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


perception of greenwashing in the context of clothing advertising. The factors studied are a 
 consumer´s  subjective  knowledge  of  the  clothing  environmental  impact,  a  consumer´s 
 perceived  level  of  information  provided  in  an  ad,  and  ad  content  i.e.  claim  types  and 
 pictures. Also, the influence of the greenwashing perception on intentions and attitudes is 
 investigated. The research is conducted as a quantitative study and the data was collected 
 from 128 consumers in March 2021 by a questionnaire.  


The  findings  of  the  study  indicate  that  subjective  knowledge  of  the  clothing  industry´s 
environmental impact doesn´t influence the perception of greenwashing but on the contrary 
the low level of perceived information in an ad fosters the perception of greenwashing. Both 
a  false  and  a  vague  claim  were  perceived  as  greenwashing  by  consumers.  The 
greenwashing perception influenced negatively consumers intentions. The influence of an 
image in ads on greenwashing perception and the influence of the greenwashing perception 
on attitudes could not be studied in this study. The findings indicate that there are several 
factors  that  are  related  to  the  perception  of  greenwashing  and  if  consumers  detect 
greenwashing the consequences are rather negative and thus companies should carefully 
plan and execute marketing to avoid greenwashing.  
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Tämän  Pro  gradu  -tutkielma  pyrkii  tutkimaan  ja  löytämään  tekijöitä,  jotka  vaikuttavat 
 kuluttajien  käsitykseen  viherpesusta  vaatemainonnan  yhteydessä.  Tutkitut  tekijät  ovat 
 kuluttajan  subjektiivinen  tieto  vaateteollisuuden  ympäristövaikutuksista,  kuluttajan 
 havaitsema tiedon määrä mainoksessa ja mainoksen sisältö eli väitetyypit ja kuvat. Lisäksi 
 tutkitaan viherpesun käsityksen vaikutusta asenteisiin ja aikomuksiin. Tutkimus suoritettiin 
 kvantitatiivisena  tutkimuksena  ja  tiedot  kerättiin  128  kuluttajalta  maaliskuussa  2021 
 kyselylomakkeella.  


Tutkimuksen  tulokset  osoittavat,  että  subjektiivinen  tieto  vaatetusteollisuuden 
ympäristövaikutuksista ei vaikuta käsitykseen viherpesusta, mutta sitä vastoin mainoksessa 
havaittu alhainen tiedon määrä edistää käsitystä viherpesusta. Kuluttajat pitivät sekä vääriä 
että  epämääräisiä  väitteitä  viherpesuna.  Viherpesun  käsitys  vaikutti  negatiivisesti 
kuluttajien  aikomuksiin.  Mainoksissa  olevan  kuvan  vaikutusta  viherpesun  käsitykseen  ja 
viherpesun käsityksen vaikutusta asenteisiin ei voitu tutkia tässä tutkimuksessa. Tulokset 
osoittavat,  että  viherpesun  käsitykseen  liittyy  useita  tekijöitä  ja,  jos  kuluttajat  havaitsevat 
viherpesun, seuraukset ovat melko negatiivisia, joten yritysten tulisi suunnitella ja toteuttaa 
markkinointi huolellisesti viherpesun välttämiseksi. 
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 1 Introduction 


1.1 Background of the study 


Global  warming  is  being  a  prominent  problem  in  the  world  (Chen  &  Chang  2013)  and 
 concerns  about  the  environment  continue  to  grow  (Szabo  &  Webster  2020).  The 
 environmental impacts of the clothing industry is a hot topic in both commercial (Davis 2020; 


Scott 2020) and scientific articles (Haseeb et al. 2020; Valodka, Snieška & Mihi-Ramirez 
 2020)  as  the  clothing  industry  is  known  for  being  one  of  the  most  polluting  industries 
 (Becker-Leifhold 2018, Legere & Kang 2020). It creates pressures for both consumers and 
 companies  (Becker-Leifhold  2018)  to  find  more  sustainable  solutions  to  reduce  the 
 environmental impact of  the clothing industry (Niinimäki & Hassi 2011). Even though the 
 number of sustainable fashion  products has increased fivefold in  past two years, still  the 
 total  number  of  sustainable  fashion  products  remain  low (Amed  et  al.  2020).  The Global 
 pandemic  COVID-19,  that  started  in  2020,  has  aroused  consumers  to  look  even  more 
 critically at their consumption behavior and increased further consumers´ interest towards 
 sustainability issues and impact on climate change by fashion companies (Berg et al. 2020). 


To  answer  consumers´  concerns  about  environmental  impact  companies  communicate 
 from their environmental performance with green marketing (Szabo & Webster 2020) and 
 corporate social responsibility (CSR) has become  a mainstream organizational policy for 
 companies when they are expected to minimize negative impacts and maximize positive 
 impacts on society (De Jong, Harkink & Barth 2018). However, quite often companies end 
 up  using  deceptive  or  misleading  green  marketing  from  their  actions  also  known  as 
 greenwashing  (Rausch  &  Kopplin  2020).  The  concept  of  greenwashing  has  been  under 
 study already over the past few decades now (Gatti, Seele & Rademacher 2019;  Lyon & 


Montgomery  2015)  as  the  term  of  greenwashing  was  introduced  in  1986  by  activist  Jay 
Westerveld, who used the term in the context of hotels who urged people to reuse towels 
in the sake of the environment even though there were bigger problems to solve e.g. waste 
recycling  systems  (Pearson  2010).  Greenwashing  has  become  a  prevalent  problem  in 
today´s  world  (Nyilasy, Gangadharbatla  &  Paladino  2014),  and  using vague  and  general 
statements such as conscious, eco-friendly, and sustainable has become popular practices 
in  marketing  to  convey  an  impression  of  lower  impacts  on  the  environment  (European 
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Commission 2021; Parguel, Benoit-Moreau & Russell 2015; Schmuck, Matthes & Naderer 
 2018).  


The  European  Union  made  recently  a  screening  of  environmental  claims  presented  on 
 companies´ websites, including various business sectors such as clothing, cosmetics, and 
 household equipment. The result was that in 42% of cases the claims were exaggerated, 
 false or deceptive, in other words, qualified as greenwashing. Besides, in more than half of 
 the  cases  there  was  not  enough  information  provided  to  consumers  to  assess  the 
 truthfulness  of  a  claim  and  59%  of  cases  did  not  provide  easily  accessible  evidence  to 
 support a claim. (European Commission 2021) As greenwashing has become a common 
 problem, scientific articles on greenwashing have also increased sharply ever since 2011 
 (Lyon & Montgomery 2015) and greenwashing has grown its importance as a topic in the 
 academic  literature  (Lyon  &  Montgomery  2015).  Still  much  more  research  is  needed  as 
 there is inadequate knowledge about greenwashing (Lyon & Montgomery 2015; Parguel, 
 Benoît-Moreau  &  Larceneux  2011;  Vries  et  al.  2015)  and  empirical  research  of 
 greenwashing and its effects  is still quite limited (De Jong et al. 2018; Torelli, Balluchi  & 


Lazzini 2019).  


