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1. Introduction

Due to the growth of consumers’ environmental awareness, sustainable
consumption denotes a way to minimize environmental impacts and to meet
consumers’ demands from generation to generation (Chang et al., 2019; Chen et
al., 2014). Sustainable consumption improves enterprises’ sustainable
performance and resource utilization, increases the usage of renewable energy, and
reduces waste (Chang, 2020; Chen et al., 2015). Hence, customers, business
partners, and interesting groups are more and more focusing on relevant
environmental issues concerning sustainable consumption (Malovics et al., 2007).

With the increase in environmental issues, firms are expected to take on
behaviors for environmental maintenance (Chang, 2020). Chuang and Huang
(2018) indicated enterprises are under multi-dimensional pressures to follow
relevant treaties and regulations, because environmental awareness has
accelerated (Chen, Chang, Li ef al., 2020). Companies need to enhance their
production and marketing strategies to be much more environmentally friendly in
order to maintain competitiveness and sustainable development (Ferguson et al.,
2019). Thus, enterprises place concern on the following: (1) eliminate pressure

from various organizations on environmental protection, (2) gain a competitive
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advantage, (3) improve their corporate image, (4) find new markets or
opportunities, and (5) enhance product value (Chen, 2008). Enterprises
implementing green marketing do so by being no longer based on expenditure, but
on long-term development, innovation, and catalyst for new market opportunities
(Chen, 2008).

With the increasing emphases on environmental impacts, companies are
improving their eco-efficiency and sustainable development of corporate
management (Bansal and Song, 2017; Carter, 2019; Chang et al., 2021; Chong and
Chi, 2019). Enterprises exploit initiatives of sustainable management to overcome
environmental changes, to assist in achieving sustainable development, and to
strengthen their corporate image and competitive advantage (Chang, 2020; Starik
et al., 2010). Fraj-Andrés et al. (2009) argued that green marketing enhances
consumers’ knowledge for product quality, delivers sustainable concepts, and
raises the satisfaction and loyalty of customers. Yazdanifard and Mercy (2011)
asserted that the packaging, advertising, or process of green products help obtain
customers’ satisfaction. Hogan et al. (2004) pointed out that consumers with
higher satisfaction are more willing to communicate with others through word-of-
mouth marketing.

More and more consumers are thus choosing products that are “green” to
reduce pollution and destruction of the environment (Hao et al., 2019; Huang et
al., 2018; Joshi and Rahman, 2019). Consumers consider “green” as an important
evaluating criterion more than price (Hao ef al., 2019; Joshi and Rahman, 2019).
Numerous studies have mentioned consumers are willing to spend a premium
price for green products (Chen and Chang, 2013), thus encouraging firms to focus
on green products, green innovations, and green production processes (Bansal and
Song, 2017; Starik et al., 2010).

Many companies are also actively engaged in environmental protection
through the promotion of green products to convey and educate consumers about
green concepts and to establish a good image with consumers (Eastwood et al.,
2017; He et al., 2019). The sales of green products have dramatically increased

due to greater environmentalism around the world (Chen, 2008). While the term
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“green” is currently in fashion around the world, it lacks a rigorous scientific
definition (Chang and Chen, 2013) and has led to several new concepts, such as
green production, green marketing, and green innovation, which have formed to
assist enterprises at seizing marketplace opportunities (Chang and Chen, 2013).
Companies take the opportunity of using green performance to enhance their
position and strengthen their reputation in the marketplace, which further spurs
investors and customers to take into consideration the green reputation of
companies (Chen, 2010).

Not all enterprises have sufficient capabilities to produce or promote their
green products to the market (Chen, 2010). Greenwashing has become a popular
trick for some companies to compete in the marketplace (Nguyen et al., 2019).
Parguel et al. (2011) defined greenwashing as a tactic used by a firm to
intentionally exaggerate the environmental benefits of a product or service, thus
misleading and deceiving consumers regarding the firm’s environmental
performance. It results in a dilemma whereby strategies imply long-term
commitments (Nguyen et al., 2019; Parguel ef al., 2011) and a conflict between
the erosion of enterprise profits and competitive advantages (Lin and Huang,
2012). It has become a complex topic to review, as enterprises inherently strive to
accelerate their environmental positions to the public, while applying green
marketing to obtain competitive advantages and to attract consumers (Szabo and
Webster, 2021).

Not all green marketing assertions reflect a product being actual “green” and
could be viewed as greenwashing. In this situation, greenwashing not only affects
corporates’ benefits, but results in ethical issues (Han et al., 2017). In 2015, the
famous German motor company, Volkswagen, was accused of using advertising
and fake environmental data to expand its market share. As a result, its reputation
was seriously damaged and suffered great financial losses. Therefore,
exaggeration, false advertising, and false assertion, such as greenwashing, could
seriously endanger a company’s green reputation.

Consumers’ assessment of products’ effectiveness is based on their perceived

value (Nguyen et al., 2019). Perceived value is the discrepancy i benefits that
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consumers receive from products (Qasim et al., 2019). Consumers might believe
that purchasing green products will benefit the environment and health (Nguyen,
2019). As corporates’ green claims have spread rapidly, consumers have grown
increasingly suspicious about the authenticity their assertions.

In 2022 the green procurement performance appraisal measures and
procurement practice instructions of government agencies remind all units to pay
attention to avoiding the procurement of green products, indicating that laws and
regulations still cannot eliminate the situation of greenwashing. In 2022, the Green
Procurement Performance Appraisal Measures and Procurement Practice
Guidelines of the Executive Yuan of the Environmental Protection Agency and the
Government Agencies of the Republic of China (Taiwan) still remind public
servants to pay attention to avoiding the procurement of green products, indicating
that laws and regulations still cannot eliminate the situation of green washing.
People in their daily life inevitably use chemical products, such as detergents. With
the environmental movement getting more and more attention around the world,
the requirements for these chemical products depend not only on their
environmental protection standards, but also on their cleaning effects. Consumers
are also willing to spend more money to buy eco-friendly chemicals from the
environmental aspect. Therefore, many companies claim their manufactured
products are eco-friendly, but sell them cheaper than other green products in order
to attract more consumers. When consumers understand these companies are
exaggerating the eco-friendly claim of products, their green reputation, green
satisfaction, and green perceived value are destroyed. This causes consumers to
question the relevant environmental certification process and the entire system.

