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Abstract 
In this study, quantitative research is conducted into the question: What is the effect of 

consumer scepticism on the relationship between greenwashing and the reputation of the 

organisation? Greenwashing is examined as a form of impression management, in which 

people's perceptions are tried to regulate and controlled by information in social interaction. 

This research aimed to fill the existing gap in literature since it is unknown what specifically 

is the effect of sceptic consumers when organization try to create a better reputation in a 

manual way. To investigate this, 447 valid surveys were collected. In these surveys, the 

perceptions of the respondents were examined through advertisements from fashion 

organizations and information about whether the organizations live up to what they put out. 

This showed that advertising with green claims does not lead to a trustworthy green 

reputation. The moment you deal with an organization with sceptical consumers, this way of 

advertising seems even more problematic. Also, because consumers are becoming even more 

sceptical of organisations that have already been caught lying or distorting information about 

how sustainable they are in the past.  

 

Keywords: impression management, organisational reputation, consumer scepticism, green 

scepticism   
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1. Introduction 
Impression management has become important for organisations, since organisations using 

various tactics to shape the perceptions of their stakeholders positively (Allen & Caillouet, 

1994). Not all impression management strategies are ethical or effective (Li et al., 2022). 

Greenwashing, for instance, is a form of impression management that involves making false 

or exaggerated claims about a product or service's environmental benefits to appeal to 

environmentally conscious consumers (Parguel et al., 2011). Greenwashing has become a 

prevalent issue, with many organisations using it to enhance their reputation towards 

customers (Li et al., 2022). At the same time organisations are facing growing consumer 

scepticism (Leonidou & Skarmeas, 2015). Consumers who are sceptical are more likely to 

distrust all these green claims from organisations (Obermiller et al., 2005).  

“Impression management is a goal-directed conscious or unconscious process in which 

people attempt to influence the perceptions of other people about a person, object or event” 

(Tashmin, 2016, p. 95). The goal for individuals is to present themselves the way in which 

they would like to be thought of by the individual or group they are interacting with (Leary & 

Kowalski, 1990). By conveying particular impressions about abilities, attitudes, motives, and 

other characteristics, people can influence others to respond to them in desirable ways (Leary 

& Kowalski, 1990). 

Research by Whetten et al. (2009) describes that organisations can be held accountable 

for their actions just like individuals. According to Whetten et al. (2009), organisations, like 

individuals, have intentions in the actions they perform. Generally, organisations undertake 

impression management to achieve goals that require they have a desired organisational 

reputation (Leary & Kowalski, 1990). Organisations are capable of deliberate, responsible, 

and self-regulatory actions, just like individuals (Whetten et al., 2009). This idea by Whetten 

et al. (2009) forms the basis for examining how organisations manage their reputation in the 

eyes of consumers and how they strive to make a positive impression.  

Greenwashing is a type of impression management because it involves organisations 

attempting to influence their audience's perception of them by portraying themselves as 

environmentally friendly, even if their claims are misleading or exaggerated (Sun & Shi, 

2022). The aim of greenwashing is to create a positive trustworthy green reputation of the 

organisation. Majeed and Kim (2022) describe greenwashing as: “the intentional act of 

misleading, cheating and confusing customers with fake eco-friendly activities, disclosing 

positive information about eco-friendly initiatives and hiding negative information regarding 

environmental performance to repair or improve the environmentally friendly image” (pp. 
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1130-1131). Organisations that engage in greenwashing engage in the deceptive practice of 

presenting a more positive reputation with regards to their climate impact than is actually 

warranted (Parguel et al., 2011). Organisations do this by concealing or distorting information 

in a way that the false green claims come across to consumers differently (Parguel et al., 

2011).  

Organisations engage in greenwashing to create the best possible green reputation 

(Parguel et al., 2011). If it becomes apparent that an organisation has a substantial detrimental 

impact on the environment, it can adversely affect the organisation's reputation. This occurs 

because consumers lose trust in that particular organisation. (Leonidou & Skarmeas, 2015). 

An organisations reputation is an important asset for organisations because it determines how 

consumers perceive them (Highhouse et al., 2009). Organisational reputation is defined as: “It 

is the subjective perception of individual buyers regarding the seller's intangibles that reflects 

the affective or emotional evaluation of the organisation based on social perceptions, 

including financial aspects, sustainability, media attention and public sensitivity at a given 

time and overtime” (Behera et al., 2022, p. 15). A positive organisational reputation serves as 

a means of differentiation from competitors and can generate greater consumer satisfaction 

(Fombrun, 1996). It can also provide an organisation with a competitive advantage that can 

improve the organisational performance (Barney, 1991).  

Consumers scepticism of greenwashing claims impacts their perceptions of 

organisations (Morrison & Beer, 2017). Consumer scepticism refers to "consumer distrust or 

disbelief of marketer actions" (Foreh & Grier, 2003, p. 350). Consumers are increasingly 

aware of environmental issues and are willing to pay a premium for products and services that 

are environmentally sustainable (Namkung & Jang, 2017). However, this also means that 

consumers are more sceptical of organisations that claim to be environmentally friendly 

without any real action to back it up (Namkung & Jang, 2017). If consumers believe that an 

organisation engage in greenwashing, they are likely to view its claims as insincere, and may 

not trust the organisation as a whole (Namkung & Jang, 2017). According to Ashforth and 

Gibbs (1990), greenwashing can make consumers increasingly sceptical about an 

organisation's motives once they notice that an organisation uses greenwashing to better 

present itself.  

 
1.3 Literature gap 
This study builds on the existing literature discussed above. Greenwashing as a form of 

impression management helps an organisation build a reputation that better matches the 
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desired reputation than the reputation associated with the organisation based on the actions 

they perform (Spear & Roper, 2013). According to the current literature, this effect would 

therefore be positive, but sceptic consumers have not been considered in earlier studies. The 

study by Aji and Sutikno, (2015) found that greenwashing has a positive association with 

green consumer scepticism. The positive effect of claims made by organisations to build a 

trustworthy green reputation through greenwashing as form of impression management could 

disappear through consumers scepticism, because consumers do no longer trust the 

organisation (Obermiller et al., 2005). This could mean that greenwashing has a different 

effect for organisations than previously thought. This can also negative affect organisational 

performance (Barney, 1991). This study therefore examines whether this consumer scepticism 

effects the relationship between impression management through greenwashing on the green 

reputation and finally the change the organisational reputation. The importance and 

vulnerability of organisational reputation has long been known. Warren Buffet, for example, 

already said in 1995: “It takes twenty years to build a reputation and five minutes to ruin it” 

(Buffet, 1995 in Lange et al., 2011, p. 154). 

 

1.1 Theoretical relevance 
This study contributes to research in the field of organisational impression management by 

examining the influence of consumer scepticism. Little is known about the influence of 

sceptical consumers on organisations that seek to build a good reputation through information 

that is distorted through impression management (Bolino et al., 2008). This is relevant to 

study since the influence of consumer scepticism on this relationship has not yet been 

investigated in the current literature. It provides new insights into the mechanisms that play a 

role in shaping an organisation's reputation and how consumer scepticism can affect this. 

Professionals will benefit from this dissertation, as it gives them insight into consumer 

behaviour regarding reactions and perceptions of greenwashing as a form of impression 

management. 

 

1.2 Practical relevance 
Including greenwashing as a specific form of impression management can help managers 

better understand how organisations manipulate environmental claims to influence consumer 

perceptions and how these manipulations can influence consumer attitudes and behaviour. In 

addition, by understanding the motivations and strategies behind greenwashing, a manager 

can develop more effective interventions and policies. This research is also a contribution for 
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strategic managers who have to determine how the organisation presents itself with regard to 

climate claims and whether greenwashing is taking place. By portraying themselves as 

environmentally friendly, organisations can gain a competitive advantage over other 

organisations. (Sun & Shi, 2022). 