In the fashion industry especially fast fashion companies, which have a high environmental 
footprint and pressure to make cheap apparel but also profit, are in danger to engage in 
greenwashing as they want to appeal to consumers by green values but it might be difficult 
to be transparent about actual environmental and social impacts of products (Moorhouse 
2020).  Consumers  have  slowly  noticed  their  role  in  restricting  climate  change  not  to 
continue in the same space. It is studied that sustainable consumer behavior in the fashion 
industry can play up to a 20% role in restricting global warming to the 1,5 degrees targeted 
by the Paris Climate Change Agreement (Berg et al. 2020). Yet consumers feel that one of 
the  restricting  factors  associated  with  sustainable  choices  is  the  lack  of  information  and 
knowledge. A Finnish textile company, Finlayson, surveyed in January 2021 resulting that 
57% of Finnish consumers think it is impossible to know  if products are truly sustainable 
and this is stated to be on part of the green gap problem in which there is a gap between 
consumers´  intentions  and  actual  behavior.  In  the  same  survey  56%  of  respondents 
suspected the credibility of companies stating claims regarding sustainability. (Miltton 2021) 
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So,  it  seems  that  there  is  a  problem,  as  consumers  are  trying  to  make  environmentally 
 friendly  choices  but  at  the  same  time  companies  are  promoting  environmentally  friendly 
 products which are only greenwashed and might be very far from environmentally friendly. 


There are still quite a few researches on how consumers perceive greenwashing and which 
 factors influence these perceptions (Schmuck et al. 2018) and therefore this study is done. 


Foremost with this study attempts to get more insights which factors affect to the perception 
 of greenwashing in green advertising by consumers in the context of the clothing industry. 


It  will  be  studied  how  different  factors,  such  as  subjective  environmental  knowledge  and 
 perceived  level  of  information  provided  in  green  advertising,  affect  the  perception  of 
 greenwashing. Lastly, it will be studied how the perception of greenwashing possibly affects 
 consumers´ attitudes and intentions towards companies. 


1.2 Literature review 


Even though there is a growing number of articles and research on greenwashing there is 
 no clear consensus of the term (Gatti et al. 2019; Lyon & Montgomery 2015; Seele 2017).  


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


”disinformation disseminated by an organization to present an environmentally responsible 
 public  image” by Oxford English Dictionary (Furlow 2010; Lyon & Maxwell 2011, Lyon & 


Montgomery 2015; Ramus & Montiel 2005) and “‘the act of misleading consumers regarding 
 the  environmental  practices  of  a  company  or  the  environmental  benefits  of  a  product  or 
 service” (Chen & Chang 2013; Delmas & Burbano 2011; Lyon & Maxwell 2011; Parguel et 
 al. 2011). Also, social (Lyon & Maxwell 2011; Seele 2017) and economic (Lyon & Maxwell 
 2011) aspects have been attached to the term greenwashing. In the literature greenwashing 
 is  discussed  mainly  practiced  by  corporations  (Delmas  &  Burbano  2011;  Lyon  & 


Montgomery 2013; Lyon & Montgomery 2015; Ramus & Montiel 2005) but also other actors 
 are  identified  to  engage  in  greenwashing,  for  example,  non-governmental  organizations 
 (NGOs)  (Lyon  &  Montgomery  2015),  governments  (Lightfoot  &  Burchell  2004;  Lyon  & 


Montgomery 2015; Stephenson, Doukas & Shaw 2012) and universities (Fox 1997; Jones 
 2012).  The  literature  mentions  various  industries  in  the  context  of  greenwashing  ranging 
 from  energy  (Fernando,  Suganthi  &  Sivakumaran  2014;  Vries  et  al.  2015)  oil  &  gas 
 (Fernando et al. 2014; Stephenson et al. 2012), banking (Relaño & Paulet 2011), tourism 
 (Smith  &  Font,  cited  in  Lyon  & Montgomery  2015),  hotels (Chan  2013; Chen,  Bernard  & 


Rahman  2019),  building  and  construction  (Fava,  Baer  &  Cooper  2011),  automobile 
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(Fernando  et  al.  2014),  insurance  (Mills  2009)  food  (Fernando  et  al.  2014)  to  clothing 
 (Rausch & Kopplin 2020). 


Greenwashing is described to happen usually related to products, services or companies 
 (Delmas & Burbano 2011; Torelli et al. 2019) but also another type of greenwashing has 
 been acknowledged (Torelli et al. 2019). Greenwashing can be  anything from  outspoken 
 claims to subtle executional cues for example use of a certain type of pictures in advertising 
 (Parguel et al. 2015). In the literature, there are not many precise guidelines to categorize 
 greenwashing, but usually greenwashing categories concerns only claims. Carlson, Grove, 
 and Kangun (1993) have identified four categories regarding claim-based greenwashing: 1) 
 vague/ambiguous claims, 2) claims that lack important information, 3) false claims and, 4) 
 combinations of these. Seven sins of greenwashing presented by TerraChoice in 2009 is 
 another  regularly  cited  tool  to  evaluate  green  claims  (Chen  &  Chang  2013;  Delmas  & 


Burbano 2011; Du 2014; Lyon & Montgomery 2015). Those seven sins are hidden tradeoff, 
 no proof, vagueness, false third-party endorsements e.g. labels, irrelevance of claims, the 
 claim being the lesser of two evils, and fibbing (UL 2020).  


The  literature  has  found  several  reasons  and  explanations  behind  why  firms  continue  to 
 engage  in  greenwashing:  market  pressure  and  economic  incentives  (Delmas  &  Colgan 
 2018,  p.152;  Lyon  &  Montgomery  2013;  Ramus  &  Montiel  2005),  lax  and  uncertain 
 regulation  concerning  greenwashing  (Lyon  &  Montgomery  2015),  current  voluntary 
 corporate  social responsibility (CSR) actions  (Gatti et al. 2019), limited  public  knowledge 
 about firms´ actual environmental performance (Delmas & Colgan 2018, p.173), attempts 
 to  gain  corporate  legitimacy  and  stakeholders´  trust  through  positive  symbolic  actions 
 concerning  environmental  performance  (Seele  2017;  Walker  &  Wan  2011).  Delmas  and 
 Burbano (2011) have divided these drivers into external factors, organizational factors, and 
 individual/psychological  factors.  Greenwashing  offers  various  benefits  to  firms  (Lyon  & 


Montgomery 2015) as with greenwashing firms can reduce the public´s negative image of 
 their  actual  environmental  performance  (Du  et  al.  2015),  gain  a  competitive  advantage 
 (Parguel  et  al.  2011),  and  therefore  affect  consumers´  brand  attitudes  and  purchase 
 intentions (Nyilasy et al. 2014). Still, the literature has identified several negative outcomes 
 related to greenwashing: reduced financial performance (Du 2014; Walker & Wan 2011), 
 negative  impact  on  purchasing  intentions  and  word-of-mouth  (Chen,  Lin  &  Chang  2014; 


Zhang  et  al.  2018),  increased  consumer  confusion  and  perceived  risk  related  to  green 
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products & companies, reduced green trust of consumers (Chen & Chang 2013) and brand 
 perceptions  (Nyilasy  et  al.  2012),  negative  impacts  on  real  sustainability  work  (Chen  & 


Chang  2013,  Parguel  et  al.  2011),  ethical  problems  both  for  companies  and  the  whole 
 industry (Nyilasy et al. 2012). Due to negative outcomes related to greenwashing, Nyilasy 
 et al (2012) state that keeping away from green marketing may be better because it can 
 cause negative outcomes also for firms that have positive environmental performance. This 
 suggestion is one extreme, but something is needed to be done to eradicate the practice of 
 greenwashing.  The  literature  suggests  many  possible  solutions  from  a  combination  of 
 voluntary  and  mandatory  factors  of  CSR  (Gatti  et  al.  2019),  legislation  and  rules  for 
 communication  (Gatti  et al.  2019),  sustainability ratings  and  certifications by third  parties 
 (Parguel  et  al.  2011;  Szabo  &  Webster  2020)  to  third-party  monitoring  (Lyon  &  Maxwell 
 2011; Ramus & Montiel 2005; Seele 2017). 


