowledge, 

green ad content and greenwashing, attitudes, and intentions. Also, studied hypotheses are 

formed in the second chapter. The third chapter discusses the research methodology and 

design used in this study and the variables to test the hypotheses will be formed as well. 

Also, the reliability and validity of this study are assessed in the third chapter. The fourth 

chapter provides the results of this study. The last chapter discusses the results and 

provides conclusions based on findings of this study.  
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2 Theoretical background and hypotheses 

 

This chapter presents the theoretical background of this study by presenting key previous 

studies and theories concerning the core concepts of this study. Based on previous findings 

the hypotheses of this thesis are formed. The first subchapter presents concepts of green 

advertising and greenwashing followed by the second subchapter concentrating on 

knowledge. The third subchapter discusses of information. The fourth subchapter discusses 

green ad content and greenwashing. Thereafter is the subchapter of attitudes and 

intentions. Lastly, hypotheses of this study are summarized.  

 

2.1 Green advertising and greenwashing 

 

Ottman (2011, p. 3-6) have stated that consumers´ awareness of sustainability issues have 

increased during decades, and green attitudes have become mainstream to some extent 

among all generations, but especially among Generation Z. As awareness of sustainability 

issues has increased has green marketing become as well mainstream (Ottman 2011, p. 

43). Green marketing is defined to be marketing that with sustainable and profitable ways 

fulfill firms´, consumers´ and society´s need without harming the natural environment and 

eco-system (Papadas, Avlonitis & Carrigan 2017). Companies are believed to engage in 

green marketing for some or all of the following reasons: competitive advantage, 

environmental pressures, corporate image, new markets, or opportunities or increasing 

product value (Chen 2010) but to succeed companies should have an internal motivation to 

maintain the long-term strategic view for environmental issues (Polonsky & Rosenberger 

2001). Green marketing has been often criticized to be only individualistic thinking and a 

competitive advantage for companies, failing to truly integrate a long-term approach of 

environmental issues and objectives into marketing operations (Polonsky 2011). To be a 

competitive advantage for a company green marketing should be a holistic strategic 

approach rather than a mere tactical implementation of green activities as nonintegrated 

green marketing frequently causes claims of greenwashing (Polonsky & Rosenberger 2001) 

and a holistic strategic approach is positively linked to marketing performance (Papadas et 

al. 2017).  
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One part of green marketing is green advertising that targets environmentally concerned 

stakeholders with ecological, environmentally sustainable, or nature-friendly messages 

(Leonidou et al. 2010). Green advertising should be connected to environmentally oriented 

corporate strategies, structures, and functions or otherwise, green advertising is 

greenwashing (Kärnä et al. 2001) that is one stream of green advertising research 

concentrating on validity and deceptiveness of green advertisement (Leonidou et al. 2010). 

Consumers are often skeptical about green advertising (Chang 2011; do Paco & Reis 2012; 

Kärnä et al. 2001; Shrum, McCarty & Lowrey 1995; Zinkham & Carlson 1995) which is in 

turn connected to perceptions of greenwashing (Chen & Chang 2013). Nyilasy et al. (2012; 

2014) suggest that in some cases it might be better to not engage in green advertising even 

though environmental performance is good as there is always a danger of consumer 

skepticism and perceptions of greenwashing. Consumers are likely to suspect 

greenwashing when a company is showing only extrinsic motivation for behaving green 

while showing intrinsic motivation of a company can decrease suspicions of greenwashing 

(Vries et al. 2015). Still, Leonidou et al. (2010) noticed in their study that it is common for 

large international firms to practice an irregular and reactive green advertising to defend 

their green image related to internal or external environmental crisis rather than linking 

green advertising to a holistic green marketing strategy and this leads often to accusations 

of greenwashing. Kahraman & Kazançoğlu (2019) found out in their qualitative study that if 

consumers trust a brand and have former experience with a brand, they tend to be less 

skeptical toward greenwashing, and thus their purchase intentions are higher even though 

advertising seems deceptive. 

 

On a consumer basis, green advertising is most often studied against consumers 

involvement and concerns of the environment as it seems to be the best explaining variable 

what comes to green consumer behavior (D´Souza & Taghian 2005) as green consumer 

behavior often predicts consumers increased interest in green ads and these consumers 

also perceive green ads more truthful (Tucker et al, 2012). Nevertheless, some studies 

show a weak correlation between concerns of the environment and choice of green 

products (Arvola et al. 2001; Grankvist, Dahlstrand & Biel 2004) but still, some studies 

indicate that environmentally concerned consumers respond positively to green messages 

on advertising, for example in clothing industry context (Kim & Damhorst, cited in Phau & 

Ong 2007). The studies by D´Souza & Taghian (2005), Manrai et al. (1997) and Schuhwerk 

& Lefkoff-Hagius (1995) suggest that green ads and green claims have more influence on 

environmentally oriented consumers and their purchase intentions. According to Manrai et 
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al. (1997), green claims in advertisements seems to affect more environmentally concerned 

consumers´ purchase intentions than evaluations of products and companies.   

 

Greenwashing can be considered regarding the relationship of communication about 

environmental performance and actual environmental performance. Based on the typology 

presented by Delmas & Burbano (2011) firms can be divided into green (good performance) 

and brown (bad performance) based on their environmental performance. Green and brown 

firms can either highlight or not their environmental performance in communication and 

firms are divided into four different categories (Figure 3). Greenwashing firms are brown 

firms that choose to emphasize their bad environmental performance with positive 

communication in other words they greenwash. (Delmas & Burbano 2011) 

 

 

Figure 2. A typology of firm based on environmental performance and communication 
(Delmas & Burbano 2011) 

 

De Jong, Harkink & Barth (2018) used in their study typology of Delmas and Burnano (2011) 

and they found out that consumers distinguish green and brown firms from each other, and 

greenwashing firms were assessed with lower integrity than other firms. Still, greenwashing 

firms got a higher assessment of environmental performance than silent brown firms 

probably because greenwashing firms are communicating (even though not be a very 

sincere and truthful way) from their interest in environmental issues. Consumers´ increased 
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perception of environmental performance can be considered one positive side of 

greenwashing. Still, there is critic concerning the division between “good” and “bad” 

environmental performance as it is not usually a black and white kind of issue as many 

factors are affecting on a firm´s environmental performance. (De Jong et al. 2018) 

 

Greenwashing has different goals and communication procedures (Torelli et al. 2011) and 

the majority of greenwashing studies has divided greenwashing into two main levels: a 

product and a firm-level (Delmas and Burbano 2011; Torelli et al. 2019). A product-level 

greenwashing refers to a misleading environmental communication of a product or service 

(Delmas and Burbano 2011), while at a firm-level greenwashing refers to a misleading 

communication regarding environmental performance and practices of the whole firm 

(Delmas and Burbano 2011; Torelli et al. 2019). Some alternative levels of greenwashing 

have been suggested in the literature in addition to the previous two. Lippert in Wehr and 

Robbins (2011, p.209) discusses greenwashing regarding processes, symbols, and 

structures, and Torelli et al. (2011) have added strategic and dark level greenwashing to 

supplement a product and a firm-level greenwashing. Strategic level greenwashing refers 

to a firm´s future strategic plans and goals and dark level greenwashing is a misleading 

environmental communication to hidden illegal activities (Torelli et al. 2019). Torelli et al. 

(2011) concluded in their study that consumers don´t perceive a firm and strategic level 

greenwashing so easily than a product and dark level greenwashing. Besides, Torelli et 

al.´s (2011) study showed that when consumers are trying to evaluate greenwashing related 

to products, they tend to consider also general environmental impact of the industry.  

 

Even though there is wide evidence of negative impacts related to greenwashing, some 

companies are still engaging in it and some consumers are buying greenwashed products 

even though greenwashing is perceived, but why? Atkinson and Kim (2014) have suggested 

that sometimes green consumers can use rationalization processes differing from 

ideologically preferred ways as in some situations some other criteria, e.g. convenience, 

make buying acceptable, even though greenwashing is perceived. The same kind of results, 

indicating that other values can be more important for green consumers in some decisions, 

was also suggested in the study of Szabo and Webster (2020). Also, green consumers 

might process ads by conforming to their self-identity as green consumers resulting in them 

ignoring facts telling from greenwashing (Atkinson & Kim 2014). The high environmental 

concern might lead green consumers to perceive greenwashed products better for the 
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environment although products are perceived not fully truthful (Kahraman & Kazançoğlu 

2019). Braga Junior et al. (2019) have presented that consumers who consume 

greenwashed products don´t expect any benefit from using these products and don´t show 

any satisfaction or loyalty. With other consumers, also green consumers can be ambivalent 

with their attitudes and greenwashing claims are often so vague and evidence of 

greenwashing can be hard to find what can increase further ambivalent attitudes (Atkinson 

& Kim 2014). Regardless of some possible positive outcomes of greenwashing, it is 

suggested that companies should not engage in green advertising if there is no true 

environmental commitment as results of greenwashing will be inconsequential positive (De 

Jong et al. 2018) or very negative as a form of backfire (Nyilasy et al. 2014). Besides, 

greenwashing increase consumer skepticism and confusion about what comes to actual 

green products, and this threat the work of truly environmentally responsible organizations 

(Braga Junior et al. 2019; Chen & Chang 2013) 

 

2.2 Knowledge  

 

Environmental knowledge includes people´s knowledge of environmental issues and 

problems, the influence of own actions on the environment, and involvement with the 

environment (Mostafa 2007). There is no clear consensus of the environmental 

knowledge´s role in green consumer behavior as some studies suggest that level of 

environmental knowledge predicts green consumer behavior e.g. purchase intentions and 

even actual purchases (Chan & Lau 2000; Diamantopoulus et al. 1996; Sheltzer, Stackman 

& Moore, cited in Akerhurst, Afonso & Martins Concalves 2012; Vicente-Molina et al. 2013) 

while some studies present that awareness of environmental issues doesn´t always 

translate into actual behavior, as other factors are also affecting (Kalafatis et al. 1999). 

Knowledge seem to rather mediate the relationship between attitudes and behavior 

(Arbuthnot & Lingg 1975; Fishbein & Ajzen. 2010, p. 243) as knowledge is related to 

motivational factors and behavioral skills (Fishbein & Ajzen. 2010, p. 243). Hence many 

studies have presented that knowledge can foster environmental attitudes and further foster 

green behavior (Casaló, & Escario 2018; Flamm 2009; Liu, Teng & Han 2020). However, 

Peattie (2001) has suggested that consumers´ increased knowledge of environmental 

issues can even decrease purchasing as with increased knowledge consumers start to 

notice problems regarding consuming and buying things.  
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Related to greenwashing Szabo and Webster (2020) noticed that a higher level of 

environmental knowledge and attitudes don´t correlate with fact-checking and without it, 

greenwashing might be difficult to perceive nevertheless high interest in environmental 

issues. Also, skepticism toward green ads and topic knowledge seems not to be correlated 

according to the study of Xie and Kronrod (2012) as both high and low topic knowledge can 

foster ad skepticism (Xie & Kronrod 2012). It should be noted that a positive attitude toward 

the environment doesn´t correlate with a high level of knowledge (Ramsay & Rickson, cited 

in Diamantopoulus, et al. 1996) and thus it is suggested that the level of consumers´ factual 

knowledge about specific issues related to the environment should be measured when 

studying environmental consciousness of a certain thing. However, it is difficult to capture 

the level of true environmental knowledge of consumers as often in studies knowledge is 

measured as individuals´ self-perceptions and it may not respond to the actual objective 

level of knowledge. (Diamantopoulus et al.1996).  

