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Abstract

Despite the increase in green advertising in the past decade, the way these green messages are

communicated and their efficacy when it comes to mitigating damages in case of a

greenwashing scandal, is still an area that has not been well-researched. Thus, this paper aims

to contribute to closing this research gap by investigating the impact of two different green

marketing communication styles on consumers’ brand attitude and purchase intention in the

context of a greenwashing scandal while also considering the moderating effects of

environmental concern and customer skepticism towards green marketing. To conduct this

thesis, a three-step study was carried out where the results showed that consumers’ brand

attitude before and after a greenwashing scandal is affected negatively to the same extent

when presented with the bragging and the humble marketing communication styles.

Furthermore, consumers’ purchase intention is not affected more or less negatively by the

two different communication styles, bragging and humble. The negative effects of the

marketing efforts on the difference in brand attitude in the context of greenwashing scandal

are stronger for the bragging green marketing in the case of higher consumer skepticism

towards green marketing, but this does not apply to the difference in purchase intention.

Furthermore, these negative effects on the difference in brand attitude and purchase intention

will not be more or less enhanced depending on the consumers’ level of environmental

concern. This paper will therefore discuss the implications of these findings for marketers and

while also considering the limitations and presenting areas for future research.

Keywords: Green marketing, aggressive marketing, bragging green marketing, humble

marketing, attitude toward the ad, brand attitude, purchase intention, greenwashing scandal,

effects of green marketing, environmental concern.
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1. Introduction

1.1 Background and Problem Area
What happens when a company uses aggressive marketing to advertise its green efforts? A

recent case of greenwashing was revealed where H&M continuously made false and

misleading claims about how green and sustainable they are (Race, 2022; Ho, 2021). In a

news article written by Aimee Pearcy (2021) and published on the website BigIssue.com, it

was disclosed that even their “Conscious Collection” which was supposed to be more

sustainable than their normal collection had more synthetic fabric that needed more fuel in

the production process, thus making it more harmful for the environment. Yet, they marketed

themselves on their store windows as “Eco Warrior” and “Climate Crusader” using bold

colors such as red and pink, child activists and strong statements, hoping to give this image of

a green company and seem more sustainable than they actually were. When passing by the

shopping windows, people were exposed to H&M’s “aggressive” green marketing which

could not go unnoticed and had an impact on them where one angry passerby even took

action upon it by revealing information about the brand’s greenwashing on cardboards while

sitting in the window displays next to H&M’s green marketing, in order to inform people of

their intention to fool everyone.

Green marketing is a concept that has been around since the 1970s but has only begun to

boom two decades ago with the increase in environmental concern which led to consumers

becoming more aware of the consequences of unsustainable business practices (Chitra, 2015).

In fact, to this day the concept is still growing in popularity as the value of green markets is

on a continuous rise, implying that there could be value to be captured from implementing

green marketing tactics, especially since it has been proven that 66% of consumers are

willing to pay more for a sustainable brand (Nielsen, 2015). This explains why companies in

recent times, started viewing green marketing as a tool for being more sustainable and

strengthening the brand image (Banytė & Gadeikienė, 2008). Therefore, sustainability, in all

of its forms; social, human, economic and environmental has become an increasingly

important factor in today’s business as it provides a long-term advantage over competitors.

Furthermore, in this day and age, companies engaging in CSR practices is no longer a

question but rather a dilemma of what sustainability activities to engage in (Prothero &

McDonagh, 1992). This is something that usually depends on what is relevant for the firm
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and the industry it is operating in, and they deemed it important to set their green marketing

strategies in plain view for the consumers through green marketing communications. For

example, some companies have decided to implement a “Lean Green” strategy where they

essentially engage in fewer pro-sustainability communications than they actually practice

meaning that they are not focused on publicizing or marketing their green efforts, whereas

some other companies have chosen to implement a “Defensive Green” strategy instead using

aggressive promotion of their environmental initiatives in hopes to change their brand image.

However, when using an aggressive communication approach, companies are also risking

being held to a higher standard and not being able to live up to what they are advertising

which might backfire if revealed (Ginsberg et al., 2004). Indeed, with the increase in green

marketing, greenwashing is also becoming widespread which is a phenomenon that has been

defined as “the act of misleading consumers regarding the environmental practices of a

company or the environmental benefits of a product or service” (Chen and Chang, 2013;

Delmas and Burbano, 2011). TerraChoice – a Canadian-based environmental marketing

agency – found that 95% of the products that claimed to be green in the USA and Canada

turned out to be false or misleading where at least one of the greenwashing sins had been

committed (TerraChoice, 2010). Furthermore, another study reported that out of the 95 firms

that had participated, 88.4 % scored higher in talk than in walk, meaning that 84 of the

companies are better at communicating their aspirations compared to their actual actions

(MISUM, 2019). Therefore, the increase in misleading green communication in combination

with the fact that companies want to convey a positive brand image of themselves has led to

increased skepticism amongst consumers as they are unable to identify the true green claims

(Baum, 2012; Lyon and Montgomery, 2015).

1.2 Research Gap & Research Question
Thus, although there is previous research on how firms should communicate their green

marketing efforts (Prothero et al., 1997; Jörg et al., 2014; Ginsberg et al., 2004) and what

consumers’ reactions to greenwashing are (Menno et al., 2020; Nyilasy et al., 2014), the

efficacy and the effects of these communication strategies have not been tested on customers’

attitude and purchase intention after a greenwashing scandal has occurred, hence knowledge

within this area is still scant. This study will therefore use two different green marketing

strategies where the first one is a bragging communication strategy that uses messages that

are delusive and exaggerated to communicate the green initiatives and is thus an aggressive
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communication strategy (Jörg et al., 2014). The second green communication strategy is a

humble strategy that uses messages that are more subtle in nature and vague when

communicating the green initiatives. The gentler way of phrasing green messages with less

assertive language has shown to be effective in green marketing communication (Kronrod et

al., 2012). The purpose of this paper is hence, through the use of these two different green

communication strategies presented to investigate which one is the most effective to

implement before a greenwashing scandal happens to minimize damages after the

greenwashing is revealed in terms of the effect on brand attitude and purchase intention,

leading to the following research question:

How is the customer’s attitude towards a brand and purchase intention affected after a

greenwashing scandal has happened, depending on which green marketing communication

strategy has been used by the brand prior to the revelation of the scandal?

1.3 Disposition
In the following section, previous literature on the chosen topic will be discussed and the

theoretical background and hypotheses of the thesis will be presented. Next, the overall

structure and procedures that have been adopted to conduct this study will be presented

before introducing the findings of the research. Thereafter, this report proceeds with a general

discussion and analysis of the results where even theoretical contribution, managerial

implications, and future research will be discussed.

Figure 1: Thesis Structure

2. Literature Review and Hypothesis Development

Overview of the Conceptual Framework

The conceptual framework of this study is outlined below in Figure 2. The main hypothesis

of this study is that the difference in customer brand attitude and purchase intention, before

and after a greenwashing scandal is revealed, will be influenced more or less negatively

depending on the green marketing strategy that has been adopted by the firm prior to the
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occurrence of the greenwashing. The moderating variables tested are the customer's

environmental concern and level of skepticism towards green marketing.

Figure 2: Conceptual Framework

Green Advertising and Marketing Communication Styles

While traditional marketing advertising is defined as the firm’s efforts to “inform, persuade,

incite, and remind customers, directly or indirectly about the brands they sell." (Keller, 2001),

green marketing is marketing that is related to environmental practices and has been defined

as “the process of planning, implementing and controlling the development, pricing,

promotion, and distribution of products in a manner that satisfies the following three criteria:

(1) customer needs are met, (2) organizational goals are attained, and (3) the process is

compatible with eco-systems” (Fuller, 1999). Therefore, this concept has gradually emerged

into a philosophy to develop, practice and communicate green initiatives including business

operations which in turn leads to an enhanced corporate reputation as well as market

performance (Stainer and Stainer, 1997; Lu et al., 2013). Hence, D'Souza and Taghian (2005)

summarize this by stating that green advertising aims to create awareness and positive

attitudes towards environmentally friendly brands and companies. Furthermore,

communication has been argued to be an important way to draw attention to these green

initiatives Gupta & Kuma (2013). Indeed, well-explored and credible communication could

have a positive impact on consumer behavior and support the firm in building trust that leads

to a favorable perception of the brand’s intentions being in line with the long-term needs of

the community (Ammenberg, 2006). Thus, previous research on green marketing indicates

that one of the most common and basic tools that has been used by firms to communicate the
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green messages to consumers and impact their behaviors include advertising, corporate public

relations, and visual identifications (Majeed, 2022; Balmer & Greyser, 2006), where there has

been a significant increase in green messages in advertising since the 1960s (Easterling et al.,

1996). Firms have chosen to adopt different green marketing communication strategies as no

single strategy works for every green company (Phau & Ong, 2007). Research has shown that

firms are in a stronger position to persuade their consumers to prefer their products when

their messages are communicated effectively (Hartmann et al., 2005). Some companies use

assertive messages in their environmental advertising using words like “Go” and “Do”

(Kronrod et al., 2012) despite the fact that multiple studies in consumer behavior,

psycholinguistics, and communications have found that assertively phrased messages

typically decrease compliance with the messages as it interferes with the consumers’ freedom

(Lord, 1994; Shrum et al., 1994) and gentler, less assertive phrasing is more effective when

seeking consumer compliance (Kronrod et al., 2012).

Green Marketing and Greenwashing Effects on Brand Attitude and Purchase Intention

As previously discussed, research has shown that corporations decide to invest in socially

responsible initiatives and green marketing communications to change beliefs, attitudes and

behaviors amongst stakeholders, most importantly the customers. The objective is to give the

perception of being eco-friendly and socially engaged through which they are able to achieve

improved brand attitudes and purchase intentions (Hoeffler, Bloom et al., 2010; Nyilasy et al.,

2014). However, the green marketing claims communicated by companies are not always

supported and shown in the companies’ actual CSR- (corporate social responsibility) and

environmental behaviors and often turn out to be a lie (Delmas & Burbano, 2011; Lyon &

Montgomery, 2015). This is in other words explained as greenwashing, which is as

previously mentioned an increasingly common and widespread phenomenon in today’s

business (TerraChoice 2007, 2009, 2010; Baum, 2012; Atkinson & Kim, 2014) and which

arises as companies try to gain the benefits of the green positioning without behaving

accordingly. Moreover, earlier research on how greenwashing impacts consumers indicates

that when greenwashing is revealed, this has negative effects on consumers’ attitudes toward

the brand or organization and behavioral intentions such as purchase intention (Nyilasy et al.,

2014; Chen & Chang, 2013; De Jong, Harkink, & Barth, 2018). More specifically, Nyilasy et

al. (2014) studied the effectiveness of marketing strategies (green, general and no

advertising), and the effects of these in connection to a corporation’s environmental

performance, on brand attitudes and purchase intentions. Their finding was that “green
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advertising can in fact harm companies—it may be that some firms would be better off

staying silent”. According to the aforementioned studies, greenwashing scandals can lead to a

more negative consumer attitude towards the brand as well as lower purchase intention.

Although previous research has discovered interesting findings regarding greenwashing,

consumer reactions as a result of greenwashing as well as the benefits and drawbacks of

green marketing for corporations, there is a research gap that this study tries to fill around the

question of how different green marketing communication strategies (more specifically

bragging vs. humble green marketing) used prior to a greenwashing scandal, influence the

reactions of customers (i.e. the difference in brand attitude and purchase intention) after a

greenwashing scandal. This study also explores the moderation effects of customer’s level of

environmental concern and level of skepticism towards green marketing as this was found

influential in previous studies when it comes to green marketing and greenwashing (Aji &

Sutikno 2015; Newell, Goldsmith, & Banzhaf, 1998; Hartmann & Apaolaza, 2010).

As described by Ajzen (1988), an attitude can be defined as a disposition to respond

favorably or unfavorably to an institution, event, etc. Aiming toward a positive brand attitude

is crucial for companies as it leads to more positive purchase intention and behavior as only

when a consumer likes a brand, will he/she be willing to make a purchase (Morgan & Hunt,

1994; LaBarbera & Mazursky, 1983; Bearden et al., 1984). Chen et al., (2017) and Mitchell

& Olson (1981), explain that ‘green brand attitude’, similar to the previous definition,

concerns consumers’ attitude toward their overall evaluation of a brand’s performance, but is

more specifically connected to their green performance and green initiatives. Additionally,

the brand attitude is not only dependent and affected by a company’s green performance but

also by how this performance is communicated through green marketing strategies (Nyilasy

et al., 2014; Liao et al., 2020). In the previous study by Nyilasy et al., (2014), it was found

that green marketing efforts had a negative impact on brand attitude compared to non-green

marketing and no marketing at all. More precisely, the results of the study indicated that the

negative effect of a firm’s low performance on brand attitudes, for instance, revealed through

a greenwashing scandal, becomes stronger in the presence of green advertising compared to

general corporate advertising and no advertising at all (Nyilasy et al., 2014). Thus, in our

study, we hypothesize that the brand attitude will be more strongly affected in a negative way

by a bragging green marketing compared to a more humble one:
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H1a: When the firm communicates its green efforts in a bragging (vs.

humble) manner, this has a stronger (weaker) negative effect on brand

attitude.

According to Chen and Chang (2012), green purchase intention refers to “the likelihood that

a consumer would buy a particular brand, product, or service resulting from his or her

environmental needs”. Furthermore, purchase intention has been demonstrated to be useful in

predicting consumer behavior (Mitchell and Olson, 1981) as it is thought to be an important

attribute of brand attitude (Wu and Wang, 2011). Indeed, behavior is one of the three

components that define attitude along with effect and cognition where it has been shown that

it is a good determinant for future behavior (Pickens 2005). This is emphasized in the study

conducted by Kotler and Keller (2008), which has shown that a positive brand attitude will

enhance the customer’s purchase intent. In addition, research has shown that patronage

intentions are improved by positive perceptions of a company’s green initiatives (Groza et al.,

2011). Chen and Chang (2013) point out in another study that greenwash is a factor that

influences and determines consumer purchase intention which is also supported by other

greenwash literature that also suggests that companies engaging in greenwashing behavior

are more likely to experience a lower purchase intention (Nyilasy et al., 2014; Parguel et al.,

2011). Moreover, when a firm’s green communication is incongruent with its actual practices,

which is the case in greenwashing, the consumers’ attitudes toward the brand are negatively

impacted and subsequent their purchase intentions (Nyilasy et al., 2014). This would suggest

that green purchase intention would be negatively affected in the case of a greenwash

revelation, where the bragging green message would yield lower purchase intention in

comparison to the humble green message. However, empirical evidence shows that there is an

attitude-behavior gap in green consumerism (Gupta & T. Ogden, 2006; Caruana et al., 2016)

and this applies even within the fashion industry where consumers seem to not “walk their

talk” (Carrington et al., 2010). It is explained that despite the fact that the consumer might be

concerned with environmental issues, there are other internal and external factors that

influence “green” purchase intentions (Gupta & T. Ogden, 2006; Wiederhold & Martinez,

2017). These findings lead to the following hypothesis:

11



H1b: When the firm communicates its green efforts in a bragging (vs.

humble) manner, this does not have a stronger (weaker) negative effect on

purchase intention.

