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Introduction
Due to undeniable concerns regarding the environment and sustainability, the world's markets have been swamped with products claiming to be eco-friendly and green. Most if not all businesses are trying to develop ways to be more sustainable and reduce their negative impact on the planet. They hope to entice customers that are becoming more knowledgeable about harmful effects on the environment. Unfortunately, there is very few of them that are truly contributing to this great initiative. Although their products, advertising campaign, aims and organisational policies may sound convincing, in fact, under a closer look, they are submitting an act of greenwashing.
Greenwashing refers to making a product or a brand sound and looks more environmentally friendly than they are. Greenwashing presents false or misleading information to customers to obtain a sale based on assumptions that the product was "green" or "eco". 
Greenwashing can be observed in many advertising campaigns but also can be seen in statements and policies. Lyon & Maxwell (2011) states that greenwashing can also be described as intentionally making some information public, so they appear more environmentally friendly while withholding the negative information.

This research sets out to determine 1) what is meant by greenwashing in marketing, 2) customers awareness of greenwashing tactics in marketing, 3) how influential the processes of greenwashing are on customers buying habits, 4) what are the effects of greenwashing in marketing on consumer's confidence in green products.
List of objectives necessary to fulfil the aims:
· Review the literature on greenwashing in marketing (secondary research of articles, research papers, journals, videos)
· Determine consumers perception of greenwashing tactics in marketing
· Identify how influential greenwashing is on customers buying habits
· Assess the effects of greenwashing in marketing on consumer’s confidence in green products
It is believed that this topic is very relevant due to the ongoing initiative of being more sustainable and environmentally friendly.
The Global Green Technology and Sustainability Market are predicted to grow from USD 11.2 billion in 2020 to USD 36.6 billion in 2025 (Markets and Markets, 2020). Those statistics suggest that green economy and sustainability are rising; unfortunately, greenwashing practices are also rising. Therefore, this study is applicable, as it highlights greenwashing in marketing and the customers' awareness of the problem. 



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




Methodological approach
In order to fulfil these research objectives, both qualitative and quantitative research methods will be used. The researcher aims to conduct a small qualitative interview with a selected group of participants. As the qualitative research method focuses on gaining insights into participants feelings, opinions, and beliefs (Pathak et al., 2013), this method will allow the researcher to understand consumers perception and experience with greenwashing in marketing. However, as this method is highly subjective, the researcher will also design a quantitative online survey to gain more objective results. According to Cohen (1980), quantitative research is social research that uses empirical methods and empirical statements. In other words, this research focuses on facts and data such as numbers, with the researcher being an independent variable to the research. Using mixed-methods research, the researcher will minimise the risk of bias within the research, making the study valid and reliable. 
Moreover, the researcher will fill in the Ethics form for both methods, ensuring that the research is ethical. The ethics form states that the researcher will carry out its research in an ethical manner. Additionally, for the qualitative interview research, the researcher will prepare a consent form for the participants to be signed and returned to the researcher. 

Planned Data Analysis and Presentation
As stated earlier, the researcher is aiming to use mixed methods research. For the qualitative research, the researcher will carry out several small scales semi-structured interviews with chosen participants. The interviews will be recorded and then transcribed onto a Microsoft Word document, where they will be analysed using thematic analysis. According to Braun & Clarke (2012), thematic analysis involves “systematically identifying, organising, and offering insight into patterns of meaning (themes) across a data set.” In other words, thematic analysis allows finding common themes by analysing the data, grouping the common factors across all the data, assigning them with codes and naming them. Which then can be interpreted by the researcher. The results will be presented in paragraphs. Every paragraph will have the theme name, an appropriate quotation from the transcript will be included below the heading. Lastly, each theme will be interpreted within its paragraph.
For the quantitative research, the researcher will design an online survey. The survey will be created using Google Forms, and the obtained results will be exported onto the Microsoft Excel spreadsheet, where every text data will be assigned a numerical value. The Excel spreadsheet will be imported onto the SPSS, and every variable will be defined. Lastly, the appropriate software such as SPSS statistical software will analyse the results and find any trends. The data will be analysed using different analysis types, such as frequency distribution analysis, cross tab analysis, and chi-square test (IBM, 2021). The results will be presented in tables, graphs, and charts, with the interpretation of the findings below. 
The results obtained from the survey might help to answer the research objectives. During the quantitative interviews, participants might be asked to share their experience of buying eco-friendly products or ask if they are familiar with a particular “green” product and their thoughts on the matter. The survey will be designed to ask specific questions that will address the research objectives, e.g. Are you familiar with greenwashing? Do you feel enticed by green and eco-friendly ads? Do you believe that green products and advertisement are genuine? The researcher believes that such questions will provide the answers relevant to the research. 
Moreover, the researcher will incorporate the findings with the reviewed literature by either agreeing or disagreeing with existing theories. The results might be similar to Junior et al. (2019) and state that greenwashing indeed is causing consumers to lose trust in the brand. 