Greenwashing  has  been  studied  from  the  perspective  of  different  stakeholders,  such  as 
 employees (Ramus & Montiel 2005), NGOs, and media (Fernando et al. 2014) but probably 
 the most studied stakeholder group is consumers  (Fernando et al. 2014;  Schmuck et al. 


2018; Szabo & Webster 2020; Torelli et al. 2019). Emerge of social media has been said to 
 help people to notice greenwashing to some extend (Lyon & Montgomery 2013; 2015) as 
 social media has been noticed to partially affect consumers´ awareness and opinions on 
 greenwashing (Fernando et al. 2014). Social media gives also an opportunity for companies 
 to respond directly to consumers´ concerns and defend green claims (Fernando et al. 2014). 


While  social  media  can  be  considered  to  playing  a  role  in  increasing  awareness  of 
 greenwashing it is discussed that younger consumers, who are the majority of social media 
 users, might be less knowledgeable about what comes to environmental issues and thus 
 less likely to detect greenwashing (Lyon & Montgomery 2013).  


Consumers  are  studied  to  be  more  aware  and  sensitive  to  greenwashing  related  to 
industries that have a high impact on the environment (Torelli et al. 2019). Still surprisingly, 
some  studies  say  that  consumers´  interest  in  environmental  issues  seem  not  to  help  in 
perceiving greenwashing, possible explanations being lack of fact-checking or inability to 
recognize  all  forms  of  greenwashing  even  though  environmental  issues  are  close  to  the 
heart  (Szabo  &  Webster  2020).  However,  consumers´  environmental  concerns  and 
knowledge  of  general  environmental  issues  are  studied  to  help  in  some  situations  to 
perceive  greenwashing  (Schmuck  et  al.  2018).    Knowledge  about  a  topic,  an  advertiser, 
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and a persuasion process regarding to advertising has been thought to increase consumers 
 coping  with  the  persuasion  attempts  of  marketers  and  therefore  possibly  to  perceive 
 deceptive  and  misleading  marketing  messages  (Fernandes,  Segev  &  Leopold  2020). 


However, consumers´ knowledge and how it helps in perceiving greenwashing is still limited 
 (Schmuck et al. 2018). Greenwashing perceived by stakeholders is said to be reduced when 
 economic  i.e.  firm-serving  in  addition  to  environmental  i.e.  public-serving  motives  are 
 communicated  (Vries  et  al.  2015)  as  firms  with  economic  motives  behind  environmental 
 policies  are  more  likely  to  also  implement  those,  not  just  talk  the  talk  (Ramus  &  Montiel 
 2005).  The  fact  that  consumers  feel  informed  or  uninformed  by  information  provided  by 
 companies  is  in  some  studies  connected  to  the  formation  of  greenwashing  perceptions 
 (Lee, Cruz & Shankar 2018). 


1.3 Research aims and questions 


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


greenwashing  perceptions.  Some  studies  are  concentrating  on  how  environmental 
 knowledge influence the perception of greenwashing but there is not much research on how 
 a consumer´s subjective knowledge of specific industry, in this study clothing industry, and 
 its  environmental  impact  affect  the  perception  of  greenwashing.  Besides,  a  consumer´s 
 perception of the provided information by companies and its relationship to the perception 
 of greenwashing is still quite unstudied. The relationships between a consumer´s perception 
 of greenwashing, attitude, and intention are also a part of this study, as these relationships 
 are playing an important role for companies and business and results are still limited. Thus, 
 the main research question of this study is formed to be following 


  


RQ. How do a consumer´s subjective knowledge of the clothing industry´s environmental 
 impact and perception of provided information affect the perception of greenwashing and 
 how does the perception of greenwashing further influence attitudes sand intentions? 


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


SQ1. What is the relationship between a consumer´s subjective knowledge of the clothing 
industry´s environmental impact and the perception of greenwashing? 
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SQ2. What is the relationship between a consumer´s perception of the provided information 
 and the perception of greenwashing? 


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


SQ4. What is the influence of the perception of greenwashing to both attitude and intention 
 towards a company? 


The purpose of the first sub-question is to outline the relationship between a consumer´s 
 subjective knowledge of the clothing industry´s environmental impact and the perception of 
 greenwashing. The second sub-question is to form insights on how the perception of the 
 provided information affects perception of greenwashing. The third sub-question is aiming 
 to  explore  how  ad  content  influences  the  perception  of  greenwashing  by  examining  the 
 difference  among  claim  types  and  how  a  picture  in  an  ad  affect  the  perception  of 
 greenwashing.  The  fourth  sub-question  is  trying  to  explore  the  relationship  between  a 
 consumer´s  perception  of  greenwashing,  attitude,  and  intention,  and  how  attitudes  and 
 intentions toward a company are influenced by the perception of greenwashing. This study 
 has first a theoretical part where the research questions are examined with secondary data 
 to form a better understanding and to form hypotheses of the study. In the empirical part, 
 the research questions are studied with primary data collected through a questionnaire.  


1.4 Theoretical framework 


The  theoretical  framework  in  Figure  1  presents  the  core  concepts  of  this  study  and  the 
relationships studied. This research concentrates to studying greenwashing in the clothing 
industry  context.  It  is  studied  how  subjective  knowledge  of  the  clothing  industry´s 
environmental impact, perceived level of information in a green clothing ad, claim types (a 
false vs. a vague claim), and a visual element, i.e. a picture, in a green clothing ad influence 
consumer´  perceptions  of  greenwashing.  After  studying  the  relationship  between 
beforementioned  independent  factors  and  the  perception  of  greenwashing,  the 
relationships  between  the  perception  of  greenwashing  and  attitude,  and  also  the 
relationship  between  the  perception  of  greenwashing  and  intention  are  studied.  The 
concepts of theoretical framework are further discussed, and hypotheses are presented in 
the chapter 2. 
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 Figure 1. Theoretical framework 


1.5 Definitions of the key concepts  


Greenwashing is the act of misleading consumers regarding environmental performance 
 or environmental benefits concerning products or services by communicating those more 
 positively than they are in reality (Delmas & Burbano 2011; Lyon & Maxwell 2011). 


A Green ad is defined to be advertising including environmental messages targeting green 
 customer  segments  (Zinkham  &  Carlson  1995)  and  a  green  ad  has  one  or  more  of  the 
 following  factors:  1) there  is  an  explicit  or  implicit  relationship  between  a  product/service 
 and  the  biophysical  environment,  2)  advertises  a  green  lifestyle  and/or  highlighting  a 
 product/service  3)  promotes  a  corporation  which  is  presented  to  be  environmentally 
 responsible (Banerjee, Gulas & Iyer 1995). 