Moderating Effect of Environmental Concern on Brand Attitude and Purchase

Intention

Green or environmental concern is defined as “an individual’s awareness of environmental

problems and his/her willingness to tackle the problem” (Akehurst et al., 2012). Most

research involving this concept perceives it as either a direct or an indirect predictor of

consumers’ green purchasing intentions (Yadav & Pathak, 2016; Newton et al., 2015) where

environmental concern has shown to have a strong impact on a customer’s intention to

purchase green products (Kim and Choi, 2005). Similarly, Hartmann and Apaolaza (2010)

studied the impact of environmental concern on consumers’ attitude towards a green ad and

the brand itself as well as purchase intentions and found a positive relationship between them.

This means that consumers exerting a higher environmental concern are more likely to have a

strong sense of environmental responsibility and turn that into environmentally-friendly

behaviors (Biswas and Roy, 2015). They have also been found to be more likely to identify

greenwashing and recognize its negative impacts, as they are more aware of the claims that

are being made in order to be able to make informed green purchase decisions which might

influence their purchase intention (Newton et al., 2015). In addition, Zhang et al. (2018)

argue that, in a way, “green concern represents consumers’ perceptions of their own

environmental responsibility”, which is what motivates them to be more aware of how their

decisions impact the environment and leads them to behave in a more responsible way

through reducing their purchases from companies that have engaged in greenwashing. Hence,

the authors established that when a consumer exhibits a higher green concern, purchase

intention in relation to greenwashing perceptions will decrease. Similar to Newton et al.,

(2015), they explain that consumers that are more concerned with the environment are more

capable of determining the real green claims from the greenwashing ones. Based on the

presented literature, we hypothesize the following:
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H2a: Customers' level of environmental concern moderates the effect of

marketing communication efforts on brand attitude in such a way that the

negative effect of communicating aggressively (vs. humbly) is stronger (vs.

weaker) for consumers with high (vs. low) environmental concern.

H2b: Customers' level of environmental concern moderates the effect of

marketing communication efforts on purchase intention in such a way, that

the negative effect of communicating aggressively (vs. humbly) is stronger

(vs. weaker) for consumers with high (vs. low) environmental concern.

Moderating Effect of Green-ad Skepticism on Brand Attitude and Purchase Intention

As previously mentioned, according to Easterling et al. (1996) there has been a significant

increase in the number of green messages in advertising. Yet, these green messages do not

always translate into a positive brand attitude as consumers have become more skeptical of

the environmental claims of some of these corporations (Gfk, 2010; Orazi & Chan, 2020).

Skepticism has been defined by Obermiller and Spangenberg (1998) as “the general tendency

toward disbelief of advertising claims” and they established that it is a stable attribute of

consumers which has an impact on their response to advertisement, treating it as a personality

trait, and they also concluded that all advertisement including claims are subject to disbelief

to some extent. The authors continue on to explain that a highly skeptical person might be

more or less subject to disbelief in an ad claim whereas a less skeptical person will be more

likely to believe the ad claim and this will be dependent on situational factors such as ad

execution variables and perception of manipulative intent. In the same study, they found that

skeptical customers had a less favorable attitude towards the advertisement and were less

persuaded by green advertisements compared to non-skeptical customers. However, Mohr et

al. (1998) consider skepticism as a cognitive response that is dependent on the context and

the content of communication rather than a deep-rooted mistrust towards these claims and

thus this skepticism might only manifest itself in certain situations. Moreover, Lutz (1985)

has identified advertising credibility belief as an input of attitude toward the ad; i.e, an

enduring susceptibility to believing the ad. This credibility could be negatively affected in the

case of when consumers perceive that a firm is exaggerating their green performance, which

in turn creates a negative evaluation of the company, meaning that the attitude towards the

company will also be affected negatively (Zhang et al., 2018). Lyon and Montgomery (2015)

further emphasize this by stating that this “greenwashing discount” negatively impacts
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purchasing intentions. Zhang et al. (2018) also disclose that if consumers feel cheated by the

firm’s greenwashing, they may become wary of the firm’s green actions and may not want to

engage in a long-term relationship with the firm leading to decreased purchasing intentions.

Therefore, based on the presented literature, these are the proposed hypotheses:

H3a: Customers' level of skepticism towards corporate green marketing

communication moderates the effect of marketing communication efforts on

brand attitude in such a way, that the negative effect of communicating

aggressively (vs. humbly) is stronger (vs. weaker) for consumers with high

(vs. low) level of skepticism.

H3b: Customers' level of skepticism towards corporate green marketing

communication moderates the effect of marketing communication efforts on

purchase intention in such a way, that the negative effect of communicating

aggressively (vs. humbly) is stronger (vs. weaker) for consumers with high

(vs. low) level of skepticism.

3. Overall Study

In the following section, the overall study will be explained through the three-step approach

applied, where the methodologies and findings will be displayed and discussed in detail.

3.1. Empirical Approach
The hypotheses for the study were built upon existing literature on brand attitude, purchase

intention and sustainability. Thus, the method applied for the study was a deductive research

method, meaning that research by others has been reviewed as well as the existing theories

and literature on the examined topic, from which study’s hypotheses have emerged and then

been tested. This method is a common practice in research, usually associated with different

scientific research built upon quantitative study methods in social sciences (Yin, 1994).

In order to answer the research question and test the hypotheses, a three-step approach was

implemented in the study. (See Figure 1) The first stage revolved around gathering consumer

insights about green marketing as well as greenwashing scandal through qualitative

interviews which were then used as a base to develop study’s stimuli and questionnaire used
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in the main study. Following the first stage, the second stage included a quantitative pre-test

study that consisted of a short questionnaire where the aim was to test participants’

perceptions of the created stimuli that would, later on, be used in the main study. For the third

and final stage of the study, a longer quantitative questionnaire was used where the stimuli

tested and adjusted from the pre-test were included as well as the variables measuring the

dependent-, moderating- and control variables included in the study.

4. Consumer Insights - Step 1

4.1. Methodology
The first step in the study revolved around gathering consumer insights about green

marketing and greenwashing scandal through qualitative interviews. (For the interview guide,

see Appendix 1) These were conducted in order to gain an overview of current customer

perceptions and perspectives with regards to green marketing, false green marketing and

misconduct in the fashion industry as well as green-ad skepticism. This helped determine

which dependent and independent variables were the most important for the consumers in

that matter and which were then included in the main study. Additionally, these insights were

used to create a well-suited main study design, stimuli and questionnaire.

The qualitative interviews were conducted with 10 people from the author's personal

networks, family, friends and other acquaintances, aged from 19 to 39 years where the

majority were students without any expert knowledge about sustainability or green

marketing. These qualitative interviews were conducted with the participants between March

20th and March 25th, 2022.

4.2. Results
The first question the respondents were asked was what they associate the word

greenwashing scandal and/or green corporate misconduct with, where some of the responses

mostly talked about false marketing and companies not being truthful and lying about their

green efforts, in order to seem better than they actually are while the rest of the interviewees

had the immediate association of well-known companies such as H&M and Volkswagen and

the scandals they were involved in throughout the past such as child labor and making claims

about products being green and eco-friendly when they actually were not. One of the

respondents answered “I immediately think of an unsustainable company trying to portray

15



itself as sustainable just because of the huge consumer movement towards sustainability and I

usually think of the non-renewable energy industry or fashion”. Another participant stated: “I

associate it with a lot of negative PR, which culminates in an apology from the company

admitting their wrongdoing.”, which summarizes most of the other interviewees' responses.

Furthermore, when talking about their associations upon hearing the word greenwashing

scandal within the fashion industry, most of the participants without hesitation started talking

about H&M and how it is trying to present itself as a company prioritizing sustainability,

recyclability and environment when that is actually not the case. The other participants talked

in more general terms about large companies negatively affecting the environment through

for instance hidden pollution, toxic waste and wrong waste disposal through their production

processes, while one of them even mentioned how loose the regulations and guidelines for

protecting the environment are.

Participants were also asked to give examples of some greenwashing scandals within the

fashion industry that they could think of. For this question, the interviewees gave real-life

examples of companies lying about products being sustainable and recyclable, including

H&M making claims about giving away clothes to charity when they were actually burnt, as

well as, claiming that they were selling a more sustainable clothing line under the name

“Conscious”, when that was not the case and they were even more harmful to the

environment than the regular collection. Another example brought up by the participants, was

bad working conditions and child labor applied by H&M and Zara in the past. Most of the

participants said that this kind of behavior did affect them in a way where it made them feel

sad and a bit guilty for shopping there which kept them away from the brand for a while and

reduced their purchases from the brand to a minimum. However, they also mentioned that

they still continued to purchase there after some time, especially when these companies

committed to making things better and correcting their misconduct.

Moreover, when asked if and how their attitude towards a specific brand would be affected by

a misconduct depending on the relationship they have with it, the overall answer was that it

would depend on the size and type of the misconduct and what it is related to. Two

participants mentioned how a misconduct, despite the fact that it would affect their perception

of the brand, their attitude towards it might not change drastically. They explained that they

might be less prone to purchase from it but they would still perhaps buy from them, where
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one of them mentioned convenience as a factor. However, the rest of the participants

emphasize that the misconduct would hurt their relationship with the brand in question and

even possibly lead to them not engaging with the brand in the future and not purchasing from

them anymore.

Additionally, seven of the participants had a hard time coming up with specific words that

could potentially trigger suspicion about a situation being a misconduct but they did mention

that they are suspicious when companies try “too much” and make too big claims such as

100%, “we are the best in the world” or “unmatched” while also using the word sustainability

all the time instead of words such as “small part of the change”, “contributing”, “going in the

right direction” and “small step”. Three participants however mentioned how they would

usually look for unbelievable statistics or claims that could not be backed up by any proof or

based on the company’s own numbers and cannot be benchmarked against anything else.

Regarding the question of whether participants see themselves as skeptical when it comes to

companies’ marketing efforts in general, the overall response was that they are quite skeptical

in general but can trust some claims that come from companies that they are familiar with and

have more trust in. They also emphasized that they have more trust in companies’ claims if

they themselves manage to estimate a high level of honesty in them but that they get more

skeptical after each scandal that happens and the high frequency of them happening,

connected to some of the previous marketed claims by companies. Other participants even

mentioned that the level of their skepticism towards a green ad can depend on what company

it is, their reputation as well as how they view the brand and if it is a low-priced brand or not.

On a scale from 1-10, most of the participants claimed to care about sustainability where their

average level lay around 7 to 8 on the scale. However, some of the participants disclosed that

despite the fact that their attitude towards sustainability is high, they often only act

sustainably when it is convenient or if they can afford it due to price sensitivity. Furthermore,

they claim that this would overall affect their attitude towards the company and brand that

chose to engage in a greenwashing scandal but they would still buy from the company if they

did not have any other options or if it was convenient. They also comment on the fact that a

person that is more concerned with sustainability would probably have a stronger reaction

and be more affected.
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Finally, the answers to the question of how willing the participants would be to forgive a

company after a misconduct varied, most of the participants reported that they would

consider forgiving the company if they would acknowledge their mistake and try to fix the

problem right away by making large investments into the solution as well as make sure that

the same problem never happens again. However, they claim that more proof of these efforts

would be needed in that case from the company in question. However, other participants

disclosed that they would not be willing to forgive the company and would even be very

skeptical of their efforts to make things better, while they also emphasize that their

willingness would depend on the level and effects of the misconduct as well as the likelihood

of the same thing happening again in the future. Furthermore, when asked whether this level

of willingness would be affected by their relationship with the brand in question, almost all of

the interviewees answered yes. According to them, they would be more upset with the brand

that they have a strong relationship with if it chose to engage in misconduct behavior.

Although, one of the participants claimed that it would not and that its willingness to forgive

would be more affected by the efforts undertaken after a misconduct regardless of the

relationship with the brand.

4.3. Discussion
The overall conclusion from the conducted interviews is that when hearing the word

misconduct or greenwashing most participants think directly of H&M within the fashion

industry and its previous scandals, mentioning both child labor-related misconduct as well as

environment-related misconduct. Based on this, it was decided that H&M would be used as

the company within the fashion industry to create study’s stimuli and complete the research,

instead of using a fictional company. As previously mentioned, these insights were the

baseline for the design of the stimuli as well as the questionnaire. For instance, some of the

words that were used by the interviewees during the interview sessions when explaining their

experiences and perceptions and that caught our attention were “small part”, “small step”,

“contributing”, “going in the right direction” as well as “we are the best in the world”,

“unmatched efforts” and “collected clothes''. These were then slightly adapted and integrated

into the creation of the study’s stimuli, i.e. the three marketing efforts used (See Appendix 2),

which will be further explained below. As interviewees mentioned several times their attitude

towards the brand in times of greenwashing and gave several examples, the brand attitude

was chosen as one of the dependent variables of the study. Moreover, interviewees talked
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about having a negative brand attitude as a result of a greenwashing scandal but still

continuing to purchase from the brand because of convenience and low price, which is why

purchase intention was seen as something that could be impacted in a different way compared

to brand attitude and was thus included in the study as the other dependent variable. This also

meant that there could be an inconsistency between customers’ pro-environmental attitudes

and green purchase behavior, which is in accordance with parts of our literature review on

purchase intention. Furthermore, interviewees expressed that they are usually skeptical when

it comes to marketing efforts by companies and that absurd claims that cannot be backed up

are often what makes them believe that they are being misled. This was an interesting insight

and was seen as a potential impactful factor when testing the marketing efforts’ effects in the

context of a greenwashing scandal, which is why it was included as one of the moderators of

the main study, i.e. customer’s skepticism towards green marketing. One interesting finding

was also that the interviewees had different levels of environmental concern, where some

claimed to care more for the environment and some less. This was thus also included as one

of the study’s moderators, with a potential impact on the study’s results.

5. Pre-test Study - Step 2

5.1. Methodology
The second step of the study consisted of testing the designed study’s stimuli that were

created with the help of the aforementioned consumer insights in a pre-test questionnaire, in

order to ensure that they were perceived as intended and could be included in the main study.

The designed stimuli consisted of three marketing efforts as well as a news article revealing a

greenwashing scandal that was used as the context of the study.

5.1.1. Stimuli design

The first three stimuli used as the study’s treatments consisted of three marketing efforts, two

of which painted a bragging green marketing communication and a humble green marketing

communication, respectively. The third marketing effort that was used as a control treatment

was presented as a regular (non-green) marketing effort aiming to communicate information

about the H&M’s newsletter and spring collection, with no connections to green marketing.

