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Abstract
Scholars have discussed the greenwashing subject for a few decades now; however, the topic has become very relevant in recent times. Due to growing environmental concerns, companies and marketers started to cater for more eco-friendly customers and their demands. The influx of new green products flooded markets to satisfy green consumers. However, many businesses try to cut corners. Instead of practising what they preach, they decide to use misleading and false environmental claims known as greenwashing to attract new consumers and take advantage of the new emerging sustainable development. The adverse effects of greenwashing cause consumers to lose trust in green products and become problematic to the environment.
Therefore, this research aimed to investigate how greenwashing in marketing affects consumers' trust in green products from a Welsh perspective. This was achieved using the secondary research of the literature review, which provided a comprehensive view of the phenomena and was followed up with the primary research that obtained understanding based on Welsh consumers' perceptions, observations and feelings. 
A qualitative study approach using semi-structured interviews gathered relevant data that was later analysed using thematic analysis. Several themes were identified, which attempted to answer the research questions.
Overall, the findings from this study are predominantly linked with the literature review. 
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1. [bookmark: _Toc101247218] Introduction

Ever-growing concerns about climate change and the state of our planet have united many nations to develop a strategy and take actions to limit the harmful effects of industrialisation on the environment (The Paris Agreement, 2015; COP26). Governments are urging businesses to develop greener strategies to reduce their negative impact on the planet. 
Many businesses followed the advice and contributed to this great initiative; however, only very few are genuinely on board with the proposed plan. 
The concept of greenwashing refers to deceptive and misleading practices focused on presenting businesses, products and services to look sustainable (Parguel et al., 2011). Greenpeace refers to greenwashing as tactics companies use to appear more environmentally friendly without offsetting their environmental impact (Greenpeace, 2021). An example of greenwashing in marketing is Ryanair's advertisement campaign stating that Ryanair is "the lowest emissions airline" in Europe. Advertising Standard's Authority banned the campaign, saying that the claims were unsubstantiated and misleading to a consumer (ASA, 2020). 
As greenwashing tactics can be very deceptive and hidden from consumers' plain sight TerraChoice (now UL) defined the Seven Sins of Greenwashing, highlighting the possible false environmental claims on products and services. Amongst them is the sin of the hidden trade-off, the sin of no proof, the sin of vagueness, the sin of worshipping false labels, the sin of irrelevance, the sin of lesser of two evils and the sin of fibbing (UL, 2021). The purpose of the seven sins is to guide consumers to recognise the signs of greenwashing in marketing and ensure that they make informed purchases.
There are many reasons why companies participate in greenwashing. According to Baum (2012), greenwashing boosts an organisation's reputation. Furthermore, greenwashing helps attain legitimacy (Walker & Wan, 2012). 
Greenwashing tactics used in marketing can be very problematic and negatively impact consumers' confidence in green products (Pomering & Johnson, 2009), causing a spillover effect on other brands of green products (Wang et al., 2020).
There has been an effort made regarding the regulatory framework in greenwashing and environmental accountability towards businesses. However, not all are mandatory; therefore, they can be very subjective as not required by law. For example, CSR, which stands for Corporate Social Responsibility; the voluntary guidelines, is an" international private business regulation" system that aims at holding corporations accountable and responsible for their actions and their effect on social and environmental welfare (Sheehy, 2015). 
In contrast, The Competition and Markets Authority (CMA) has published the Green Claims Code in the UK, listing six key values derived from the existing mandatory consumer law to help regulate green claims (GOV.UK, 2021). 

This research project aims to determine consumers' awareness of greenwashing tactics in marketing and the impact of greenwashing on consumers' trust in green products. Furthermore, this paper aims to find solutions to reinstalling consumers' trust in green products. 
This topic is of particular interest to the author due to its relevance in the ongoing battle to stop climate change, produce more sustainable businesses, and the urgency to find solutions to reinstate consumers' confidence in green products. Lack of consumers' trust in green products can cause many companies to lose their green competitive advantage over regular products/services (Polonsky et al., 2010) and be detrimental to the environment (Polonsky et al., 1998); therefore, it is crucial to investigate the impact of greenwashing on customers' buying habits and find recommendations to rebuild consumer trust.
Previous research on this subject area mainly focuses on consumers' trust but barely suggests solutions to the problem (Chen & Chang, 2013; Aji & Sutikno, 2015); therefore, this research paper will aim to fill in the existing gap in this subject, especially regarding greenwashing and its effects on Welsh consumers. 

