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ABSTRACT

Green-friendly consumption has grown exponentially in recent years. People have become more
aware of their product choices and consumption practices. In addition to this, the increase in the
concern regarding environmental sustainability has also increased significantly. As a result,
consumers have started becoming more conscious of their consumption choices than before.
However, companies advertise their products while using two marketing techniques; green-label
and greenwashing. The consumers, on the other hand, may not be entirely aware of the difference

between the two techniques, and hence, can easily fall into deception.

The aim of this research paper is to find out how ethical perceptions influence consumers’ behavior
regarding green-labeled products and/or services and their awareness regarding greenwashing. The
instrument of questionnaire (online survey) is used to collect data from 213 respondents. By using
simple random sampling, the data was collected from the people of Estonia. The online survey
included 17 statements based on the research questions. The study was analyzed using SPSS linear

regression, descriptive frequency, and correlation.

The study revealed that green-labeled marketing influence consumer’s purchase decision,
however, there are also other factors that may also have an impact on buyers’ purchase choice
other eco-labels and ethical perception. Moreover, a large segment of people may not be aware of
the term greenwashing, however, they acknowledge the existence of deceptive language used by

companies to market products.

Keywords: Green-label marketing, greenwashing marketing, ethical perception, consumer

awareness, consumer behavior.
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INTRODUCTION

Consumers' interest in sustainable consumption (SC) has grown swiftly in recent years all across
the world. SC is defined by Vermeir and Verbeke (2006) as a decision-making process that
involves consumers' social responsibility apart from their own needs and desires. Furthermore, it
comprises health issues like the rise in sales of organic food (Carrigan et al., 2004). Moreover,
there are several studies that indicate a demand for environmental products as well as a demand

for an awareness regarding the information of such products (Wessells et al., 1999).

The last decade is evidence of an increase in concern regarding environmental sustainability. Thus,
it has resulted in the emergence of green-label marketing. Said marketing plays its role in
promoting products or services that are environmentally friendly. In this regard, environmental-
friendly consumption is largely considered a “complex form of consumer behavior, and the ethical
perception is an important part of it” (Basgoze, 2012, p.477). A few pieces of ethical research have
been conducted in order to explore the green aspects of certain practices of consumers (Mostafa,
2007; McDonald et al., 2009; Chan et al., 2008), however, the need for a more extensive
exploration is needed to examine the relationship between ethical perception and consumer
behavior as well as consumers’ awareness regarding green-labeled marketing and greenwash
techniques. The ethical perception of an individual can greatly influence their purchase decision.
It indicates their ethical and moral perception of a particular product. Furthermore, consumer
behavior refers to the actions and/or decisions that a consumer makes in regard to the purchase of

any product.

The problem of this research is the lack of awareness and information amongst environmentally
conscious Estonian consumers regarding greenwashing marketing and its techniques. In the
meantime, it can also be difficult for them to distinguish such false marketing from green-label
marketing. Since there is a rapid increase in the greenwashing marketing that may lead to ethical
consumers not being able to differentiate both marketing strategies (greenwashing and green-
labelling), hence, consequently, this can lead to ethical companies losing the consumers, who are

ethical buyers, and environmentally conscious to purchase products. Moreover, such marketing



can also lead the customers into not trusting all the eco-friendly companies. As a result, a major
decline in the purchase of green-friendly products can take place in future. Therefore, it is crucial
to first find out the influence green-label marketing has on consumers’ behavior, to further
determine whether such consumers are aware of greenwashing marketing, and if ethical

perceptions play any role in consumers purchase decisions.

To further explain the problem in question, green label marketing plays its role in helping
consumers make informed decisions while keeping in view ethical perception, whereas, on the
other hand, the strategy of greenwashing is actively incorporated by companies in misleading the
consumers into thinking they are buying environmentally friendly products. Companies mislead
consumers by falsely marketing their products and/or services as environmentally friendly,
whereas, in reality, they are not. Both greenwashing and green-label marketing can influence
ethical perception and consumer behavior. Through greenwashing, individuals are led to believe
that the product is environmentally friendly. This ultimately affects their ethical perception. On
the other hand, green labeling can help them in making the informed decision by making the right
purchase choice, while keeping ethical perceptions under consideration. However, for consumers,
it is not necessarily easy to distinguish both marketing strategies from each other since there is a

lack of awareness regarding them.

Therefore, this thesis takes a closer look at green-label marketing and greenwashing marketing in
terms of ethical perception and its relationship with consumer behavior. Moreover, these
marketing strategies can have a significant effect on the decision-making process of consumers,
therefore, the thesis keeps into account the various techniques that companies use to market their
products or services as green-friendly. Additionally, it also keeps into account the various
greenwashing techniques that consumers are not aware of and how said techniques can mislead

consumers into making certain purchase decisions.

The aim of this study is to find out the role ethical perception plays in the purchase decision of
consumers in regard to green-label marketed products and their awareness regarding
greenwashing. The reason for exploring both marketing strategies (i.e., green-label and
greenwashing) is that the author wants to bridge the gap left by previous studies. In the past, studies
(Aasmée, 2021; (Commission on Environment, n.d.; Urzua, 2014) primarily kept their focus on
either green-label marketing or greenwashing marketing. However, both strategies, in relation to

consumer purchase decisions and awareness have not been explored simultaneously. Therefore,
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the current study examines both the techniques with the purpose of contributing more to the field
and to spread awareness about them amongst consumers who make environmental-friendly
purchase choices. The significance of the research is that it keeps its focus on both strategies and
in order to analyze the data, it uses three distinctive methods in SPSS to obtain better results with

minimum error.

Research Question 1: What is the effect of green-label marketing on consumers’ behavior?
Research Question 2: Are consumers aware of greenwashing techniques?

Research Question 3: What is the relationship between ethical perceptions and consumer behavior

regarding green-label marketing?

In order to obtain the answers to these questions, the author obtained the data from quantitative
analysis. A quantitative data was used to find out the role of green-label marketing on consumers’
behavior and to find out the relationship between ethical perceptions and consumer behavior

regarding green-label marketing in addition to their awareness regarding greenwashing techniques.

The first chapter of the paper provides theoretical background regarding marketing strategies and
their influence on consumer’s behavior as well as their purchase decision along with their moral
perceptions and purchase choices in regard to products that are marketed to be green-friendly. The
second chapter provides an overview of greenwashing marketing and consumers’ awareness
towards it. The third chapter focuses on the research methodology, data collection, the analysis of
data, results, findings, discussions, and suggestions. The thesis ends with the conclusion of the
thesis, where the author states the main aim of the thesis, findings of each research questions, and

the suggestions for future research.



1. THEORETICAL PART

This part of the thesis will take a closer look at the concept of consumer purchasing decision and
more specifically the various stages of the consumer purchasing decision. Moreover, it will also
take into account the influence companies have in shaping consumers’ behavior. In addition to
this, this section will also put an emphasis on green-label marketing and its impact on the behavior

of consumers.