The treatments were created with the H&M brand colors in mind and were fictional but

inspired by other, real-life green marketing efforts presented by the H&M brand. These three

green marketing efforts tested in the pre-test can be seen below.
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Stimuli - Green Marketing efforts:
Stimuli 1: Treatment - Group 1

Stimuli 2: Treatment - Group 2

Stimuli 3: Control group -  Group 3
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Furthermore, the article that the participants were presented with, portrayed a fictional

scandal but was inspired by a real-life greenwashing scandal involving the H&M brand. The

article depicted a greenwashing scandal where it was revealed that the claims made by the

H&M brand regarding their green initiative “Garment Collecting program” actually weren’t

true as they did not do what was promised, i.e. to reuse, resell or recycle the unwanted

clothes, and instead the majority of the gathered clothes ended up being burned. The news

article that was used as the context of the study can be found in Appendix 3.

5.1.2. Pre-test - Survey design

For the pre-test study, a within-subjects design was implemented where each individual

participant was exposed to all three stimuli (i.e. treatments) previously presented, in a

quantitative questionnaire. All three marketing campaigns were compared where one was

supposed to be seen as “Bragging green marketing”, the second as “Humble/Soft green

marketing” and the third as non-green without any correlation to sustainability. These

advertisements were also displayed in a random manner in order to avoid order bias. Each

participant was also exposed to the news article that intended to portray and reveal a

greenwashing scandal involving H&M and was tested to ensure that participants recognized

the manipulation as a realistic greenwashing scandal. The pre-test was in that way used as an

internal validity check to make sure that the participants perceived the stimuli as intended, in

order to avoid receiving misleading or insignificant results in the main study. (For the pre-test

questionnaire, see Appendix 5)

The measures implemented in the pre-test were based on the Likert 7-point scale, used in

many quantitative studies (Likert, 1932). The answer options that participants of the pre-test

questionnaire were presented with were labeled from numbers 1 - 7, where only the endpoints

were labeled.

Participants were first presented with a short introduction in the survey, after which they were

exposed to the above explained marketing effort stimuli, one at a time. After seeing each of

the stimuli, participants were asked the following questions that sought to test their

perceptions of the stimuli: “After seeing the advertisement, how do you perceive the ad

message/the firm’s communication? I perceive it as: (Endpoints: 1 = Not humble at all; 7 =

Very humble)”; “I perceive it as: (Endpoints: 1 = Not bragging at all; 7 = Very bragging)”; “I
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perceive it as: (Endpoints: 1 = Very humble; 7 = Very bragging)”. Thereafter, each participant

was presented with the previously mentioned news article and was then asked the following

questions about their perceptions of it: “After reading the newspaper article, to what extent do

you perceive the actions described in the article as a greenwashing scandal? (Endpoints: 1 =

Not a greenwashing scandal at all; 7 = Clearly a greenwashing scandal)”; “To what extent do

you agree with the following statements: I would say that the newspaper article I just saw can

be classified as a corporate misconduct involving the H&M brand (Endpoints: 1 = Strongly

disagree; 7 = Strongly agree)”; “I perceive the situation presented in the newspaper article I

just saw to be a corporate fraud committed by H&M (Endpoints: 1 = Strongly disagree; 7 =

Strongly agree)”; “How realistic do you perceive the newspaper article to be? (Endpoints: 1 =

Very unrealistic; 7 = Very realistic)”. At the end of the questionnaire, the participants were

asked about their demographics, such as their gender, age and country of residence.

Additionally, throughout the pre-test questionnaire, three manipulation questions were used in

order to ensure that participants were paying attention which was the same manipulation

check that was later on used in the main study survey and will be explained in detail later on

in the Main study section.

5.1.3. Sampling and Data collection

The pre-test survey was created in Qualtrics and distributed to the participants only on

SurveyCircle between April 12th and April 16th, 2022. It was completed by 52 respondents

in total. After removing the participants that failed to follow the instructions and answer the

manipulation check questions correctly, 35 valid responses remained and were used for the

analysis. Out of the remaining respondents, 77.1% were females (N = 27), 20.0% were males

(N = 7) and 2.9% were others (N = 1). The age of the respondents ranged between 20 and 36

years where the mean age was 24 (SD = 3.48). The majority of the respondents were students

(80%, N = 28), while the rest were employed (20%, N = 7). When it comes to the country of

residence of the pre-test participants, most of the participants marked that their residence was

outside of Sweden (80%, N = 28), amongst other countries the United Kingdom, Tunisia,

Portugal, Italy, Canada, Hong Kong, USA and Poland. The rest of the participants marked

that their residence was in Sweden (20%, N = 7).
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5.2. Results
The results from the pre-test indicate that participants viewed the bragging marketing effort

they were presented with as relatively bragging across the three perception questions (see

appendix) asked (M1 = 3.03, SD1 = 1.20; M = 4.51, SD2 = 1.54; M3 = 4.60; SD3 = 1.38).

Regarding the second marketing effort, i.e. the humble advertisement, participants’

perceptions of it that were revealed in the results implied that they perceived it as relatively

humble (M1 = 5.14, SD1 = 1.35; M2 = 2.66, SD2 = 1.39; M3 = 2.74, SD3 = 1.29). Finally, the

third, non-green advertisement that participants were exposed to, which was the control

group, was according to the results viewed as non-green by the participants, meaning that

they did not see it as either bragging or humble (M1 = 4.31, SD1 = 1.39; M2 = 2.63, SD2 =

1.37; M3 = 3.11, SD3 = 1.23).

Table 1: Participants’ perceptions of respective green marketing communication style
Perception of the

bragging ad
Perception of the

humble ad
Perception of the

non-green ad

M SD M SD M SD Scale - Minimum
and maximum

3.03 1.20 5.14 1.35 4.31 1.39 1 - Not humble at all;
7 -Very humble

4.51 1.54 2.66 1.39 2.63 1.37 1 - Not bragging at
all;

7 - Very bragging

4.60 1.38 2.74 1.29 3.11 1.23 1 - Very humble;
7- Very bragging

The next step was to determine if there were any significant differences between the means of

how participants viewed the bragging, humble and non-green advertisements and if they

perceived them as such. The results from a repeated-measures ANOVA determined that the

mean perception of the level of braggingness differed across the three groups (F(2, 68) =

20.45, p = <0.001). A post hoc pairwise comparison showed that there was a significant

difference between the perception of the bragging and the humble ad (p = <0.001) as well as

between the bragging and the non-green ad (p = <0.001). However, there was no significant

difference in the way participants viewed the humble and non-green (control) ad with a

significance of p = 0.181.

With regards to the news article involving a greenwashing scandal committed by H&M, the

participants’ perceptions of the actions described in it indicate that they clearly perceived it as
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a greenwashing scandal involving H&M where the mean across all three questions was above

the median (M1= 6.09, SD1 = 1.24; M2 = 5.94, SD2 = 1.08; M3 = 5.63, SD3 = 1.28), meaning

that it had fulfilled what it intended where the average mean across all three questions was

closer to 7 (MAverage = 5.89, SDAverage = 1.07). Moreover, when it comes to the question of how

realistic the participants perceived the news article to be, the results implied that they

perceived it as quite realistic (MNews-article = 5.23, SDNews-article = 1.19), as intended.

Table 2: Participants’ perception of the news article revealing the greenwashing scandal
Perception of the
greenwashing (M)

Perception of the
greenwashing (SD)

Scale - Minimum and maximum

6.09 1.24 1 - Not a greenwashing scandal at
all;

7 - Clearly a greenwashing
scandal

5.94 1.08 1 - Not a greenwashing scandal at
all;

7 - Clearly a greenwashing
scandal

5.63 1.28 1 - Not a greenwashing scandal at
all;

7 - Clearly a greenwashing
scandal

5.23 1.19 1 - Very unrealistic;
7 - Very realistic

5.3. Discussion
The pre-test survey revealed that the same participant viewed the three different

advertisement messages they were presented with differently where they rated the bragging,

humble and non-green (control) one as such, meaning that the stimuli fulfilled what they

intended to and could be used for the main survey without checking for their intended effects.

Additionally, it was shown in the pre-test results that the participants perceived the created

news article revealing the greenwashing scandal and the actions described in it as realistic to

the high extent, as intended and the article could thus be used in the main questionnaire as the

context of the study.
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6. Main Study - Step 3

6.1. Methodology
For the third and final stage of the study, a quantitative questionnaire was used similarly as in

the pre-test, to gather data from the participants about the dependent and independent

variables, the relationship between them as well as the data for the moderating effects tested

in the study. (For the main study questionnaire, see Appendix 6) The methods used in the

main study will be further explained below.

6.1.1. Study design

In order to answer the research question by testing the constructed hypotheses, the

experimental research approach has been applied as the aim of the study was to measure the

causal effects of three manipulated independent variables (the three different marketing

efforts) on the two different dependent variables, brand attitude and purchase intention, in the

context of a greenwashing scandal where two moderating effects of environmental concern

and green-ad skepticism were considered. There are several critiques with using experimental

approaches such as that the way in which the cause variable is translated into a specific

treatment by experimenters may result in an artificial situation that is different from the

situation outside of the experimental situation, i.e. different from the reality (Söderlund,

2018, p. 179-180). However, this is an approach that has been common and proven useful in

among other areas, social psychology research throughout the past, while also being an

effective method used to reduce methodological uncertainty surrounding the causal

relationships between variables (Haslam & McGarty, 2001). Thus, experiments are good for

studying casual claims such as the ones in this study, because they are able to address the

conditions for causality relatively well (Söderlund, 2018, p. 15). Furthermore, it is even

claimed that experiments are unexcelled in their ability to provide unambiguous evidence

about causation (Aronson et al., 1985, p.443). Therefore, using experiment in this study and

the quantitative method to quantify relationships between the dependent and independent

variables, was seen as beneficial. Furthermore, the experiment used in the study was designed

as a text-based and imagery-based role-playing experiment where the participant was

assigned a role of an H&M customer in the survey and was situated in a situation of seeing

one of the three marketing efforts (i.e. treatments) and a greenwashing scandal after which its

reactions were measured (Söderlund, 2018, p. 81). Although criticized for making it difficult

to achieve the same strength in the treatments compared to an event in reality, this experiment
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type is simple and cheap compared to the other types and was thus most suitable for this

study design (Söderlund, 2018, p. 82).

Through the application of the aforementioned experimental approach and between-subjects

design, each individual participant was randomly allocated to one of the three groups which

received different treatments (i.e. stimuli), in order to enable inferences about causation

(Söderlund, 2018, p. 43). The allocation of participants to the three groups was randomized,

meaning that the probability of each participant ending up in any of the groups of the

experiment was the same for everyone which enabled the individual differences to be spread

out between the groups so that they would cancel each other out (Söderlund, 2018, p. 34).

The participating individuals were anonymous. Furthemore, this applied marketing

experiment had a single-factor design as it consisted of one cause variable (Söderlund, 2018,

p. 45-46). The factor in the study was the treatment, i.e. the stimuli which was the marketing

effort that consisted of two different levels, the bragging green marketing and the humble

green marketing as well as one control group, the non-green marketing effort. The two levels

of the causal factor and the control group, with three separate groups of participants for each

level as well as for the control group, were included to enable more precision with regard to

the results of the study’s treatment (Söderlund, 2018, p. 45).

6.1.2. Main study - Survey design

The survey used in the main stage of the study consisted of mainly interval multiple-choice

questions on a 1-7 scale. The survey was structured through question blocks and was

constructed with the following four parts: introduction, pre-scandal questions, treatment and

reveal of the greenwashing scandal, and post-scandal questions. The language used in the

survey was English, to enable the possibility of broader participation. (See Appendix 6 for the

whole survey)

Participants were first presented with a short introduction in the survey, explaining what the

purpose of the survey was, after which they were asked a number of questions about their

attitude towards the H&M brand as well as their purchase intention which were the dependent

variables of the study. In the following part, each participant was randomly exposed to one of

the stimuli, i.e. one of the two treatments or the control treatment, created and tested

previously in the pre-test. (See Appendix 2) These treatments that depicted the independent

variables of the study consisted of three marketing efforts previously explained, two of which
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painted a bragging green marketing communication (Stimuli 1 - Treatment Group 1) and

humble green marketing communication (Stimuli 2 - Treatment Group 2), respectively. The

third marketing effort that was used as a control treatment (Stimuli 3 - Control Group 3) was

presented as a regular non-green marketing effort aiming to communicate information about

the H&M’s newsletter and spring collection.

Thereafter, all participants were presented with the previously tested fictional article

revealing a greenwashing scandal involving the H&M brand. (See Appendix 3) Lastly,

participants were presented with the rest of the block questions, measuring the moderators of

the study, control variables as well as participants’ demographics and consumer behavior.

These as well as all the other measures used in the questionnaire will be explained below.

6.1.3. Measures

In order to obtain a higher measurement-based aspect of validity, i.e. ensure that

measurements used in fact measured what they were intended to, questions used in the main

survey were based on and adapted from measures applied in previous research and theories

(Söderlund, 2018, p.136). These were used to measure the dependent variables, the

moderators and the control variables, where several similar questions testing the same

reaction were used in the measures, and combined into indexes measuring all the different

variables. The indexes were created in case of the Cronbach’s Alpha value being above 0.70

for the chosen variables. This was done to ensure higher reliability of the measures used in

the study (Söderlund, 2018, p. 135). A summary of the items and measures used in the main

study survey can be found in the measure summary table in Appendix 4.

Dependent variables

The dependent variables were measured using the Likert 7-point scale, commonly applied in

many quantitative studies (Likert, 1932). The answer options that participants of the survey

were presented with were labeled from numbers 1 - 7, where only the endpoints were labeled

with for instance 1 = Strongly disagree and 7 = Strongly agree.

Brand Attitude

The questions used for measuring brand attitude in the questionnaire were based on the

previous research conducted by Park et al. (2010), that aimed to differentiate brand attitude

from brand attachment. The following three questions, all measuring brand attitude, were
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used: “How do you view H&M? (Endpoints: 1 = Bad; 7 = Good)”; “How do you view

H&M? (Endpoints: 1 = Negative; 7 = Positive)”; “To what extent do you like H&M?

(Endpoints: 1 = Dislike it; 7 = Like it)”. This was done in order to ensure validity and

reliability and ensure that the measure used actually measured brand attitude towards the

chosen company. The brand attitude was measured with the same block consisting of the

above explained questions both before the presentation of the marketing effort and

misconduct (pre-misconduct) as well as after (post-misconduct) in order to be able to test the

hypothesized effect of changing brand attitude as a result of the misconduct and company’s

choice of marketing. An index was created for both the pre-scandal and post-scandal brand

attitude scales, where Cronbach’s Alpha for the pre-scandal attitude was 0.929 and for the

post-scandal attitude 0.958. After creating these two indexes, a difference variable was

created with these two indexes for the difference in the brand attitude pre-scandal and brand

attitude post-scandal (i.e. a difference variable )𝐵𝑟𝑎𝑛𝑑 𝑎𝑡𝑡𝑖𝑡𝑢𝑑𝑒
𝑝𝑜𝑠𝑡

−  𝐵𝑟𝑎𝑛𝑑 𝑎𝑡𝑡𝑖𝑡𝑢𝑑𝑒
𝑝𝑟𝑒

which was then used as one of the dependent variables when conducting tests.