To fulfil the specific aim of this research project and build the structure for this investigation, the following objectives will be met:

Objective 1 – To critically review the relevant scientific literature regarding greenwashing in marketing, consumers' trust in green products after being exposed to greenwashing and installing consumers' trust back in green products.

Objective 2 – To conduct a semi-structured interview with Welsh consumers to determine their knowledge and understanding of greenwashing in marketing and their decision making while buying eco products after being subjected to greenwashing. 

Objective 3 – To recommend ways of reinstalling consumers' confidence in green products despite greenwashing tactics used in marketing. 

In addition to the objectives listed above, the following questions were formulated to support this research:
1. What is greenwashing, and how it is used in marketing?
2. What is consumers' perception of greenwashing in marketing?
3. What is consumers' interest in Sustainability?
4. What are the effects of greenwashing on consumers' trust in green products?
5. How can consumers' confidence in green products be restored?

The research questions will be answered using the literature review and interviews conducted within primary research. 


[bookmark: _Toc101247219]2. Literature review
[bookmark: _Toc101247220]2.1 Introduction
This chapter collects and reports relevant secondary sources using literature to provide an understanding of previous research undertaken on this particular topic. The literature review will effectively answer objective number one:

Objective 1 – To critically review the relevant scientific literature regarding greenwashing in marketing, consumers' trust in green products after being exposed to greenwashing and installing consumers' trust back in green products.




[bookmark: _Toc101247221]2.2 What is greenwashing, and how it is used in marketing?
The greenwashing term was used for the first time in 1986 by the environmentalist Jay Westerveld when hotels started asking guests to re-use their towels claiming that this was a part of a water preservation strategy were, in fact, was to cut costs. Westerveld accused hotels of focusing on less critical issues and omitting the environmental problems of greater importance. The term is now widely used and refers to all actions taken by businesses in all industries that falsely claim to be green to gain financial benefits (Orange & Cohen, 2010).

It is challenging to define greenwashing as there is no commonly accepted definition due to its complex nature; therefore, below are some of the definitions found during the literature review. 

Oxford English Dictionary (2022) offers the first one:
"A term (combining green and whitewash) that environmentalists use to describe the activity (for example by corporate lobby groups) of giving a positive public image to practices that are environmentally unsound."

Greenpeace (Gelmini, 2021) provides the second definition: 
"Greenwashing is a PR tactic that's used to make a company or product appear environmentally friendly without meaningfully reducing its environmental impact."

Lyon and Maxwell (2011) refer to greenwashing as a form of selective disclosure:
"selective disclosure of positive green information without full disclosure of negative information".

Similarly to the previous definition, Baum (2012) defines greenwashing as spreading false information regarding companies' environmental practices. 

On the other hand, Walker & Wan (2012) view greenwashing as the spread of information that can not be proven and therefore unsubstantiated. They refer to greenwashing as the "discrepancy between the green talk and green walk."


GREENWASHING SINS
TerraChoice, now known as Underwriters Laboratories (UL), a marketing and environmental agency, formulated a set of seven signs of greenwashing used in marketing called Sins of Greenwashing (UL, 2022).
They are as follows:
1. The sin of the hidden trade-off - refers to claims that a product is environmentally friendly based on limited information, for example, paper. Paper is recyclable; however, the process of manufacturing paper releases harmful gases into the atmosphere.
2. The sin of no proof – refers to environmental claims that cannot be easily confirmed by factual evidence. For example, care products such as shampoos claim no animal testing but do not provide certification for the claim.
3. The sin of vagueness – refers to a claim that is very broad in its meaning, for example, all-natural or non-toxic. Arsenic and mercury are naturally occurring, but are still poisonous.
4. The of worshipping false labels – refers to claims made through either an image or words suggesting that the product has a third-party endorsement. In other words, it is a fake label on the product created to mislead consumers. 
5. The sin of irrelevance – refers to an environmental claim that is truthful but not relevant to the particular product. For example, a statement on the can of tuna saying "dolphin-safe" is accurate; however, the region where the tuna is caught does not have any dolphins. Also, their fishing methods are dangerous for other sea animals such as sharks and turtles.
6. The sin of lesser of two evils – refers to truthful green claims within its category but might distract consumers from the more significant environmental issue, for example, organic cigarettes. Tobacco is grown more sustainably; however, smoking is bad for the health; therefore, consumers should be discouraged from smoking in the first place. 
7. The sin of fibbing – refers to an environmental claim that is not true, for example, McDonald's eco-straws. They are made out of paper; however, due to their thickness, they cannot be recycled; therefore, deemed as general waste. 
Adapted from: A 'Green Paper' by TerraChoice Environmental Marketing Inc. (November 2007)