1.1. Ethical Perceptions and Consumer Purchase Decision

Sustainable consumption refers to the consumer’s preference for products that do the “least
damage to the environment” and continue to support ethical practices (Basgoze, 2012, p. 477).
Ethical perception has long been part of green consumption. The concept derives from the Norm
Activation Theory that discusses the environmental feelings that emerge as a result of an ethical
way of thinking (Savari et al., 2023). There is no denying that consumer behavior, in recent years,
has shifted significantly due to increased environmental awareness. This contributes heavily to
their perception of green-labeled products. In the last few years, green awareness amongst the
masses has introduced the concept of green conception in marketing as well. There is a prominent
increase in concerns related to ecological elements and as a result, policymakers have started
taking initiatives to promote green behavior that can have a positive effect on the environment

(Igbal et al. 2023, p. 976).

The rising concern regarding the environment and a significant surge in ethical perception
regarding green products and their marketing have resulted in an increased demand for such
products. Moreover, another reason behind the ethical perceptions and consumption of goods have
increased is the fact that there is a growing environmental crisis that has forced consumers to think
twice before buying any product. Because of this awareness, environmental information can

directly have an impact on consumers so they can make informed decisions (Leire & Thidell, 2005)



The terms consumer and customer are often used interchangeably. Moreover, according to the
Estonian Consumer Protection Act, a customer is a natural person who is served with products or
services or who attains and utilizes goods or services for personal use rather than for their business
or professional endeavors. Typically, a consumer is an individual who engages in purchasing
activities at least once a day. As stated by Lautiainen (2015, p. 12), every purchase decision is
different, and it requires a different amount of time and effort. To further simplify it, the process

of Purchasing decisions is used by consumers or customers while buying any product or service.

Predominantly, the purchasing decision is determined by the level of involvement a consumer has
in making a purchase decision. Thus, the American Institute of Marketing (AMA) defines
Consumer behavior as “the study of how customers, both individuals and organizations, satisfy
their needs and wants by choosing, purchasing, using, and disposing of goods, ideas, and services.”
In this regard, the term preference indicates the choice of consumers that may help in increasing

the chances of their satisfaction with the product or service.

Various factors such as the specifications of a product and its characteristics influence any
individual in the decision-making process. Previous studies have shown that corporate social
responsibility (Elg & Hultman, 2016) and social media marketing can play quite crucial roles in

influencing the purchase behavior of consumers as well as their attitude towards a certain brand.

However, upon relating the concept with a green-friendly product purchase, researchers (D’Souza
et al., 2006) have found that factors like the inner feeling of obligation for the well-being of the
environment, past experiences with the green-friendly products and several steps taken by the
brands in supporting the environmental-friendly life can have an influence on consumer’s purchase

decision.

John Dewey introduced the five-stage decision process in 1910 which is still widely accepted by
the majority of scholars and researchers. The concept continues to serve as the most important
medium of understanding consumer behavior when it comes to purchasing any service and/or
product. These stages have been named Problem Recognition, Information Search, Alternative
Evaluation, Choice, and Outcomes. Given below is a detailed overview of all these five stages

(Bruner & Pomazal, 1988).



Choice Outcomes

Problem Information Altemative
Recognition Search Evaluation

Figure 1. Five Stages of Consumer Behavior

Source: Bruner & Pomazal (1988)

Problem Recognition:
In order to purchase a product, the consumer needs to first recognize their needs. By identifying
the problem i.e., they require a product or service, they can move to the next stages. However, it

is a prerequisite for them to recognize that there is a problem that needs a solution.

Information Search:
An eco-friendly purchase decision is unlike ordinary purchasing processes. The consumers need
to first familiarize themselves with the features they look for in a green-friendly product. They can

obtain this information from sources like advertisements, acquaintances, marketing mediums, etc.

Alternative Evaluation:

Once the consumer has decided what they are looking for in a product, the time for the process of
searching for the products/services begins. In this stage, the consumer compares the different
options in accordance with the green-friendly features and what they require from the product.
This may include the quality, price, environmental friendliness, etc. After the comparison, the

consumer decides which options meet all their requirements.
Choice:
In the fourth stage, the consumer decides to purchase the product after a complete analysis of it.

In other words, the act of purchasing takes place.

Outcomes:
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In the last stage, the consumer evaluates and reviews the product or service they have bought to
judge whether it is the right one for them or not. Moreover, in this stage, the consumer may also

decide whether they want to purchase the product again in the future or not (Comegys et al., 2006).

1.2. Companies Shaping Consumers’ Behavior Through Green-label
Marketing.

In recent eras, companies have started to pay more attention to green consumerism primarily due
to the oil crisis and the rapid increase in the concerns regarding environment (Igbal et al., 2023).
This is also the reason why consumers are willing to invest in green products. In order to meet the
demand of the masses, companies have started to take part in various marketing strategies to
project their corporate image in a more positive way. Hence, this further helps them in shaping

consumers’ purchase behavior.

Several brands take measures to increase their customer base by delivering green-friendly products
so they can participate in the growing trend of environmental protection. Green products gain
massive attention because they help save the planet by minimizing pollution and toxicity levels
and contributing to the conservation of resources (Sun et al., 2018). Companies also participate in
awareness campaigns related to green-label products so they can shape the purchase intentions and
decisions of consumers. However, as proposed by Keni et al., (2020), companies should also
address the factors impacting consumers’ green purchase intention. As a result, this can potentially

mediate the green consumption behavior.

Moreover, many businesses have started to reconsider their products and services based on
environmental conservation (Kumar & Anand, 2013 referenced in Igbal et al., 2023, p. 976).
Marketers of these organizations enlist help from different advertising strategies that
predominantly focus on changing consumers’ purchase process and their intention to make them
more environment-conscious by advertising the features of green products. For instance,
companies like Toyota highlight Prius’ low emissions and fuel consumption and use this technique
to persuade consumers to believe that the car can offer several environmental benefits (Igbal et al.,
2023). By using such strategies, companies shift the focus of customers to the green attributes of

the products and hence, shaping their intentions and behavior consequently.
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The concern regarding the environment and human’s role in sustaining and maintaining it has
increased significantly in recent years. One such concern is the massive usage of products that are
non-eco-friendly. Some products are manufactured without paying much attention to the
environment. As stated by (Rehan & Zafar, 2021)Rehan & Zafar (2021, p.327), “One of the major
challenges with current packaging materials is that they are not biodegradable which causes
environmental pollution, especially when not disposed of correctly.” Due to these challenges faced
by people, various practices related to sustainability have begun to emerge. Sustainability, as
defined by the World Commission on Environment is “the ability to meet the needs of the present
without compromising the ability of future generations to meet their own needs” (United Nations

World Commission on Environment and Development, 1987).

