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Describing brown as green: an examination of the relationship
between greenwashing and consumer negative emotive outcomes
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aDepartment of Distance Education, School of Continuing and Distance Education, University of Ghana, Accra, Ghana; ®School
of Arts and Social Sciences Department of Entrepreneurship and Business Sciences, University of Energy and Natural
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ABSTRACT

As the demand for sustainable and environmentally friendly products continues to rise,
consumers have become more discerning in their brand choices. This has resulted in
many companies resorting to greenwashing to appear environmentally friendly. While
previous studies have explored different dimensions of greenwashing, its effects on
consumer emotive outcomes have not been given much scholarly attention. Therefore,
this study sought to examine the relationship between greenwashing and consumer
negative emotive outcomes. Additionally, the study examined the potential moderating
effect of brand loyalty on the relationship between greenwashing and these negative
emotive outcomes. A cross-sectional survey involving a total of 490 respondents with
usage experience of green household electronic appliances was utilized. Data were
analyzed using the partial least squares-structural equation modeling (PLS-SEM)
approach. The results of the analysis revealed a positive correlation between
greenwashing and all four negative emotive outcomes examined. Furthermore, the
findings demonstrated that brand loyalty plays a positive moderating role in the
relationship between greenwashing and negative emotive outcomes. The study thus,
strongly recommends that brands engaged in greenwashing discontinue the practice.
The consequences of the negative outcomes associated with greenwashing extend
beyond a decline in sales performance. It could potentially inflict significant damage on
the corporate brand image and reputation. Therefore, brands should prioritize genuine
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environmental responsibility to mitigate these adverse effects and maintain a positive Accounting

brand image among consumers.

Introduction

The relationship between organizations and society is undergoing a global shift (Doni & Fiameni, 2023).
This transformation stems from the rise of sustainability as a prominent concept in both the business
sphere and international politics (Chavalittumrong & Speece, 2022). Against a backdrop of escalating
global warming, pollution, deforestation, species extinction, and resource depletion (De Jong et al., 2020;
Zheng et al., 2022), the United Nations (UN) adopted 17 sustainable development goals (SDGs) in 2015,
aiming to safeguard the environment and eradicate poverty by 2030. Consequently, companies are
increasingly aligning their economic growth objectives with social and environmental concerns (Acuti
et al, 2022). SDG goal 12 underscores the importance of sustainable consumption and production, urg-
ing companies to minimize their adverse impact on the environment (Chen et al.,, 2018).

Consumers are gravitating toward brands perceived as sustainable (Acuti et al.,, 2022; Yadav & Pathak,
2017). A sustainable brand incorporates economic, social, and environmental dimensions into its opera-
tions, known as the triple-bottom-line approach (Adnan et al., 2017). Consequently, many companies are
integrating sustainability into their marketing strategies to communicate their initiatives to consumers.
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However, not all sustainability claims made by brands may be true, a phenomenon termed greenwash-
ing, which in recent times has garnered attention from both academia and industry (Lee et al., 2018;
Santos et al., 2023).

Criticism against greenwashing is mounting due to its deceptive nature (Xiao et al., 2022). Greenwashing
not only concerns environmentalists but also disillusioned green consumers who increasingly see through
such tactics (Chen et al, 2020; Xiao et al, 2021). Consumers express disappointment and even anger
upon discovering exaggerated sustainability claims, leading to negative emotions such as avoidance,
negative word of mouth, and occasionally retaliation (Nguyen et al., 2019; Xiao et al,, 2021).

The concept of greenwashing has spurred substantial scholarly interest, resulting in a plethora of
research on the subject (Santos et al.,, 2023). Previous studies have explored various aspects of green-
washing, including its impact on green consumption, green trust, green purchase behavior, green com-
munication, and its implications in the hospitality industry (Bulut et al., 2021; Jog & Singhal, 2024; Braga
Junior, et al,, 2019; Chen & Chang, 2013; Wang et al,, 2020; Ahmad & Zhang, 2020; Akturan, 2018; Chen
et al, 2020; Hameed et al,, 2021; Nguyen et al,, 2021; Zhang et al., 2018; Chen et al., 2014; Nyilasy et al.,
2014; Parguel et al, 2011; Parguel et al, 2015; Schmuck et al., 2018; Chen et al., 2019; Rahman
et al.,, 2015).

Furthermore, efforts have been made to synthesize existing research on greenwashing, providing eval-
uative analyses and highlighting key findings (de Freitas Netto et al, 2020; Gatti et al., 2019;
Montero-Navarro et al, 2021; Saleem et al.,, 2021; Santos et al., 2023; Yang et al, 2020). Some studies
have focused on conceptualizing greenwashing (de Freitas Netto et al., 2020; Delmas & Burbano, 2011).
Despite these scholarly endeavors, gaps persist in the literature on greenwashing (Nemes et al,, 2022;
Santos). For instance, the relationship between greenwashing and consumer negative emotive outcomes
remains underexplored. Additionally, the majority of studies on greenwashing have concentrated on
developed countries, indicating a dearth of research on the subject matter in developing nations, partic-
ularly in Sub-Saharan Africa (Jog & Singhal, 2024).

Addressing these gaps, this study investigates whether or not greenwashing induces negative emo-
tive outcomes for consumer brands. It contributes modest yet significant insights to the literature on
greenwashing and consumer behavior. Specifically, it expands the discourse on greenwashing’s impact
on consumer behavior, particularly in resource-constrained environments like Ghana. Unlike previous
studies (Bulut et al., 2021; Jog & Singhal, 2024; Braga Junior, et al., 2019; Chen & Chang, 2013; Wang
et al,, 2020; Ahmad & Zhang, 2020; Akturan, 2018; Chen et al., 2020; Hameed et al,, 2021; Nguyen et al.,
2021; Zhang et al,, 2018; Chen et al,, 2014; Nyilasy et al., 2014; Parguel et al., 2011; Parguel et al., 2015;
Schmuck et al,, 2018; Chen et al, 2019; Rahman et al., 2015), the current study focuses on consumers’
emotional responses to greenwashing, shedding light on the negative emotional outcomes associated
with the practice. Moreover, it contributes to the limited literature on negative outcomes of
consumer-brand relationships, drawing on the psychological contract theory. Finally, this study offers
practical insights for managers and practitioners, providing them with a contemporary understanding
of the potential repercussions of greenwashing and how to effectively communicate sustainability
practices.

Having presented a solid justification for this study in the above discussions, the remainder of the
paper is structured as follows: the theoretical setting of the study is provided in Section 2. In Section 3
a literature review of greenwashing concerning consumer behavioral outcomes is provided allowing us
to formulate some hypotheses. The methodology adopted for the study is discussed in Section 4. This is
followed by results and analysis in Section 5. The discussion of findings is presented in Section 6. The
final section, section 7, is comprised of a conclusion, implications, limitations, and avenues for future
research.

Theoretical setting
The psychological contract theory

The study employs the psychological contract theory to elucidate the phenomenon of greenwashing.
Originating from organizational behavior literature, the psychological contract theory delineates a tacit



COGENT BUSINESS & MANAGEMENT . 3

understanding or expectation held by parties within a relationship. Its application in marketing was pio-
neered by Luo and Fan (2005), who construed it as consumers’ perceptions and anticipations regarding
brands or companies’ responsibilities and commitments. This theory posits that all parties involved in a
relationship carry certain obligations; hence, a failure on any party’s part to fulfill these obligations con-
stitutes a breach of contract (Chang & Zhang, 2019).

Consumers who opt for green products are perceived to have entered into a psychological contract
with the brand, wherein the brand is expected to deliver on its green promises. Consequently, consum-
ers may perceive it as a breach of contract if a purportedly green brand fails to uphold its commitments,
potentially tarnishing the brand image and impeding future sales (Chih et al, 2017). In the context of
greenwashing, this theory offers a distinctive lens through which to examine the underlying mechanisms
driving consumers’ reactions to brands practicing greenwashing (Sun & Shi, 2022).

Literature review and hypotheses development
Greenwashing and negative emotive outcomes

Greenwashing, a term introduced in the sustainability literature in the 1980s, refers to a communication
strategy wherein brands make exaggerated claims about their adherence to sustainable practices to gain
a competitive advantage (Dahl, 2010; Kahle & Gurel-Atay, 2015). Essentially, it entails deceptive advertis-
ing aimed at portraying a product as environmentally friendly when it is not (Nygaard & Silkoset, 2022).
Studies reveal the pervasiveness of greenwashing, with reports indicating high levels of false and mis-
leading green communications by companies. For instance, the European Commission found that over
50% of examined cases involved inaccurate green claims, while 37% featured unsubstantiated claims of
products being "conscious," "eco-friendly," or "sustainable" (EU, 2021; Nygaard & Silkoset, 2022). Similarly,
the International Consumer Protection Enforcement Network discovered that nearly half of green product
claims could be illegitimate, including cases such as falsely labeled plastic-free baby wipes and "sustain-
ably sourced" dairy-free milk (Nygaard & Silkoset, 2022).

Such deceptive practices driven by profit motives not only mislead consumers but also possibly jeop-
ardize the credibility and reputation of brands (Nygaard & Silkoset, 2022). The consequences of green-
washing can be severe, leading to the loss of competitive advantages such as customer satisfaction and
loyalty (Braga Junior, et al.,, 2019). Moreover, greenwashing diminishes brand value and competitiveness
while eroding consumer trust (Schmuck et al., 2018; Xinggiang, 2015). Particularly detrimental is the
impact on consumer-brand relationships, as consumers experience a range of emotions, with negative
sentiments being predominant (Fetscherin, 2019; Fournier & Alvarez, 2013; Kucuk, 2019).

