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[bookmark: _Toc220869832][bookmark: _Toc231280397]Abstract
Growing consumer scepticism towards corporate sustainability claims, alongside intensifying regulatory scrutiny in the United Kingdom, has made the credibility of green marketing communication a critical concern for fast-moving consumer goods (FMCG) brands. This dissertation examines how the perceived credibility of Unilever’s sustainability claims influences consumer trust and purchase intention among UK consumers. It further investigates whether consumer trust mediates the credibility–purchase intention relationship and whether perceived greenwashing risk moderates the credibility–trust relationship. Grounded in Signalling Theory, Attribution Theory, and an extended Theory of Planned Behaviour, the study adopts a positivist, deductive, quantitative research design. Primary data were obtained from an online self-administered questionnaire to 82 eligible UK consumers of Unilever personal care and household products, analysed using multiple regression, mediation analysis and moderation analysis in SPSS and Hayes' PROCESS Macro. Results indicate that the credibility of green marketing has a positive effect on consumer's trust and purchase intention. Consumer trust was also identified as a partial mediator between credibility and purchase intention, indicating that the positive effect of credibility on purchase intention is mediated by consumer trust in the brand. But perceived greenwashing risk was not found to significantly moderate the credibility-trust relationship, suggesting that it had less direct effect in this sample. The study contributes to the green marketing literature by isolating credibility as a distinct antecedent of trust and purchase intention, extending the Theory of Planned Behaviour through the empirical inclusion of trust, and providing contextually nuanced evidence on the boundary conditions of greenwashing risk. Practical implications are discussed for FMCG brands seeking to enhance the transparency, consistency, and accountability of sustainability communication.
Keywords: green marketing credibility, consumer trust, purchase intention, perceived greenwashing risk, FMCG, Unilever, United Kingdom, Signalling Theory, Theory of Planned Behaviour
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[bookmark: _Toc231280399]Chapter One: Introduction
1.1 [bookmark: _Toc231280400]Background and Context
Sustainability has become an important issue in the UK fast-moving consumer goods (FMCG) sector. FMCG products such as toiletries, cleaning products, food, and household goods are bought frequently and in large volumes, which makes their environmental impact significant (Linh and Duong, 2025). Because these products are part of everyday life, sustainability claims attached to them are highly visible in routine consumer decision-making (Jain & Hudnurkar, 2022). This makes the FMCG sector a relevant setting for examining how consumers respond to green marketing claims.
In the UK, public concern about environmental issues has increased in recent years. According to YouGov (2024), 60% of British consumers believe that climate change is the biggest threat to civilisation. However, this growing concern does not automatically lead to strong trust in sustainability claims made by brands. The same study shows that only 4% of British consumers completely trust a product’s sustainability logo, while 42% only somewhat trust such logos and around 13% do not trust them at all (YouGov, 2024). These figures suggest a clear gap between environmental concern and confidence in green marketing claims.
This gap is also reflected in consumer buying behaviour. Although many consumers express support for sustainability, fewer are willing to make major trade-offs for it. YouGov (2024a) reports that only 21% of British consumers are willing to pay more for products that support sustainability, although 64% say they would pay up to 10% more for sustainably packaged food and drinks. This suggests that sustainability matters to consumers, but usually within clear limits of price and convenience. Deloitte (2024) also reports signs of “sustainability fatigue” in the UK, with 61% of consumers saying they are not interested in sustainability, compared with 58% in 2023. In addition, 47% believe that adopting a more sustainable lifestyle makes no difference, up from 45% in the previous year (Deloitte, 2024a). Together, these findings show that consumer support for sustainability is often conditional and shaped by practical concerns.
Unilever is a suitable case for this study because it is one of the world’s largest consumer goods companies. The company reports that its products are used by 3.7 billion people every day and sold in 190 countries, while its 2025 turnover was €50.5 billion (Unilever, 2025). Its portfolio includes major brands across personal care, home care and food, which makes Unilever highly visible in everyday consumer purchasing decisions and especially relevant in the FMCG sector (Unilever, 2025a). Unilever also presents sustainability as a central part of its corporate strategy. Its updated Climate Transition Action Plan, approved by shareholders in 2024, sets out actions towards its longer-term ambition to achieve net zero emissions across the value chain by 2039 (Unilever, 2024). In addition, Unilever reports that by 2025 it had reached 25% recycled plastic in packaging and had reduced its virgin plastic footprint, while its regenerative agriculture programmes had collectively covered 254,000 hectares since 2021 (Unilever, 2025b;  King, 2026). These recent actions make Unilever a relevant and timely case for examining whether consumers perceive its sustainability claims as credible.
The issue becomes more important in the UK regulatory context. In December 2023, the Competition and Markets Authority (CMA) opened an investigation into Unilever’s green claims for some household and personal care products, raising concerns about vague and potentially misleading environmental statements. The CMA closed the investigation on 6 November 2024, noting changes Unilever had made to some product claims and the wider impact of the CMA’s work on misleading green claims, although the CMA stated that it had not taken a view on whether Unilever was complying with consumer law (Competition and Markets Authority, 2024). As one of the most visible FMCG companies in the UK, Unilever provides a strong case for examining how green marketing credibility influences consumer trust and purchase intention in a market where greenwashing concerns are rising.
[bookmark: _Toc231280401]1.2 Research Problem
The main problem addressed in this dissertation is that FMCG brands increasingly use sustainability claims, but consumers do not automatically believe those claims. In theory, green marketing should help companies communicate environmental responsibility, build a positive brand image, and encourage consumers to buy more sustainable products. In practice, however, consumers often question whether such claims are genuine, accurate, and supported by evidence. As a result, the success of green marketing depends not only on what companies say, but also on whether consumers see those claims as credible (Chen and Chang, 2013).
This problem is especially important in the FMCG sector because many purchases are routine, low-involvement, and made quickly. Consumers often rely on simple cues such as packaging, labels, logos, and brand reputation. If sustainability claims appear vague, exaggerated, or inconsistent, they may fail to build trust and may even increase scepticism. This creates a clear gap between corporate sustainability communication and consumer belief.
The problem becomes even more significant when the company is highly visible and under public scrutiny. Unilever is a useful case because it is a major player in the UK FMCG market, its products are widely used, and its green claims have already attracted regulatory attention. This means the study is not examining green marketing in an abstract way. Instead, it focuses on a real market situation where questions of credibility, trust, and greenwashing risk are highly relevant. The central problem, therefore, is to understand whether UK consumers see Unilever’s sustainability claims as credible, whether these perceptions increase trust, and whether trust influences purchase intention in a context where greenwashing concerns are becoming stronger.
[bookmark: _Toc231280402]1.3 Research Aim and Objectives
The main aim of this study is to examine the relationship between the perceived credibility of Unilever’s green marketing claims and the level of consumer trust and purchase intention in the UK.
To achieve this aim, the study has four objectives:
· To assess the extent to which UK consumers perceive Unilever’s green marketing claims as credible. 
· To examine whether consumer trust mediates the relationship between perceived green marketing credibility and purchase intention. 
· To investigate whether perceived greenwashing risk moderates the relationship between green marketing credibility and consumer trust. 
· To draw practical implications for how FMCG brands can communicate sustainability claims more effectively to UK consumers. 
[bookmark: _Toc231280403]1.4 Research Questions
Based on the aim and objectives, the study seeks to answer the following research questions:
· RQ1: To what extent does perceived green marketing credibility influence UK consumers’ purchase intention for Unilever personal care and household products? 
· RQ2: Does consumer trust mediate the relationship between perceived green marketing credibility and purchase intention? 
· RQ3: Does perceived greenwashing risk moderate the relationship between perceived green marketing credibility and consumer trust? 
[bookmark: _Toc231280404]1.5 Scope of the Study
This study focuses on UK consumers of Unilever personal care and household products. It examines consumer perceptions of the credibility of Unilever’s sustainability claims rather than testing the technical truth of those claims. In other words, the dissertation is concerned with how green claims are understood and evaluated by consumers, not with auditing Unilever’s environmental performance.
The study is limited to four main constructs: green marketing credibility, consumer trust, purchase intention, and perceived greenwashing risk. These variables are examined within one company and one national context. This narrow scope is suitable because it allows the study to explore the relationships in depth within a real and relevant market setting. The study does not compare Unilever with other FMCG companies and does not examine actual purchasing behaviour over time. Instead, it focuses on purchase intention as an important behavioural outcome.
[bookmark: _Toc231280405]1.6 Significance of the Study
This study is important both academically and practically. From an academic perspective, it contributes to the literature by focusing specifically on green marketing credibility rather than discussing green communication in general terms. It also brings together credibility, trust, purchase intention, and perceived greenwashing risk in one framework. Previous research has often examined these issues separately or in broader settings, while fewer studies have focused on a highly visible brand in the UK FMCG context (Chen and Chang, 2013). This study therefore offers a more focused and context-specific contribution.
From a practical perspective, the study is relevant for FMCG firms, brand managers, and sustainability communication professionals. It shows that environmental claims do not automatically create positive consumer responses. Their success depends on whether consumers find them clear, believable, and supported by evidence. The findings may help firms such as Unilever communicate sustainability in a more credible way and reduce the risk of damaging trust through vague or exaggerated claims. In a UK market where awareness of greenwashing is growing and regulatory attention is increasing, this issue has clear practical value (Competition and Markets Authority, 2024; YouGov, 2024).
[bookmark: _Toc231280406]1.7 Dissertation Structure
This dissertation is organised into six chapters. Chapter One introduces the study by presenting the background, research problem, aim, objectives, research questions, scope, and significance. Chapter Two reviews the literature on green marketing credibility, consumer trust, purchase intention, and perceived greenwashing risk, and develops the theoretical foundation of the study. Chapter Three explains the research methodology, including the research philosophy, design, sampling, data collection, and analysis methods. Chapter Four presents the empirical findings. Chapter Five discusses the findings in relation to the literature and theoretical framework. Finally, Chapter Six concludes the dissertation by summarising the main findings, outlining implications, identifying limitations, and suggesting directions for future research.
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[bookmark: _Toc231280407]Chapter Two: Literature Review
[bookmark: _Toc231280408]2.1 Introduction