Perception of 
 greenwashing


Intention


Clothing industry context


Subjective
 knowledge
 of environmental


impacts


Attitude
 H6


H7
 False claim


H1


H2
 H3a
 H3b


H5
 H4a 
 H4b
 Perceived level of 


information


Vague claim


Visual element



(15)9 


Subjective knowledge is a person´s perception about what or how much is known, or in 
 other words a person´s perception of the amount of information store in the memory, about 
 a certain thing (Brucks 1985; Onel & Mukherjee 2016; Park, Mothersbaugh & Feick 1994). 


Environmental impacts is referring in this study to the clothing industry´s environmental 
 impacts,  that  is  how  much  a  business,  in  this  study  clothing  industry,  is  influencing 
 (negatively) on its environment (Cambridge Dictionary 2021). 


The concept level of information refers in this study to Banerjee et al.´s (1995) dimension 
 of ad greenness meaning the extent of environmental information in a green ad. In this study 
 level  of  information  is  measured  as  a  consumer´s  perception  of  amount  of  information 
 provided in an ad, not as an objective level of information. In the original model by Banerjee 
 et al. (1995) environmental information levels are low (shallow), moderate, and high (deep).  


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


A vague claim refers in this study to Carlson et al.´s (1993) definition of a claim in a green 
 advertisement that contains a too broad phrase or statement with no defined meaning and 
 thus is too complex to understand to most people.  


A visual element refers in this study to a picture of nature in a green ad and it is derived 
 from Parguel et al.´s (2015) concept of executional greenwashing that is defined as the use 
 of nature-evoking elements in an ad to enchase a company´s falsely ecological image.  


Perception of greenwashing is referring to a consumer´s ability to detect greenwashing 
 intentions in green ads (Schmuck et al. 2018). 


Attitude is a person´s quite enduring and general evaluation of oneself and other people, 
 issues, or objects (Aiken 2002, p. 244; Fishbein & Ajzen 2010, p.76; Solomon et al. 2006, 
 p.138-139) and it consists of affective, behavioral and cognitive components  (Aiken 2002, 
 p. 244; Solomon et al. 2006, p.140) 


Intention is defined to be a person´s assessment of readiness to perform or not to perform 
a certain behavior (Fishbein & Ajzen 2010, p.39).  
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 1.6 Delimitations 


This study is limited to concern only greenwashing in advertisement and the context of the 
 clothing industry, so it does not offer any data beyond that form of marketing or industry and 
 thus results might not be applied to other industries or settings. Also, one limitation is that 
 data  collection  was  done  by  using  a  questionnaire  based  on  fictional  ads  by  a  fictional 
 company because it was intended to examine greenwashing without consumers knowing 
 the  actual  environmental  performance  of  a  company.  Stimulus  materials  of  the 
 questionnaire were not designed by a professional and it may affect the result as well. All 
 in all, this kind of situation is not very common to happen in real-life settings and therefore 
 the result of this study might not be fully applicable to real life. The data is collected mainly 
 from  Finnish-speaking  consumers  so  results  describe  mainly  Finnish  consumers´ 


perceptions of greenwashing and therefore the results might not be generalized into other 
 countries  and  cultures.  Besides,  the  sample  size  of  this  study  is  rather  small,  128 
 respondents and the results could be more accurate if the sample size was bigger and more 
 varied in demographic details as now it consisted mainly of women belonging mostly to one 
 age group.   


1.8 Research methodology  


This  study  is  deductive  in  nature,  as  first  previous  theories  are  examined  and  based  on 
 those  theories  the  framework  and  hypotheses  of  this  study  are  generated  thereafter 
 hypotheses are studied with  the collected data  (Saunders, Lewis & Thornhill 2016, p.51-
 52). This study is quantitative research as it is trying to examine the relationship between 
 variables  and  the  goal  of  quantitative  research  is  generalizable  results  (Saunders  et  al. 


2016, p.166). This study has also an explanatory purpose as it is trying to explain causal 
relationships between variables (Saunders et al. 2016, p.176) presented in the theoretical 
framework in subchapter 1.4. Besides, this study tests several hypotheses presented in the 
next chapter. Data for this study was gathered through a questionnaire as the purpose was 
to gather standardize data and to be able to compare the results as analyzing of the data 
can be done by statistical methods (Saunders et al. 2016, p.181-182). Data were collected 
during one week in March 2021 in various Facebook groups mainly concentrating on style 
and clothes.  
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 1.7. Structure of the study 


This  study  starts  with  the  introduction  and  thereafter  in  the  second  chapter  theoretical 
 background of the thesis is presented. The second chapter presents key previous research 
 and literature concentrating on green advertising, greenwashing, information, knowledge, 
 green ad content and greenwashing, attitudes, and intentions. Also, studied hypotheses are 
 formed in the second chapter. The third chapter discusses the research methodology and 
 design used in this study and the variables to test the hypotheses will be formed as well. 


Also, the reliability and validity of this study are assessed in the third chapter. The fourth 
chapter  provides  the  results  of  this  study.  The  last  chapter  discusses  the  results  and 
provides conclusions based on findings of this study.  
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 2 Theoretical background and hypotheses 


This chapter presents the theoretical background of this study by presenting key previous 
 studies and theories concerning the core concepts of this study. Based on previous findings 
 the hypotheses of this thesis are formed. The first subchapter presents concepts of green 
 advertising  and  greenwashing  followed  by  the  second  subchapter  concentrating  on 
 knowledge. The third subchapter discusses of information. The fourth subchapter discusses 
 green  ad  content  and  greenwashing.  Thereafter  is  the  subchapter  of  attitudes  and 
 intentions. Lastly, hypotheses of this study are summarized.  


2.1 Green advertising and greenwashing 


Ottman (2011, p. 3-6) have stated that consumers´ awareness of sustainability issues have 
 increased during decades, and green attitudes have become mainstream to some extent 
 among all generations, but especially among Generation Z. As awareness of sustainability 
 issues has increased has green marketing become as well mainstream (Ottman 2011, p. 


43). Green marketing is defined to be marketing that with sustainable and profitable ways 
fulfill firms´, consumers´ and society´s need without harming the natural environment and 
eco-system (Papadas, Avlonitis & Carrigan 2017). Companies are believed to engage  in 
green  marketing  for  some  or  all  of  the  following  reasons:  competitive  advantage, 
environmental  pressures,  corporate  image,  new  markets,  or  opportunities  or  increasing 
product value (Chen 2010) but to succeed companies should have an internal motivation to 
maintain the long-term strategic view for environmental issues (Polonsky & Rosenberger 
2001). Green marketing has been often criticized to be only individualistic thinking and a 
competitive  advantage  for  companies,  failing  to  truly  integrate  a  long-term  approach  of 
environmental issues and objectives into marketing operations (Polonsky 2011). To be a 
competitive  advantage  for  a  company  green  marketing  should  be  a  holistic  strategic 
approach  rather than  a mere tactical  implementation  of  green  activities as  nonintegrated 
green marketing frequently causes claims of greenwashing (Polonsky & Rosenberger 2001) 
and a holistic strategic approach is positively linked to marketing performance (Papadas et 
al. 2017).  
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One part of green marketing is green advertising that targets environmentally concerned 
 stakeholders  with  ecological,  environmentally  sustainable,  or  nature-friendly  messages 
 (Leonidou et al. 2010). Green advertising should be connected to environmentally oriented 
 corporate  strategies,  structures,  and  functions  or  otherwise,  green  advertising  is 
 greenwashing  (Kärnä  et  al.  2001)  that  is  one  stream  of  green  advertising  research 
 concentrating on validity and deceptiveness of green advertisement (Leonidou et al. 2010). 