Consumers often feel betrayed upon discovering greenwashing practices by brands they trust, poten-
tially leading to negative outcomes in the consumer-brand relationship (Grégoire & Fisher, 2008). This
sense of betrayal could conceivably prompt consumers to engage in retaliatory behaviors such as nega-
tive word-of-mouth, brand dislike/hate, retaliation, brand avoidance, or even brand boycott (Farhat &
Chaney, 2021). These actions are aimed at influencing other consumers or potential customers by dis-
seminating negative perceptions about the greenwashed brand. Previous empirical studies have consis-
tently shown that greenwashing adversely affects consumer emotions, attitudes, and behavioral intentions
toward the implicated brand or company (Aji & Sutikno, 2015; Atkinson & Kim, 2014; Chen & Chang,
2013; De Jong et al, 2018). Thus, De Jong et al. (2018) concluded that greenwashing has the potential
to ultimately harm a brand’s green image. The sections below will further elaborate on four specific
negative behavioral outcomes: brand avoidance, brand hate, brand retaliation, and negative word
of mouth.

Brand avoidance

Brand avoidance refers to a consumer’s deliberate choice to discontinue patronizing or associating with
a specific brand (Hegner et al., 2017). It reflects the extent of consumer aversion towards a brand
(Zarantonello et al., 2016) and represents a passive emotional response whereby consumers intentionally
distance themselves from an existing consumer-brand relationship (Rodrigues & Martins 2020). The
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passive nature of brand avoidance poses challenges for brand managers, as it may go unnoticed, making
corrective measures difficult to implement (Hogg et al., 2009). However, when coupled with retaliatory
actions such as negative word of mouth, brand avoidance can have significant repercussions for brands
(Grégoire et al., 2009; Hogg et al., 2009).

Brand avoidance can be categorized into five dimensions: experiential, identity, moral, deficit-value,
and advertising-related avoidance (Knittel et al, 2016; Lee et al, 2009; Odoom et al, 2019).
Experiential-induced avoidance arises from negative consumption experiences leading to customer dis-
satisfaction, while identity avoidance stems from a lack of symbolic alignment between the brand image
and consumer identities. Moral avoidance emerges from ideological disparities between consumers and
brands, whereas deficit-value avoidance results from functional limitations of products. Advertising-related
avoidance is triggered by inappropriate advertising content perceived by consumers (e.g., theme, music,
endorser, and image). Greenwashing encompasses aspects that touch upon nearly all dimensions of
brand avoidance outlined here.

Considering greenwashing as an unethical practice aimed at deceiving consumers about a brand’s
environmental efforts, exposure to such deceit may lead to brand avoidance (Nygaard & Silkoset, 2022).
Consumers may perceive the brand as incongruent with their identity or moral beliefs or may be deterred
by misleading advertising content. Empirical evidence supports the notion that greenwashing positively
influences brand avoidance (Xiao et al., 2022). Therefore, it is hypothesized that:

H1: Greenwashing has a positive relationship with brand avoidance.

Brand hate

Despite its longstanding presence in green consumer markets, brand hate has only recently garnered
attention from researchers (Hegner et al, 2017; Kucuk, 2018; Zarantonello et al., 2018). Kucuk (2016)
defines brand hate as "consumers’ detachment from a brand and its associations as a result of consum-
er's intense and deeply held negative emotions such as disgust, anger, contempt, devaluation, and dim-
inution" (Kucuk, 2016, p. 19). In essence, brand hate represents a consumer’s expression of extreme
dislike towards a brand (Hegner et al, 2017). It may be triggered by negative brand experiences, sym-
bolic incompatibility, unaligned ideologies, corporate wrongdoings, violation of expectations, or negative
perceptions of the brand (Hegner et al., 2017; Zarantonello et al., 2016).

Brands that engage in practices incongruent with consumers’ beliefs, values, and ideologies, such as
greenwashing, are likely to evoke feelings of hatred, animosity, and anger (Boegershausen et al., 2015;
Japutra et al, 2021). Consumers’ choices of green products are often motivated by their commitment to
environmental preservation, making greenwashing particularly egregious as it contradicts sustainability
principles and consumers’ self-image (Hegner et al., 2017). The deception inherent in greenwashing breeds
disappointment and anger among consumers upon discovering exaggerated or false sustainability claims
(Nguyen et al., 2019; Xiao et al,, 2021). This not only damages the consumer-brand relationship but can
also lead to extremely negative emotional outcomes such as hatred. Therefore, it is hypothesized that:

H2: Greenwashing has a positive relationship with brand hate.

Brand retaliation

Brand retaliation represents a vengeful behavior adopted by consumers in response to negative experiences
with a brand or company (Kéhr et al, 2016). It entails actions taken by consumers to penalize a brand or
company for perceived deception, dissatisfaction, or losses incurred (Grégoire & Fisher, 2008; Hegner et al.,
2017). As highlighted by Grégoire et al. (2010), consumers possess agency beyond passive disengagement
or complaints, capable of actively seeking retribution against offending brands (p. 738). This retaliation can
manifest in various forms, including vindictive complaints directly to the company, third-party complaints for
negative publicity, and negative word-of-mouth (Gelbrich, 2010; Johnson et al., 2011).

Negative word-of-mouth, in particular, is a common form of brand retaliation, as consumers aim to
tarnish a brand’s reputation and dissuade others from patronizing it (Amezcua & Quintanilla, 2016).
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Greenwashing, given its deceptive nature, has the potential to provoke negative emotions in customers,
prompting retaliatory actions against greenwashed brands. With the proliferation of social media, consum-
ers now have a platform to express their grievances and enact retaliation more efficiently (Grégoire &
Fisher, 2008). Bavik and Bavik (2015) found that morally conscious consumers are more inclined to engage
in retaliatory behaviors, such as vindictive complaining or negative word-of-mouth, when faced with neg-
ative consumer-brand relations. Some emotionally affected consumers are even willing to make financial
sacrifices to harm the brand (Fetscherin, 2019). Based on these insights, the study hypothesizes that

H3: Greenwashing has a positive relationship with brand retaliation.

Negative word of mouth

Word of mouth is widely acknowledged as a potent form of advertising that can bolster brands and
companies. Conversely, negative word of mouth, stemming from consumers’ unfavorable experiences
with brands, can have significant detrimental effects on brand reputation (Ribeiro et al., 2021). Consumers
resort to negative word of mouth to express their discontent regarding poor shopping or consumption
encounters with a brand or company (Ribeiro et al., 2021). This behavior serves as a means for consum-
ers to alleviate their emotions or retaliate against a brand for a negative experience (Nguyen & Nguyen,
2021; Ribeiro et al., 2021). Negative word of mouth can manifest at different levels, encompassing private
complaints shared with family and friends, as well as public grievances voiced in social gatherings and
on social media platforms (Fetscherin, 2019; Zarantonello et al., 2016).

Greenwashing has the potential to trigger negative word-of-mouth among consumers. Those who feel
deceived by a greenwashed brand are likely to share their negative experiences with their social circles
as a form of retribution against the brand’s deception. Negative word of mouth can subsequently lead
to other adverse emotive behaviors, such as brand avoidance and boycotting (Thelen & Shapiro, 2012).
Consumers may perceive greenwashing as a breach of trust in the consumer-brand relationship, fostering
feelings of dislike and hatred toward the brand (Azemi et al., 2020; Rouliez et al., 2019). Victims of gre-
enwashing are inclined to disseminate negative information about the brand to individuals who share
their values and beliefs. Based on these observations, the study hypothesizes that:

H4: Greenwashing has a positive relationship with negative word-of-mouth.

The moderation effect of brand loyalty

Brand loyalty is defined by Oliver (1999, p. 34) as “a deeply held commitment to rebuy or patronize a
preferred product/service consistently in the future, thereby causing repetitive same-brand or same-brand-
set purchasing.” In other words, brand loyalty is a consumer’s emotional attachment to a particular which
is demonstrated by a continuous purchase of the brand in the midst of computing brands (Li et al., 2020;
Putra, 2019). Research has taught businesses to prioritize customer retention since it costs almost six
more to prospect new customers (Chinomona, 2016). Besides loyal customers are willing to pay premium
prices (Xiao et al, 2021) which positively affects the bottom line of companies. The strategic importance
of brand loyalty has instigated a plethora of studies on the concept in the last four decades (Loureiro
et al, 2017). In this study, we examined the moderating effect of brand loyalty on the relationship
between greenwashing and consumer negative emotive outcomes.

Consumer-brand relationships just like any relationship have their highs and lows for various reasons.
Brands sometimes act in ways that betray the trust of the relationship partners (consumers) which results
in negative outcomes. However, studies have shown that the positive effects of brand loyalty do not
sometimes fade even when brands misbehave, for example by engaging in greenwashing (Guo et al.,
2017; Xiao et al., 2021). Guo et al. (2017) report that despite the history of greenwashing by Sinopec its
loyal customers stacked with it and even defended the Sinopec brand. Haberstroh et al. (2017) note that
evidence in the literature suggests some consumers still purchase brands that behave unethically. These
customers justify their continuous patronage of greenwash brands by engaging in moral decoupling
(Xiao et al, 2021). However, some consumers are less forgiven and will avoid or boycott greenwash
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brands, and even when these brands mend their ways consumers will doubt their green claims (Chen &
Chang, 2013; Wang et al., 2020). Based on these it is hypothesized that;

H5: Brand loyalty moderates the relationship between greenwashing and negative emotive outcomes (brand
avoidance, brand hate, brand retaliation, and negative word of mouth).

Figure 1 below shows the conceptual framework delineating the proposed relationships between the
various constructs as hypothesized above.

