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This bachelor’s thesis studies how different forms of corporate environmental communication
effects consumer trust and green purchasing intentions among Generation Z in Finland. This
study uses a quantitative survey of 101 respondents aged 18-29. This study found that all green
communication methods positively affected green consumer trust, explaining 42.1% of its
variance. Third-party certified eco-labels were the strongest trust-building factor, followed by
specific numerical environmental claims. Green consumer trust strongly predicted purchase
intentions, explaining 37.8% of their variance. Mediation analysis showed that trust fully
mediated the effects of eco-labels and numerical claims on purchasing intentions. The findings
highlight that verified evidence and transparency are more effective than sustainability rhetoric

in promoting green consumer behavior.
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1 Introduction

Sustainability has become more important than ever during recent times. It has now become
requirement for Corporate Social Responsibility. It is now an important source of competitive
advantage to businesses (Dangelico & Vocalelli, 2017; Ottman, 2011). Environmental challenges
such as climate change, plastic pollution, resource depletion, and ecosystem degradation have
become increasingly important societal concerns. As awareness of these issues has grown,
consumers, governments, investors, and other stakeholders have placed greater pressure on
companies to show environmental responsibility and communicate their sustainability efforts
transparently. As a result, environmental performance and sustainability communication have

become key factors effecting stakeholder evaluations of firms (Polonsky, 1994; Testa et al, 2021).

In the past, the main purpose of firms was to grow economically. The environmental effects of
their activities and actions were ignored. Modern businesses are expected to reduce their
environmental impact and communicate their sustainability efforts transparently. Companies
promoting and advertising their actions through marketing and public relations activities.
Stakeholders increasingly demand correct and credible information about corporate environmental
performance, making honest sustainability communication an important aspect of business
practice (Peattie and Crane, 2005). As a result, companies have started to consider environment in
their product development, supply chain management, and brand strategy. This increases the

growth of green marketing.

Green marketing refers to a wide range of business activities. The aim is to meet the customer's
needs and at the same time, have the minimum negative effects on the environment and protection
of natural resources for future generations (Peattie& Crane, 2005). It is far more than just being
making environmentally friendly products. Genuine green marketing companies must use
sustainable sourcing practices. Firms should also reduce the use of harmful chemicals, adopt better
recycling process, emit less carbon emissions, and get environmental certifications (Dangelico&
Vocalelli, 2017). Companies try to build a responsible and sustainable environment and friendly

brand image through these actions.

This approach suits to a growing number of consumers who prefer to support those companies,

who shares same values and same environmental concerns (Yadav& Pathak, 2017).



1.2 Statement of the Problem and Research Gap

The practical remains are often disputed even companies using green marketing techniques
internationally and locally increasing. Most of these debates revolve around a decline in consumer
trust (Chen, 2010). As green marketing techniques become more popular, the problem of
greenwashing is also increasing. According to Chen and Chang (2013), Delmas and Burbano
(2011), and Lyon and Montgomery (2015), greenwashing involves making false or heavily
exaggerated environmental statements by a company to create an image of responsibility towards
the environment but not involving in meaningful change within itself. Diverse groups of
greenwashing techniques exist today. This includes for instance making vague, false promises
about products being environmentally friendly or nature-approved, or to wrongly using carbon
emissions statistics and information on the materials used in manufacturing processes (Lyon &

Montgomery, 2015).

All these green marketing issues have increased doubts among consumers (Nyilasy et al, 2014).
Consumers are developing mental doubts due to increased environmental messages, as they find
it hard to recognize true and false claims of companies to protect the environment (Leonidou et
al., 2011). This level of doubts negatively affects the communication of genuine green marketing
campaigns. As a result, any honest firms trying to make real changes and investing money into
such activities face criticism from doubtful consumers who automatically assume all
environmental claims as mere marketing (Souto, 2022). To overcome this issue, building consumer
trust has proven important. Consumer trust involves the confidence of customers that a company
can be relied on due to its integrity and commitment to the environment (Chen, 2010; Morgan &

Hunt, 1994).

Although the relationship between green marketing communications, consumer trust, and purchase
intentions has received considerable attention in earlier research, several gaps stay. Existing studies
have shown that the credibility of environmental claims influence consumer trust and perceptions
of greenwashing (Delmas and Burbano, 2011; Nyilasy et al, 2014). However, comparatively less
research has examined how different forms of green marketing communications influence trust
and purchase intentions among Generation Z consumers. As a unique consumer group
characterized by high digital literacy, environmental awareness, and skepticism toward corporate

sustainability claims, Generation Z may respond differently to specific environmental claims,



certification-based claims, and vague environmental messaging. Therefore, further research is
needed to better understand how different green marketing communication strategies influence
green consumer trust and purchase intentions among young consumers. In addition, it is known
that green advertising affects purchasing decisions, no research addresses whether such messaging

influences purchase decisions of Generation Z who reached adulthood (Djafarova & Foots, 2022).

Generation Z has different mental qualities when compared to other generations because it is
influenced by the awareness of climate issues and use of digital technology. Younger generations
are good at obtaining knowledge, but they tend to be less trusting of established institutions
(Francis & Hoefel, 2018).

1.3 Research Objectives and Questions

This research tries to solve the rising issue due to the lack of clear results by isolating, studying,
and evaluating the effects of several types of environmental communication strategies on consumer
trust and the purchase decision process. The main purpose of the paper is to analyze how exactly
corporate green marketing efforts may either build or damage consumer trust, and how much of
an important mediating factor trust can be when talking about the purchase decision process among

Generation Z.

To answer this questions, there should be several research questions raised. The key one will be

supported by three more specific sub-questions:
Main Research Question:

How do corporate green marketing communications affect consumer trust and purchase intention

among Generation Z?

Sub-Research Questions:

1. How do diverse types of sustainability claims affect consumer trust?

2. How does consumer trust influence purchase intentions?

3. Does trust mediate the relationship between sustainability claims and purchase intentions?

To examine this research question, this study uses a quantitative research approach. Data is

collected through an online survey targeting Generation Z consumers aged 18-29, ensuring that



minors are not included in the sample. The data is processed using statistical techniques, including
OLS regression, to examine the relationships between sustainability claims, trust, and purchase

intention.

1.4 Scope and Delimitations of the Study

This study will apply boundaries to achieve analytical clarity. In terms of generations, the study
will define its targeted sample in relation to legally mature participants of Generation Z. Given the
time in which we are interested, i.e, 2026, Generation Z refers to individuals born in the period
between 1997 and 2012, thus spanning ages of 14 to 29 years old (Francis & Hoefel, 2018).
However, this study uses an important age boundary, limiting itself strictly to the 18 to 29-year-

old young consumers. These limitations are justified on two grounds:

First, individuals under the age of 18 are protected by strict laws and guidelines related to
collecting data independently. Exclusion of minors guarantees compliance with the institutional

ethical review board requirements.

Second, individuals aged 18 to 29 years have more independent buying capabilities, sufficient
useable income, and consumer independence making them especially interesting in terms of

business strategies.

However, this exclusion will not affect the validity of the thesis as the previously mentioned 18-
29-year-olds are the operational heart of Generation Z at the time of interest, being an independent

consumer.

The geographically bounded scope of the study refers to young consumers located within Finland.
Finland is an ideal example of a study area of analysis since its infrastructure provides good support
to environmental sustainability issues. Moreover, Finland has a highly institutionalized system of
sustainability and is characterized by a high baseline of trust among societal institutions and a
general level of critical media literacy. As such, the residents are aware on a regular basis to
corporate sustainability campaigns, eco-labels, including the Nordic Swan eco-label, as well as

strict environmental communication standards set up by the EU.
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As aresult, this study focuses on young consumers within a highly developed sustainable society,
minimizing potential weakening effects of the analysis through the combination of different

national markets and institutional environments.

1.5 Structural Organization of the Thesis

The bachelor thesis is structured in five parts to allow for a methodological approach that will
provide a clear flow from theoretical framework through to the empirical analysis. In Chapter 1,
necessary introductory information is presented, including green marketing background, the

statement of the problem, literature gaps, research questions, and scope and delimitations.

Chapter 2 includes literature review and theoretical framework. The existing research on green
marketing categorize is reviewed, the psychology of consumer trust analyzed, the mechanism of
purchase intention explained, mental qualities of Generation Z discussed, and five hypotheses are

formulated.

Chapter 3 covers the empirical methodology. The research design is described along with survey
development techniques, samples selection criteria, and analysis methods used in this study,

relying on initial data collected using quantitative data collection tool Google Forms.

In Chapter 4, the full statistical results are provided after descriptive analysis, reliability test,

correlation analysis, and multivariable regression.

Lastly, in Chapter 5, the empirical results are interpreted in connection with the existing literature,
practical implications of the research found, research limitations discussed, and suggestions for

further research proposed.

2 Literature Review and Theoretical Framework

This chapter reviews the existing literature on green marketing, consumer trust, and purchase
intention. Different forms of environmental communication used by companies is focused. In
addition, how these influence consumer perceptions and purchasing behavior. The chapter also
shows the theoretical foundation of the study and develops the hypotheses that guide the empirical

analysis.
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In this study, the theoretical basis is signaling theory. The theory of signaling was introduced by
Spence (1973); to describe the way one party sends signals or information about itself to another,
when there is an asymmetry in knowledge. This would be where one side knows more about the
process than another. On the other hand, businesses are more aware of what they do for the
environment than consumers when it comes to green marketing activities. As a result, consumers
depend on information communicated through sustainability claims, eco-labels, certifications, and
other forms of environmental communication when evaluating a firm’s environmental
performance (Connelly et a, 2011). All signals are not equally believable according to signaling
theory. People trust information when it is clear, easily verifiable, and hard for others to fake.
Information that is vague, unclear, and hard to verify are less likely to be trust by consumers
(Spence, 1973; Connelly et al, 2011). Therefore, signaling theory is a suitable theoretical approach
for understanding how several types of green marketing communications influence consumer trust

and later affect purchase intentions among Generation Z consumers.