 

Fernandes et al. (2020) discuss in their paper the role of knowledge in the context of the 

persuasion knowledge model and consumers ability to cope with marketers´ persuasion 

attempts. Fernandes et al. (2020) state that if consumers don´t have enough knowledge 

about evaluation methods of green advertising messages and their accuracy the topic 

knowledge won´t necessary alone help in assessing the accuracy of ads. The result of 

Fernandes et al.´s (2020) study was that by increasing both consumers´ objective 

knowledge of topics and tactics used in green ads consumers can learn to spot on deceptive 

and unacceptable ads. Objective knowledge of environmental issues is noticed to be a 

possible factor in helping to detect false claims in green ads by other studies as well 

(Schmuck et al. 2018). Schmuck et al. (2018) found in their study that level environmental 

knowledge had some impact how consumers reviewed ad content and detected especially 

false claims in green ads. But however, environmental knowledge had a clear impact in the 

U.S. but not in Germany, probably because environmental knowledge level in Germany is 

generally higher and German consumers detected false claims generally more 

systematically than American counterparts (Schmuck et al. 2018). 

 

Green consumers´ knowledge can be categorized as subjective and objective (Onel & 

Mukherjee 2016). Subjective knowledge is an individual´s perceptions of own knowledge 

i.e. what or how much is known, and objective knowledge is the accurate information stored 

in the long-term memory (Onel & Mukherjee 2016; Park, Mothersbaugh & Feick 1994). 
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Surprisingly, it is stated that subjective knowledge has more impact on green consumer 

behavior (Aertsens et al. 2011; Park & Sohn 2018; Vicente-Molina, Fernández-Sáinz. & 

Izagirre-Olaizola 2013) and knowledge of specific environmental issues, rather than broad 

general knowledge, might be more beneficial what comes to influence on attitudes and 

behavior (Park & Sohn 2018). Even though the role of subjective knowledge is thought to 

be more influential on attitudes and behavior, objective knowledge of consumers should be 

enhanced to improve subjective knowledge (Park & Sohn 2018).  

 

As discussed in this subchapter knowledge seem to have some sort of role when consumers 

process green ads and thus in this study it is studied if consumers´ knowledge influences 

perception of greenwashing. Consumers´ objective knowledge of environmental issues is 

studied to be connected to detecting greenwashing in a few studies. Because subjective 

knowledge of a specific issue is believed to have more benefits for green consumer 

behavior, this new perspective on knowledge related to the perception of greenwashing is 

examined in this research. It is suggested that a consumer´s subjective knowledge of a 

specific issue, in this context subjective knowledge of the clothing industry´s environmental 

impact, will be influential on a perception of greenwashing, and therefore the first hypothesis 

is formed: 

H1: Subjective knowledge of the clothing industry´s environmental impact influences 

positively the perception of greenwashing 

 

2.3 Information 

 

Information is an important factor to consumers´ decisions and behavior (Kivetz & Simonson 

2000; Peattie 2001; Vermeir & Verbeke 2006) as taking actions requires some extend of 

appropriate understanding of issues involved (Lee et al. 2014; Tanner & Kast 2003). 

Information is identified as one universal need of green consumers (Ottman, cited in Peattie 

2001) and consumers are looking for information related to the environmental performance 

of companies and products because it helps consumers to make a connection between 

their consumption and environmental issues (Peattie 2010). Still, a lot of decisions are made 

with incomplete information (Kivetz & Simonson 2000) since environmentally friendly 

products are often promoted with sole product features and quality without including much 

important information (Peattie 2001). Shrum et al. (1995) remark that even though green 
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consumers are careful and information seekers, sometimes they just choose the first 

product to meet their needs and ignore the role of information presented in green ads. 

However, some studies show that green consumers are more skeptical towards green 

advertising and thus more prone to pay attention to details of green advertising, for example 

provided information, and thus might detect misleading claims better (Shrum et al. 1995). 

 

Especially regarding sustainable products communicated information is one of the key 

determinants as sustainability is not easily assessed without proper information and 

consumers often lack awareness or comprehension (Vermeir & Verbeke 2006). Consumers 

find it difficult to assess the environmental friendliness and sustainability of products even 

after use (Carlson et al. 1993; Lyon & Maxwell 2011; Wagner 1997, p. 3; Vermeir & Verbeke 

2006) since statements regarding environmental benefits are often abstract and quite 

impossible to evaluate by consumers (Vermeir & Verbeke 2006). This creates a credence 

aspect of green claims (Tucker et al. 2012; Vermeir & Verbeke 2006) because consumers 

need to trust the source of the claims and information communicated (Vermeir & Verbeke 

2006). Information regarding environmentally beneficial behavior is often complex, 

inconsistent, and involves contradictions (Peattie 2001) and therefore it may result in 

confusion and skepticism toward green consumption and products (Wagner 1997, p. 3).  

 

Green advertisement causes often information asymmetry between an advertiser and a 

receiver by incomplete or vague content (Cummins et al. 2014; Lewandowska, Witczak & 

Kurczewski 2017) in form of words with unclear, undefined, and varying meanings for 

example “environmentally friendly” (do Paco & Reis 2012). Lee, Cruz and Shankar (2018) 

concluded that perception of greenwashing is connected to how informed or uninformed 

consumers feel about products´ relation to the environment and how much information of 

companies is shared on markets. To detect greenwashing in ads consumers are required 

to use analytic cognition (Schmuck et al. 2018) and systematic processing of information 

(Parguel et al. 2015).  

 

Regarding greenwashing Jones, Johnston, and Kennedy (2019) suggest taking a wider 

perspective on information and they suggest assessing a product, a company, and an 

industry to get a better picture of possible greenwashing. Sole narratives by companies, for 

example, advertisements or sustainability reports, are often too one-sided and narrow with 
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information to assess possible greenwashing (Jones et al. 2019). Davis (1993) has 

presented six-step recommendation list how to ensure enough specific information in ads: 

1) ensure that the promoted environmental benefit has a real impact, 2) to identify the 

specific environmental benefit of an advertised item, 3) provide specific data, 4) provide a 

context for evaluating advertised attributes, 5) define terms used in the ad and 6) explain 

environmental benefit. Still, information asymmetry is prevalent, and it is connected to 

decreased credibility, dissatisfaction, and purchase intentions of consumers (Lewandowska 

et al. 2017). The Credibility of information in ads is important, as the credibility of green 

claims is studied to foster purchase intentions (Davis 1993; Chan 2004) but also attitudes 

towards ads and products (Davis 1993).  

 

Carlson et al. (1993) created two-way classification schemes to assess information 

presented in green ads and how credible information is. Information on green ads was 

categorized as product-oriented, process-oriented, image-oriented, environmental facts, or 

combination of these. The credibility of green messages is examined through the level of a 

deceptiveness of a message and categories are identified as a vague/ambiguous claim, 

omission of information, a false/outright lie, and a combination of these. (Carlson et al. 1993) 

Carlson et al.´s (1993) study deduced that image-oriented ads were perceived the vaguest 

and ambiguous whereas product-oriented ads were perceived including most false 

information or outright lies. The study also highlighted that companies seldom advertise 

solely environmental facts, but they want to link green advertising to generate profits, for 

example by enchasing a company´s green image. (Carlson et al. 1993) The categorization 

of Carlson et al. (1993) has been adopted by other studies as well (Cummins et al. 2014; 

Leonidou et al. 2010; Segev, Fernandes & Hong 2016). The study by Segev et al. (2016) 

came to the same conclusion as Carlson et al. (1993) that product and image-oriented ads 

are perceived as more deceptive and misleading than other categories and surprisingly their 

study concluded that in general misleading claims in advertising has declined from the year 

1993 when the previous study was conducted.  

 

Banerjee, Gulas & Iyer (1995) have extended green advertisement analysis by their 

multidimensional content analysis which analyzes an ad by its characteristics, greenness 

referring to environmental information level, objectives, way of appeal, and issues. Banerjee 

et al. (1995) concluded that the effectiveness of green advertising is best analyzed with the 

framework that describes sponsor type (non-profit and for-profit), ad focus (advertiser vs. 
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consumer), and the level of green information in the ad (shallow, moderate or deep). In 

shallow i.e. low level, an ad contains only vague claims and no specific information. A 

moderate level there is mentioned specific issues and addressed some environmental 

issues even not with very detailed information while in a deep i.e. high level an ad discusses 

environmental issues with detailed information. (Banerjee et al. 1995) 

 

Level of advertisement greenness is employed in other studies as well (Chang 2011; 

Leonidou et al. 2010; Manrai et al. 1997), some studies measuring it slightly differently, with 

a five-level scale ranging from extra green, green, light green, green-brown, and brown 

(Wagner & Hansen 2002; Grillo, Tokarczyk & Hansen 2008). The study by Leonidou et al. 

(2010) demonstrated that high level of environmental information in ads is growing slowly, 

even though the common conclusion in the literature concerning ad greenness is that 

information in ads is usually on a low or moderate level lacking credibility and 

comprehensiveness (Banerjee et al. 1995; Grillo et al. 2008; Leonidou et al. 2010).  

 

Previous studies have shown that information is essential for consumers´ decision making 

and without it assessing green features is quite impossible. Still, a low level of information 

is common in green ads and it decreases the credibility of green ads. There seems not to 

be much research on how consumers perceive the level of information in greenwashing ads 

and what kind of relationship it has to a perception of greenwashing. Therefore, the next 

hypothesis aims at exploring whether a low level of information is connected to a perception 

of greenwashing, and the following hypothesis is formed: 

H2: Perceived low level of the provided information in an ad influences positively the 

perception of greenwashing 

 

2.4 Green ad content and greenwashing 

 

One stream of green advertising research concentrates on different types of advertising 

appeals and their efficacy to influence consumers and behavior (Hartmann et al. 2014; 

Schuhwerk & Lefkoff-Hagius 1995; Sarkar et al. 2019). “Green” appeal (emphasis on the 

environmental attributes of a product) is studied to be more persuasive for non-

environmentally oriented consumers than “non-green” appeal (emphasis on the cost-saving 

attributes of a product) but no difference on the influence between these appeals on 
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environmentally oriented consumers (Schuhwerk & Lefkoff-Hagius 1995). Sarkar et al. 