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


Kärnä et al. 2001; Shrum, McCarty & Lowrey 1995; Zinkham & Carlson 1995) which is in 
 turn connected to perceptions of greenwashing (Chen & Chang 2013). Nyilasy et al. (2012; 


2014) suggest that in some cases it might be better to not engage in green advertising even 
 though  environmental  performance  is  good  as  there  is  always  a  danger  of  consumer 
 skepticism  and  perceptions  of  greenwashing.  Consumers  are  likely  to  suspect 
 greenwashing  when  a  company  is  showing  only  extrinsic  motivation  for  behaving  green 
 while showing intrinsic motivation of a company can decrease suspicions of greenwashing 
 (Vries et al. 2015). Still, Leonidou et al. (2010) noticed in their study that it is common for 
 large  international  firms to  practice  an  irregular and  reactive  green  advertising  to  defend 
 their  green  image  related  to  internal  or  external  environmental  crisis  rather  than  linking 
 green advertising to a holistic green marketing strategy and this leads often to accusations 
 of greenwashing. Kahraman & Kazançoğlu (2019) found out in their qualitative study that if 
 consumers trust  a  brand  and  have  former  experience  with  a  brand, they tend to  be  less 
 skeptical toward greenwashing, and thus their purchase intentions are higher even though 
 advertising seems deceptive. 


On  a  consumer  basis,  green  advertising  is  most  often  studied  against  consumers 
 involvement and concerns of the environment as it seems to be the best explaining variable 
 what comes to green consumer behavior (D´Souza & Taghian 2005) as green consumer 
 behavior often predicts consumers increased interest in green ads and these consumers 
 also  perceive  green  ads  more  truthful  (Tucker  et  al,  2012).  Nevertheless,  some  studies 
 show  a  weak  correlation  between  concerns  of  the  environment  and  choice  of  green 
 products  (Arvola  et  al.  2001;  Grankvist,  Dahlstrand  &  Biel  2004)  but  still,  some  studies 
 indicate that environmentally concerned consumers respond positively to green messages 
 on advertising, for example in clothing industry context (Kim & Damhorst, cited in Phau & 


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


& Lefkoff-Hagius (1995) suggest that green ads and green claims have more influence on 
environmentally oriented consumers and their purchase intentions. According to Manrai et 
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al. (1997), green claims in advertisements seems to affect more environmentally concerned 
 consumers´ purchase intentions than evaluations of products and companies.   


Greenwashing  can  be  considered  regarding  the  relationship  of  communication  about 
 environmental performance and actual environmental performance. Based on the typology 
 presented by Delmas & Burbano (2011) firms can be divided into green (good performance) 
 and brown (bad performance) based on their environmental performance. Green and brown 
 firms  can  either  highlight  or  not  their  environmental  performance  in  communication  and 
 firms  are  divided  into  four  different  categories  (Figure  3).  Greenwashing  firms  are  brown 
 firms  that  choose  to  emphasize  their  bad  environmental  performance  with  positive 
 communication in other words they greenwash. (Delmas & Burbano 2011) 


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


De Jong, Harkink & Barth (2018) used in their study typology of Delmas and Burnano (2011) 
 and they found out that consumers distinguish green and brown firms from each other, and 
 greenwashing firms were assessed with lower integrity than other firms. Still, greenwashing 
 firms  got  a  higher  assessment  of  environmental  performance  than  silent  brown  firms 
 probably  because  greenwashing  firms  are  communicating  (even  though  not  be  a  very 
 sincere and truthful way) from their interest in environmental issues. Consumers´ increased 
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perception  of  environmental  performance  can  be  considered  one  positive  side  of 
 greenwashing.  Still,  there  is  critic  concerning  the  division  between “good”  and  “bad” 


environmental  performance  as  it  is  not  usually  a  black  and  white  kind  of  issue  as  many 
 factors are affecting on a firm´s environmental performance. (De Jong et al. 2018) 


Greenwashing has different goals and communication procedures (Torelli et al. 2011) and 
 the  majority  of  greenwashing  studies  has  divided  greenwashing  into  two  main  levels:  a 
 product  and a firm-level (Delmas and Burbano 2011; Torelli et  al. 2019). A product-level 
 greenwashing refers to a misleading environmental communication of a product or service 
 (Delmas  and  Burbano  2011),  while  at  a  firm-level  greenwashing  refers  to  a  misleading 
 communication  regarding  environmental  performance  and  practices  of  the  whole  firm 
 (Delmas and Burbano 2011; Torelli et al. 2019). Some alternative levels of greenwashing 
 have been suggested in the literature in addition to the previous two. Lippert in Wehr and 
 Robbins  (2011,  p.209)  discusses  greenwashing  regarding  processes,  symbols,  and 
 structures, and Torelli et al. (2011) have added strategic and dark level greenwashing to 
 supplement a product and a firm-level greenwashing. Strategic level greenwashing refers 
 to  a firm´s future  strategic  plans  and  goals  and dark  level  greenwashing  is  a  misleading 
 environmental communication to hidden illegal activities (Torelli et al. 2019). Torelli et al. 


(2011)  concluded  in  their  study  that  consumers  don´t  perceive  a  firm  and  strategic  level 
 greenwashing  so  easily  than  a  product  and  dark  level  greenwashing.  Besides,  Torelli  et 
 al.´s (2011) study showed that when consumers are trying to evaluate greenwashing related 
 to products, they tend to consider also general environmental impact of the industry.  


Even  though  there  is  wide  evidence  of  negative  impacts  related  to  greenwashing,  some 
companies are still engaging in it and some consumers are buying greenwashed products 
even though greenwashing is perceived, but why? Atkinson and Kim (2014) have suggested 
that  sometimes  green  consumers  can  use  rationalization  processes  differing  from 
ideologically  preferred  ways  as  in  some  situations  some  other  criteria,  e.g.  convenience, 
make buying acceptable, even though greenwashing is perceived. The same kind of results, 
indicating that other values can be more important for green consumers in some decisions, 
was  also  suggested  in  the  study  of  Szabo  and  Webster  (2020).  Also,  green  consumers 
might process ads by conforming to their self-identity as green consumers resulting in them 
ignoring  facts telling  from  greenwashing  (Atkinson  &  Kim  2014).  The  high  environmental 
concern  might  lead  green  consumers  to  perceive  greenwashed  products  better  for  the 
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environment  although  products  are  perceived  not  fully  truthful  (Kahraman  & Kazançoğlu 
 2019).  Braga  Junior  et  al.  (2019)  have  presented  that  consumers  who  consume 
 greenwashed products don´t expect any benefit from using these products and don´t show 
 any satisfaction or loyalty. With other consumers, also green consumers can be ambivalent 
 with  their  attitudes  and  greenwashing  claims  are  often  so  vague  and  evidence  of 
 greenwashing can be hard to find what can increase further ambivalent attitudes (Atkinson 