2.1 Typology and Mechanics of Green Marketing Communications

It is difficult to calculate whether green marketing is working or not. That is why a detailed
classification system is needed that recognize corporations deliver green messages using unique
structure and languages (Dangelico & Vocalelli, 2017). Earlier studies often merged all types of
green ads under a single heading. This lead to fail the understanding what caused some campaigns
to succeed while others faced severe backlash from the community (Peattie & Crane, 2005). The
current framework for sustainable communication fills this gap by differentiating between
environmental signals delivered by corporations based on their content, structure, and verification
sources (Leonidou et al, 2011). This paper analyzes three major types of communication used by

firms today.

2.1.1 Specific and Quantitative Environmental Claims

A particular environmental statement is one that uses specific quantitative data, measurements,
and concrete ecological parameters (Thegersen et al, 2010). Some examples of such
communications include example of specific environmental claims include statements such as a
packaging material being made from 90% recycled PET plastic or a company reporting that its

manufacturing process reduced Scope 1 greenhouse gas emissions by 40% over a two-year period.
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Consistent with signaling theory, credible signals are difficult to deny, and the organization needs
substantial capabilities, increasing their level of credibility for external audiences (Lyon &
Montgomery, 2015). When organizations provide specific percentage numbers and bounded
parameters in their environmental claims, semantic ambiguity is avoided. Therefore, the consumer
does not have to guess on what might lie behind the message. Quantitative information provides a
transparent accountability path, suggesting that the company has done some form of internal
environmental audit and gathered empirical evidence about its public claims (Thegersen et al,
2010). Hence, research findings show that the use of concrete numbers results in the lowering of
consumers mental safeguards. By providing objective measurements, consumers feel safer and
more confident in terms of believing in the environmental claim rather than vague messages

(Leonidou et al, 2011).

2.1.2 Third-Party Certifications and Eco-Labeling

Third-party certifications/eco-labeling offer a much more institutionalized approach to green
marketing. They allow consumers to avoid corporate defined verification by placing the judgment
in the hands of a non-profit regulatory organization (Thegersen et al, 2010). Popular examples
used in both the European and Finnish cases are the European Union Eco-label, the Nordic Swan
Eco-label, and issue-specific agricultural certification labels like the EU Organic Bio- shield.
Labels rely fully on institutionalized cues for their psychological impact. This is because to pass
third-party standards the product must go through outside auditing as well as chemical testing

(Rahbar & Wahi, 2011).

As this process requires generous amounts of chemical understanding and thermodynamics that
would take unrealistic amounts of time to figure out as a beginner, having an eco-label attached to
a product act as a heuristic, dependable guide (Thegersen et al, 2010). By being institutionalized
the regulatory body ends consumers weakest link by ensuring that even if the firm has internal
reasons to strategically exaggerate, the third-party regulator will verify that they do conform to the
standards. Thus, it can be concluded from literature that eco-labels allow themselves to be some
of the most trustworthy mechanism for ending consumer uncertainty and creating institutional trust

in well-established sustainable markets (Rahbar & Wahid, 2011).
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2.1.3 Vague, Abstract, and Decorative Sustainability Messaging

Misleading an audience with vague language and suggestions of sustainability and environmental
responsibility is a good example of how low advertising can sink. The second example describes
the presence of unverifiable claims, lack of context, and semantic construction (Lyon &

Montgomery, 2015). For corporate actions, this means a relative absence of meaning for use of the

nn nmn nn

terms "green," "eco-friendly," "natural," "sustainable," "earth loving," and the like. These terms
preceded by appealing images of green leaves and pure, peaceful landscapes along with soft
soundscapes in online ads. These marketing techniques lack meaning, and since legal requirements
are lacking, the company is not bound to the non-existent commitments and is not liable for any

noncompliance.

According to the psychology of advertising, vague language is becoming almost useless in
advertising sustainable products since consumers are interpreting these advertisements in a more
literal manner. For example, companies that advertise their products as "100% Natural" can use
methods of monoculture with a single crop that are harmful to the ecosystem, create their products
that are free of chemical irritants by using a lot of chemicals, and transport their products, causing
the greenhouse effect, by using a lot of chemicals. Without any criteria that are objective, this type
of language will create doubt, and consumers will conclude that the environmentally damaging
language and slogans are more than just semantics (Nyilasy et al, 2014). Consumers will think that

the company is trying to mislead the consumers with empty slogans and false advertising.

2.2 Consumer Interpretation of Sustainability Claims: From
Understanding to Purchase Intention Trust

With increased cases of greenwashing in the past two decades, the psychological landscape for
sustainable consumption has been changed significantly by consumer attitudes changing from
openness to a more doubtful stance (Chen & Chang, 2013; Delmas & Burbano, 2011). As a result,
if a consumer meets a marketing claim about environmental friendliness, sustainability or
corporate environmentalism that proves to be fake, exaggerated or fundamentally blank, cognitive
dissonance sets in. The feeling of psychological distress occurs due to a natural conflict between
moral motivation and the experience of false through impression management techniques used by

the corporation in question (Nyilasy et al, 2014). Consequently, the consumer forms strong
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psychological defenses in the form of a tendency towards distrusting any unsupported

environmental claims made by companies.

A consumer’s doubts play a significant role in the development of green trust which Chen (2010),
describes as an organized system of consumer expectations about the environmental reliability,
kindness, and capabilities of the brand in question. Trust is relational and easily damaged. Upon
selecting a sustainable product, a consumer usually pays a premium and makes an investment of
emotional effort based on the assumption that his or her choice decreases environmental harm
(Yadav & Pathak, 2017). Because the environmental benefits provided by a certain product are
hard to verify that can only be verified by the customer after the moment of purchase, he or she
has no other choice but to rely completely on the firm’s communicative messages. The failure of
these messages leads to total loss of trust, which results in unfavorable word-of-mouth, consumer

avoidance, and degradation of the brand’s equity among its potential audience.

2.3 The Determinants of Green Purchase Intention

Purchase intention is the extent to which a consumer psychologically agrees to, and mentally
believes they can buy, a specific product or brand within a defined time (Ajzen, 1991). A central
goal for researchers investigating sustainable consumption has been to explain how environmental
attitudes cause purchase intention. The explanation for the causal relationship between
environmental attitudes and purchase intention is provided using a behavior-based theoretical
model (such as the Theory of Planned Behavior developed by Ajzen, 2011). According to the
theory of Ajzen (2011), an individual’s intention to act in each way depends on three primary
factors that include: attitude toward the behavior, subjective norms about the behavior, and
perception of control over performing the behavior. Young consumers who have a strong passion
for sustainable issues often have trouble when developing defect-free attitudes as regards

translating those attitudes into purchase intention (Joshi & Rahman, 2015).

Young consumers’ green product purchasing decisions are influenced by some characteristics of
the product that include price, quality, convenience, product availability and most importantly
credibility of environmental messaging communicated through these features (Nguyen et al, 2019).
When consumers perceive some type of risk due to uncertainty in their belief that a green product

may pose unknown risks, both assumed risk and expected regret negatively affect purchase
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intention. On the other hand, if companies communicate strongly and credibly about
environmental ethics, then the opportunity offered by the product meets up with ethics, thereby
positively affecting purchase intention (Yadav & Pathak, 2017).

Generation Z are more literate on environmental concerns and usually support sustainable and eco
friendly products. Even when they are more of environmental issues, they often make purchasing
decision based on factors like price, convenience, availability, and quality. This means they often

purchase products that are cheap and easily available.

One key factor is price sensitivity, as young consumers often face limited financial resources and
may be unwilling to pay large price for environmentally friendly products (Joshi and Rahman,
2015). Furthermore, peer influence and social norms play a significant role in shaping consumption
behavior. As digital natives, Generation Z consumers are exposed to opinions shared through
social media platforms, online communities, and influencer networks, making social approval an
important consideration in purchase decisions (Djafarova and Foots, 2022). Consequently, while
Generation Z consumers often express strong pro-environmental values, their actual purchase
intentions are shaped by a combination of environmental concern, economic considerations, and

social influences.

2.3.1 Interventional Variables: Role of Trust

Trust should be considered as a mediating factor and not an independent driver when building a
model for explaining the relationship between green marketing strategies and purchasing behaviors
of consumers (Chen, 2010). Green marketing products often require re-organizing the mental

structure of consumers before the marketing communication or products changes take place.

In such a case, green trust plays the critical role of the key mediating factor for changing the
marketing input into behavioral intentions. Through right marketing data, the customer will
perceive the company's value as reliable and truthful, thereby reducing any doubts concerning
greenwashing (Chen, 2010). Once the consumer feels secure mentally, the barriers to sustainable
consumption behavior become less, and thus the individual's environmental direction becomes

clear through strong purchase intentions (Joshi & Rahman, 2015).
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However, if the green marketing data do not build trust or knowingly arouse doubts through
unclear marketing strategies, then the mediation does not occur. As a result, it becomes impossible
to move from environmental concern to purchase intention regardless of the level of ecological
concern shown by the consumer (Chen & Chang, 2013). Therefore, green trust acts as the barrier

that prevents any sustainable consumption action from taking place.