(2019) studied young consumers and found out that with non-technical products emotional 

and self-expressive appeals in green ads are having higher impacts on consumers´ brand 

attitudes and purchase intentions whereas with high-tech products functional and self-

expressive appeals are more influential. The use of emotional appeal in green ads, for 

example, threat and fear, can benefit in promoting pro-environmental behaviors but 

marketers should be very careful to avoid unethical persuasion techniques (Hartman et al. 

2014). Regarding greenwashing it is noted that emotional persuasion is very effective as it 

can influence the perception of greenwashing (rational processing) and even decrease or 

override perceived greenwashing (Schmuck et al. 2018). 

 

The knowledge of environmental issues affects how consumers perceive green ads and 

greenwashing as environmentally oriented consumers seem to be more influenced by 

cognitive elements e.g. raw data on green ads. But when information is absent or scarce, 

people can be influenced by affective elements such as pictures because in that case, 

systematic processing of information is limited. (Parguel et al. 2015) Based on elements in 

green ads greenwashing can be categorized as claim greenwashing or executional 

greenwashing (Parguel et al. 2015). Claim greenwashing refers to green ads concentrating 

on greenwashing verbal claims. Two mainly used claim types are vague claims that are 

broad or unclear by their meaning, and false claims that are straight lies. (Schmuck et al. 

2018) These claim types are familiar from Carlson et al.´s (1993) typology.  

 

Vague claims are noticed to be more prevalent in green ads than false claims (Segev et al. 

2016), probably because it is more difficult to assess vague claims (e.g. “we have now more 

sustainable products”) as often only part of the information is presented (Xie, Madrigal & 

Boush 2015). False or exaggerated claims (e.g. “we have the most sustainable products in 

the world) are often easier to assess as without objective evidence claim can be judged as 

a lie (Xie et al. 2015). Consumers seem not to detect vague claims as greenwashing, but 

false claims are identified almost always as greenwashing. Vague claims are noticed to be 

more prominent in the green advertisements, probably because they are more difficult to 

identify as greenwashing. (Schmuck et al. 2018) Schmuck et al. (2018) concluded in their 

study that environmental knowledge or concern don´t help in assessing vague claims as 

presented information is so limited or on a general level. De Jong et al. (2020) states that it 

has no difference whether greenwashing bases on half-lies or actual lies because 
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consumers tend to perceive all kinds of not fully true claims as greenwashing if perceived. 

However, it is difficult for consumers to assess whether environmental claims are 

acceptable or deceptive and it is recommendable to develop consumers´ knowledge and 

education in environmental issues to consumers to perceive greenwashing better 

(Fernandes et al. 2020). 

 

Visual elements in advertisement affect how different claim types are perceived as 

greenwashing, as when an ad includes a picture of nature or a natural element perceived 

greenwashing decreases, probably because images of nature or natural element appeals 

to viewers´ emotions (Parguel et al. 2015; Schmuck et al. 2018) and overdrive rational 

processing of verbal information in green ads (Schmuck et al. 2018). Using natural elements 

in ads to communicate of advertiser´s false greenness is referred to as executional 

greenwashing (Parguel et al. 2015) and often in green advertising research nature imagery 

has been categorized as vague and ineffective as pictures don´t provide additional 

information regarding communicated environmental friendliness (Hartmann & Apaolaza-

Ibáñez 2009). It is studied that a combination of both verbal claims and visual natural 

imagery in green ads is studied to enhance positive consumer´s attitude towards the brand 

(Hartmann & Apaolaza-Ibáñez 2009).  

 

Based on the discussion in this subchapter it can be stated that false claims are noticed 

more easily on ads by consumers and almost always perceived as greenwashing if 

perceived while vague claims are not easy to notice and assess and therefore difficult to 

perceive as greenwashing. This study aims at studying whether an actual claim type 

presented and a consumer´s perceived claim type differs in influence on a perception of 

greenwashing. Also, visual elements i.e. picture of nature or a natural element decrease 

perceived greenwashing. The result of this chapter the following hypotheses are formulated 

as follows: 

H3a. A false claim presented in an ad influences positively the perception of 

greenwashing  

H3b. A perceived false claim influences positively the perception of greenwashing 

H4a. A vague claim presented in an ad influences negatively the perception of 

greenwashing  
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H4b. A perceived vague claim influences negatively the perception of greenwashing  

H5. A green visual element presented in an ad influences negatively the perception of 

greenwashing 

 

2.5 Attitudes and intentions 

 

Consumer attitudes develop through perceptions (Rajagopal 2019, p.10) and beliefs 

(Fishbein & Ajzen 2010, p. 29). Attitude is defined as a tendency to respond favorably or 

unfavorably to (i.e. evaluate) an object or issue, that is usually called as an attitude object 

(Fishbein & Ajzen 2010, p. 76). Green advertising and a firm’s environmental performance 

are assumed to affect consumers´ attitudes (Nyilasy et al. 2014). The traditional view for 

attitudes is that attitudes consist of three components: affective (emotional), cognitive and 

behavioral. An affective component refers to emotions and feelings, a person holds for an 

attitude object. A cognitive component includes ideas and beliefs about an attitude object 

while a behavioral component refers to an individual´s action tendencies toward an attitude 

object. However, some have criticized these three components as all attitudes might not 

have all three components and in some attitudes some components might be more 

highlighted than others (Oskamp & Schultz 2005, p.9-10).  

 

To explain human behavior, and foremost behavioral intentions preceding behavior, the 

theory of planned behavior is developed (Ajzen, cited in Ajzen 2005, p.29). The theory of 

planned behavior suggests that attitudes toward the targeted behavior, subjective norms 

about a given behavior, and perceived behavioral control (perception of effort to perform 

targeted behavior) is strongly linked to behavioral intentions (Ajzen 2005, p.29) and an 

intention to perform or not to perform a certain behavior is the best predictor of actual 

behavior (Ajzen 2005, p.117) as a behavioral intention measure an individual´s readiness 

to perform a certain behavior (Fishbein & Ajzen 2010, p. 39). Theory of planned behavior is 

used in the green behavior research context as well (Bamberg, Hunecke & Blöbaum, 2007). 

 

However, there is some critic what comes to the theory of planned behavior, as some 

studies have shown intention-behavior gap which means inconsistency between reported 

intentions and actual behavior (Fishbein & Ajzen 2010, p. 59) so there might be some 
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difficulties when only measuring behavioral intentions of consumers as they might not 

predict very accurately the future behavior. One possible reason for the intention-behavior 

gap can be a hypothetical situation where behavioral intentions are usually measured e.g. 

questionnaires whereas in the real situation people might have for example access to more 

information etc. and this might distort the relationship between intentions and behavior 

(Fishbein & Ajzen 2010, p. 62). In addition to the intention-behavior gap, the attitude-

behavior gap is presented regarding the theory of reasoned action (Fishbein & Ajzen 2010, 

p. 260). Intention-behavior and attitude-behavior gaps are prevalent in green consumer 

behavior research as well, as positive intentions don´t always translate into actual green 

behavior (Gupta & Ogden 2009; Peattie 2010) and attitudes seem to have a weak influence 

on behavior by some studies (Berger & Corbin 1992; Mainieri et al. 1997; Tanner & Kast 

2003; Webster 1975) 

 

Some studies report that environmental attitudes are a strong predictor of green behavioral 

intentions (Kaiser, Wölfing & Fuhrer 1999; Kautish & Sharma 2019; Minton & Rose 1997; 

Liu et al. 2020), environmental behavior intentions are strongly or moderately connected to 

green behavior (Hines, Hungeford & Tomera, cited in Liu et al. 2020; Morren & Grinstein 

2016) and environmental attitudes are good predictors of green behavior (Ellen et al. 1991; 

Lee et al, 2014; Liu et al. 2020; Schlegelmilch et al. 1996). Morren and Grinstein (2016) 

noticed that especially in developed and individualistic countries positive environmental 

attitudes influence intentions and intentions translate into green behavior more probably 

because health, education, and economic situation is better. Kaiser, Wölfing & Fuhrer 

(1999) demonstrated in their study that environmental knowledge, environmental attitudes, 

and green behavior intentions are predictors of green behavior and Laroche, Bergeron & 

Barbaro-Forleo (2001) stated that positive environmental attitudes are connected to a 

higher probability for green purchase behavior.  

 

Green advertising is studied to affect with direct or mediated effects on consumers´ attitudes 

towards the companies and products (Davis 1994), attitude towards the brand (Hartmann 

& Apaolaza-Ibáñez 2009; Sarkar, Sarkar & Yadav 2019), and purchase intentions (Davis 

1993; D´Souza & Taghian 2005; Chan 2004; Manrai et al. 1997; Schuhwerk & Lefkoff-

Hagius 1995). Also, green advertising attitude, influenced by perceptions of green ads and 

products, is a good predictor of green behavioral intentions. Also, the past green 

consumption behavior increases the likelihood of behavioral intentions influenced by green 
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ads. (Kim & Yoon 2017) Advertiser´s corporate brand and credibility are connected to 

consumers´ attitudes towards the ad, attitude toward the brand, and purchase intentions 

(Davis 1994; Goldsmith, Lafferty & Newell 2000). Consumer´s prior negative attitudes 

towards an advertiser can result in higher doubts of deceptive green advertising (Davis 

1994) and in general past experiences with green advertising affect consumers´ attitudes 

and intentions (Kim & Yoon 2017). 

 

Microlevel research of greenwashing measures the effects of greenwashing on consumers 

(De Jong et al. 2018). Greenwashing is studied to affect negatively consumers attitudes 

toward ads, brands, and credibility of those brands practicing greenwashing (De Jong et al. 

2018; Newell, Goldsmith & Banzhaf 1998; Schmuck et al. 2018), nevertheless as mentioned 

before affective persuasion, for example pictures, referring green performance can affect 

attitude formation for the opposite even though greenwashing is perceived (Parguel et al. 

2015; Schmuck et al. 2018). Still, many researchers suggest that perceived greenwashing 

has only an negative influence on attitudes, and negative or no influence on behavioral 

intentions, for example purchase intentions. toward brands and organizations (Braga Junior 

et al. 2019; Chen & Chang 2013; Chen et al. 2014; De Jong et al. 2018; De Jong, Huluba 

& Beldad 2020; Newell et al. 1998; Nyilasy et al. 2014; Zhang et al. 2018). Greenwashing 

affects negatively consumers´ perceptions of green trust and perceived risk in addition to 

skepticism toward green products and companies (Chen & Chang 2013; Kahraman & 

Kazançoğlu 2019). De Jong et al. (2020) have stated that greenwashing can also a halo 

effect on consumers´ assessments of other variables related to organizations for example 

product and service quality is perceived lower as greenwashing organizations are perceived 

less credible.  