 

1.4 Research Question 
The following research question has been formulated as the basis for the rest of this study:  

What effect does consumer scepticism have on the relation between greenwashing and 

the organisational reputation? 

It can be read above that the most important relation of this study is the influence of 

greenwashing on the green reputation and finally the change in organisational reputation 

perception. Greenwashing has gained academic attention due to its increasing prevalence in 

recent years, which is attributed to the mounting pressure on organisations to demonstrate 

greater environmental responsibility. Subsequently, the effect of consumer scepticism on this 

relationship is examined. Consumer scepticism may decrease this effect, which may alter the 

effect on organisational reputation. See figure 1 below for the conceptual model. 

 

 
Figure 1: Conceptual model 

A quantitative research study using surveys is conducted to investigate the effect of 

greenwashing on the organisational reputation, with a focus on the moderating effect of 

consumer scepticism. Surveys were used to collect numerical data that can be analysed using 

statistical methods. Because the research focuses on consumers perceptions, surveys are the 

best way to anonymously investigate the perceptions of those consumers on a large scale. The 

data is collected from 447 consumers. The findings will help to draw conclusions about the 

relationship between greenwashing, consumer scepticism, and organisational reputation. 
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1.5 Structure 
In the next chapter, the theoretical framework, the existing theory on impression management, 

organisational reputation and consumer scepticism are further discussed. Based on this theory, 

the hypotheses are also presented in the theoretical framework. The method section further 

discusses the way in which this research is carried out. For example, how the hypotheses 

made are tested and which tests are used and why. In addition, the choices made are 

accounted for. The results of the research conducted can be found in the results. In the 

conclusion and discussion points for improvement are identified and an answer to the research 

question is formulated. Finally, both on a practical level for organisations and on a theoretical 

level, a number of recommendations are made for possible follow-up research and the 

limitations of this research are discussed. 

 2. Theoretical framework 
2.1 Impression management 
Impression management as it is initially developed by Goffman (1959) is about behaviours of 

persons as individuals. Goffman (1959) described impression management as a conscious or 

unconscious process by which people attempt to influence other people's perceptions of a 

person, object, or event by regulating and controlling information in social interaction. It is a 

two-way process that involves both managing one's own impression and interpreting the 

impressions of others (Goffman, 1959). Goffman found that individuals overcommunicate 

gestures that reinforce their desired self and under communicate gestures that detract from 

their desired self (Lewin & Reeves, 2011). Goffman (1959) contended that even seemingly 

innocuous actions might be designed to show a person in a favourable manner. He claimed 

that people are performers whose main task is to construct an identity (Goffman, 1959). 

Goffman's (1959) theory suggests that individuals engage in a continuous process of 

constructing and maintaining their identity, which is influenced by social norms, cultural 

expectations, and interpersonal interactions. The identities of individuals are not fixed, but 

rather are flexible and malleable, allowing individuals to adapt to different social contexts and 

demands (Goffman, 1959). 

The impression management theory, originating from the field of social psychology, 

contributes to our understanding of the analysis of social interactions in everyday life. 

Goffman's (1959) work illustrates how individuals negotiate and affirm their identities during 

face-to-face interactions by deliberately shaping and constructing the perception others have 

of them. Goffman (1959) used the classic dramaturgical metaphor in his book, portraying 

individuals as actors who engage in performances in various settings before audiences 
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(Goffman, 1959; Spear & Roper, 2013). Consequently, individuals alter their behaviour to 

manage how others perceive them. Common impression management strategies include 

excuses, justifications, concessions, apologies, denials, and attacks, which individuals 

frequently employ in their daily lives to influence others' perception of them (Bansal & 

Clelland, 2004). 

 

2.1.1 Organisational impression management 
As discussed in the preceding text, impression management was initially developed in the 

context of individual behaviour. However, the application of this theory has since been 

extended to a wide range of social contexts. (Whetten et al., 2009). According to Whetten et 

al. (2009), the concept of treating organisations as living entities with predictable behaviours 

has been extended to viewing them as social actors possessing motives, drives, and intentions. 

This perspective enables the application of psychological phenomena to explain 

organisational behaviour, known as vertical theory borrowing (Whetten et al., 2009). This 

study by Whetten et al. (2009) is supported by the fact that modern society grants 

organisations sovereignty and holds them accountable for their actions. Whetten et al. (2009) 

argue that the idea that organisations must be accountable to society implies that they are 

capable of intentional, accountable, and self-regulated action, just like individuals. Bolino et 

al. (2008) referred to this as organisational impression management.  

Impression management, as proposed by Goffman (1959), is a critical concept for 

organisations to consider in the context of strategic management. This concept is critical to 

organisations because by creating a favourable impression, organisations can gain the trust 

and support of consumers (Highhouse et al., 2009), which lead to better performance 

outcomes (Cable & Graham, 2000). Conversely, a negative impression can damage an 

organisation's reputation (Highhouse et al., 2009), leading to diminished trust, diminished 

support, and ultimately diminished performance. According to Gotsi and Wilson (2001) 

organisations can use impression management strategies to shape the perceptions of external 

stakeholders, such as consumers. This can help to build brand loyalty, attract new customers, 

and improve the organisation's reputation (Gotsi and Wilson, 2001). 

Effective organisational impression management requires a deep understanding of the 

social dynamics that influence how people perceive others. This includes an awareness of the 

physical and verbal cues that people use to communicate, as well as an understanding of the 

social norms and expectations that shape interactions between organisations and individuals 

(Goffmann, 1959; Tedeschi, 2013).  By developing strategies that take these factors into 
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account, organisations can build a strong organisational reputation and establish themselves as 

leaders in their respective industries (Tedeschi, 2013). 

Research by García-Sánchez et al. (2019) shows that organisations with poor social or 

environmental performance tend to provide incomplete and ambiguous information in their 

sustainability reports to maintain their legitimacy. Organisations may use language that 

conveys a positive view of their performance, even if the reality is negative (García-Sánchez 

et al., 2019). This can result in a lack of quality and usefulness of the information provided to 

stakeholders (García-Sánchez et al., 2019). Organisations may also manipulate public 

perception through the use of more qualitative and complex content and an optimistic tone 

(Cho et al., 2012). This self-serving bias can lead to a positive assessment by stakeholders, 

but it may not accurately reflect the organisation's actual sustainability performance (Cho et 

al., 2012). In summary, impression management is a critical concept for organisations to 

consider in the context of strategic management. By understanding the social dynamics that 

influence how people perceive others and developing effective impression management 

strategies, organisations can improve their reputation, attract new customers, and establish 

themselves as leaders in their industry. 

 

2.2 Greenwashing as a form of impression management 
Greenwashing can be considered a specific form of impression management because it 

involves manipulating the public perception of an organisation's environmental commitments 

and performance (Sun & Shi, 2022). It is a deliberate attempt by organisations to create a 

favourable impression of their environmental and social responsibility. Greenwashing as a 

form of impression management can have a significant positive impact on an organisation 

(Sun & Shi, 2022). When an organisation engages in greenwashing, it exaggerates its 

environmental commitments and performance in environmental reports or social 

responsibility reports, with the aim of portraying itself as environmentally friendly and 

socially responsible (Sun & Shi, 2022). This can lead to a perception that the organisation is 

more environmentally conscious than it actually is, which positively influence consumer 

attitudes towards the organisation (Sun & Shi, 2022). Such exaggerations would involve 

claims that the organisation has implemented policies and strategies that promote energy 

efficiency and environmental protection, achieved cleaner production, reduced emissions, and 

fostered green innovation (Huang et al., 2022). Greenwashing is also the means by which 

organisations aim to fill the legal needs and comply with the environmental regulations put 

forth by the government (Huang et al., 2022). The organisation may also highlight its 
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compliance with national environmental regulations and optimistic prospects for 

development.  

