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This research sets out to determine 1) what is meant by greenwashing in marketing, 2) customers awareness of greenwashing tactics in marketing, 3) how influential the processes of greenwashing are on customers buying habits, 4) what are the effects of greenwashing in marketing on consumer's confidence in green products.

This topic was chosen because of my interest in the greenwashing phenomenon and how it can manipulate and mislead consumers into buying "green" products. The first time I have ever heard about greenwashing was during my lecture in year one. I was intrigued with the subject, so I have asked my friends and family if they were familiar with it, and I soon realised that not many people knew about greenwashing and its tactics. This fact sparked my interest even more and made me want to discover this problem in more detail. I believe that people, in general, are not aware of greenwashing tactics in marketing; therefore, they are easily persuaded into buying green products as they think they are helping the environment. Moreover, I also believe that once an individual learns about greenwashing, its trust is lost in green products, and they become doubtful about the green initiative overall.
It is believed that this topic is very relevant due to the ongoing initiative of being more sustainable and environmentally friendly.


This section of the research proposal will review existing literature and present the findings significant to the research topic. The secondary data research will be used to underpin the study and deliver the relevant results. 
The study undertaken by Junior et al. (2019) has been used to research consumers' attitudes towards green products and their behaviour once they were informed that they were greenwashed. The study revealed that when customers become suspicious about greenwashing a particular product, they lose confidence in the brand.
Chen and Chang (2013) also state that "greenwash negatively influence green trust". Furthermore, Polonsky et al. (2010) suggest that greenwashing can severely affect the green market when consumers' trust is lost in green products.
Matthes & Wonneberger (2014) purports that green consumers are more likely to be enticed by green advertising than non-green consumers; however, when deciding on the trustworthiness of the advertising, they do not act emotionally. Instead, they research and validate the information for themselves. 
This research aims to build on the past studies by concentrating on consumers ability to spot greenwashing in marketing and how greenwashing affects consumers trust in green products. 

To fulfil the objectives of this research, both qualitative and quantitative research methods will be used. The researcher aims to conduct a small qualitative interview with a selected group of participants. However, as this method is highly subjective, the researcher will also design a quantitative online survey to gain more objective results.
As stated earlier, the researcher is aiming to use mixed methods research. For the qualitative research, the researcher will carry out several small scales semi-structured interviews with chosen participants. The interviews will be recorded and then transcribed onto a Microsoft Word document, where they will be analysed using thematic analysis. For the quantitative research, the researcher will design an online survey. The survey will be created using Google Forms, and the obtained results will be exported onto the Microsoft Excel spreadsheet, where every text data will be assigned a numerical value. The Excel spreadsheet will be imported onto the SPSS, and every variable will be defined. Lastly, the appropriate software such as SPSS statistical software will analyse the results and find any trends.
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