 

Attitudes and behavioral intentions are perceived to be connected to some extension but 

as their relationship is complex this study doesn´t separately examine the relationship 

between these two components but how the perception of greenwashing influences these 

variables alone. Greenwashing is studied to affect negatively both attitudes and intentions 

so based on this the next hypothesis are formed: 

H6: The Perception of greenwashing influences negatively attitude towards a company 

H7: The Perception of greenwashing influences negatively intention towards a company 
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2.6 Summary of hypotheses 

 

Table 1 summarizes this study´s hypotheses which were formed prior in this chapter based 

on previous theories and findings. Hypotheses, concepts and the relationships studied in 

this research are illustrated in Figure 3.  

 

Table 1. Summary of hypotheses 

H1. Subjective knowledge of the clothing industry´s environmental impact influences 

positively the perception of greenwashing 

 

H2. Perceived low level of the provided information in an ad influences positively the 

perception of greenwashing 

 

H3a. A false claim presented in an ad influences positively the perception of 

greenwashing  

 

H3b. A perceived false claim influences positively the perception of greenwashing 

 

H4a. A vague claim presented in an ad influences negatively the perception of 

greenwashing  

 

H4b. A perceived vague claim influences negatively the perception of greenwashing  

 

H5. A green visual element presented in an ad influences negatively the perception of 

greenwashing 

 

H6. The perception of greenwashing influences negatively attitude towards a company 

 

H7. The perception of greenwashing influences negatively intention towards a company 
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Figure 3. The theoretical framework of this study with the studied hypothesis 
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3 Research methodology  

      

This chapter presents the research methodology of this study and first is discussed the 

overall research design of this thesis. Thereafter is described how the questionnaire was 

developed and decisions done regarding the questionnaire. In the third subchapter data 

collection and analysis are explained and then measures for the study will be defined. 

Lastly, the validity and reliability of this study will be analyzed.  

          

3.1 Research design 

 

The empirical part of this study is done by using an explanatory research design and a pre-

experimental research strategy. Explanatory research studies causal relationships between 

variables and tries to find and explain relationships between variables (Saunders et al. 

2016, p.176) and pre-experimental research is one form of explanatory research (Heikkilä 

2014, p.14). The Pre-experimental research strategy aims to study hypotheses between 

different experimental conditions for example by using a control group and an experiment 

group (Heikkilä 2014, p.19). In this study, hypotheses are studied with two experimental 

groups but without a control group, and it is typical for pre-experimental research design 

(Metsämuuronen 2016, p.1189). This study can be considered as the first step towards a 

true experiment. Besides, the study is a quantitative cross-sectional study, as it is conducted 

at a certain point in time, and data is analyzed by using only one questionnaire and its 

results (Saunders et al. 2016, p.200).  

 

Hypotheses of this study are tested with data collected from the questionnaire. This study 

uses a survey strategy in a form of a questionnaire to collect data, as a questionnaire is 

economic, and the comparison of data is easy. Also, with a questionnaire, it is easy to collect 

data for analyzing data quantitatively and to find possible relationships between variables. 

(Saunders et al. 2016, p.181-182). An Internet questionnaire was chosen to be used in this 

study´s empirical part as it is an easy way to collect data and data is automatically saved 

for database and therefore it is quick to start to analyze data after data collection (Heikkilä 

2014, p.66).  
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3.2 Questionnaire development 

 

For the questionnaire´s stimulus material (appendix 1), two fictional ads and their 

translations were created. The ads used as a background picture a copyright-free picture 

of green palm leaves from Pixabay and by adding a fictional company name and logo that 

were self-created. False and vague ad texts were self-designed. To help the developing of 

claims a guideline between the difference of deceptive and untruthful ad claims presented 

in Xie et al.´s (2015) paper was used in addition to inspiration from actual advertisements 

that have been categorized to some extent or completely false or vague (Eetti 2021; 

Schmuck et al. 2018; The Quirky Environmentalist 2020). The stimulus ads were designed 

realistically even though more distinguishable manipulations could have brought more 

distinctive results. However, realistic ads were designed as greenwashing in ads is usually 

subtle, not so distinguishable and thus this condition was chosen to be measured. Two ads 

were assigned to two different experimental conditions, one including an ad with a false 

claim and another one with a vague claim. Respondents were assigned randomly to these 

conditions by using the Qualtrics randomizer function so that data from control groups would 

be almost equal in size. 

 

The purpose of the questionnaire was to measure consumers´ opinions. Therefore, rating 

questions and measurement with the Likert scale was a good option because the Likert 

scale measures how strongly a respondent agree or disagree with presented statements 

(Saunders et al. 2016, p.457; 720). A five-point Likert scale, in which 1 indicates strongly 

disagree and 5 indicates strongly agree. It was anticipated that the most of respondents will 

probably use a mobile version of the questionnaire and therefore a five-point Likert scale 

was chosen instead of a seven-point scale to ensure that amount of points won´t restrict 

respondents’ willingness to answer the questionnaire. Before the decision, a seven-point 

Likert scale was tested in a mobile version and it was perceived quite onerous to answer 

because question block pages became very long and there was a danger that the 

questionnaire might feel too time-consuming to answer. In addition to the Likert scale, a 

five-point semantic differential scale was used to measure attitudes, as a semantic 

differential scale is very popular and simple method for that purpose (Fishbein & Ajzen 2010, 

p. 79). It was desired the questionnaire to be coherent and thus the same amount of answer 

options was chosen for both the sematic differential scale and the Likert scale. Another 
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reason was that a five-point semantic differential scale was more scalable for a mobile 

questionnaire. 

 

The questionnaire was created both in English and Finnish in order to be answered by a 

wider audience. The questionnaire was designed to include seven sets of questions: 

subjective knowledge, perceived level of information, ad content (perceived claim types and 

visual), perception of greenwashing, attitude, intentions, and control questions. In addition, 

an introduction and a stimulus material were introduced in their own blocks. Each item in 

the questionnaire was given individual initials to recognize them later in the analysis phase 

(appendix 2). The sequence of question blocks was carefully considered, and it was tested 

with a few test respondents before publishing the questionnaire. With test respondents’ 

comments about the sequence of question blocks was raised as test respondents felt that 

question blocks about ad content and perceived level of information provided were too 

leading before attitude and intentions questions and thus some modifications were done for 

the sequence of question blocks. It was decided to locate in the beginning questions of 

subjective knowledge, attitude, and intentions even though these questions might not be 

the easiest to answer. In addition to this modification, one measurement item of attitude 

was moved to the end of the questionnaire as it was very directly worded containing the 

phrase “the potential deceptiveness”. The decision was made base on the consideration 

that questions concerning the perceived level of information, ad content, and perceived 

greenwashing might easily influence the following answers, and thus it was better to locate 

those questions at the end of the questionnaire. A few control questions were at the end of 

the survey to gather some basic demographic information from respondents. Demographic 

variables were located in the end as Heikkilä (2014, p.45) has suggested because if control 

questions are at the beginning of a questionnaire a respondent may place himself/herself 

too much on a role limited by this information. 

 

To ensure the validity of the measured items, the questionnaire development utilized as 

much as possible existing scales and scale items used in previous studies even though 

most of items are modified by the wording in order to serve this study´s context. In addition 

to existing scales and scale items, a few measurement items were self-designed for this 

study´s purpose because existing ones were not found, or it was wanted to ask something 

that serves better this study´s purposes. Measures and questions can be found in appendix 

2. Questions were chosen to be positively worded and reverse scored questions were 
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chosen to be ruled out from the questionnaire to avoid confusion that reverse-scored 

questions can cause (Roszkowski & Soven 2010; Sonderen, Sanderman & Coyne 2013). 

Next, it is described more precisely how different variables were developed and how they 

are measured in the questionnaire.  

 

Variable “subjective knowledge” is to measure consumers´ subjective knowledge of 

negative environmental impacts of the clothing industry. Flynn and Goldsmith (1999) have 

developed a pre-validated scale to measure subjective knowledge and it was employed in 

this study by adapting all four questions from the scale. In addition, the wording of some of 

the questions is inspired by the study of Aertsens et al. (2011) which is also using the scale 

by Flynn and Goldsmith (1999).  

 

Attitude toward a fictional company presented in stimulus ads was measured with a five-

point semantic differential scale with scale items adapted from MacKenzie, Lutz & Belch 

(1986), Coulter & Punj (2004), Darke & Ritchie (2007), and Fishbein & Ajzen (2010, p. 79-

80). The second question related to attitudes is adapted from Xie et al. (2015) and this 

question was measured with a five-point Likert scale. The question about attitude using the 

Likert scale was located in the end of the survey in the same question block with perceived 

greenwashing as this question was directly worded to measure the relationship between 

perceived potential deceptiveness of the ad and attitude toward the company and thus it 

was considered that this question might influence the following questions too much. As all 

previous studies have used attitude items to measure brand attitude and, in this study, the 

scale was measuring attitude towards the company some modification was made to the 

statements.   

 

Two items in the intention section were measured with adapted items from the 

questionnaires of Xie et al. (2015) and De Jong et al. (2018). The first item was adapted 

from De Jong et al. (2018) and the last one from Xie et al. (2015). To apply the context of 

this study, wording was modified to measure intention toward a company instead of a 

product or a brand. Measurement items from two to four were self-designed. Intentions were 

measured mainly by asking a potential intention toward the company but also one concrete 

question of purchase intention was presented. 
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Level of information refers in this study to the amount of environmental information 

presented in a green ad and these levels are based on Banerjee et al.´s (1995) dimension 

of ad greenness. However, this study measures a perceived level of information by 

consumers, not an objective level. Chang´s (2011) study has measured consumers´ 

perception of the level of information provided and the first two questions are modified from 

their scale items. Other questions are self-designed and those are based on Banerjee et 

al.`s (1995) definitions of low, moderate, and high levels of ad greenness.  

 

The fifth part of the questionnaire measures a respondent´s perceptions of ad content which 

included both perceived claim types (false and vague claims) and a visual element (picture) 

used in the ad. The first question (AC1) measured the overall perception of an ad´s content 

and its potential misleading intent. The PFC items measured a respondent´s perceptions of 

a claim´s falseness. The FVC items measured a respondent´s perceptions of the claim´s 

vagueness and the last question (VE1) was measuring a respondent´s perception regarding 

the visual element and its greenwashing effect. The measure of visual element was chosen 

to be a single-item measure as visual element and its greenwashing effect was not the main 

focus of the study and some studies made before had also measured visual element with a 

single-item measure. Three of the questions (AC1, PFC1 & PVC1) were adapted from the 

perceived greenwashing scale by Schmuck et al. (2018) which is extended from the scale 

of Chen & Chang (2013). Questions were slightly modified to fit better in this study´s context. 

Three of the question (PFC2, PFC3, PVC2 & PVC3) were self-designed based on Carlson 

et al.´s (1993) definition of false and vague claims. The question about the visual element 

(VE1) was employing one item of the Chen & Chang´s (2013) scale (used also in Schmuck 

et al. 2018). 