Previous literature has explored relevant topics about sustainable
consumption, but such research of sustainable consumption scantly has discussed
it from the angle of greenwashing (De Vries et al., 2015; Nyilasy et al., 2014;
Szabo and Webster, 2021). Hence, this research aims to identify and fill the gaps
in the literature. The focus is on consumers having experiences in purchasing green
chemical products such as detergents and exploring the issues of greenwashing

and its influence on green reputation, green satisfaction, and green perceived value
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in the field of sustainable consumption.

2. Literature review and hypotheses’ development
2.1 The negative influence of greenwashing on green satisfaction

More consumers are considering buying products that are “green” due to their
greater environmental awareness (Cheah and Phau, 2011; Punyatoya, 2015).
Therefore, companies are striving to engage in these opportunities and are
adopting steps to describe their production as green, which in turn could help
attract consumers (Chen et al, 2019; Punyatoya, 2015). To disseminate
environmental efforts of companies, corporates apply various green marketing
strategies to expand their market share (Parguel ef al., 2011), but their strategies
may not meet relevant regulations, as some companies may exaggerate their
results. The end result is greenwashing (Szabo and Webster, 2021). Many firms do
this to be more environmentally friendly and thus obtain a competitive advantage
(Chen et al., 2019; Parguel et al., 2011).

Greenwashing is defined as “cheating or misleading consumers about the
practices of corporates or the environmental benefits of a product or service, and
to obtain a green image of environmental responsibility” (Parguel et al., 2011).
Greenwashing is conceptualized as a kind of selective disclosure or false
manipulation that may influence consumers’ purchasing behaviors and satisfaction
(Nguyen et al., 2019). Green marketing denotes advertisements that disclose or
allude to an environmental benefit from buying something (Polonsky ef al., 2010).
However, greenwashing is a company intentionally misleading or cheating
customers with fake assertions about its environmental efforts to gain a certain
public reputation or public image (Lyon and Montgomery, 2015; Seele and Gatti,
2017; Zhang et al., 2018). Greenwashing widely depicts the untruth and
misinformation of a firm about its products being sustainable or environment-
friendly (Parguel et al., 2011). Therefore, consumers facing greenwashing will
distrust and be dissatisfied with the quality of the product (Zaidi ef al., 2019). If

there is a suspicion of greenwashing when consumers are making decisions in light
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of companies’ advertising, then it may decrease their trust in these companies and
their products (Chen et al., 2019).

In terms of the findings in the literature, consumers’ satisfaction is the degree
of post-consumption’s overall assessment or the degree of consumption-related
results (Chen, 2010). Green satisfaction refers to ‘“expecting environmental
effectiveness from a product or service with environmental benefits” (Chen, 2010;
Chen et al., 2015). Green satisfaction could also be defined by consumers feeling
a pleasurable level of fulfillment to meet their sustainable expectations, needs,
desires, and pleasantness (Chen, 2010). Consumers with an environmental
ideology are willing to spend a premium price to buy eco-friendly chemicals from
the environmental aspect. Greenwashing results in consumers’ perceived risk,
because of information asymmetry, causing consumer dissatisfaction (Chen et al.,
2014). When consumers perceive greenwashing by a company and its products,
they will no longer trust products of that company (Chen and Chang, 2013).
Therefore, consumers who perceive greenwashing about a product will not be
satisfied with its value. Chen et al. (2014) indicated greenwashing negatively
relates to green satisfaction. As a result, we suggest the following hypothesis.

Hypothesis 1 (HI): Greenwashing is negatively associated with green

satisfaction.
2.2 The negative influence of greenwashing on green reputation

Corporate reputation can help promote a competitive advantage in markets
(Dowling, 2004; Sheu, 2014). A strongly established reputation allows companies
to raise prices of their products and recover from a crisis (Basdeo et al., 2006).
Fombrun and Shanley (1990) argued that reputation is the result of a competitive
process to improve a firm’s social status.

Consumers have realized the challenge of the environment and are conscious
of the existence of environmental problems (Do Paco and Raposo, 2010). Some
consumers prefer to purchase products that do not jeopardize the environment
(Punyatoya, 2015). Enterprises employ various patterns of communications to

publicize their products or services as being green in order to attract more
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consumers (Bhattacharya et al., 2020; Punyatoya, 2015). However, some firms
have revised their green strategies and exploited the trick of greenwashing
(Nguyen et al., 2019). These enterprises provide equivocal environmental
propositions and mislead consumers about their environmental practices, because
of potential positive benefits and reputation enhancement, all the while under
lower expenditures (Jonsen et al., 2015; Nguyen et al., 2019).

Greenwashing is exploited to depict corporates’ green marketing or
advertisements that cheat or mislead consumers (Chen, Huang, Wang et al.,
2020). Polonsky et al. (2010) showed that greenwashing is making false green
assertions to the market and decreases the prestige of real green products. When
greenwashing is perceived, customers no longer trust green products, and
consequently sustainable issues no longer have the support of stakeholders,
enterprises, customers, and society (Gillespie, 2008). Ramus and Montiel (2005)
and Chen et al. (2014) indicated that greenwashing fabricates a negative impact
on word-of-mouth, green perceived quality, and green satisfaction and decreases
consumers’ sense of trust. Nyilasy et al. (2014) emphasized that enterprises’
greenwashing behaviors are not only ethical issues, but have a negative influence
on consumers’ perception (Guo et al., 2017; Nguyen et al., 2019; Zhang et al.,
2018).

Greenwashing impedes green marketing and makes consumers distrustful
over the reliability of eco-friendly assertions and environmental promises. The
perception of greenwashing among consumers affects their opinion of the
company doing it and further impacts its green reputation. Consumers who cannot
discriminate green initiatives may trigger negative word-of-mouth and influence a
firm’s green reputation (Ramus and Montiel, 2005). Zhang et al. (2018) also
demonstrated that consumers’ perceptions of greenwashing negatively influence
their green purchasing intentions and word-of-mouth. Hence, this study proposes
the following hypothesis.

Hypothesis 2 (H2): Greenwashing is negatively associated with green

reputation.
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2.3 The positive influence of green satisfaction on green reputation

The satisfaction of consumers toward a product or service is an indispensable
determinant in the field of consumer relationship (Sheu, 2014). When consumers
are satisfied with the results of their purchase, they will trust and be willing to
believe in those corporates’ commitments (Chen et al., 2015). Chen (2010)
proposed the definition of green satisfaction as the real pleasure at meeting
customers’ needs, expectations of sustainability, and green environmental
protection requirements.