Purchase Intention

The questions used for measuring purchase intention in the questionnaire were based on the

questions constructed by Lii Y.S. and Lee M. (2012), that aimed to measure the efficacy of

CSR initiatives through brand attitude on consumer behaviors such as purchase intention, and

on the questions developed by Schivinski, B. and Dabrowski, D. (2014) that aimed to

measure the impact of firm-created and user-generated social media communication on

amongst other things purchase intention in their research. The following four questions were

then included to measure purchase intention: “I intend to purchase apparel from the H&M

brand in the future: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “I would

consider buying the H&M brand next time when I need apparel items: (Endpoints: 1 =

Strongly disagree; 7 = Strongly agree)”; “I will try to buy apparel items from the H&M

company: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “I would prefer

purchasing apparel from H&M rather than any other brand available: (Endpoints: 1 =

Strongly disagree; 7 = Strongly agree)”. The purchase intention was measured with the same

block consisting of the above explained questions both before the presentation of the

marketing effort and misconduct (pre-misconduct) as well as after (post-misconduct), in order

to be able to test the hypothesized effect of changing purchase intention as a result of the

misconduct and company’s choice of marketing. An index was created for both the
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pre-scandal and post-scandal purchase intention scales, where Cronbach’s Alpha for the

pre-scandal purchase intention was 0.914 and for the post-scandal purchase intention 0.848.

After creating these two indexes, a difference variable was created with these two indexes for

the difference in the purchase intention post-scandal and purchase intention pre-scandal (i.e. a

difference variable ) which was then used as𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒 𝑖𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛
𝑝𝑜𝑠𝑡

−  𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒 𝑖𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛
𝑝𝑟𝑒

one of the dependent variables when conducting tests.

Moderating variables

The moderators used in the study were tested through three blocks of questions, containing a

mixture of questions testing the intended moderators’ effects. Even here, variables were

measured using the Likert 7-point scale.

The Level of Environmental Concern

The variables used to measure the levels of participants’ environmental concern/attitude

toward sustainability in the questionnaire were based on the questions established by

Leonidou et al. (2017), in their study aimed to find the causes and consequences of green-ad

skepticism. The questions in the questionnaire were then formulated as statements regarding

environmental concern where participants were supposed to mark how much they

agree/disagree with them, they looked as follows: “I am concerned about environmental

issues: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “I think too little attention is

given to environmental issues: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “I

think that environmental issues are important: (Endpoints: 1 = Strongly disagree; 7 =

Strongly agree)”; “To what extent do you dislike/like the idea of environmental protection:

(Endpoints: 1 = I dislike it; 7 = I like it)”. An index was created for the environmental

concern scales, where Cronbach’s Alpha for the scale was 0.866. The level of environmental

concern was used as one of the moderating variables and was divided into two groups when

conducting tests, consisting of two levels: low environmental concern (M < 3.5) and high

environmental concern (M > 3.5).

Overall Skepticism Towards Green Marketing (i.e. Green-ad Skepticism)

Respondents’ overall skepticism towards green marketing, which was one of the moderators

tested, was measured through a mix of questions based on different researches. The questions

were formulated as statements testing the level of participants’ green-ad skepticism by seeing
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how much they agreed/disagreed with the statements. The first part of the question block,

consisting of four statements, was based on the research conducted by Soh et al. (2009), that

aimed to develop a reliable and valid measure of the trust-in-advertising construct. The

statements were expressed as follows: “Information conveyed in brands’ green advertising is

credible: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “Information conveyed in

brands’ green advertising is reliable: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”;

“I believe my trust is decreasing towards products and companies that are labeling their green

efforts: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “How skeptical are you to

green claims made by companies: (Endpoints: 1 = Not skeptical at all; 7 = Very skeptical)”.

The second part of the question block contained statements that have been adapted from a

previous study by Leonidou et al. (2017), that through their study aimed to further explain the

sources and consequences of green-ad skepticism. These statements were formulated as

follows: “Most companies mislead with words about the environmental features of their

offerings: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “Most companies provide

vague or seemingly un-provable environmental claims for their offering: (Endpoints: 1 =

Strongly disagree; 7 = Strongly agree)”; “Most companies overstate or exaggerate the

environmental features of their offerings: (Endpoints: 1 = Strongly disagree; 7 = Strongly

agree)”. Some of the variables were re-coded for the purpose of all variables testing the

overall green marketing skepticism going in the same direction. An index was then created

for these scales, where Cronbach’s Alpha for the scale was 0.816. The level of overall

skepticism towards green marketing was used as the other moderating variable and was

divided into two groups when conducting tests, consisting of two levels: low level of

green-ad skepticism (M < 3.5) and high level of green-ad skepticism (M > 3.5).

Control variables

The control variables that were included in the survey were measured by using the Likert

7-point scale, as in the previously explained measures.

Level of Shopping Engagement

The block of questions that followed in the survey aimed to measure participants’ level of

shopping engagement/involvement, where the statements used were based on a previous

study by Haas & Kenning (2014) that aimed to test utilitarian and hedonic motivations that

affect shoppers’ decision to consult with salespeople. The question block tested the hedonic

shopping behavior and customer engagement, and was built using the following statements:
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“Going shopping is truly a joy: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “I

enjoy going shopping for its own sake, not just for the items I may purchase: (Endpoints: 1 =

Strongly disagree; 7 = Strongly agree)”; “I go shopping not because I have to, but because I

want to: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”. An index was created for

the scales testing the shopping engagement, where Cronbach’s Alpha for the scale was 0.861.

The variable measuring the level of shopping engagement was used as one of the two control

variables and was divided into two groups when conducting tests, consisting of two levels:

low level of shopping engagement (M < 3.5) and high level of shopping engagement (M >

3.5), where the low level on the scale was seen as showing utilitarian (less engaged) shopping

involvement and the high level as more hedonic (more engaged). The shopping engagement

was seen as a potential factor that could impact the relationships between the independent and

dependent variables, i.e. the brand attitude and purchase intention and the marketing efforts.

This was tested as the different levels of consumers’ shopping engagement (hedonic - more

engaged vs. utilitarian - less engaged) affect the effort spent by a consumer on evaluating

products, processing marketing advertising and brands overall (Krugman, 1965; Mueling et

al., 1993). The level of involvement could depend on the degree to which the consumer views

clothing in this case, as being important and meaningful for him/her (O’Cass, 2000; Kim,

2005). This could mean that for instance a hedonic consumer that is more actively engaged

and willing to spend more time and effort in its shopping journey may be affected more by

the effects of the treatments used in this study (i.e. the marketing efforts) and be more aware

and affected while also paying more attention to the greenwashing scandal presented,

compared to a more passively engaged utilitarian consumer that doesn’t spend as much time

on evaluation processing and who’s brand attitude and purchase intention thus wouldn’t be

affected to the same degree. This is why it was seen as important to control for this variable

and explains the reason behind the decision to include it in the study, to see whether it would

show any effects on the results.

Likeliness To Forgive

After measuring participants’ brand attitude and purchase intention after the greenwashing

scandal occurred, the participants’ likeliness to forgive the H&M brand after the

greenwashing scandal was measured as one of the control variables. This was measured

through three statements that were adapted from the previous research by Boyle et al. (2015),

that focused on developing measures of forgiveness. The developed statements in the

questionnaire that were supposed to be answered with the presented greenwashing scandal in
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mind, looked as follows: “Even though H&M’s actions hurt me, I still have goodwill for it:

(Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”; “Despite what H&M did, I want us

to have a positive relationship again: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”;

“I forgive H&M for what it did: (Endpoints: 1 = Strongly disagree; 7 = Strongly agree)”. An

index was created for the variable measuring forgiveness with the above questions, where

Cronbach’s Alpha for the scale was 0.829. This control variable was included as a result of

interesting consumer insights where the responses regarding the willingness to forgive the

H&M brand varied. Thus, it was interesting to include this variable in order to see if

consumers would be willing to forgive the brand in question and to what extent after a

greenwashing scandal and also analyze if the ones that are more likely to forgive will show a

weaker negative effect on the difference in brand attitude and purchase intention (post-pre the

greenwashing scandal). According to literature, consumers are more forgiving when they

have a strong relationship with the transgression brand even if the brand is at fault (Jayati &

Fang, 2016), which is why the brand attitude and purchase intention of those that are more

forgiving will not be as negatively affected as they have a stronger relationship with the

brand. These interesting insights and possible effects were the reason for including the level

of forgiveness as one of the control variables and testing it to see if this could have any

interesting impact on the dependent variables and their relationship with the independent

variables (i.e. the marketing efforts).

Demographics

At the end of the questionnaire, respondents were asked about their gender, age, country of

residence and current occupation in life. These were then used to create segments (i.e.

clusters) and to make sure that these individual differences did not substantially affect the

study's findings. All of these questions were formed as multiple-choice questions. Gender,

country of residence and current occupation in life were formed as nominal multiple-choice

questions, as follows: “Gender: (Answer options provided: Male; Female; Other)”; “Country

of residence: (Answer options provided: Sweden; Outside of Sweden: ____)”; “Current

occupation in life: (Answer options provided: Student; Employed; Retired; Unemployed;

Other)”. Finally, age was assessed as an open-ended ratio question: “Age (e.g. 22): ____)”.

Respondents were also asked about their brand involvement with H&M when it comes to

average spending at H&M. The question testing this was in the form of an ordinal

multiple-choice question and was formulated as follows: “How much do you spend on
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average when shopping at H&M? (Answer options provided: < 300 SEK; 300 SEK to 600

SEK; 601 SEK to 1000 SEK; 1001 SEK to 2000 SEK; > 2000 SEK)”. This was amongst

other demographic questions used to test the significant differences within the three

marketing communication groups (Group1, Group 2 and the control group - Group 3).

Checks

Rather early in the questionnaire, after the survey’s introduction, an instructional

manipulation check question was presented to the participants. This question consisted of

firstly a longer text about sustainability, after which the following instructions were given to

the respondents: “Now, please select the option Other below and type the word "dog" in the

blank box. (Answer options provided: Technology; Sustainability; Economics; Astrology;

Other”). This manipulation check is well-known as instructional manipulation check and is

commonly used in studies, especially the ones where participants come from different

countries and may have an incentive to finish the survey quickly without paying attention.

The instructional manipulation question of this kind was included for the purpose of ensuring

that the participants understood what they were subjected to and were attentive to the survey

and the instructions that they were presented with (Söderlund, 2018, p. 96-97).

An attention check question was included in the middle of the questionnaire, where

participants were asked to answer the following question: “What is 9 + 4 equal to ? (Answer

options provided: 12; 65; 13; 27)”. This in order to ensure that the participants were still

attentive to the questions throughout the survey and not just randomly answering without

thoroughly reading and understanding the questions stated. The question was in that way used

as a means to filter out careless participants as they otherwise challenge the validity of the

results and could lead to misleading findings (Bowling et al., 2016). The above stated math

equation in the quantitative questionnaire is an attention check method often recommended

by many researchers (e.g. Berinsky, Margolis & Sances, 2014), to avoid careless responses.

In the end of the questionnaire, as participants were near to completing the survey, two

additional control check questions were included. Including additional manipulation check

question(s) in the end, is a commonly used method to ensure participants’ attentiveness once

again and avoid the results being inconclusive and meaningless (Cambell and Stanley, 1963;

Söderlund, 2018, p. 96) The questions presented to the participants were the following:

“What was this survey about? (Answer options provided: Transport industry; Finance
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industry; Fashion industry)”; “What was this survey about? (Answer options provided:

ZARA; H&M; MONKI; UNIQLO)”.

The participants that have not completed the whole survey or that have failed to follow the

instructions and thus did not answer correctly to the above explained manipulation check

questions throughout the survey, were excluded from the analysis as their responses were

seen as meaningless for drawing significant conclusions.

6.2. Sampling and Data Collection
The gathered responses from the participants in the main study were intended to depict a

sample of a bigger population of people, representing part of the whole population. Despite

the most optimal alternative of including the whole population’s responses in the study, due

to limited time, resources and population size, non-probability sampling was applied by using

units from the population which has to be considered as using a smaller-sized sample in this

manner may lead to misleading conclusions that can not be generalized to the entire

population (Eliasson, 2018, p. 47).

The main survey was created in Qualtrics and was distributed to the participants between

April 18th and April 27th, 2022. Furthermore, the data was gathered through convenience

non-probability sampling as the survey was distributed through convenient sources (Eliasson,

2018, p.47). The respondents were gathered by using authors’ personal networks and social

media channels (e.g. Facebook, Instagram and Linkedin), as well as by using the survey

platform “SurveyCircle'' which enables users to promote their surveys for academic or

commercial purposes. Additionally, the survey was distributed to several participants

physically through a QR code, mainly in one specific location in Stockholm, the KTH

university. Despite the fact that the research studies the effects of green marketing on

consumers in the case of a greenwashing scandal, no specific target group was specified for

the study and survey responses.

The survey was completed by 320 respondents in total. After removing the participants that

failed to follow the instructions and answer the manipulation check questions correctly, 213

valid responses remained and were used for the analysis. Out of the remaining respondents,

60.1% were females (N = 128), 38.5% were males (N = 82) and 1.4% were others (N = 3).
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The age of the respondents ranged between 18 and 64 years where the mean age was 26 (SD

= 7.5). The majority of the respondents were students (72.8%, N = 155), while the rest were

employed (23%, N = 49) or retired, unemployed and others (4.2%, N = 9). When it comes to

the country of residence of the pre-test participants, the majority of the participants marked

that their residence was in Sweden (56.8%, N = 121). The rest of the participants marked that

their residents was outside of Sweden (43.2 %, N = 92), amongst other countries in the

United Kingdom (N = 15), US (N = 7), Italy (N = 7), Germany (N = 6), Egypt (N = 5), Serbia

(N = 4) and France (N = 4).

6.3. Assessment of Validity and Reliability
6.3.1. Validity

One of the crucial aspects to consider in a study is its validity, where the results of the tests

carried out should not be the final verdict regarding the causality in the experiment. Instead,

results in this study were assessed based on other criteria defined as internal and external

validity as well, in order to ensure the validity of the results (Söderlund, 2018, p. 171).

Internal Validity

Internal validity refers to the extent to which the treatment explains participants’ reactions in

the experiment and is essentially concerned with causality (Söderlund, 2018, p. 172). In order

to test the internal validity, significance tests were used in the study, which is a method

recommended by Campbell (1986). But validity can also be threatened by other factors than

the statistical inference and the treatment, that may affect the results and have to be

considered. One such threatening factor that may be relevant for the study is history, i.e.

events other than the treatment which may affect participants’ reactions. Additional threats

when it comes to internal validity that may affect the results of this study, can include

participant defection (mortality) or selection effects, which refers to the participants in

different groups being different already from the outset (i.e. before they receive a particular

treatment) (Söderlund, 2018, p. 173). These were mitigated by designing the study in a way

that the participants from the pre-test would not be included in the main study as well as by

using randomization when it comes to allocation of the participants to the treatment groups.