This chapter presents a detailed review of the literature surrounding green marketing credibility, consumer trust, purchase intention, and perceived greenwashing risk within the context of fast-moving consumer goods (FMCG). The review begins by examining the role of green marketing in FMCG, focusing on the communication strategies employed by brands to convey environmental responsibility. The section then delves into green marketing credibility, which is the central independent variable for this dissertation, followed by a discussion on consumer trust, a psychological mechanism that mediates between green marketing messages and purchase intentions. The chapter also addresses the moderating role of perceived greenwashing risk, which can potentially weaken the link between credibility and trust. Finally, the chapter concludes with a discussion of the theoretical frameworks that guide the research, followed by the development of the conceptual model and hypotheses. This review adopts a critical perspective rather than a descriptive summary of past studies, comparing and contrasting findings across different contexts and industries. This approach is vital because the success of green marketing strategies depends not only on their existence but on how they are perceived by consumers in the FMCG sector, where brand trust and credibility are paramount in shaping consumer decisions. Therefore, the discussion evaluates studies from multiple countries, industries, and methodologies to uncover insights and highlight gaps in the literature.
[bookmark: _Toc231280409]2.2 Green Marketing and Sustainability Communication in FMCG
Green marketing is defined as the process of promoting products and brands based on their environmental benefits, including claims related to reduced ecological impact, sustainability, and ethical production practices (Majeed et al., 2022; White et al., 2025). In recent years, sustainability has become a key differentiator in the FMCG sector, where products are frequently marketed as eco-friendly or sustainably sourced. However, the effectiveness of green marketing is not merely about presenting environmental benefits but also about ensuring that the messages are clear, credible, and meaningful to consumers (Majeed  et al., 2022; Poulis et al., 2026).
The FMCG sector is particularly sensitive to green marketing because of the frequent, low-involvement, and routine nature of consumer purchases (Sharadhi et al., 2023). FMCG products—such as food, beverages, cleaning agents, and personal care products—are typically bought and consumed quickly, meaning that green messages must capture consumers' attention within a short window of time (Van Hoang et al., 2025). Furthermore, consumers are often not highly engaged with sustainability issues during routine FMCG purchases unless sustainability attributes are prominently and clearly communicated (Elmor et al., 2025). Research by Syed et al. (2024) has shown that consumers may overlook green attributes unless they are explicitly signalled through packaging or product design.
In addition to the need for visibility, the FMCG sector is highly vulnerable to the risk of greenwashing, where brands may exaggerate or mislead consumers about their environmental practices (Salomone, 2023). The Competition and Markets Authority (CMA) has highlighted the FMCG industry as one of the key areas where misleading claims about sustainability can lead to consumer confusion and regulatory scrutiny (CMA, 2024). This regulatory pressure underscores the importance of not only making green claims but also substantiating those claims with clear evidence and transparent practices.
Personal care and household products are particularly visible settings for green claims. In these categories, consumers encounter eco-friendly claims through labels such as “organic,” “cruelty-free,” and “recyclable” (Jani et al., 2026). Research by Quoc, Phuc, and Duong (2025) found that eco-labels significantly affect consumer attitudes in the food and beverage sector, while the effect of branding and packaging is more mixed. This suggests that some green signals, particularly labels and certifications, are perceived as more credible than others, and their influence varies depending on the product type and the consumer’s familiarity with sustainability issues (Sigurdsson et al., 2023). This finding aligns with studies by Mladenovic et al. (2024), which indicated that eco-labels are among the most trusted signals for sustainability.
While the literature demonstrates the importance of green communication in FMCG, it also underscores that credibility plays a central role. Green claims that lack substantiation or are too vague may fail to influence consumer behaviour, and can even damage brand trust when perceived as misleading. This finding points to the importance of ensuring that green marketing messages are not only visible but also credible and authentic.
[bookmark: _Toc231280410]2.3 Green Marketing Credibility
Green marketing credibility refers to the perceived truthfulness, authenticity, and transparency of a brand’s environmental claims (Kapitan, 2022). As FMCG products are often subject to high scrutiny from consumers and regulators alike, the credibility of sustainability claims becomes a key factor in determining consumer trust and ultimately, purchase intention (Damberg  et al., 2024). Sansome, Wilkie, and Conduit (2024) argue that credibility encompasses several key dimensions: authenticity, transparency, consistency, evidence, and traceability. These dimensions help consumers assess the degree to which a brand’s environmental claims are believable and substantiated.
One important dimension of credibility is authenticity, which reflects the degree to which a brand’s sustainability efforts align with its overall corporate values and practices (Windarsari, 2025). Authenticity has been shown to increase consumer trust and reduce scepticism, as consumers tend to believe that brands with consistent sustainability messaging are genuinely committed to environmental causes (Poulis et al., 2026). Transparency is another key element, as consumers expect companies to provide clear, understandable information about the environmental impact of their products (Hossain et al., 2025). Recent studies have emphasized that clear communication, particularly when backed by specific, measurable data (e.g., carbon emissions, water usage), is crucial in establishing credibility (Ketkaew and Komsing, 2025).
The consistency of a brand’s sustainability claims across all communication channels is also vital. Inconsistent messaging, such as conflicting statements on product labels and advertisements, can diminish credibility and lead to consumer confusion (Poulis et al., 2026). Similarly, evidence for sustainability claims is critical. Brands that fail to provide verifiable proof, such as certifications or third-party audits, are likely to be viewed as less credible (Quoc, Phuc, and Duong, 2025). Finally, traceability is a dimension of credibility that reflects the ability of consumers to track the origin and production processes of the products they purchase (Lin et al., 2023). Brands that offer supply-chain transparency allow consumers to verify that sustainability claims are accurate, which is particularly important for high-visibility products in FMCG (Koch and Denner, 2025).
Recent research highlights that greenwashing is a significant barrier to establishing credibility. Greenwashing occurs when companies make misleading or exaggerated claims about their environmental practices without providing verifiable proof. This phenomenon has become particularly problematic in FMCG, where consumers are often presented with superficial sustainability claims that are difficult to verify (Suphasomboon and Vassanadumrongdee, 2025). According to Koch and Denner (2025), even small discrepancies between a company’s environmental claims and actual practices can undermine consumer trust and reduce the perceived credibility of the brand.
The increasing frequency of regulatory scrutiny has made it imperative for FMCG companies to substantiate their green claims with evidence and avoid misleading messages. The CMA’s Green Claims Code (2024) emphasizes that brands must make clear and accurate environmental claims, supported by evidence, and that failure to do so can lead to reputational damage and consumer distrust. This regulatory framework highlights the importance of credibility in shaping consumer responses to green marketing messages in the FMCG sector.
[bookmark: _Toc231280411]2.4 Consumer Trust
Trust in the context of green marketing refers to a consumer’s willingness to rely on a brand because it is perceived as honest, competent, and aligned with ethical values (Haryaman & Amrita et al., 2025). Trust is particularly crucial in the FMCG sector because consumers cannot directly verify the environmental claims of products (Zahid et al., 2025). As a result, trust acts as a psychological mechanism that helps consumers navigate the uncertainty surrounding sustainability claims. In green marketing, trust is built on credibility—when consumers believe that a brand’s sustainability claims are truthful and substantiated, they are more likely to trust the brand overall (Monfort, López-Vázquez, and Sebastián-Morillas, 2025).
Research shows that credible green marketing messages are essential for building trust (Haryaman & Amrita et al., 2025). When brands communicate environmental responsibility in a transparent and substantiated manner, they are more likely to gain consumer trust, which can translate into higher levels of consumer satisfaction and brand loyalty (Monfort et al., 2025). Furthermore, trust helps to reduce perceived risk, particularly in markets where consumers may be sceptical about sustainability claims. When consumers trust a brand’s environmental promises, they are less likely to view those claims as opportunistic or self-serving (Poulis et al., 2026).
However, trust is not automatic. As the literature suggests, trust is built over time and requires consistent, authentic communication from brands (Monfort et al., 2025). Previous scandals, greenwashing accusations, and inconsistencies in brand messaging can significantly weaken trust. Sansome, Wilkie, and Conduit (2024) argue that even if a brand provides extensive sustainability information, consumers will still distrust the brand if they perceive that the information is vague, misleading, or inconsistent with the company’s overall behaviour. The role of greenwashing is particularly significant in this context. Studies show that when consumers suspect greenwashing, trust in the brand diminishes, even if the claims made are technically true (Daou et al., 2025). This underscores the importance of authenticity in building and maintaining trust.
In addition to authenticity, transparency and evidence play critical roles in establishing trust. Consumers are more likely to trust a brand when they can easily access information about the brand’s sustainability practices and verify the accuracy of its claims (Koch and Denner, 2025). Transparency allows consumers to feel confident that the brand’s actions align with its promises, reducing uncertainty and encouraging trust.
[bookmark: _Toc231280412]2.5 Purchase Intention
Purchase intention is widely used as the dependent variable in consumer research because it measures a consumer’s stated likelihood of buying a product after evaluating the available information (Damberg  et al., 2024). In the context of green marketing, purchase intention is especially important because it provides a reliable proxy for consumer behaviour when actual purchases are difficult to observe (Correia et al., 2023). Intention captures the effect of green marketing messages on consumer attitudes and behaviour, making it an essential variable in understanding the impact of green marketing credibility on consumer decision-making (Duarte et al., 2024).
The use of purchase intention as a dependent variable is well-established in consumer research, especially when studying sustainable consumption. In green marketing, purchase intention reflects the psychological readiness of consumers to purchase a product based on its perceived environmental benefits (Correia et al., 2023). However, purchase intention is not always a perfect predictor of actual behaviour. Frommeyer et al.’s (2022) study on sustainable clothing found that while purchase intention is a necessary condition for actual purchase, it is not sufficient. Other factors, such as price, convenience, habit, and perceived product performance, can influence whether intention is converted into behaviour.
This intention–behaviour gap is particularly significant in sustainability research, where consumers may express high levels of intention to buy eco-friendly products but may not follow through due to external constraints or internal inconsistencies (Syed et al., 2024). Studies have shown that moderating factors—such as external environmental influences and consumer ability to access green products—can reduce the likelihood of actual purchase, even when intention is high. As a result, while purchase intention provides useful insights into consumer attitudes towards sustainable products, it should be interpreted with caution as a proxy for actual behaviour (Shan et al., 2025).
The Theory of Planned Behaviour (TPB) is often used to explain the relationship between attitudes, trust, and purchase intention. TPB suggests that attitudes towards a behaviour, perceived behavioural control, and subjective norms shape an individual’s intention to act (Correia et al., 2023). Recent studies have confirmed the relevance of TPB in predicting green purchase intention, though they also highlight the need to extend the model to incorporate consumer trust and greenwashing perceptions (Wang, Zhao and Pan, 2024). Thus, while TPB remains a valuable framework for understanding purchase intention, it needs to be adapted to address the unique challenges of green marketing, such as greenwashing and credibility.
[bookmark: _Toc231280413]2.6 Perceived Greenwashing Risk
Perceived greenwashing risk refers to the consumer’s belief that a company’s environmental claims are exaggerated, misleading, or unsubstantiated (Lu et al., 2022). This perception is particularly relevant in markets like FMCG, where greenwashing can undermine the effectiveness of green marketing strategies and erode consumer trust (Emmanuel et al., 2026). Greenwashing occurs when firms make environmental claims that are either misleading or vague, without adequate substantiation (Carreño, 2023). Recent studies have shown that greenwashing can negatively affect consumer trust and purchase intention, especially when consumers believe that companies are using environmental claims for image management rather than genuine commitment (Koch and Denner, 2025).