The literature has indicated that the degree of consumers’ satisfaction impacts
their behavior, attitude, and opinion toward the enterprise (Chen, Huang, Wang
et al., 2020). Consumers who are satisfied with a firm’s product are more willing
to establish and sustain a long-term relationship with the firm (Chen and Chang,
2013). Consumers’ satisfactory experience about environmental consideration
positively affects the word-of-mouth to an enterprise’s environmental concern
(Chen, 2010). As a result, consumers’ satisfaction is positively associated with
their attitude, opinion, and reputation to the firm. Therefore, the higher degree of
green satisfaction a firm has, the higher is the degree of the firm’s reputation in
the market. Hence, this study proposes the following hypothesis.

Hypothesis 3 (H3): Green satisfaction is positively associated with green

reputation.
2.4 The negative influence of greenwashing on green perceived value

Perceived value refers to consumers’ perception of integrated assessment
(Punyatoya, 2015). Green perceived value can be illustrated as an integrated
assessment of consumers from the benefit of a product or service based on
sustainable expectations and needs (Chen and Chang, 2012; Punyatoya, 2015).
When consumers are conscious of a brand as being green, they are confident of its
commitments and comprise faith towards it (Zhang et al., 2018). Consumers
believe that they can acquire a benefit out of the green brand and thus initiate green

value (Punyatoya, 2015). Enterprises therefore apply green marketing strategies to



126 Sustainable trick or tactic? The influence of greenwashing on
green reputation, green satisfaction and green perceived value

raise the perceived value of their products and services with respect to
environmental consideration and to enhance their competitive advantage.
Corporates hence have to manufacture green products that meet the requirements
of green attributes against traditional products in order to attract consumers.
Perception of greenwashing indicates that consumers recognize that
companies have increased their communication with the environment while
lacking any action, which may prevent them from buying these companies’
products (Nyilasy et al., 2014; Zhang et al., 2018). Greenwashing reduces the

perceived value of being green (Szabo and Webster, 2021). Chen and Chang (2013)
indicated that greenwashing influences consumers’ confusion and perceptions of

risk, reducing their green trust of the environmental claims. Thus, greenwashing
jeopardizes consumers’ attitudes towards corporates’ initiatives of green
marketing (Chen and Chang, 2013; Parguel et al., 2011). Greenwashing also leads
to negative word-of-mouth about green product, green brand, or service (Chen,
Huang, Wang er al, 2020). Therefore, when consumers perceive an
environmental assertion to be a kind of greenwashing, their perception of green
value decreases. Hence, this study proposes the following hypothesis.

Hypothesis 4 (H4): Greenwashing is negatively associated with green

perceived value.
2.5 The positive influence of green perceived value on green reputation

Hosmer (1994) argued that corporates’ ethical implications in their decision-
making process will allow them to gain more trust and commitment from
consumers. Chen and Chang (2013) indicated that consumers may decrease their
trust of green assertions and shape a more negative assessment when they perceive
that a company is exaggerating its efforts of a “green claim.” If enterprises
undertake green initiatives actively and convey their environmental efforts to
consumers successfully, then consumers might believe in their green
advertisements (Chen and Chang, 2013). Green perceived value could be defined
as an overall assessment of a consumer from the profit of a product or service that

meets the expectation of the environmental needs (Chen and Chang, 2012).
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Perceived value not only is a critical determinant in maintaining long-term
consumer relationships, but also performs a crucial role in influencing customer
trust (Chen and Chang, 2012). According to Chang and Chen (2013), consumers’
opinion and attitude to a product or brand are expected to sustain their belief in
that product or brand. Chang and Chen (2013) showed that green perceived value
and green trust have a significant relationship in the context of Taiwan. Hence, a
higher level of perceived value increases post-consumption confidence of the
product (Eid, 2011). However, some enterprises have overstated the green value
of their products such that their customers do not trust their products anymore
(Chen and Chang, 2012). Perceived value is a set of attributes related to products’
value, so as to establish a positive word-of-mouth effect and increase purchase
intention (Chen and Chang, 2012). Hence, this study proposes the following
hypothesis.

Hypothesis 5 (H5): Green perceived value is positively associated with

green reputation.

3. Methodology and measurement

3.1 Data collection and sample

Drawing on the research model and the noted gap in the literature, this study
applies a quantitative approach by using a survey to reveal participants’
perceptions of their experience in purchasing green chemical products, such as
detergents, in Taiwan. The questionnaires distributed to the respondents are in
Chinese, due to the fact that many of them do not have a sufficient understanding
of English. We first translate the questionnaire from English to Chinese and then
ask several experts — professors and graduate students who do research in this area
— to provide feedback about our translation. After incorporating the feedback into
the Chinese version, we translate it back into English to validate consistency
between the Chinese and the English versions.

We asked two scholars to correct the questionnaire before sending it to

respondents. Next, we sent the questionnaire to 20 undergraduate students
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randomly at a large university in north Taiwan for a second pre-test. The
questionnaire items are measured using a 7-point Likert scale, with choices from
“1 strongly disagree” to “7 strongly agree.” This study focuses on the phonebooks
of Taiwan’s north, central, and southern regions for random sampling, Send the
questionnaire by e-mail after agreeing to the telephone visit. Among the total of
1500 copies distributed via e-mail over two weeks, we received 505 questionnaires
back. Only 480 valid surveys were collected, resulting in a response rate of 32%.
Slightly more than half of the respondents are female. The majority of respondents
is 21 to 30 years old (72.1%), the annual purchasing frequency is 1~3 times
(69.4%), and the annual purchasing amount is under NT$5,000 (77.7%). More
details of the respondents are provided in Table 1. We then use statistical software
SPSS 22 and AMOS 21 for data analysis.

3.2 Measurement

This research measures the questionnaire items by means of the 7-point
Likert scale, with choices from “1 strongly disagree” to “7 strongly agree.” The
definitions and measurements of the constructs in this study are described in the
following.

Greenwashing. This research refers to Horiuchi and Schuchard (2009) and
Laufer (2003) to define “greenwashing” as misleading or hiding any deviance and
nature of the problem and revises a 5-item scale validated by Chen et al. (2014) to
measure greenwashing. A sample item is: “The product deceives me by means
of words in its environmental features.” The scale’s reliability Cronbach’s alpha
is .928 in this research.