In recent years, several companies have started marketing their products as green or
environmentally friendly. The green-label marketing is used to show social and environmental
responsibility on the part of the companies as well as their loyalty to customers. In this regard, the
American Marketing Association (n.d.) defines green marketing as the marketing of products that
are considered environmentally friendly. Furthermore, Polonsky (2011)defined it as a marketing
activity that puts emphasis on the fulfillment of human needs by paying attention to the possible

environmental effects.

According to (Dangelico & Vocalelli, 2017), green marketing is also known as Environmental
Marketing which is a strategy used by businesses to differentiate their products and services from
others on the basis of their features and how they cater to the environment and the consumption of
products. Such marketing can have a great impact on consumers as they become more ecologically
aware and conscious about their purchase behavior and preferences. Furthermore, this type of
marketing is different from traditional marketing because it helps companies achieve additional

results which conventional marketing fails to provide (Laasri, 2023, p. 14).

1.3. Green-label Marketing in Estonia

According to the World Health Organization (WHO), Estonia has been identified as having one of
the cleanest air in the world in 2021, as reported by Invest in Estonia. Thus, the country is
considered one of the most environmentally friendly countries in the world due to its 51.3%

territory which is covered in forest (Forestry).
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Consumers are increasingly becoming aware of the environment and thus, it has resulted in the
demand for eco-friendly products. This has consequently given rise to the concept of green-label
marketing. Furthermore, the growing environmental crises have increased the awareness regarding
it in companies and individuals. According to Leire and Thidell (2005), environmental information
can have an impact on the purchasing choices of consumers. In this case, media and television play
quite an integral role in spreading awareness about ethical issues. Various companies promote
green marketing. In contemporary times, the internet has become a crucial source for carrying

messages related to green-labeled products.

Moreover, according to Alexander and Nicholls (2006), consumers now seem to have become
involved in gaining information about the production of purchased items, primarily with the aim
of behaving in an ethical manner. They come in contact with some type of green product every
day. More particularly, the younger generation, in this regard, has become more aware and
educated about sustainability. They have a certain mindset towards consumption and ethically
conscious products. Furthermore, the younger generation gathers more information before
purchasing an item (Kanchanapibul et al., 2014).Green label marketing is responsible for
providing businesses an edge in the market and against their competitors. Particularly in Estonia,
the demand for green products is increasing rapidly, as reported by Liobikien¢ & Brizga (2022) a
significant change in consumer purchase behavior has been observed in the last seven years in the
Baltic States. Individuals have started purchasing environmentally friendly, local, and durable
products. However, this behavior is not quite evident in Lithuania but in Estonia, consumers show
a significant inclination towards organic, sustainable products.. Since the establishment of
Cleantech Estonia in 2016, it is evident that the country has placed a strong emphasis on
environmental sustainability through its “clean technology” (Oyetunde, 2022). Cleantech plays its
role in promoting awareness regarding the environment and the issues related to its sustainability,

specifically in relation to the implementation of various green policies.

Similarly, multiple companies and startups related to the tech industry have been promoting a
green-friendly and sustainable lifestyle by producing environmentally friendly products and
offering such services. These include Pakoo Packaging, SATU Laboratory, GaltTec, Decomer
Technology, Nordic Soladry, and many more (F6S, n.d.)These companies promote and market
their businesses to environment-conscious consumers by highlighting their green-friendly features

in their advertisements.
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In addition to this, Ulemiste City is considered one of the most rapidly developing companies
located in Tallinn, Estonia. Considering the current environmental landscape that demands
protection of green life and sustainability, Ulemiste City continues to implement various green
marketing strategies to reach environmentally-conscious companies in order to promote
sustainable practices. Moreover, Ulemiste City has also enlisted help from several green marketing
strategies in order to promote sustainability and environmentally friendly practices amongst
businesses in the region it has its operations in. For example, businesses functioning within the
area can apply for EcoLabel, granted by the European Union to products and services in order to
bring more validity to companies’ green-friendly claims and to meet the standards of environment.
This initiative further encourages businesses to meet the criteria for environmental certification.
As a result, it promotes eco-friendliness amongst the community of various companies operating

in Ulemiste City (Laasri, 2023).

Furthermore, as reported by Laasri (2023), Ulemiste City also works to promote green-
transportation options. The district has already implemented a bike-sharing systems in which
people are provided with electrical vehicles and charging stations and are encouraged to carpool
together. This continues to promote the sustainable lifestyle and contributes in saving the planet
while reducing the number of cars on roads and hence, decreasing the pollution that takes place

predominantly due to the emissions.
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1.4. Greenwashing and Greenwashing Marketing

According to (Dahl, 2010), when companies falsely promise greater environmental advantages
than they can provide, consumers begin to see such green marketing as “greenwashing”. The term
greenwashing was first coined in 1986 by Jay Westerveld, an environmentalist. In his article, he
talked about the common practice carried out at hotels by asking their guests to reuse towels in
order to conserve energy. Westerveld wrote that in reality, those hotels were doing little to nothing
to help the environment. Hence, the towel request is nothing but an act of greenwashing (Michael
Kerner, n.d.) Greenwashing might be a result of various malpractices such as selective disclosures;
unsupported claims, false certifications, or collaborating with companies that have already

negatively impacted the environment (Nemes et al., 2022).

Several companies have used the term greenwashing in order to increase their sales and profits
and reach maximum customers by claiming and promoting their products and services to be eco-
friendly and sustainable, whereas, in reality, they may not be eco-friendly (Polonsky, 2011). The
discourse surrounding anti-greenwashing marketing has been emerging quite significantly in
recent years. Hence, the awareness regarding this topic has also started to take place amongst the

consumers.

In marketing, greenwashing is executed through various ways such as; communication media. This
media is popularly known as advertisements that enlist help from technology to reach a wider
audience. Social networking platforms further make it easier for companies to promote their
services and products as green-friendly, while in reality, they may not be eco-friendly.
Predominantly, greenwashing arises the question of trust amongst the buyers (Guo et al., 2017) by
simply making them doubt the rhetoric and discourse used for green practices. Upon facing
allegations, companies may try to convince the buyers by bringing forth certain features of their
products or highlighting their commitment towards green agents. However, this may not turn out

to be an effective strategy.
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1.5. Greenwashing Techniques and Its Awareness Amongst Consumers

Companies often take advantage of the increasing demand for green-friendly products by falsely
claiming their services to be environmentally advantageous. They may pretend to show
environmental concerns, whereas, in reality, they are not genuinely dedicated to sustainability. In
doing so, they use several greenwashing techniques to create a false impression in the market.
Although the (Federal Trade Commission, 2012) in the Green Guides advises companies to refrain
from making any environmental claims, no such step has been taken by the industries. Many
reports have been published that outline the techniques and tactics used by the companies to falsely
market their products and services under the pretenses of them being green-friendly. Moreover,
greenwashing is not only limited to companies’ overstated green claims but also the perceptions
of stakeholders that heavily effect the companies and industries on the whole as well the marketing

practices (Seele & Gatti, 2017).