Methodology

This study utilized a quantitative method to examine the hypothesized relationships among the vari-
ables. The adoption of a quantitative design was informed by the study objectives and the subsequent
large sample size (Malhotra, 2010). Overall, five constructs were examined in this study. The items related
to the four consumer emotive outcome constructs were adapted from the literature (Lee et al., 2009).
The scale items on brand hate and negative-word-of mouth were adapted from Hegner et al. (2017),
Brand avoidance scales were adapted from Odoom et al. (2019) and Hegner et al. (2017), Brand retalia-
tion items were adapted from Grégoire et al. (2018) and Joireman et al. (2013), the items of greenwash-
ing were adapted from Braga Junior et al. (2019); Qayyum et al. (2023) and finally, brand loyalty items
were adapted from Sahin et al. (2011). The scale items were anchored on a five-point Likert scale ranging
from 1= strongly disagree to 5= strongly agree. A pre-test involving 10 participants was conducted to
assess the inter-item reliability and contextual fit (Hair et al., 2007) before the final deployment of the
questionnaire. The results of this pilot test helped to make the scale items clearer and more precise
(Malhotra et al., 2017).

Sample and data collection

This study targeted green consumers residing in Ghana, specifically those who purchase
energy-saving electronic products. The focus was on household electronic items labeled as

Brand Loyalty

1 Brand Avoidance

_ U U

H5

H2

Brand Hate

Greenwashing X

Brand Retaliation

i

H3

H4 Negative Word of

[

Figure 1. Conceptual framework.
Source: Authors (2023).
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energy-saving. Data collection primarily relied on an online survey administered through a Google
Form questionnaire. The introductory page of the questionnaire included a filter stipulating that
only individuals with experience using green household electronic products were eligible to par-
ticipate. This approach ensured that respondents possessed relevant experience with the products
under investigation.

The utilization of online surveys offers several advantages, including the ability to efficiently gather
data from a geographically diverse population (Elbeltagi & Agag, 2016). Online surveys are known for
their convenience and effectiveness in reaching a wide range of respondents (Best & Krueger, 2002).
Initially, 520 respondents completed the questionnaire. Following an evaluation of questionnaire com-
pleteness, a final sample of 490 respondents was deemed suitable for analysis. This represents an impres-
sive response rate of approximately 98%.

Data analysis

The data for the study were analyzed using Smart PLS 3.3 software to perform the partial least squares-structural
equation modeling (PLS-SEM) test. The PLS-SEM is an analytical tool that is widely applied in marketing, and
business research (Hair et al, 2012; 2019) The PLS-SEM unlike the CB-SEM has a “causal predictive” feature
(Joreskog & Wold, 1982, p. 270) which seeks to explain the variances in a model’s dependent variables (Chin
et al, 2020). The PLS is also designed to analyze latent constructs under non-normality conditions involving
small and complex data (Hair et al., 2013). We checked for skewness and kurtosis to ensure that the data
were normally distributed as suggested by Kline (2011) and the results showed normality of distribution.
Given that this was a cross-sectional study, we needed to check for method bias. This was done using the
procedure suggested by Podsakoff et al. (2003). Besides, common method bias is less likely to exist in a study
that uses proven measurement items (Fuller et al., 2016). We further checked for collinearity by adopting the
variance inflation factor (VIF) and connecting all the variables to a single variable in the SmartPLS, the results
show that none of the constructs or items had VIF higher than the threshold of 3.3 recommended by
Kock (2015).

Sample profile

The majority of the respondents were male as they accounted for 63.3% of the sample. Females accounted
for 36.7% of the sample. The majority (23.8%) of the respondents are in the age cohort of 34-42years,
followed by respondents in the age group of 43-49years who accounted for 23.3% of the sample.
Respondents in the cohort of 26-33years accounted for 21.3% of the sample while those in the age
group of 18-25years made up 16.4% of the sample. The least cohort represented in the sample was
50years and above as they accounted for 15.1% of the sample.

Ethical considerations

The study adhered to ethical guidelines by receiving approval from an institutional review board; that is,
the Humanities and Social Science Ethics Committee, School of Arts and Social Sciences, University of
Energy and Natural Resource, Sunyani, Ghana. (Reference No. HuSSREC/DEBS/80/Vol5) before collecting
data. Participants were briefed on the study’s objectives, their freedom to withdraw, and the confidenti-
ality of their input. All participants provided written informed consent as was embedded in the ques-
tionnaire. Measures were implemented to safeguard respondent anonymity and privacy, such as
employing unique identifiers and secure data storage procedures.

Results
Assessment of measurement model

The assessment of the measurement model was done by testing for the reliability of measurement items,
discriminant validity, and convergent validity. The results of the factor loadings as illustrated in Table 1
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below indicate that all the items tested met the significance threshold of 0.7 (Hulland, 1999). ltems that
fell below the acceptable threshold of 0.4 were dropped. Thus, two items BB2 of brand boycott and BR1
of brand retaliation were dropped and did not form part of further analysis. To determine the internal
consistency and reliability of the items, Cronbach’s Alpha (a), Composite Reliability (CR), and average
variances extracted (AVE) were calculated (Hair et al., 1998). An item is deemed reliable when its
Cronbach’s alpha meets the threshold of 0.7 or higher. With regard to composite reliability, the accept-
able threshold is 0.7 or higher (Hair et al., 2013).

The average variances extracted should have a value higher than 0.5 to be acceptable (Hair et al,,
1998). The results displayed in Table 2 indicate that the Cronbach’s alphas of all the six constructs
which range from 0.718 and 0.867 exceed the required threshold of 0.7. The composite reliabilities of
all six constructs have all exceeded the recommended value of 0.7. All the constructs except negative
word of mouth have AVEs higher than the recommended 0.5 thresholds. This suggests that the con-
structs capture at least 50% variation of the items. A discriminant validity test was conducted to
assess the inter-correlations among the constructs. In conducting the discriminant validity test we
followed the criteria proposed by Fornell and Larcker (1981). To achieve discriminant validity a con-
struct value should be higher than its corresponding co-efficient (Hulland, 1999). The results illus-
trated in Table 3 show evidence of discriminant validity as the values of the constructs are higher
than their corresponding coefficient. Given the shortfalls identified with Fornell and Larcker proce-
dure (Henseler et al, 2015) we conducted discriminant validity with heterotrait-monotrait (HTMT)
approach proposed by Henseler et al. (2015). Hair et al. (2021) consider HTMT as a more reliable way
of determining discriminant validity. Discriminant validity exists when the construct values are less
than 0.9 (Henseler et al.,, 2015) or 0.85 (Clark & Watson, 1995; Kline, 2011). The results show that

Table 1. Factor loadings.

Constructs Loadings
Brand Avoidance
BA1 The brand is not socially responsible (packaging and production process). 0.792
BA2 | will not purchase products of a deceptive brand anymore. 0.823
BA3 The brand does not match with my personality. 0.777
BA4 My personal beliefs are contradictory to that of the brand 0.808
BAS5 The brand failed to meet its promised value. 0.741
Brand hate
BH1 | am disgusted by a deceptive brand. 0.861
BH2 | do not tolerate a deceptive brand and its company. 0.789
BH3 The world would be a better place without deceptive brand 0.783
BH4 | feel disappointed when | think about deceptive brand. 0.785
BH5 | have total dislike for a deceptive brand. 0.816
Brand Retaliation
BR2 | have showed signs of impatience and frustration towards deceptive brands. 0.774
BR3 | complained to the deceptive brand to give a hard time to the representatives of the company. 0.833
BR4 | complained to the deceptive brand to be unpleasant with the representatives of the company. 0.810

BR5 | complained to the deceptive brand to make someone from the organization pay. 0.814
Negative word-of-mouth

NWoM1 | spread negative information about a deceptive brand. 0.669
NWoM2 | denigrated deceptive brands to my friends. 0.708
NWoM3 | advise my friends against buying products from deceptive companies. 0.820
NWoM4 | always tell my friends about my feelings towards deceptive brands. 0.714
NWoM5 | try to influence a lot of people against patronizing deceptive brands. 0.776
Greenwashing
GW1 I'm sure that green products, in their majority, deceive consumers. 0.558
GW2 The manufacturers of green products always exaggerate the (green) characteristics of their 0.654
products.
GW3 I'm sure that green products exist only in advertisements. 0.559
GW4 Companies’ websites always exaggerate their products’ green characteristics. 0.714
GWS5 There is no real green product, only those that improve a few environmental practices. 0.649
GW6 Green companies are those that are truly ethical. 0.614
Brand Loyalty
BL1 I intend to buy this brand in the near future 0.793
BL2 | consider this brand as my first choice in this category 0.826
BL3 | am willing to pay premium for this brand over competing brands 0.891
BL4 | consider this brand my first choice in the next few years 0.784

Source: Authors (2023).
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Table 2. Constructs reliability and validity.

Constructs Cronbach’s Alpha CR AVE

Brand Avoidance 0.846 0.892 0.622
Brand Hate 0.855 0.896 0.632
Brand Retaliation 0.845 0.890 0.620
Negative Word of Mouth 0.718 0.806 0.410
Greenwashing 0.794 0.857 0.546
Brand Loyalty 0.802 0.877 0.642

Note: Composite Reliability (CR); Average Variances Extracted (AVE).
Source: Authors (2023).

Table 3. Discriminant validity based on Fornell and Larcker procedure.

Constructs BA BH BR NWoM GW BL
Brand Avoidance 0.789

Brand Hate 0.570 0.795

Brand Retaliation 0.485 0.352 0.787

Negative Word of Mouth 0.475 0.585 0.308 0.643

Greenwashing 0.671 0.537 0.534 0.326 0.739

Brand Loyalty 0.634 0.590 0.562 0.453 0.475 0.843

Source: Authors (2023).

Table 4. Discriminant validity using Heterotrait- Monotrait (HTMT).