The literature shows that perceived greenwashing risk has a moderating effect on the relationship between green marketing credibility and consumer trust (Hossain et al., 2025; Mohammed et al., 2025; Ha, 2022). When consumers perceive a brand’s green claims as exaggerated or unsubstantiated, they are less likely to trust the brand, even if the claims are technically accurate (Hossain et al., 2025). This is particularly important in markets where sustainability is a significant factor in purchase decisions  (Ha, 2022). Research by Li (2025) and Suphasomboon and Vassanadumrongdee (2025) highlights that greenwashing risk weakens the positive effects of credible green marketing by diminishing consumer trust in the brand.
Perceived greenwashing risk matters because it can undermine the effectiveness of green marketing even in the absence of deceptive intentions (Mohammed et al., 2025). Skeptical consumers interpret vague or exaggerated claims as intentional deception, which leads to negative brand perceptions (Nguyen-Viet and Tran, 2024). This is especially true when a company is under regulatory scrutiny, such as Unilever’s 2023 investigation by the CMA into the veracity of its environmental claims. Public investigations such as these heighten consumer awareness of greenwashing and increase perceived risk, making it more difficult for firms to build credibility through green messaging alone.
The CMA’s Green Claims Code (2024) emphasizes the importance of substantiating claims with credible evidence and providing clear and transparent information to consumers. Regulatory scrutiny of greenwashing practices highlights how perceived risk is not just a matter of consumer suspicion; it also reflects broader industry dynamics, where green claims are increasingly subject to legal and regulatory checks. Unilever’s case shows that even well-established brands can be scrutinized, leading to increased consumer awareness of the risks associated with misleading environmental claims.
Perceived greenwashing risk is especially critical in high-scepticism contexts, such as the UK, where consumers are becoming more environmentally conscious and are increasingly wary of exaggerated or superficial sustainability claims. This risk is more pronounced when brands fail to align their environmental claims with their actual practices. In such environments, greenwashing risk can significantly weaken the impact of green marketing credibility, making it a crucial moderator in the relationship between green claims, trust, and consumer behaviour.
[bookmark: _Toc231280414]2.7 Theoretical Framework
This study is guided by three main theories: Signalling Theory, Attribution Theory, and the Theory of Planned Behaviour (TPB). Together, these theories help explain how green marketing credibility influences consumer trust and purchase intention, and why perceived greenwashing risk may weaken this process.
[bookmark: _Toc231280415]2.7.1 Signalling Theory
Signalling Theory is the foundation of this study’s theoretical framework. It explains why sustainability claims act as signals to reduce information asymmetry between firms and consumers (Friske et al., 2023). Spence’s original theory (1973) asserts that in situations of uncertainty, firms use signals—such as labels, certifications, and claims—to convey information that consumers cannot verify directly. For FMCG brands, green marketing signals are crucial because environmental attributes are credence goods, meaning they cannot be verified by consumers before purchase (Van Hoang et  al., 2025). Signalling Theory thus helps explain why credible signals (i.e., clear, specific, and substantiated claims) enhance consumer trust and purchase intention.
[bookmark: _Toc231280416]2.7.2 Attribution Theory
Attribution Theory adds depth to this framework by explaining how consumers interpret the motives behind sustainability claims. Consumers are not passive receivers of information; they attribute motives to companies based on the signals they observe (Ross et al., 2025). When companies make environmental claims that seem exaggerated or unsubstantiated, consumers may attribute those claims to opportunism rather than genuine environmental concern. This attribution process is central to understanding greenwashing risk, which weakens the credibility of green marketing messages.
Attribution Theory originally suggests that individuals try to identify the causes behind observed behaviour and assign responsibility or motive to the actor involved (Heider, 1958). In the context of green marketing, this means consumers do not simply receive sustainability messages passively; they actively judge whether those claims reflect genuine environmental concern or strategic image management. Persakis et al. (2025) argue that when sustainability claims appear inconsistent with wider corporate behaviour, consumers are more likely to attribute self-serving motives to the brand. Similarly, Sun and Shi (2022) show that greenwashing perceptions weaken trust and purchase intention because consumers interpret vague or exaggerated claims as opportunistic or deceptive. However, Ross et al. (2025) suggest that attribution depends on the signals and context available to audiences, which means that specific evidence and consistent communication may encourage consumers to attribute claims to genuine commitment rather than manipulation.
[bookmark: _Toc231280417]2.7.3 Theory of Planned Behaviour
The Theory of Planned Behaviour helps explain how beliefs and attitudes translate into behavioural intention. According to TPB, intention is influenced by attitude, subjective norms, and perceived behavioural control. In consumer research, this theory is widely used to explain why individuals plan to purchase or avoid certain products (Correia et al., 2023; Wang, Zhao and Pan, 2024). 
In the context of green marketing, TPB is useful because it helps explain purchase intention as the immediate predictor of behaviour. However, green purchasing also involves uncertainty about whether environmental claims are true. For this reason, TPB alone is not enough. Trust and greenwashing perceptions add important explanatory value because they shape how consumers evaluate the brand before intention is formed.
Ajzen (1991) argues that behavioural intention is shaped by attitude, subjective norms and perceived behavioural control, and this framework has been widely used in consumer behaviour research. In green marketing studies, Correia et al. (2023) and Wang, Zhao and Pan (2024) support the usefulness of TPB in predicting green purchase intention. However, other authors argue that TPB alone does not fully explain sustainable purchasing. Frommeyer et al. (2022) show that intention is only a partial proxy for actual behaviour, while Syed et al. (2024) note that green purchasing is also shaped by wider constraints such as price, convenience, habit and uncertainty. This suggests that TPB is valuable but incomplete when used alone, which justifies extending it in the present study through the inclusion of trust and perceived greenwashing risk.
These three theories work well together in this study. Signalling Theory explains why green claims matter. Attribution Theory explains how consumers interpret those claims. TPB explains how these perceptions influence purchase intention. Together, they support the argument that credible green communication can increase trust and purchase intention, but that this effect may be weakened when consumers perceive greenwashing risk.
2.8 Research Gap and Justification
Although the literature on green marketing has grown significantly, several important gaps remain. First, much of the existing literature examines green marketing in a broad way without focusing specifically on green marketing credibility as a distinct construct. Many studies discuss sustainability communication, eco-labels, or green branding, but fewer examine how the credibility of environmental claims shapes trust and purchase intention together. This creates a need for more focused research on credibility as a central driver of consumer response.
Second, while trust is widely recognised as important in green marketing, it is often studied as a general outcome rather than as a mechanism linking green marketing credibility to purchase intention. There is still limited research that clearly explains how trust works between these variables, especially in the FMCG sector. This study addresses that gap by treating consumer trust as a central mediating variable.
Third, previous studies have examined greenwashing, but fewer studies have explored perceived greenwashing risk as a moderating factor that can weaken the positive effect of credibility on trust. This is an important gap because consumers may still react negatively to green claims even when those claims appear reasonable, especially if they already suspect greenwashing. Therefore, examining greenwashing risk as a moderator adds greater depth to current understanding.
Fourth, much of the existing evidence comes from general sustainability settings, non-FMCG industries, or countries outside the UK. However, the FMCG sector has unique features such as low involvement, frequent purchase, high competition, and quick decision-making. These features may shape consumer reactions differently from other sectors. In addition, the UK is a relevant setting because environmental claims are increasingly monitored and consumers are becoming more aware of greenwashing concerns.
Fifth, there is limited research that looks at a well-known FMCG company such as Unilever in a context where sustainability claims are both highly visible and subject to public scrutiny. This makes the present study timely and relevant. A case linked to Unilever allows the research to move beyond general theory and examine how green marketing credibility operates in a real and highly visible market setting.
The study is therefore justified on theoretical, contextual, and practical grounds. Theoretically, it develops understanding of how credibility, trust, purchase intention, and greenwashing risk are connected. Contextually, it applies this model to the UK FMCG sector, where green marketing is common but consumer scepticism is growing. Practically, the study can provide useful insights for firms that want to communicate sustainability effectively without damaging trust.
Overall, this dissertation addresses an important gap by examining how green marketing credibility influences purchase intention through trust, and how perceived greenwashing risk may weaken this relationship in the specific context of UK FMCG consumers and Unilever products.
[bookmark: _Toc231280418]2.8 Conceptual Model and Hypotheses
The conceptual model is grounded in the idea that green marketing credibility drives consumer trust, which in turn influences purchase intention. The model also incorporates perceived greenwashing risk as a moderator that weakens the relationship between credibility and trust. The conceptual framework of the study is provided in figure 2.1.
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FIGURE 2.1: CONCEPTUAL FRAMEWORK
Perceived greenwashing risk is treated as a moderator because the literature suggests that the effect of credible green marketing is not equally strong for all consumers. Even when sustainability claims appear clear and believable, consumers who already suspect exaggeration or image-driven environmental communication may be less willing to convert perceived credibility into trust. In this sense, greenwashing risk changes the strength of the relationship between green marketing credibility and consumer trust rather than acting as a direct predictor alone. This position is consistent with Attribution Theory and with prior studies showing that greenwashing perceptions weaken trust responses to green communication (Sun and Shi, 2022; Hossain et al., 2025; Persakis et al., 2025).
Based on the literature review and conceptual framework, following hypothesis are proposed for the study; 
1. H1: Perceived green marketing credibility has a significant positive effect on purchase intention.
1. H2: Perceived green marketing credibility has a significant positive effect on consumer trust. 
1. H3: Consumer trust positively mediates the relationship between perceived green marketing credibility and purchase intention.
1. H4: Perceived greenwashing risk negatively moderates the relationship between perceived green marketing credibility and consumer trust.
[bookmark: _Toc231280419]2.9 Chapter summary
This chapter reviewed the literature relevant to green marketing credibility, consumer trust, purchase intention and perceived greenwashing risk in FMCG. The review showed that green marketing in FMCG is important because these products are purchased frequently, evaluated quickly and increasingly marketed with environmental claims. It also showed that green communication is only effective when consumers find it credible. Credibility depends on authenticity, transparency, consistency, evidence and traceability, while trust functions as the key mechanism that translates credible communication into behavioural readiness. The review further showed that purchase intention is a useful but imperfect proxy for actual behaviour, and that perceived greenwashing risk is especially important in sceptical and highly scrutinised contexts such as UK FMCG. On this basis, the chapter developed the theoretical framework, conceptual model and hypotheses that guide the empirical analysis in the next chapter. 