These techniques include the usage of misleading terminology such as “natural”, “organic”, or
“eco-friendly” without drawing a definition of these terms. Moreover, another practice of such
companies is to highlight an eco-friendly aspect of their product while disregarding other features
that might be harmful to the environment. In addition to this, companies also use pictures of nature
or the environment while marketing their products in order to leave an impression that they might
be green-friendly. Similarly, the use of green logos or symbols is another quite popular technique
used by different companies in their greenwashing marketing to mislead consumers into believing

that the product is environmentally friendly (KnowESG, n.d.)

As the demand for green products and services has increased, it has become highly important for
consumers to get awareness regarding greenwashing. More often than not, this technique is
reflected in various products and their advertisements. Although companies, stakeholders,
governments, and customers have started becoming more aware of environmental problems, which
has resulted in higher demands for such products (de Freitas Netto et al., 2020).some groups still
remain unaware of this marketing strategy. Companies have actively started taking part in green-
product awareness campaigns in order to spread awareness amongst the public regarding the
consumption of their products. However, the issue of the consumption of products that are not
favorable to the environment is equally increasing and companies must address the factors that
influence the intentions of consumers’ green purchases (Keni et al., 2020). In this regard,

awareness plays an integral element in the human automation process. It involves a conscious and
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unconscious course of action. The process entails environmental features, automatic processes,

and outcomes (Chartrand, 2005, pp. 204 — 205).
Environmental Automatic Out ©

Figure 2. Model of Automatic Process by Chartrand (2005)
Source: Chartrand (2005)

Environmental Features (A) refer to any event, situation, or people that could become a cause of

an automatic process. The Automatic Process (B) includes processes that include activation of
attitude, evaluation, non-conscious mimicry, and stereotyping. Whereas outcome (C) can include
behaviors, decisions, emotions, and judgments. For instance, if a green product is endorsed by a
celebrity, then it may trigger the automatic process of either accepting or rejecting the product
consciously or unconsciously. As a result, the consumers form attitudes that lead to certain changes
in their behavior. Moreover, Chartrand (2005) states that controlling, changing, or eliminating
human behavior and their decisions are preceded by consumer awareness. In other words,
consumer behavior only takes place if there is a presence of awareness in the consumer.
Knowledge, however, can have a great impact on their decisions and actions Chartrand, 2005, p.

204).
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2. RESEARCH METHODOLY AND RESULTS

This chapter takes a closer look at the research methodology of the current study, which is used to
obtain the answers to the set research questions.

2.1. Research Method

The current study employed a quantitative method to collect data. It was used to measure the effect
of green-label marketing on consumer behavior. Moreover, online surveys/questionnaires were
designed as tools to collect responses from the participants. The questionnaire was designed while
keeping the research questions under consideration. All the statements were based on the three
objectives. The aim of the survey was to find out the ethical perception and its relations with
consumer behavior in relation to green-label marketing. Furthermore, the questionnaire helped in
examining whether consumers are well-aware of greenwashing marketing and its techniques or

not.

For the questionnaire, closed-ended statements were used along with a Likert Scale of 5 stages to
determine respondents’ attitudes toward certain situations. It was divided into three parts, whereby,
the first part helped the author in determining the demographic information, whereas the second
part indicates the educational background of respondents. Lastly, the third part encompassed 17
statements with 5 stages of agreement to obtain the answers to research questions. The
questionnaire was turned into a form of an online survey using Google Inc.'s online tool called
Google Forms. Many researchers around the world use this tool for data collection, primarily due
to the various advantages that it offers. The Google Form is a comprehensible tool that makes it
easy to design, develop, and obtain the responses of participants in a simple and effective way

(Raju & Harinarayana, 2016).
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For the collection of data, the author shared the link to the online survey with various respondents
via WhatsApp, Instagram, Facebook, and other social networking sites. The author made sure that
participants knew that the questionnaire was voluntary work, and that the identity of respondents
would not be disclosed to anyone. The questionnaire accepted the responses from 29.11.2023 to
04.12.2023. The questionnaire was written in English to make it easier for the users to understand

and fill it without any ambiguity.

The questionnaire was divided into three sections, where the first section included the demographic
information of the respondents encompassing their gender and age range. The next section
included the educational background of the participants, and the third section included the 17
statements based on the research questions. The statements were composed using the Likert Scale
of the stages of agreement. The Likert Scale was designed by Rensis Likert. Likert described a
method to construct an attitude scale or related questions to measure the attitudes of subjects
related to a certain issue, which is addressed in the questions. Furthermore, he demonstrated that
the calculation of the responses gathered from the questions provided informative results related
to the underlying attitudes (Likert, 1932). Therefore, the Likert Scale of the stages of agreement
was employed in order to measure the attitudes of the respondents towards green-label marketing

and greenwashing marketing.

2.2. Population, Sample and Sample Results

Probability sampling was used to select the respondents, whereby, the author selected the
respondents based on simple random sampling. Simple random sampling helps in obtaining the
data from a random selection of an entire population. In said population, every participant has an
equal chance of selection (Nikolopoulou, 2023). The reason for choosing this particular sampling
technique was time constraints and the lack of all the resources including budget. Simple random
sampling allowed the author to gather data in a shorter period of time. The responses from the
survey were analyzed and the average of each statement was calculated. The main goal of using a
quantitative method of research was to collect enriched data and learn more about the consumer’s
ethical perception and behavior regarding green-label marketing and their awareness of

greenwashing marketing.
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The population used for the research was 1.331 million, which is the total population of Estonia,
as reported by the consensus of 2021. However, due to time constraint and the unavailability of

respondents, the sample size from simple random sampling came out to be 213 participants.

The section on demographics included two questions from which both were mandatory to answer.
The first question covered the official gender of the respondents and the age range. The gender
section had the options of Female, Male, and Other, in case they did not identify themselves as
either of the gender options. The age range included 15-19, 20-24, 25-29, 30-34, 35-39, 40 or
Older. Most answers came from males (109), whereas the total female respondents were 104.

However, no respondent identified themselves in the third-mentioned category of Other.

Out of all the respondents, 55% were male, whereas 48% were females. In addition to this, the
demographic information of age range showed that the majority of the respondents belonged to
the age group of 25-29 (70), whereas the second group ranged between 30-34 (66). Moreover, the
number of respondents in the age group of 20-24 was 44. The fourth group ranged between 35-39
(17). In addition to this, the age group of 15-19 was 13 and the least found group was 40 or older,

where only 3 respondents participated in the survey.

The next part of the thesis included the educational background of the respondents with the options
of High school, Bachelor’s, Master’s, Ph.D., and Prefer Not to Say, in case the respondents did

not want to disclose their educational degree.