DRIVERS OF GREENWASHING
A study performed by Wu et al. (2017) distinguished several external, organisational and individual drivers of greenwashing. The external drivers of greenwashing are relaxed regulations, an opportunity for a positive brand image, a non-existing threat of punishment, and pressure from activists and consumers. The organisational drivers include "low visibility, incentive-driven culture, firm size, growing firm, and relatively green". And lastly, the individual drivers of greenwashing consist of "temporal discounting, optimistic bias, conscious intention, and decision framing".

Similarly, Delmas et al. (2011) also discuss the three levels of greenwashing drivers: external, organisational, and individual. However, Delmas et al. (2011) state that the primary driver of greenwashing is environmental regulations. The organisational level drivers include "firm incentive structure and ethical climate, effectiveness of intra-firm communication, and organisational inertia". And, as the individual level drivers of greenwashing, he lists "narrow decision framing, hyperbolic intertemporal discounting and optimistic bias". 

EFFECTS OF GREENWASHING
Greenwashing can have a negative effect on consumers, firms and the environment.
Polonsky et al. (1998) claim that genuinely environmentally friendly businesses can lose their competitive advantage. They further state that when there is no incentive and motivation for companies to be green, they might not try to offset their environmental impact, which can be very harmful to the environment.
Furlow (2010) states that greenwashing causes consumer confusion. Consumers question companies' trustworthiness and constantly look for misleading and false claims. 
However, when greenwashing goes undetected, consumers can be persuaded to purchase products just as much as the advertisement with no greenwashing tactics (Newell et al. 1998). 




[bookmark: _Toc101247222]2.3 What are consumer behaviour and consumer perception?

CONSUMER BEHAVIOUR
According to Walters (1974), consumer behaviour is "the process whereby individuals decide whether, what, when, where, how, and from whom to purchase goods and services."
Solomon et al. (2006) offer a slightly different definition. They proclaim that processes involved in selecting, purchasing, using, and disposing products that satisfy consumers' needs and wants are classed as consumer behaviour. 
The factors influencing consumer behaviour are cultural, social, personal and psychological factors. 
The main objective for businesses is to satisfy customers' demands to maximise profits; therefore, companies must try to understand consumers' motivation and what affects that motivation to buy specific products (Jisana, 2014). 

CONSUMER PERCEPTION
According to Robbins (2004), perception is "a process by which individuals organise and interpret their sensory impressions in order to give meaning to their environment". In simple words, perception is the way people think of something. Perception allows for aiding decision-making. Therefore, consumer perception refers to consumer opinion about the business; this could be either positive or negative. 
Consumer perception can be influenced by internal or external factors, such as experience, price, quality, customer service and marketing (Indeed, 2021). 



[bookmark: _Toc101247223]2.4 What is consumers' knowledge about greenwashing?

CONSUMER AWARENESS OF GREENWASHING
A survey conducted by Wealthify in March 2021 revealed that over 40% of UK adults could not differentiate between genuine ethical brands and brands that engaged in greenwashing (French, 2021).
Fernandes et al. (2020) state that consumers should undertake a greenwashing literacy intervention to educate themselves about greenwashing tactics used in marketing. The findings from the study suggested that consumers were not capable of telling between deceptive and truthful claims. Moreover, the participants answered that both misleading and genuine claims were deceptive. 
Brecard (2014) states that in 2012 there were 377 identified eco-labels, some of them certified by a third party, and some eco-labels were created by businesses themselves. 
Reports suggest that eco-labels can be a great marketing tool to persuade consumers to purchase more sustainable products (Horne, 2009). However, it has been reported that consumers are often confused by environmental labelling and its credibility due to its growing number (Brecard, 2014). 