[bookmark: _Toc231280420]Chapter Three: Methodology
[bookmark: _Toc231280421]3.1 Chapter Overview
This chapter explains the methodology used to examine how UK consumers perceive Unilever’s sustainability claims and how those perceptions shape trust and purchase intention. It is designed to match the aim, objectives, research questions, and conceptual model developed in Chapters Two. In particular, the study focuses on four constructs: green marketing credibility, consumer trust, perceived greenwashing risk, and purchase intention. It also reflects the study’s interest in UK consumers of Unilever personal care and household products rather than in broader sustainability attitudes or technical auditing of environmental claims. 
The chapter is organised around the research onion framework. It discusses the research philosophy, research approach, research design, population and sampling, data collection instrument, data collection procedure, data analysis, ethical considerations, methodological limitations, and a final chapter summary. The purpose is not only to describe the chosen methods, but also to justify why they are more suitable for this dissertation than alternative methodological choices (Saunders et al., 2019; Creswell and Creswell, 2022). 
[bookmark: _Toc231280422]3.2 Research Onion Framework
The research onion developed by Saunders et al. (2019) is a useful framework because it presents methodology as a set of connected layers, beginning with philosophy and moving through approach, strategy, time horizon, and techniques. It helps ensure consistency between the research problem, the theoretical framework, the questionnaire, and the statistical methods. Since this study aims to test specific hypotheses about the relationships among green marketing credibility, trust, greenwashing risk, and purchase intention, the research onion offers a logical structure for making these choices transparent and academically defensible. 
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FIGURE 1: THE RESEARCH ONION 
(Source: Saunders et al., 2019)
In this study, the outer layer is positivism, because the study seeks measurable evidence about relationships among variables. The next layer is deduction, because the hypotheses are derived from prior theory and literature. The methodological choice is mono-method quantitative research, the strategy is a survey, and the time horizon is cross-sectional. Finally, the inner layer consists of an online self-administered questionnaire and statistical analysis using SPSS and PROCESS Macro. Descriptive statistics, reliability analysis, correlation analysis and regression analysis were performed in SPSS. Hayes’ PROCESS Macro was used for the more specific conditional relationship tests: Model 4 was used to test whether consumer trust mediated the relationship between green marketing credibility and purchase intention, while Model 1 was used to test whether perceived greenwashing risk moderated the relationship between green marketing credibility and consumer trust. This sequence is appropriate because the research questions are explanatory rather than exploratory, and the study requires numerical evidence rather than narrative interpretation (Saunders et al., 2019; Creswell and Creswell, 2022). 
[bookmark: _Toc231280423]3.3 Research Philosophy
Research philosophy refers to the assumptions a researcher makes about knowledge and how it can be developed. In business and management research, common positions include positivism, interpretivism, realism, and pragmatism (Turyahikayo, 2021). Positivism is suitable when the researcher treats social phenomena as measurable and seeks patterned relationships through structured observation. Interpretivism is more appropriate when the aim is to understand subjective meanings in depth. Pragmatism is often linked to mixed methods and problem-focused design choices (Saunders et al., 2019; Creswell and Creswell, 2022). 
This study adopts a positivist philosophy. That choice is justified because the study is built around clearly defined constructs, hypotheses, and numerical measurement. Green marketing credibility, consumer trust, perceived greenwashing risk, and purchase intention are all treated as variables that can be measured through standardised questionnaire items and then tested statistically. The study therefore assumes that consumer perceptions can be observed indirectly through responses to a survey instrument and that relationships among those responses can be analysed objectively. This fits the aim of examining whether credibility influences trust and purchase intention in a structured and testable way. 
Interpretivism was considered but not selected. Although interviews or focus groups could have produced richer insights into how consumers emotionally interpret Unilever’s sustainability claims, that approach would be less suitable for testing mediation and moderation. Likewise, pragmatism could justify a mixed-methods design, but that would increase the scope of the study and reduce methodological focus. For this study, positivism provides the strongest fit because it supports objectivity, comparability across respondents, and hypothesis testing. Even so, this position has a limitation: consumers’ views are social and psychological, so no questionnaire can capture their full complexity. This limitation is acknowledged and managed through careful questionnaire design and cautious interpretation of the results (Saunders et al., 2019). 
[bookmark: _Toc231280424]3.4 Research Approach
Research approach concerns the relationship between theory and data. A deductive approach starts with theory, develops hypotheses, and then tests them using empirical evidence (Gilgun, 2019). By contrast, an inductive approach builds theory from the data, while an abductive approach moves back and forth between data and theory (Saunders et al., 2019). This study uses a deductive approach because the hypotheses were already developed in Chapter Two from Signalling Theory, Attribution Theory, and the Theory of Planned Behaviour. 
Deduction is appropriate because the study is not trying to create a new theory of green consumer behaviour. Instead, it tests whether previously identified relationships also apply in the specific context of UK consumers and Unilever products (Gilgun, 2019). The literature review already suggested that credible green claims should increase trust and purchase intention, while perceived greenwashing risk should weaken the credibility–trust relationship. The questionnaire was therefore developed to measure these constructs directly. This creates clear alignment among theory, hypotheses, questionnaire items, and statistical tests, which is a major strength of the methodological design (Chen and Chang, 2013; Sun and Shi, 2022). 
[bookmark: _Toc231280425]3.5 Research Design
This study uses a quantitative, cross-sectional survey design. A quantitative design is appropriate because the study aims to measure variables numerically and test their relationships through statistical analysis (Harrison, 2020). It is therefore more suitable than a qualitative design, which would be better for exploring meanings in depth but weaker for hypothesis testing and comparison across a larger number of respondents (Creswell and Creswell, 2022). 
The survey strategy is also appropriate because it allows the researcher to collect standardised data from multiple consumers efficiently. This is especially useful in consumer behaviour research where attitudes, perceptions, and intentions must be measured in a consistent format (Rasori et al., 2022). The questionnaire designed for this study includes screening questions, demographic questions, and multi-item Likert-scale statements for each construct. This structure allows the researcher to compare respondents systematically and examine patterns across the sample (Castro et al., 2023). It also supports anonymity, which is helpful when respondents are asked about scepticism, trust, and possible greenwashing. 
The time horizon is cross-sectional, meaning data are collected at one point in time. A cross-sectional design is suitable because the study aims to provide a current snapshot of how consumers evaluate Unilever’s sustainability claims. However, cross-sectional research has an important weakness: it supports evidence of association more strongly than evidence of temporal causality. Researchers can examine whether variables move together, but they cannot fully establish cause and effect over time without multi-wave or longitudinal data (Setia, 2016; Maier et al., 2023). For that reason, the findings of this study will be interpreted as evidence of statistically meaningful relationships rather than proof of long-term causal processes. 
[bookmark: _Toc231280426]3.6 Population and Sampling
The target population is UK resident consumers aged 18 or above who have purchased at least one Unilever personal care or household product within the last six months. It is appropriate because the study is concerned with consumer perceptions of a named FMCG company in a specific national context. Restricting participation to recent purchasers improves relevance, since such respondents are more likely to recognise the products and recall exposure to sustainability-related packaging, labels, or brand communication. 
The study uses non-probability convenience sampling with purposive screening. Convenience sampling is practical because it allows access to respondents through online networks such as social media and university communities. Purposive screening strengthens this design by ensuring that only respondents who meet the study criteria are included (Obilor, 2023). This is why the questionnaire begins with screening questions on age, residence, and recent purchase of relevant Unilever products. This design is realistic within the time and access limits of the study, although it does reduce statistical representativeness (Saunders et al., 2019). 
A target of around 100 valid responses is appropriate for this small-scale quantitative study. While the sample size offering a stronger base for descriptive analysis, reliability testing, regression, mediation, and moderation. Still, the sample should not be treated as fully representative of all UK consumers. Online convenience samples often overrepresent younger, more educated, and more digitally active individuals. This limitation does not make the study invalid, but it does mean that the findings should be interpreted as context-specific rather than fully generalisable to the whole market (Maier et al., 2023). 
[bookmark: _Toc231280427]3.7 Data Collection Instrument
The primary instrument is an online self-administered questionnaire. This is appropriate because the study requires standardised responses that can be coded and analysed statistically (Leon et al., 2022) Online questionnaires are also cost-effective, easy to distribute, and convenient for respondents, especially when the target population is geographically dispersed across the UK (Almusaed et al., 2025). Because there is no interviewer present, the method may also reduce interviewer bias. However, it can increase the risk of rushed or inattentive responses, so item wording must remain clear and simple. 
The questionnaire contains three sections. The first section includes screening questions to confirm that respondents were aged 18 or above, resident in the UK, and had purchased at least one Unilever personal care or household product within the last six months. The second section includes 7–8 demographic and profile questions. The third section measures the four main constructs using 5-point Likert-scale items ranging from 1 = strongly disagree to 5 = strongly agree. Likert-type scales are widely used to measure perceptions, opinions, and attitudes because they allow respondents to express degree of agreement in a structured way (Castro et al., 2023). This makes them suitable for constructs such as credibility, trust, risk perception, and purchase intention, which are psychological and cannot be observed directly (Koo, 2025). 
The items for green marketing credibility, consumer trust, perceived greenwashing risk, and purchase intention were adapted from the conceptual definitions and prior studies discussed in Chapter Two, especially Chen and Chang (2013), Sun and Shi (2022), Wang et al. (2022), and Nguyen-Viet et al. (2024). This supports content validity, because the items are grounded in existing research rather than written in an arbitrary way. In addition, the instrument should be pre-tested with a small number of eligible respondents or peers before full distribution in order to improve clarity, wording, and flow. This is a useful step for reducing ambiguity and strengthening the overall quality of the final data collection instrument (Saunders et al., 2019). 
[bookmark: _Toc231280428]3.8 Data Collection Procedure
Data will be collected through an online platform - Google Forms. A short participant information statement will appear at the beginning of the survey, explaining the purpose of the study, the voluntary nature of participation, the expected completion time, and the use of anonymous data for academic purposes only. Respondents will then provide consent before proceeding to the screening questions. Those who do not meet the eligibility requirements will be screened out automatically. 
After the screening stage, eligible participants will complete the demographic items and the Likert-scale statements. The survey link will be distributed through relevant online networks. Once data collection is complete, responses will be downloaded for cleaning and analysis. Incomplete responses will be removed, and responses showing obvious non-engagement will be checked carefully. This procedure supports transparency and consistency and is appropriate for a low-risk consumer survey. 
[bookmark: _Toc231280429]3.9 Data Analysis
The data will be analysed using IBM SPSS Statistics and PROCESS Macro. The analysis will begin with data cleaning, coding, and descriptive statistics. Frequencies and percentages will be used to describe the demographic profile of respondents, while means and standard deviations will summarise the main variables. This first stage will help the researcher understand the sample and identify any unusual patterns in the data. 
Next, Cronbach’s alpha will be used to assess the internal consistency of the multi-item scales. Cronbach’s alpha is commonly used as an indicator of scale reliability or internal consistency, although it should not be interpreted mechanically or treated as proof that all items measure exactly the same thing. Values around 0.70 or above are often treated as acceptable in practice, but interpretation should still consider the number of items and the nature of the construct being measured (Taber, 2018). 
After reliability testing, correlation analysis will be used to examine the direction and strength of the relationships among the variables. Multiple regression analysis will then be used to test the direct effects, especially whether perceived green marketing credibility predicts purchase intention and consumer trust. Mediation analysis will examine whether consumer trust explains the relationship between credibility and purchase intention, while moderation analysis will test whether perceived greenwashing risk weakens the effect of credibility on trust. PROCESS Macro is suitable for this stage because it is specifically designed for mediation, moderation, and conditional process analysis and is widely used in business and social science research (Hayes, 2022). 
Bootstrapping will be used when testing the indirect effect because it is a common and robust approach for mediation analysis. In addition, the study will check key assumptions such as missing values, multicollinearity, and the general pattern of distributions before final interpretation. Because the dependent variable is purchase intention rather than actual buying behaviour, the findings will be interpreted as showing behavioural tendency rather than confirmed market action, which is consistent with the literature reviewed in Chapter Two. 
[bookmark: _Toc231280430]3.10 Ethical Considerations
This study is a low-risk piece of academic research, but ethical care remains essential. It will follow the ethical guidance of the university and the general principles outlined in the British Psychological Society’s Code of Human Research Ethics, especially respect for participants, valid consent, confidentiality, and minimising harm (British Psychological Society, 2021). 
Participation will be voluntary, and respondents will be informed about the purpose of the study before they begin. No names, phone numbers, or other direct identifiers will be collected. Data will be stored securely and used only for academic purposes. The study does not involve vulnerable groups, deception, or sensitive personal questions beyond general demographic information. Because the survey asks about attitudes to brand claims rather than personal trauma or illegal behaviour, the ethical risk is low. Even so, respondents will be free to stop the survey at any point before submission. 
[bookmark: _Toc231280431]3.11 Methodological Limitations
Although the methodology is appropriate for the aims of the study, it has several limitations. First, the cross-sectional design does not allow strong claims about temporal causality. The study can show association, but not how consumer perceptions change over time or whether one variable definitely causes another in a long-term sense. Second, the use of convenience sampling limits generalisability because the sample may not reflect the full diversity of UK consumers. Third, the study relies on self-reported questionnaire data, which may be affected by inattentive responding, social desirability bias, or differences in how respondents interpret survey items (Maier et al., 2023). 
A further limitation is that the study focuses on purchase intention rather than actual purchase behaviour. Intention is widely accepted in consumer research, but real purchase decisions are also affected by price, convenience, habit, and product availability. Finally, the study focuses on one company and one country. This strengthens contextual relevance but means the findings cannot be generalised automatically to all FMCG brands or all markets. These limitations do not weaken the value of the study, but they do shape how the results should be interpreted and discussed. 
[bookmark: _Toc231280432]3.12 Chapter Summary
This chapter has explained and justified the methodology used in the study. Using the research onion as a guiding structure, the study adopted a positivist philosophy, a deductive approach, and a quantitative cross-sectional survey design. The target population is UK consumers who have recently purchased Unilever personal care or household products, and data will be collected through an online questionnaire using 5-point Likert-scale measures of green marketing credibility, consumer trust, perceived greenwashing risk, and purchase intention. The chapter also outlined the sampling strategy, data collection procedure, analytical techniques, ethical safeguards, and methodological limitations. Overall, the methodology is well aligned with the aim, research questions, hypotheses, and conceptual framework developed in the previous chapters, and it provides a clear basis for the empirical analysis in Chapter Four. 
[bookmark: _Toc231280433]
Chapter Four: Findings and Analysis
[bookmark: _Toc231280434]4.1 Chapter Overview
This chapter presents the findings from the primary quantitative data collected through an online questionnaire. The aim is to analyse how UK consumers perceive Unilever’s sustainability claims and how these perceptions influence consumer trust and purchase intention. The analysis focuses on four variables: green marketing credibility, consumer trust, perceived greenwashing risk and purchase intention. 85 surveys were initially obtained. The data was screened prior to analysis to ensure only valid and usable responses remained in the data. Two of the responses were omitted because they were duplicate responses. One additional response was eliminated due to the respondent's answering the same response for every Likert item, resulting in possible non-engagement or straight-line responding. Following this screening and quality checking process, a total of 82 valid responses were left for analysis. These responses are from eligible UK consumers who had bought a Unilever personal care or home product. The final data were analysed using SPSS and Hayes’ PROCESS Macro. The chapter presents the respondent profile, reliability analysis using Cronbach’s alpha, Pearson correlation analysis, regression analysis, mediation analysis and moderation analysis. These findings provide the basis for testing the study’s hypotheses.
[bookmark: _Toc231280435]4.2 Respondent Demographic Profile
The final sample included 82 valid respondents. The demographic profile is important because it shows whether the participants were suitable for a study focused on UK consumers of Unilever personal care and household products. Overall, the sample was relevant because most respondents were regular or occasional buyers of Unilever products.
Table 4.1: Demographic Profile of Respondents
	Demographic variable
	Category
	Frequency
	Percentage