The data showed that the majority of respondents were students with Bachelor’s degrees (93),
whereas, the students with Master’s degrees came in the second number (64). In addition to this,
the number of high school students was 41, with 1 Ph.D. student. However, 14 respondents

preferred not to mention their educational background in the survey.
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2.3. Data Analysis

The data was analyzed using SPSS software. Each part of the questionnaire was analyzed
separately based on the research question and variables they were based on. The first research
question had two variables (independent and dependent variables). The independent variable was
green-label marketing, whereas the dependent variable was consumers’ behavior. Furthermore,
each statement in based on this research question was further assigned its variable and hence, the

information was put into the SPSS software and analyzed through simple linear regression.

The Model Summary provides important information about the performance of the regression
model. The R Square value of 0.746 indicates that the model can explain around 74.6% of the
variance in consumers’ behavior. Hence, it offers valuable insights as a considerable part of the
variability in consumers’ behavior is captured by the predicator variable labelled as green-label
marketing. Moreover, the Adjusted R Square of 0.745 refers to the number of predicators, which
further ensure the reliability of the model’s representation and explanation of the results.
Furthermore, the ANOVA table assesses the importance of the regression model. The F-statistica
results of 619.956 indicate that the model is important. The consumers’ behavior variance is
explained by this model. In addition to this, the p-value of 0.000 (p<0.05) supports the significance
of the model. This shows that the relationship between green-label marketing and consumers’

behavior is not coincidental.

Furthermore, the Constant term of 3.520 shows the expected value of consumer’s behavior in such
a case when the variable of green-label marketing is zero. This is the level of consumer’s behavior
under a circumstance when the green-label marketing has no influence on them. In addition to this,
the coefficient for GLM is 1.392, which explains the increase in consumers’ behavior with the
increase in the variable of green-label marketing. The standardized coefficient of 0.846 shows the

strength and positive relationship between green-label marketing and consumer’s behavior.

The regression analysis brings forth a relationship between green-label marketing and consumer’s
behavior. The corresponding response of consumer’s behavior increases with the increase in the
perception of green-label marketing. The positive relationship showed by R Square value suggests
that the aim of green-label marketing in promoting environmentally friendly purchases is fulfilled
because it significantly influences the consumers’ behavior. The study validates the previous

research that highlight a positive influence of green-label marketing on buyer’s purchase decision.
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Overall, the results provide compelling insights regarding the green-label marketing and its impact
on consumer’s behavior. The high R Square value and standardized coefficient (Beta) indicate that

companies can enlist help from green-label marketing to positively influence consumers’ behavior.

Such results can help businesses in adopting environmentally friendly practices that will
effectively help them in communicating with the consumers who are likely to purchase green-
friendly products. This helps them in aligning their practices with the expectations and values of
consumers. The analysis provides compelling evidence, whereby, green-label marketing highly
influences consumers’ behavior and it is supported by the model adopted for the analysis in which
the R Square value and standardized coefficient (Beta) suggest the businesses to strategically take

help from green-label marketing in order to have a positive impact on consumers’ behavior.

The data based on the second research question regarding greenwashing awareness was analyzed

using descriptive frequency method. The analysis gave the following results:
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Figure 3. Familiarity with the term "Greenwashing"
Source: Esha (2023), author’s own calculations

The analysis of the statement shows that a considerable percentage (25.4%) is unfamiliar with the

term “greenwashing”. However, the majority of respondents (76.5%) belong to the stages of
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neutrality, agree, or strongly agree, which indicate their awareness regarding the term. In this
regard, 35.2% of participants responded with neutral answer, whereas, 11.7% agreed to the

statement. Similarly, 11.7% strongly agreed to it.
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Figure 4. Use of deceptive language to make the products appear green-friendly
Source: Esha (2023), author’s own calculations

The analysis of the statement shows that a significant respondents (68.1%) either agree or strongly
agree to the belief that companies use deceptive language to market products as green-friendly.
Whereas, on the other hand, 29.6% of the participants gave neutral response. Surprisingly, none
of the participants disagreed or strongly disagreed to the statement. This can mean that the majority
of the respondents believe that businesses use deceptive language to make false claims of making

their products seem green-friendly.
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Figure 5. Identification of Greenwashing techniques
Source: Esha (2023), author’s own calculations

The surprising results of the analysis of the ability of consumers in identification of greenwashing
techniques show that the large number of participants (52.1%) fall in the categories of either
strongly disagree or disagree. However, 25% respondents agree and strongly agree to identifying
the greenwashing techniques. This shows a moderate level of confidence amongst the participants

in recognizing such practices.

24



STRONGLY

. AGREE 71 333
Z

=

5 AGREE 69 324
O

% NEUTRAL 44 207

=

S

wn

= DISAGREE [SSENE)

-

H

N STRONGLY

DISAGREE 16 75

RESPONSES OF THE PARTICIPANTS

m Frequency m Percentage

Figure 6. Influence of a green-labelled marketed products
Source: Esha (2023), author’s own calculations

The analysis of the influence of green-friendly advertisement on consumer behavior indicate that
7.5% of the participants strongly disagree with the statement that green-labelled marketing can
have an influence on consumers. Furthermore, 6.1% disagreed to it, while 20.7% remained neutral
towards the statement. However, 66.7% respondents either agreed or strongly agreed with the
statement. This shows their receptiveness towards environmental-oriented marketing and its

influence.
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Figure 7. Trust on green-labels or eco-labels on products
Source: Esha (2023), author’s own calculations

Surprisingly, a total of 75.6% of participants either agree or strongly agree that they trust the green-
labels or eco-labels on the products. This indicates a positive influence such labels have on the
consumers. However, at the same time, it also shows that consumers are not entirely aware of the
practices businesses often carry out in which they use eco-labels to make their products appear

green-friendly, while it may not be entirely environmentally-friendly.
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Figure 8. Detailed information about green-friendly products
Source: Esha (2023), author’s own calculations

The findings of the preference of consumers in terms of the information about the green-friendly
products shows that the majority of the respondents (68.9%) either agree or strongly with the
statement, suggesting their significant preference for the transparency from companies. This shows
an increasing awareness amongst the consumers regarding the practices of businesses in hiding

the actual information from the target market.

On the whole, the findings of the descriptive frequency table give valuable information regarding
the consumers’ awareness about greenwashing marketing. There is a portion of respondents that
may not be entirely familiar with the concept, however, a significant number of participants are
not only aware of it but also identify that companies use deceptive language to make their products
come across as green-friendly. This portion also express the demand of transparency from

companies in terms of highlighting their products and/or services.