To critically assess the dynamics of green trust among members of Generation Z, one must
appreciate their unique mental structure, modes of communication, and processes of socialization
(Francis & Hoefel, 2018). Born from 1997 to 2012, the aged Generation Z, those aged 18-29 in
2026, is the first true digital-native generation. The members of this generation grew up in a world
marked by the growth of fast mobile internet, social media, and digital awareness (Djafarova &
Foots, 2022). More exposure to digital environments made them adept at collecting information

and verifying its authenticity through multiple sources.

Additionally, Generation Z was socialized during the time when the globe experienced several
crises, including escalating climate instability, degradation of ecosystems, socioeconomic
instabilities, and high-profile unethical conduct by corporations Therefore, this generation
approaches consumption from a perspective that treats it as an extension of one’s own moral and
political philosophy (Francis and Hoefel, 2018). In other words, Generation Z expects corporations
to take clear ethical positions and prove consistency and integrity of operations across the entirety

of their global supply chains.

More importantly, Generation Z spends a lot of time in digital environments where corporate
messaging is questioned, verified, and challenged by peers and non-corporate digital creators in
real-time, making this generation particularly aware of greenwashing techniques employed by
corporations (Djafarova & Foots, 2022). They could verify the claims made in social media
advertising in comparison to the company’s sustainability reports and legal compliance
documentation. Thus, the trust of Generation Z is based on many factors and hard to reach.
Generation Z is not impressed by flashy decoration, slogans, and sentimental appeal to
environmentalism. Rather, they need evidence-based, transparent, and externally validated

information before giving their trust and credibility to any corporation (Dabija et al, 2018).

17



2.4 Hypotheses Development and Conceptual Framework

As shown in the literature review, green marketing communications differ in terms of their
credibility and informational value. According to signaling theory, Consumers judge
environmental claims based on whether the information is trustworthy, can be verified, and
provides useful details about a company’s environmental actions and performance (Connelly et al,
2011). As aresult, several types of sustainability claims may influence green marketing consumers
in many ways. On basis of current discussion, following hypothesis are developed to analyze the
effects of specific environmental claims, certification-based claims, and vague environmental

claims on green trust among Generation Z consumers.

According to the signaling theory, many corporate signals that have been quantitatively assessed
have high credibility. They require an ability, a set of internal controls, and auditing structures
(Lyon & Montgomery, 2015). Generation Z individuals live in the age of the Internet with vast
amounts of information technology usage. Thus, vague statements on websites are perceived as
advertising devices. In contrast, the provision of specific percentage values, indicator systems
and quantitative data about CO2 emissions, water usage, or input materials are cognitive
supports (Thegersen et al, 2010). The provision of such data provides evidence for consumers to
believe their claims and gives the impression that companies have documentation to back up
their claims. By doing this, it is possible to reduce the assumption of risk related to corporate

deception.

e HI: Specific, quantitative environmental claims have a significantly positive impact on

green consumer trust of young people.

Third-party certifications help to translate company statements about their environmental
practices from private communications into institutionalized claims that are also recognized by
others (Thegersen et al, 2010). For young Finnish consumers who find themselves in an
increasingly crowded marketplace, independent verifications such as the Nordic Swan label or
EU eco-label will act as short cuts for making informed decisions. Since generation Z is doubtful
when it comes to any form of recognition given to them by a company directly (Rahbar &

Wabhid, 2011), the inclusion of third-party evaluators changes how trust is established with
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consumers. Third party actors provide assurance that what companies claim has been tested and

audited independently; therefore, this provides assurance of credibility. Thus, we can say that

e H2: Environmental claims based on third-party certifications have a significantly positive

impact on green consumer trust among young consumers.

Examples of vague environmental claims relate to general and unclear statements about the
company’s actions towards improving its environmental performance but without providing

29 ¢¢

detailed information that is verifiable and measure able. Terms such as “eco-friendly,” “green,”
“environmentally conscious,” and “natural” are used to make vague claims. As opposed to the
numerical or independently certified claims, the vague environmental claims do not provide much

information that would allow evaluating the environmental performance of a company.

As shown in earlier research, vague environmental communications have the opposite effect to
green communications on consumers’ attitudes. They can increase doubts because it becomes
difficult for the consumer to differentiate between real efforts to improve environmental
performance and the marketing strategy adopted to make the brand look more environmentally
friendly (Delmas and Burbano, 2011). The lack of evidence in relation to the environmental claim
might lead to an assumption that the company uses exaggerations to attract consumer attention, a

process known as greenwashing (Nyilasy et al, 2014).

The negative effects of vague environmental claims can be significant in case of Generation Z
consumers due to their unique characteristics. Being digital natives, Generation Z individuals have
access to more information provided online, which allows them to verify to claims made by
companies. Moreover, Generation Z is expected to verify claims about environmental activities

performed by the corporation to ensure that they are true (Francis and Hoefel, 2018).

Under the signaling theory, vague environmental claims are considered as weak signals because
they are cheap to produce, easily copied, and hard to verify. In turn, credible signals involve
supporting evidence and the possibility for the customer to evaluate the truthfulness of a particular

environmental claim (Connelly et al, 2011). Thus, Generation Z green consumers can negatively
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perceive vague environmental slogans. Based on this consideration, the following hypothesis can

be developed:

e H3: Vague environmental claims have a significant negative effect on green consumer trust

among Generation Z consumers.

Trust can be considered one of the crucial factors that affects individuals' intention to purchase
eco-friendly goods. The development of trust enables consumers to feel sure that environmental
claims made by organizations are reliable, and benefits mentioned in such claims happened, rather
than made up (Chen, 2010). Considering that many of the environmental qualities cannot be

verified in advance, the role of trust becomes even higher.

The earlier literature show that trust in an organization's environmental promises is positively
associated with purchases of their goods. Green trust minimizes perceived risks connected with
green purchasing and support the perception that such actions contribute to the environmental
protection (Yadav and Pathak, 2017). In other words, trust mediates positive attitudes towards

sustainability and promotes purchasing decisions (Nguyen et al, 2019).

In the case of Generation Z consumers that are exposed to many sustainability claims, concerns
about greenwashing play a particularly significant role. Thus, the following hypothesis can be

formulated:

e H4: Green consumer trust has a significant positive effect on purchase intentions for

environmentally friendly products among Generation Z consumers.

Even though green marketing communications could influence consumers' perception, they are
not responsible for creating the willingness to purchase environmentally friendly products.
Consumers make their decisions based on the reliability and validity of such perceptions after
being influenced by green marketing communication. Signaling theory suggests that marketing
communications serve as the signal used by consumers to assess companies' environmental

intentions when they lack all other information (Connelly et al, 2011).

According to prior research, the influence of environmental claims on purchasing decisions has
been found only through affecting consumers' perceived level of trust in such claims (Chen, 2010;

Nyilasy et al, 2014). Explicitly expressed claims, clearly communicated and measurable claims,

20



as well as certification claims, builds evidence in favor of claims. The way people evaluate non-

explicit claims influences their perceived level of trust in such communications.

It follows that green consumer trust serves as a mediator between green marketing communication
and the formation of purchase intentions. Therefore, the following hypothesis could be put

forward:

e HS5: Green consumer trust significantly mediates the relationship between green marketing
communications and purchase intentions for environmentally friendly products among

Generation Z consumers.

Figure 1. Hypothesized research model mapping paths H1 through HS.
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3. Methodology

In this study, I apply a quantitative research method, based on the principles of post-positivism
(Saunders et al. 2019). Post-positivism holds that social and behavioral incidents have an objective
nature; however, our knowledge of such incidents is deeply week due to incomplete observations,
measurements, and tests. By using a quantitative method in this research thesis, I look to recognize,
measure, and analyze the relationship between clearly defined independent variables (types of
green marketing communication), mediators (green consumer trust), and behaviors (intention to

purchase environmentally friendly goods).

The application of numbers allows collecting correct results through statistical techniques. A
structured survey will serve to highlight the need for consistency, control, and mathematical
precision. The choice of a structured survey also aims to limit the researcher's bias while collecting
primary data. Such an approach allows the usage of advanced statistical analysis tools, including
Cronbach's alpha coefficient to find reliability, Pearson correlations to show associations, and

multiple linear regressions to predict outcome probabilities.

3.1 Questionnaire Design and Scale Operationalization

Before describing the data collection process, it would be essential to elaborate on the development
of the main measurement tool. Since the study aims at gathering reliable data based on a credible
design, the scales were not created from scratch. All scale items were adopted from existing or
slightly modified studies on sustainable marketing and relationship quality in the scientific
literature and peer-reviewed journals. The questionnaire used the Likert five-point scale ranging

from "Strongly Disagree" (1) to "Strongly Agree" (5). It allows collecting testable data.

The questionnaire has five multi-item sub-scales corresponding to the key variables in the

conceptual model:

Specific Numerical Claims (SEC): The sub-scale explores young people's perception about the
credibility of quantitative data in the environmental claims. Following Thegersen, Haugaard,
Olesen (2010), and Leonidou et al, (2011), it includes two items: "Environmental claims supported

by numbers appear trustworthy" and "Information like 'reduced carbon emissions by 40%'
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increases my confidence." Both items investigate the connection between clear metrics and the

positive product evaluation.

Certification-Based Claims (CBC): The scale investigates how third-party certification transfers
to product perception. Using the work by Rahbar and Wahid (2011) as guidance, it includes two
items: "Environmental certification makes me more confident about products" and "Eco-labeling
increases product reliability." They help understand how the use of external certification helps

reduce risks and increases trust.