Furthermore, to ensure that there were no systematic and significant differences between

participants within the treatment groups, demographic variables (gender, age, country of

residence, current occupation in life and average spending at H&M) were measured and
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tested for systematic differences. This is an important factor to consider in experiments when

it comes to internal validity as it can still occur despite the random allocation of the

participants to the treatment groups (Söderlund, 2018, p. 37). All in all, internal validity was

seen to be established according to the above requirements.

External Validity

Existence of internal validity is the first requirement for reaching high validity and as this

was fulfilled by the study, meaning that there was something to generalize (Anderson &

Bushman, 1997; Söderlund, 2018, p.174), external validity was considered as the next step.

External validity concerns to what extent the results from the experiment may be assumed to

be valid in other situations, if one for instance uses other versions of the treatment, other

measurements of the effects or other people than the participants included in the experiment

in question. This means that external validity addresses to what extent the results from the

experiment are generalizable (Campbell, 1969; Cook & Campbell, 1976). In order to reach

high external validity in the study, participants were only exposed to one of the treatments

through random allocation as previously mentioned. Pre-measurements of brand attitude and

purchase intention were included, as testing brand attitude and purchase intention before the

treatment and after was the main part of the study. This has to be considered when it comes to

external validity, as it may lead to the results being affected and being less generalizable to

the situations without the pre-measurement (Söderlund, 2018, p. 174). Furthermore,

treatments and situations created for the study represented artificial situations which might

make it hard to generalize to real situations (Söderlund, 2018, p. 174). To mitigate this threat,

it was made sure that the marketing efforts and the greenwashing scandal article used in the

survey were inspired by real-life examples and real-life events. Also, the perceptions of these,

such as the extent to which they were perceived as being realistic and presenting what they

were intended to present, were tested through a pre-test study previously explained in order to

increase the study’s external validity further. All things considered, the results from this

experimental study are considered to exhibit external validity, according to the above

requirements. However, external validity is by some seen as something that can not even be

obtained from the experiment in itself but rather through a comparison of the results of other

studies (Liyanarachchi, 2007), which should further be considered when evaluating the

validity of the experiments’ results.
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6.3.2. Reliability

The reliability is concerned with the extent to which the study’s results are reliable, i.e. to

what extent they can be trusted and how well the study is able to produce similar results if it

was recreated (Jacobsen, 2017). Higher reliability in the study was ensured by using several

variables to test the same reaction in the quantitative survey (Söderlund, 2018, p. 135). By

using multi-item measures in this way, errors connected to psychological reactions that may

occur when measuring reactions such as participant’s brand attitude as in this study, are more

likely to be avoided. Cronbach’s alpha level of 0.7 or higher, which is a common reliability

indicator, was then used to ensure that the indexes could be created from the multi-items

used, indicating to what extent those observations were testing the same thing (Söderlund,

2018, p. 136; Rosengren & Dahlén, 2013). In order to further increase the reliability of the

results, missing cases were excluded from the analysis as well as the participants that failed to

answer correctly on the manipulation check questions throughout the survey.

6.4. Results
As previously reported the data consists of 213 participants, out of which 67 were subjected

to the bragging green marketing treatment and were assigned to group number 1, 83 received

the humble marketing treatment and were assigned to group number 2 and finally, 63

participants saw the non-green marketing effort and were assigned to group number 3, which

is also the control group.

Table 3: Distribution of the respondents to the Treatment groups
Group Conditions N %

1 Bragging green
marketing (treatment
group)

67 31.4

2 Humble green
marketing (treatment
group)

83 39.0

3 Non-green marketing
(control group)

63 29.6

Total 213 100

There are several notions from critiques regarding the confirmation and rejection of a null

hypothesis and its dependence on the sample size where it is noted that the more people

included in the sample, the easier it is to obtain significant results (Bakan, 1966; Berk &
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Brewer, 1978; Söderlund, 2018, p. 161). Considering this and the relatively small size of the

sample used in the study (N = 213), the decided significance p-value used for testing

significance levels was 0.05 (i.e. p 5. Furthermore, 0.05 is the most commonly used level≤

of significance in research practice (Söderlund, 2018, p.155-156).

To perform the tests for the hypotheses, the dependent variables used were the created index

for the difference in brand attitude before the presented advertisement and after the

greenwashing scandal, as well as the created index for the purchase intention prior to the

advertisement seen and post greenwashing scandal. To test the effect of the moderators;

environmental concern and green-ad skepticism, respective created indexes were also used.

Systematic Differences Within the Two Treatment Groups and the Control

Group
To ensure that there were no significant differences within the three groups (i.e. bragging-,

humble- and non-green control marketing effort), a Chi-Square test was employed. This was

considered in order to ensure higher internal validity, as explained previously in the

methodology-internal validity section 6.3.1. A Chi-Square Test of Independence was

performed to assess the relationship between gender and the treatment groups. There was not

a significant relationship between the two variables ( (4, 213) = 5.15, p = 0.272), i.e. no𝑋2

significant differences were found within the treatment groups as intended. The same

Chi-Square Test of Independence was performed to assess the relationship between age and

the treatment groups. Even here, no significant relationship was found in regards to age (𝑋2

(58, 213) = 59.28, p = 0.429), i.e. no significant differences were found within the treatment

groups. Accordingly, there were no significant differences within the groups in regards to the

demographics variable country of residence, Sweden or Outside of Sweden ( (2, 213) =𝑋2

0.97, p = 0.615), countries of residence only outside of Sweden ( (68, 213) = 63.25, p =𝑋2

0.640), and current occupation in life ( (8, 213) = 5.02, p = 0.76). The same Chi-Square𝑋2

Test of Independence was performed to assess the relationship between the variable average

spending at H&M and the treatment groups and showed no significant relationship between

the two variables ( (8, 213) = 11.81, p = 0.16).𝑋2
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Table 4: Systematic differences within the two treatment groups and within the control group
Variable 𝑋2 df p

Gender 5.15 4 0.272

Age 59.28 58 0.429

Country of residence (Sweden or Outside
of Sweden)

0.97 2 0.615

Countries of residence only outside of
Sweden

63.25 68 0.640

Current occupation in life 5.02 8 0.76

Average spendings at H&M 11.81 8 0.16

Total number of participants (N)      213

Assessing the Impact of the Communication Style on Brand Attitude
Hypothesis 1a predicted that when the firm communicates their green efforts in a bragging

compared to a more humble manner, this will have a stronger negative effect on brand

attitude. Hence, a paired samples t-test was first conducted to determine if the effect of

respective marketing effort on brand attitude within each group was significant. The results

showed that there is a significant difference in brand attitude before and after (MBefore = 4.30,

SDBefore = 1.35, MAfter = 3.02, SDAfter = 1.65, t(66) = 7.14, p = <0.001) for the first group

presented with the bragging marketing effort. The second group that was subjected to the

humble marketing effort, also reported significant differences in brand attitude before (MBefore

= 4.17, SDBefore = 1.43, MAfter = 3.12, SDAfter = 1.46, t(82) = 7.95, p = <0.001). Finally, there

was also a significant difference in brand attitude before and after (MBefore = 4.14, SDBefore =

1.42, MAfter = 3.02, SDAfter = 1.43, t(62) = 6.87, p = <0.001) for the third group that saw the

non green marketing effort. These results indicate that there is a statistically significant

difference in brand attitude before seeing the presented green communication and after the

greenwashing scandal within each group where brand attitude got negatively affected after

each respective marketing effort.
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Table 5: Difference in Brand Attitude Before and After the Greenwashing Scandal for All
Three Groups

Brand attitude before Brand attitude after

Marketing
strategy

M SD M SD p-value

Bragging
green
marketing

4.30 1.35 3.02 1.65 <0.001

Humble green
marketing

4.17 1.43 3.12 1.46 <0.001

Non-green
marketing

4.14 1.42 3.02 1.43 <0.001

Thereafter, to test whether there was a significant difference between the means in brand

attitude before and after the greenwashing scandal depending on which marketing effort that

has been presented, an independent two-samples t-test was performed to compare the

difference in brand attitude between the bragging and humble group. The test revealed that

there was no statistically significant difference in brand attitude difference between the

bragging group (M = -1.28, SD = 1.47) and the humble group (M = -1.05, SD = 1.20,

t(126.97) = -1.04, p = 0.151). This means that the bragging group did not report a

significantly higher difference in brand attitude when presented with a more aggressive green

communication message compared to the humble group. However, the test shows that the

significance is in the right direction for our hypothesis.

Table 6: Impact of Marketing Communication Style on Brand Attitude Before and After
Greenwashing Scandal

Marketing effort seen

Bragging Group Humble Group

M SD M SD t One-sided
p

Difference in
Brand
Attitude

-1.28 1.20 -1.05 1.20 -1.04 0.151

Furthermore, a one-way ANOVA was performed to test the two groups against the control

group. The test revealed that there was no statistically significant difference in brand attitude

before and after the greenwashing scandal between at least two of the groups (F(2, 210) =

0.59, p = 0.555) and in this case, there was no significance between any of the group

combinations.
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Table 7: Impact of Marketing Communication Style on Brand Attitude Before and After
Greenwashing Scandal (including the control group)
Source Sum of Squares df Mean Squares F p

Between
Groups

2.05 2 1.03 0.59 0.55

Within Groups 364.86 210 1.74

Total 366.91 212

Therefore, despite having a significant difference within the groups where the first bragging

group had a higher negative difference in brand attitude after the greenwashing scandal

compared to the humble and the control group, the differences were not statistically

significant between the three groups since p-value was greater than 5% which is the set alpha

level for this thesis which suggests that the bragging marketing strategy does not have a

stronger negative impact on brand attitude difference than the humble marketing strategy in

the case of a greenwashing scandal, as previously predicted. Thus, H1a cannot be supported.

Assessing the Impact of the Communication Style on Purchase Intention
Hypothesis 1b predicted that when the firm communicates their green efforts in a bragging

compared to a more humble manner, this will not have a stronger negative effect on purchase

intention for the bragging group. The same method as for the testing of the differences within

and between groups for the difference in brand attitude before and after a greenwashing

scandal has been used but for purchase intention instead. Hence, a paired samples t-test was

first conducted to determine if the effect of respective marketing effort on purchase intention

within each group was significant. The results show that there was significant difference in

purchase intention before and after the greenwashing scandal (MBefore = 3.92, SDBefore = 1.65,

MAfter = 3.55, SDAfter = 1.98, t(66) = 1.75, p = 0.043) for the first group presented with the

bragging marketing effort. The second group that was subjected to the humble marketing

effort, reported non-significant differences in purchase intention before and after (MBefore =

3.82, SDBefore = 1.43, MAfter = 3.59, SDAfter = 1.94, t(82) = 1.40, p = 0.082). Finally, there was a

significant difference in purchase intention before and after (MBefore = 3.66, SDBefore = 1.66,

MAfter = 3.19, SDAfter = 1.89, t(62) = 3.06, p = 0.002) the greenwashing scandal for the third

group that saw the non green marketing effort. These results indicate that there was a

statistically significant difference in purchase intention before and after the greenwashing

scandal within the first and the third group since the p-values are below the alpha level of 5%
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whereas the second group reported a non statistically significant difference in purchase

intention within the group as p = 0.082 which is above the chosen alpha level.

Table 8: Difference in Purchase Intention Before and After the Greenwashing Scandal for All
Three Groups

Purchase Intention
before

Purchase Intention after

Marketing
strategy

M SD M SD p-value

Bragging
green
marketing

3.92 1.65 3.55 1.98 0.043

Humble green
marketing

3.82 1.43 3.59 1.94 0.082

Non-green
marketing

3.66 1.66 3.19 1.89 0.002

Thereafter, to test whether there was a significant difference between the means in purchase

intention before and after the greenwashing scandal depending on which marketing effort that

has been presented, an independent two-samples t-test was performed to compare the

difference in purchase intention between the bragging and humble group. The test revealed

that there was no statistically significant difference in the purchase intention difference

between the bragging and humble group (MBragging = -0.37, SDBragging = 1.73, MHumble = -0.23,

SDHumble = 1.46, t(129.45) = -0.54 , p = 0.295). This means that the bragging communication

effort did not have a stronger effect on purchase intention than the humble one.

Table 9: Impact of Marketing Communication Style on Purchase Intention Before and After
Greenwashing Scandal

Marketing effort seen

Bragging Group Humble Group

M SD M SD t One-sided
p

Difference in
Purchase
Intention

-0.37 1.73 -0.23 1.46 -1.04 0.295

Furthermore, a one-way ANOVA was performed in order to test the bragging and humble

group against the control group, where the test revealed that there was no statistically

42



significant difference in purchase intention before and after the greenwashing scandal

between the groups (F(2, 210 ) = 0.47, p = 0.628).

Table 10: Impact of Marketing Communication Style on Purchase Intention Before and After
Greenwashing Scandal (including the control group)
Source Sum of Squares df Mean Squares F p

Between
Groups

2.05 2 1.02 0.47 0.628

Within Groups 461.40 210 2.20

Total 463.45 212

To conclude, there was a significant difference in purchase intention within two out of three

groups, where on average participants’ purchase intention is lower after the greenwashing

scandal compared to the purchase intention prior to the scandal, for the groups that were

presented with the bragging and non-green marketing efforts. On the other hand, the humble

marketing group’s participants’ purchase intention was not affected to the same extent and

hence there was no significant difference before and after the greenwashing scandal.

However, the results from the independent samples t.test and ANOVA for comparison of

these differences between the groups, indicate that there is no significant difference between

the three groups meaning that customer’s purchase intention will not be affected more or less

negatively depending on which marketing effort they were subjected to and therefore, H1b is

supported.

Examining the Effects of the Moderating Variable Environmental Concern
In hypothesis 2a, it was hypothesized that the customers’ level of environmental concern will

moderate the effect of marketing communication efforts on brand attitude in such a way that

the negative effect of communicating aggressively (vs. humbly) is stronger (vs. weaker) for

consumers with high (vs. low) environmental concern. This means that we will look for

whether the level of environmental concern will have a stronger or weaker effect on the

difference in brand attitude depending on the marketing effort seen.

First, a two-way ANOVA was performed to compare the impact of environmental concern on

the difference in brand attitude between the bragging and humble groups. The simple main

effects test showed that environmental concern did have a statistically significant effect on

the difference in brand attitude (p = 0.047) but the marketing strategy used did not have a
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statistically significant effect on the difference in brand attitude in this setting (p = 0.488).