Constructs BA BH BR NWoM GW BL
Brand Avoidance -

Brand Hate 0.675 -

Brand Retaliation 0.574 0.413 -

Negative Word of Mouth 0.559 0.714 0.378 -

Greenwashing 0.802 0.639 0.649 0.391 -

Brand Loyalty 0.784 0.657 0.658 0.432 0.651 -

Source: Authors (2023).

discriminant validity is achieved as all the constructs have values less than the 0.85 recommended
threshold (see Table 4).

Structural equation

The structural model test was carried out with a bootstrap of 5000 sub-samples as suggested by Hair
et al. (2013) to examine the significance of the hypothesized relationships. The predictive relevance and
R? of the model were examined. The model exhibited predictive relevance as all the values exceeded
zero. The R? also known as the coefficient of determination is the proportion of variance in the depen-
dent variable that is explained by the independent variable. The model was deemed substantial accord-
ing to the standard of Cohen (1988) since all the R? values exceeded the recommended threshold of
0.26. The results show that greenwashing has a positive relationship with brand avoidance (3=0.475,
P <0.001). Hence, H1 is supported. The model results also revealed that greenwashing leads to brand
hate (3=0.585, P<0.001) brand retaliation (3=0.308, P<0.001), and negative word of mouth ($=0.326,
P <0.001). See Table 5 for details.

Moderation analysis

To assess the moderating effect of brand loyalty on the relationship between greenwashing and negative
emotive outcomes we utilized the PSL product-indicator approach. Using this approach, we observe the
interaction term by adding an extra latent variable in the structural model to represent the product of
the independent and the moderating variable (Henseler & Fassott, 2010). We followed this up by per-
forming bootstrapping of 5000 samples as recommended by Henseler et al. (2015). The results (3=0.432,
P<0.001) as shown in Table 4 indicate that brand loyalty has a positive moderating effect on the rela-
tionship between greenwashing and negative emotive outcomes (brand avoidance, brand boycott, brand
hate, brand retaliation, and negative word-of-mouth). Hence, H6 is supported.
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Table 5. Path analysis.

T Statistic (|/O/

Original sample (O) Standard mean (M) Deviation (STDEV) STDEV|) P Value

Greenwashing -> Brand 0.475 0.491 0.052 9.043 0.000
Avoidance

Greenwashing -> Brand 0.585 0.597 0.049 12.052 0.000
Hate

Greenwashing -> Brand 0.308 0.323 0.076 4.076 0.000
Retaliation

Greenwashing -> N.Word 0.326 0.348 0.065 5.024 0.000
of Mouth

Greenwashing * Brand
Loyalty ->

Negative Emotive 0.432 0.453 0.051 8.067 0.000
Outcomes

Note: Negative Emotive Outcomes (brand avoidance, brand boycott, brand hate, brand retaliation, negative word-of-mouth).
Source: Authors (2023).

Discussion of findings

The current study examined the relationship between greenwashing and consumers’ negative emotive
outcomes. Previous research has examined different dimensions of greenwashing including its effect on
firm’s financial performance (Birindelli et al., 2024; Chen & Dagestani, 2023; de Freitas Netto et al., 2020),
greenwashing and brand attitude (Bladt et al., 2024), greenwashing and green purchase intentions
(Nguyen et al., 2019) and greenwashing and green consumption (Braga Junior, et al., 2019; Bulut et al,,
2021; Jog & Singhal, 2024). However, the present study sought to understand the relationship between
greenwashing and consumer emotive outcomes (Brand avoidance, brand hate, brand retaliation, and
negative word of mouth). The findings revealed that greenwashing has an influence on brand avoidance
and this led to the acceptance of H1, which proposed that greenwashing is a significant predictor of
brand avoidance. This finding suggests that avoiding a brand could be one of the emotive responses of
consumers to a deceptive practice such as greenwashing. This finding encompasses the five dimensions
of brand avoidance - experiential, identity, moral, deficit-value, and advertising-related avoidance.
Consumption experience of a greenwashed brand could leave a consumer dissatisfied and the consumer
might decide to avoid the brand. Green consumers would avoid greenwashed brands because of brand
identity mismatch. Though brand avoidance may seem passive it can still cause great damage to the
bottom line of companies engaged in greenwashing. This finding corroborates that of Xiao et al. (2022)
who examined the effect of greenwashing on brand avoidance and found that greenwashing leads to
deliberate brand avoidance by consumers.

Again, the results found greenwashing to be a significant predictor of brand hate, hence H2 which pro-
posed that greenwashing has positive relationship with brand hate is accepted. This suggests that consum-
ers express the strongest form of anger and revulsion for brands that engage in greenwashing. Brand hate
is a consumer’s demonstration of extreme emotion of dislike and disgust towards a brand. This finding
confirms that of Santos et al. (2023) who found that greenwashing leads to consumers’ negative behaviors
of brand hate and negative perception of corporate reputation. When a consumer-brand relationship dete-
riorates to the point of brand hate it signifies the end of that relationship. This finding demonstrates to
brown companies pretending to be green that the practice of greenwashing could be counter-productive.

Furthermore, our results found a significant positive relationship between greenwashing and brand retal-
iation, hence H3 is confirmed. This finding indicates consumers would not only avoid, and express hatred
for brands engaged in greenwashing but would exhibit retaliatory actions. This finding demonstrates that
consumers who feel deceived will not only passively exit the relationship and make passive complaints but
could take vengeful actions to punish the deceptive brands. In an era of liberalized communication facili-
tated by the internet and social media, companies engaged in greenwashing have to be wary of the con-
sequences of consumers’ retaliatory actions. This result confirms the view in the literature that aggrieved
customers would take retaliatory actions when necessary. For instance, Bavik and Bavik (2015) reported that
highly moral consumers are more likely to engage in retaliatory behaviors such as vindictive complaining.

Again, our results confirmed H4 which proposed that greenwashing has positive relationship with
negative word-of-mouth. This finding indicates that consumers with bad consumption experiences and
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dissatisfaction could respond by engaging in negative word of mouth. Consumers will respond to the
deceptive behaviors of greenwashed brands by sharing their bad experiences with family, and friends
and sometimes negative campaigns in public. This finding corroborates that of Nguyen and Nguyen
(2021) and Ribeiro et al. (2021) who found that consumers could adopt negative word of mouth to
comfort their emotions or to avenge their experience with brands.

Finally, the study found brand loyalty to have a positive moderating effect on the relationship between
greenwashing and negative emotive outcomes, confirming H5. This suggests that even when green con-
sumers are deceived into buying greenwashed brands, their reaction upon discovering the deception will
be mitigated by their emotional attachment to the brand. This finding contradicts that of Xiao et al.
(2021) who tested the effect of greenwashing on brand loyalty and found that there is a negative rela-
tionship between greenwashing and brand loyalty. Xiao and his colleagues further explained that the
negative relationship between greenwashing and brand loyalty is stronger when moral decoupling is
low. This suggests to greenwash brands that our findings of positive moderation between greenwashing
and negative emotive outcomes should be interpreted taking into account the moral decoupling levels
of their customers.

Implications for theory and practice

This study provides a modest but valuable contribution to the existing body of knowledge on green-
washing by presenting empirical evidence of its detrimental impact on consumer-brand relationships.
Unlike previous studies, this research specifically examines the emotional consequences of greenwashing
on consumers, expanding our understanding of the negative emotional outcomes associated with this
practice. Moreover, it aligns with a limited number of prior studies that explore the adverse effects on
consumer-brand relationships, employing the theory of psychological contract. Ultimately, the study
underscores that greenwashing is a risky shortcut that fails to reap the benefits of genuine green prac-
tices. The study also expands the applicability of the psychological contract theory to differing business
contexts.

The implications of these findings extend to companies and corporate executives. The study provides
tangible evidence of the consequences of greenwashing, alerting executives to the potential harm it can
cause to a brand’s reputation, public perception, sales, and overall corporate image. It is crucial for com-
panies to realign their green strategies by genuinely integrating environmental concerns into their oper-
ations instead of resorting to greenwashing. For example, manufacturers of household electronics ought
to source inputs that do not only enhance energy conservation features of the products but has minimal
impact on the environment when it is disposed. The study indicates that exaggerating environmental
claims to deceive green consumers is more damaging than not implementing green practices at all.
Government regulatory bodies such as quality assurance and standards authority have to scaled up their
market surveillance to flash out greenwashed products from the market. These regulatory bodies ought
to design punitive measures such as heavy fines for companies who engage in greenwashing. Besides
companies should refrain from making exaggerated claims that aim to deceive environmentally con-
scious consumers and undermine their trust. Regaining the trust of customers who have experienced
greenwashing, as demonstrated by the findings, can be extremely challenging for former greenwashed
brands (Chen & Chang, 2013; Wang et al.,, 2020).

Furthermore, the negative effects of greenwashing extend beyond greenwashed brands; even genuine
green companies that genuinely prioritize environmental concerns face increased perceptions of green
risks. Consumers who have been exposed to greenwashed brands tend to be skeptical of claims made
by genuinely green brands. In fact, this study corroborates that of Sun and Shi (2022) who state that
“consumers’ perception of greenwashing negatively influences their intentions to make green purchases”
(Sun & Shi, 2022, p. 12). Therefore, discontinuing the practice of greenwashing can enhance consumers’
perception of a brand’s environmental practices, reduce perceived green risks, and ultimately foster pos-
itive consumer-brand relationship.

Even though the finding of the moderating effect of brand loyalty highlights the need for firms to
develop long term relationship with customers because consumers’ emotional attachment to brands



12 . S.IBRAHIM NNINDINI AND J. B. DANKWAH

mitigates the effects of greenwashing. We must add that it would be a mistake for greenwashed brands
to assume that they can engage in deceptive practices like greenwashing as long as they cultivate a
loyal customer base. Loyal customers exhibit varying degrees of moral decoupling, so brands should not
assume that their customers’ negative emotional reactions will be mitigated solely by their loyalty. The
findings caution against such assumptions and emphasize the importance of genuine environmental
practices to maintain strong consumer-brand relationships.