Green satisfaction. This research refers to Chen (2010) to define “green
satisfaction” as “the level of the related fulfillment to a customer’s sustainable
expectations and green needs”. We revise a 6-item scale developed and validated
by Chen et al. (2014). A sample item is: “Overall, I am happy to purchase this
product, because it is environmentally friendly.” The scale’s reliability Cronbach’s
alpha is .946 in this research.
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Table 1
Summary of participants’ profiles
Variable Category Samples Percentage
(%)
gender male 204 42.4
female 276 57.6
age under 20 94 19.6
21-30 346 72.1
31-40 24 5.0
41-50 15 32
above 61 1 0.2
occupation manufacturing 64 13.3
service industry 152 31.7
agriculture 56 11.7
civil servants 142 29.6
others 66 13.8
education senior high school (or under) 29 6.0
university/college 351 73.1
graduated school (or above) 100 20.8
annual purchasing 1~3 times 333 69.4
frequency 4~6 times 101 21.0
7~9 times 22 4.6
10 times above 24 5
annual purchasing under 5,000 373 71.7
amount (NT$) 5,000~15,000 78 16.2
10,000~15,000 14 29
15,000~20,000 1.3
20,000 above 9 1.9

N=480.
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Green perceived value. This research refers to Chen (2010) to define green
perceived value as “the consumer’s appraisal of the value of a product or service
based on the consumer’s sustainable expectations and green needs”. We adopt a
6-item scale developed and validated by Chen (2010). A sample item is: “This
product’s environmental functions provide very good value for me.” The scale’s
reliability Cronbach’s alpha is .893 in this research.

Green reputation. A corporate’s reputation could be defined as “the corporate
fulfills its commitments and meets to expectations of stakeholders*“(Cretu and
Brodie, 2007). Hence, green reputation could refer to a set of perceptions of
consumers on meeting a firm’s green commitments. We revise a 3-item scale
developed and validated by Nguyen & Leblanc (Nguyen and Leblanc, 2001). A
sample item is: “Compared to other similar products, this product has a better
environmental image.” The scale’s reliability Cronbach’s alpha is .857 in this

research.

4. Empirical results
4.1 The results of the measurement model

Table 2 presents the means, standard deviations, composite reliability (CR),
average variance extracted (AVE), the square root of AVE, and correlations
among the study variables. Greenwashing negatively relates to green satisfaction
(r=-313, p<.01), green perceived value (r=-.313, p<.01), and green reputation
(r=-.286, p<.01). Both green satisfaction and green perceived value significantly
positively relate to green reputation (r=.768, p<.01; r=.650, p<.01, respectively),
and green satisfaction positively relates to green perceived value (r=.792, p<.01).
All the coefficients between variables have medium or lower correlations. The
research shows values of composite reliability (CR) ranging from .893 to .946,
which are all above the recommended values of .70 (Fornell and Larcker, 1981).
Each construct’s AVE exceeds the recommended value of .50. The factor load is
above 0.5, and the t-test of each estimate reaches a significant level (p<0.001),

indicating that this scale has a considerable degree of convergence validity
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(Bagozzi et al., 1988; Fornell and Larcker, 1981). In addition, the estimated inter-
correlations among the variables are less than the square roots of AVE of each
variable, which provide support for discriminant validity. There is low correlation
between the control variables and the four constructs of each demographic variant:
gender and green satisfaction, age and green perceived value, green reputation,
and annual purchasing frequency and green satisfaction.

We perform CFA for each of the latent variables and the four-factor. The SEM
framework is measured using 19 indicators. All the model fit indices exceed the
recommended value of .90. RMSEA is .09, which is a mediocre fit. Thus, the
goodness-of-fit indices for the measurement model are acceptable. The results of
the proposed model depicts an acceptable fit to the data (¥*=670.049, df=146,
CMIN/df=4.589, CFI=.936, NFI=.920, TLI=.925, IFI=.936, RMSEA=.084,
SRMR=.036).

Table 2
Means, standard deviations, CR, AVE, and correlations among variables

Mean S.D. CR AVE 1 2 3 4
gender 1.58 495 -.049 .092* .082 .081
age 1.92  .620 -.029 .080 .096* .093*
occupation 3.03 1.527 011 .070 .079 .069
education 442 1.194 .020 -.004 -.020 -.002
annual purchasing

1.46 .813 -.049 .088* .060 .051
frequency
annual purchasing

1.36 .819 -.031 -.004 057 -.033

amount
1. Greenwashing 3.54 1.165 929 .723  .850
2. Green satisfaction 528 .901 .946 .743 -313** 862
3. Green perceived
500 .854 915 .684 -313**  792%* 827
value
4. Green reputation 534 898 .893 .735 -286*%* @ 768** .650%* .858

N=480. **p<.01. The bold diagonal line shows the square root of AVE.
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According to Hair et al. (2006), the standardized factor loading of each item
exceeds the recommended value of .50. The values of SMC (R2) range from .358
to .795, which indicate the explanatory power of each item goes from medium
(>.33) to large (>.67). More details of the data appear in Table 3.

Table 3
The items’ standardized factor loadings, SMC (R?), and the constructs’

Cronbach’s o

No. of Standardized Cronbach’s
Construct Items t SMC (R?)
items factor loading

Greenwashing 5 GWI 870%* 157 928
GW2 872%* 27.140 761
GW3 817%* 22.981 .668
GW4 .836%* 22.438 .700
GW5 .849%* 23.133 721

Green satisfaction 6 GS1 813%* .660 946
GS2 .863%* 23.486 745
GS3 .892%* 24.713 795
GS4 8TT7H* 23.708 769
GSS5 .885%* 24.087 783
GS6 847%* 22.661 717

Green perceived 5 GPV1 B3T7H* 701 .893
value GPV2 .860** 22.329 739
GPV3 JT52%* 17.540 .566
GPV4 .644%* 14.502 415
GPV5 598%* 13.603 358

Green reputation 3 GR1 .895%* .801 .857
GR2 796%* 22.683 .634
GR3 825%* 23.238 .681

*p<.01.
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4.2 Common method variance

This research conducts Harman’s one-factor test to verify common method
variance (CMV) (Podsakoff et al., 2003). The first principal factor explains less
than 31% of variance (< 50%), which suggests that there are no serious CMV
problems. In addition, this study also uses confirmatory factor analysis (CFA) to
detect CMV problems. (Lindell and Whitney, 2001). There are significant
differences in chi-square values between single-factor and multi-factor models.
The results are in Table 4. Based on the abovementioned findings, there are no

serious CMV problems in this research.
4.3 Structural model

To illustrate the full effects among greenwashing, green reputation, green
satisfaction, and green perceived value, Figure 1 lists the SPC s and the statistical
significance for the five proposed hypotheses as a full model. The goodness-of-fit
indices for the full model are acceptable (CMIN/df=1.539, CFI=.990, NFI=.973,
TLI=.989, IF1=.990, RMSEA=.033, SRMR=.036). Figure 1 reveals that the
significant results of the standardized path coefficients of H1, H3, H4, and HS are
-.313, .671, -.313, and .105, respectively. The standardized path coefficient of H2
is -.043, which is not significant. Table 5 illustrates the results that H1, H3, H4,
and HS5 are supported, but H2 is not supported. This study shows that (1)
greenwashing negatively influences both green satisfaction and green perceived
value, and (2) green satisfaction and green perceived value both positively

influence green reputation.