Research Planning and Ethics
Resources
In order to carry out the research following list of resources will be required:
· Laptop with access to the internet and Microsoft Office package
· SPSS statistical software
· Books and access to the online library
· Recording device for interviewing

Research plan stages
Rummel and Ballaine’s (1963) research process model was adapted to outline this research plan stages, and they are as follows:
1. The problem – identification of the study area which is greenwashing in marketing
2. The hypothesis – the research topic "Greenwashing in marketing; how easily can be spotted by consumers and its effect on consumer's confidence in green products."
3. Collection of data – mixed-method research, qualitative semi-structured interviews, and a quantitative online survey.
4. Concluding belief – analysis and interpretation of data
5. Conclusion – presentation of results, critical reflection



Time plan for the research Gantt chart
Gantt chart is a bar chart that was initially designed as a production planning management tool, nowadays is used as a tool to aid time management for a research proposal and project management (Wilson, 2003). The Gantt chart for this research consists of stages of research, and the timescale (months) within the research has to be completed. In other words, the timeline for the project.

	Stages of research
	OCT
	NOV
	DEC
	JAN
	FEB
	MAR
	APR
	MAY

	Research (academic reading)
	
	
	
	
	
	
	
	

	Creating ethics forms
	
	
	
	
	
	
	
	

	Preparing interview questions
	
	
	
	
	
	
	
	

	Creating online survey
	
	
	
	
	
	
	
	

	Selecting sample group
	
	
	
	
	
	
	
	

	Performing interviews
	
	
	
	
	
	
	
	

	Transcribe data
	
	
	
	
	
	
	
	

	Analyse data
	
	
	
	
	
	
	
	

	Compare, contrast primary and secondary data
	
	
	
	
	
	
	
	

	Present findings in completed dissertation
	
	
	
	
	
	
	
	




Budget consideration
This section within the research proposal refers to the costs involved in carrying out the research. The cost might include purchasing new books, printing materials, travel expenses and a contingency budget for a new laptop or printer.

Limitation – validity and reliability
This study's limitations focus is on the sample size; therefore, the results cannot be applied to a larger population; however, they can be suggested (Simon, 2011). Another limitation that can affect this study is the researcher’s bias; however, the researcher decided on mixed methods research to limit the bias. 
Validity and reliability concepts are used to assess the quality of the research. Validity refers to how well used methods measured something. For example, for this study, validity asks whether the study measured/addressed what it intended to, which is greenwashing in marketing. On the other hand, reliability refers to the consistency of the research; for example, were participants asked the same set of questions. Smith (2015) states that validity centres around the accuracy between the findings and data, and reliability concentrates on the systematic and consistent approach to procedures. 


Ethical consideration
Ethical considerations are vital while conducting a study as unethical actions can compromise the integrity of any research. The researcher must consider some of the most common ethical issues: voluntary participation, informed consent, confidentiality and anonymity, the potential of harm, and communicating the results (Polonsky & Waller, 2018).
In order to address those ethical guidelines, the researcher will take the appropriate steps. First of all, the ethics form for both qualitative and quantitative research methods will be prepared. Also, every participant who volunteered to participate in the interview process will be given a consent form and will be informed that they can withdraw their consent at any time and that the interviews are confidential. The consent form will clearly state who the researcher is, what the research is about, and what the researcher hopes to achieve from this interview. The online survey will be anonymous; its purpose and the person conducting the survey will also be stated at the top of the survey page. All collected data will be electronically stored in a password-secured location such as Google Drive to comply with data protection laws.
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