Conclusion

The primary objective of this study was to examine how consumers respond to brands that engage in
greenwashing. The findings clearly indicate that greenwashing evokes a range of negative reactions, vary-
ing from passive outcomes like brand avoidance to more extreme outcomes such as brand hate, brand
retaliation, and negative word of mouth. These results suggest that consumers are willing to take drastic
measures to express their anger towards brands that engage in unethical practices with the intention to
deceive them. The implications of these findings highlight the potential catastrophic effects of greenwash-
ing, as the elicited negative emotional outcomes not only lead to a decline in sales but also inflict damage
on the corporate image and reputation of the brand. It is therefore crucial for brands to recognize that
environmental responsibility is not just a moral obligation but also a vital determinant of brand success.

Limitations and suggestions for future research

Like any research study, this study is not without its limitations. Firstly, although the sample size of the
study is reasonably sufficient for statistical analysis, having a larger sample would have increased the
generalizability of the findings. Therefore, future studies could aim to replicate this study with a larger
sample size or conduct a multi-country study that takes into account the cultural nuances that may
influence the relationship between greenwashing and negative emotional outcomes. Also, the study uti-
lized only one particular product category, varying the product category may produce a different and an
interesting outcome.

Secondly, since this study utilized a cross-sectional survey, there is a potential assumption of static
relationships among the examined constructs. To address this, future studies could employ longitudinal
techniques to investigate the relationship between greenwashing and negative emotional outcomes over
an extended period. This would help determine whether consumer behavior changes in response to gre-
enwashing brands discontinuing the practice and adopting more environmentally responsible behaviors.

Thirdly, this study examined the moderation effect of brand loyalty on the relationship between gre-
enwashing and the five negative emotional outcomes, revealing a positive moderation effect. While this
contributes to the understanding of greenwashing, future studies could delve further into the impact of
emotional attachment. For instance, exploring the effect of brand love and demographic characteristics
such as gender, age, and income level on the relationship between greenwashing and negative emotive
outcomes would provide valuable insights. Examining the responses of both males and females to
deceptive brand behaviors would be particularly illuminating.

Authors’ contributions

Sayibu Ibrahim Nnindini and Justice Boateng Dankwah contributed to the conception and design of the study. Sayibu
Ibrahim Nnindini wrote the introduction to the study. The literature review section was written by Justice Boateng
Dankwah. Justice also organized the data and performed the statistical analysis. Sayibu interpreted the results and
also wrote the discussion section. The drafting of the paper, revising it critically for intellectual content; and the final
approval of the version to be published were undertaken by both authors. Both authors significantly contributed to
different stages of the research process. They hold themselves accountable for all aspects of this research.

Disclosure statement

No potential conflict of interest was reported by the author(s).



COGENT BUSINESS & MANAGEMENT ’ 13

About the authors

Sayibu Ibrahim Nnindini is an adjunct lecturer in marketing at both the Department of Distance Education, University
of Ghana, and the Department of Marketing and Entrepreneurship at the University of Development Studies Business
School, Tamale, Ghana. He is also pursuing a PhD at the University of Ghana Business School. He holds an MPhil in
Marketing from the University of Ghana and a Bachelor of Science in Marketing from the University of Cape Coast.
His research interests encompass social marketing, political marketing, brand management, electronic marketing,
sustainability, and green consumption.

Justice Boateng Dankwah is a Ph.D. student at Kwame Nkrumah University of Science and Technology in Kumasi,
Ghana. He is also a lecturer in the Department of Entrepreneurship and Business Sciences at the University of Energy
and Natural Resources in Sunyani, Ghana. His primary research interests lie in marketing and entrepreneurship.
Justice has been published in various reputable refereed journals, including Social Marketing Quarterly and Cogent
Finance and Economics, among others.

Funding

The authors did not receive any financial support for the research and or publication of this article.

ORCID

Sayibu Ibrahim Nnindini http://orcid.org/0000-0003-1860-450X
Justice Boateng Dankwah http://orcid.org/0000-0002-8271-073X

Data availability statement

Data for this study are available upon reasonable request from the corresponding author, Justice Boateng Dankwabh.
Justice can be contacted via email; jpoatengdankwah@yahoo.com or justice.dankwah@uenr.edu.gh

References

Acuti, D., Pizzetti, M., & Dolnicar, S. (2022). When sustainability backfires: A review on the unintended negative side-
effects of product and service sustainability on consumer behavior. Psychology & Marketing, 39(10), 1933-1945.
https://doi.org/10.1002/mar.21709

Adnan, N., Nordin, S. M., Rahman, 1., & Amini, M. H. (2017). A market modeling review study on predicting Malaysian
consumer behavior towards widespread adoption of PHEV/EV. Environmental Science and Pollution Research
International, 24(22), 17955-17975. https://doi.org/10.1007/511356-017-9153-8

Ahmad, W,, & Zhang, Q. (2020). Green purchase intention: Effects of electronic service quality and customer green
psychology. Journal of Cleaner Production, 267, 122053. https://doi.org/10.1016/j.jclepro.2020.122053

Aji, H. M., & Sutikno, B. (2015). The extended consequence of greenwashing: Perceived consumer skepticism.
International Journal of Business and Information, 10, 433-468. https://doi.org/10.1111/joca.12350

Akturan, U. (2018). How does greenwashing affect green branding equity and purchase intention? Marketing
Intelligence & Planning, 36(7), 809-824. https://doi.org/10.1108/MIP-12-2017-0339

Amezcua, B., & Quintanilla, C. (2016). When eWOM becomes cynical. International Journal of Consumer Studies, 40(3),
290-298. https://doi.org/10.1111/ijcs.12254

Atkinson, L., & Kim, Y. (2014). | drink it anyway and | know | shouldn't”: Understanding green consumers’ positive
evaluations of norm-violating non green products and misleading green advertising. Environmental Communication,
9(1), 37-57. https://doi.org/10.1080/17524032.2014.932817

Azemi, Y., Ozuem, W., & Howell, K. E. (2020). The effects of online negative word-of-mouth on dissatisfied customers:
A frustration—-aggression perspective. Psychology & Marketing, 37(4), 564-577. https://doi.org/10.1002/mar.21326

Bavik, A., & Bavik, Y. L. (2015). Effect of employee incivility on customer retaliation through psychological contract
breach: The moderating role of moral identity. International Journal of Hospitality Management, 50, 66-76. https://
doi.org/10.1016/j.ijhm.2015.07.011

Best, S. J., & Krueger, B. (2002). New approaches to assessing opinion: The prospects for electronic mail surveys.
International Journal of Public Opinion Research, 14(1), 73-92. https://doi.org/10.1093/ijpor/14.1.73

Birindelli, G., Chiappini, H., & Jalal, R. N. U. D. (2024). Greenwashing, bank financial performance and the moderating
role of gender diversity. Research in International Business and Finance, 69, 102235. https://doi.org/10.1016/j.rib-
af.2024.102235

Bladt, D., van Capelleveen, G., & Yazan, D. M. (2024). The influence of greenwashing practices on brand attitude: A
multidimensional consumer analysis in Germany. Business strategy and the, environment, 33(2), 597-625.


mailto:jboatengdankwah@yahoo.com
mailto:justice.dankwah@uenr.edu.gh
https://doi.org/10.1002/mar.21709
https://doi.org/10.1007/s11356-017-9153-8
https://doi.org/10.1016/j.jclepro.2020.122053
https://doi.org/10.1111/joca.12350
https://doi.org/10.1108/MIP-12-2017-0339
https://doi.org/10.1111/ijcs.12254
https://doi.org/10.1080/17524032.2014.932817
https://doi.org/10.1002/mar.21326
https://doi.org/10.1016/j.ijhm.2015.07.011
https://doi.org/10.1016/j.ijhm.2015.07.011
https://doi.org/10.1093/ijpor/14.1.73
https://doi.org/10.1016/j.ribaf.2024.102235
https://doi.org/10.1016/j.ribaf.2024.102235

14 S.IBRAHIM NNINDINI AND J. B. DANKWAH

Boegershausen, J., Klesse, A. K., Hoegg, J., & Dahl, D. W. (2015). The category spillover effects of brand hatred. In:
Diehl, K., Yoon, C. (Eds.), NA - Advances in Consumer Research, ume 43. Association for Consumer Research., MN. pp.
12-17.

Braga Junior, S., Martinez, M. P, Correa, C. M., Moura-Leite, R. C., & Da Silva, D. (2019). Greenwashing effect, attitudes,
and beliefs in green consumption. RAUSP Management Journal, 54(2), 226-241. https://doi.org/10.1108/
RAUSP-08-2018-0070

Bulut, C, Nazli, M., Aydin, E., & Haque, A. U. (2021). The effect of environmental concern on conscious green con-
sumption of post-millennials: the moderating role of greenwashing perceptions. Young Consumers, 22(2), 306-319.
https://doi.org/10.1108/YC-10-2020-1241

Chang, H., & Zhang, L. (2019). Psychological contract breach and customer satisfaction: A study of online shopping.
Services Marketing Quarterly, 40(2), 172-188. https://doi.org/10.1080/15332969.2019.1592863

Chavalittumrong, P, & Speece, M. (2022). Three-pillar sustainability and brand image: A qualitative investigation in
Thailand’s household durables industry. Sustainability, 14(18), 11699. https://doi.org/10.3390/su141811699

Chen, H., Bernard, S., & Rahman, I. (2019). Greenwashing in hotels: A structural model of trust and behavioral inten-
tions. Journal of Cleaner Production, 206, 326-335. https://doi.org/10.1016/j.jclepro.2018.09.168

Chen, Y-S, & Chang, C. H. (2013). Greenwash and green trust: The mediation effects of green consumer confusion
and green perceived risk. Journal of Business Ethics, 114(3), 489-500. https://doi.org/10.1007/s10551-012-1360-0

Chen, P, & Dagestani, A. A. (2023). Greenwashing behavior and firm value-From the perspective of board character-
istics. Corporate Social Responsibility and Environmental Management, 30(5), 2330-2343.