According to Sun and Shi (2022), greenwashing is used to improve the public image 

and reputation of the organisation. By portraying themselves as environmentally and socially 

responsible, organisations can appeal to consumers who are becoming increasingly aware of 

environmental issues (Sun & Shi, 2022). This also happens when organisations show some 

green steps, but their overall production is absolutely not (Poliseno, 2022). Second, Sun and 

Shi (2022) describe how greenwashing can be used as a marketing tool to differentiate the 

organisation from its competitors. By portraying themselves as environmentally friendly, 

organisations can gain a competitive advantage over other organisations that do not practice 

greenwashing (Sun & Shi, 2022). Poliseno (2022) takes this further with advertising burst. 

This is when organisations exaggerate green claims in marketing communications and spend 

more money on advertising than on true green actions (Poliseno, 2022). Finally, Sun and Shi 

(2022) showed that greenwashing can be used to deflect criticism and negative publicity. By 

portraying themselves as environmentally friendly, organisations can deflect criticism and 

negative publicity and prevent possible reputational damage (Sun & Shi, 2022). Furthermore, 

it also happens that organisations communicate their environmental actions as virtues, even if 

they only comply with their legal requirements (Poliseno, 2022). In conclusion, organisations 

use greenwashing as a means of creating a favourable impression of environmental 

responsibility in the minds of consumers. By doing so, organisations aim to gain consumer 

trust and loyalty, which can lead to a competitive advantage (Sun & Shi, 2022). 

 

2.3 Organisational reputation 
Organisational reputation is becoming increasingly important to organisations (Highhouse et 

al., 2009). An organisations reputation is built over time (Hannington, 2011) through various 

strategic actions that the organisation takes to build a reputation (Dolphin, 2004). The reason 

for this is the increasing focus on organisational rankings, as well as media coverage given to 

events such as false claims scandals (Chun, 2005). Organisations today are more vulnerable to 

actions that consumers may perceive as inappropriate or unethical (Saldanha et al., 2022). 

According to Shrum and Wuthnow (1988), reputational status becomes a critical 

resource for organisational managers and represents the outcome of a competitive process in 

which organisations signal their key characteristics to constituents in order to maximize their 

economic and non-economic status (Fombrun & Shanley, 1990). Based on Fombrun (1996) 

and Fombrun and Shanley (1990), a favourable organisational reputation may generate 
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several competitive advantages for a firm. This consist of (1) delaying rivals’ mobility in the 

industry. (2) Charging premium prices, because consumers are willing to pay more if the 

consumer believe in an organisation's green reputation (Delmas & Burbano, 2011). (3) 

Attracting better applicants as well as investors. Dowling (1986) showed that corporate 

audiences routinely rely on the reputations of organisations in making investment decisions, 

career decisions, and product choices. (4) Enhancing its access to capital markets, for the 

same reason as point four. Last (5) building a strong morale among employees and (6) 

improving both economic and non-economic results. People nowadays find it important to be 

associated with organisations that do not have too bad a reputation for environmental impact 

(Sun et al., 2022). Partly because of the pressure of society (Sun et al., 2022). According to 

Lange et al. (2011) reputation is rooted in the organisation’s historical behaviour and 

associations. This organisational reputation can abruptly be changed if new information about 

the organisation’s past behaviour comes to light or if the organisation’s latest behaviours or 

associations are jarring to observers (Lange et al., 2011).   

A positive reputation can help to build trust and can lead to increased consumer 

loyalty (Fombrun, 1996). Moreover, the resource-based view theory emphasizes the strategic 

importance of intangible assets, such as reputation, in creating and sustaining a competitive 

advantage (Barney, 1991). Unlike tangible assets, such as equipment or facilities, intangible 

assets are difficult for competitors to replicate, making them a valuable source of sustainable 

competitive advantage (Barney, 1991).  In addition, people appear to be particularly sensitive 

to the social and reputational aspects of retention and collaboration (Shin & Ki, 2019). The 

above shows that organisational reputation is an important aspect for consumers when 

considering entering into a relationship with an organisation. Partly due to pressure from 

society, consumers prefer to do this with organisations that have a good reputation, including 

in the field of the environment (Shin & Ki, 2019). 

 

2.3.1 Green reputation  
Green reputation refers to an organisation’s reputation in relation to the environment (Shin & 

Ki, 2019). In this respect, green reputation entails a subset of the entire reputation of the 

organisational reputation. According to Guerci et al. (2013), a green reputation has a positive 

influence on the overall reputation of the organisation. Organisational green reputation is 

consumers’ evaluation of an organisation formed over time by direct experiences with the 

organisation and any communications providing information about the organisation’s actions 

related to the environment (Gotsi & Wilson, 2001). Specifically, when green reputation is 
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worse, consumers may attribute the green advertisement as a strategic tool to make the 

organisation look environmentally friendly (external motivation) (Shin & Ki, 2019).  When 

the green reputation more trustworthy, consumers consider the green advertising to represent 

the sincere environmentalism of the organisation creating the advertisement (internal 

motivation) (Shin & Ki, 2019).  

Positive green organisation reputation can play a role as insurance to protect against 

reputational damage in a crisis situation (Coombs & Holladay, 2006). In addition, positive 

green reputation can influence economic performance in the long term (Tang et al., 2012). To 

improve green reputation, organisations often send green messages using various 

communication strategies, including promotion, advertising, sponsorship and public relations, 

while changing business policy, marketing strategy, products and services to be more pro-

environment (Shin & Ki, 2019). Positive product-categorical green reputation indicates that 

consumers consider a product category to be relatively environmentally friendly, while a 

negative product-categorical green reputation indicates that the public perceives a product 

category to have a relatively negative impact on the environment.  

There are some contradictions in the above text compared to the other literature. For 

example, with organisations that already have a bad green reputation, consumers attribute the 

green advertisement as a strategic tool (Shin & Ki, 2019). This is something to keep in mind, 

but the vast majority of the literature points to improving the organisational reputation by 

bringing out green communication, even if they are false. This is therefore assumed to be 

likely. Combining the concepts of impression management as a strategic tool and perceived 

organisational reputation, the following hypothesis emerged. 

 

Hypothesis 1a: Greenwashing will lead to a trustworthy green reputation by consumers.  

 

Hypothesis 1b: A trustworthy green reputation leads to a positive change in the 

organisational reputation perception. 

 

2.4 Consumer scepticism  
Organisations are facing growing consumer scepticism (Leonidou & Skarmeas, 2015). There 

is widespread societal concern that organisations often distribute incomplete or false 

environmental information to deceive consumers and enhance their reputation (Parguel et al., 

2011). The emergence of green consumer scepticism refers to the tendency of consumers to 

question the environmental benefits or performance of green products (Mohr et al., 1998; 
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Obermiller et al., 2005). This trend is mainly attributed to the increasing incidents of 

organisational malfeasance, and irresponsible environmental practices (Leonidou & 

Skarmeas, 2015). The effect of consumer scepticism is further enhanced by the so-called 

halo/horn effect (Balzer & Sulsky, 1992). The halo/horns effect refers to a cognitive process 

by which an individual's general impression of an entity influences the individual's later 

attitudes toward the specific character or properties of the entity (Balzer & Sulsky, 1992). As 

soon as previous statements by an organisation are already not trusted by consumers, the 

mistrust of subsequent statements will only increase (Balzer & Sulsky, 1992). 