Table 4
Factor analysis
Model v DF Ay /ADF P
Single-factor 2802.28 152
2132.231 6 .000

Multi-factor 670.049 146
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Green
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Green

Washing

Reputation

Green Perceived

Value

*p<.05, **p<.01.

Figure 1

Standardized path coefficients of the research framework model

Table S
Results of the structural model
Hypothesis  Proposed effect  Path coefficient  t value Results
Hl - -313%* -7.398 supported
H2 - -.043 -1.435  not supported
H3 + 671%* 14.309 supported
H4 - -313%* -7.402 supported
H5 + .105* 2.248 supported

*p<.05, **p<.01.

4.4 Mediation effect

To investigate the indirect effect of greenwashing on green reputation based
on green satisfaction and green perceived value, we conduct bias-corrected

bootstrapping at a 95% confidence interval using 2000 bootstrap samples. We
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calculate the confidence intervals of the lower and upper bounds to see whether
zero is included in order to examine the indirect effect. Table 6 exhibits the results
of the bootstrapping test, which confirm both green satisfaction and green

perceived value exhibit full mediation effects in the research framework.

Table 6

Bootstrap mediation effects

Estimate BootSE BootLLCI BootULCI

indirect effect

GW—-GS—GR -.207 .040 -.362 -.207

GW—-GPV—-GR -.283 .042 -.368 -.202
direct effect

GW—-GR -.029 .033 -.096 .036

N=480. GW: Greenwashing, GS: Green satisfaction, GR: Green reputation, GPV: Green
perceived value.

5. Discussion

Greenwashing has become a critical issue in the marketplace. Although the
public discourages greenwashing strategies, it is still widespread (Chen et al.,
2014). This study develops a framework to deal with this dilemma via exploring
the impact of greenwashing and both its perceived value and satisfaction to
enhance the green reputation of environmental needs under the context of
customers’ skepticism. The empirical results exhibit that greenwashing I
negatively associated with green satisfaction and green perceived value as stated.
This study also indicates that both green satisfaction and green perceived value are
positively associated with green reputation. Therefore, companies should of
course abstain from greenwashing activities and instead enhance their green
satisfaction and green perceived value to improve their green reputation and meet
the current situation of the green market.

Although the direct effect of greenwashing on green reputation is not
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significant in this study, the relationship between greenwashing and green
reputation is fully mediated by both green satisfaction and green perceived value.
We may infer that when consumers perceive the firm as exaggerating or deceiving
the environmental performance of the product or service, they will be dissatisfied
with the company’s products, which will affect their green perceived value and in
turn the company’s green reputation. Greenwashing damages green marketing by
confusing consumers and making them uncertain about purchasing green products
and even stop buying green products (Chen, Huang, Wang et al., 2020). As a result,
greenwashing causes consumers to distrust green claims (Chen, Huang, Wang et
al., 2020). Thus, perceptions of a corporate’s greenwashing undermine
consumers’ attitude towards it and its environmental commitments (Chen,
Huang, Wang et al., 2020). Greenwashing may hurt enterprises’ green image,
because it causes consumers to disbelieve them (Chen, Huang, Wang et al.,
2020; Polonsky et al., 2010). Based on the above-mentioned, marketers need to
eliminate and reduce the perception of greenwashing at every opportunity.

Companies must further increase their green perceived value and green
satisfaction to enhance their green reputation in the environmental era. Since firms
have finite resources, they should utilize their resources, take every chance to
reduce the negative determinant of greenwashing and their consumers’ skepticism,
and raise the two positive dimensions of green satisfaction and green perceived
value. Based on the results herein, companies must strengthen their consumers’
green satisfaction and green perceived value when improving their green
reputation, which can effectively increase consumers’ willingness to buy green
products and develop longer-term relationships in this environmental era (Chen
and Chang, 2012).

6. Conclusions and implications

Sustainable consumption has become more popular nowadays, as consumers
prefer green products over traditional products and are willing to spend more
money on green products or services (Chen, 2010; Paco and Raposo, 2009). With

the evolvement of the green economy, the active pursuit of high environmental
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standards can bring benefits to corporations (Chen et al., 2006; Tarabashkina et
al., 2020). Companies should actively differentiate their green products and
improve their competitive advantage for achieving sustainable development
(Shang et al., 2019). In this way, they can expand their higher market share in the
green marketplace (Bernal-Conesa et al., 2017; Braga Junior ef al., 2019; Chang,
2020; Han et al., 2019).

The results of this study reveal that greenwashing is negatively associated
with both green satisfaction and green perceived value of customers.
Greenwashing in turn decreases the firms’ green reputation. Thus, when a firm is
perceived as employing greenwashing, a negative impact is experienced by it,
because consumers will no longer trust it nor its product or services, causing a
decline in profits. Hence, enterprises have to utilize sustainable management
instead of greenwashing to increase their market share.

There are four academic contributions from this study. First, it summarizes
the notion of greenwashing, extends the literature on sustainable consumption, and
raises green reputation from the increase of green satisfaction and green perceived
value. Second, this study demonstrates that greenwashing negatively relates to
green satisfaction and green perceived value. Third, this study presents that both
green satisfaction and green perceived value are positively associated with green
reputation. Increasing green satisfaction and green perceived value leads to an
increase of green reputation. Fourth, the relationship between greenwashing and
green reputation is fully mediated by green satisfaction and green perceived value.
This study indicates that green satisfaction and green perceived value are two
mediators in the research framework and extends the field of sustainable

consumption, thereby filling the gap in the literature.
6.1 Managerial implications

There are four practical implications in this study. First, it demonstrates that
enhancing green satisfaction and green perceived value can increase a firm’s green
reputation. If companies want to enhance their green reputation, then they should

combine the concepts of green satisfaction and green perceived value into their
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long-term environmental strategies. Green product innovation allows users to
focus on the physical environment, but also through product and user interaction,
stimulate users' psychological green awareness, so that limited resources can be
used more long-term.