&  Kim  2014).  Regardless  of  some  possible  positive  outcomes  of  greenwashing,  it  is 
 suggested  that  companies  should  not  engage  in  green  advertising  if  there  is  no  true 
 environmental commitment as results of greenwashing will be inconsequential positive (De 
 Jong  et  al.  2018)  or  very  negative  as  a  form  of  backfire  (Nyilasy  et  al.  2014).  Besides, 
 greenwashing  increase  consumer  skepticism  and  confusion  about  what  comes  to  actual 
 green products, and this threat the work of truly environmentally responsible organizations 
 (Braga Junior et al. 2019; Chen & Chang 2013) 


2.2 Knowledge  


Environmental  knowledge  includes  people´s  knowledge  of  environmental  issues  and 
 problems,  the  influence  of  own  actions  on  the  environment,  and  involvement  with  the 
 environment  (Mostafa  2007).  There  is  no  clear  consensus  of  the  environmental 
 knowledge´s  role  in  green  consumer  behavior  as  some  studies  suggest  that  level  of 
 environmental knowledge predicts green consumer behavior e.g. purchase intentions and 
 even actual purchases (Chan & Lau 2000; Diamantopoulus et al. 1996; Sheltzer, Stackman 


& Moore, cited in Akerhurst, Afonso & Martins Concalves 2012; Vicente-Molina et al. 2013) 
 while  some  studies  present  that  awareness  of  environmental  issues  doesn´t  always 
 translate  into  actual  behavior,  as  other  factors  are  also  affecting  (Kalafatis  et  al.  1999). 


Knowledge  seem  to  rather  mediate  the  relationship  between  attitudes  and  behavior 
(Arbuthnot  &  Lingg  1975;  Fishbein  &  Ajzen.  2010,  p.  243)  as  knowledge  is  related  to 
motivational  factors  and  behavioral  skills  (Fishbein  &  Ajzen.  2010,  p.  243).  Hence  many 
studies have presented that knowledge can foster environmental attitudes and further foster 
green behavior (Casaló, & Escario 2018; Flamm 2009; Liu, Teng & Han 2020). However, 
Peattie  (2001)  has  suggested  that  consumers´  increased  knowledge  of  environmental 
issues  can  even  decrease  purchasing  as  with  increased  knowledge  consumers  start  to 
notice problems regarding consuming and buying things.  
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Related  to  greenwashing  Szabo  and  Webster  (2020)  noticed  that  a  higher  level  of 
 environmental  knowledge  and  attitudes  don´t  correlate  with  fact-checking  and  without  it, 
 greenwashing  might  be  difficult  to  perceive  nevertheless  high  interest  in  environmental 
 issues. Also, skepticism toward green ads and topic knowledge seems not to be correlated 
 according to the study of Xie and Kronrod (2012) as both high and low topic knowledge can 
 foster ad skepticism (Xie & Kronrod 2012). It should be noted that a positive attitude toward 
 the environment doesn´t correlate with a high level of knowledge (Ramsay & Rickson, cited 
 in Diamantopoulus, et al. 1996) and thus it is suggested that the level of consumers´ factual 
 knowledge  about  specific  issues  related  to  the  environment  should  be  measured  when 
 studying environmental consciousness of a certain thing. However, it is difficult to capture 
 the level of true environmental knowledge of consumers as often in studies knowledge is 
 measured  as  individuals´  self-perceptions  and  it may  not  respond  to  the actual  objective 
 level of knowledge. (Diamantopoulus et al.1996).  


Fernandes et al. (2020) discuss in their paper the role of knowledge in the context of the 
 persuasion  knowledge  model  and  consumers  ability  to  cope  with  marketers´  persuasion 
 attempts.  Fernandes  et al.  (2020)  state  that  if  consumers  don´t  have  enough  knowledge 
 about  evaluation  methods  of  green  advertising  messages  and  their  accuracy  the  topic 
 knowledge  won´t  necessary  alone  help  in  assessing  the  accuracy  of  ads.  The  result  of 
 Fernandes  et  al.´s  (2020)  study  was  that  by  increasing  both  consumers´  objective 
 knowledge of topics and tactics used in green ads consumers can learn to spot on deceptive 
 and  unacceptable  ads.  Objective  knowledge  of  environmental  issues  is  noticed  to  be  a 
 possible  factor  in  helping  to  detect  false  claims  in  green  ads  by  other  studies  as  well 
 (Schmuck et al. 2018). Schmuck et al. (2018) found in their study that level environmental 
 knowledge had some impact how consumers reviewed ad content and detected especially 
 false claims in green ads. But however, environmental knowledge had a clear impact in the 
 U.S. but not in Germany, probably because environmental knowledge level in Germany is 
 generally  higher  and  German  consumers  detected  false  claims  generally  more 
 systematically than American counterparts (Schmuck et al. 2018). 


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


Mukherjee 2016). Subjective knowledge is an individual´s perceptions of own knowledge 
i.e. what or how much is known, and objective knowledge is the accurate information stored 
in  the  long-term  memory  (Onel  &  Mukherjee  2016;  Park,  Mothersbaugh  &  Feick  1994). 
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Surprisingly,  it  is  stated  that  subjective  knowledge  has  more  impact  on  green  consumer 
 behavior  (Aertsens  et  al.  2011;  Park  &  Sohn  2018;  Vicente-Molina,  Fernández-Sáinz.  & 


Izagirre-Olaizola 2013) and knowledge of specific environmental issues, rather than broad 
 general  knowledge,  might  be  more  beneficial  what  comes  to  influence  on  attitudes  and 
 behavior (Park & Sohn 2018). Even though the role of subjective knowledge is thought to 
 be more influential on attitudes and behavior, objective knowledge of consumers should be 
 enhanced to improve subjective knowledge (Park & Sohn 2018).  


As discussed in this subchapter knowledge seem to have some sort of role when consumers 
 process green ads and thus in this study it is studied if consumers´ knowledge influences 
 perception of greenwashing. Consumers´ objective knowledge of environmental issues is 
 studied to be connected to detecting greenwashing in a few studies. Because subjective 
 knowledge  of  a  specific  issue  is  believed  to  have  more  benefits  for  green  consumer 
 behavior, this new perspective on knowledge related to the perception of greenwashing is 
 examined  in  this  research.  It  is  suggested  that  a  consumer´s  subjective  knowledge  of  a 
 specific issue, in this context subjective knowledge of the clothing industry´s environmental 
 impact, will be influential on a perception of greenwashing, and therefore the first hypothesis 
 is formed: 


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


2.3 Information 


Information is an important factor to consumers´ decisions and behavior (Kivetz & Simonson 
 2000; Peattie 2001; Vermeir & Verbeke 2006) as taking actions requires some extend of 
 appropriate  understanding  of  issues  involved  (Lee  et  al.  2014;  Tanner  &  Kast  2003). 


Information is identified as one universal need of green consumers (Ottman, cited in Peattie 
2001) and consumers are looking for information related to the environmental performance 
of  companies  and  products  because  it  helps  consumers  to  make  a  connection  between 
their consumption and environmental issues (Peattie 2010). Still, a lot of decisions are made 
with  incomplete  information  (Kivetz  &  Simonson  2000)  since  environmentally  friendly 
products are often promoted with sole product features and quality without including much 
important information (Peattie 2001). Shrum et al. (1995) remark that even though green 
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consumers  are  careful  and  information  seekers,  sometimes  they  just  choose  the  first 
 product  to  meet  their  needs  and  ignore  the  role  of  information  presented  in  green  ads. 