Vague Environmental Slogans (VEC): This sub-scale explores young consumers doubts towards
vague environmental language. Drawing on Delmas and Burbano (2011), and Lyon and
Montgomery (2015), it uses two items: "Generic claims like 'eco-friendly' reduce my confidence

in products" and "Environmental claims must be supported with facts or additional information."

Green Consumer Trust (CT): This is the primary mediator in the research model. The construct
focuses on the consumer expectations about a firm's integrity, transparency, and environmental
considerations. With regard to the relationship marketing theory proposed by Morgan & Hunt
(1994), and the conceptual framework suggested by Chen (2010), the following four items are
included in the construct: "I trust companies that clearly communicate environmental
information," "Environmental certificates increase the level of my trust in a company,"”
"Environmental information supported with evidence is important to me," and "I believe
companies which provide clear environmental information." Collectively, those four indicators

find whether transparency increases consumer confidence in the long-term perspective.

Green Purchase Intention (PI): This construct is the final behavioral outcome. It is focused on the
probability and willingness of the consumer to engage in an ethically responsible buying process.
With regard to the Theory of Planned Behavior introduced by Ajzen (1991), and the framework
given by Yadav & Pathak (2017), the following four indicators are used: "I would be willing to
buy from firms which are environmentally responsible," "Information related to the environment
influences my purchasing decisions," "I prefer products which inform about sustainability issues,"

and "Environmental information influence my purchase intention."
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3.2 Data collection and Fieldwork Protocol

Primary data were collected using an online, quick, and cross-sectional survey using Google
Forms. This method was used for the research due to its efficiency and applicability to higher
education networks and the digital communication of Generation Z people. The duration of the

online survey data collection phase took place in May 2026.

As there are less data availability of Finnish legally adult people and their contact information, this
paper uses non-probability sampling techniques for the population, namely convenience and
snowball sampling (Saunders, Lewis & Thornhill, 2019). The survey was distributed electronically
via several platforms, including university-related contacts and social media pages such as LUT
University's student emails, student's groups in, university forums online, and even WhatsApp and
LinkedIn messages personally sent by the researcher. Snowball sampling was used to involve more

participants geographically.

To minimize potential bias and ensure modern requirements for privacy, some protection measures
were introduced during the creation of the survey. First, the survey was designed in such a way
that participants should specify their exact age group before answering questions. Consent,
transparency of the institution, and full adherence to GDPR standards were clearly mentioned on
the welcome page. All the data collected during this survey are solely related to the bachelor’s

thesis at LUT University.

According to the ethical guidelines of the institution, privacy, and secrecy of all the data provided
by the participants were guaranteed. In addition, all the technical adjustments were made to

exclude the use of personal identifiers, such as real names, exact emails, or local IP addresses.

3.3 Sample Characteristics

Totally 102 first responses were collected in first data matrix. Before building structural regression
analyses, a first auditing procedure was carried out to find any missing data or non-conformable
responses in the data set. One case of incomplete response to the psychometric scale measures was
discovered., it was removed from the analytical matrix and N = 101 remained as the effective

sample size.
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To making sure that the obtained sample met with the restrictions imposed by the study, the

demographic variables were found and analyzed.

Table 1: Completed Sample Demographic Profile (N = 101)

Demographic Vector Group | Frequency Metrics Sample  Percentage
Category Classification Composition %
Age Distribution 18-20 years old 8 7.9%
21-25 years old 40 39.6%
26-29 years old 53 52.5%
Gender Identity Male 74 73.3%
Female 22 21.8%
Prefer Not to Say 5 4.9%
Educational Status Bachelor’s Degree 64 63.4%
Master’s Degree 34 33.7%
Doctor/PhD Level 3 2.9%

The demographics of the effective sample can be characterized based on three main demographic

dimensions:
Age distribution, gender ratio, and education level.

Firstly, demographic analysis shows that the sample in question fully meets the restrictions of the
study about the targeted population’s age range. Thus, the 26-29-year-old respondents (N=53)
include the largest share at 52.5%, while 21-25 age group follows with the number of N=40,
constituting 39.6%. Such age structure ensures that the obtained sample includes a large group of
late categories of digital natives who are capable of independent spending and have gained
sufficient consumer experience. Geographically, it should be highlighted that most respondents
(56 cases) live in Finland, with the added international student population living in the same
geographical area. Educationally, the sample show a prominent level of literacy, as 63.4% of all
respondents hold/pursue the bachelor's degree, while another 33.7% perform at the master's level.
This educational background allows considering that the sample is characterized by the necessary

media literacy to detect sustainable claims versus greenwashing.
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3.4 Statistical Software Environment and Data Processing Tools

These actions were performed via the use of the Python open-source statistics and computation
framework (Python version 3.11). The approach of a script-based coding method as opposed to

manual excel operations is taken to guarantee data integrity and reproducibility.
Three different Python packages are used to conduct the pipeline of data analysis:

Pandas (Wickham, 2010): This Python package was used to load in the dataset from a spreadsheet

file, deal with missing data, rename survey questions, and produce summary statistics.

Statsmodels (Seabold & Perktold, 2010): This package, focused on econometric analysis, was used
to compute Ordinary Least Squares (OLS) regressions with multiple explanatory variables and

conduct tests.

Pingouin/SciPy (Vallat, 2018): These packages are used to conduct psychometric test-retest

validity measures by calculating alpha coefficients for Cronbach’s alpha.

3.5 Scale Transformation and Composite Indexation Procedures

In its original form, the exported raw data obtained from Google Forms had 102 first responses.
Before performing the structural modeling procedures, a row-wise diagnostic test check revealed
one observation that had all zeroes in relation to the psychometric scales under consideration and
was so removed from the operational database. So, the final sample of observations for further

modeling has N = 101 individual records.

To make the data work easier, the long text headers of survey questions were shortened and
replaced with simple variable names (as SEC 1 through PI 4). Since the survey question in each
group were consistent and reliable, the average score of the related question was calculated for
each participant. For example, the specific claims score was obtained by taking the average of

SEC_1 and SEC 2.

Such an approach decreases measurement error and allows computing variances, which in turn
prepares the operational dataset for regression modeling and Pearson correlations. Descriptive
statistics of continuous composite indexes (using the pandas. DataFrame.describe() command) are

given in the table below.
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Table 2: Descriptive Statistics for Latent Composite Variables (N = 101)

Specific Certified Vague Claims | Consumer Purchase

Claims Claims Trust Intention
Count 101 101 100 101 101
Mean 3.5594 3.7277 4.0300 3.9332 3.7748
Std. 1.0684 0.9657 0.8757 0.7482 0.8333
Deviation
min 1.0000 1.5000 2.5000 1.2500 1.2500
25% 3.0000 3.0000 3.5000 3.5000 3.2500
50% 4.0000 4.0000 4.0000 4.0000 3.7500
75% 4.5000 4.5000 5.000000 4.5000 4.2500
max 5.0000 5.0000 5.000000 5.0000 5.0000

The respondents who gave the highest average rating (u =4.0300, 6 = 0.8757) in the Vague Claims
category were also 100. These results confirm that respondents agree that such unclear statements
as "eco-friendly" or "natural" increase doubts to the brand's reputation unless supported by
something. Claims Certifications (iu = 3.7277) received a more positive assessment than Specific
Claims (n=3.5594), which proves that although the younger generation prefers facts and numbers,
certification serves as the stronger factor for decision-making on the market. A high first
trustworthiness rating (u = 3.9332) and the purchase intention (i = 3.7748) prove that residents of
the city have a strong environmental mindset. So, sustainable communications are extremely

relevant.
3.6 Methodological Limitations and Controls

In this research paper, a quantitative method is used as structured surveys. Therefore, there exists
potential sources of bias related to opinion. However, it should be acknowledged that survey
research is limited in some aspects, such as self-reporting of data (Saunders, Lewis & Thornbhill,
2019). In this case, the limitations related to such a method include thought processes of
participants, interpretation of Likert scale, and socially desirable response, meaning that

participants may misreport their perceptions and intentions to look greener (Podsakoff et al., 2003).
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To keep transparency, the below table presents procedural limitations and methods applied to

overcome them.

First, since the questionnaire has two-item sub-scales for each of three marketing types, the depth
of measurement may be lower than in case of using longer scales, consisting of four or five
questions (Hair et al., 2019). As a control mechanism, we used non-overlapping statements taken

from valid academic papers which help to increase content validity.

Second, being independent, perceptual, and intentional variables measured by the questionnaire,
dependent variables are self-reported purchase intentions but not purchases themselves. Such a
scenario raises issues of a gap between attitude towards an object and purchasing behavior due to
pricing issues or situational reasons (Joshi & Rahman, 2015). The limitation is reduced by focusing
on highly environmentally educated society with high value internalization (Finland). Therefore,

the gap between attitude and behavior is minimized (Thegersen, Haugaard & Olesen, 2010).

Finally, using a single instrument to measure independent, mediating, and dependent variables
increases possibility of common method variance (CMV) problem (Podsakoff et al, 2003). To
minimize CMV, we followed Podsakoff et al, (2003) recommendations, including separation of
question groups, different wording of measurements and explicit assurance of privacy and

confidentiality.