Second, in a more sophisticated marketing context, some firms exploit
environmental concerns to differentiate their products. Their goal is to seize green
markets and increase green satisfaction and green perceived value. The major
challenge for them is how to comprise their environmental mission into their
marketing strategies rather than via greenwashing.

Third, the aim of this study is to elucidate that firms have to make more
trustworthy and less ambiguous green claims. Misleading and deceptive
greenwashing marketing can increase perceived risk, because consumers may
perceive that those products could harm their image or reputation (Chen et al.,
2014; Szabo and Webster, 2021). Therefore, eliminating the sources of
greenwashing can increase green perceived value and green satisfaction and
further enhance green reputation.

Fourth, greenwashing is the selective disclosure of positive messages about
products without revealing negative messages in order to expand a firm’s green
market share (Lyon and Montgomery, 2015). As a result, consumers have an
increasing disbelief about firms’ fraudulent claims. Corporates have to reduce their
greenwashing behaviors and enable consumers to obtain enough messages to
decrease their skepticism towards their green claims. Hence, companies should
reveal more signals about the authenticity of green products and not just claim to
be “green” (Chen, Huang, Wang et al., 2020).

6.2 Limitations and future research

There are four research limitations in the study. First, this study concentrates
on consumers who had purchasing experiences of green products, such as
chemical products. Future research can focus on other consumers having different
purchasing experiences in other industries.

Second, the respondents are consumers who only had purchasing experiences



Corporate Management Review Vol. 42 No. 1, 2022 139

in Taiwan. The concept and survey used in this research are eastern-based. Results
may be diverse and varied due to different cultural impacts.

Third, this study illustrates the hypotheses by means of a questionnaire survey,
which only provides cross-sectional data. Thus, this study cannot observe the
dynamic change of greenwashing, green reputation, green satisfaction, and green
perceived value in different stages through longitudinal data. Future research can
set up a longitudinal study to find out the in-depth contextual facets to design and
gather multiple sources. Doing so should gain a better understanding of relational
factors and causality.

Fourth, another avenue for future research can be to extend our study into
other areas. Examples include examining antecedents of greenwashing and
potential mediators or moderators of the framework, such as culture or green

advertisement.

Appendix: Survey items of the con structs

A. Greenwashing measure

(1) The product deceives me by means of words in its environmental
features

(2) The product deceives me by means of visuals or graphics in its
environmental features

(3) The product deceives me by means of green claims that are unclear

(4) The product exaggerates or overstates its green functionality

(5) The product hides important information, making the green claim sound
better than it is

B. Green satisfaction measure

(1) I am glad about the decision to select this product, because of its
environmental image

(2) I think that it is the right decision to purchase this product, because of its
environmental functionality

(3) Overall, I am happy to purchase this product, because it is

environmentally friendly
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(4) From an environmental effectiveness perspective, buying this product is
the right decision

(5) I am satisfied with the environmental appeal of this product

(6) Overall, I am satisfied with this product, because of its environmental
performance

C. Green perceived value measure

(1) This product’s environmental functions provide very good value for me

(2) This product’s environmental performance meets my expectations

(3) I purchased this product, because it illustrates more environmental
concern than other products.

(4) I purchased this product, because it is environmental friendly

(5) I purchased this product, because it has more environmental benefit than
other products

D. Green reputation measure

(1) I think this product has a good environmental image

(2) I think the environmental claims of this product obtain the support of the
public

(3) Compared to other similar products, this product has a better

environmental image

References

Bagozzi, R. P, and Yi, Y. (1988). On the evaluation of structural equation models.
Journal of the Academy of Marketing Science, 16(1), 74-94.

Bansal, P., and Song, H. C. (2017). Similar but not the same: Differentiating
corporate sustainability from corporate responsibility. Academy of
Management Annals, 11(1), 105-149.

Basdeo, D. K., Smith, K. G., Grimm, C. M., Rindova, V. P., and Derfus, P. J. (2006).
The impact of market actions on firm reputation. Strategic Management
Journal, 27(12), 1205-1219.



Corporate Management Review Vol. 42 No. 1, 2022 141

Bernal-Conesa, J. A., de Nieves Nieto, C., and Briones-Penalver, A. J. (2017). CSR
strategy in technology companies: Its influence on performance,
competitiveness and sustainability. Corporate Social Responsibility and
Environmental Management, 24(2), 96-107.

Bhattacharya, A., Good, V., and Sardashti, H. (2020). Doing good when times are
bad: the impact of CSR on brands during recessions. European Journal of
Marketing, 54(9), 2049-2077.

Braga Junior, S., Martinez, M. P., Correa, C. M., Moura-Leite, R. C., and Da Silva,
D. (2019). Greenwashing effect, attitudes, and beliefs in green consumption.
RAUSP Management Journal, 54(2), 226-241.

Carter, P. D. (2019). Implications for biodiversity of potentially committed global
climate Change (from science and policy). In W. Leal Filho, J. Barbir, R.
Preziosi (eds). Handbook of climate change and biodiversity (pp. 135-150).
Springer.

Chang, C. H., and Chen, Y. S. (2013). Green organizational identity and green
innovation. Management Decision, 51(5), 1056-1070.

Chang, T. W. (2020). Corporate sustainable development strategy: Effect of green
shared vision on organization members’ behavior. International Journal of
Environmental Research and Public Health, 17(7), 2446-2465.

Chang, T. W., Chen, F. F., Luan, H. D., and Chen, Y. S. (2019). Effect of green
organizational identity, green shared vision, and organizational citizenship
behavior for the environment on green product development performance.
Sustainability, 11(3), 617-633.

Chang, T. W., Chen, Y. S., and Huang, S. Y. B. (2021). How to weigh in on
sustainability trends? Sustainable consumption by electric scooter customers
and its implications for green marketing. Corporate Management Review,
41(2), 77-117.



142 Sustainable trick or tactic? The influence of greenwashing on
green reputation, green satisfaction and green perceived value

Cheah, I., and Phau, I. (2011). Attitude towards environment friendly products:
The influence of ecoliteracy, interpersonal influence and value orientation.
Marketing Intelligence and Planning, 29(5), 452-472.

Chen, H., Bernard, S., and Rahman, I. (2019). Greenwashing in hotels: A structural

model of trust and behavioral intentions. Journal of Cleaner Production, 206,
326-335.

Chen, Y. S. (2008). The positive effect of green intellectual capital on competitive
advantages of firms. Journal of Business Ethics, 77, 271-296.

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image, green
satisfaction, and green trust. Journal of Business Ethics, 93, 307-319.