However,  some  studies  show  that  green  consumers  are  more  skeptical  towards  green 
 advertising and thus more prone to pay attention to details of green advertising, for example 
 provided information, and thus might detect misleading claims better (Shrum et al. 1995). 


Especially  regarding  sustainable  products  communicated  information  is  one  of  the  key 
 determinants  as  sustainability  is  not  easily  assessed  without  proper  information  and 
 consumers often lack awareness or comprehension (Vermeir & Verbeke 2006). Consumers 
 find it difficult to assess the environmental friendliness and sustainability of products even 
 after use (Carlson et al. 1993; Lyon & Maxwell 2011; Wagner 1997, p. 3; Vermeir & Verbeke 
 2006)  since  statements  regarding  environmental  benefits  are  often  abstract  and  quite 
 impossible to evaluate by consumers (Vermeir & Verbeke 2006). This creates a credence 
 aspect of green claims (Tucker et al. 2012; Vermeir & Verbeke 2006) because consumers 
 need to trust the source of the claims and information communicated (Vermeir & Verbeke 
 2006).  Information  regarding  environmentally  beneficial  behavior  is  often  complex, 
 inconsistent,  and  involves  contradictions  (Peattie  2001)  and  therefore  it  may  result  in 
 confusion and skepticism toward green consumption and products (Wagner 1997, p. 3).  


Green  advertisement  causes  often  information  asymmetry  between  an  advertiser  and  a 
 receiver by incomplete or vague content (Cummins et al. 2014; Lewandowska, Witczak & 


Kurczewski  2017)  in  form  of  words  with  unclear,  undefined,  and  varying  meanings  for 
 example “environmentally friendly” (do Paco & Reis 2012). Lee, Cruz and Shankar (2018) 
 concluded  that  perception  of  greenwashing  is  connected  to  how  informed  or  uninformed 
 consumers feel about products´ relation to the environment and how much information of 
 companies is shared on markets. To detect greenwashing in ads consumers are required 
 to use analytic cognition (Schmuck et al. 2018) and systematic processing of information 
 (Parguel et al. 2015).  


Regarding  greenwashing  Jones,  Johnston,  and  Kennedy  (2019)  suggest  taking  a  wider 
perspective  on  information  and  they  suggest  assessing  a  product,  a  company,  and  an 
industry to get a better picture of possible greenwashing. Sole narratives by companies, for 
example, advertisements or sustainability reports, are often too one-sided and narrow with 
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information  to  assess  possible  greenwashing  (Jones  et  al.  2019).  Davis  (1993)  has 
 presented six-step recommendation list how to ensure enough specific information in ads: 


1)  ensure  that  the  promoted  environmental  benefit  has  a  real  impact,  2)  to  identify  the 
 specific environmental benefit of an advertised item, 3) provide specific data, 4) provide a 
 context for evaluating advertised attributes, 5) define terms used in the ad and 6) explain 
 environmental  benefit.  Still,  information  asymmetry  is  prevalent,  and  it  is  connected  to 
 decreased credibility, dissatisfaction, and purchase intentions of consumers (Lewandowska 
 et  al.  2017).  The  Credibility  of  information  in  ads  is  important,  as  the  credibility  of  green 
 claims is studied to foster purchase intentions (Davis 1993; Chan 2004) but also attitudes 
 towards ads and products (Davis 1993).  


Carlson  et  al.  (1993)  created  two-way  classification  schemes  to  assess  information 
 presented  in  green  ads  and  how  credible  information  is.  Information  on  green  ads  was 
 categorized as product-oriented, process-oriented, image-oriented, environmental facts, or 
 combination of these. The credibility of green messages is examined through the level of a 
 deceptiveness  of  a  message  and  categories  are  identified  as  a  vague/ambiguous  claim, 
 omission of information, a false/outright lie, and a combination of these. (Carlson et al. 1993) 
 Carlson et al.´s (1993) study deduced that image-oriented ads were perceived the vaguest 
 and  ambiguous  whereas  product-oriented  ads  were  perceived  including  most  false 
 information  or  outright  lies.  The  study  also  highlighted  that  companies  seldom  advertise 
 solely environmental facts, but they want to link green advertising  to generate profits, for 
 example by enchasing a company´s green image. (Carlson et al. 1993) The categorization 
 of Carlson et al. (1993) has been adopted by other studies as well (Cummins et al. 2014; 


Leonidou et al. 2010; Segev, Fernandes & Hong 2016). The study by Segev et al. (2016) 
 came to the same conclusion as Carlson et al. (1993) that product and image-oriented ads 
 are perceived as more deceptive and misleading than other categories and surprisingly their 
 study concluded that in general misleading claims in advertising has declined from the year 
 1993 when the previous study was conducted.  


Banerjee,  Gulas  &  Iyer  (1995)  have  extended  green  advertisement  analysis  by  their 
multidimensional content analysis which analyzes an ad by its characteristics, greenness 
referring to environmental information level, objectives, way of appeal, and issues. Banerjee 
et al. (1995) concluded that the effectiveness of green advertising is best analyzed with the 
framework that describes sponsor type (non-profit and for-profit), ad focus (advertiser vs. 
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consumer),  and  the  level  of  green  information  in  the  ad  (shallow,  moderate  or  deep).  In 
 shallow  i.e.  low  level,  an  ad  contains  only  vague  claims  and  no  specific  information.  A 
 moderate  level  there  is  mentioned  specific  issues  and  addressed  some  environmental 
 issues even not with very detailed information while in a deep i.e. high level an ad discusses 
 environmental issues with detailed information. (Banerjee et al. 1995) 


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


Leonidou et al. 2010; Manrai et al. 1997), some studies measuring it slightly differently, with 
 a  five-level  scale  ranging  from  extra  green,  green,  light  green,  green-brown,  and  brown 
 (Wagner & Hansen 2002; Grillo, Tokarczyk & Hansen 2008). The study by Leonidou et al. 


(2010) demonstrated that high level of environmental information in ads is growing slowly, 
 even  though  the  common  conclusion  in  the  literature  concerning  ad  greenness  is  that 
 information  in  ads  is  usually  on  a  low  or  moderate  level  lacking  credibility  and 
 comprehensiveness (Banerjee et al. 1995; Grillo et al. 2008; Leonidou et al. 2010).  


Previous studies have shown that information is essential for consumers´ decision making 
 and without it assessing green features is quite impossible. Still, a low level of information 
 is common in green ads and it decreases the credibility of green ads. There seems not to 
 be much research on how consumers perceive the level of information in greenwashing ads 
 and what kind of relationship it has to a perception of greenwashing.  Therefore, the next 
 hypothesis aims at exploring whether a low level of information is connected to a perception 
 of greenwashing, and the following hypothesis is formed: 


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


2.4 Green ad content and greenwashing 


One  stream  of  green  advertising  research  concentrates  on  different  types  of  advertising 
 appeals  and  their  efficacy  to  influence  consumers  and  behavior  (Hartmann  et  al.  2014; 


Schuhwerk & Lefkoff-Hagius 1995; Sarkar et al. 2019). “Green” appeal (emphasis on the 
environmental  attributes  of  a  product)  is  studied  to  be  more  persuasive  for  non-
environmentally oriented consumers than “non-green” appeal (emphasis on the cost-saving 
attributes  of  a  product)  but  no  difference  on  the  influence  between  these  appeals  on 
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environmentally  oriented  consumers  (Schuhwerk  &  Lefkoff-Hagius  1995).  Sarkar  et  al. 