	Age group
	18–24
	9
	11.0%

	
	25–34
	28
	34.1%

	
	35–44
	22
	26.8%

	
	45–54
	23
	28.0%

	Gender
	Male
	49
	59.8%

	
	Female
	33
	40.2%

	Highest education level
	Secondary school or below
	18
	22.0%

	
	College / A-level / Diploma
	29
	35.4%

	
	Bachelor’s degree
	21
	25.6%

	
	Master’s degree
	9
	11.0%

	
	Doctorate
	5
	6.1%

	Employment status
	Full-time employed
	29
	35.4%

	
	Part-time employed
	18
	22.0%

	
	Self-employed
	23
	28.0%

	
	Student
	6
	7.3%

	
	Unemployed
	6
	7.3%

	Monthly personal income
	Less than £1,500
	15
	18.3%

	
	£1,500–£2,499
	38
	46.3%

	
	£2,500–£3,499
	21
	25.6%

	
	£3,500–£4,499
	3
	3.7%

	
	£4,500 or above
	5
	6.1%

	UK location
	England
	31
	37.8%

	
	Scotland
	10
	12.2%

	
	Wales
	23
	28.0%

	
	Northern Ireland
	18
	22.0%

	Frequency of buying Unilever products
	Very often
	10
	12.2%

	
	Often
	32
	39.0%

	
	Sometimes
	39
	47.6%

	
	Rarely
	1
	1.2%

	Most purchased Unilever category
	Personal care products
	35
	42.7%

	
	Household cleaning products
	31
	37.8%

	
	Both equally
	16
	19.5%

	Total valid responses
	
	82
	100.0%


The final sample consisted of 82 valid respondents. The demographic profile is significant as it demonstrates whether the respondents were appropriate to take part in a study dedicated to the consumers of Unilever household and personal care products in the UK. In general, the sample was also pertinent as the majority of the respondents were regular or occasional customers of Unilever products.
The age distribution indicates that the majority of the respondents were working-age consumers. The largest group was aged 25–34 years, representing 34.1% of the sample, followed by 45–54 years at 28.0% and 35–44 years at 26.8%. Only 11.0% were aged 18–24. This would indicate that the sample primarily consisted of mature consumers who would probably make habitual household purchasing choices.
Gender wise, 59.8% of the respondents were male and 40.2% were female. In spite of the fact that the sample was a bit male dominated, both genders were represented. Education profile also reveals that a significant number of respondents had a reasonable level of education with 35.4% having college, A-level or diploma qualification and 42.7% having a bachelor degree or higher qualification. This comes in handy since the research demanded the respondents to measure the sustainability assertions, credibility and risk of greenwashing.
The results of the employment indicated that majority of the respondents were economically active with 35.4% full-time employed, 22.0% part-time employed and 28.0% self-employed. This enhances the applicability of the results since such respondents will tend to make their own purchasing decisions. The sample of middle and low-income was indicated by the fact that income was mostly concentrated between low and middle-income, between the range of £1,500 to £3,499 per month.
The respondents were spread across all the regions of the UK with the largest proportion being England. Above all, nearly all the respondents purchased Unilever products occasionally, frequently or very frequently. This confirms that the sample was appropriate in terms of studying perceptions on the sustainability claims by Unilever.
[bookmark: _Toc231280436]4.3 Reliability Analysis
The reliability analysis was done to verify the internal consistency of the measurement scales. As the study measured four latent variables with several Likert-scale items, Cronbach’s alpha was utilized to determine whether the items in each construct were consistent. 
Table 4.2: Reliability Statistics for Study Variables
	Construct
	Measurement items
	Cronbach’s alpha
	Number of items
	Reliability decision