The test also showed that there was not a statistically significant interaction between the

effects of environmental concern and the two marketing groups (F(1, 146) = 0.15, p = 0.904).

Table 11: The Moderating Effect of Environmental Concern on Brand Attitude Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

0.84 1 0.84 0.48 0.488

Environmental
Concern

6.99 1 6.99 4.00 0.047

Interaction 0.03 1 0.03 0.15 0.904

Within 254.85 146

Total 262.71 149

Furthermore, a two-way ANOVA was performed to analyze this moderation effect on the

relationship between the difference in brand attitude and marketing effort used, including the

control group. Again, the simple main effects test showed that environmental concern did

have a statistically significant effect on the difference in brand attitude (p = 0.018) but the

marketing strategy used did not have a statistically significant effect on the difference in

brand attitude in this setting (p = 0.721). The test also showed that there was not a statistically

significant interaction between the effects of environmental concern and the marketing effort

seen (F(2, 207) = 0.28, p = 0.972). This suggests that the environmental concern of the

customer did have an impact on brand attitude before and after but this impact was not

statistically different between the two communication groups as well as between the two

communication groups and the control group.

Table 12: The Moderating Effect of Environmental Concern on Brand Attitude Difference
(including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

1.12 2 0.56 0.33 0.721

Environmental
Concern

9.78 1 0.78 5.70 0.018

Interaction 0.09 2 0.05 0.03 0.972

Within 354.75 207

Total 365.74 212

44



Therefore, despite that environmental concern impacts the brand attitude before and after the

greenwashing scandal, this effect will not be stronger or weaker for respective

communication groups. Hence, 2a hypothesis is not supported as there is no evidence for it.

In hypothesis 2b, it was hypothesized that the customers’ level of environmental concern will

moderate the effect of marketing communication efforts on purchase intention in such a way

that the negative effect of communicating aggressively (vs. humbly) is stronger (vs. weaker)

for consumers with high (vs. low) environmental concern. Therefore, we will look for

whether the level of environmental concern will have a stronger or weaker effect on the

difference in purchase intention depending on the marketing effort seen. A two-way ANOVA

test was thus performed to analyze the effect of environmental concern and the marketing

strategy used but on the difference in purchase intention. The test included the bragging and

humble groups only, where the simple main effects test showed that environmental concern

did not have a statistically significant effect on the difference in purchase intention (p =

0.131) but the marketing strategy used did not have a statistically significant effect on the

difference in purchase intention in this setting (p = 0.543). The test also showed that there

was not a statistically significant interaction between the effects of environmental concern

and the two marketing groups involved (F(1, 146) = 0.15, p = 0.703).

Table 13: The Moderating Effect of Environmental Concern on Purchase Intention
Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

0.93 1 0.93 0.37 0.543

Environmental
Concern

5.79 1 5.79 2.31 0.131

Interaction 0.37 1 0.37 0.15 0.703

Within 366.11 146

Total 373.20 149

Another ANOVA test including the control group as well as the bragging and the humble

group was performed where the simple main effects analysis showed that environmental

concern did have a statistically significant effect on the difference in purchase intention (p =

0.003) whereas the marketing strategy used did not have a statistically significant effect on
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the difference in purchase intention (p = 0.616). The test revealed that there was not a

statistically significant interaction between the effects of environmental concern and the

marketing effort (F(2, 207) = 1.29, p = 0.277). This also indicates that environmental concern

of the customer did have an impact on the purchase intention before and after but this effect

is not stronger or weaker between the different marketing groups.

Table 14: The Moderating Effect of Environmental Concern on Purchase Intention
Difference (including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

2.06 2 1.03 0.49 0.616

Environmental
Concern

19.69 1 19.69 9.29 0.003

Interaction 5.47 2 2.74 1.29 0.277

Within 438.92 207

Total 466.14 212

Therefore, despite the fact that environmental concern impacts the purchase intention before

and after a greenwashing scandal, this effect will not be stronger or weaker for respective

communication groups. Hence, there is no evidence for hypothesis 2b and it is not supported.

Examining the Effects of the Moderating Variable Gren-ad Skepticism
In the 3a hypothesis, it was assumed that the customers’ level of skepticism towards

corporate green marketing communication will moderate the effect of marketing

communication efforts on brand attitude in such a way, that the negative effect of

communicating aggressively (vs. humbly) is stronger (vs. weaker) for consumers with high

(vs. low) level of green-ad skepticism. Thus, a two-way ANOVA test was performed to

analyze the effect of the level of green-ad skepticism and the marketing communication on

the brand attitude difference. The test included the bragging and humble groups only, where

the simple main effects test showed that skepticism did not have a statistically significant

effect on the difference in brand attitude (p = 0.566) and neither did the marketing efforts in

this setting (p = 0.069). However, the test showed that there was a statistically significant

interaction between the effects of green-ad skepticism and the two marketing groups involved

(F(1, 146) = 5.25, p = 0.023). Therefore from these results, we can conclude that the level of
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the customer’s green-ad skepticism does moderate the relationship between the marketing

effort seen and the difference in brand attitude.

Table 15: The Moderating Effect of Green-ad Skepticism on Brand Attitude Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

5.76 1 5.76 3.36 0.069

Ad Skepticism 0.57 1 0.57 0.33 0.566

Interaction 9.00 1 9.00 5.25 0.023

Within 250.34 146

Total 265.67 149

A two-way ANOVA test was also conducted to evaluate the effects of green-ad skepticism

and all the marketing effort groups including the control group, on the difference in brand

attitude. The simple main effects test showed that the level of skepticism did not have a

statistically significant effect on brand attitude (p = 0.333) and neither did the marketing

strategy used (p = 0.182). Furthermore, the results showed that there was not a statistically

significant interaction between the effects of green-ad skepticism and the marketing effort

(F(2, 207) = 2.65, p = 0.073). Looking further into the post-hoc multiple comparisons, the

results seem to be in accordance with the two-way ANOVA test that was conducted with only

the humble and bragging group, where this difference in brand attitude between the bragging

and the humble group has a significance of p = 0.067 (MDifference = 0.45, 95% C.I = [-0.03;

0.94]), the difference between the bragging and control group has a p = 0.204 (MDifference =

0.33, 95% C.I = [-0.18; 0.84]) and finally the difference between the humble and control

group is the least significant where p = 0.59 (MDifference = 0.12, 95% C.I = [-0.32;0.57]).

Table 16: The Moderating Effect of Green-ad Skepticism on Brand Attitude Difference
(including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

5.84 2 2.92 1.71 0.182

Skepticism 1.60 1 1.60 0.94 0.333

Interaction 9.00 2 4.50 2.65 0.073

Within 351.98 207

Total 368.42 212
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Therefore, from these results, we can conclude that green-ad skepticism does moderate the

relationship between the marketing strategy used and the difference in brand attitude where

this moderator has a stronger effect on the difference in brand attitude for the bragging group

compared to the humble one. Hence, the 3a hypothesis is therefore supported.

In the 3b hypothesis, it was assumed that the customers’ level of skepticism towards

corporate green marketing communication will moderate the effect of marketing

communication efforts on purchase intention in such a way, that the negative effect of

communicating aggressively (vs. humbly) is stronger (vs. weaker) for consumers with high

(vs. low) level of green-ad skepticism. Thus, a two-way ANOVA test was performed to

analyze the effect of the level of skepticism and the marketing communication on the

purchase intention difference. The test included the bragging and humble groups only, where

the simple main effects test showed that customer’s green-ad skepticism did not have a

statistically significant effect on purchase intention (p = 0.358) and the marketing efforts, did

not have a statistically significant effect on the difference in purchase intention either in this

setting (p = 0.477). The test also showed that there was not a statistically significant

interaction between the effects of green-ad skepticism and the two marketing groups involved

(F(1, 146) = 0.76, p = 0.386). Therefore from these results, we can conclude that the level of

the customer’s green-ad skepticism does not moderate the relationship between the marketing

effort seen and the difference in purchase intention.

Table 17: The Moderating Effect of Green-ad Skepticism on Purchase Intention Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

1.28 1 1.28 0.51 0.477

Skepticism 2.14 1 2.14 0.85 0.358

Interaction 1.90 1 1.90 0.76 0.386

Within 367.48 146

Total 372.80 149

Again, another two-way ANOVA test was performed to look at the effects of green-ad

skepticism and the marketing effort used but on the difference in purchase intention.

According to the test, the simple main effects showed that skepticism alone did not have a

statistically significant effect on purchase intention (p = 0.128) nor did the marketing strategy
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used (p = 0.585). Furthermore, the test revealed that there was not a statistically significant

interaction between the level of green-ad skepticism and marketing effort (F(2, 207) = 0.48, p

= 0.620).

Table 18: The Moderating Effect of Green-ad Skepticism on Purchase Intention Difference
(including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

2.35 2 1.18 0.54 0.585

Skepticism 5.10 1 5.10 2.33 0.128

Interaction 2.10 2 0.48 0.48 0.620

Within 452.44 207

Total 461.99 212

From these results, since neither the two-way ANOVA with the bragging and humble group

only and neither the two-way ANOVA including the control group showed any statistical

significance for the interaction effect of level of skepticism on purchase intention difference,

there is no support for the 3b hypothesis.

Examining the effects of the Control variables
In the methodology, it was assumed that the level of shopping engagement might moderate

the relationship between the marketing effort used and the brand attitude before and after a

greenwashing scandal. This essentially means that the customers’ level of shopping

engagement moderates the effect of marketing communication efforts on the difference in

brand attitude in such a way, that the negative effect of communicating aggressively (vs.

humbly) is stronger (vs. weaker) for consumers with high (vs. low) shopping engagement. To

test this, shopping engagement was used as a control variable and a two-way ANOVA test

was performed where the effects of shopping engagement and marketing effort seen on brand

attitude difference were analyzed. The test included the bragging and humble groups only,

where the simple main effects test showed that shopper engagement did not have a

statistically significant effect on the difference in brand attitude (p = 0.284) and the marketing

efforts did not have a statistically significant effect on the difference in brand attitude either

in this setting (p = 0.326). The test also showed that there was not a statistically significant
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interaction between the effects of shopping engagement and the two marketing groups

involved (F(1, 146) = 0.07, p = 0.786).

Table 19: The Moderating Effect of Shopping Engagement on Brand Attitude Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

1.73 1 1.73 0.97 0.326

Shopping
Engagement

2.05 1 2.05 1.15 0.284

Interaction 0.13 1 0.13 0.07 0.786

Within 259.83 146

Total 263.74 149

Another two-way ANOVA test was also conducted to evaluate the effects of the shopping

engagement level and marketing effort seen on brand attitude differences including the

control group. The simple main effects test showed that level of engagement alone did not

have a statistically significant effect on the difference in brand attitude (p = 0.460) and

neither did the marketing strategy used (p = 0.590). The results indicated that there was not a

statistically significant interaction between the level of engagement and the marketing effort

(F(2, 207) = 0.32, p = 0.729). This means that the level of shopping engagement does not

moderate the relationship between the marketing effort used and the difference in brand

attitude after a greenwashing scandal.

Table 20: The Moderating Effect of Shopping Engagement on Brand Attitude Difference
(including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

1.85 2 0.93 0.53 0.590

Shopping
Engagement

0.96 1 0.96 0.55 0.460

Interaction 1.11 2 0.55 0.32 0.729

Within 362.69 207

Total 366.26 212

In the same section, it was assumed that the level of shopping engagement might moderate

the relationship between the marketing effort used and the purchase intention before and after
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a greenwashing scandal. This means that the customers’ level of shopping engagement would

moderate the effect of marketing communication efforts on the difference in purchase

intention in such a way, that the negative effect of communicating aggressively (vs. humbly)

is stronger (vs. weaker) for consumers with high (vs. low) shopping engagement. To test this,

shopping engagement was used as a control variable again and a two-way ANOVA test was

performed where the effects of shopping engagement and marketing effort seen on the

purchase intention difference were analyzed. The test included the bragging and humble

groups only, where the simple main effects test showed that shopping engagement did not

have a statistically significant effect on purchase intention (p = 0.437) and the marketing

efforts did not have a statistically significant effect on the difference in purchase intention in

this setting (p = 0.559). The test also showed that there was not a statistically significant

interaction between the effects of shopping engagement and the two marketing groups

involved (F(1, 146) = 0.05, p = 0.822).

Table 21: The Moderating Effect of Shopping Engagement on Purchase Intention Difference
Source Sum of Squares df Mean Squares F p

Marketing
Effort

0.87 1 0.87 0.34 0.559

Shopping
Engagement

1.54 1 1.54 0.61 0.437

Interaction 0.13 1 0.13 0.05 0.822

Within 371.39 146

Total 373.93 149

Furthermore, another two-way ANOVA test was performed to look at the effects of the level

of shopping engagement and the marketing effort used but on purchase intention including

the control group to look at the differences between all three. According to the test, the

simple main effects test showed that the level of shopping engagement did have a statistically

significant effect on purchase intention (p = 0.001) while the marketing strategy used did not

have a statistically significant effect (p = 0.591). Furthermore, there was no statistically

significant interaction between the level of shopping engagement and marketing effort used

(F(2, 207) = 0.07, p = 0.512). This means that the level of shopping engagement does not

moderate the relationship between the marketing effort used and the difference in purchase

intention after a greenwashing scandal.
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Table 22: The Moderating Effect of Shopping Engagement on Purchase Intention Difference
(including the control group)
Source Sum of Squares df Mean Squares F p

Marketing
Effort

2.59 1 1.30 0.53 0.591

Shopping
Engagement

37.61 2 37.61 15.28 0.001

Interaction 3.30 1 1.65 0.07 0.512

Within 509.47 207

Total 552.97 212

Furthermore, likeliness to forgive was also suggested as a control variable in the

methodology section, where we wanted to look at how willing the participants would be to

forgive the company after the greenwashing scandal depending on whether they were

subjected to the bragging or humble marketing effort. An independent two-samples t-test was

performed to compare the likeliness to forgive between the bragging and humble groups. The

test revealed that there was no statistically significant difference in the likeliness to forgive

mean between the bragging and humble group (MBragging = 3.27, SDBragging = 1.47, MHunble =

3.35, SDHumble = 1.36, t(137.03) = -0.83, p = 0.353). This means that there was no difference

between the bragging and the humble groups when it comes to the likelihood to forgive the

company.

Table 23: Impact of Marketing Communication Style on Likeliness of Forgiveness
Marketing effort seen

Bragging Group Humble Group

M SD M SD t One-sided
p

Likeliness to
Forgive

3.27 1.47 3.35 1.36 -0.83 0.353
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Table 24: Summary of the hypotheses tested
Hypotheses Results

H1a When the firm communicates its green efforts in a
bragging (vs. humble) manner, this has a stronger
(weaker) negative effect on brand attitude.

Not Supported
(p = 0.151)

H1b When the firm communicates its green efforts in a
bragging (vs. humble) manner, this does not have a
stronger (weaker) negative effect on purchase
intention.