(2019) studied young consumers and found out that with non-technical products emotional 
 and self-expressive appeals in green ads are having higher impacts on consumers´ brand 
 attitudes  and  purchase  intentions  whereas  with  high-tech  products  functional  and  self-
 expressive  appeals  are  more  influential.  The  use  of  emotional  appeal  in  green  ads,  for 
 example,  threat  and  fear,  can  benefit  in  promoting  pro-environmental  behaviors  but 
 marketers should be very careful to avoid unethical persuasion techniques (Hartman et al. 


2014). Regarding greenwashing it is noted that emotional persuasion is very effective as it 
 can influence the perception of greenwashing (rational processing) and even decrease or 
 override perceived greenwashing (Schmuck et al. 2018). 


The  knowledge  of  environmental  issues  affects  how  consumers  perceive  green  ads  and 
 greenwashing  as  environmentally  oriented  consumers  seem  to  be  more  influenced  by 
 cognitive elements e.g. raw data on green ads. But when information is absent or scarce, 
 people  can  be  influenced  by  affective  elements  such  as  pictures  because  in  that  case, 
 systematic processing of information is limited. (Parguel et al. 2015) Based on elements in 
 green  ads  greenwashing  can  be  categorized  as  claim  greenwashing  or  executional 
 greenwashing (Parguel et al. 2015). Claim greenwashing refers to green ads concentrating 
 on  greenwashing  verbal  claims.  Two  mainly  used  claim  types  are  vague  claims  that  are 
 broad or unclear by their meaning, and false claims that are straight lies. (Schmuck et al. 


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


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


2016), probably because it is more difficult to assess vague claims (e.g. “we have now more 
 sustainable products”) as often only part of the information is presented (Xie, Madrigal & 


Boush 2015). False or exaggerated claims (e.g. “we have the most sustainable products in 
the world) are often easier to assess as without objective evidence claim can be judged as 
a lie (Xie et al. 2015). Consumers seem not to detect vague claims as greenwashing, but 
false claims are identified almost always as greenwashing. Vague claims are noticed to be 
more prominent in the green advertisements, probably because they are more difficult to 
identify as greenwashing. (Schmuck et al. 2018) Schmuck et al. (2018) concluded in their 
study that  environmental knowledge or concern don´t help in assessing vague claims as 
presented information is so limited or on a general level. De Jong et al. (2020) states that it 
has  no  difference  whether  greenwashing  bases  on  half-lies  or  actual  lies  because 
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consumers tend to perceive all kinds of not fully true claims as greenwashing if perceived. 


However,  it  is  difficult  for  consumers  to  assess  whether  environmental  claims  are 
 acceptable or deceptive and it is recommendable to develop consumers´ knowledge and 
 education  in  environmental  issues  to  consumers  to  perceive  greenwashing  better 
 (Fernandes et al. 2020). 


Visual  elements  in  advertisement  affect  how  different  claim  types  are  perceived  as 
 greenwashing, as when an ad includes a picture of nature or a natural element perceived 
 greenwashing decreases, probably because images of nature or natural element appeals 
 to  viewers´  emotions  (Parguel  et  al.  2015;  Schmuck  et  al.  2018)  and  overdrive  rational 
 processing of verbal information in green ads (Schmuck et al. 2018). Using natural elements 
 in  ads  to  communicate  of  advertiser´s  false  greenness  is  referred  to  as  executional 
 greenwashing (Parguel et al. 2015) and often in green advertising research nature imagery 
 has  been  categorized  as  vague  and  ineffective  as  pictures  don´t  provide  additional 
 information  regarding  communicated  environmental  friendliness  (Hartmann  &  Apaolaza-
 Ibáñez  2009).  It  is  studied  that  a  combination  of  both  verbal  claims  and  visual  natural 
 imagery in green ads is studied to enhance positive consumer´s attitude towards the brand 
 (Hartmann & Apaolaza-Ibáñez 2009).  


Based on the discussion in this subchapter  it can be stated that false  claims are noticed 
 more  easily  on  ads  by  consumers  and  almost  always  perceived  as  greenwashing  if 
 perceived while vague claims are not easy to notice and assess and therefore difficult to 
 perceive  as  greenwashing.  This  study  aims  at  studying  whether  an  actual  claim  type 
 presented and a consumer´s  perceived claim type  differs in influence on a perception of 
 greenwashing. Also, visual elements i.e.  picture of  nature or a natural element  decrease 
 perceived greenwashing. The result of this chapter the following hypotheses are formulated 
 as follows: 


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


H3b. A perceived false claim influences positively the perception of greenwashing 
H4a. A vague claim presented in an ad influences negatively the perception of 
greenwashing  
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H4b. A perceived vague claim influences negatively the perception of greenwashing  
 H5. A green visual element presented in an ad influences negatively the perception of 
 greenwashing 


2.5 Attitudes and intentions 


Consumer  attitudes  develop  through  perceptions  (Rajagopal  2019,  p.10)  and  beliefs 
 (Fishbein & Ajzen 2010, p. 29). Attitude is defined as a tendency to respond favorably or 
 unfavorably to (i.e. evaluate) an object or issue, that is usually called as an attitude object 
 (Fishbein & Ajzen 2010, p. 76). Green advertising and a firm’s environmental performance 
 are assumed to affect consumers´ attitudes (Nyilasy et al. 2014). The traditional view for 
 attitudes is that attitudes consist of three components: affective (emotional), cognitive and 
 behavioral. An affective component refers to emotions and feelings, a person holds for an 
 attitude object. A cognitive component includes ideas and beliefs about an attitude object 
 while a behavioral component refers to an individual´s action tendencies toward an attitude 
 object. However, some have criticized these three components as all attitudes might not 
 have  all  three  components  and  in  some  attitudes  some  components  might  be  more 
 highlighted than others (Oskamp & Schultz 2005, p.9-10).  


To  explain  human  behavior,  and  foremost  behavioral  intentions  preceding  behavior,  the 
 theory of planned behavior is developed (Ajzen, cited in Ajzen 2005, p.29). The theory of 
 planned behavior  suggests that attitudes toward the targeted behavior, subjective norms 
 about a given behavior, and perceived behavioral control (perception of effort to perform 
 targeted  behavior)  is  strongly  linked  to  behavioral  intentions  (Ajzen  2005,  p.29)  and  an 
 intention  to  perform  or  not  to  perform  a  certain  behavior  is  the  best  predictor  of  actual 
 behavior (Ajzen 2005, p.117) as a behavioral intention measure an individual´s readiness 
 to perform a certain behavior (Fishbein & Ajzen 2010, p. 39). Theory of planned behavior is 
 used in the green behavior research context as well (Bamberg, Hunecke & Blöbaum, 2007). 


However,  there  is  some  critic  what  comes  to  the  theory  of  planned  behavior,  as  some 
studies have shown intention-behavior gap which means inconsistency between reported 
intentions  and  actual  behavior  (Fishbein  &  Ajzen  2010,  p.  59)  so  there  might  be  some 
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