Chen, Y. S, Huang, A. F, Wang, T. Y,, & Chen, Y. R. (2020). Greenwash and green purchase behaviour: the mediation
of green brand image and green brand loyalty. Total Quality Management & Business Excellence, 31(1-2), 194-209.
https://doi.org/10.1080/14783363.2018.1426450

Chen, Y. S, Lin, C. L., & 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 & Quantity, 48(5), 2411-2425. https://
doi.org/10.1007/s11135-013-9898-1

Chen, J, Li, S., Zhang, Z, Zhao, X., Li, X, Ning, P, & Liu, M. (2018). Environmentally friendly fertilizers: a review of
materials used and their effects on the environment. The Science of the Total Environment, 613-614, 829-839.
https://doi.org/10.1016/j.scitotenv.2017.09.186

Chih, W. H., Chiu, T. S, Lan, L. C,, & Fang, W. C. (2017). Psychological contract violation impact on perceived justice
and behavioral intention among consumers. International Journal of Conflict Management, 28(1), 103-121. https://
doi.org/10.1108/1JCMA-02-2016-0010

Chin, W,, Cheah, J. H, Liu, Y, Ting, H., Lim, X. J, & Cham, T. H. (2020). Demystifying the role of causal-predictive
modeling using partial least squares structural equation modeling in information systems research. Industrial
Management & Data Systems, 120(12), 2161-2209. https://doi.org/10.1108/IMDS-10-2019-0529

Chinomona, R. (2016). Brand communication, brand image and brand trust as antecedents of brand loyalty in
Gauteng Province of South Africa. African Journal of Economic and Management Studies, 7(1), 124-139. https://doi.
org/10.1108/AJEMS-03-2013-0031

Clark, L. A, & Watson, D. (1995). Constructing validity: Basic issues in objective scale development. Psychological
Assessment, 7(3), 309-319. https://doi.org/10.1037/1040-3590.7.3.309

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). Lawrence Erlbaum.

Dahl, R. (2010). Green washing: Do you know what you're buying. Environmental Health Perspectives, 118(6), A246—
A252. https://doi.org/10.1289/ehp.118-a246

de Freitas Netto, S. V., Sobral, M. F. F, Ribeiro, A. R. B., & Soares, G. R. D. L. (2020). Concepts and forms of greenwash-
ing: A systematic review. Environmental Sciences Europe, 32, 1-12.

De Jong, M. D. T., Harkink, K. M., & Barth, S. (2018). Making green stuff? Effects of corporate greenwashing on con-
sumers. Journal of Business and Technical Communication, 32(1), 77-112. https://doi.org/10.1177/1050651917729863

De Jong, M. D. T,, Huluba, G., & Beldad, A. D. (2020). Different shades of greenwashing: Consumers’ reactions to
environmental lies, half-lies, and organizations taking credit for following legal obligations. Journal of Business and
Technical Communication, 34(1), 38-76. https://doi.org/10.1177/1050651919874105

Delmas, M. A.,, & Burbano, V. C. (2011). The drivers of greenwashing. California Management Review, 54(1), 64-87.
https://doi.org/10.1525/cmr.2011.54.1.64

Doni, F, & Fiameni, M. (2023). Can innovation affect the relationship between Environmental, Social, and Governance
issues and financial performance? Empirical evidence from the STOXX200 index. Business Strategy and the
Environment, 33(2), 546-574. https://doi.org/10.1002/bse.3500

Elbeltagi, |, & Agag, G. (2016). E-retailing ethics and its impact on customer satisfaction and repurchase intention: a cultur-
al and commitment-trust theory perspective. Internet Research, 26(1), 288-310. https://doi.org/10.1108/IntR-10-2014-0244

EU. (2021). Screening of websites for ‘greenwashing’: Half of green claims lack evidence. Press release: 28 January Brussels,
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_269

Farhat, Z, & Chaney, D. (2021). Introducing destination brand hate: An exploratory study. Current Issues in Tourism,
24(17), 2472-2488. https://doi.org/10.1080/13683500.2020.1844160

Fetscherin, M. (2019). The five types of brand hate: How they affect consumer behavior. Journal of Business Research,
101, 116-127. https://doi.org/10.1016/j.jbusres.2019.04.017


https://doi.org/10.1108/RAUSP-08-2018-0070
https://doi.org/10.1108/RAUSP-08-2018-0070
https://doi.org/10.1108/YC-10-2020-1241
https://doi.org/10.1080/15332969.2019.1592863
https://doi.org/10.3390/su141811699
https://doi.org/10.1016/j.jclepro.2018.09.168
https://doi.org/10.1007/s10551-012-1360-0
https://doi.org/10.1080/14783363.2018.1426450
https://doi.org/10.1007/s11135-013-9898-1
https://doi.org/10.1007/s11135-013-9898-1
https://doi.org/10.1016/j.scitotenv.2017.09.186
https://doi.org/10.1108/IJCMA-02-2016-0010
https://doi.org/10.1108/IJCMA-02-2016-0010
https://doi.org/10.1108/IMDS-10-2019-0529
https://doi.org/10.1108/AJEMS-03-2013-0031
https://doi.org/10.1108/AJEMS-03-2013-0031
https://doi.org/10.1037/1040-3590.7.3.309
https://doi.org/10.1289/ehp.118-a246
https://doi.org/10.1177/1050651917729863
https://doi.org/10.1177/1050651919874105
https://doi.org/10.1525/cmr.2011.54.1.64
https://doi.org/10.1002/bse.3500
https://doi.org/10.1108/IntR-10-2014-0244
https://ec.europa.eu/commission/presscorner/detail/en/ip_21_269
https://doi.org/10.1080/13683500.2020.1844160
https://doi.org/10.1016/j.jbusres.2019.04.017

COGENT BUSINESS & MANAGEMENT ’ 15

Fornell, C,, & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measure-
ment error: Algebra and statistics. Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.2307/3150980
Fournier, S., & Alvarez, C. (2013). Relating badly to brands. Journal of Consumer Psychology, 23(2), 253-264. https://

doi.org/10.1016/j.jcps.2013.01.004

Fuller, C. M., Simmering, M. J,, Atinc, G., Atinc, Y., & Babin, B. J. (2016). Common methods variance detection in busi-
ness research. Journal of Business Research, 69(8), 3192-3198. https://doi.org/10.1016/j.jbusres.2015.12.008

Gatti, L., Seele, P, & Rademacher, L. (2019). Grey zone in-greenwash out. A review of greenwashing research and
implications for the voluntary-mandatory transition of CSR. International Journal of Corporate Social Responsibility,
4(1), 1-15.

Gelbrich, K. (2010). Anger, frustration, and helplessness after service failure: Coping strategies and effective informa-
tional support. Journal of the Academy of Marketing Science, 38(5), 567-585. https://doi.org/10.1007/s11747-009-0169-6

Grégoire, Y., & Fisher, R. J. (2008). Customer betrayal and retaliation: when your best customers become your worst
enemies. Journal of the Academy of Marketing Science, 36(2), 247-261. https://doi.org/10.1007/s11747-007-0054-0

Grégoire, Y., Ghadami, F,, Laporte, S., Sénécal, S., & Larocque, D. (2018). How can firms stop customer revenge? The
effects of direct and indirect revenge on post-complaint responses. Journal of the Academy of Marketing Science,
46(6), 1052-1071. https://doi.org/10.1007/s11747-018-0597-2

Grégoire, Y., Laufer, D, & Tripp, T. M. (2010). A comprehensive model of customer direct and indirect revenge:
Understanding the effects of perceived greed and customer power. Journal of the Academy of Marketing Science,
38(6), 738-758. https://doi.org/10.1007/s11747-009-0186-5

Grégoire, Y., Tripp, T. M., & Legoux, R. (2009). When customer love turns into lasting hate: The effects of relationship
strength and time on customer revenge and avoidance. Journal of Marketing, 73(6), 18-32. https://doi.org/10.1509/
jmkg.73.6.18

Guo, R, Tao, L, Li, C. B, & Wan, 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(3), 523-536. https://doi.
org/10.1007/s10551-015-2672-7

Haberstroh, K., Orth, U. R.,, Hoffmann, S., & Brunk, B. (2017). Consumer response to unethical corporate behavior: A
re-examination and extension of the moral decoupling model. Journal of Business Ethics, 140(1), 161-173. https://
doi.org/10.1007/s10551-015-2661-x

Hair, J. F,, Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate data analysis with reading. Prentice Hall.

Hair, J. F, Hult, G. T. M,, Ringle, C. M., & Sarstedt, M. (2021). A Primer on Partial Least Squares Structural Equation
Modeling (PLS-SEM). Sage Publications.

Hair, J,, Hult, G. T. M., Ringle, C,, & Sarstedt, M. (2013). A Primer on Partial Least Squares Structural Equation Modeling
(PLSSEM). Sage Publications.

Hair, J. F, Money, A. H., Samouel, P, & Page, M. (2007). Research methods for business. Education + Training, 49(4),
336-337. https://doi.org/10.1108/et.2007.49.4.336.2

Hair, J. F, Risher, J. J.,, Sarstedt, M., & Ringle, C. M. (2019). When to use and how to reportthe results of PLS-SEM.
European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Hair, J. F, Sarstedt, M., Ringle, C. M., & Mena, J. A. (2012). An assessment of the use of partial least squares structur-
al equation modeling in marketing research. Journal of the Academy of Marketing Science, 40(3), 414-433. https://
doi.org/10.1007/s11747-011-0261-6

Hameed, 1., Hyder, Z,, Imran, M., & Shafig, K. (2021). Greenwash and green purchase behavior: An environmentally
sustainable perspective. Environment, Development and Sustainability, 1-22.