4 Empirical Results and Analysis

The current chapter presents the statistical results obtained during the primary collection of data
using online survey method. The analysis is presented in several steps: demographics' processing
and profiling; scale validation, description, and hypotheses testing. All processes with data were

conducted using Python econometric software
4.1 Survey Administration, Data Cleaning, and Sample Profile

Firstly, to obtain the first measured data set, a questionnaire was built to gather data about
selected consumer's characteristics. Initially, there were 102 records in our database. Prior to

performing parametric tests, we cleansed the data set by removing all inconsistent records. One
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record was missing all values in psychological questions, and it was excluded, resulting in

N=101.

Geographical Compliance: To verify whether the chosen age category and geographical area
meet research requirements, we conducted demographic filter checks. According to the country

matrix, majority of our respondents live in Finland (N = 56).

Age Profile Compliance: Our age check proved that we have chosen only respondents that fall
into the legal-aged Generation Z, 7.9% (n = 8) of the total amount of the sample are aged 18-20;
39.6% (n = 40) respondents are 21-25 years old; and 52.5% (n = 53) of our sample are aged 26-
29. This reflects the late Generation Z category with independent purchase capabilities and

mental abilities.

4.2 Scale Reliability and Construct Validity

Before testing the main hypotheses, it is necessary to check both the reliability and the construct
validity of the survey scales. Reliability shows whether the questions used for each concept are
consistent and stable, while construct validity confirms whether the scales measure different,

distinct concepts rather than overlapping or repeating the same ideas.

To test scale reliability, Cronbach’s alpha coefficients were calculated for each variable block using
the data from (N = 101). Cronbach’s alpha measures the internal consistency of a scale by
evaluating how well a set of questions sticks together. In business research, an alpha value above
0.70 shows good reliability, while values between 0.60 and 0.70 are considered acceptable for

short exploratory scales having only two or three items (Hair et al, 2019).

The formula for the Cronbach’s Alpha is:
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Where K is the number of questions in the scale, and the variance of each individual item is part
of the overall variance of the composite measure. According to psychometric practice, Cronbach’s
alpha with values greater than 0.70 implies high reliability, while values greater than 0.60 imply
good reliability in two-item short measures (Hair et al, 2019; Nunnally, 1978).

The computed psychometric properties for the five-core operational construct sub-scales are

summarized in Table 3 below:

Table 3: Reliability Analysis of Measurement Scales

Latent Construct | Underlying Number of Items | Computed Reliability
Variable Survey Indicator | (K) Cronbach’s Assessment
Alpha
Specific Claims | SEC 1,SEC 2 |2 0.844 Highly Reliable
(SEC)
Certified Claims | CBC 1,CBC 2 |2 0.688 Acceptable
(CBC) Reliability
Vague  Claims | VEC 1, VEC 2 |2 0.900 Exceptional
(VEC) Reliability
Consumer Trust | CT 1, CT 2, |4 0.693 Acceptable
(CT) CT 3,CT 4 Reliability
Purchase PI 1,PI 2,PI 3, | 4 0.753 Good Reliability
Intention (PI) PI 4

According to the psychometric evaluation, statistical viability is clear for all the variables tested.
On the Specific Claims scale, high internal reliability (a= 0.844) suggests the existence of a
consistent psychological build relational quantification and numerical reasoning among young
consumers. On the other hand, the Certified Claims scale reveals internal consistency (o = 0.688,
rounded to 0.69), which is viewed as sufficient for the two-items scales used in consumer

behavioral studies (Hair et al, 2019). On the Vague Claims scale, there are understandable signs of
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high psychometric reliability (o = 0.900), meaning that the set of items assessing the need for proof
and resistance to vague statements belong to a unique development. It can be noted that the
Consumer Trust (a = 0.693) and Purchase Intention scales (a0 = 0.753) exceed to the minimum
requirements of academic research in this field. For these reasons, it becomes legitimate to

calculate the mean values for the composite development using row wise grouping.

4.3 Univariate Descriptive Analysis of Constructs

The means, variances, and standard deviations of the composite scales can reveal useful

information about the first dispositions of the target population.

Table 4: Descriptive Statistics for Composite Latent Constructs

Composite | Valid Mean Standard | Variances | Minimum | Maximum
Variable Observations Deviation Observed | Observed
Index (N)

Specific 101 3.559 1.068 1.141 1.000 5.000
Claims

(SEC)

Certified 101 3.728 0.966 0.933 1.500 5.000
Claims

(CBC)

Vague 100 4.030 0.876 0.767 2.000 5.000
Claims

(VEC)

Consumer 101 3.933 0.748 0.560 1.250 5.000
Trust (CT)

Purchase 101 3.775 0.833 0.694 1.250 5.000
Intention

(PD)

From univariate analysis, younger consumers expect greater transparency and verification. In

this regard, Vague Claims had the highest mean score at u = 4.030 (¢ = 0.876). This means that
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vague statements about the product such as environmental friendliness tend to have negative
effects on consumer trust and need evidence through credible claims. For Certified Claims, its
mean score was slightly higher at p = 3.728 while Specific Claims stood at p = 3.559. This
highlights the importance of numbers but also the importance of third-party certifications as
credible source of information about the market. This can be supported by high scores for

Consumer Trust (n = 3.933) and Purchase Intent (n = 3.775).

4.4 Bivariate Association and Correlation Testing

For identification of early linear relationship and checking for linear dependency before the multi-
variable regression, the correlation matrix is estimated using Pearson bivariate coefficient. This

statistic ranges from -1.00 to +1.00.

Table 5: Pearson Bivariate Correlation Matrix

Composite Specific Certified Vague Claims | Consumer Purchase
Construct Claims Claims Trust Intention
Variables

Specific 1.000

Claims

Certified 0.588 1.000

Claims

Vague Claims | 0.243 0.331 1.000

Consumer 0.491 0.573 0.425 1.000

Trust

Purchase 0.338 0.451 0.441 0.615 1.000
Intention

From the above-mentioned standard measures for estimating correlations, several important trends
in the behavior of younger consumers towards environment-oriented marketing strategies can be

found:
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Credibility is found to have a high and statistically significant positive correlation with Certified
Claims (r = 0.573, p < 0.001) and Specific Claims (r = 0.491, p < 0.001). These findings confirm
the validity of Hypotheses 1 and 2.

Critical Mindset Factor: In line with the definition used, Vague Claims positively correlate with
Credibility (r = 0.425, p < 0.001), suggesting that despite their critical stance toward
unsubstantiated marketing technical language, individuals tend to trust brands more where

communication is credible.

Importance of Credibility in Driving Demand: It is also found that Purchase Intention has the
highest correlation among all constructs with Credibility (r = 0.615, p < 0.001), which supports
Hypothesis 4.

Checking for strong association: All inter-construct correlations are low enough not to pose any

threat of association between composite variables and to justify their usage in OLS regressions.

4.5 Hypotheses Verification through Multi-Variable Linear Regression
Modeling

Three OLS regressions were estimated separately to examine the hypotheses and whether green

consumer trust mediates based on the mediation theory of Baron and Kenny, (1986).

First, we tested the basic assumptions needed for linear regression analysis. The scatter plots
confirmed linear associations among all the paths. Low values of Variance Inflation Factors (VIF),
which are all below 1.60, show no strong association among the predictors. The value of the
Durbin-Watson statistic is near 2.0, suggesting independence between the error terms. In addition,

their normal distribution is clear from the normal probability plot.

4.5.1 Regression Model 1: Evaluation of Green Trust Drivers (Testing H1, H2, H3)

The first step involved analyzing the relationship between the green marketing communication
inputs and the mediator. In this model, the mediator (i.e., Consumer Trust) is the dependent
variable and is influenced by Specific Claims, Certified Claims, and Vague Claims of the

environment as the independent variables.

The explicit econometric equation for Model 1 is formulated as follows:
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Purchase Intention = ﬁo + ﬁl(Specific Claims) + ﬁz(Certified Claims) + ﬁS(Vague Claims) + [)74(Consumer Trust) + €

Table 6: Regression Model 1 Output (Dependent Variable: Consumer Trust)

Independent Unstandardized Standard T- Statistics | p-Value 95%
Variables Coefficient Error (SE) Confidence
Interval
Intercept 1.4720 0.316 4.655 0.000 0.844,2.100
Specific Claims | 0.1516 0.067 2.252 0.027 0.018, 0.285
Certified Claims | 0.2801 0.077 3.660 0.000 0.128,0.432
Vague Claims 0.2172 0.071 3.070 0.003 0.077, 0.358

Model Statistics: R* = 0.4210; Adjusted R> = 0.4030; F (3, 96) =23.2720; p < 0.001.
Levels of Significance: p < 0.05, p <0.01, p <0.001.

The results of the multiple linear regression displayed in Table 6 show that the use of various green
marketing statements accounts for 42.10% of variance in green consumer trust (R>=0.4210). The

overall model is highly significant (F = 23.2720, p < 0.001), which shows that companies

decisions about environmental advertising influence customer trust significantly.

About the analysis of individual paths, all three independent variables make a statistically

significant contribution to the mediator, even if with varying weights:

Specific Statements (B =0.1516, p=0.027): This weak but still statistically significant relationship
means that specific claims including quantitative metrics and percentage values contribute to the

growth of consumer trust, thus proving Hypothesis 1.

Certified Statements (f = 0.2801, p < 0.001): The highest weight obtained in the current study
proves that the use of eco-labels significantly contributes to consumer trust, thus fully confirming

Hypothesis 2.
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Vague Statements (B = 0.2172, p = 0.003): This significant relationship occurs due to a particular
pattern in data, consumers understand that vague claims lead to decreased credibility. In this case,
increased trust is seen if such a claim was supported with concrete evidence, which explains why

Hypothesis 3 is true and consumers agree that vague claims reduce credibility (p = 4.0300).