The studies conducted by Shmuck et al. (2018) show that consumers can not perceive greenwashing while exposed to vague verbal claims; however, false claims increase greenwashing perception. Moreover, the research indicated that vague claims in the advertisement were not perceived regardless of consumers' environmental interests. 
Lastly, nature-evoking imaginary in ads contributed to consumers' belief in the brand's environmental claims.

In contrast, Khandelwal et al. (2019) conclude that consumers understand greenwashing tactics; however, their purchase behaviour is not facilitated by educated choices, and consequently, they are being exposed to greenwashing.

[bookmark: _Toc101247224]2.5 What is consumers' interest in Sustainability?

GREEN MARKETING
The change in consumers' buying habits and demands for green products drives organisations to develop green marketing strategies to fulfil their needs. 
Polonsky (1994) proposes that "Green or Environmental Marketing consists of all activities designed to generate and facilitate any exchanges intended to satisfy human needs or wants. The satisfaction of these needs and wants occurs, with minimal detrimental impact on the natural environment".
Mishara and Sharma (2014) refer to green marketing as a holistic marketing concept where all marketing activities are performed in a manner that is not damaging to the environment but also focuses on the main environmental issues such as global warming and pollution. 
Many businesses recognise the importance of promoting their products as green to gain a competitive advantage and satisfy their customers' needs. 
Green marketing is crucial as it highlights how marketers utilise limited resources to satisfy customers' needs (Polonsky, 1994). 
There are several advantages to green marketing, especially from the business' point of view. 
Arseculeratne & Yazdanifard (2014) state that green marketing creates a competitive advantage, brand loyalty, and a positive brand image. On the other hand, green marketing faces many challenges: consumers' concern for the environment does not translate to their purchases decision; consumers are sceptical about the authenticity of green products; and greenwashing.

GREEN PRODUCTS, GREEN CONSUMERS AND GREEN PURCHASE BEHAVIOUR
According to Ryan (2006), a green consumer can be defined as a consumer who is devoted to the green lifestyle, is aware of its environmental impact, chooses brands that integrate green values and is sceptical about environmental claims. 
Moser (2016) refers to green products as products that do not cause environmental harm or are less environmentally harmful than regular products. 
A Sustainability & Consumer Behaviour survey performed in 2021 shows that businesses have to accommodate sustainability into their plans, as 32% of consumers stated that they are looking for more sustainable lifestyles (Delloitte, 2021). 
Another report suggests that a third of UK consumers are willing to pay up to 25% more for sustainable products (Consultancy.uk, 2021). 
However, Agyuman (2014) states that consumers are willing to buy eco-products but are unwilling to pay premium prices. Moreover, although consumers think highly about environmentally friendly products, they are not always swayed to buy them; therefore, they are inconsistent (Jerzyk, 2016; Moisander, 2007; Alwitt & Pitts, 1996).
Consumers' willingness to pay more for products with eco-labelling is also evidenced in a study conducted by Biswas & Roy (2016). However, Cary et al. (2004) argue that eco-labels can be confusing for consumers and often misinterpreted. Moreover, some consumers perceive green products as inferior compared to regular products. Consumers question their quality and performance (Bonini & Oppenheim, 2006).
Consumers' personal beliefs can positively affect green purchases. Tanner and Kast (2003) report a strong relationship between consumers' environmental concerns and attitudes toward green products. Conversely, previous studies also suggest that consumers are unwilling to pay higher prices for green products if their environmental concern is low (Wei et al., 2018). 
Findings from a study conducted by Dimantopoulos et al. (2003) suggest that consumers educated to higher standards are more likely to be environmentally conscious and exhibit more environmentally friendly behaviour.