Hegner, S. M., Fetscherin, M., & van Delzen, M. (2017). Determinants and outcomes of brand hate. Journal of Product
& Brand Management, 26(1), 13-25. https://doi.org/10.1108/JPBM-01-2016-1070

Henseler, J.,, & Fassott, G. (2010). Testing moderating effects in PLS path models: An illustration of available proce-
dures. Handbook of partial least squares: Concepts, methods and applications.713-735.

Henseler, J,, Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based
structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115-135. https://doi.org/10.1007/
s11747-014-0403-8

Hogg, M. K., Banister, E. N., & Stephenson, C. A. (2009). Mapping symbolic (anti-) consumption. Journal of Business
Research, 62(2), 148-159. https://doi.org/10.1016/j.jbusres.2008.01.022

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: A review of four recent stud-
ies. Strategic Management Journal, 20(2), 195-204. https://doi.org/10.1002/(sici)1097-0266(199902)20:2<195:
:aid-smj13>3.0.co;2-7

Japutra, A, Roy, S. K, & Pham, T. N. (2021). Relating brand anxiety, brand hatred and obsess: Moderating role of age and
brand affection. Journal of Retailing and Consumer Services, 60, 102465. https://doi.org/10.1016/jjretconser.2021.102465

Jog, D., & Singhal, D. (2024). Greenwashing understanding among Indian consumers and its impact on their green
consumption. Global Business Review, 25(2), 491-511.

Johnson, A. R, Matear, M., & Thomson, M. (2011). A coal in the heart: Self-relevance as a post-exit predictor of con-
sumer anti-brand actions. Journal of Consumer Research, 38(1), 108-125. https://doi.org/10.1086/657924

Joireman, J., Grégoire, Y., Devezer, B., & Tripp, T. M. (2013). When do customers offer firms a “second chance” follow-
ing a double deviation? The impact of inferred firm motives on customer revenge and reconciliation. Journal of
Retailing, 89(3), 315-337. https://doi.org/10.1016/jjretai.2013.03.002


https://doi.org/10.2307/3150980
https://doi.org/10.1016/j.jcps.2013.01.004
https://doi.org/10.1016/j.jcps.2013.01.004
https://doi.org/10.1016/j.jbusres.2015.12.008
https://doi.org/10.1007/s11747-009-0169-6
https://doi.org/10.1007/s11747-007-0054-0
https://doi.org/10.1007/s11747-018-0597-2
https://doi.org/10.1007/s11747-009-0186-5
https://doi.org/10.1509/jmkg.73.6.18
https://doi.org/10.1509/jmkg.73.6.18
https://doi.org/10.1007/s10551-015-2672-7
https://doi.org/10.1007/s10551-015-2672-7
https://doi.org/10.1007/s10551-015-2661-x
https://doi.org/10.1007/s10551-015-2661-x
https://doi.org/10.1108/et.2007.49.4.336.2
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1007/s11747-011-0261-6
https://doi.org/10.1007/s11747-011-0261-6
https://doi.org/10.1108/JPBM-01-2016-1070
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1016/j.jbusres.2008.01.022
https://doi.org/10.1002/(sici)1097-0266(199902)20:2<195::aid-smj13>3.0.co;2-7
https://doi.org/10.1002/(sici)1097-0266(199902)20:2<195::aid-smj13>3.0.co;2-7
https://doi.org/10.1016/j.jretconser.2021.102465
https://doi.org/10.1086/657924
https://doi.org/10.1016/j.jretai.2013.03.002

16 S.IBRAHIM NNINDINI AND J. B. DANKWAH

Joreskog, K. G., & Wold, H. O. (1982). Systems under indirect observation: Causality, structure, prediction. North-Holland.

Kahle, L. R., & Gurel-Atay, E. (2015). Communicating sustainability for the green economy. Routledge.

Kahr, A., Nyffenegger, B., Krohmer, H., & Hoyer, W. D. (2016). When hostile consumers wreak havoc on your brand:
the phenomenon of consumer brand sabotage. Journal of Marketing, 80(3), 25-41. https://doi.org/10.1509/
jm.15.0006

Kline, R. B. (2011). Principles and practice of structural equation modelling. Guilford Press.

Knittel, Z., Beurer, K, & Berndt, A. (2016). Brand avoidance among generation Y consumers. Qualitative Market
Research: An International Journal, 19(1), 27-43. https://doi.org/10.1108/QMR-03-2015-0019

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment approach. International Journal of
e-Collaboration, 11(4), 1-10. https://doi.org/10.4018/ijec.2015100101

Kucuk, S. U. (2016). Brand hate: navigating consumer negativity in the digital world. Springer.

Kucuk, S. U. (2018). Macro-level antecedents of consumer brand hate. Journal of Consumer Marketing, 35(5), 555-564.
https://doi.org/10.1108/JCM-10-2017-2389

Kucuk, S. U. (2019). Consumer brand hate: Steamrolling whatever | see. Psychology & Marketing, 36(5), 431-443.
https://doi.org/10.1002/mar.21175

Lee, H. C. B, Cruz, J. M., & Shankar, R. (2018). Corporate social responsibility (CSR) issues in supply chain competition:
Should greenwashing be regulated? Decision Sciences, 49(6), 1088-1115. https://doi.org/10.1111/deci.12307

Lee, M. S., Motion, J., & Conroy, D. (2009). Anticonsumption and brand avoidance. Journal of Business Research, 62(2),
169-180. https://doi.org/10.1016/j.jousres.2008.01.024

Li, X., Li, J, He, J., Huang, Y., Liu, X, Dai, J., & Shen, Q. (2023). What are the key factors of enterprises’ greenwashing
behaviors under multi-agent interaction? A grey-DEMATEL analysis from Chinese construction materials enterpris-
es. Engineering, Construction and Architectural Management.

Li, M. W,, Teng, H. Y., & Chen, C. Y. (2020). Unlocking the customer engagement-brand loyalty relationship in tourism
social media: The roles of brand attachment and customer trust. Journal of Hospitality and Tourism Management,
44, 184-192. https://doi.org/10.1016/j,jhtm.2020.06.015

Loureiro, S. M. C,, Sarmento, E. M., & Le Bellego, G. (2017). The effect of corporate brand reputation on brand attach-
ment and brand loyalty: Automobile sector. Cogent Business & Management, 4(1), 1360031. https://doi.org/10.1080
/23311975.2017.1360031

Luo, H., & Fan, X. (2005). The relationship marketing mechanism based on psychological contract: An empirical study
from service industries. Nankai Business Review, 6, 48-55.

Malhotra, D. (2010). The desire to win: The effects of competitive arousal on motivation and behavior. Organizational
Behavior and Human Decision Processes, 111(2), 139-146. https://doi.org/10.1016/j.0bhdp.2009.11.005

Malhotra, N., Nunan, D., & Birks, D. (2017). Marketing research: An applied approach. Pearson. http://www.pearsoned.
co.uk/bookshop/detail.asp?item=100000000589380

Montero-Navarro, A., Gonzélez-Torres, T., Rodriguez-Sdnchez, J. L., & Gallego-Losada, R. (2021). A bibliometric analysis
of greenwashing research: A closer look at agriculture, food industry and food retail. British Food Journal, 123(13),
547-560. https://doi.org/10.1108/BFJ-06-2021-0708

Nemes, N., Scanlan, S. J., Smith, P, Smith, T, Aronczyk, M., Hill, S., Lewis, S. L, Montgomery, A. W., Tubiello, F. N., &
Stabinsky, D. (2022). An integrated framework to assess greenwashing. Sustainability, 14(8), 4431. https://doi.
0rg/10.3390/5u14084431

Nguyen, L. T. K, Lin, T. M., & Lam, H. P. (2021). The role of co-creating value and its outcomes in higher education
marketing. Sustainability, 13(12), 6724. https://doi.org/10.3390/su13126724

Nguyen, H. N., & Nguyen, T. B. (2021). Sense of online betrayal, brand hate, and outrage customers’ anti-brand activ-
ism. Innovative Marketing, 17(4), 75-87. https://doi.org/10.21511/im.17(4).2021.07

Nguyen, T. T. H., Nguyen, K. O., Cao, T. K,, & Le, V. A. (2021). The impact of corporate Greenwashing Behavior on
Consumers’ purchase intentions of Green Electronic Devices: An empirical study in Vietnam. J Asian Finance Econ
Bus, 8(8), 229-240.

Nguyen, T. T. H,, Yang, Z,, Nguyen, N., Johnson, L. W., & Cao, T. K. (2019). Greenwash and green purchase intention:
The mediating role of green skepticism. Sustainability, 11(9) 2653. https://doi.org/10.3390/su11092653

Nygaard, A., & Silkoset, R. (2022). Sustainable development and greenwashing: How blockchain technology informa-
tion can empower green consumers. Business Strategy and the Environment, 32(6), 3801-3813. https://doi.
org/10.1002/bse.3338

Nyilasy, G., Gangadharbatla, H., & Paladino, A. (2014). Perceived greenwashing: The interactive effects of green adver-
tising and corporate environmental performance on consumer reactions. Journal of Business Ethics, 125, 693-707.