Supported
(p = 0.295)

H2a Customers' level of environmental concern moderates
the effect of marketing communication efforts on brand
attitude in such a way that the negative effect of
communicating aggressively (vs. humbly) is stronger
(vs. weaker) for consumers with high (vs. low)
environmental concern.

Not supported
(p = 0.904)

H2b Customers' level of environmental concern moderates
the effect of marketing communication efforts on
purchase intention in such a way that the negative
effect of communicating aggressively (vs. humbly) is
stronger (vs. weaker) for consumers with high (vs. low)
environmental concern.

Not supported
(p = 0.703)

H3a Customers' level of skepticism towards corporate green
marketing communication moderates the effect of
marketing communication efforts on brand attitude in
such a way, that the negative effect of communicating
aggressively (vs. humbly) is stronger (vs. weaker) for
consumers with high (vs. low) level of skepticism.

Supported
(p = 0.023)

H3b Customers' level of skepticism towards corporate green
marketing communication moderates the effect of
marketing communication efforts on purchase intention
in such a way, that the negative effect of
communicating aggressively (vs. humbly) is stronger
(vs. weaker) for consumers with high (vs. low) level of
skepticism.

Not Supported
(p = 0.386)
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7. General Discussion

In this study we aimed to investigate if the effects of a corporate greenwashing scandal are

dependent on the choice of the green marketing efforts and messages communicated by the

company prior to the greenwashing scandal. More specifically, we sought to answer the

question on whether companies should apply more bragging or humble green marketing

communication and if these marketing efforts would yield different effect results on the

customers’ brand attitude and purchase intention after a greenwashing scandal.

Brand Attitude & Purchase Intention

Contrary to the study’s first hypothesis (H1a), the results indicate that the bragging green

marketing effort does not have a greater negative impact on the brand attitude in the context

of a greenwashing scandal compared to the humble green marketing, as expected.

Consequently, H1 could not be supported. However, it could be observed that there was a

significant negative effect on brand attitude within each group in the context of a

greenwashing scandal but this effect cannot be concluded as a result of the marketing effort

itself. These findings imply that regardless of which marketing effort, bragging- or humble

green marketing the company chooses, the effects after a greenwashing scandal will be

negative to relatively the same degree. A possible speculated explanation for the obtained

results could be that the marketing efforts used were not perceived as that opposing to each

other in the main study, as was shown in the pre-test perceptions, and could have possibly

been formulated even more towards their respective directions, i.e. the bragging one as even

more bragging and the humble one as even more humble, which would then potentially lead

to significant results. Another explanation could be that the results are just not in line with the

theory and literature reviewed in the beginning of the report which claims that brand attitude

is not only dependent and affected by a company’s green performance but also by how this

performance is communicated through green marketing strategies (Nyilasy et al., 2014; Liao

et al., 2020). Indeed, this literature also states that brand attitude is negatively affected by low

firm performance revealed through a greenwashing scandal where this effect becomes

stronger in the presence of green advertising compared to general corporate advertising and

no advertising at all (Nyilasy et al., 2014). Opposed to this, people’s attitudes were not

affected differently after a greenwashing scandal depending on the marketing effort in this

study. It could also be speculated that other mediating factors could have had an impact on

the result.
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On the other hand, the bragging communication effort did not have a stronger effect on

purchase intention than the humble one, and hence regardless of the communication effort

used, this will have the same negative effect on purchase intention after a greenwashing

scandal, which implies that H1b could be supported. This is consistent with the previously

reviewed literature that claimed that there is an attitude-behavior gap, meaning that regardless

of if the customer is exposed to the bragging green marketing and claims that its attitude

towards the brand is lower after a greenwashing scandal, the negative effect on its purchase

intention will not be stronger as a result of the seen marketing effort but this will rather have

to be moderated by other factors.

Environmental Concern

While the second hypothesis argued that environmental concern would have a greater impact

on brand attitude (H2a) and purchase intention (H2b) before and after the greenwashing

scandal for the bragging group, the results showed the opposite. This means, that despite the

fact that a lot of studies found environmental concern to be a major predictor of brand attitude

and purchase intention, this was not entirely the case in this study. According to the results,

environmental concern did have an impact on the difference in brand attitude itself in case of

a greenwashing scandal, but this difference was not stronger or weaker for the two

communication groups. This can be explained by the fact that if a consumer exhibits a higher

level of environmental concern, then their attitude after the greenwashing scandal will be

more negatively affected by it regardless of the marketing communication seen and thus, this

impact will be observed for both the bragging and the humble group. Another reason why we

did not observe a significant difference between the groups could be because, as previously

explained, the bragging and humble communication styles were perhaps not perceived as that

different, where the bragging one was not aggressive enough and the humble one was and

therefore, these communication strategies could not have their intended effects on consumers.

When it comes to the impact of environmental concern on the difference in purchase

intentions as a result of the green communication style used in the context of a greenwashing

scandal, the results showed that even if a consumer is more concerned by the environment

their purchase intention after seeing the greenwashing scandal is not more or less negatively

impacted if they were subjected to the bragging advertisement, meaning that H2b could not

be supported. There can be several reasons for this, where one of them is the

attitude-behavior gap, where consumers’ attitudes towards the environment and green
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products do not necessarily translate into positive purchase intentions. For instance, Smith

and Paladino (2010) used the theory of reasoned action in order to investigate the function of

various antecedents on attitudes, purchase intentions and purchase behaviors of green

products and found that environmental concern did not have an impact on the consumers’

purchase intentions. Lockie et al. (2002) explain this phenomenon by arguing that despite the

fact that consumers’ express positive attitudes towards the environment, they might still be

skeptical of the claims being made which are reflected in their purchases. Even Hwang

(2016) found in their studies that environmental concern did not have an influence on

purchase intentions for green products due to psychological motivations.

Green-ad Skepticism

Consistent with the predictions in the third hypothesis (H3a), the results showed that the level

of the customer’s green-ad skepticism does have an impact on the relationship between the

marketing effort used and the difference in brand attitude, where this moderator has a

stronger effect on the difference in brand attitude for the bragging group compared to the

humble one. Furthermore, this finding is supported by the previously discussed literature that

claimed that skepticism of green marketing has an impact on customers’ response to

advertisement (Obermiller and Spangenberg, 1998), and that highly skeptical customers have

a less favorable, i.e. a more negative attitude towards advertisement as well as that the

attitude towards the company also is affected highly negatively in this way (Zhang, Lu, et al.,

2018). As discussed, the advertisement credibility could be negatively affected in the case of

when consumers perceive that a firm is exaggerating their green performance such as in the

case of bragging, which in turn creates a negative evaluation of the company, meaning that

the attitude towards the company (i.e. brand) will also be affected negatively (Zhang, Lu, et

al. 2018). This is in line with the findings of this study when also considering the context of a

greenwashing scandal involving the brand in question.

In contrast to the fourth hypothesis (H3b), the study’s results indicate that customers’ level of

skepticism towards corporate green marketing does not affect the relationship between the

marketing efforts and the difference in purchase intention. This finding contradicts what was

found in the previously presented literature, where it was emphasized that when the brand

attitude is affected negatively when the firm exaggerates its green performance and

communication, this will have a negative impact on purchase intention as well (Zhang, Lu, et

al., 2018; Lyon and Montgomery, 2015). Speculation as to why the results ended up not
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supporting this hypothesis is because customers that have a high level of skepticism towards

green marketing communication from the beginning may not be as surprised in the case of a

greenwash revelation as they perhaps already expected it to happen, regardless of the

marketing communication style they were subjected to. This reduced communication

credibility already from the beginning could have led to them not being more negatively

affected when the greenwashing scandal occurred when it comes to their purchase intention,

as it was expected. This speculation could be connected to the literature that says that highly

skeptical customers that doubt the credibility of the green marketing claims may undertake a

heuristic evaluation process that could diminish their concern towards the environmental

behaviors, which can further decrease customers’ concern and discount the informal utility of

the green advertisement (Goh & Balaji, 2016).

Control Variables - shopping engagement and likeliness to forgive

When it comes to the level of shopping engagement, the results showed that this does not

have an effect on the relationship between the marketing effort used and the difference in

brand attitude as well as purchase intention after a greenwashing scandal, contrary to what

was expected. Speculation regarding this result could be that even the less engaged customers

put effort and attention to the green marketing efforts used by companies and that regardless

of their level of engagement, their brand attitude and purchase intention do get negatively

affected to the same extent for both those that are exposed to bragging or humble green

marketing efforts. Another speculation that could be considered is that the less engaged

customers that are assumed to pay less attention to the marketing, pay more attention when

something big happens such as a greenwashing scandal involving the company in question

which is why their brand attitude and purchase intention gets negatively impacted to

relatively the same level as for more engaged customers.

Furthermore, opposite to what was expected, the findings show that there is no difference in

the means for the likelihood to forgive the company for the greenwashing after it has

occurred, between the bragging and humble group, which means that the likelihood to forgive

depends on other factors and the marketing itself does not mitigate this. We speculate that this

could be due to the fact that when a firm commits greenwashing, the degree to which it has

lied about it prior to the greenwashing in its marketing, is not taken into consideration and

does not matter as much for customers’ perception of the company and their willingness to

forgive as they ended up lying about their green efforts anyway. This could potentially also
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be explained by what has been revealed in the consumer insights where interviewees state

that it is rather the actions a company takes to fix its misconduct and redeem itself which

increases their likelihood to forgive the firm for the greenwashing.

8. Theoretical Contribution & Managerial Implications

This study offers significant theoretical contributions to the existing CSR and business ethics

literature while providing important practical implications. Insights from this study show the

effects of differently formulated green messages in case of a greenwashing scandal on

consumers, i.e., consumers’ perceptions towards the different green communication styles

and to what extent their perceptions towards the company would change based on that. This

can help managers in their decisions in choosing an appropriate green marketing strategy

depending on their short- and long-term goals, knowing the consequences they might face in

the future on the company’s reputation and bottom line based on that.

As it was found that the brand attitude and purchase intention are not affected any

significantly differently regardless of the marketing effort used prior to the greenwashing

scandal. This means that companies do not need to invest large amounts of resources and

time into choosing the right green communication style which they currently might be doing

as both green marketing efforts (bragging and humble) yield the same negative effects on

customers’ brand attitude and purchase intention after a greenwashing scandal. Furthermore,

since the customer’s level of environmental concern does not have an effect either on the

effects on brand attitude and purchase intention, this means that marketers cannot mitigate

these negative effects by for instance having more humble green marketing prior to the

greenwashing scandal, instead, their choice when it comes to bragging vs. humble green

marketing will not make a difference in this case.

On the other hand, since customer skepticism towards green marketing has proven to

diminish the positive impact of green communication while also enhancing the negative

consequences of bragging green marketing communication on brand attitude in the case of a

greenwashing scandal, this finding can help companies choose the right strategy depending

on what type of customers their offering aims to target. For instance, if they primarily target

the customers that are naturally more skeptical of green marketing they should make sure to

use a humble green marketing strategy over a more bragging one, as that will lead to less
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negative detrimental effects on those customers’ brand attitude if or when a greenwashing

scandal occurs. Furthermore, knowing that the level of green-ad skepticism does not have the

same effect on the relationship between the green communication style and purchase

intention in the context of a greenwashing scandal, this implies that managers can still expect

customers to continue making purchases even if or when a greenwashing scandal occurs and

even if the highly skeptical customers’ attitude becomes worse towards the brand. This could

further imply that marketers can as a result of this know what to focus on repairing when it

comes to their relationship with customers after a greenwashing scandal. In this case, the

focus should be on improving the brand attitude back to where it once was before the

greenwashing scandal.

9. Limitations and Future Research

One of the main limitations of this study is the relatively small sample size. This is believed

to have had an impact on the results as perhaps having more respondents might have led to

significant results at least for the difference in brand attitude and even for the moderating

effect of environmental concern on brand attitude and purchase intention difference. Thus,

further empirical studies are needed to evaluate the effectiveness of these marketing

communication styles. Additionally, based on the discussion above, it could be established

that perhaps the marketing efforts were not that different in terms of aggressiveness or

humbleness, and hence designing these messages to go more in those two different directions,

might have yielded significant results.

Another limitation is that H&M is one of the biggest companies within the fashion industry

and has a long history of greenwashing as presented in the introduction. This means that the

participants in our survey might have had pre-existing assumptions about the brand and

already had a negative attitude towards the company. This might have led to biased reactions

and would imply that the marketing communication style that they were presented with in

relation to a greenwashing scandal would have had little to no effect on their attitude towards

the brand as it would have lived up to their expectations and would not be as effective. Thus,

this could be something to take into consideration, and conducting a similar study with a

fictitious company instead might yield different results, where the brand attitude could be

more negatively impacted compared to our results and this might even be the case for

purchase intention. Another suggestion for future research would be to carry out a field
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experiment instead of an experiment based on an artificial situation, i.e. create an experiment

in the form of an actual situation where the treatment would be handed out in a real

environment where the participant would be present without realizing that he or she is part of

an experiment which would enable higher generalization from the experimental situation to

other situations and is a way to avoid criticism with role-play experiment used in this study.

Furthermore, one thing that this thesis did not go into depth in was studying consumers’

willingness to forgive the company for the misconduct based on the given green marketing

communication strategy undertaken by the company in order to remedy the misconduct

consequences. Investigating what actions after a greenwashing scandal has occurred are most

effective and yield the best results when it comes to reversing the produced damage can be an

interesting area of research to look into in the future. This would give an even more

comprehensive picture of greenwashing and its negative impacts while also giving firms a

guideline of what to do even after a greenwashing scandal has occurred to minimize the

damages of it and not only show the effects of the actions prior to the scandal (i.e. marketing

used prior to the scandal), as we investigate in our thesis.

Finally, the study is also made from the point of view of the consumers and perhaps a similar

study from the firm’s point of view on this matter might be useful in understanding the effects

of green marketing communications strategies and the reasons they choose one over the other.

10. Conclusion

This thesis aimed to answer the question: “How is the customer’s attitude towards a brand

and purchase intention affected after a greenwashing scandal has happened, depending on

which green marketing communication strategy has been used by the brand prior to the

revelation of the scandal?”. Overall, it can be concluded that regardless of the marketing

communication style used prior to a greenwashing scandal, this will have the same negative

effect on brand attitude and purchase intention and these effects will not be stronger or

weaker if the consumer is highly concerned by the environment. However, it was shown that

these negative effects on brand attitude were enhanced for the bragging communication in

case the consumer yields a high level of green-ad skepticism compared to the humble one.

Yet, these negative effects were not enhanced by the level of green-ad skepticism on purchase

intention.
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1. Appendices

Appendix 1

Questions used - Qualitative/Exploratory interviews - Consumer insights:

1. Age

2. Gender

3. What is the first thing you think of when you hear the word corporate

misconduct/greenwashing scandal? What do you associate it with?

4. What is the first thing you think of when you hear the word corporate

misconduct/greenwashing scandal in the context of greenwashing within the fashion

industry?