 

Perception of greenwashing was measured with the help of measurement items adapted 

from the previous studies measuring perceived greenwashing and perceived ad deception. 

The first two measurement items are adapted from Chen & Chang (2013), the third from 

Schmuck et al. (2018), the fourth from Maddox (1982), and the fifth from Xie et al. (2015). 

Items were modified to some extent by wording and content to fit in this study´s context.  

 

Control questions were used to get background information of respondents and to check 

how representative the sample is. Still, as demographic information was not at the center 
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of this study, only information of age, gender, education, and frequency to buy clothes was 

collected to be able to check the representativeness of the sample afterward.  

 

3.3 Data collection and analysis 

 

The non-probability sampling technique, and more specifically volunteer sampling in form 

of self-selection sampling, was used for the data collection as it is suitable for exploratory 

research (Saunders et al. 2016, p.298). The questionnaire link with the cover letter was 

shared in three Facebook groups concentrating on style and clothes and in one Facebook 

group including mainly university students of marketing. Members of the beforementioned 

groups were able to self-decide whether to answer or not to the questionnaire even though 

the cover letter was planned to motivate members as much as possible to answer the 

questionnaire to ensure large enough sample size.  

 

Before launching the actual questionnaire in Qualtrics, a demo version of the questionnaire 

was tested by a few test respondents and they gave a valuable feedback how to improve 

the questionnaire. The actual data collection was done by using an online survey platform 

Qualtrics and the data was collected during one week in March 2021. Initially, the 

questionnaire was posted on three Facebook groups concentrating on style and clothes. 

But as it started to seem that it might not bring enough respondents as after four days there 

were only 50 respondents, the questionnaire was posted also on one Facebook group 

including mainly university students of marketing to get more respondents. Also, a kind 

reminding comment was posted on the three beforementioned Facebook groups to activate 

new respondents. After one week the total of respondents was 128. As the questionnaire 

included two different options to answer, the Qualtrics randomizer function was used in 

assigning respondents between a vague questionnaire condition and a false questionnaire 

condition randomly but roughly evenly. These groups were named based on conditions in 

the stimulus ads as “False ad group” and “Vague ad group”. The vague ad group collected 

data from 61 respondents whereas the false ad groups collected a few more, having a total 

of 67 respondents but one respondent of each groups were deleted later in the analysis, 

explained better in chapter 4.1. 
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3.4 Defining measures 

 

After the data was collected the data was exported to SPSS for exploratory factor analysis 

and further analysis. Before starting the analysis, the data was checked and as the 

questionnaire had forced answers for all the response options there was no missing data 

among finished answers and the data was otherwise also suitable for analysis. The 

exploratory factor analysis aims to summarize the data into few key factors best describing 

the data (Metsämuuronen 2006, p.615).  

 

Principal axis factoring was chosen for a method of exploratory factor analysis. In this study 

it was expected that factors may correlate, so oblique rotation (Promax) was chosen as 

oblique rotation permit correlations (Metsämuuronen 2006, p. 634). The Kaiser-Meyer-Olkin 

(KMO) test measures the sampling adequacy of variables and the result of the KMO test is 

recommendable to be over 0,6 (Metsämuuronen 2006, p.636). The eigenvalue describes 

how much of the variance of observed variables a factor explains and Metsämuuronen 

(2006, p.635) suggest that chosen factors´ eigenvalue should be in general greater than 1. 

Another way to choose the number of factors is to interpret the scree test (Fabrigar et al. 

1999). A variable´s communality value is the sum of the squared loadings on each factor 

and the communality value is recommended to be over 0,3 and the closer to the value of 

one the better (Metsämuuronen 2006, p.635). After factors are formed it is good to analyze 

the reliability of each factor by calculating Cronbach´s alpha which is measuring the internal 

consistency of variables included in each factor (Metsämuuronen 2006, p.527). 

Metsämuuronen (2006, p. 531) suggest the Cronbach´s alpha value being over 0,6 while 

Heikkilä (2014, p.178) suggests that it should be over 0,7. Explorative factor analysis was 

done in two parts. First was analyzed independent variables of this study thereafter 

dependent variables were analyzed. However, in independent variables exploratory factor 

analysis item relating visual element (VE1) was left out as it was handled as single-item 

measure in further analysis.  

 

Independent variable´s exploratory factor analysis was started by deleting item PLOI2 as it 

loaded too strongly (1,027) for factor 3 and therefore it was deleted. After this, three factors 

were formed but for the clarity of upcoming analysis, four factors were chosen to be formed 
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even though the eigenvalue of factor 4 was under 1, being 0,839. The final analysis can be 

found in Table 2.  

 

In the final analysis, the overall KMO was 0,799 and the variable measures of sampling 

adequacy varied from 0,704 to 0,924. So, all the items are in this perspective suitable for 

exploratory factor analysis as the values are over 0,6. The communalities of all factor items 

were over acceptable value as they were ranging from 0,369 to 0,769. Subjective 

knowledge formed the factor one having loadings from 0,652 to 0,817. Factor two 

concerned perceived vague claim and included one item initially designed to measure 

perceived false claim but based on exploratory factor analysis it is connected to the factor 

of the perceived vague claim. Factor two had loadings ranging from 0,420 to 0,793. Factor 

three was concerning the perceived false claim and loading were ranging from 0,657 to 

0,956. The last factor four was describing perceived level of information and it had only two 

items which had loadings of 0,721 and 0,845. Cronbach´s alpha was also checked, and all 

four factors have excellent values over 0,7 without deleting any items, and values were 

ranging from 0,786 to 0,893. 
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Table 2. Factor analysis of independent variables 

Item Factor 1 Factor 2 Factor 3 Factor 4 Communality MSA 

SK2 0,817    0,557 0,759 

SK3 0,817    0,632 0,704 

SK1 0,787    0,583 0,745 

SK4 0,652    0,413 0,800 

PVC1  0,793   0,583 0,795 

PVC2  0,766   0,592 0,786 

PVC3  0,697   0,619 0,867 

PFC3  0,420   0,796 0,738 

PFC2   0,956  0,738 0,743 

PFC1   0,944  0,369 0,924 

AC1   0,657  0,540 0,846 

PLOI1    0,845 0,439 0,864 

PLOI3    0,721 0,475 0,855 

Eigenvalue 4,446 2,762 1,578 0,839   

Cum% of 

variance 

explained 

31,596 48,873 60,0,39 63,857   

Cronbach´s 

alpha 

0,845 0,786 0,893 0,818   

 

 

Exploratory factor analysis of dependent variables was started by deleting the items PG3 

and AT3 because their communality value was under recommended 0,3 on the first round 

of exploratory factor analysis. Exploratory factor analysis was performed again, and it 

resulted in two factors that had eigenvalue over one and the total variance explained was 

close to 60 precent, being about 56%. The final analysis can be found in table 3. The two 

factors had an overall KMO of 0,847 and the variable measures of sampling adequacy 

varied from 0,696 to 0,927. The communalities of all items were ranging from 0,447 to 0,748 

and all values are inside the acceptable range. 

 

Factor one combined items from attitude and intention variables, and it was expected that 

these two variables may correlate heavily with each other. It was tested whether factor one 
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could be divided into two but the initial result of one factor was considered the best and it 

was decided to continue with that. Because factor one had more items from the intention 

variable and as the attitude items included in factor one can be seen as well related to 

intentions it was decided that this factor is measuring intentions only. Factor one had loading 

ranging from 0,678 to 0,867 and its Cronbach´s alpha was 0,917 which is excellent. Factor 

two was formed to describe the variable of perception of greenwashing and it included one 

item initially designed to measure attitude but understandably it was grouped with perceived 

greenwashing as the item was asking about the potential deceptiveness of the ad related 

to a respondent´s attitude. Factor two had loadings ranging from 0,550 to 0,802 and 

Cronbach´s alpha was also excellent for the factor two being 0,810.  

 

Table 3. Factor analysis of dependent variables 

Item Factor 1 Factor 2 Communality MSA 

INT3 0,867  0,546 0,839 

INT2 0,855  0,658 0,838 

INT5 0,799  0,645 0,927 

INT4 0,740  0,748 0,851 

AT1 0,721  0,756 0,860 

INT1 0,712  0,575 0,933 

AT2 0,686  0,497 0,696 

AT4 0,678  0,513 0,791 

PG5  0,802 0,447 0,710 

PG1  0,744 0,542 0,842 

PG4  0,692 0,580 0,706 

PG2  0,641 0,632 0,905 

AT5  0,550 0,618 0,897 

Eigenvalue 5,714 2,431   

Cum% of variance 

explained 

40,902 55,875   

Cronbach´s alpha 0,917 0,810   

 

 

Based on exploratory factor analysis six composite variables were formed and they are 

summarized with key statistics in table 4. Mean values of composite variables were ranging 
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from 1,33 to 4,48. Perceived level of information had the lowest mean and vague claim had 

the highest mean.  

 

Table 4. Summary of the composite variables 

Label Name N Mean Std. Dev. Min  Max 

SK Subjective knowledge 126 3,482 0,930 1,00 5,00 
VC Perceived vague claim 126 4,480 0,643 1,00 5,00 
FC Perceived false claim 126 3,532 0,866 1,00 5,00 
PLOI Perceived level of information 126 1,333 0,690 1,00 5,00 
INT Intentions 126 3,028 0,922 1,00 5,00 
PG Perception of greenwashing 126 4,022 0,718 1,00 5,00 

 

 

 

3.5 Reliability and validity 

 

Reliability refers to the consistency of a study and the possibility to replicate similar results 

in another study. It is not possible within this thesis´ timeframe to repeat the same study or 

to do a parallel study, but one way to review reliability is also to assess the internal 

consistency of used measurements. It can be done by assessing Cronbach´s alpha 

(Metsämuuronen 2006, p.66-68). In this study, Cronbach´s alpha of each formed composite 

variable was calculated (presented in tables 2 and 3) and the value was over acceptable 

for each, being between 0,788 and 0,918, and it can be concluded that in that sense used 

measurements are internally consistent and reliable. Reliability can be increased also by 

reporting transparently each step and decision done in a study so others can judge and 

possibly replicate the study (Saunders et al. 2016, p.203). This advice has been followed in 

this study and all the steps and decisions are reported transparently in this thesis.  

 

Validity concerns suitability and accuracy of used measures and analysis methods in 

addition to generalizability of the findings, in other words, whether a study has been able to 

study what was intended to study. Validity can be divided into external and internal validity. 