SCEPTICAL GREEN CONSUMER – GENERAL AD SCEPTICISM AND GREEN AD SCEPTICISM
Across the literature reviewed regarding green consumers, some scholars indicated that green consumers are sceptical of green ads (Shrum et al., 1995; Zinkham & Carlson, 1995). 
Green consumers are more difficult to convince, and they do not show receptiveness towards green marketing and advertising. Fowler & Close (2012) suggest that consumers consider green advertising unclear and untruthful. Correspondingly, Bickart & Ruth (2012) state that environmental claims are regularly perceived with scepticism and are misunderstood. 
The theory of sceptical green consumers toward green ads was challenged by Matthes & Wonneberger (2014). Interestingly, they have concluded that green consumers are more receptive to green ads than non-green consumers due to" the perceived informational utility of green ads." Additionally, green consumers do not use their emotions to regard an ad as truthful; they rely on the information on products and advertising. The paper also made a noteworthy finding regarding general ad scepticism, suggesting that consumers with lower environmental concern and general dislike towards marketing and advertising are more likely to show scepticism towards green ads. Lastly, it was stated that older people, women and people with higher levels of education are more sceptical towards advertisements in general. 
The Global RepTrack 100 (2014) study showed that only 15% of UK consumers believe what companies say in their advertising/marketing campaigns. Moreover, the Ipsos Veracity Index, the poll on trust in professions in the UK, revealed that advertising executives are the least trusted professions in Britain. Only 16% of the public trusts advertising executives to tell the truth (Ipsos, 2018).

[bookmark: _Toc101247225]2.6 What are the effects of greenwashing on consumers' trust in green products?

GREEN CONSUMER CONFUSION
Turnbull et al. (2000) defined consumer confusion as an inability to identify various aspects of a product or service during information processing. 
Consumer confusion over green products is usually created by an overload of new products and information on their environmental qualities (Moon et al., 2016). 
Consumer confusion can be caused by products that imitate other products using similar visuals or eco-labels as they also can look very similar. This type of consumer confusion is called similarity confusion, resulting in purchasing the copying product (Walsh et al., 2007). 
According to Vincent-Wayne et al. (1999), there are three main causes for consumer confusion: the over choice of products, products similarity and marketing information that is ambiguous, misleading and inadequate. 

[bookmark: _Toc101247226]2.7 How can consumers' confidence in green products be restored?

As stated in the introduction section of this paper, extensive research has been performed on greenwashing and consumers' perception; however, the recommendation for restoring consumers' trust in green products is limited, especially from the Welsh perspective.
Aggarwal & Kadyan (2014) provide recommendations for consumers, marketers, companies and regulatory bodies on how to "deal" with greenwashing, suggesting that consumers need to be wary of eco-labels, green language (e.g. organic, sustainable, green, etc.), and check the authenticity of the green claims. The marketers should be truthful and transparent, ensuring that claims are substantiated. They also suggest a "life-cycle" assessment and an independent assurance. Their advice for the regulatory bodies includes partnering with private organisations, developing a stricter set of rules and regulations, and imposing penalties and bans on companies that violate the laws. 
Similarly, Delmas & Burbano (2011) call for more transparency of environmental performance, improvement in greenwashing literacy, uniform standards, ethical leadership and employee training, and continue to name and shame companies that engage in greenwashing. 

Business Transparency
Sustainability, accountability and transparency are among the most critical aspects of corporate management (Crowther & Martinez, 2004). Transparent businesses can be held accountable as they choose to share information with their stakeholders and the general public.
Parris et al. (2016) suggest that transparency can help businesses enhance their triple bottom line, ethical decision-making, and competitive advantage. Moreover, the authors state that transparent companies can be rewarded by their stakeholders and conversely, organisations that are not transparent will be punished by growing scepticism and lack of trust. 
The Higgs Index (2022), Blue Sign (2022), Fashion Revolution Transparency Index (2022), Eco-Score Labelling System (2022), B-Corp (2022) and CoP (2022) are a few organisations amongst many that help businesses attain transparency. These voluntary accreditation systems are available for companies to participate in, ranging from textile to the food industry. 
Chun et al. (2021) state that a sustainable evaluation system such as the Higg Index can positively indicate brand transparency, resulting in positive effects on environmental concerns and brand trust. 
Traceability is widely discussed within the food and textile industry, especially concerning supply chain networks. 
Moe (1998) defined traceability as "the ability to track a product batch and its history through the whole, or part, of a production chain from harvest through transport, storage, processing, distribution and sales."
Another definition found in Cambridge Dictionary (2022) states that traceability is "the ability to discover information about where and how a product was made". This definition offers a more general explanation and can be applied to different industries and could potentially track sustainability progress.
The results from a study performed by Garcia-Torres et al. (2019) suggest traceability for sustainability can lower sustainability risks and mimic collaboration approaches, disseminate knowledge, learning and resources throughout the entire supply chain. 
The above example refers to a supply chain traceability of a product; however, it does not allow consumers to gain specific insights into how sustainable and responsible companies are. One way of achieving that knowledge is The Responsible Business Tracker (2022), which was created to assess businesses against other participating companies using the Responsible Business Map, which was designed to align with UN Sustainable Development Goals. The tracker is a step toward environmental transparency and is used as a comparison tool between businesses. 