The third question was analyzed using correlation method in SPSS. In this regard, the third
research question had one independent variable (ethical perception), one dependent variable
(consumer behavior), and one covariate (green-label marketing). Similar to the statements of
research question one, the statements based on research question three were assigned their

respective labels and thus, they were analyzed in SPSS using the correlation method.
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The statistical analysis of ANOVA explores the effects of ethical perception and the presence of
green-label marketing on consumers’ behavior. The first part of the analysis highlights the
distribution of respondents across various levels of ethical perceptions. In this regard, these
respondents were categorized from Ethical Perception 3 to Ethical Perception 15. This represents
the different degrees of ethical consideration found in the respondents. Furthermore, the Corrected
Model gives valuable insights into the significance of ethical perception and green-label
marketing. Moreover, the F-statistica of 234.438 with a p-value of 0.000 shows that the model
provides gives important information about the relationship between green-label marketing,

ethical perception, and the dependent variable (consumers’ behavior).

The p-value also suggests a considerable baseline effect that also suggest that there are other
factors that also influence consumers’ behavior other than green-label marketing and ethical
perception. Such factors involve external variables that should be considered in future research. In
addition to this, the R Squared value of 0.928 indicates that the model is highly effective in
explaining the complex relationship between green-label marketing, ethical perception, and
consumers’ behavior. Moreover, the Adjusted R Squared value taken from the analysis further
accounts for the number of predictors. It remains high at the surprising level of 92.4% and thus,
these values indicate that the model is effective in bringing forth the complex relationship between

green-label marketing, ethical perceptions, and consumers’ behavior.

Green-label marketing can have a significant effect on consumers’ behavior. The F-statistica and
p-value indicate that consumers are heavily influenced by products and/or services that have been
labelled as green-friendly. Ethical perceptions level from EP 3 to EP 15 shows the understanding
of consumers’ behavior in terms of ethical purchase choice. In addition to this, the high value of
R Squared and Adjusted R Squared also play an important role in understanding the effectiveness
of the model and explaining the variance found in consumers’ behavior. As a result, it indicates
that green-label marketing combined with ethical perceptions can have a profound effect on
driving consumers’ buying choices. The overall ANOVA findings bring forth a complex

relationship between green-label marketing, ethical perception, and consumers’ behavior.

The final results suggest that businesses can enlist help from green-label marketing in order to
persuade environmentally conscious consumers into purchasing their products and/or services.

The current research shows that these marketing practices have a great impact on consumers’
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behavior. At the same time, consumers are not entirely unaware of the greenwashing marketing.
The respondents indicate that they are not familiar with the techniques used by companies,
however, they do believe that many businesses use deceptive language and false information to
market their products as green-friendly. Furthermore, the analysis of the relationship of ethical
perceptions and consumers’ behavior suggested that consumers’ purchase decisions are often
driven by their ethical beliefs. At the same time, green-labelled products and/or services can
largely influence their decision. But there are some other external factors that play their part in

influencing the consumers into buying certain products.

2.4. Findings, Discussions, and Suggestions

In this section, the author discusses the results and findings that were collected and obtained from
the online surveys. This section also includes the results of previous studies in addition to the
overview of the literature. As mentioned in the previous chapter, the online survey had a total of
213 respondents, of which 52% were male, whereas 48% were female. Moreover, "the respondents
were further divided into different age groups: 15-19, 20-24, 25-29, 30-34, 35-39, and 40 or older,
however, the majority of the respondents belonged to the age group of 25-29 (70), whereas, the
second group ranged between 30-34 (66). In addition to this, the number of respondents in the age
group of 20-24 was 44. The fourth group ranged between 35-39 (17). In addition to this, the age
group of 15-19 was 13 and the least found group was 40 or older, where only 3 respondents

participated in the survey.

The results showed that there is a relationship between consumers’ behavior and green-label
marketing. Conscious and ethical buyers often depend on the green-friendliness of a product when
it comes to purchasing products. This response towards a product increase with their perception
toward green-label marketing. The model used to analyze this relationship also confirms that the
aim of green-label marketing is fulfilled by influencing the behavior of consumers. Companies, as
a result, can leverage from such marketing strategy in order to reach the target market effectively
and promote their products to them. In addition to this, the descriptive statistical frequency analysis
showed that the consumers may not be entirely familiar with the term of “greenwashing”, however,
they do recognize the deceptive marketing strategies used by companies in order to make their

products seem green-friendly. Thus, it confuses the target market when it comes to identifying the
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difference between green-label marketing and greenwashing. This aligns with the previous study
(Yang et al., 2021)that discusses how consumers often become confused when they are exposed
to different types of similar green product(s). On top of it, they may fail to recognize the difference
due to the complexities and unclear information advertised to them. Hence, it is necessary for
companies to bring forth more information regarding a product instead of only highlighting certain
features with the aim of deceiving the consumers. This supports the results where the respondents
were of the view that companies should provide detailed information regarding their products

instead of highlighting only certain features.

Moreover, the findings of the current thesis in regards to eco-labels and green-labels align with
D’Souza et al., (2006) that suggests that there is an urgent need for companies to use effective
communication of product features on the provided labels on the products. Without the satisfactory
information, consumers can get confused as to what the product entails. Consumers perceive
products labels as an important part of any purchase item. They demand accurate information on
labels and if given false information, they may appear to be confused about the terminologies used

on said products (Caswell & Mojduszka, 1996; Muller, 1985; Robertson & Marshall, 1987).

In addition to this, the findings also support the literature (Parguel et al., 2011 referenced in Yang
etal., 2021) that states that companies often try to overstate their products and their role in affecting
the environment positively through greenwashing practices. Similarly, consumers have also
become more conscious and aware of the increasing environmental issues than before (Kautish et
al., 2020). This aligns with the findings that state that consumers often purchase products because
they have been labeled as green or environmentally friendly. Furthermore, the results of the online
survey indicated that consumers put their trust in companies that have eco-label and green-friendly
labels imprinted on them. However, this can also lead to brands losing their credibility if the
consumers find out that they practice greenwashing (Qayyum et al., 2023). Hence, companies
practicing greenwashing, in the form of green labeling can leave a negative effect on the consumers
on the whole. As the previous study (Blome et al., 2017) suggests, greenwashing is popularly
associated with negative outcomes. As a result, it can decrease the overall green purchase

intentions among consumers (Bulut et al., 2021).

Furthermore, the results also suggest that green-label marketing and ethical perceptions influence
consumers’ behavior significantly, however, there are also other external factors that may play an

important role in persuading the customers into purchasing environmentally friendly items. The
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correlation analysis of the respondent’s views regarding ethical perceptions and green-label
marketing highlight their purchase decisions. At the same time, it also brings forth the surprising
findings that suggest the necessity of researching the other factors that may be equally influencing
the decision-making process. As stated by (Drummond & Ensor, 2006), social groups depend
heavily on the cultural background of any society. Moreover, cultural norms various groups such
as friends, co-workers, and family can have an impact on individuals and thus, it can guide their
behavior. These norms further create codes that not only guide behavior but also encourage people
into sharing values with each other. Hence, keeping this study in view, the influence of social class
can be suggested as one of the external factors that may guide consumers’ behavior into purchasing
green-friendly items. However, there is still a need to further explore all the crucial factors that
can drive consumers into choosing certain products or eco-labelled services other than their ethical

perceptions.