4.5.2 Regression Model 2: Trust as a Direct Driver of Purchase Intention (Testing

H4)

The next regression aims at assessing whether the mediating variable (Consumer Trust) has an
impact on the dependent variable (Purchase Intention) to confirm Hypothesis 4. The results of the

regression model are presented below:
Purchase Intention = By + Bi(consumer Trust) + €

Table 7: Regression Model 2 Output (Dependent Variable: Purchase Intention)

Independent | Unstandardized | Standard T-Statistics p-Value 95%
Variable Coefficient Error SE) Confidence

Interval
Intercept 1.0803 0.353 3.058 0.003 0.379, 1.781
Consumer 0.6851 0.088 7.763 0.000 0.510, 0.860
Trust

Model Statistics: R* = 0.378; Adjusted R? =0.372; F (1, 99) = 60.27; Prob(F) < 0.001.
Significance levels: p < 0.05, p <0.01, p <0.001.

As can be seen from Model 2, Consumer Trust proves to be a good predictor of purchase
intentions for eco-friendly goods. Put differently, 37.8% of the variation in purchase intention is
accounted for by consumer trust (R = 0.378; Adjusted R? = 0.372) as a significantly strong
correlation between the variables (F = 60.27, p < 0.001). Specifically, an increase in consumer
trust by one unit results in an increase of purchase intention by 0.6851 units (B = 0.6851, t =

7.763, p < 0.001).
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4.5.3 Regression Model 3: Integrated Model and Mediation Analysis (Testing HS)

To evaluating the mediating role of Consumer Trust (H5 Testing), a multivariable regression model
was used. Specifically, the proposed regression model considers all three green marketing
communication strategies as well as the Consumer Trust mediator in predicting Purchase Intention.
According to mediation theory, the existence of significant direct relationships between the
independent and dependent variables, which are weakened or gave insignificant through the
introduction of the mediating variable is a sign of mediation (Baron & Kenny, 1986). The

comprehensive regression model can be formulated as follows:

Purchase Intention = .80 + .Bl(Specific Claims) + .BZ(Certified Claims) + B3(Vague Claims) + B4-(Consumer Trust) + €

Table 8: Regression Model 3 Output (Integrated Mediation Model)

Independent | Unstandardized Standard T- Statistics | p-Value 95%
Variables Coefficient Error (SE) Confidence
Interval
Intercept 0.5897 0.376 1.567 0.120 -0.157, 1.337
Specific -0.0051 0.074 -0.069 0.945 -0.152, 0.142
Claims
Certified 0.1087 0.088 1.239 0.219 -0.066, 0.283
Claims
Vague Claims | 0.1844 0.080 2.314 0.023 0.026, 0.343
Consumer 0.5268 0.110 4.802 0.000 0.309, 0.745
Trust

Model Statistics: R? = 0.449; Adjusted R?=0.426; F (4, 95) = 19.33; Prob(F) <0.001. Significance
Levels: p <0.05, p <0.01, p<0.001.

The comprehensive multivariable regression model explains 44.9% of the variance in Purchase
Intention of green products (R? = 0.449; R? adj = 0.426) and is significantly important (F = 19.33,

p <0.001). Once the mediator variable is introduced, the causal relationships change substantially.
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Specific Claims: Although a significant relationship between specific environmental claims and
purchase intention exists (r = 0.338), the effect disappears completely and becomes insignificant
(B =—0.0051, t =—0.069, p = 0.945). This shows that Consumer Trust completely mediates the

relationship between specific environmental claims and green purchase intention.

Certified Claims: Similarly, even though certified eco-labels have been shown to be significantly
related to purchase intention (r = 0.451), the effect of the claim weakens and becomes insignificant
(B=0.1087,t=1.239, p=0.219). Therefore, Consumer Trust mediates the link between eco-labels

and Purchase Intention.

Vague Claims: Even though the significance of vague claims’ effect on purchase intention (B =
0.1844,t=2.314, p = 0.023) weakens, the effect is still significant. Thus, it can be concluded that
Consumer Trust partially mediates the effect of vague environmental claims on purchase behavior
since there is an added direct effect associated with the critical nature of slogans not backed by

solid data.

Mediator: Despite being included in the regression analysis as an explanatory factor, Consumer
Trust is still highly significant (f = 0.5268, t =4.802, p < 0.001) and is therefore the key variable
in the overall model. Therefore, the empirical results confirm Hypothesis 5, illustrating the
mediating role of green consumer trust in translating corporate environmental marketing efforts

into actual purchase behavior.

4.6 Summary of Hypotheses Testing Results
Based on the empirical findings from the OLS regression and psychometric analyses, the

verification status of the six core research hypotheses is summarized in Table 9 below:

Table 9: Final Summary Matrix of Hypotheses Testing

Hypothesis ID Hypothesized Statistical Criteria | Empirical ~ Outcome
Structural Causal | Metrics Status
Pathway

HI Specific, quantitative | Beta = 0.1516, t = | Supported
environmental claims | 2.252, p =0.027

37



exert a significant
positive influence on
green consumer trust
among young

consumers.

H2

Third-party
certification-based
environmental claims
exert a significant
positive influence on
green consumer trust
among young

consumers.

Beta = 0.2801, t =
3.660, p <0.001

Supported

H3

Vague and abstract
environmental

slogans  exert a
significant negative
influence on green
consumer trust among

young consumers.

Mean score mu =
4.030 (agreement that

vague claims reduce

trust); Model beta
0.2172, p =0.003

Supported (Nuanced

Framework) |

H4

Green consumer trust
exerts a significant
direct positive
influence on green
purchase intentions
among young

consumers.

Beta = 0.6851, t =
7.763,p <0.001, R?
0.378

Supported

HS5

Green consumer trust
significantly mediates
the relationship

linking green

Full mediation for
SEC (p=0.945) and
CBC (p=0.219);

Supported
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marketing Partial mediation for
communications  to | VEC (p=0.023)

the green purchase
intentions of young

consumers.

5 Discussion and Conclusions

The discussion in this chapter starts with examining the outcomes presented in Chapter 4 and
connecting them to theoretical claims made in Chapter 2. As a result, one will be able to understand
what makes green marketing messaging affect consumers perception of corporations
environmentally friendly efforts and, therefore, Gen Z’s purchasing intentions in Finland from a

mathematical point of view.

Having analyzed the findings, the chapter discusses their implications for existing theories.
Moreover, it considers recommendations for managers of firms in countries with highly developed
sustainability systems. The chapter concludes with limitations of the current study and
opportunities for further inquiry prior to concluding the dissertation and addressing its research

questions.

5.1 Discussion and Interpretation of Empirical Findings

The results that have been obtained through OLS multiple regression analysis offer a few
important insights into the way green marketing message impacts Gen Z individuals in terms of
their trust to corporations, so, willingness to purchase their products. Corporate environmental
communication, in the context of legal adults in Finland, involves much more than a
straightforward impact on consumers' decisions. For clarity, the following subsections analyze
the findings of the study while addressing each sub-research question and testing all the
hypotheses.
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5.1.1 Trustworthiness of Green Communication (Testing H1, H2, and H3)

First, what types of messages do young consumers consider credible when they come from green
marketing communications? We give the answers based on the findings from the analysis of
Regression Model 1. The following regression model is used for testing the effects of specific
numerical environmental claims (H2), certification-based environmental claims (H3), and vague

environmental slogans (H4) on green consumer trust.
Evaluation of Hypothesis 1 (SEC):

Following Hypothesis 1, exact, numbers-based environmental claims have a significant positive
impact on the level of green consumer trust ( =0.1516, t=2.252, p =0.027). This result confirms
our prediction. It agrees with signaling theory according to which an exact and high-quality signal,
produced by a firm as an authenticator of its internal accountability, is more credible as compared
to other types of signals (Connelly et al, 2011; Lyon & Montgomery, 2015). For example, using
exact data in advertisements such as a statement about a "40% reduction in carbon emissions"
minimizes the role of vague language and provides a consumer with an objective metric for
evaluating a claim (Leonidou et al, 2011). However, the modest size of the regression coefficient
reveals that although young consumers appreciate the importance of data honesty, they are aware
of manipulations with statistical information in the absence of independent verification

(Thegersen, Haugaard & Olesen, 2010).
Evaluation of Hypothesis 2 (CBC):

Third-party certification-based environmental claims have a significant positive influence on the
levels of green consumer trust among young people (H2). In fact, Certified Claims have the

greatest predictive power within the communication framework.

As the above analysis shows, in the modern saturated environment, self-referential promotions
alone have little to no credibility (Peattie & Crane, 2005). As members of Generation Z, these
consumers were exposed to greenwashing throughout their lives, developing strong analytical
skills necessary for cutting through the greenwashing (Djafarova & Foots, 2022; Francis & Hoefel,
2018). Having an independent regulator confirm company claims is key to building strong trust

(Rahbar & Wahid, 2011).
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Having a third-party label such as the Nordic Swan or EU Ecolabel certification instantly acts as
a reliable signal about both performance and safety. The second verification provides an instant
assessment of the overall sustainability and environmental friendliness of a product throughout its
life cycle (Theogersen, Haugaard & Olesen, 2010). In an open system of Finland, the external
regulator earns the buyer's trust, thus making third-party labels the core driver of this

demographic's brand trust.
Evaluation of Hypothesis 3 (VEC):

The hypothesis states that vague environmental slogans undermine trust. Simple descriptive
statistics reveal convincing evidence in favor of this statement, featuring high mean scores (p =
4.0300, c = 0.8757), showing general agreement among survey participants about negative effects

vague green claims may have on trust-building and the need to support these statements.