According to Elvin (2013), consumers tend to be sceptical about corporate social 

responsibility (CSR) communications from organisations. When an organisation has a worse 

reputation, it may feel the need to increase its legitimacy, leading to efforts to improve its 

reputation (Elvin, 2013). However, this can create a vicious cycle where consumers become 

increasingly sceptical of the organisation's motives and view its CSR activities as self-serving 

and manipulative (Ashforth & Gibbs, 1990). Additionally, an organisation with a worse 

reputation is more likely to face greater scepticism from consumers compared to an 

organisation with a more positive reputation (Elvin, 2013). In fact, a worse reputation can 

lead to negative and sceptical responses to all organisational activities (Elvin, 2013). The 

origin of green action is also important for consumers (Crane, 2018). When an organisation's 

actions are perceived as involuntary, consumer scepticism increases (Crane, 2018). Instead of 

acting voluntarily, there are times when organisations respond to public outrage or 

government intervention (Crane, 2018). This is therefore not because the organisation 

considers it important. As a result, sceptical consumers will experience more distrust of these 

organisations regarding green claims (Crane, 2018). Parguel et al. (2011) showed that 

consumers' perceived external motivation leads consumers to perceive the green 

advertisement as greenwashing. This shows that the greenwash practices of organisations can 

further reinforce consumers' scepticism (Parguel et al., 2011). This effect is described below 

in hypothesis 2. 

 

Hypothesis 2: Greenwashing increases consumer scepticism. 

 

Sceptical consumers pay less attention to advertisements and are not easily influenced 

by green advertising (Obermiller et al., 2005). Informational advertisements can come across 

as dry or manipulative, which could put off sceptical consumers (Obermiller et al., 2005). 

Scepticisms about an organisation's motives has a negative impact on both consumer intent to 
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purchase the organisation's products and their attitudes towards the organisation reputation 

(Elvin, 2013). In terms of environmental claims, unfavourable word of mouth leads to very 

unfavourable attitudes towards advertisements and products (Leonidou & Skarmeas, 2015).  

In conclusion, based on the theory, consumer scepticism leads to a reduction in the positive 

relationship between impression management and organisational reputation. In addition, 

organisations that greenwash have also been shown to increase consumer scepticism. This 

decreases the positive relationship between greenwashing and the green reputation of the 

organisation. Hypothesis 3 was formulated on this basis, which together with the other 

formulated hypotheses is shown in figure 2 of the conceptual model. 

 

Hypothesis 3: Consumer scepticism decreases the positive effect of greenwashing on the 
trustworthy green reputation. 
 
 

 
Figure 2: Conceptual model including hypotheses 

 

3. Method 
3.1 Research method 
The hypotheses were tested by means of a quantitative study based on surveys. Quantitative 

research is a type of research in which numerical data is collected and analysed using 

statistical methods (Field, 2018). This study focused on the perceptions of the respondents of 

greenwashing practices of organisations. The method used is survey research, a form of 

quantitative research. Surveys have been used because it facilitates the collection of data from 

a large number of respondents in a limited time period (Vennix, 2016). The questions in the 

survey were answered on a five-point Likert scale. The Likert scale provides a standardized 

way to measure respondents' perceptions and attitudes, increasing the comparability of 

answers (Vennix, 2016). Self-completed data was collected from the respondents by means of 
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an online survey. An advantage of the self-administered survey is that respondents can 

complete the survey at their own pace. Given the absence of researcher intervention, 

respondents may feel less afraid of judgment (Burns, 2006). This is relevant in the context of 

greenwashing, as individuals often face societal pressure to make environmentally friendly 

choices (Sun et al., 2022). The same survey was used for all participants, the survey can be 

found in appendix B. 

Before completing the questionnaire, the survey was tested. The pilot consisted of a 

small group of people who completed the questionnaire, followed by a personal interview. 

This revealed minor ambiguities in the questions, which were subsequently corrected. This 

increases the validity, because it shows how well people understood the questions and 

whether they were able to answer them all (Vennix, 2016). The respondents in the pilot test 

were not invited to participate in the main study, as this could influence the results 

(Haralambos & Holborn, 2000). After the pilot tests, the survey was distributed through 

Prolific to access a large and diverse pool of participants (Aguinis et al., 2021). Prolific gives 

the option to choose which countries the survey will be distributed to. For this study, it was 

decided to use only European countries. This is because other parts of the world are 

sometimes less developed and issues such as sustainability are less important among those 

populations. 

 

3.1.1 Respondents 
This study uses a random sample population to obtain a diverse and representative group of 

potential consumers to reveal valid and generalizable insights into their preferences. To keep 

the age of the surveyed people in a generally accepted dome, respondents under the age of 

eighteen were excluded from the survey for certainty. Distortions based on a too young 

respondent who does not fully understand the concept of the environmental problem and the 

harmful impact of, have therefore been almost completely eliminated. Based on a 5% margin 

of error and a 95% confidence level with a population > 20 000, a sample of approximately 

377 respondents is required. 

 

3.1.2 Statistical tests 
After the respondents had completed the surveys, the data was analysed by means of various 

tests in SPSS. Before the hypotheses were tested, the attention check answers were checked. 

If this question was not answered correctly, the respondent was removed from the dataset. 

This indicates that the respondent did not take the survey seriously. Subsequently, hypothesis 
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1a was tested by means of paired sample t-test, preceded by a factor analysis. The paired 

samples t-test is used when two (or more) means from one (participant) group are compared 

(Hair et al., 2019). Like a survey asking the same respondents before and after a certain 

condition (Hair et al., 2019). Hypothesis 1b was tested by means of a proportionality test. 

Hypothesis 2 was tested using the paired sample t-test again. By this way the answers of the 

respondents at two different times can be compared (Hair et al., 2019). Hypothesis 3 was 

tested by means of a regression analysis. This made it possible to test whether and to what 

extent consumer scepticism influences the green trust of consumers in the greenwash 

advertisements. A significance level of p=0.05 was used for all tests. 

 
3.2 Research design  

The survey was created with Qualtrics. Qualtrics was chosen because it is user-friendly and 

makes it possible to show or not show certain questions to a respondent based on the answer 

given. The research starts with an introduction in which it becomes clear to the respondent 

what the research is about and how much time it will take (Appendix A). The introduction is 

followed by four questions that test the extent to which the respondent is consciously looking 

for clothing that comes from an environmentally conscious organisation. These questions 

measure how sceptical the respondent considers himself to be. This is before the rest of the 

survey so that respondents are not dependent on their answers from the survey. To avoid 

biases. Finally, there is a fifth introduction question to test hypothesis 1b.  

After this introduction questions, the survey moves on to the organisational questions. 

These are about H&M, Patagonia and Burberry for all three organisations the same questions 

are asked. H&M and Burberry are both examples of organisations that have been guilty of 

greenwashing. Patagonia is an organisation that also claims to be sustainable, but so far as 

known, they actually are. This organisation has been included in the questionnaire in order not 

to make it too predictable for the respondents. In addition, Patagonia is also used to 

investigate whether a trustworthy green reputation indeed leads to a positive change in 

organisational reputation perception by consumers (H1b).  

The questions about the organisations consist of three parts. It starts with the logo of 

the organisation. This is followed by the question whether the respondent knows the 

organisation and whether they ever (considered) buying something there. Then the 

respondents saw the green advertisement of that organisation. Six questions are then asked. 

First five questions to measure the green trust based on the advertisement and a final question 

to see if the respondent would now want to buy from the organisation. Finally, the respondent 
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is shown a piece of text about the organisation and the way in which they live up to what they 

present themselves. At H&M and Burberry, it becomes clear to the respondent that they are 

not as green as they seem (Geels, 2018; Hendriksz, 2017; Stern, 2022). Patagonia stands out 

in previous studies for their sustainable practices. They emphasize repairing garments to 

discourage excessive consumption and raise awareness among consumers about the 

environmental impact of excessive clothing purchases, even if the production is 

environmentally friendly (Demkes, 2020; Matthews, 2022). Additional details and the 

advertisements used in the surveys can be found in Appendix C. The first question after that 

information is whether the consumer was already aware of this information. If this is the case, 

the consumer will not be more sceptical after reading the piece of text. If the respondent does 

not know, questions follow to see what has changed in the respondents' perception of the 

organisation. 

After all these questions, an attention check has been built in. This was done by asking 

which organisations passed by. Finally, demographic information was requested from the 

respondents. This was collected at the end of the survey to minimize the burden of answering 

complex questions in case they experienced survey fatigue (Bourque & Fielder, 2003). Survey 

fatigue may lead to less accurate answers to questions (Sinickas, 2007). Placing easier 

questions at the end made participants treat the earlier, more challenging questions with more 

seriousness (Sinickas, 2007). 