[bookmark: _Toc101247227]2.8 Regulatory frameworks

There are two types of regulatory frameworks: voluntary and mandatory. The voluntary reporting framework is underpinned by Corporate Social Responsibility (CSR) principles. The European Commission (2001) refers to Corporate Social responsibility as "… a concept whereby companies integrate social and environmental concerns in their business operations and in their interaction with their stakeholders on a voluntary basis." Companies that engage in greenwashing use CSR communication to take away the attention from their wrongdoings and pretend that they are following rules and regulations (Vollero et al., 2014). Moreover, critics of CSR argue that the voluntary approach to information disclosure allows businesses to only report on information that is favourable for them and withhold the information that would make them look bad, as there is a lack of clear rules and standardised reporting (DEFRA, 2012; SASB, 2017). 
On the other hand, there are the mandatory frameworks, which differ from one country to another. Aggarwal & Kaydan (2004) lists some of the regulation and certification, and they are as follows:
· Federal Trade Commission – USA
· Lanham (Trademarks) Act - USA
· Competition and Consumer
· Act, 2010 – Australia
· Canada's Competition Bureau & Canadian Standards – Canada
· Norwegian consumer ombudsman – Norway
· The Business Protection from
· Misleading Marketing Regulations, 2008 – UK
· EcoCert - International certification based in Europe
· ISO 14001 – International
· EU Ecolabel - Europe

Aggarwal & Kadyan (2004) also state that the existing regulatory framework does not deal with greenwashing sufficiently, as there is no worldwide standardised regulatory framework that directly addresses greenwashing. 
There are no specific laws and regulations directly referring to greenwashing in the UK. However, some rules can be applied to greenwashing, for example, the Consumer Protection from Unfair Trading Regulations 2008, regulations 5 and 6. The first one prohibits companies from making false and misleading commercial practices, and the second one refers to hiding or making confusing material information (Legislation.gov.uk, 2022). Despite the regulations being in place, it is not easy to fulfil its conditions, as it has to be proven that the consumer bought a specific product only because of its claim. In other words, the person was persuaded to buy the product based on its claims and would not usually purchase the products if the claims were not there. 
Nevertheless, it is noted that the UK is showing signs of progress when dealing with greenwashing and trying to protect consumers. The Competition and Markets Authority (2021) published a green claims code to aid businesses in obeying the law. Due to the law being a new initiative, as stated by CMA, the review of all green claims will commence in early 2022 to determine how the products and services are being marketed and if they can potentially mislead consumers. 
The Green Claim Code (HM Government, 2022) ensures that green claims are:
· "Truthful and accurate
· Clear and ambiguous
· Making fair and meaningful comparisons
· Consider the full life cycle of the product
· Substantiated"
There is no more information available about the progress of the CMA review at the time of research for this paper; therefore, the information on the subject is limited.

3. [bookmark: _Toc101247228]Methodology

[bookmark: _Toc101247229]3.1 Introduction

The previous chapter attained the first objective of this research paper, providing an understanding of greenwashing in marketing, consumers' trust in green products after being exposed to greenwashing and installing consumers' trust back in green products. There seems to be a lack of research focused on Welsh consumers in regards to greenwashing in marketing; therefore, this chapter aims to answer the second objective:

Objective 2 – To conduct a semi-structured interview with Welsh consumers to determine their knowledge and understanding of greenwashing in marketing and their decision making while buying eco products after being subjected to greenwashing. 