For the future, the author has a few suggestions. First, the practices of greenwashing in marketing
and advertisement have increased exponentially in the current era. Therefore, it has become crucial
to spread awareness regarding the term and its techniques and practices. There is a significant
number of consumers who are ethical buyers. These consumers also put their trust in the companies
that claim to sell products or services that are supposedly green-friendly. If found practicing
greenwashing marketing, these consumers may stop purchasing green-friendly products

altogether.

Secondly, as the findings of the current thesis suggested, apart from the green-labelled marketing
and ethical values of consumers, there are other factors that influence the decision-making process
of buyers. Therefore, it is necessary to further explore this area of research and examine the factors

that impact consumers’ behavior.

The third recommendation for future research would be to examine and explore green-label
marketing and green-washing marketing by analyzing the companies that supposedly fall into both
categories and have the respondents, either in groups or individually identify the differences
through discussions or interviews. This would help in obtaining enriched data with the hands-on

experiences of the respondents.
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CONCLUSION

As already mentioned, the practices of green-label marketing and greenwashing are on the rise.
Along with it, the consumers of the current age have also become ethically aware of their purchase
decisions and buyer practices. This can lead to a complex interplay of purchasing products that
may or may not be green-friendly. The prime aim of this thesis is to find out the impact of green-
labeled and greenwashing marketing on consumers and the role ethical perception plays for
consumers while they are making a purchase decision for a green-friendly product. Furthermore,
the paper statistically found out the awareness amongst consumers regarding greenwashing
marketing, which refers to the marketing of products with the false pretenses of being completely

eco-friendly.

The thesis had three research questions:
Research Question 1: What is the effect of green-label marketing on consumers’ behavior?
Research Question 2: Are consumers aware of greenwashing techniques?

Research Question 3: What is the relationship between ethical perceptions and consumer behavior

regarding green-label marketing?

The data was collected using the quantitative method in which the author employed the tool of
online surveys/questionnaires in Google Forms. The survey had 17 statements with a Likert Scale
of five stages of agreement (Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree).
Moreover, the questionnaire was divided into three parts; demographic information, educational
background, and statements that were based on the research questions. The questionnaire had 213
respondents in total including both males and females. The author used probability sampling with
the tool of simple random sampling. The results were analyzed using SPSS method, whereby, the

results of each research question were analyzed separately based on their respective variable.

To answer the research question “What is the effect of green-label marketing on consumers’
behavior?” the author applied the formula of regression in SPSS in which green-label marketing
was an independent variable and consumer’s behavior was a dependent variable. The results

showed that the model is highly significant, and the responses indicate a strong relationship
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between green-label marketing and consumers’ behavior. The findings of the first research
question indicated that consumers are highly influenced by green-labelled marketing and they

often purchase products due to the eco-labels found on the products and/or services.

To answer the second question “What awareness do consumers have regarding greenwashing
techniques?” the author applied the formula of descriptive frequency where the percentages were
calculated based on the responses. The results suggested that majority of the consumers may not
be entirely aware of the term “greenwashing” and the techniques used in this marketing strategy,
however, they identify that companies use deceptive language to market their products as

environmentally friendly.

To answer the third question “What is the relationship between ethical perceptions and consumer
behavior regarding green-label marketing?” the author applied the formula of Correlation and R
Square, where the results highlighted a complex relationship between ethical perceptions, green-
label marketing, and consumer behavior. The findings suggested that ethical perceptions influence
consumers’ behavior along with green-label marketing, however, there are also other factors that

have an impact on consumers’ buying behavior.

The research has its limitations in terms of methodology. The author could have utilized more
questions with real-life examples in the survey to make the respondents understand the problem at
hand more comprehensibly. In addition to this, due to time constraints and resource limitations,
the author could only employ one methodology and could not use qualitative or mixed
methodology to get extensive data. Furthermore, the author could not explore more factors that
may play their part in influencing the consumers’ into purchasing green-labelled products and/or

services.

For future research, the author has three suggestions: (1) While interacting with participants or
target audience, spread awareness regarding greenwashing techniques, (2) Explore and examine
the other factors that influence consumers’ behavior (3) Examine the companies that practice
green-label marketing and greenwashing and have group discussions or open-ended interviews

with consumers that are actively taking part in green consumption.
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APPENDICES

Appendix 1. Questionnaire

Questions Stages items Result Stage
Gender Al = Male 51.4% | Nominal
A2 =Female 48.6%
A3 = Others 0%
Age 15-19 6.1% | Nominal
20-24
20.6%
25-29
32.7%
30-34
31.3%
35-39 7.9%
40 or more 1.4%
Educational Background High School 19.2% | Nominal
Bachelor’s Degree 43.5%
Master’s Degree 30.4%
Ph.D 0.5%
Prefer Not to Say 6.5%
It is important for me to purchase Strongly disagree 1.9% | Likert
products from companies that are Disagree 3.7%
environmentally responsible Neutral 7.5%
Agree 52.8%
Strongly Agree 34.1%
I always think about the Strongly disagree 5.6% | Likert
environmental impact of Disagree 4.2%
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products/services before purchasing | Neutral 33.2%
them. Agree 40.7%
Strongly Agree 16.4%
I have purchased products because | Strongly disagree 3.3% | Likert
they are labeled as “green” or
environmentally friendly
Disagree 5.6%
Neutral 14.5%
Agree 37.9%
Strongly Agree 38.8%
The eco-label on the Strongly disagree 2.3% | Likert
products/services influence my
purchasing decisions. responsible
Disagree 6.5%
Neutral 9.8%
Agree 50.9%
Strongly Agree 30.4%
I’'m willing to pay more for Strongly disagree 22.9% | Likert
products that are environmentally
friendly. .
Disagree 9.3%
Neutral 31.8%
Agree 29%
Strongly Agree 7%
I purchase green-friendly products | Strongly disagree 0.5% | Likert
because they make me feel good
morally.
Disagree 0.9%
Neutral 11.7%
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Agree 37.9%
Strongly Agree 49.1%
I believe consumers have moral and | Strongly disagree 0.5% | Likert
ethical responsibility to support
environmentally-friendly
businesses. Disagree 0%
Neutral 20.1%
Agree 35%
Strongly Agree 44.4%
I am familiar with the term Strongly disagree 25.2% | Likert
“greenwashing”.
Disagree 15.9%
Neutral 35%
Agree 11.7%
Strongly Agree 12.1%
Some companies use deceptive Strongly disagree 0% | Likert
language and marketing to make
their products appear green-
friendly. Disagree 0%
Neutral 29.9%
Agree 38.3%
Strongly Agree 31.8%
I can identify greenwashing Strongly disagree 12.1% | Likert
techniques used by companies in
the marketing of products.
Disagree 39.7%
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Neutral 23.4%
Agree 22.4%
Strongly Agree 2.3%
I easily get influenced if a product | Strongly disagree 7.5% | Likert
or service is advertised as green-
friendly.
Disagree 6.1%
Neutral 20.6%
Agree 32.3%
Strongly Agree 33.6%
I trust green-labels or eco-labels on | Strongly disagree 0.9% | Likert
products.
Disagree 6.1%
Neutral 17.35
Agree 39.7%
Strongly Agree 36%
Companies should provide detailed | Strongly disagree 0.5% | Likert
information about their green-
friendly products rather than :
highlighting only certain features. Disagree 0%
Neutral 30.4%
Agree 13.6%
Strongly Agree 55.6%
Strongly disagree 0.9% | Likert
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I keep my ethical responsibilities Disagree 2.8%
under consideration before making
any purchases. Neutral 27.6%
Agree 28%
Strongly Agree 40.7%
I believe people who buy green- Strongly disagree 2.3% | Likert
friendly products are ethically
driven and care about the planet.
Disagree 2.8%
Neutral 15.9%
Agree 25.7%
Strongly Agree 533 %
I believe that companies with Strongly disagree 0.5% | Likert
green-label marketing promote
ethical consumption practices. :
Disagree 8.9%
Neutral 21%
Agree 29.9%
Strongly Agree 39.7%
It is important to me that a company | Strongly disagree 0% | Likert
should contribute to saving the
planet while making a purchase
decision. Disagree 4.7%
Neutral 12.6%
Agree 25.7%
Strongly Agree 57%