 

3.3 Study field: Greenwashing in the fashion industry 
As a result of the ongoing changes in the climate and our living conditions, consumers are 

increasingly mindful of the environmental impact of their consumption. The trend towards 

sustainability has gained mainstream popularity, with more people recognizing the adverse 

effects of their consumption habits (Alexa et al, 2021). Studies by Carlson et al. (1993) and 

Alexa et al. (2021) show that consumers are more inclined to choose an organisation over 

another if they believe the organisation will help the environment. They are also more 

inclined to act positively towards organisations that are perceived to be sensitive to 

environmental concerns (Alexa et al., 2021). In addition, consumer products organisations 

(including the fashion industry) are more likely to face higher consumer pressures to be 

environmentally friendly compared to non-consumer products industries and service 

industries (Poliseno, 2022). The fashion industry is the second largest polluter in the world 

after the oil industry (Niinimäki et al., 2020). 92 million tons of textile waste is estimated to 

being produced every year, on top of this the fashion industry is estimated to account for 
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nearly 10% of global carbon emissions (Poliseno, 2022). In addition, the fashion industry 

accounts for nearly 20% of global wastewater (Poliseno, 2022). The environmental damage 

increases as the industry grows (Sustain Your Style 2020). A study by the Changing Markets 

Foundation report (2021) studied green claims made by clothing organisations and found that 

about 60% were fraudulent. In particular, the study found that 96% of H&M's green and 

sustainable claims were unfounded (de Freitas Netto et al., 2020; Poliseno, 2022).  

 

3.4 Operationalisation 
3.4.1 Greenwashing 
The independent variable in this study is greenwashing. TerraChoice (2010) designed a 

classification called the seven sins of greenwashing, which addresses the main ways 

organisations mislead consumers using environmental claims. These seven sins refer to claims 

at the product level, inclusing clothes (Poliseno, 2022). For this study, the greenwash 

practices of H&M and Burberry are taken as an example. For the H&M the sin of the hidden 

trade-off is most applicable. This method refers to advertising a product as sustainable based 

on a limited number of properties, without considering other critical environmental concerns ( 

TerraChoice, 2010). In the case of H&M, advertising sustainable materials and initiatives, 

such as organic cotton and recycled fibres, can be considered a limited aspect of 

sustainability. However, burning large quantities of unsold clothing, including potentially 

sustainably sourced clothing, undermines the organisation's broader sustainability claims. For 

Burberry's case, the sin of fibbing method is the basis of the greenwash practises. If Burberry 

burns clothing to maintain exclusivity and is unwilling to sell the clothing for less money, 

while at the same time making sustainability claims, this can be considered a false claim and 

therefore misleading (TerraChoice, 2010). 

 

3.4.2 Trustworthy green reputation 
The dependent variable of this research is the trustworthy green reputation of organisations. 

The validated questionnaire from the study by Chen (2010) was used to measure green trust 

based on organisations' advertisements. The questionnaire of Chen (2010) referred to Blau 

(1964), Ganesan (1994), and Schurr and Ozanne (1985) to measure green trust. The 

measurement of green trust includes five statements: (1) I feel that this product's 

environmental functions are generally reliable. (2) I feel that this product's environmental 

performance is generally dependent. (3) I feel that this product's environmental argument is 

generally trustworthy. (4) This product's environmental concern meets my expectations. (5) 
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This product keeps promises and commitments for environmental protection. The statements 

have been taken over with the only adjustment that the organisation names have been filled in 

at the places where the statements say, "that this product's". 

 

3.4.3 Consumer scepticism 
Consumer scepticism refers to the degree to which consumers tend to doubt the credibility of 

advertising claims made by organisations. Consumer scepticism was measered on the basis of 

the following questions: (1) I consider myself as environmentally conscious when purchasing 

clothing. (2) I give close attention if clothing is manufactured sustainably. (3) I notice when 

organisations green claims (statements with which organisations present themselves 

sustainably) are not entirely true. These questions are based on the studies by Skarmeas and 

Leonidou (2013) and Skarmeas et al. (2014). In that studies, doubt (q.1), questions (q.2) and 

disbelief (q.3) emerge as indicators of consumer scepticism. 

The answers to these questions can be scored on a Likert scale of 1 to 5, where 1 

indicates not sceptical at all and 5 is very sceptical. Based on the scores of the respondents, 

they are then divided into the sceptical or non-sceptical group. An average score above 3 does 

make the respondent sceptical anything below that indicates not sceptical. Subsequently, 

before and after this information, it was measured whether there was trust in the organization 

and whether the respondents are still willing to buy from the organizations that are guilty of 

greenwashing. 

 

3.5 Research ethics 
The survey questions were designed to collect quantitative data on participants' perceptions of 

fashion organisations and their sustainability claims. The survey includes questions about 

participants' awareness of greenwashing and their understanding of sustainability in the 

context of the fashion industry. The introduction of the questionnaire clearly explains the 

purpose of the study (Appendix A). The participants could decide for themselves whether 

they wanted to participate in the study and could stop at any time. The surveys were 

distributed via Prolific. The survey turned out to take an average time of 07:21. The 

participants received an average of €1.34 for this, which amounts to €10.94 per hour. While 

completing the survey, a progress bar was present at the top of the survey, so that participants 

could see how far they were at any time. The confidentiality and anonymity of the participants 

is guaranteed by not collecting any identifying data. All information from the research is 

treated confidentially and not shared with third parties. It was used exclusively for the 
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research and this was also explained to the participants beforehand. They must also agree that 

the data will be used for the research. 

4. Results 
A total of 466 people participated in the study. Not everyone had passed the attention check 

and there were a number of people who did not swipe to agree with the introductory text. 

These people have been removed from the study. This leaves a total of 447 respondents. Of 

these, 205 respondents identified as female, 233 as male, 7 respondents answered with 

different and 2 respondents did not want to say. The youngest respondent was 18 and the 

oldest 62. 82% of the respondents were 39 or younger. 

 

4.1 Factor Analysis 
To evaluate the validity of the questions that measure green trust, a factor analysis was first 

performed. By looking at the interdependence between the questions, it can be assessed 

whether the questions actually measure what they are intended to measure. Instead of looking 

at each question individually, the answers can be grouped into a smaller number of factors, 

making analysing and interpreting the data easier (Hair et al., 2019). The same set of 

questions has been asked 3 times only the organisation name has been changed. The FA has 

been carried out for all 3 organisations and gives almost the same results in all three. Below is 

the detailed analysis of the factor analysis conducted on the data from H&M. The results for 

Patagonia and Burberry can be found in Appendix D.  

The adequacy of the sampling for analysis can be verified as the Kaiser-Meyer-Olkin 

is above the threshold of 0.5 (KMO = 0.890), where the closer to 1 the better. Furthermore, 

the Bartlett's Test of Sphericity indicates that there is sufficient correlation for a factor 

analysis. The test resulted in a chi-squared value (χ²= 1469,067) with 10 degrees of freedom 

(df=10) and a significance level of p < .001.  

 
Table 1: KMO and Barlett's Test 



 23 

After the requirements of a factor analysis have been met, the FA is carried out. Principal axis 

factoring was used for this. As can be seen in Table 2, there is one factor with an eigenvalue > 

1. In addition, the cumulative here is >60%. The cumulative variance of 67.96% indicates that 

the extracted factors explain a significant portion of the variance in the original data, while an 

eigenvalue of 3,709 suggests that the corresponding factor contains substantial variance and 

carries more information than a single original variable (Hair et al., 2019). This is also 

confirmed by the scree plot (Table 3) which shows that the break point is at factor number 

tweo. This means that there is one factor above the cut point (Hair et al., 2019). 