Chen, Y. S. (2010). Towards green loyalty: Driving from green perceived value,
green satisfaction, and green trust. Sustainable Development, 21(5), 294-308.

Chen, Y. S., and Chang, C. H. (2012). Enhance green purchase intentions: The
roles of green perceived value, green perceived risk, and green trust.
Management Decision, 50(3), 502-520.

Chen, Y. S., and Chang, C. H. (2013). Managing green brand equity: The
perspective of perceived risk theory. Quality and Quantity, 48(3), 1753-1768.

Chen, Y. S., and Chang, C. H. (2013). The determinants of green product
development  performance: Green dynamic capabilities, green
transformational leadership, and green creativity. Journal of Business Ethics,
116, 107-119.

Chen, Y. S., and Chang, C. H. (2013). Towards green trust: The influences of green
perceived quality, green perceived risk, and green satisfaction. Management
Decision, 51(1), 63-82.

Chen, Y. S., Chang, C. H., and Lin, Y. H. (2014). The determinants of green
radical and incremental innovation performance: Green shared vision, green

absorptive capacity, and green organizational ambidexterity. Sustainability,
6(11), 7787-7806.



Corporate Management Review Vol. 42 No. 1, 2022 143

Chen, Y. S., Chang, C. H., Yeh, S. L., and Cheng, H. 1. (2015). Green shared vision
and green creativity: The mediation roles of green mindfulness and green self-
efficacy. Quality and Quantity, 49, 1169-1184.

Chen, Y. S., Chang, T. W., Li, H. X., and Chen, Y. R. (2020). The influence of
green brand affect on green purchase intentions: The mediation effects of
green brand associations and green brand attitude. International Journal of
Environmental Research and Public Health, 17(11), 4089-4105.

Chen, Y. S., Huang, A. F., Wang, T. Y., and Chen, Y. R. (2020). Greenwash and
green purchase behaviour: The mediation of green brand image and green
brand loyalty. Total Quality Management and Business Excellence, 31(1-2),
1-16.

Chen, Y. S., Lai, S. B., and Wen, C. T. (2006). The influence of green innovation
performance on corporate advantage in Taiwan. Journal of Business Ethics,
67,331-3309.

Chen, Y. S., Lin, C. L., and Chang, C. H. (2014). The influence of greenwash on
green word-of-mouth (green wom): The mediation effects of green perceived
quality and green satisfaction. Quality and Quantity, 48, 2411-2425.

Chen, Y. S., Lin, C. Y., and Weng, C. S. (2015). The influence of environmental
friendliness on green trust: The mediation effects of green satisfaction and

green perceived quality. Sustainability, 7(8), 10135-10152.
Chong, A. M., and Chi, 1. (Eds.). (2019). Social work and sustainability in Asia:

Facing the challenges of global environmental changes. Routledge.

Chuang, S. P., and Huang, S. J. (2018). The effect of environmental corporate
social responsibility on environmental performance and business
competitiveness: The mediation of green information technology capital.
Journal of Business Ethics, 150, 991-1009.



144 Sustainable trick or tactic? The influence of greenwashing on
green reputation, green satisfaction and green perceived value

Cretu, A. E., and Brodie, R. J. (2007). The influence of brand image and company
reputation where manufacturers market to small firms: A customer value
perspective. Industrial Marketing Management, 36(2), 230-240.

De Vries, G., Terwel, B. W., Ellemers, N,. and Daamen, D. D. (2015).
Sustainability or profitability? How communicated motives for environmental
policy affect public perceptions of corporate greenwashing. Corporate Social
Responsibility and Environmental Management, 22(3), 142-154.

Do Paco, A. M. F., and Raposo, M. L. B. (2010). Green consumer market
segmentation: empirical findings from Portugal. International Journal of
Consumer Studies, 34(4), 429-436.

Dowling, G. R. (2004). Corporate reputations: Should you compete on yours?
California Management Review, 46(3), 19-36.

Eastwood, A., Fischer, A., and Byg, A. (2017). The challenges of participatory and
systemic environmental management: From aspiration to implementation.
Journal of Environmental Planning and Management, 60(9), 1683-1701.

Eid, M. L. (2011). Determinants of e-commerce customer satisfaction, trust, and
loyalty in Saudi Arabia. Journal of Electronic Commerce Research, 12(1), 78-
93.

Ferguson, J., Brown, B., and Boyd, D. E. (2019). A conceptualization of corporate
social (ir)responsibility and moral intensity in the supply chain. Journal of
Business & Industrial Marketing, 35(3), 602-611.

Fombrun, C. J., and Shanley, M. (1990). What’s in a name: Reputation building
and corporate strategy. Academy of Management Journal, 33(2), 233-258.

Fornell, C., and Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing
Research, 18(1), 39-50.

Fraj-Andrés, E., Martinez-Salinas, E., and Matute-Vallejo, J. (2009). A

multidimensional approach to the influence of environmental marketing and



Corporate Management Review Vol. 42 No. 1, 2022 145

orientation on the firm’s organisational performance. Journal of Business
Ethics, 88, 263-286.

Gillespie, E. (2008). Stemming the tide of ‘greenwash’: How an ostensibly
greener' market could pose challenges for environmentally sustainable

consumerism. Policy Review, 18(3), 78-93.

Guo, R,, Tao, L., Li, C.B., and Wang, T. (2017). A path analysis of greenwashing
in a trust crisis among Chinese energy companies: The role of brand
legitimacy and brand loyalty. Journal of Business Ethics, 140, 523-536.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., and Tatham, R. L. (2006).
Multivariate data analysis (6th ed.). Prentice-Hall.

Han, L., Wang, S., Zhao, D., and Li, J. (2017). The intention to adopt electric
vehicles: Driven by functional and non-functional values. Transportation
Research Part A: Policy and Practice, 103, 185-197.

Han, M., Lin, H., Wang, J., Wang, Y., and Jiang, W. (2019). Turning corporate
environmental ethics into firm performance: The role of green marketing

programs. Business Strategy and the Environment, 28(6), 929-938.
Hao, Y., Liu, H., Chen, H., Sha, Y., Ji, H., and Fan, J. (2019). What affect

consumers’ willingness to pay for green packaging? Evidence from China.

Resources, Conservation & Recycling, 141, 21-29.

He, Z., Xu, S., Shen, W., Wang, M., and Li, C. (2019). Exploring external and
internal pressures on the environmental behavior of paper enterprises in China:

A qualitative study. Business Strategy and the Environment, 28(6), 951-9609.