Odoom, R., Kosiba, J. P, Djamgbah, C. T, & Narh, L. (2019). Brand avoidance: Underlying protocols and a practical
scale. Journal of Product & Brand Management, 28(5), 586-597. https://doi.org/10.1108/JPBM-03-2018-1777

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4_suppl1), 33-44. https://doi.org/10.1177/002
22429990634s105

Parguel, B., Benoit-Moreau, F, & Larceneux, F. (2011). How sustainability ratings might deter greenwashing: A closer
look at ethical corporate communication. Journal of Business Ethics, 102(1), 15-28. https://doi.org/10.1007/
s10551-011-0901-2


https://doi.org/10.1509/jm.15.0006
https://doi.org/10.1509/jm.15.0006
https://doi.org/10.1108/QMR-03-2015-0019
https://doi.org/10.4018/ijec.2015100101
https://doi.org/10.1108/JCM-10-2017-2389
https://doi.org/10.1002/mar.21175
https://doi.org/10.1111/deci.12307
https://doi.org/10.1016/j.jbusres.2008.01.024
https://doi.org/10.1016/j.jhtm.2020.06.015
https://doi.org/10.1080/23311975.2017.1360031
https://doi.org/10.1080/23311975.2017.1360031
https://doi.org/10.1016/j.obhdp.2009.11.005
http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000589380
http://www.pearsoned.co.uk/bookshop/detail.asp?item=100000000589380
https://doi.org/10.1108/BFJ-06-2021-0708
https://doi.org/10.3390/su14084431
https://doi.org/10.3390/su14084431
https://doi.org/10.3390/su13126724
https://doi.org/10.21511/im.17(4).2021.07
https://doi.org/10.3390/su11092653
https://doi.org/10.1002/bse.3338
https://doi.org/10.1002/bse.3338
https://doi.org/10.1108/JPBM-03-2018-1777
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1007/s10551-011-0901-2
https://doi.org/10.1007/s10551-011-0901-2

COGENT BUSINESS & MANAGEMENT ’ 17

Parguel, B., Benoit-Moreau, F, & Russell, C. A. (2015). Can evoking nature in advertising mislead consumers? The
power of “executional greenwashing. International Journal of Advertising, 34(1), 107-134. https://doi.org/10.1080/02
650487.2014.996116

Podsakoff, P. M., Mackenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common method biases in behavioural research:
A critical review of the literature and recommended remedies. The Journal of Applied Psychology, 88(5), 879-903.
https://doi.org/10.1037/0021-9010.88.5.879

Putra, B. A. (2019). Pengaruh Citra Merek Dan Persepsi Kualitas Terhadap Loyalitas Merek. Journal of Chemical
Information and Modeling, 53(9), 4.

Qayyum, A, Jamil, R. A, & Sehar, A. (2023). Impact of green marketing, greenwashing and green confusion on green
brand equity. Spanish Journal of Marketing - ESIC, 27(3), 286-305. https://doi.org/10.1108/SJME-03-2022-0032

Rahman, I, Park, J., & Chi, C. G. Q. (2015). Consequences of “greenwashing”: Consumers’ reactions to hotels’ green
initiatives. International Journal of Contemporary Hospitality Management, 27(6), 1054-1081. https://doi.org/10.1108/
1JCHM-04-2014-0202

Ribeiro, T. D. L. S. A, Costa, B. K., & Freire, O. B. D. L. (2021). Value co-creation in tourism-scale validation and repli-
cation regarding word-of-mouth recommendation intention. Revista Brasileira de Pesquisa em Turismo, 15(2), e-1924.
https://doi.org/10.7784/rbtur.v15i2.1924

Rodrigues, G. P, & Martins, T. S. (2020). Sales capability and performance: Role of market orientation, personal and
management capabilities. RAM. Revista de Administracdo Mackenzie, 21.

Rouliez, P, Tojib, D., & Tsarenko, Y. (2019). The influence of online review exposure on reviewers' intensity level of negative
word of mouth. Journal of Hospitality & Tourism Research, 43(5), 712-733. https://doi.org/10.1177/1096348019840798

Sahin, A., Zehir, C,, & Kitapgl, H. (2011). The effects of brand experiences, trust and satisfaction on building brand
loyalty; an empirical research on global brands. Procedia — Social and Behavioral Sciences, 24, 1288-1301. https://
doi.org/10.1016/j.sbspro.2011.09.143

Saleem, F., Khattak, A, Ur Rehman, S., & Ashig, M. (2021). Bibliometric analysis of Green marketing research from
1977 to 2020. Publications, 9(1), 1. https://doi.org/10.3390/publications9010001

Santos, C., Coelho, A, & Marques, A. (2023). The greenwashing effects on corporate reputation and brand hate,
through environmental performance and green perceived risk. Asia-Pacific Journal of Business Administration, 16(3),
655-676. https://doi.org/10.1108/APJBA-05-2022-0216

Schmuck, D., Matthes, J.,, & Naderer, B. (2018). Misleading consumers with green advertising? An affect-reason-in-
volvement account of greenwashing effects in environmental advertising. Journal of Advertising, 47(2), 127-145.
https://doi.org/10.1080/00913367.2018.1452652

Sun, Y., & Shi, B. (2022). Impact of greenwashing perception on consumers’ green purchasing intentions: A moderat-
ed mediation model. Sustainability, 14(19), 12119. https://doi.org/10.3390/su141912119

Thelen, S. T., & Shapiro, T. (2012). Predicting negative consumer reactions to services offshoring. Journal of Services
Marketing, 26(3), 181-193. https://doi.org/10.1108/08876041211223988

Wang, D., Walker, T.,, & Barabanov, S. (2020). A psychological approach to regaining consumer trust after greenwash-
ing: The case of Chinese green consumers. Journal of Consumer Marketing, 37(6), 593-603. https://doi.org/10.1108/
JCM-06-2019-3257

Xiao, Z., Wang, Y., & Guo, D. (2022). Will greenwashing result in brand avoidance? A moderated mediation model.
Sustainability, 14(12), 7204. https://doi.org/10.3390/su14127204

Xiao, Z.,, Wang, Y., Ji, X, & Cai, L. (2021). Greenwash, moral decoupling, and brand loyalty. Social Behavior and
Personality: An International Journal, 49(4), e10038-8. https://doi.org/10.2224/sbp.10038

Xinggiang, D. (2015). How the market values greenwashing? Evidence from China. Journal of Business Ethics, 128(3),
547-574. https://doi.org/10.1007/s10551-014-2122-y

Yadav, R, & Pathak, G. S. (2017). Determinants of consumers’ green purchase behavior in a developing nation:
Applying and extending the theory of planned behavior. Ecological Economics, 134, 114-122. https://doi.
org/10.1016/j.ecolecon.2016.12.019

Yang, Z.,, Nguyen, T. T. H., Nguyen, H. N., Nguyen, T. T. N., & Cao, T. T. (2020). Greenwashing behaviours: Causes, tax-
onomy and consequences based on a systematic literature review. Journal of Business Economics and Management,
21(5), 1486-1507. https://doi.org/10.3846/jbem.2020.13225

Zarantonello, L., Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Brand hate. Journal of Product & Brand Management,
25(1), 11-25. https://doi.org/10.1108/JPBM-01-2015-0799

Zarantonello, L., Romani, S., Grappi, S., & Fetscherin, M. (2018). Trajectories of brand hate. Journal of Brand Management,
25, 549-560.

Zhang, L., Li, D, Cao, C., & Huang, S. (2018). The influence of greenwashing perception on green purchasing inten-
tions: The mediating role of green word-of-mouth and moderating role of green concern. Journal of Cleaner
Production, 187, 740-750. https://doi.org/10.1016/j.jclepro.2018.03.201

Zheng, M., Feng, G. F, Jiang, R. A, & Chang, C. P. (2022). Does environmental, social, and governance performance
move together with corporate green innovation in China? Business Strategy and the Environment, 32(4), 1670-1679.
https://doi.org/10.1002/bse.3211


https://doi.org/10.1080/02650487.2014.996116
https://doi.org/10.1080/02650487.2014.996116
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.1108/SJME-03-2022-0032
https://doi.org/10.1108/IJCHM-04-2014-0202
https://doi.org/10.1108/IJCHM-04-2014-0202
https://doi.org/10.7784/rbtur.v15i2.1924
https://doi.org/10.1177/1096348019840798
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.1016/j.sbspro.2011.09.143
https://doi.org/10.3390/publications9010001
https://doi.org/10.1108/APJBA-05-2022-0216
https://doi.org/10.1080/00913367.2018.1452652
https://doi.org/10.3390/su141912119
https://doi.org/10.1108/08876041211223988
https://doi.org/10.1108/JCM-06-2019-3257
https://doi.org/10.1108/JCM-06-2019-3257
https://doi.org/10.3390/su14127204
https://doi.org/10.2224/sbp.10038
https://doi.org/10.1007/s10551-014-2122-y
https://doi.org/10.1016/j.ecolecon.2016.12.019
https://doi.org/10.1016/j.ecolecon.2016.12.019
https://doi.org/10.3846/jbem.2020.13225
https://doi.org/10.1108/JPBM-01-2015-0799
https://doi.org/10.1016/j.jclepro.2018.03.201
https://doi.org/10.1002/bse.3211

	Describing brown as green: an examination of the relationship between greenwashing and consumer negative emotive outcomes
	ABSTRACT
	Introduction
	Theoretical setting
	The psychological contract theory

	Literature review and hypotheses development
	Greenwashing and negative emotive outcomes

	Brand avoidance
	Brand hate
	Brand retaliation
	Negative word of mouth
	The moderation effect of brand loyalty
	Methodology
	Sample and data collection
	Data analysis
	Sample profile
	Ethical considerations
	Results
	Assessment of measurement model
	Structural equation
	Moderation analysis
	Discussion of findings
	Implications for theory and practice

	Conclusion
	Limitations and suggestions for future research

	Authors contributions
	Disclosure statement
	About the authors
	Funding
	ORCID
	Data availability statement
	References