 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 4 below shows the factor loadings. This shows that the lowest loading is 0.738. This is 

still very high. Above 0.7 falls below strong. The higher the factor loading, the stronger the 

contribution of the variable to the factor (hair et al., 2019). Since everything loads very 

heavily on factor 1, it makes no sense to look further to eliminate variables. In conclusion for 

this research, the factor is a good measure of the concept of green trust. To check reliability, 

the Cronbach's alpha is shown in Table 5 (⍺=0.912). This is high because in general a 

Cronbach's alpha value of 0.70 or higher is considered acceptable, while values above 0.80 
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are considered good (Field, 2018). The Cronbach's alpha only goes down when deleting an 

item (Appendix D).  

 
Table 4: Factor Matrix 

 
 
 
 
 
 
 

 
4.2 Paired sample t-test 
To construct an answer to hypothesis 1a, a paired sample t-test was performed. The FA has 

shown that all variables measure the same thing, they have been combined into green trust. 

The descriptive statistics of the organisations can be read below (Table 6). H&M μ=3.05, 

Patagonia μ= 3.50 and Burberry μ=2.87. Looking at the results, the average is around three, 

which indicates neutral green trust. At Burberry, the green trust is even more negative than 

positive. At first glance, greenwashing does not seem to lead to a trustworthy green 

reputation. 

 

Table 5: Cronbach's Alpha 
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Table 6: Descriptive Statistics organisations 

 

To test whether the trust of the greenwash advertisements (H&M and Burberry) differs 

significantly from the truly green advertisement of Patagonia, the averages of H&M and 

Burberry are both compared with those of Patagonia (Table 7). The paired sample t-test 

showed a significant difference between the mean scores on the green trust factor for H&M’s 

greenwash advertisement (M = 3.05, SD = .82) and the Patagonia’s truly green advertisement 

(M = 3.50, SD = .72), t(429) = -10.57, p < .001. The difference between Burberry (M = 3.05, 

SD = .82) and Patagonia (M = 3.50, SD = .72) is also significant t(429) = -14.99, p < .001. 

This result does not support the hypothesis 1a: greenwashing will lead to a trustworthy green 

reputation by consumers. Since the respondents have more trust in truly green advertisements. 

Furthermore, the average green trust score for H&M and Burberry combined does not surpass 

a mean of 3. This indicates that consumer trust in the greenwashing advertisements 

themselves is slightly below neutral trust. 
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.  

4.3 Proportionality test 
To test hypothesis 1b, a trustworthy green reputation contributes to a positive change in 

organisational reputation perception, the general question was examined: When an 

organisation has a good sustainable reputation, that improves my view of the overall 

organisation reputation. First, a frequency table was made of the answers given. As shown in 

Figure 3 below. To test whether the percentage of respondents who answered agree or fully 

agree differs significantly from 50% and is significant, a proportion test was performed.This 

would make the group of respondents who (fully) agree with the statement so large that it 

would support hypothesis 1b. 

 
Figure 3: Frequency improve organisational reputation 

 

The respondents were divided into two groups, group 0 consists of the respondents who 

answered fully disagree, disagree and neutral. Group 1 are the respondents who answered 

agree and fully agree. As can be read in the Table 8 , p<.001. As a result, the groups differ 

significantly from each other and a good sustainable reputation leads to a better overall 
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organisational reputation. The same test was then performed for the following question: After 

knowing this about Patagonia's green claims (statements with which organisations present 

themselves sustainably), my view of this organisation has changed. Since Patagonia is the 

only one of the three organisations with a trustworthy green reputation. The result (Table 8) is 

also significant here (P< .001). This shows that based on this results H1b can be supported. 

So, a trustworthy green reputation actually leads to a positive change in the perception of the 

reputation of the organisation. 
 

 
Table 8: Proportion test 

 
4.4 Paired-sample t-test 2 
To test h2, which argues that greenwashing increases consumer scepticism, another paired-

sample t-test was performed. Only the advertisements of H&M and Burberry were included in 

this test, because these are the two organisations that greenwash in the advertisements. At the 

beginning of the survey, the questions: I once bought something at the (organisation) and I 

once considered buying a clothing item from (organisation) were asked. The second question 

was only given to the respondents who had not answered agree or fully agree to the first. A 

new variable has been created from these questions in which these questions have been 

merged. For the respondents who answered the second question, the answers to the first 

question have been replaced by the second in the new variable. As a result, everyone who has 

ever bought something or has considered buying by that organisation has merged. The 

statistics from the paired sample t-test can be found in Table 9.  

  



 28 

 
Table 9: Statistics paired sample t-test 

 

The paired sample t-test showed a significant difference between the mean scores before and 

after greenwashing in all pairs. For H&M consider buying before greenwashing (M = 4.50, 

SD = .83) and after (M = 3.26, SD = 1.00), t(354) = 22.992, p < 0.001. For H&M 

organisational trust the results before are (M = 3.01, SD = 1.00) and after (M = 2.50, SD = 

1.09), t (445) = 10.443, p < .001. For Burberry consider buying before greenwashing (M = 

1.99, SD = 1.34) and after (M = 1.82, SD = 1.03), t(378) = 2.505, p=.013. Slightly less 

significant than the rest, but meets p<.05. For Burberry the organisational trust results are 

before (M = 2.82, SD = .95) and after (M = 1.84, SD = 1.00), t (439) = 19.931, p < .001. The 

95% confidence interval also shows significance (Table 10), the zero falls outside the lower 

and upper range. Based on these results, h2: greenwashing increases consumer scepticism can 

be provisionally supported. 
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4.5 Regression analysis 
To test h3: Consumer scepticism decreases the positive effect of greenwashing on the 

trustworthy green reputation, a simple regression analysis is performed for H&M and 

Burberry. First the assumptions for simple regression analysis were tested. Both the 

dependent and independent variable are at an ordinal level for both organisations, which is 

suitable for a regression analysis. As in Table 11, the skewness and kurtosis of the variables 

are all within the acceptable range for normality of skewness and kurtosis ≤ 2. This can also 

be observed visually in the histograms in Appendix F. In regression, the variance of the error 

term must be equal for all values of the explanatory variable. Thus, there should be no more 

or less spread in the error term for larger or lower values of the explanatory variable (Field, 

2018). The results of the scatterplots can be found in Appendix F. This shows that they are 

both approximately the same and that the dots above and below the 0-axis are evenly 

distributed. 

 

 

 Table 10: Paired sample t-test h2 
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Subsequently, the regression analyses were performed. Table 12 and 13 shows that the R2 is 

very low. This indicates that only 1,2% variance in the dependent variable is explained in the 

case of H&M. Burberry is slightly higher with 2,8% but still very low.  

 

 
Table 12: Model summary H&M 

 

 

Table 11: Statistics h3 

Table 13: Model summary Burberry 
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The ANOVA table (14) shows for H&M F(1, 438) = 5.26, p < .05 and for Burberry (Table 

15) F(1, 438) = 12.65, p < .001. This means that both regression models generally result in a 

significantly good prediction of the outcome variable. 

 
Table 14: ANOVA H&M 

 
Table 15: ANOVA Burberry 

 

Table 16 and 17 provides information about the model parameters and the significance of 

these values. For H&M, β₀ =3.116. This means that if level of scepticism is not known, the 

model predicts the green trust to be 3.116. Change in this outcome is associated with a change 

in the level of scepticism (β1=-.185). The green confidence therefore goes down at the 

moment the respondent considers himself more sceptical.  The degree of scepticism is a 

Table 16: Coefficients H&M 
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significant predictor of green trust based on the t-test of H&M (β = -.168; t (438) = -2.293; p 

< .05) and Burberry (β = -.109; t (438) = -3.557; p < .001). These results support h3 that states 

consumer scepticism decreases the positive effect of greenwashing on the trustworthy green 

reputation, even though the explanatory power is very small. 