Source: Esha (2023), author’s own designed questionnaire
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Appendix 2. Results of Questionnaire

Statistics

I am familiar with the term “greenwashing”.

213

Some companies use deceptive language and
marketing to make their products appear
green-friendly.

213

I can identify greenwashing techniques used
by companies in the marketing of products

213

I easily get influenced if a product or service is
advertised as green-friendly.

213

I trust green-labels or eco-labels on products

213

Companies  should  provide  detailed
information about their green-friendly
products rather than highlighting only certain
features.

213

Table 1. Frequency
Source: Esha (2023), author’s own calculations

Frequency Table

I am familiar with the term “greenwashing”.

Frequency | Percent Valid Cumulative
Percent Percent

Valid | strongly disagree 54 254 254 254
disagree 34 16.0 16.0 41.3
neutral 75 35.2 35.2 76.5
agree 25 11.7 11.7 88.3
strongly agree 25 11.7 11.7 100.0
Total 213 100.0 100.0

Table 2. Descriptive Frequency 1
Source: Esha (2023), author’s own calculations

Some companies use deceptive language and marketing to make their

products appear green-friendly.

Frequency | Percent Valid Cumulative
Percent Percent
Valid | neutral 63 29.6 29.6 29.6
agree 82 38.5 38.5 68.1
strongly agree 68 31.9 31.9 100.0
Total 213 100.0 100.0
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Table 3. Descriptive Frequency 2

Source: Esha (2023), author’s own calculations

I can identify greenwashing techniques used by companies in the marketing

of products.
Frequency | Percent Valid Cumulative
Percent Percent

Valid | strongly disagree 26 12.2 12.2 12.2

disagree 85 39.9 39.9 52.1

neutral 49 23.0 23.0 75.1

agree 48 22.5 22.5 97.7

strongly agree 5 23 23 100.0

Total 213 100.0 100.0

Table 4. Descriptive Frequency 3
Source: Esha (2023), author’s own calculations

I easily get influenced if a product or service is advertised as green-friendly.

Frequency | Percent Valid Cumulative
Percent Percent
Valid | strongly disagree 16 7.5 7.5 7.5
disagree 13 6.1 6.1 13.6
neutral 44 20.7 20.7 34.3
agree 69 324 32.4 66.7
strongly agree 71 333 333 100.0
Total 213 100.0 100.0
Table 5. Descriptive Frequency 4
Source: Esha (2023), author’s own calculations
I trust green-labels or eco-labels on products.
Frequency | Percent Valid Cumulative
Percent Percent
Valid | strongly disagree 2 9 9 9
disagree 13 6.1 6.1 7.0
neutral 37 17.4 17.4 24.4
agree 84 39.4 39.4 63.8
strongly agree 77 36.2 36.2 100.0
Total 213 100.0 100.0

Table 6. Descriptive Frequency 5
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Source: Esha (2023), author’s own calculations

Companies should provide detailed information about their green-friendly
products rather than highlighting only certain features.
Frequency | Percent Valid Cumulative
Percent Percent
Valid | strongly disagree 1 5 5 )
neutral 65 30.5 30.5 31.0
agree 29 13.6 13.6 44.6
strongly agree 118 55.4 55.4 100.0
Total 213 100.0 100.0
Table 7. Descriptive Frequency 6
Source: Esha (2023), author’s own calculations
Table of Regression
Variables Entered/Removed”
Mode Variables Variables Method
1 Entered Removed
1 GLM?® Enter
Table 8. GLM Variable
Source: Esha (2023), author’s own calculations
Model Summary
Mode R R Square | Adjusted R Std. Error of
1 Square the Estimate
1 .864* 746 745 1.93537
Table 9. Model Summary 1
Source: Esha (2023), author’s own calculations
ANOVA®
Model Sum of df Mean Square F Sig
Squares
1 Regression 2322.151 1 2322.151 | 619.956 .000?
Residual 790.337 211 3.746
Total 3112.488 212

Table 10. ANOVA Results
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Source: Esha (2023), author’s own calculations

Coefficients
Model Unstandardized Standardized Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 3.520 .668 5.271 .000
GLM 1.392 056 .864 24.899 .000
Table 11. Coefficients Results
Source: Esha (2023), author’s own calculations
Univariate Analysis of Variance
Between-Subjects
Factors
N
EP 3 1
6 4
7 3
8 19
9 9
10 16
11 14
12 19
13 46
14 35
15 47
Table 12. EP Level
Source: Esha (2023), author’s own calculations
Tests of Between-Subjects Effects
Dependent Variable:CB
Source Type III Sum df Mean Square F Sig.
of Squares
Corrected 2887.434% 11 262.494 | 234.438 .000
Model
Intercept 405.114 1 405.114 | 361.814 .000
GLM 142.761 1 142.761 | 127.502 .000
EP 565.282 10 56.528 50.486 .000
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Error

225.055

201

1.120

Total

86720.000

213

Table 13. Subjects Effects 1

Source: Esha (2023), author’s own calculations

Tests of Between Subjects Effects

Source Type III Sum | Df Mean Square | F Sig.
of Squares

Corrected 2887.434 11 262.494 234.438 .000

Model

Intercept 405.114 1 405.114 361.814 .000

GLM 142.761 1 142.761 127.502 .000

EP 565.282 10 56.528 50.486 .000

Error 225.055 201 1.120

Total 86720.000 213

Corrected 3112.488 212

Total

Table 14. Subjects Effects 2

Source: Esha (2023), author’s own calculations
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