External validity refers to generalizability of results while internal validity concerns the 

contents of a study in form of used measurements and theoretical concepts and how 

suitable these are to study the subject and how well operationalization of concepts have 

been done. (Metsämuuronen 2006, p.66) The sample size of this study is not very large, 

only 128 respondents, and two of them were excluded from data analysis as they reported 
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that they don´t buy new clothes. These two respondents were excluded to increase validity 

as thus those respondents are not suitable for the sample as it was intended to measure 

for example respondents´ intentions towards a company and those respondents won´t have 

any intentions regardless of a perceived ad and greenwashing. The representativeness of 

the sample is not the best as the most of respondents were female and in the age group of 

26-40 years old and presumably Finnish citizens, as the link of the survey was shared in 

Finnish Facebook groups. Also, this study had no control group but only two experimental 

groups, and a comparison was made between these two groups. Based on these facts it 

can be recommended to exercise caution with the generalization of results as the sample 

is not describing any population very well and there was no control group used.  

 

This study can be seen more as a starting point for future research and more generalizable 

results and thus can be stated that the external validity of this study could be better. Most 

of the scales were adopted from previous studies which have validated those scales to 

ensure better internal validity of this study. Still, some of the scales were self-designed 

based on the main theoretical concepts of this study. The validity of used scales was 

checked in exploratory factor analysis by setting limit values for example for MSA and 

communality value and the result was that some of the scales didn´t work as expected in 

empirical settings. Those scales need further development before using in empirical settings 

and therefore those variables were dropped out from hypothesis testing to increase the 

internal validity of this study. In hypothesis testing and structural modelling, R-squared value 

was used to measure the concept model´s validity.   
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4 Results 

 

In this chapter, the results of this study are presented and analyzed. First is introduced 

descriptive statistics of the collected sample and thereafter manipulation check results are 

presented and discussed. In the third subchapter hypotheses of this study will be tested 

and analyzed. Lastly in this chapter, the structural model of this thesis will be tested and 

analyzed.  

 

4.1 Descriptive statistics 

 

A total of 128 responses was collected through the online questionnaire. Majority of the 

respondents were female (114) and minority of the respondents were male (11) and other 

gender (1). Two of the respondents did not want to express their gender. Out of 128 

respondents, 72% were 26-40 years old, 15% were <18-25 years old and 10% were 41-60 

years old. Only three percent of the respondents were over 61 years old. Most of the 

respondents had either a bachelor´s (41%) or a master´s (44%) degree. 13% of 

respondents´ education was vocational school or upper secondary school and only 2% hold 

licentiate or doctoral degree.  
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Figure 4. The gender distribution 

 

 

Figure 5. The age distribution 
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Figure 6. Education of respondents 

 

The control questions contained one question of frequency to buy new clothes. Over half 

(56%) of respondents estimate that they buy new clothes half-yearly. 29% of respondents 

reported that they buy new clothes monthly, while 10% said yearly. 2 % of respondents 

reported that they buy new clothes more seldom than yearly and only one respondent 

reported buying new clothes weekly. Two of the respondents reported that they don´t buy 

new clothes at all and these respondents were excluded from further analysis as the 

assumption was that a respondent buys new clothes sometimes because the questionnaire 

is aiming to measure for example a consumer intentions toward a company. If under no 

circumstances a consumer does buy new clothes it is not reasonable to study how a certain 

ad affects his/her intentions if these persons have chosen not to buy new clothes. 
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Figure 7. Respondents´ frequency to buy new clothes 

 

The two experimental groups were randomly assigned, and it was quickly checked that 
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difference between groups in the perceived false claim and the perception of greenwashing 

but no difference in the perceived vague claim. The manipulation check was conducted by 

using an independent sample t-test to see whether pre-assumptions are correct. When 

analyzing P-value it was assumed that p ≤ 0,05, which is generally considered as a limit 

value (Metsämuuronen 2006, p.434). 

 

Table 5. T-test results of manipulation check for the perceived vague claim in the seen ad 

Manipulation 
check 1: 
Perceived 
vague claim 

t=0,848 p=0,398 DF=124    

 N Mean Std. Dev. Std. Err. Min Max 

False ad group 66 4,527 0,707 0,087 1,00 5,00 

Vague ad group 60 4,430 0,566 0,073 1,00 5,00 

 

 

Table 6. T-test results of manipulation check for the perceived false claim in the seen ad 

Manipulation 
check 2: 
Perceived false 
claim 

t=3,648 p=0,000 DF=124    

 N Mean Std. Dev. Std. Err. Min Max 

False ad group  66 3,788 0,867 0,107 1,00 5,00 

Vague ad group 60 3,250 0,780 0,101 1,00 5,00 

 

 

Table 7. T-test results of manipulation check for the perception of greenwashing 

Manipulation 
check 3: 
Perception of 
greenwashing 

t=2,678 p=0,008 DF=124    

 N Mean Std. Dev. Std. Err. Min Max 

False ad group 66 4,181 0,739 0,091 1,00 5,00 

Vague ad group 60 3,847 0,658 0,085 1,00 5,00 
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The results of the t-test proved that as was assumed there is no statistical significance 

between groups in the perceived vague claim but there is statistical significance between 

groups in the perceived false claim and the perception of greenwashing. In both cases, the 

false ad group has a higher mean as expected. Even though there is a statistical 

significance between groups in the perception of greenwashing, it is important to notice that 

the vague ad group has a mean of 3,8 indicating that the group perceived greenwashing to 

some extent.  

 

4.3 Hypothesis testing 

 

Linear regression analysis was conducted with created composite variables to test the 

relationships between independent and dependent variables and to test hypotheses. 

Hypothesis testing was done one independent variable at a time because this study is 

aiming to explore individual relationships between independent and dependent variables 

rather than validating the model including all independent and dependent variables at once. 

The path coefficient β describes the strength of the relationship between an independent 

and a dependent variable. T-value of the path coefficient β is expected to be over 2 for the 

relationship to be statistically significant (p ≤ 0.05) (Metsämuuronen 2006, p.681-683). R2-

value is the percentage that the model can explain of a variance of the dependent variable 

and it describes the goodness of fit of a model (Metsämuuronen 2006, p.686). T-test was 

conducted in hypothesis 2 before linear regression in order to confirm the level of perceived 

information. In hypothesis 3a and 4a, another ad group was handled as a dummy variable 

to see if the presented ad and its claim type has an influence on the perception of 

greenwashing.  

 

 

Hypothesis 1 

H1: Subjective knowledge of the clothing industry´s environmental impact influences 

positively the perception of greenwashing 
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Table 8. The effect of subjective knowledge´s on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 3,640 0,248 14,689 0,000 
Subjective knowledge 0,110 0,069 1,597 0,113 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,020 0,012 2,550 0,113 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

The results show that subjective knowledge has a slight positive effect (0.110) on a 

perception of greenwashing but the result was not significant (p=0.113). Adjusted R square 

shows that only 1,2% of variances in the perception of greenwashing is explained by this 

model and the model is not any way statistically significant. Therefore, hypothesis 1 was 

not supported.  

 

Hypothesis 2 

H2: Perceived low level of the provided information in an ad influences positively the 

perception of greenwashing 

 

Table 9. T-test results for perceived level of information 

Perceived level 
of information 

t=-1,165 p=0,246 DF=124    

 N Mean Std. Dev. Std. Err. Min Max 

False ad group 66 1,265 0,697 0,086 1,00 5,00 

Vague ad group 60 1,408 0,680 0,088 1,00 5,00 

 

 

First, it was tested with a t-test, the level of perceived information, and the assumption was 

that if mean ≤ 2, the respondents´ perceived level of information is low. In the both groups 

a mean was under two, so the groups perceived the low level of information in ads. There 

was no significant difference between groups in the perceived level of information as p-

value was 0.246. 
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Table 10. The effect of perceived level of information´s on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 4,709 0,122 38,596 0,000 
Perceived level of 
information 

-0,515 0,081 -6,330 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,244 0,238 40,070 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

Next was conducted linear regression to see what kind of the relationship between 

perceived level of information and the perception of greenwashing is. Perceived level of 

information had a negative influence on the perception of greenwashing (β =-0.515, 

p<0.000) and the model was also statistically significant Pr > F being 0,000. Thus, 

hypothesis 2 is supported.  

 

Hypothesis 3a 

H3a: A false claim presented in an ad influences positively the perception of 

greenwashing 

 

Table 11. The effect of a false claim on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 3,847 0,091 42,466 0,000 
False ad group 
(dummy) 

0,335 0,125 2,678 0,008** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,055 0,047 7,717 0,008** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

The false claim presented in the ad had a positive influence on perception of greenwashing 

as the false ad group had a positive influence on the perception of greenwashing (β =0.335, 

p<0.008). The result is statistically significant when compared to the vague ad group. 

However, adjusted R square shows that only 4,7% of variances in the perception of 

greenwashing is explained by this model even though the model is statistically significant. 

Based on this analysis hypothesis 3a was supported.  
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Hypothesis 3b 

H3b. A perceived false claim influences positively the perception of greenwashing 

 

Table 12. The effect of the perceived false claim on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 2,068 0,202 10,246 0,000 
Perceived false claim 0,553 0,056 9,967 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,445 0,440 99,338 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

Adjusted R square shows that 44% of variances in the perception of greenwashing is 

explained by perceived false claim and the model is statistically significant. Perceived false 

claim had a positive influence on a consumer´s perception of greenwashing and the result 

was statistically significant (β =-0.553, p<0.000) so hypothesis 3b is supported. 

 

Hypothesis 4a 

H4a. A vague claim presented in an ad influences negatively the perception of 

greenwashing 

 

Table 13. The effect of vague claim on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 4,182 0,086 48,419 0,023 
Vague ad group 
(dummy) 

-0,335 0,125 -2,678 0,008** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,055 0,047 7,171 0,008** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

The vague claim presented in the ad had a negative influence on the perception of 

greenwashing as the vague ad decreased the perception of greenwashing (β =-0.335, 

p<0.008) when compared to the false ad. The result is statistically significant. However, 

adjusted R square shows that only 4,7% of variances in the perception of greenwashing is 

explained by this model even though the model is statistically significant. Based on this 

analysis hypothesis 4a was supported.  
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Hypothesis 4b 

H4b. Perceived vague claim influences negatively the perception of greenwashing 

 

Table 14. The effect of perceived vague claim on the perception of greenwashing 

 Coefficient Std. Err. t value Pr > |t| 

Constant 0,798 0,348 2,297 0,023 
Perceived vague 
claim 

0,720 0,077 9,371 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,415 0,410 87,824 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perceived greenwashing  

 

 

Adjusted R square shows that 41% of variances in the perception of greenwashing is 

explained by perceived vague claim and the model is statistically significant. Perceived 

vague claim had a positive influence on the perception of greenwashing and t value was 

statistically significant (β =-0.720, p<0.000). However, hypothesis 4b is not supported as in 

the hypothesis the influence assumed to be negative, not positive like the result shows.  