5. What fashion companies do you think are more prone to commit misconduct and

why?

6. Can you think of any corporate misconduct/greenwashing scandal within fashion?

Can you tell us more about it and how it affected you? Give an example (maybe a

real-life example if you already have experienced/witnessed misconduct by some

fashion company)

7. When greenwashing misconduct does occur, how do you think that would affect your

attitude towards the brand depending on your relationship with the brand?

8. What specific word/thing makes you think that a certain situation is a misconduct? (is

there a specific trigger word? or something similar?)

9. How trusting are you of companies’ marketing efforts? (Are you usually skeptical of

their claims)?

10. On a scale of 1-10, how much do you care about sustainability?

-Would this affect reaction/attitude towards a company after a greenwashing

scandal/misconduct?

11. If misconduct would occur by a company, would you act on it? (ex: not buying from it

anymore)

-How willing would you be to forgive the company?

-Would that be affected by whether you have a relationship with the brand or

not?
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Appendix 2

Stimuli used in the study - Marketing efforts:
Stimuli 1: Treatment - Group 1

Stimuli 2: Treatment - Group 2

Stimuli 3: Control group -  Group 3
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Appendix 3

The news article revealing the greenwashing scandal involving the H&M brand
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Appendix 4

Summary table - Items used in the Main study Survey

Item Measurement scale Source of the measurement Cronbach’s
Alpha

Dependent variables

Brand attitude:
ᐧHow do you view H&M?
ᐧHow do you view H&M?
ᐧTo what extent do you like
H&M?

1 = Bad; 7 = Good
1 = Negative; 7 = Positive
1 = Dislike it; 7 = Like it

Park et al. (2010) 0.929
(Pre-scandal

index)
0.958

(Post-scandal
index)

Purhcase intention:
ᐧI intend to purchase
apparel from the H&M
brand in the future:
ᐧI would prefer purchasing
apparel from H&M rather
than any other brand
available:

ᐧI would consider buying
the H&M brand next time
when I need apparel items:
ᐧI will try to buy apparel
items from the H&M
company:

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

Schivinski, B. and Dabrowski, D.
(2014)

Lii, Y. S., & Lee, M. (2012)

0.914
(Pre-scandal

index)
0.958

(Post-scandal
index)

Moderating variables

The level of
environmental concern:
ᐧI am concerned about
environmental issues:
ᐧI think too little attention
is given to environmental
issues:
ᐧI think that environmental
issues are important:
ᐧTo what extent do you
dislike/like the idea of
environmental protection:

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = I dislike it; 7 = I like
it

Leonidou et al. (2017) 0.866

Overall skepticism
towards green
marketing:
ᐧInformation conveyed in
brands’ green advertising
is credible:
ᐧInformation conveyed in
brands’ green advertising
is reliable:

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

Soh et al. (2009) 0.816
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ᐧI believe my trust is
decreasing towards
products and companies
that are labeling their
green efforts:
ᐧHow skeptical are you to
green claims made by
companies:

ᐧMost companies mislead
with words about the
environmental features of
their offerings:
ᐧMost companies provide
vague or seemingly
un-provable environmental
claims for their offering:
ᐧMost companies overstate
or exaggerate the
environmental features of
their offerings:

1 = Strongly disagree; 7 =
Strongly agree

1 = Not skeptical at all; 7
= Very skeptical

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

Leonidou et al. (2017)

Control variables

Level of shopping
engagement:
ᐧGoing shopping is truly a
joy:
ᐧI enjoy going shopping for
its own sake, not just for
the items I may purchase:
ᐧI go shopping not because
I have to, but because I
want to:

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

Haas & Kenning (2014) 0.861

Likeliness to forgive:
ᐧEven though H&M’s
actions hurt me, I still have
goodwill for it:
ᐧDespite what H&M did, I
want us to have a positive
relationship again:
ᐧI forgive H&M for what it
did:

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

1 = Strongly disagree; 7 =
Strongly agree

Boyle et al. (2015) 0.829
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Appendix 5

Pre-test Survey

Hi and welcome to a survey that will form the basis of our bachelor thesis at the Stockholm

School of Economics!

In this study, you will be exposed to information about the fashion retailer H&M. H&M is a

global fashion retailer with a wide assortment of garments. After seeing the information about

H&M, you will be asked to answer several questions.

All responses will be treated anonymously. No answers are right or wrong, so please respond

to the questions based on your own opinions. The survey will take approximately 5 minutes

to fill in and it is important that you focus on the survey while you complete it. Please be

aware that the survey features attention checks to ensure that you have read the questions.

If you have any questions about the questionnaire or the study, please do not hesitate to

contact us. Thank you for participating!

Ana Desnica (50689@student.hhs.se) & Sara Hawat (50657@student.hhs.se)

I have taken part of the terms provided above and consent to take part in this study:

◯   Yes, I consent to participate in this study

◯   No, I do not consent to participate in this study

Please read the following text and follow the below instructions:

Sustainability is a normative concept that stresses intergenerational equity and is commonly

considered to have three dimensions (also called pillars): the environmental, economic and

social dimension. The concept can be used to guide decisions at all scales: at the global,

national and individual consumer level scale. A closely related and overlapping concept is

that of sustainable development. Both terms are often used synonymously.
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Q1

Now, please select the option Other below and type the word "dog" in the blank box:

◯   Technology

◯   Sustainability

◯   Economics

◯   Astrology

◯   Other:

____________

On the next pages, you will see three different advertisements. Please look at each

advertisement carefully and answer the questions. It is vital for our study that you pay close

attention to the different advertisements.

The presentation of the three marketing efforts:

￮ Bragging marketing advertisement (Treatment 1) - Stimuli 1

Q2

After seeing the advertisement, how do you perceive the ad message/the firm’s

communication?

I perceive it as:

1 = Not humble at all                                            7 = Very humble

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Not bragging at all                                          7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Very humble                                                   7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯

￮ Humble marketing advertisement (Treatment 2) - Stimuli 2
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Q3

After seeing the advertisement, how do you perceive the ad message/the firm’s

communication?

I perceive it as:

1 = Not humble at all                                            7 = Very humble

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Not bragging at all                                          7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Very humble                                                   7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯

￮ Non-green marketing advertisement (Control treatment) - Stimuli 3

Q4

After seeing the advertisement, how do you perceive the ad message/the firm’s

communication?

I perceive it as:

1 = Not humble at all                                            7 = Very humble

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Not bragging at all                                          7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive it as:

1 = Very humble                                                   7 = Very bragging

◯         ◯         ◯         ◯         ◯         ◯         ◯
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You will now be shown a newspaper article, please read it carefully and keep it in mind

when answering questions later on.

￮ Greenwashing scandal is revealed through the news article

Q5

After reading the newspaper article, to what extent do you perceive the actions

described in the article as a greenwashing scandal?

1 = Not a greenwashing                                       7 = Clearly a greenwashing

scandal at all                                                           scandal

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q6

To what extent do you agree with the following statements:

I would say that the newspaper article I just saw can be classified as a corporate misconduct

involving the H&M brand:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I perceive the situation presented in the newspaper article I just saw to be a corporate fraud

committed by H&M:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q7

How realistic do you perceive the newspaper article to be?

I perceive it as:

1 = Very unrealistic                                                7 = Very realistic

◯         ◯         ◯         ◯         ◯         ◯         ◯

Please take a moment and think back to the newspaper article that you just read. Now,

answer the following questions with that in mind.
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Q8

Please answer the following question:

What is 9 + 4 equal to?

◯   12

◯   65

◯   13

◯   27

Q9

Gender:

◯   Male

◯   Female

◯   Other

Q10

Age (e.g. 22): _________

Country of residence:

◯   Sweden

◯   Outside of Sweden:

________________

Q11

Current occupation in life:

◯   Student

◯   Employed

◯   Retired

◯   Unemployed

◯   Other
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Q12

What was this survey about?

◯   ZARA

◯   H&M

◯   MONKI

◯   UNIQLO

This was the end of the survey. Thank you for your participation! The purpose of this

questionnaire was to examine whether there is an effect on customers’ brand attitude and

purchase intention regarding a specific brand after a misconduct occurs involving the

previously mentioned brand and if the level of the effect differs depending on the marketing

efforts used by the brand prior to the misconduct. We also investigate whether this can be

moderated by sustainability attitude and overall customer skepticism towards the company's

green marketing efforts. Note that both the advertisement and the newspaper article that were

presented to you in this survey were fictional. Please demonstrate that you have understood

this by answering the following question.

I have understood that the survey that I just partook in portrayed a completely fictional

situation:

◯   Yes

◯   No

If you have any questions or feedback, you are welcome to contact:

Ana Desnica (50689@student.hhs.se) & Sara Hawat (50657@student.hhs.se)
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Appendix 6

Main-study Survey

Hi and welcome to a survey that will form the basis of our bachelor thesis at the Stockholm

School of Economics!

In this study, you will be exposed to information about the fashion retailer H&M. H&M is a

global fashion retailer with a wide assortment of garments. After seeing the information about

H&M, you will be asked to answer several questions.

All responses will be treated anonymously. No answers are right or wrong, so please respond

to the questions based on your own opinions. The survey will take approximately 5 minutes

to fill in and it is important that you focus on the survey while you complete it. Please be

aware that the survey features attention checks to ensure that you have read the questions.

If you have any questions about the questionnaire or the study, please do not hesitate to

contact us. Thank you for participating!

Ana Desnica (50689@student.hhs.se) & Sara Hawat (50657@student.hhs.se)

I have taken part of the terms provided above and consent to take part in this study:

◯   Yes, I consent to participate in this study

◯   No, I do not consent to participate in this study

Please read the following text and follow the below instructions:

Sustainability is a normative concept that stresses intergenerational equity and is commonly

considered to have three dimensions (also called pillars): the environmental, economic and

social dimension. The concept can be used to guide decisions at all scales: at the global,

national and individual consumer level scale. A closely related and overlapping concept is

that of sustainable development. Both terms are often used synonymously.
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Q1

Now, please select the option Other below and type the word "dog" in the blank box:

◯   Technology

◯   Sustainability

◯   Economics

◯   Astrology

◯   Other:

____________

Q2

Please answer the following questions:

How do you view H&M?

1 = Bad                                                                7 = Good

◯         ◯         ◯         ◯         ◯         ◯         ◯

How do you view H&M?

1 = Negative                                                         7 = Positive

◯         ◯         ◯         ◯         ◯         ◯         ◯

To what extent do you like H&M?

1 = Dislike it                                                         7 = Like it

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q3

Please answer the following statements:

I intend to purchase apparel from the H&M brand in the future:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I would consider buying the H&M brand next time when I need apparel items:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯
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I will try to buy apparel items from the H&M company:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I would prefer purchasing apparel from H&M rather than any other brand available:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

You will now be shown a marketing advertisement, please pay attention to it and keep it

in mind when answering questions later on.

￮ Random allocation to one of the three marketing efforts (bragging, humble or control)

You will now be shown a newspaper article, please read it carefully and keep it in mind

when answering questions later on.

￮ Greenwashing scandal is revealed through the news article

Please take a moment and think back to the newspaper article that you just read. Now, answer

the following questions with that in mind.

Q4

Please answer the following questions:

How do you view H&M?

1 = Bad                                                                7 = Good

◯         ◯         ◯         ◯         ◯         ◯         ◯

How do you view H&M?

1 = Negative                                                         7 = Positive

◯         ◯         ◯         ◯         ◯         ◯         ◯

To what extent do you like H&M?

1 = Dislike it                                                         7 = Like it

◯         ◯         ◯         ◯         ◯         ◯         ◯
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Q5

Please answer the following statements:

I intend to purchase apparel from the H&M brand in the future:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I would consider buying the H&M brand next time when I need apparel items:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I will try to buy apparel items from the H&M company:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I would prefer purchasing apparel from H&M rather than any other brand available:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q6

To what extent do you agree with the following statements (keep in mind the

greenwashing scandal that was just revealed to you)

Even though H&M’s actions hurt me, I still have goodwill for it:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Despite what H&M did, I want us to have a positive relationship again:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I forgive H&M for what it did:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯
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Q7

Please answer the following question:

What is 9 + 4 equal to?

◯   12

◯   65

◯   13

◯   27

Q8

To what extent do you agree with the following statements:

I am concerned about environmental issues:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I think too little attention is given to environmental issues:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I think that environmental issues are important:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

To what extent do you dislike/like the idea of environmental protection?

1 = I dislike it                                                        7 = I like it

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q9

To what extent do you agree with the following statements:

Information conveyed in brands’ green advertising is credible:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯
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Information conveyed in brands’ green advertising is reliable:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

How skeptical are you to green claims made by companies?

1 = Not skeptical at all                                            7 = Very skeptical

◯         ◯         ◯         ◯         ◯         ◯         ◯

I believe my trust is decreasing towards products and companies that are labeling their green

efforts:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Most companies mislead with words about the environmental features of their offerings:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Most companies provide vague or seemingly un-provable environmental claims for their

offerings:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Most companies overstate or exaggerate the environmental features of their offerings:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q10

To what extent do you agree with the following statements:

Going shopping is truly a joy:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯
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I enjoy going shopping for its own sake, not just for the items I may purchase:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

I go shopping not because I have to, but because I want to:

1 = Strongly disagree                                             7 = Strongly agree

◯         ◯         ◯         ◯         ◯         ◯         ◯

Q11

How much do you spend on average when shopping at H&M?

◯   < 300 SEK

◯   300 SEK to 600 SEK

◯   601 SEK to 1000 SEK

◯   1001 SEK to 2000 SEK

◯   > 2000 SEK

Q12

What was this survey about?

◯   Transport industry

◯   Finance industry

◯   Fashion industry

Q13

Gender:

◯   Male

◯   Female

◯   Other

Q14

Age (e.g. 22): _________
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Q15

Country of residence:

◯   Sweden

◯   Outside of Sweden:

________________

Q16

Current occupation in life:

◯   Student

◯   Employed

◯   Retired

◯   Unemployed

◯   Other

Q17

What was this survey about?

◯   ZARA

◯   H&M

◯   MONKI

◯   UNIQLO

This was the end of the survey. Thank you for your participation! The purpose of this

questionnaire was to examine whether there is an effect on customers’ brand attitude and

purchase intention regarding a specific brand after a misconduct occurs involving the

previously mentioned brand and if the level of the effect differs depending on the marketing

efforts used by the brand prior to the misconduct. We also investigate whether this can be

moderated by sustainability attitude and overall customer skepticism towards the company's

green marketing efforts. Note that both the advertisement and the newspaper article that were

presented to you in this survey were fictional. Please demonstrate that you have understood

this by answering the following question.
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I have understood that the survey that I just partook in portrayed a completely fictional

situation:

◯   Yes

◯   No

If you have any questions or feedback, you are welcome to contact:

Ana Desnica (50689@student.hhs.se) & Sara Hawat (50657@student.hhs.se)
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