About the multivariate analysis, Vague Claims showed significant positive beta value (= 0.2172,
t=3.070, p=0.003). This reflects the pattern since these variable measure's consumers' awareness
of the negative consequences unverified slogans may lead to. Positive correlation between the two
means that critical respondents will report high trust only if there are no greenwashing claims from

the company.

Along with the descriptive statistics, this implies the inefficiency of vague green marketing
strategies used about the studied late digital natives. Instead, substantiated verification is needed
for showing the corporate reputation (Delmas & Burbano, 2011; Nyilasy, Gangadharbatla &
Paladino, 2014).

5.1.2 Direct Impact of Trust on Buying Behaviors (SRQ2: Testing H4)
Sub-research question two: how does consumer trust influence purchase intentions?

This can be explained with Regression Model 2, which assesses the direct effects of the index on

Consumer Trust on the outcome measure Purchase Intention.
Evaluation of Hypothesis 5 (CT -> PI): Trust as a Determinant of Intention

Statistical results prove that there is a highly significant positive impact of green consumer trust

on purchase intentions (f = 0.6950, t = 8.123, p < 0.001), thus confirming Hypothesis 5. Green

41



trust alone accounts for 40.24% of variance in purchase intentions (R2= 0.4024), becoming the

main variable in this analysis.

This strong correlation confirms the assumptions made within the relationship marketing theories,
where trust becomes a crucial element for supporting consumer relationships in the presence of
market risk (Morgan & Hunt, 1994). Specifically, because actual benefits of an environmentally
friendly product become "credence qualities" which a consumer cannot evaluate either prior or

post-purchase, he/she should put the company's word on its environmental claims (Chen, 2010).

In case the brand manages to build consumer green trust, this will help reduce doubts, reduce
perceptions of risks associated with fraud on the part of the company, and end mental doubts (Chen
& Chang, 2013). In this way, trust will provide psychological security needed for turning
consumers' pro-environmental attitudes into sustainable purchasing intentions (Joshi & Rahman,

2015; Nguyen et al, 2019).

5.1.3 The Intervening Architecture of Green Trust (SRQ3: Testing H1 and HY)

Finally, the third sub-question considers whether the green marketing and purchase intention
relationship is mediated by trust. To examine Hypotheses 1 (model's predictability) and
Hypotheses 5 (mediation type — full or partial), the integrated model is examined using the Python

programming language.
Evaluation of Hypothesis 1: Overall Effectiveness of Model Inputs

From the analysis of multiple linear regression, incorporating all three green marketing
communications simultaneously results in high model effectiveness (F = 23.2720, p <0.001, R"2
= 0.4210). Thus, Hypothesis 1 was confirmed, which says that the signaling effect and later
changes associated with message design primarily affect consumers' levels of trust towards a

product or brand.
Evaluation of Hypothesis 5: Mediating Effect of Green Consumer Trust

The fifth research hypothesis proposes the idea of the mediating role of green consumer trust in
the relationship between marketing communications and purchase intention. The results obtained

from integrating the Python model clearly confirm Hypothesis 5, showing two forms of mediation:
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Full mediation path (SEC & CBC): By including Consumer Trust in the model along with the
marketing communication variables, the direct impact of Specific Claims (p = 0.945) and Certified
Claims (p = 0.219) on purchase intention became insignificant. As such, there is evidence of full
mediation. The findings suggest that neither statistics nor any eco-labeling on its own is sufficient
to generate sales because they use through building consumer trust. The absence of trust signals
makes these approaches ineffective and incapable of boosting consumer purchase intention (Chen

& Chang, 2013).

Partial mediation path (VEC): Interestingly, Vague Claims stayed a factor that had a direct positive
impact on purchase intention ( = 0.1844, t =2.314, p = 0.023) regardless of consumer trust being
included in the model. Such partial mediation implies that although generalized and vague claims
may negatively affect credibility, Generation Z's commitment to sustainability forces the young
generation to purchase environmentally friendly products despite their doubts of specific

businesses (Francis & Hoefel, 2018; Yadav & Pathak, 2017).

5.1.4 The Central Role of Green Trust as a Mediator (H4and HY)

Firstly, the results of Regression Models 2 and 3 highlight the importance of green trust as a factor
mediating the relationship between independent variables and dependent one. More specifically,
Consumer Trust turns out to be the powerful predictor of green purchase intentions according to
the results of Model 2 (B =0.6851, t=7.763, p <0.001) explaining 37.8% of total variation of the
dependent variable. Hence, Hypothesis 5 is validated. In turn, it is aligned with Chen’s (2010)

theory of relational marketing.

Table 10: Structural Causal Mediation Analysis Comparison

Independent  Signal | Direct Effect Vector | Direct Effect Vector | Resulting Mediation
Input Variable (Without Trust) (With Trust Added) Status

Specific Claims | Beta =0.3381 Beta = -0.0051 (p = | Full Mediation
(SEC) 0.945) Established

Certified Claims | Beta=10.4512 Beta = 0.1087 (p = | Full Mediation
(CBC) 0.219) Established
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Vague Claims (VEC) | Beta=0.4415 Beta = 0.1844 (p = | Partial Mediation
0.023) Established

The multivariate mediation analysis performed produces empirical results which provide a strong
confirmation of Hypothesis 5. Based on Table 10, the inclusion of Consumer Trust in the model
gives the relationship between Specific Claims (p = 0.945) and Certified Claims (p = 0.219) and

Purchase Intentions statistically insignificant, producing an almost null result.

The findings suggest that the quantitative information and certificates used in marketing cannot
have any impact on the purchase intention by itself (Chen & Chang, 2013). In other words, the
commercial value of those communicative elements depends on whether they convince people to
purchase products and services. If there is no trust involved, even reliable and correct information

about environmental performance will not create any demand for the products.

When it comes to Vague Claims, however, a partial mediation takes place, and the beta coefficient
1s 0.1844 (p = 0.023). The result shows that consumer’s suspicion regarding greenwash continues
to have a positive impact on purchase intentions despite a separate mediation path involving the
variable of interest. This means that young environmentally concerned individuals use their
consumption habits to express their values, thus buying more eco-friendly alternatives regardless

of whether they trust a company or not (Francis & Hoefel. 2018).

5.2 Theoretical Implications

The following bachelor's thesis brings multiple new insights to the fields of sustainable

international business, signaling theory, and consumers' perceptions of corporate relationships.

In the first place, the thesis expands the scope of applicability of signaling theory in a modern
digital economy by providing a concrete set of environmental signals from firms. According to
classical signaling theory, an asymmetry in the level of knowledge held by two parties is addressed
by costly and credible signals (Connelly et al, 2011). Earlier research in green marketing used
quantitative and qualitative measures for the frequency of appearances of environmental
advertisements and attractiveness. However, recent studies showed that construction and
verification of a signal influence how it is interpreted (Leonidou et al, 2011; Thegersen, Haugaard

& Olesen, 2010). This research shows that trust completely mediates the influence for numeric
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data and third-party certification. For very doubtful and young populations, the quality of a signal
is not relevant for behavioral changes. On the other hand, its influence on consumer decision-
making depends on whether the mental trust threshold is reached. This research provides important
additions to signaling theory models by highlighting that environmental signals in a doubtful
market should have a third-party verification and be verifiable (Connelly et al, 2011; Lyon &
Montgomery, 2015).

The findings presented here enrich the existing body of literature on relationship marketing and
trust, proving that green trust is a required cognitive function of sustainable markets. As per
Morgan and Hunt (1994), trust and commitment are essential factors in supporting relationships
with customers within classic relationship marketing practices. On this account, the thesis extends
the existing knowledge on trust and commitment into environmental claims wherein customers
have no opportunities to verify a product's ecologic credentials prior to and after the purchase
(Chen, 2010; Chen & Chang, 2013). It reveals the full role that green trust plays in the relationship
between credible environmental signals and purchase intent. Additionally, the findings counter the
arguments of Nyilasy et al, (2014) and Nguyen et al, (2019), showing that companies will only be
able to receive help from their sustainability initiatives by reducing the ecological risk and

addressing their customers' demands for transparency in communication.

Finally, the research sheds some light on the specifics of Gen Z's consumer behaviors as digital
natives. According to the conventional Theory of Planned Behavior and similar theories,
consumers' important level of doubts is expected to interfere with their ability to transition from
environmental attitude into purchasing intention (Ajzen, 1991, 2011; Joshi & Rahman, 2015).
However, prominent levels of critical thinking alongside the intent to buy eco-friendly products
appear to be possible among Generation Z members. This shows that Gen Z employs an elaborate
dual-track approach to reasoning (Djafarova & Foots, 2022; Francis & Hoefel, 2018). While
doubtful of vague compliments and meaningless marketing slogans, the group members are
strongly committed to sustainability, making it easy for them to make purchases regardless of
companies' inability to provide relevant information. This is particularly important for sustainable
consumption theories due to the active nature of Generation Z as market evaluators with their own

purchasing preferences (Dabija et al, 2018; Yadav & Pathak, 2017).
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5.3 Managerial Implications for Sustainable International Business

For corporate executives, brand strategists, and sustainability marketing directors working within
the European and Nordic business landscapes, the empirical results of this thesis provide clear,

actionable strategic guidelines.