 

Hypothesis 5 

H5: A green visual element presented in an ad influences negatively the perception of 

greenwashing 

 

 Coefficient Std. Err. t value Pr > |t| 

Constant 3,109 0,196 15,822 0,000 
Visual element (VE1) 0,280 0,057 4,873 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,161 0,154 23,750 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perceived greenwashing  

 

 

Adjusted R square shows that 15,4% of variances in the perception of greenwashing is 

explained by visual element and the model is statistically significant. Visual element had a 

positive influence on the perception of greenwashing and t value was statistically significant 

(β =-0.280, p<0.000). However, hypothesis 5 is not supported as it was assumed that a 
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green visual element will affect negatively the perception of greenwashing and the result 

shows that influence is positive.  

 

Hypothesis 6 

H6. The perception of greenwashing influences negatively attitude towards a company 

 

One of the attitude items was deleted in exploratory factor analysis and 3 attitude items that 

were initially thought to measure attitude were loaded with the intention variable. In addition, 

one of the attitude items was loaded with the perception of greenwashing variable. 

Therefore, no attitude variable was not formed and thus hypothesis 6 couldn´t be studied in 

this study. Thus, this hypothesis is not supported in this study. 

 

Hypothesis 7 

H7. The perception of greenwashing influences negatively intention towards a company 

 

Table 15. The effect of the perception of greenwashing on intention 

 Coefficient Std. Err. t value Pr > |t| 

Constant 4,727 0,444 10,636 0,023 
Perception of 
greenwashing 

-0,422 0,109 -3,883 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,108 0,101 15,078 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Intention  

 

 

Adjusted R square shows that 10% of variances in intention is explained by the perception 

of greenwashing and the model is statistically significant. Perception of greenwashing had 

a negative influence on intention (β =-0.422, p<0.000). Based on this can be stated that 

hypothesis 7 is supported.  
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4.4 Structural model 

 

After hypothesis testing the structural modelling for independent variables affecting the 

perception of greenwashing was done by using linear regression. Structural modelling was 

done in three parts to see how perceived claim types and how a different ad group affected 

the perception of greenwashing and which is the best model to explain the perception of 

greenwashing. Each structural model is described in detail below.  

 

Table 16. Structural model 1 

Model 1 Coefficient Std. Err. t value Pr > |t| 

Constant 2,534 0,293 8,653 0,000 
Visual Element 0,113 0,048 2,382 0,019* 
Subjective knowledge 0,025 0,049 0,511 0,610 
Perceived level of 
information 

-0,296 0,070 -4,222 0,000*** 

Perceived false claim 0,404 0,061 6,637 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,731 0,519 34,757 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

The first model tested the following independent variables: visual element, subjective 

knowledge, perceived level of information and perceived false claim. It can be seen from 

the table 16 that subjective knowledge had a little effect (β =0.025) on the perception of 

greenwashing and the result was not statistically significant what was expected based on 

the result in hypothesis testing. Other variables had a statistically significant influence 

(p<0,05) on the perception of greenwashing. Visual element (β =0.113) and perceived false 

claim (β =0.404) had a positive influence on the perception of greenwashing while perceived 

level of information (β = -0.296) had a negative influence. The adjusted R square for the 

model was 51,9%, and the model was statistically significant (p=0,000).  
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Table 17. Structural model 2 

Model 2 Coefficient Std. Err. t value Pr > |t| 

Constant 1,023 0,513 1,993 0,049 
Visual Element 0,180 0,046 3,881 0,000*** 
Subjective knowledge 0,063 0,050 1,269 0,207 
Perceived level of 
information 

-0,170 0,084 -2,026 0,045* 

Perceived vague 
claim 

0,540 0,092 5,887 0,000*** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,506 0,490 31,046 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

The second model tested the following independent variables: visual element, subjective 

knowledge, perceived level of information and perceived vague claim. As in the first model, 

also in the second model subjective knowledge had a little effect (β =0.063) on the 

perception of greenwashing and the result was not statistically significant. Other variables 

had a statistically significant influence (p<0,05) on the perception of greenwashing. Visual 

element (β =0.180) and perceived vague claim (β =0.540) had a positive influence on the 

perception of greenwashing while perceived level of information (β = -0.170) had a negative 

influence. The adjusted R square for the model was 49%, and the model was statistically 

significant (p=0,000).  

 

Table 18. Structural model 3 

Model 3 Coefficient Std. Err. t value Pr > |t| 

Constant 3,482 0,278 12,521 0,000 
Visual Element 0,231 0,052 4,608 0,000*** 
Subjective knowledge 0,069 0,055 1,242 0,217 
Perceived level of 
information 

-0,446 0,074 -5,993 0,000*** 

False ad group 
(dummy) 

0,274 0,102 2,700 0,008** 

Model fit R square Adj. R square Model fit (F value) Pr > F 
 0,401 0,381 20,269 0,000*** 

***<0,001 **<0,01 *<0,05, Dependent variable: Perception of greenwashing  

 

 

The third model tested the following independent variables: visual element, subjective 

knowledge and perceived level of information. In addition, the false ad group was handled 
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as a dummy variable too see the difference between two experimental groups. As in the 

previous models, subjective knowledge had a little effect (β =0.069) on the perception of 

greenwashing and the result was not statistically significant. Other variables had a 

statistically significant influence (p<0,05) on the perception of greenwashing. Visual element 

(β =0.231) had a positive influence on the perception of greenwashing while perceived level 

of information (β = -0.446) had a negative influence. When a consumer saw a false ad, or 

in other words belonged to the false ad group, it increased the perception of greenwashing 

(β =0.274) when comparing to the vague ad group. The adjusted R square for the model 

was 38,1%, and the model was statistically significant (p=0,000).  

 

Based on the results it seems that the model one and its three dependent variables (visual 

element, perceived level of information and perceived false claim) are best explaining the 

perception of greenwashing as it had the highest adjusted R square. Subjective knowledge 

was not statistically significant variable as it has very small positive influence on the 

perception of greenwashing. Based on this study a green visual element seems to have a 

positive influence on the perception of greenwashing on the contrary to expectations. 

Perceived level of information presented in an ad has a negative influence on the perception 

of greenwashing and perceived false claim had a positive influence on the perception on 

greenwashing, just like expected. Even though the model one was the best of these three 

the adjusted R square is still only about 52% and it could be better as now the independent 

variables predict only 52% of the perception of greenwashing.   
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5 Discussion and conclusions  

 

In this final chapter, first, the main findings of the study are discussed, and the research 

questions of this study will be answered. Also, theoretical and managerial contributions are 

presented. Lastly, limitations of this study are analyzed, and future research directions are 

suggested.  

 

5.1 Theoretical contributions 

 

This study focused on exploring few new factors and their possible relationships to the 

perception of greenwashing by consumers in the clothing industry context. Also, the 

relationships of the perception of greenwashing and attitudes, and intentions were studied. 

The purpose of this study was to explore possible new factors influencing the perception of 

greenwashing but also produce more data of relationships that have been studied before. 

All in all, this study was aiming to contribute to the literature of consumer perspective on 

greenwashing phenomenon and produce new insights and review already confirmed 

relationships in the context of the clothing industry. Next, the research questions of this 

study will be answered. The results are considered together with the findings of previous 

researches and literature on each subject.  

 

The first sub-question was “What is the relationship between a consumer´s subjective 

knowledge of the clothing industry´s environmental impact and the perception of 

greenwashing?”. Previous studies had found a positive relationship between objective 

knowledge of environmental issues and perceiving green advertising deception (Fernandes 

et al. 2020; Schmuck et al. 2018). The purpose of this study was to explore whether there 

is a parallel relationship between subjective knowledge of a specific industry and the 

perception of greenwashing because subjective knowledge is believed to be more influential 

on green consumer behavior (Aertsens et al. 2011; Park & Sohn 2018; Vicente-Molina et 

al. 2013) and objective knowledge can be difficult to measure in research settings as often 

individuals express only their self-perception of knowledge (Diamantopoulus et al.1996). 

The mean of measured subjective knowledge of the clothing industry´s environmental 

impact was about 3.5 on a five-point Likert scale which is only slightly greater than 3 (neither 

agree nor disagree) and it can indicate that people were uncertain about their knowledge 
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or questions were perceived too difficult to answer. Even though subjective knowledge had 

a slightly positive influence on the perception of greenwashing, the analysis showed no 

statistically significant relationship. Also, in structural modelling subjective knowledge was 

the only dependent variable that had no statistically significant influence on the perception 

of greenwashing.  

  

The result was a bit surprising because objective knowledge is researched to influence 

positively the perception of greenwashing in some studies (Fernandes et al. 2020; Schmuck 

et al. 2018) even though mixed results have been found in different countries (Schmuck et 

al. 2018). Several reasons can explain why no significant relationship was found. As Szabo 

and Webster (2020) have stated consumers´ level of knowledge in environmental issues 

don´t correlate with fact-checking what is one of the key factors regarding perceiving 

greenwashing in advertising. Fernandes et al. (2020) have highlighted consumers´ 

knowledge about evaluation methods of green advertising messages because the topic 

knowledge won´t necessarily alone help in assessing the accuracy of ads. As long as 

consumers won´t have knowledge and ability to assess the accuracy of communication it 

won´t help much whether they believe they are experts in the clothing industry´s 

environmental issues as often claims presented in greenwashing ads are concerning one 

company, its product, or processes, not general facts of the environmental impact of the 

industry. And even though a consumer´s subjective knowledge of the industry´s 

environmental impact would be in contradiction with claims presented, to assess something 

as greenwashing is difficult, because then a consumer questions also the credibility of a 

company. And even though people are knowledgeable about some issues, it doesn´t 

necessarily affect decisions and behavior as there are several other factors, like beliefs, 

affecting as well (Kalafatis et al. 1999).  

 

The second sub-question was: “What is the relationship between a consumer´s perception 

of the provided information and the perception of greenwashing?”. Banerjee et al.´s (1995) 

concept of the level of environmental information presented in an ad was employed by 

measuring consumers´ perceptions of provided information in ads. Both false and vague 

ads were assessed to have a low level (mean < 2) of information. Respondents of the false 

ad had a mean of 1,3 while the respondents of the vague ad had a mean of 1,4. The 

relationship between the perception of provided information level and the perception of 

greenwashing was negative and the result was statistically significant. So, when 
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respondents assessed that an ad contained a low level of information, they perceived more 

probably also greenwashing. This is in line with the finding of Carlson et al (1993) that 

greenwashing is connected to information omission and Lee et al´s (2018) notion that 

perception of greenwashing is connected to consumers´ feeling of being uninformed. Still, 

a consumer´s perception concerning the level of information provided is alone a poor 

indicator in perceiving greenwashing, but this could be one thing to look out for when trying 

to assess ads and possible greenwashing as, if a company provides lot of specific 

information with enough details it more unlikely to be greenwashing.  