Hogan, J., Lemon, K., and Libai, B. (2004). Quantifying the ripple: Word-of-
Mouth and advertising effectiveness. Journal of Advertising Research, 44(3),
271-280.

Horiuchi, R., and Schuchard, R. (2009). Understanding and preventing greenwash:

A business guide. Futerra Sustainability Communications.



146 Sustainable trick or tactic? The influence of greenwashing on
green reputation, green satisfaction and green perceived value

Hosmer, L. T. (1994). Strategic planning as if ethics mattered. Strategic
Management Journal, 15(2), 17-34.

Huang, C. H., Lings, 1., Beatson, A., and Chou, C. Y. (2018). Promoting consumer
environmental friendly purchase behaviour: A synthesized model from three
short-term longitudinal studies in Australia. Journal of Environmental
Planning and Management, 61(12), 2067-2093.

Jonsen, K., Galunic, C., Weeks, J., and Braga, T. (2015). Evaluating espoused
values: Does articulating values pay off?. European Management Journal,
33(5), 332-340.

Joshi, Y., and Rahman, Z. (2019). Consumers’ sustainable purchase behaviour:
Modeling the impact of psychological factors. Ecological Economics, 159,
235-243.

Laufer, W. S. (2003). Social accountability and corporate greenwashing. Journal
of Business Ethics, 43, 253-261.

Lin, P. C., and Huang, Y. H. (2012). The influence factors on choice behavior
regarding green products based on the theory of consumption values. Journal
of Cleaner Production, 22(1), 11-18.

Lindell, M. K., and Whitney, D. J. (2001). Accounting for common method
variance in cross-sectional research designs. Journal of Applied Psychology,
86(1), 114-121.

Lyon, T. P., and Montgomery, A. W. (2015). The means and end of greenwash.
Organization & Environment, 28(2), 223-249.

Malovics, G., Racz, G., and Kraus, S. (2007). The role of environmental
management systems in Hungary - Theoretical and empirical insights. Journal
for East European Management Studies, 12(3), 180-204.

Nguyen, N., and Leblanc, G. (2001). Corporate Image and corporate reputation in
customers’ retention decision in service. Journal of Retailing and Consumer
Services, 8(4), 227-236.



Corporate Management Review Vol. 42 No. 1, 2022 147

Nguyen, T. T. H., Yang, Z., Nguyen, N., Johnson, L. W., and Cao, T. K. (2019).
Greenwash and green purchase intention: The mediating role of green
skepticism. Sustainability, 11(9), 2653-2668.

Nguyen, T. T. H., Yang, Z., Nguyen, T. T. N., and Cao, T. T. (2019). Theory of
planned behavior approach to understand the influence of green perceived risk
on consumers’ green product purchase intentions in an emerging country.
International Review of Management and Marketing, 9(3), 138-147.

Nyilasy, G., Gangadharbatla, H., and Paladino, A. (2014). Perceived greenwashing:
The interactive effects of green advertising and corporate environmental

performance on consumer reactions. Journal of Business Ethics, 125,693-707.

Paco, A. D., and Raposo, M. (2009). "Green" segmentation: An application to the
Portuguese consumer market. Marketing Intelligence & Planning, 27(3), 364-

379.

Parguel, B., Benoit-Moreau, F., and Larceneux, F. (2011). How sustainability
ratings might deter “greenwashing”: A closer look at ethical corporate

communication. Journal of Business Ethics, 102, 15-28.

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., and Podsakoff, N. P. (2003).
Common method Biases in behavioral research: a critical review of the
literature and recommended remedies. Journal of Applied Psychology,
88(5), 879-903.

Polonsky, M. J., Grau, S. L., and Garma, R. (2010). The new greenwash? Potential
marketing problems with carbon offsets. International Journal of Business
Studies, 18(1), 49-54.

Punyatoya, P. (2015). Effect of perceived brand environment-friendliness on
Indian consumer attitude and purchase intention: An integrated model.
Marketing Intelligence & Planning, 33(3), 258-275.

Qasim, H., Yan, L., Guo, R., Saeed, A., and Ashraf, B. N. (2019). The Defining

Role of Environmental Self-Identity among Consumption Values and



148 Sustainable trick or tactic? The influence of greenwashing on
green reputation, green satisfaction and green perceived value

Behavioral Intention to Consume Organic Food. International Journal of
Environmental Research and Public Health, 16(7), 1106-1127.

Ramus, C. A., and Montiel, I. (2005). When are corporate environmental policies
a form of greenwashing?. Business & Society, 44(4), 377-414.

Seele, P., and Gatti, L. (2017). Greenwashing revisited: in search of a typology and
accusation-based definition incorporating legitimacy strategies. Business
Strategy and the Environment, 26(2), 239-252.

Shang, K. C., Chen, S. Y., Ye, K. D., and Yu, H. Y. (2019). Green dynamic
capabilities - the necessity between green intellectual capital and firm
performance: Evidence from Taiwan's manufacturing sector. Corporate
Management Review, 39(2), 37-67.

Sheu, J. B. (2014). Green supply chain collaboration for fashionable consumer
electronics products under third-party power intervention—A resource

dependence perspective. Sustainability, 6(5), 2832-2875.
Starik, M., Rands, G., Marcus, A. A., and Clark, T. S. (2010). From the guest

editors: In search of sustainability in management education. Academy of
Management Learning & Education, 9(3), 377-383.

Szabo, S., and Webster, J. (2021). Perceived greenwashing: The effects of green
marketing on environmental and product perceptions. Journal of Business
Ethics, 171, 719-739.

Tarabashkina, L., Quester, P. G., and Tarabashkina, O. (2020). How much firms
“give” to CSR vs how much they “gain” from it: Inequity perceptions and
their implications for CSR authenticity. European Journal of Marketing, 54(8),
1987-2012.

Yazdanifard, R., and Mercy, 1. Z. (2011). The impact of green marketing on
customer satisfaction and environmental Safety. International Conference on

Computer Communication and Management, 5, 637-641.



Corporate Management Review Vol. 42 No. 1, 2022 149

Zaidi, S. M. M. R, Yifei, L., Bhutto, M. Y., Ali, R., and Alam, F. (2019). The
influence of consumption values on green purchase intention: A moderated
mediation of greenwash perceptions and green trust. Pakistan Journal of
Commerce and Social Sciences, 13(4), 826-848.

Zhang, L., Li, D., Cao, C., and Huang, S. (2018). The influence of greenwashing
perception on green purchasing intentions: The mediating role of green word-
of-mouth and moderating role of green concern. Journal of Cleaner
Production, 187, 740-750.