	Perceived Greenwashing Risk
	PGR1–PGR5
	0.635
	5
	Acceptable

	Consumer Trust
	CT1–CT5
	0.792
	5
	Good

	Purchase Intention
	PI1–PI5
	0.620
	5
	Acceptable

	Green Marketing Credibility
	GMC1–GMC5
	0.758
	5
	Good


The results show that all constructs had acceptable reliability. The highest alpha value of 0.792 was in consumer trust, followed by green marketing credibility with alpha of 0.758, which is good internal consistency. Perceived greenwashing risk alpha has a value of 0.635, and purchase intention has a value of 0.620. Even though these two values fall below the optimal 0.70, they are above 0.60 and can be used in exploratory research. Thus, all constructs were believed to be reliable and could be further analysed using statistics.
[bookmark: _Toc231280437]4.4 Correlation Analysis
The Pearson correlation analysis was undertaken to study the strength and the direction of the relationships between the four main variables. 
Table 4.3: Pearson Correlation Matrix
	Variable
	Perceived Greenwashing Risk
	Green Marketing Credibility
	Consumer Trust
	Purchase Intention

	Perceived Greenwashing Risk
	1
	
	
	

	Green Marketing Credibility
	.389**
	1
	
	

	Consumer Trust
	.850**
	.481**
	1
	

	Purchase Intention
	.752**
	.653**
	.870**
	1


Note: N = 82. Correlation is significant at the 0.01 level, two-tailed.
The results show that all variables were significantly related at the 0.01 level. There was strong positive correlation between credibility of green claims by Unilever and purchase intention r = .653. Consumer trust was also positively correlated with green marketing credibility, r =.481, indicating that and credible green marketing claims are positively linked with increased brand trust. The highest correlation was found between consumer trust and purchase intention, r =.870 and this indicates that trust has a significant role in determining level of consumer willingness to buy Unilever products. Significant positive correlations were also observed between perceived greenwashing risk and this was unexpected, and may be reflecting the awareness by those who are being perceived as being greenwashed.
[bookmark: _Toc231280438]4.5 Regression Analysis
The regression analysis was done to examine the direct relationships between the study variables. There were two models studied. The two models, which were tested, are Model 1 which tested whether green marketing credibility predicts consumer trust, and Model 2 which tested whether green marketing credibility and consumer trust predict purchase intention.
[bookmark: _Toc231280439]4.5.1 Model 1: Green Marketing Credibility Predicting Consumer Trust
In Model 1, the regression model was statistically significant, F(1, 80) = 24.134, p < .001. The R2 was.232 which implied that the credibility of green marketing explained 23.2 percent of the change in consumer trust. This demonstrates that credibility is a significant predictor of trust, but other factors that were not a part of the model might also have an influence on consumer trust. 


Table 4.4: Regression analysis for Model 1
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The coefficient result showed that green marketing credibility had a significant positive effect on consumer trust, B = .430, SE = .087, β = .481, t = 4.913, p < .001. This implies that the more the respondents found the claims of sustainability made by Unilever as more credible, the further they believed the brand. Thus, Hypothesis 2 is confirmed. This observation implies that credibility is not only a key element of communication, but it is also a factor that contributes to consumer trust on Unilever environmental claims.
[bookmark: _Toc231280440]4.5.2 Model 2: Green Marketing Credibility and Consumer Trust Predicting Purchase Intention
Model 2 was used to test the impact of the credibility of the green marketing and the trust that consumers hold towards the marketing strategies on their purchase intention. The model was statistically significant, F(2, 79) = 191.596, p < .001. The R2 value was 0.829, which implies that both of the predictors in combination were able to explain 82.9% of the variation in purchase intention. This is quite a robust level of explanation and indicates that the model has a high predictive value.

Table 4.5: Regression analysis for Model 2
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Green marketing credibility positively and significantly influenced purchase intention, B = .261, SE = .045, β = .305, t = 5.743, p < .001. This implies that consumers who believed that Unilever had more credible green claims were more prone to report more purchase intention. Thus, Hypothesis 1 is accepted. Consumer trust also had a positive and significant effect on purchase intention, B = .694, SE = .051, β = .724, t = 13.638, p < .001. The beta value indicates that consumer trust was the better predictor than green marketing credibility. This implies that convincing sustainability claims are significant, yet more influential on purchase intention when customers place their trust in the brand.
On the whole, the regression findings reveal that credibility of green marketing enhances consumer trust and purchase intention. They also reveal how consumer confidence is a key factor of determining purchase intention. Such results present a good foundation to the mediation analysis.
[bookmark: _Toc231280441]4.6 Mediation Analysis
To assess whether consumer trust is the reason behind the relationship between the credibility of green marketing and purchase intention, the mediation analysis was carried out with the help of Hayes PROCESS Macro Model 4. 
The findings show that green marketing credibility had a significant positive effect on consumer trust, B = .4295, SE = .0874, t = 4.9126, p < .001. This implies that the respondents who found Unilever green marketing claims to be more believable were likely to believe the brand. Consumer trust also had a significant positive effect on purchase intention, B = .6936, SE = .0509, t = 13.6379, p < .001. This indicates that the greater trust in Unilever was, the greater was the intention to buy its personal care and household products.
The direct effect of green marketing credibility on purchase intention remained significant after consumer trust was included in the model, B = .2606, SE = .0454, t = 5.7429, p < .001. This shows that credibility was still having a direct influence on purchase intention but some of its influence was also mediated by consumer trust. The indirect effect was 0.2979 with a bootstrapped confidence interval between 0.1203 and 0.4423. Since this interval does not include zero, the mediation effect is statistically significant.
Thus, Hypothesis 3 is accepted. This implies that the association between credibility of green marketing and purchase intention is significantly mediated by consumer trust. Practically, believable sustainability assertions enhance purchase intention, in part, since they foster trust. This is a significant finding as it supports the concept that trust is a very important mechanism in the conceptual model of the study.
[bookmark: _Toc231280442]4.7 Moderation Analysis
The moderation analysis was done with the help of the PROCESS Macro Model 1 developed by Hayes. It was aimed to test whether the perceived risk of greenwashing moderates the relationship between green marketing credibility and consumer trust. The independent variable in this model was the green marketing credibility, the dependent variable was the consumer trust and the moderator was the perceived greenwashing risk.
The overall moderation model was significant, F (3, 78) = 78.2395, p <.001 and explained 75.06 per cent of the variance in consumer trust. The most important finding though, is the interaction term between green marketing credibility and the perceived risk of greenwashing. This interaction was not statistically significant, B = -.0411, SE = .0591, t = -.6946, p = .4893. The 95% confidence interval also included zero, CI [-.1588, .0767], and the interaction explained only a very small and non-significant additional amount of variance, ΔR² = .0015, F(1, 78) = .4825, p = .4893. This implies that the perceived greenwashing risk did not have a significant negative or positive effect on the relationship between green marketing credibility and consumer trust.
Thus, Hypothesis 4 is rejected. Although perceived greenwashing risk had a significant positive direct effect on consumer trust, B = .7877, SE = .2248, t = 3.5045, p = .0008, this result was not expected theoretically. One of the reasons could be that the respondents might have perceived the greenwashing items as general awareness of green marketing instead of being suspect of making misleading claims. Again, there is a possibility that consumers who are well exposed to Unilever might not be swayed by the broader greenwashing issues.
On balance, the moderation analysis reveals that the risk of greenwashing did not manifest itself as expected in this sample. This does not imply that the role of greenwashing is not important, just that its role is not that simple in the Unilever UK FMCG context.
[bookmark: _Toc231280443]4.8 Hypothesis Testing Summary
The hypothesis testing results show that three out of four hypotheses were supported. H1 was proved right as the credibility in green marketing had a strong positive impact on purchase intention. H2 was upheld since the credibility of green marketing significantly and positively influenced consumer trust. H3 was also supported on the account of consumer trust which had a significant mediation value between the relationship between green marketing credibility and purchase intention.
Table 4.6: Summary of Hypothesis Testing
	Hypothesis
	Relationship tested
	Test used
	Result
	Decision

	H1
	Green marketing credibility → Purchase intention
	Regression
	B = .261, p < .001
	Supported

	H2
	Green marketing credibility → Consumer trust
	Regression
	B = .430, p < .001
	Supported

	H3
	Green marketing credibility → Consumer trust → Purchase intention
	PROCESS Model 4
	Indirect effect = .2979; CI did not include zero
	Supported

	H4
	Green marketing credibility × Perceived greenwashing risk → Consumer trust
	PROCESS Model 1
	Interaction B = -.0411, p = .4893
	Not supported


However, H4 was not supported because the interaction between green marketing credibility and perceived greenwashing risk was not statistically significant. This means that perceived greenwashing risk did not significantly moderate the relationship between credibility and trust in this sample.
[bookmark: _Toc231280444]4.9 Chapter Summary
The chapter has provided the quantitative results outlining the valid 82 responses of the UK consumers. The demographic profile affirmed that the sample was not irrelevant since most of the respondents were economically active and had experience in the purchase of Unilever personal care or household products. The reliability analysis indicated that all the four constructs were acceptable to be further analysed, consumer trust and green marketing credibility were good in terms of reliability, whereas perceived greenwashing risk and purchase intention showed acceptable reliability. The results of correlation revealed that there were significant relationships among the key variables. Regression analysis indicated that a credibility in green marketing strongly predicted consumer trust and purchase intention, and consumer trust strongly predicted purchase intention. The mediation analysis allowed to validate the role of consumer trust as a mediator. Nonetheless, moderation analysis failed to substantiate the contribution of the perceived greenwashing risk.