 

The third sub-question was: “What kind of content in clothing advertisements affect a 

consumer´s perception of greenwashing?”. This question was studied empirically by 

examining different claim types and a green visual element in ads. The false claim in the ad 

had a slightly positive influence on the perception of greenwashing while the vague claim in 

the ad had a slight negative influence. When claim types were reviewed through consumer 

perceptions, both a perceived false and a perceived vague claim had a positive effect on 

the perception of greenwashing with statistical significance. The result of this study was 

surprising, as Schmuck et al.´s (2018) study concluded that false claims affect positively the 

perception of greenwashing while vague claims are not detected as greenwashing. But on 

the other hand, De Jong et al. (2020) noticed that if a consumer perceives a claim being 

half-lie it is perceived as greenwashing, regardless of the partial truthfulness. Even though 

the result of this study suggests that there might be a positive relationship between 

perceived vague claim and the perception of greenwashing, should be considered that this 

research did not have a control group and therefore the result might differ from previous 

studies. The relationship between vague claims and the perception of greenwashing needs 

more examining while the connection between a false claim and the perception of 

greenwashing seems to be evident, just as Xie et al. (2015) have stated that for consumers 

these kinds of claims in ads are easier to judge as greenwashing because without objective 

evidence it is very likely to appear greenwashing.  

 

Schmuck et al. (2018) and Parguel et al. (2015) have concluded in their studies that visual 

elements in ads decrease perceived greenwashing probably because pictures can be 

categorized as an emotional persuasion tactic. It was also the assumption of this study 

related to visual elements and it was expected that a green visual element will influence 

negatively the perception of greenwashing. However, this study resulted the contrary, the 
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influence being positive. It was a bit surprising result, but it might be that greenwashing in 

ads was being too obvious to the respondents as the ads were fictional in experimental 

setting and therefore the green visual element was also perceived as greenwashing. The 

used visual element was a picture of plant leaves and it might not have such an emotional 

appealing effect as some other type of picture. Also, the sequence of the questions may 

have affected the respondents´ assessments of the green visual element and its 

greenwashing effect as first it was answered the questions related to green claims and their 

potential deceptiveness.  

 

The fourth sub-question asked: “What is the influence of the perception of greenwashing to 

both attitude and intention towards a company?”. Only the relationship between the 

perception of greenwashing and intention towards a company was able to be studied in this 

research. As assumed, the perception of greenwashing had a negative influence on 

intention toward the company presented in the ad. The result is in line with the prior findings, 

as greenwashing is studied to have no or negatively influences on consumers´ intentions 

towards brands (Braga Junior et al. 2019; Chen & Chang 2013; Chen et al. 2014; De Jong 

et al. 2018; De Jong et al. 2020; Newell et al. 1998; Nyilasy et al. 2014; Zhang et al. 2018). 

However, in this study consumers knew that they saw a fictional ad by a fictional company 

and the mean of variable intention was about 3 (neither agree nor disagree) what indicates 

that it has been difficult for consumers to assess their intention toward a fictional company 

with very limited information of the company and its products. Therefore, more data from 

this relationship should be acquired in the future.  

 

After answering all the sub-questions it is time to answer the main research question: “How 

do a consumer´s subjective knowledge of the clothing industry´s environmental impact and 

perception of provided information affect the perception of greenwashing and the perception 

of greenwashing further influences attitude and intention?”. Subjective knowledge of the 

clothing industry´s environmental impact didn´t have a significant impact on the perception 

of greenwashing but the perception of low level in provided information was connected in a 

significant level to the perception of greenwashing. Still, the perception of provided 

information level alone poorly explains the perception of greenwashing. Especially 

perceived false claim in the ad explained better the perception of greenwashing. If a 

consumer formed the perception of greenwashing it had a negative consequence on 

intention towards a company.  
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All in all, most of the results were in line with previous researches but some interesting 

results were found. A consumer´s subjective knowledge of the clothing industry´s 

environmental impact did not seem to influence the perception of greenwashing but on the 

contrary perceived low level of information had a negative influence on the perception of 

greenwashing. The perceived vague claim and a green visual element influenced positively 

the perception of greenwashing in this study which were surprising findings. As these 

findings are new and against the previous findings, and this research studied only simple 

linear relationships more empirical testing need to be done in the future to confirm the 

relationships. And even though a few different structural models were tested to explain 

consumers´ perception of greenwashing, the most ideal combination of independent 

variables explained only about 52% of variance in the perception of greenwashing. So, more 

examining of variables should be done to find the overall framework of factors affecting the 

formation of consumers´ greenwashing perception as now it seems that some important 

factors are not found yet.  

 

5.2 Managerial implication 

 

Some practical recommendations can be done based on the findings. As environmental 

issues have become a hot trend almost in all industries, people´s awareness of negative 

side effects, like greenwashing, have increased and people has started to notice 

greenwashing better and better. This was also present in this study as both the false and 

the vague ad group noticed quite well greenwashing intent of the ads. But still, 

greenwashing can mislead consumers, as vague claims are not always perceived as 

greenwashing (Schmuck et al. 2020) and people don´t probably always process ads and 

their content as carefully like they did when filling the questionnaire of this study. A false 

claim is easier to perceive as greenwashing because without a supporting evidence a false 

claim is easy to judge as a lie, as XIe et al. (2015) have stated. So especially regarding 

vague claims and other deceptive but subtle elements in marketing it is needed more media 

attention and education. All in all, hopefully the media continues to discuss more on the 

phenomenon and different initiatives and organizations continue to educate and raise 

awareness of consumers to assess the accuracy of green advertising messages and their 

honesty and special attention is paid to vague claims and visual elements that are not 

always perceived so easily as greenwashing. Also, some general regulations regarding 
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greenwashing should be done at the national level because without fear of external 

consequences companies continue to engage in vague communication as their claims are 

not completely false and it is not perceived as completely wrong practice.  

 

Still, more important is that companies and marketers understand that greenwashing is a 

negative phenomenon and it has mainly negative consequences for business, for example 

as shown in this study, lower intentions towards a company. Many factors affect consumers´ 

perception of greenwashing even though all of them are not yet known. Still, a lot of factors 

affecting consumers´ perception of greenwashing are known, and companies should use 

this information when they are planning their communication. Being transparent, sharing 

essential, enough specific and easily understandable information with supporting evidence 

can make a huge difference when consumers are assessing ads and potential 

greenwashing. Companies and marketers should learn how to avoid greenwashing, 

unintentional or intentional, because it is an unethical way of marketing that harms the trust 

of consumers, the environment but also backfires at companies as the first scenario is that 

due to greenwashing consumers become skeptical toward all kind of green marketing.  

 

5.3 Limitations and future research 

 

When reviewing the findings of this study, limitations should be also considered. This study 

was pre-experimental in design and no control group was used what may influence and 

distort the results. Besides, the analyzed sample was rather small and not representing the 

population in demographic details. The sample was gathered through a non-probability 

sampling technique and a different technique may have resulted in more representative 

sample and generalizable results. The study focused on the clothing industry context and 

the data was gathered from mainly Finnish-speaking individuals, therefore the findings may 

not be generalized to other industries or countries. The findings might have differed if the 

research would have studied the real ads including greenwashing from actual companies. 

In real-life people seldom form perceptions based on one ad because other factors such as 

background information of a company, previous beliefs and experiences affect our thinking 

and decisions. In addition, almost all the people have a constant access to the Internet and 

can search for more information, for example if a company claims being the best regarding 

some environmental actions it is easy to check whether there is some support for it or 

whether it is just an empty promise in marketing.  In the questionnaire, respondents did not 
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have the chance to search for more information from the company as it was informed that 

the company is fictional. The respondents´ awareness of a fictional situation can also affect 

the respondents´ assessments, for example, of intention towards a company. 

 

Because this research was pre-experimental, the future research should consider 

confirming the findings in another study. Also, the applicability of the findings in other 

industries and how these factors may affect there should be considered. In general, more 

research on the factors that affect the consumers´ perceptions of greenwashing should be 

done to find the main components. With these components, consumers could be educated 

to notice greenwashing but also to help companies to avoid unintentional greenwashing. 

Also, one potential and interesting future research area is to examine how corporate 

greenwashing affects personal brands, as it is very common that social media influencers 

are faces of the corporate marketing and this way many influencers engage in corporate 

greenwashing when they collaborate with some companies that known for greenwashing 

practices. However, to decrease the drawbacks of greenwashing, the most prominent way 

would be to continue studies that are focusing to finding potential solutions to how to end 

the greenwashing practice entirely as it is unethical, harms the real sustainability work, and 

all in harms the whole society and the environment.  
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APPENDICES 

 

Appendix 1. Stimulus materials 

 

Greenwashing ad with a false claim 

 

 

Greenwashing ad with a vague claim  
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Appendix 2. Measures 

 

SUBJECTIVE KNOWLEDGE 

SK1 I know pretty much about clothing industry´s negative environmental impact 

SK2 In comparison with average person I know a lot about clothing industry´s negative 
environmental impact 

SK3 People who know me, consider me as a knowledgeable person regarding to clothing 
industry´s environmental impact 

SK4 I think I know enough about clothing industry´s environmental impact to feel confident 
when I make a purchase decision 

 

ATTITUDE 

After the before seen ad, my overall feeling about XXwear as a company is 

 AT1 bad / good 

 AT2 negative / positive 

 AT3 unpleasant / pleasant 

 AT4 not appealing / appealing 

AT5 The potential deceptiveness of the ad is an important factor affecting your attitude 
toward the company 

 

INTENTIONS 

INT1 I would like to get more information about this company 

INT2 I would visit a web page of this company 

INT3 I would visit a social media channel of this company 

INT4 I would visit a store 

INT5 If I was considering buying a piece of clothing, I would consider purchasing from this 
company 

 

PERCEIVED LEVEL OF INFORMATION 

PLOI1 The ad provides specific information to support the claim presented 

PLOI2 The ad provides clear information as evidence how this product / company helps 
the environment 

PLOI3 The ad provides detailed information 

 

 



 

76 
 

AD CONTENT (CLAIMS AND VISUALS) 

AC1 The ad misleads with words 

PFC1 The ad includes an environmental claim that is false 

PFC2 The ad includes an environmental claim that is untruthful  

PFC3 The ad includes an environmental claim that is unprovable 

PVC1 The ad includes an environmental claim that is vague 

PVC2 The ad includes an environmental claim that too generic 

PVC3 The ad includes an environmental claim that is too broad to understand without 
specific definition 

VE1 The ad misleads with the picture  

 

PERCEPTION OF GREENWASHING 

PG1 The ad exaggerates how environmentally friendly the company actually is 

PG2 The ad leaves out important information which makes the company seem to be more 

environmentally friendly that it is 

PG3 The ad tells the truth about the company´s environmental actions 

PG4 The ad is misleading 

PG5 You are concerned about the potential deceptiveness of the ad 

 

CONTROL QUESTIONS 

Age 

Gender 

Education 

How often do you buy new clothes? 

 

SK = Subjective knowledge 

AT = Attitude 

INT = Intention 

PLOI = Perceived level of information 

AC = Ad claim 

PFC = Perceived false claim 

PVC = Perceived vague claim 

VE = Visual element 

PG= Perception of greenwashing 