 

 
Table 17: Coefficients Burberry 

4.6 Extra results 
During the elaboration of the results, another striking phenomenon emerged (Table 18). The 

following question was asked: I deliberately buy clothes from stores that present themselves 

as environmentally conscious. About half of the respondents answered this question with yes 

and half with no. Of the 177 respondents who answered yes to this question, only 50 

respondents (14.1%) answered the question: Knowing this I would (still) consider buying my 

clothes by H&M, with disagree or fully disagree. This is more than the 31 respondents (8.8%) 

who filled in no. But based on the questions you would expect a much bigger difference. As it 

stands, people say one thing, but their behaviour shows something else. The second question 

was asked after the respondents had been made aware of H&M's greenwash practices and 

only to those who indicated that they were not yet aware of this information.  

 

 

 

 

 

 
 

 
 

Table 18: Support extra results 
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5. Conclusion and discussion 
The aim of this research was to find an answer to the research question: What effect does 

consumer scepticism have on the relation between greenwashing and the organisational 

reputation? To investigate this, hypotheses have been formulated based on the existing 

literature. The first hypothesis assumed that greenwashing will lead to a trustworthy green 

reputation by consumers. The results of this study did not support this. Organisations that 

advertise with greenwash advertisements have been compared to those of true green 

organisations. The respondents appeared to have significantly less trust in the organisations 

that practiced greenwashing. This differs from the current literature that states that 

greenwashing works to improve the reputation of organisations (Sun & Shi, 2022). As well as 

impression management in general would build consumer trust and support (Highhouse et al., 

2009). This difference in outcome can possibly be explained by the way this research is 

conducted. To test the hypothesis, the organisations that greenwash have been compared with 

the real green organisation, but this does not necessarily mean that greenwashing contributes 

nothing at all to a trustworthy green reputation. This has not been investigated in this study, 

because it requires a different structure of the survey. Which required too many adjustments 

in the context of the rest of this study. 

The second part of the first hypothesis that assumed that a trustworthy green 

reputation leads to a positive change in the perception of the reputation of the organisation 

was supported. This is in line with what was already known in the current literature. Since the 

organisational reputation is built up, among other things, with the green reputation of an 

organisation (Shin & Ki, 2019). The green reputation is also becoming increasingly important 

for the reputation of the entire organisation due to the social pressure to become more 

sustainable (Guerci et al., 2013; Sun et al., 2022).  

The results of the tests support the third hypothesis, which indicates that greenwashing 

increases consumer scepticism. This is in line with the existing literature. However, this 

research is somewhat limited and mainly focuses on consumers' willingness to buy and the 

loss of trust when organisations engage in greenwashing. More evidence of this relationship is 

needed for a more convincing connection and deeper understanding. 

The last hypothesis tests whether consumer scepticism decreases the positive effect of 

greenwashing on the trustworthy green reputation. In the literature it is described that if 

consumers do not have the idea that organisations do it of their own volition, sceptical 

consumers do not believe it and the trustworthy reputation is not strengthened (Crane, 2018). 

However, this is not convincing from the results. Although a significant relationship was 
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found between consumer scepticism and green trust in greenwash advertisements, the 

percentage of green trust explained by consumer scepticism is almost negligible at 1.2% and 

2.8%. This is probably due to the way of testing. Respondents were classified as sceptical or 

not sceptical based on three questions they had to answer about themselves. There is a danger 

here that the respondents will judge themselves as more sceptical than they really are. This 

can be for several reasons, such as wanting to be sceptical to show the society you are making 

informed choices. It may also be the case that consumers genuinely think they are sceptical, 

but in the meantime, consumers do not realise that there are many greenwashing practices 

going on. In the future, it may give better results if the respondents are classified in a different 

way. 

In conclusion, this study has not provided convincing evidence for the research 

question. There are indications, especially in the literature and partly in the results of this 

study, that consumer scepticism influences the effectiveness of greenwashing as a form of 

impression management for building a trustworthy (green) reputation. Further research should 

reveal exactly how these relationships work. 

 

5.1 Theoretical contributions 
This study contributes to the theoretical understanding of organisational impression 

management. It has shown that impression management through manipulation on green 

activities does not seem to have the desired effect. Previous studies had not yet examined 

sceptical consumers in this context. This study tentatively showed that consumers scepticism 

further decreases the already not so positive relationship between greenwashing and building 

a trustworthy green reputation. Based on the results obtained, if an organisation wants to build 

up a trustworthy green reputation, they can do better by actually complying with the green 

actions. This can also be done through impression management as also the green actions that 

are actually adhered to can be used to improve other people's perceptions of an organisation 

by regulating and controlling information in social interaction. This research shows that if 

impression management switches too much into manipulating information instead of 

regulating and controlling information, the effect positive may disappear. Although this is 

only an example and the results are not very convincing, more research can be done to 

investigate how far organisations can go in impression management to maintain consumer 

trust. 
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5.2 Practical implications and strategic recommendations 
As a result of these research results, there are important practical implications and strategic 

recommendations for organisations that would like to improve their organisational reputation 

by building a trustworthy green reputation. Nowadays it is necessary if an organisation wants 

to have a good reputation to present itself as environmentally friendly. At the same time, 

consumers are increasingly aware of the fact that organisations do not always do what they 

communicate. If the consumer suspects that the statements are unintentional or even not true 

at all, the green reputation can deteriorate. It is therefore advisable, when determining a green 

strategy, not to make statements that could be seen as manipulative by consumers. For 

example, organisations can respond to sceptical consumers by publishing evidence about the 

green actions of the organisation, so that the possible mistrust may decrease or otherwise at 

least not increase, as is the case with greenwashing. 

 
5.3 Limitations and future research 
Despite the insights gained from this study, several limitations should be considered when 

interpreting the results. First, survey responses can be influenced by social desirability, with 

participants providing answers they find socially acceptable rather than their true beliefs or 

behaviours (Field, 2018). While efforts have been made to reduce this bias by ensuring 

anonymity, this may have influenced the results to some extent. 

Second, the sample of participants may not be fully representative of the target 

population, which could limit the generalizability of the findings (Field, 2018). While random 

selection was attempted through the use of the Prolific platform, participants had the freedom 

to choose which surveys to participate in. The observed percentage of respondents with a 

master's degree (22%) seems to deviate from the actual European population.  

Third, surveys have inherent limitations due to predetermined questions and answer 

options, which can overlook important factors or nuances that can affect the results. This 

study does not consider other reasons for how respondents perceive advertisement 

trustworthiness, such as previous experiences with the organisation or specific design 

differences between the advertisements. Factors such as the use of colour in advertisements 

could potentially influence respondents' perceptions but were not included in this study. 

Future research could use a mixed method. Combining quantitative surveys with qualitative 

methods such as interviews to allow for a more comprehensive exploration of the factors 

influencing consumer perception and behaviour. This approach can provide insight into 

participants' personal experiences, their emotional connection to organisations. 
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Finally, an additional finding is described at the end of the results section. It was 

striking that the respondents said one thing, but in reality, often make a different choice in 

terms of sustainable procurement policy. This has not been statistically proven in this study, 

as the study was not aimed at this, but it is interesting to investigate in the future. For 

example, it can be examined whether consumers are aware of this and where this behaviour 

comes from. 

 

5.4 Personal reflection 
This study could have had more convincing results if other choices had been made during the 

research process. The main reason for this is the inexperience in conducting such a large 

study. In an attempt to oversee the complete research process, a number of choices may have 

been made too quickly. For example, the questions in the survey could sometimes have been 

better or more aligned with the goal, namely to obtain an answer to the hypothesis. 

Furthermore, the hypotheses could have been tested more extensively, but this was not always 

possible, partly due to the time for this research and the length that the survey would 

otherwise have been. The research process has provided many new insights that can be 

included in any subsequent research. 
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Appendix A: Survey introduction 
Dear Participant, 

I am a master’s student in Business Administration at Radboud University, specializing in 

Strategic Management. As part of my research, I am investigating the green reputation of 

fashion organisations. Your participation in this survey would greatly contribute to my 

graduation project. 