[bookmark: _Toc231280445]Chapter Five: Discussion
[bookmark: _Toc231280446]5.1 Chapter Overview
This chapter critically explains the empirical evidence contained in Chapter Four of the study in relation to the research questions, hypotheses, theoretical framework, and the available literature in the study. The research investigated the moderating roles of perceived green marketing credibility in shaping consumer trust and purchase intention in the context of the sustainability claims being made by Unilever among the UK consumers and whether consumer trust mediated and perceived greenwashing risk moderated the key relationships. The analysis based on 82 valid responses supported three out of four hypotheses. Credibility of green marketing was found to have a significant influence on the purchase intention (H1) and consumer trust (H2) as well as consumer trust significantly mediated the credibility purchase intention relationship (H3). The perceived risk of greenwashing was not found to moderately regulate the credibility-trust relationship (H4). The discussion of each finding is also presented below, with references to the theory and literature.
[bookmark: _Toc231280447]5.2 Green Marketing Credibility and Purchase Intention
Regression analysis showed that perceived green marketing credibility had a significant positive effect on purchase intention, B = .261, SE = .045, β = .305, t = 5.743, p < .001, supporting H1. The respondents who found the claims of sustainability made by Unilever believable, consistent, and evidence-based indicated stronger intentions to buy its personal care and household products. This conclusion is consistent with that of Majeed et al. (2022), who argue that to make a difference, sustainability messages must be viewed as meaningful, and with Correia et al. (2023), who demonstrate that credible green communication can make a difference, only by making a difference can the sustainability message be perceived as meaningful. Similarly, Damberg et al. (2024) also confirm that substantiated claims enhance consumer attitudes towards sustainable products.
This outcome is even more important in the FMCG environment. Since the purchases are routine and low-involvement, the claims that the packaging is eco-friendly are utilized to provide cognitive shortcuts when making fast decisions (Sharadhi et al., 2023; Van Hoang et al., 2025). This is also well explained by Signalling Theory: sustainability claims are signals that minimize information asymmetry, because environmental attributes are credence goods that can neither be verified before nor after purchase (Spence, 1973; Friske et al., 2023). Whenever such signals are seen as plausible, they reduce consumer uncertainty and increase the likelihood of making a purchase. Nevertheless, the credibility coefficient in the full mediated model (B = .261) is significantly lower than the coefficient of consumer trust (B = .694), which means that the greatest effect of credibility on purchase intention is indirect through trust. Another warning given by Frommeyer et al. (2022) is that purchase intention is not equal to actual behaviour since even real decisions are still influenced by price, habit, and convenience. The result thus creates credibility as an important but partially mediated predictor of intention.
[bookmark: _Toc231280448]5.3 Green Marketing Credibility and Consumer Trust
The analysis showed that green marketing credibility had a significant positive effect on consumer trust, B = .430, SE = .087, β = .481, t = 4.913, p < .001, supporting H2. The respondents who thought these claims made by Unilever had some credibility were found to be significantly more likely to trust the brand. This finding is in line with these authors: Chen and Chang (2013) argue that green trust is developed when consumers believe that environmental claims made by the company are honest, competent, and consistently communicate. Sansome, Wilkie and Conduit (2024) additionally contend that openness should enable consumers to actually comprehend and act in the information they obtain, not just access it.
Particularly important is the outcome of a situation where consumers cannot independently verify many of Unilever environmental claims including whether packaging is truly recyclable or sourcing is truly sustainable. Here, in the information asymmetry context, perceived credibility plays the role of proxy of trustworthiness. A complementary explanation is presented by the Attribution Theory: attributing a claim to genuine environmental commitment when it seems credible, consumers are more likely to attribute it to genuine environmental commitment instead of strategic image management (Heider, 1958; Persakis et al., 2025). There is additional relevance to the UK regulatory context. The 2023 investigation by the CMA and its closure after Unilever had to make changes to some of its product claims (Competition and Markets Authority, 2024) provided a high-profile accountability moment. The fact that credibility continued to have a positive predictive value on trust in this environment, suggests that regulatory control might have partly reassured consumers, as opposed to uniformly lowering the level of trust in the claims of the brand. Unilever should however remain credible at all times across all communication platforms as revealed by Hossain et al. (2025) that despite the established brands, even they end up losing credibility when the claims conflict with a wider corporate behaviour.
[bookmark: _Toc231280449]5.4 Consumer Trust as a Mediator
The mediation analysis through the Hayes PROCESS Macro Model 4 proved that consumer trust had a significant mediating effect between green marketing credibility and purchase intention (indirect effect =.2979; 95% bootstrapped CI:.1203 to.4423), which supported H3. The influence of credibility on purchase intention was significant even after the effect of trust had been considered (B = .2606, p < .001), which is a partial mediation. Credibility thus influences purchase intention in two ways; directly by the persuasive value of credible claims and indirectly by the psychological process of trust. The two predictors together accounted 82.9% of the variance in purchase intention, a fairly high level of prediction, which confirms the theoretical coherence of the conceptual model.
The finding contributes to the literature by providing empirical evidence to link constructs commonly discussed separately. Nguyen-Viet et al. (2024) demonstrate the mediating role of the green trust in the relationship between green advertisement, CSR communication and behaviour intentions. Chen and Chang (2013) show that the trust is a focal mediating process between the green advertisement, CSR communication and behaviour intentions. The current research will narrow down these contributions by showing partial and not full mediation, and also demonstrating that credibility has an independent predictive value as well as operates through trust. This finding theoretically gives rise to the Theory of Planned Behaviour (Ajzen, 1991) as it identifies consumer trust as a key additional antecedent of purchase intention that is not reflected in standard TPB formulations. Wang, Zhao and Pan (2024) opine that TPB should be extended in green marketing research to include the mechanisms that rely on trust, and the current research provides direct empirical evidence to support that stance. The practical implication is that the sustainability communication should be structured in a way that it builds trust as a main objective, rather than just increasing awareness of the claims about environmental problems.
[bookmark: _Toc231280450]5.5 Perceived Greenwashing Risk and the Unsupported Moderation Result
The moderation analysis showed that perceived greenwashing risk did not significantly moderate the relationship between green marketing credibility and consumer trust, B = -.0411, SE = .0591, t = -.6946, p = .4893, ΔR² = .0015. Therefore, H4 was not supported. This finding does not conform to the current perception in the literature. As demonstrated by Sun and Shi (2022), the perception of greenwashing lowers the level of trust and purchase intention strength. Lu et al. (2022) show that it raises a perceived risk and reduces purchase readiness. The articles by Mohammed et al. (2025) and Hossain et al. (2025) record that even in cases where the claims made by greenwashing are technically accurate, they undermine brand loyalty. This non-significant finding thus has to be interpreted closely.
There are three most plausible explanations. To begin with, the alpha of the perceived risk of greenwashing (α = .635) was significantly lower than that of trust (α = .792) and credibility (α = .758), indicating that some respondents might have interpreted the greenwashing items as general awareness of what is happening in the entire industry and not necessarily at Unilever. This ambiguity of measurement could have dampened the interaction effect. This interpretation is consistent with the wider literature, which shows that greenwashing perceptions damage trust mainly when consumers connect the suspected exaggeration clearly to a specific brand or claim (Chen and Chang, 2013; Sun and Shi, 2022; Hossain et al., 2025).
Second, a high brand familiarity and purchase frequency of the Unilever products in the sample could have created a protective buffer: the brand-specific trust may be preserved in the consumers when they regularly purchase and experience a positive experience with the Unilever products. This division between industry-level scepticism and brand-specific assessment is associated with Attribution Theory, which states that attributions are determined by the particular contextual signals that consumers have access to (Ross et al., 2025). his explanation is supported by studies suggesting that trust is built over time through consistent brand experience and that credible, transparent and familiar communication can reduce perceived risk (Monfort, López-Vázquez and Sebastián-Morillas, 2025; Koch and Denner, 2025; Poulis et al., 2026).
Third, regulatory scrutiny and the public release of the investigation by the CMA, which happened after Unilever had introduced changes, may have created a reassuring effect, whereby regulatory scrutiny increased instead of decreasing the confidence of some consumers in the accountability of green claims. Unilever must however not understand this finding to mean that it should lessen its vigilance. The previous studies of the general literature also indicate that ambiguous sustainability assertions can lead to loss of trust, drop in purchase intention and reputational risk (Lu et al., 2022; Mohammed et al., 2025; Suphasomboon and Vassanadumrongdee, 2025). Hence, the absence of support in the moderation result should be interpreted as context-specific, likely influenced by the measurement sensitivity, familiarity of the brands and the regulations in the UK, and should not be viewed as a rejection of the broad significance of greenwashing risk.
[bookmark: _Toc231280451]5.6 Overall Theoretical and Practical Implications
On the whole, the results are a strong evocation of Signalling Theory. Credibility of sustainability claims had both a trusting and a purchasing influence, with the credibility of the claims to sustainability affecting both the trusting and purchasing intentions. The results also reflect a long perspective of the Theory of Planned Behaviour due to trust which facilitated in explaining how credibility was converted to purchase intention. Nonetheless, the research partly confirms the Attribution Theory since the risk of greenwashing did not moderate the credibility-trust relationship, as anticipated.
The application message is that credibility and trust are the key to successful green marketing. In the case of Unilever, sustainability communication ought to be evidence-based, consistent and specific. The most predictive factor in purchase intention was trust and therefore Unilever should concentrate on the long-term consumer confidence as opposed to the short-term promotion claims. It can be done by providing transparent packaging information, third-party certification, transparent progress reporting and truthful communication about the limitations of sustainability.
Another new and useful introduction into the risk of greenwashing is also made in the study. In the past literature, the risk of greenwashing has been finding a clear and damaging impact, but this study indicates that the impact of this practice may be contingent on the brand context. With a well-known FMCG company such as Unilever, consumers might not necessarily allow the greenwashing issue to erode trust when they still feel that the claims made by the company are still credible.
[bookmark: _Toc231280452]5.7 Chapter Summary
The results of Chapter Four were critically discussed in this chapter. The findings revealed that the credibility of the green marketing is a significant factor that enhances the purchase intention and consumer trust. This is in line with prior literature and supports Signalling Theory since credible claims provide handy signals in those circumstances in which consumers cannot directly verify sustainability performance. The researchers also discovered that, consumer trust, mediates the connection between credibility and purchase intention. This demonstrates that trust is the primary process by which plausible sustainability arguments affect consumer intention.
The least expected result was that perceived greenwashing risk did not significantly moderate the relationship between green marketing credibility and consumer trust. This is unlike other studies that have proposed that greenwashing undermines trust. Potential reasons are the limitations of measurement, the strong familiarity of the Unilever brand, and the separation by consumers of the general greenwashing issue and the specific trust in the Unilever brand. Generally, the research indicates that credibility and trust are key to the success of green marketing in the Unilever UK FMCG context.