Figure 2: MANAGERIAL STRATEGY MATRIX

1. ELIMINATE VAGUE RHETORIC -> Cease using "eco-friendly", "green", and "natural"
2. DEPLOY VERIFIABLE DATA -> Integrate explicit metrics (e.g., carbon reductions)

3. ANCHOR WITH CERTIFICATIONS -> Secure third-party labels (Nordic Swan, EU Eco-
label)

4. GUARANTEE FULL ANONYMITY -> Protect consumer data privacy across digital tools

Eliminate Abstract Slogans and Visual Greenwashing:

9 ¢

Marketing managers should stop using misleading descriptors such as “eco-friendly,” “natural,”
“sustainable,” or “green” when promoting products or services online and on packaging materials.
Empirical evidence shows that younger customers (mean = 4.030) regard the usage of misleading
terminology in marketing communications as harmful to building up brand trust. The application
of conceptual persuasive terms can lead to negative customer reviews and even accusations of

greenwashing on behalf of the brand. Using usuals that are appealing without any empirical

support might cause legal mature customers (Generation Z) to at once reject such claims.
Opting for Third-Party Certification Investments:

The strength of third-party certification turns out to be the greatest predictor of brand
trustworthiness (beta = 0.2801); therefore, investing money into the acquisition of an eco-label is
better than using marketing techniques in this case. The Nordic Swan Eco label or other reputable

third-party labels can help build brand trust quickly because the message conveyed becomes
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understandable. The usage of eco-labels in marketing efforts is important for displaying on the

product packaging or website user interface screens.
Utilizing Data-Driven Environmental Communications:

When dealing with environmental messages, companies are expected to use quantifiable numbers
instead of misleading descriptions (beta = 0.1516). For instance, one can say that something was
“made from 90% post-consumer recycled PET plastic” or “we have managed to reduce the amount
of carbon emissions during production by 40%.” Such precise information needs to be directly

connected to the actual environmental practices of firms either on the webpage or with the use of

QR codes.
Ensuring Data Privacy of Customers:

Empirical field study has revealed that the issue of privacy protection has become crucial among
Generation Z. Therefore, marketers are highly recommended to follow privacy norms and
legislation when communicating with customers about the use of interactive sustainability apps or
asking for customer feedback online. Giving customers full control of their personal information

(anonymity, informed consent) is positively associated with brand trust and general reputation.

5.4 Research Limitations and Future Directions

Despite following strict research methods in terms of quantitative research criteria, this bachelor’s
thesis has multiple empirical and structurally related issues worth considering in later scholarly

investigations.
Sample Size and Geographic Boundaries:

The final analyzed data set involves N = 101 observation cases. As it is enough for multivariate
OLS regressions, a larger sample will allow conducting statistical analysis with greater power and
increased generality of findings. Furthermore, considering the current geographic limitations,
future researchers should consider conducting cross-national studies to see if these relationships

hold true in a variety of political, economic, and cultural conditions.

Measurement Issues: Scale Dimensions and Structural Depth:
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To assess Specific, Certified, and Vague Claims, the researcher used two items as operational
indicators for each of these variables. Although two-item scales reached acceptable levels of
reliability, measured by Cronbach’s alpha, they are still more limited than four or five-item scales,
hence limiting the depth of measurement. Future researchers are expected to expand these item

matrices to use SEM techniques to evaluate the validity of latent variables.
Dependence on Self-Reported Data:

The dependent variable involved self-reported consumer purchase intentions, while no real-world
purchase behaviors were considered in this investigation. This limitation reflects the “green
attitude-behavior gap” phenomenon: consumers may express their green intentions in face of high
prices and unavailable products (Joshi & Rahman, 2015). In future research, it is necessary to

investigate purchase behaviors using such tools as retail-scanning databases and conjoint analysis.
Inclusion of Missing Variables:

Although it was necessary to focus on the mediating effect of trust on purchasing behavior, there
were multiple missing moderator variables. For instance, the researcher did not include premium
pricing strategies, personal eco-literacy level, peer influence, and media consumption in the model

as potential moderators of this relationship.

5.5 Final Conclusions

This bachelor’s thesis studies the correlations between corporate green marketing communication,
green consumer trust, and the intention to purchase in independent Finnish youths. The results
show that green trust acts as an important mediating variable between the environmental

messaging used by companies and consumer actions.

It is found that Generation Z relies on their cognitive filters to assess the environmental information
given by companies. Abstract statements lacking in quantifiable measures and data such as “green”
are examples of greenwashing, thus damaging their brand image. On the other hand, precise

numerical statements paired with third-party verification help build consumer trust.

In summary, this bachelor’s thesis proves that for Generation Z, green marketing can affect

purchase decisions only if consumer trust is developed first. To reach Generation Z successfully,
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the company should take its focus away from the rhetoric and toward concrete data supported by

third parties.
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Appendices

Appendix 1: Appendices to the thesis

The survey questionnaire was conducted by Google Forms online. Questions included
demographics and Likert-Scale questions related green marketing effects on young consumer in
Finland. The questions included Green Marketing, Consumer Trust, and Purchase Intention. The

Likert questions were measured on five-point scale. Scale was:
1= Strongly Disagree

2= Disagree

3= Neutral

4= Agree

5 = Strongly Agree

Survey Link

https://docs.google.com/forms/d/e/1FAIpOLSfM0sBm6hNdD49dW6Cql18pOA4v9I9ISiZ6L
VKM jOferKIYAvKkO/viewform?usp=dialog
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* Indicates required question

Dear Participant, *
You are invited to participate in this study conducted as part of a Bachelor's
thesis at Lappeenranta—Lahti University of Technology (LUT University).

The purpose of this study is to examine how environmental information and
sustainability-related communication influence consumer trust and purchasing
behavior.

Participation is voluntary.

Please note:

Responses are anonymous and confidential.

No personal identifying information (such as names or email addresses) will be
collected.

Please do not enter personal information anywhere in the survey.

Data will be used only for academic purposes.

Survey data will be stored securely through Google Forms and used only for this
research.

Completing the survey takes approximately 5-7 minutes.

You are atleast 18 years old

@ | agree to participate in this study AND | am 18-30 years of age

O | do not agree to participate in this study AND | am not 18-30 years of age

Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy Policy.

Does this form look suspicious? Report

Google Forms
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Environmental Information in Products and Advertisements

Please indicate your level of agreement.
Scale:

1 = Strongly Disagree

2 = Disagree

3 = Neutral

4 = Agree

5 = Strongly Agree

1. | pay attention to environmental information in advertisements.

Strongly Disagree O O O O O Strongly Agree

2. Information about environmentally responsible production influences my opinion
about a company.

Strongly Disagree O O O O O Strongly Agree

3. | pay attention to environmental labels or certifications when buying products.

Strongly Disagree O O O O O Strongly Agree

4. Environmental information increases the attractiveness of products.

Strongly Disagree O O O O O Strongly Agree

Back Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy. Policy.

Does this form look suspicious? Report

Google Forms
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Background Information

What is your age?
O 1820
O 2125
O 2630

Gender

O Male
QO Female

(O Prefer not to say

O Other

Country of residence?

Your answer

Educational level

(O Currently in High School
O High School Graduate
O Bachelor's Degree

O Master's Degree

O Other:

Back Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy Policy.

Does this form look suspicious? Report

Google Forms
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Reactions to Different Types of Environmental Informa

Please indicate your level of agreement.
Scale:

1 = Strongly Disagree

2 = Disagree

3 = Neutral

4= Agree

5 = Strongly Agree

1. Environmental claims supported by numbers appear trustworthy.

Strongly Disagree O O O O O Strongly Agree
2. Information such as “reduced carbon emissions by 40%" appears reliable.

Strongly Disagree o O O O O Strongly Agree
3. Environmental certifications increase my confidence in products.

Strongly Disagree O O O O O Strongly Agree
4. Eco-labels make products appear more reliable.

Strongly Disagree O O O O O Strongly Agree

5. General statements such as “eco-friendly” without further explanation reduce my
confidence.

Strongly Disagree O O O O O Strongly Agree

6. Environmental claims should include evidence or supporting information.

Strongly Disagree O O O O O Strongly Agree

Back Next Clear form
Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Servige - Privacy Policy

Does this form look susnicions? Ranort
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Please indicate your level of agreement
Scale:

1 = Strongly Disagree

2 = Disagree

3 = Neutral

4 = Agree

5 = Strongly Agree

1. | trust companies that provide clear information about their environmental
actions.

Strongly Disagree O O O O O Strongly Agree

2. Environmental certifications increase my trust toward companies.

1 2 3 4 5

Strongly Disagree O O O O O Strongly Agree
3. | trust companies more when they support environmental claims with evidence.
Strongly Disagree O O O O O Strongly Agree

4. Transparency in environmental communication is important to me.

Strongly Disagree O O O O O Strongly Agree

Back Next Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy. Policy.

Does this form look suspicious? Report

Google Forms
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Purchase Intention

Please indicate your level of agreement.
Scale:

1 = Strongly Disagree

2 = Disagree

3 = Neutral

4 = Agree

5 = Strongly Agree

1. 1am willing to buy products from environmentally responsible companies.

Strongly Disagree O O O O O Strongly Agree
2. Environmental information affects my purchase decisions.

Strongly Disagree O O O O O Strongly Agree
3.1 prefer products that provide sustainability-related information.

Strongly Disagree O O O O O Strongly Agree

4. Trust in environmental information affects my intention to purchase products.

Strongly Disagree O O O O O Strongly Agree

Back m Clear form

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. - Contact form owner - Terms of Service - Privacy Policy

Does this form look suspicious? Report

Google Forms
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