 

The purpose of this survey is to gather valuable insights and opinions regarding the green 

reputation of fashion organisations. Your honest responses will help me gain a comprehensive 

understanding of this topic and its implications. It is important that there are no wrong answers, 

it is really about how you feel about something. 

 

Rest assured that your participation is completely anonymous, and your answers will be treated 

with utmost confidentiality. You are also free to discontinue the survey at any point if you wish 

to do so. 

 

Should you have any questions or concerns regarding the survey, please feel free to contact me 

at [X X]. the survey will take approximately 5 minutes of your time. 

Thank you in advance for your time and participation. 

 

Sincerely, 

[X X] 

Master's Student in Business Administration 

Radboud University 
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Appendix B: Format Survey 
I deliberately buy clothes from stores that present themselves as environmentally conscious.  

O yes O no 

Statements 

Please indicate to what degree you agree with the following statements: 

 Fully        Fully 

 disagree disagree neutral  agree agree 

 1  2  3  4 5. 

- I consider myself as environmentally conscious when purchasing clothing. 

- I give close attention if clothing is manufactured sustainably.   

- I notice when organisations green claims (statements with which organisations present 

themselves sustainably) are not entirely true. 

- I am willing to pay extra for clothes that are produced in an environmentally friendly 

way. 

- When an organisation has a good sustainable reputation, that improves my view of the 

overall organisation reputation. 

Logo organisation 

- I'm familiar with (organisation). 

- I once bought something at the (organisation) 

- Yes?  I regularly buy something at (organisation). 

- No? I once considered buying a clothing item from (organisation). 

Green advertisement organisation 

- I feel (organisation) environmental commitments area unit usually reliable;  

- I feel (organisation) environmental performance is mostly dependable;  

- I feel (organisation) environmental argument is mostly trustworthy;  

- (organisation) environmental concern meets my expectations;  

- I feel (organisation) keeps guarantees and commitments for environmental protection 

- looking at this advertisement I would (still) consider buying my clothes by 

(organisation).   

Explain how/whether the organisation acts/greenwashes and see if respondents are more 

skeptical afterwards.  

- I was already familiar with this information 
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- After knowing this about (organisation) green claims (statements with which 

organisations present themselves sustainably), my view of this organisation has 

changed. 

- Next time I see a green advertisement from this (organisation), I'll trust it. 

- Knowing this I would (still) consider buying my clothes by (organisation). 

Control question: Which organisations have been mentioned in the previous questions? 

O Patagonia – H&M - Burberry 

O Nike – Zara – Chanel 

 

General questions: 

What is your age? ___  

 

What gender do you identify yourself with?  

O Female   

O Male  

O Other 

O Prefer not to say 

 

What is your highest level of education? 

O No degree 

O Primary education 

O High school degree 

O Secondary vocational education 

O Higher vocational education 

O Bachelor's degree 

O Master's degree 

O Other 
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Appendix C: Survey applied to organisations 
Organisation 1: H&M 

 

Statements 

Please indicate to what degree you agree with the following statements: 

 

 

          

  

 

Fully disagree  Disagree Neutral Agree  Fully agree 

 1  2  3  4  5  

-  I'm familiar with H&M. 

- I once bought something at the H&M 

- Yes?  I regularly buy something at H&M. 

- No? I once considered buying a clothing item from H&M. 

 

 

 

 

 

 

 

 

 

 

After seeing this advertisement from H&M: 

- I feel that H&M’s environmental commitments area unit usually reliable. 

- I feel that H&M’s environmental performance is mostly dependable. 

- I feel that H&M’s environmental argument is mostly trustworthy. 

- H&M’s environmental concern meets my expectations. 

- I feel H&M keeps guarantees and commitments for environmental protection. 

- Looking at this advertisement I would (still) consider buying my clothes by H&M. 
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Green actions H&M 

H&M has taken several initiatives to improve sustainability. For example, they have 

committed to using sustainable materials, such as organic cotton and recycled fibres. In 

addition, programs have also been implemented to collect and recycle clothing. In 2017 it 

came to light that H&M burns new and unsold clothing in large quantities. A month after this 

discovery, the chain came under fire again after a second company reported to burn clothing 

from the brand. This time it would be about clothing that was not suitable to be worn. 

 

- I was already familiar with this information. 

- No? After knowing this about H&M's green claims (statements with which 

organisations present themselves sustainably), my view of this organisation has 

changed. 

- No? Knowing this I would (still) consider buying my clothes by H&M. 

- Next time I see a green advertisement from this H&M, I'll trust it. 

 

Organisation 2: Patagonia 

Statements 

Please indicate to what degree you agree with the following statements: 

    

  

 

 

 

 

Fully disagree  Disagree Neutral Agree  Fully agree 

 1  2  3  4  5  

 

- I'm familiar with Patagonia. 

- I once bought something at Patagonia. 

- Yes? I regularly buy something at Patagonia. 

- No? I once considered buying a clothing item from Patagonia. 
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After seeing this advertisement from Patagonia: 

 

- I feel Patagonia’s environmental commitments area unit usually reliable.  

- I feel Patagonia’s environmental performance is mostly dependable. 

- I feel Patagonia’s environmental argument is mostly trustworthy. 

- Patagonia’s environmental concern meets my expectations. 

- I feel Patagonia keeps guarantees and commitments for environmental protection. 

- Looking at this advertisement I would (still) consider buying my clothes by Patagonia. 

 

Green actions Patagonia 

Patagonia has been using only organic cotton for its clothing line since 1996. Patagonia also 

takes back used polyester and nylon clothing to process it into new products that reuse the 

original raw materials. For example, Patagonia repairs garments with a broken zipper, so 

that they don't have to go. Patagonia donates 1% of its revenue annually to conservation ($38 

million to local environmentalists since 1985, ahead of 1,000 other companies doing the same 

now) and with the Environmental Internship Program, employees can work for an 

environmental organisation for two months work, while Patagonia continues to pay the 

salary. 

 

- I was already familiar with this information. 

- No? After knowing this about Patagonia’s green claims (statements with which 

organisations present themselves sustainably), my view of this organisation has 

changed. 

- No? Knowing this I would (still) consider buying my clothes by Patagonia. 
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- Next time I see a green advertisment from Patagonia, I'll trust it. 

 

 

Organisation 3: Burberry 

Statements 

Please indicate to what degree you agree with the following statements: 

         

   

 

 

Fully disagree  Disagree Neutral Agree  Fully agree 

 1  2  3  4  5  

 

- I'm familiar with Burberry. 

- I once bought something at the Burberry. 

- Yes? I regularly buy something at Burberry. 

- No? I once considered buying a clothing item from Burberry. 

 

 

 

 

 

 

 

 

 

After seeing this advertisement from Burberry: 

 

- I feel Burberry’s environmental commitments area unit usually reliable.  

- I feel Burberry’s environmental performance is mostly dependable. 

- I feel Burberry’s environmental argument is mostly trustworthy. 

- Burberry’s environmental concern meets my expectations. 

- I feel Burberry’s keeps guarantees and commitments for environmental protection. 
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- Looking at this advertisement I would (still) consider buying my clothes by 

Burberry’s. 

 

Green actions Burberry 

In 2018, Burberry destroyed 33.8 million euros worth of finished products, including 

clothing, bags and perfume, before ending this practice after public backlash. This was done 

in an effort to keep the brand exclusive. Burberry wants to uphold an image. When products 

are left over, they burn them rather than sell them at a lower price. 

 

- I was already familiar with this information. 

- No? After knowing this about Burberry’s green claims (statements with which 

organisations present themselves sustainably), my view of this organisation has 

changed. 

- No? Knowing this I would (still) consider buying my clothes by Burberry. 

- Next time I see a green advertisement from Burberry, I'll trust it. 
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