[bookmark: _Toc231280453]Chapter Six: Conclusion and Recommendations
[bookmark: _Toc231280454]6.1 Chapter Overview
This is the final chapter of the dissertation as it not only summarises the main findings of the research but also supports the claim that the study has fulfilled its stated aim and objectives and made both theoretical and practical contributions to the field. It also recognizes the limitation of the study and it gives directions of the future research. The research problem of this dissertation was to investigate the role that perceived credibility of the green marketing claims of Unilever plays on consumer trust and purchase intention among UK consumers, and whether the perceived risk of greenwashing moderates the credibility-trust relationship. With a quantitative design using 82 valid responses to the surveys (positivist, deductive, quantitative design), four hypotheses were tested, three of which were confirmed.
[bookmark: _Toc231280455]6.2 Achievement of Aims and Objectives
The research was able to attain its main objective. The credibility scale, credibility scale reliability-tested, provided the answer to the first objective, which was to evaluate the perceptions of the UK consumers regarding the credibility of Unilever in terms of green marketing. The second objective, to investigate the role of consumer trust in mediating the credibility-purchase intention relationship was completely satisfied. The mediation analysis showed that consumer trust played an important role in explaining how credible sustainability claims influence purchase intention.
The third objective is to explore whether perceived greenwashing risk moderates the credibility–trust relationship was also addressed. Even though the interaction term is not statistically significant, the finding itself is substantive, as it evidences the fact that the moderating effect of the risk of greenwashing is context-dependent, rather than universal. The fourth objective is to attract practical implications to the FMCG sustainability communication - was met with the help of the systematic relationship between empirical data and managerial suggestions. All the four objectives were achieved and the three supported hypotheses (H1, H2, H3) directly answer the research questions of the study.
[bookmark: _Toc231280456]6.3 Contribution to Knowledge
This dissertation builds on the body of green marketing literature that views green marketing credibility from a different perspective, not simply as a component of brand image or sustainability performance. As discussed earlier the findings prove that the credibility of sustainability claims can substantially boost the consumer's trust and purchase intention, thereby supporting Signalling Theory, which states that credible green claims act as signals that decrease consumer's uncertainty when buying FMCG products. This adds value because credibility is examined as an independent driver of consumer response, rather than being treated only as a supporting element of wider sustainability branding. It therefore helps explain why some green claims influence consumers while others fail to generate trust or purchase intention.
The research also extends the Theory of Planned Behaviour by providing insights into how credibility is transformed into purchase intention via trust. Trust can be seen as an additional psychological variable in green purchasing beyond the traditional TPB variables, because it is uncertain whether claims can be trusted when dealing with green products.
Last but not least, the study is a nuanced contribution to Attribution Theory. There was no significant interaction between perceived greenwashing risk and the credibility–trust relationship, indicating that consumers do not seem to have specifically credited deceptive motives to Unilever. This suggests that under certain circumstances, greenwashing risk could gain more prominence, such as low brand familiarity, high negative publicity and low regulatory confidence.
[bookmark: _Toc231280457]6.4 Practical Implications
The results have implications for Unilever, FMCG companies and for sustainability communication professionals. For Unilever, the implication relates to how its own sustainability claims should be made more credible and evidence-based. For wider FMCG companies, the implication is that green marketing must be connected with actual product practices, while for sustainability communication professionals, the key implication is to design messages that build consumer trust rather than merely promote environmental claims.
For Unilever, the findings indicate that if a company can back up a sustainability claim, it can boost consumer trust and purchase intent. So Unilever should refrain from making general and vague green claims and rely on transparent explanations, measurable data, certifications, and clear evidence when communicating via packaging, websites, and advertising. The findings account for FMCG companies to not consider green marketing as a mere promotional message. It should be linked to consistent product practices and with reliable evidence. The study found that the most significant factor influencing consumer intentions to buy was trust, suggesting that more sustainability claims do not necessarily mean more purchase intention, but instead that building consumer trust in communication should be a key priority for a company. If sustainability and marketing managers are worried, unsupported greenwashing moderation result doesn't mean that greenwashing risk is unimportant. Rather, it demonstrates that companies still need to ensure that claims are accurate, they must not overestimate their claims and there must be consistency between environmental claims and actual business actions.
[bookmark: _Toc231280458]6.5 Limitations
There are a number of restrictions that should be recognized. To start with, the convenience sample size of 82 respondents does not make it easy to generalise the findings outside the context of the study. Second, the cross-sectional design cannot establish any temporal causality or capture how trust and credibility change with changing brand behaviour or regulatory changes. Third, the smaller alpha of Cronbach to perceived greenwashing risk (alpha = .635) casts its own doubts on the consistency of constructs that may have weakened the moderation effect. Fourth, the research study did not measure purchase intention but actual behaviour and the well-known intention behaviour gap of sustainability research means that the results are to be interpreted as attitudinal evidence. Lastly, the single-brand and single-country coverage is more contextual but less transferable of results to other brands or even national markets.
[bookmark: _Toc231280459]6.6 Recommendations for Future Research
To overcome these limitations in future studies, bigger probability samples, and longitudinal designs should be used to enhance generalisability and causal inference. Perceived greenwashing risk would be measured more refined, aiding construct validity and permitting a more sensitivity test of its moderating effect. Mixed-methods design that incorporates both survey and qualitative interview designs would help shed light on the cognitive mechanisms by which credibility judgements are made. The boundary conditions under which the greenwashing risk operates as a significant moderator, and cross-national studies would test whether the credibility-trust-purchase intention model would hold in markets with different regulatory frameworks and cultural orientations towards corporate environmental responsibility.
6.7 Concluding Remarks
The research question that this dissertation has explored is a timely and practically important question: whether the sustainability claims made by Unilever are credible to UK consumers, and whether the credibility of sustainability communications influences trust and purchase intention in a market where environmental scepticism and regulatory scrutiny are both on the rise. The research met all the four objectives it stated and provided strong empirical support to its three research questions. Green marketing credits are a strong predictor of consumer trust and purchase intention, and consumer trust is the key channel through which the credit of green marketing is translated into purchase intention. The findings are strong evidence in favour of Signalling Theory and a lengthy extension of the Theory of Planned Behaviour. The non-significant contingent-context moderation finding of perceived risk of greenwashing contributes to the understanding of when perceived risk of greenwashing is most important. To the brands of FMCGs that operate in a setting where green claims are being scrutinized with more and more vigor, the main message of this study is not hard to discern: the issues of credibility and trust are not more or less peripheral issues but the necessary conditions upon which the strategy of transforming environmental commitment into long-lasting consumer confidence and purchase intention can be implemented.
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[bookmark: _Toc176287904][bookmark: _Toc231280461]Appendix - A
QUESTIONNAIRE
Questions

S1. Are you currently living in the United Kingdom?
· Yes 
· No 
S2. Are you 18 years old or above?
· Yes 
· No 
S3. Have you purchased at least one Unilever personal care or household product in the last 6 months?
· Yes 
· No 
SECTION – A
DEMOGRAPHIC INFORMATION
D1. What is your age group?
· 18–24 
· 25–34 
· 35–44 
· 45–54 
· 55 and above 
D2. What is your gender?
· Male 
· Female 
· Prefer to self-describe 
· Prefer not to say 
D3. What is your highest level of education?
· Secondary school or below 
· College / A-level / Diploma 
· Bachelor’s degree 
· Master’s degree 
· Doctorate / Professional qualification 
· Prefer not to say 
D4. What is your current employment status?
· Full-time employed 
· Part-time employed 
· Self-employed 
· Student 
· Unemployed 
· Other 
D5. What is your approximate monthly personal income?
· Less than £1,500 
· £1,500–£2,499 
· £2,500–£3,499 
· £3,500–£4,499 
· £4,500 or above 
· Prefer not to say 
D6. Which part of the UK do you currently live in?
· England 
· Scotland 
· Wales 
· Northern Ireland 
D7. How often do you buy Unilever personal care or household products?
· Very often 
· Often 
· Sometimes 
· Rarely 
· Very rarely 
D8. Which category of Unilever product do you buy most often?
· Personal care products 
· Household cleaning products 
· Both equally 
· Not sure 
SECTION B: INDEPENDENT VARIABLE
Scale: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
	Green Marketing Credibility (GMC)

	1
	Unilever’s sustainability claims on its products seem believable.
	1
	2
	3
	4
	5

	2
	Unilever provides clear information about the environmental benefits of its products.
	1
	2
	3
	4
	5

	3
	I believe Unilever’s sustainability claims are supported by real evidence.
	1
	2
	3
	4
	5

	4
	Unilever’s environmental messages seem honest rather than exaggerated.
	1
	2
	3
	4
	5

	5
	Unilever’s sustainability claims are consistent with its overall company behaviour.
	1
	2
	3
	4
	5

	Consumer Trust (CT)

	1
	I trust Unilever when it makes sustainability-related claims.
	1
	2
	3
	4
	5

	2
	I believe Unilever is sincere in its environmental commitments.
	1
	2
	3
	4
	5

	3
	I feel confident relying on Unilever’s sustainability information when buying its products.
	1
	2
	3
	4
	5

	4
	Unilever seems dependable in delivering what it promises about sustainability.
	1
	2
	3
	4
	5

	5
	Overall, I consider Unilever a trustworthy brand in relation to environmental issues.
	1
	2
	3
	4
	5

	Perceived Greenwashing Risk (PGR)

	1
	I worry that Unilever’s sustainability claims may be overstated.
	1
	2
	3
	4
	5

	2
	Some of Unilever’s green claims seem more like marketing than real environmental action.
	1
	2
	3
	4
	5

	3
	It is difficult to know whether Unilever’s environmental claims are fully true.
	1
	2
	3
	4
	5

	4
	I think there is a risk that Unilever uses sustainability messages mainly to improve its image.
	1
	2
	3
	4
	5

	5
	Unilever’s sustainability communication may hide important information from consumers.
	1
	2
	3
	4
	5


SECTION C: DEPENDENT VARIABLES
Scale: 1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
	Purchase Intention (PI)

	1
	I am likely to buy Unilever products that make sustainability claims.
	1
	2
	3
	4
	5

	2
	I would consider choosing a Unilever product over alternatives because of its sustainability claims.
	1
	2
	3
	4
	5

	3
	I intend to purchase Unilever products that are presented as environmentally responsible.
	1
	2
	3
	4
	5

	4
	I would be willing to try a Unilever product if I believed its sustainability claim.
	1
	2
	3
	4
	5

	5
	I expect to buy Unilever personal care or household products with sustainability claims in the future.
	1
	2
	3
	4
	5



*** Thank you for taking part in this survey. Your responses are valuable for understanding consumer perceptions of sustainability communication in the UK FMCG sector***
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