Saunder's research onion model (2016) will guide decision-making while developing a research methodology to achieve this objective. The research onion framework consists of six layers. Below is the chosen structure of the research onion for this research paper. Starting with the first outer layer as number one and moving towards the centre, they are as follows:
1. Layer One - Research philosophy – Interpretivism
2. Layer Two- Approach to Theory Development – Inductive
3. Layer Three – Methodological Choice – Mono method
4. Layer Four – Strategy – Grounded Theory
5. Layer Five – Time horizon – Cross-Sectional
6. Layer Six – Techniques and Procedures – Qualitative Approach, Semi-structured Interviews.
[image: Diagram
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This study will be based on the interpretivism philosophy with epistemological assumptions. Interpretivism was developed to critique positivism with the subjective assumption (Saunders et al. 2016). Interpretivism proclaims that truth and knowledge are subjective and depend on individuals' experiences and how they perceive them. Interpretivism allows gaining a more profound perception and interpretation of social worlds and backgrounds (Sounders et al., 2016). Moreover, interpretivism argues that the researcher cannot entirely distance themselves from their own assumptions; therefore, the way they collect, interpret and analyse data will be biased (Ryan, 2018). 
Interpretivism is mainly associated with qualitative studies, which provide in-depth insight from respondents. In contrast, positivism is primarily applied to quantitative analyses, where the researcher is detached from the respondents to obtain reliable, objective and scientific data. 
Therefore, interpretivism will be the philosophy to underpin this research to gain and interpret peoples' opinions and beliefs regarding greenwashing in marketing. 

[bookmark: _Toc101247231]3.1.3 Approaches

The research approach to theory development will be inductive as it is mainly associated with qualitative research (Thomas, 2006). It is believed that an inductive approach is the most appropriate for this research, as gathered data will be analysed and interpreted to create a theory.
An inductive approach begins with collecting data relevant to the research topic and then detects themes and patterns. "The researcher begins with an area of study and allows the theory to emerge from the data" (Strauss and Corbin, 1998). 
In contrast, a deductive approach is associated with quantitative research (Woiceshyn et al., 2018). It focuses on testing existing theories to develop a hypothesis that can be proven or disproven (Thomas, 2006).


[bookmark: _Toc101247232]3.1.4 Strategies

A grounded theory will be used as a methodological approach for this research paper in terms of the research strategy. Grounded theory was developed by Glaser and Strauss (1967), and it focuses on finding or creating a theory grounded within the collected data. The grounded theory provides a perfect background for this research as it allows the researcher to collect and analyse qualitative data systematically. 

[bookmark: _Toc101247233]3.1.5 Time – horizon

A cross-sectional research design is most suitable for this research, as it is performed at a "one-time point over a short period" (Levin, 2006). According to Wang & Cheng (2020), cross-sectional studies are quick, inexpensive, easy to develop theory, and multiple outcomes offer further research opportunities. 

[bookmark: _Toc101247234]3.1.6 Techniques and procedures 

Interview design
This research paper uses a mono method - qualitative to gather data. According to Pathak et al. (2013), the qualitative research method obtains insights into participants' feelings, opinions, and beliefs. Therefore, it is believed that this method will help the researcher to understand consumers' perceptions and experiences with greenwashing in marketing
The researcher will carry out ten face-to-face semi-structured interviews with chosen participants. The interview will be recorded and transcribed onto a Microsoft Word document to be analysed. 
The majority of questions are open-ended and require participants to elaborate on their responses. Moreover, open-ended questions allow participants to express their opinions without being restricted to a few possible answers; therefore, they are less likely to influence responses (Foddy, 1993). 
In addition, before commencing the interview, the researcher will explain greenwashing and its main characteristics to provide a background for the discussion. Also, participants will be shown ten images of products/brands that have been accused of greenwashing to establish their level of greenwashing perception. 
Below is the list of questions asked during the interviews.

1. Before this interview, did you know what greenwashing is?
2. Have you ever encountered greenwashing, or do you think you might have? Please describe where, how and what kind of greenwashing it was.
3. When purchasing products branded as green, do you ever question their "greenness"?
4. How much does the environmental friendliness of a product matter to you? 
5. Looking at the pictures presented to you, do you think greenwashing tactics have been used in advertising those products?
6. If I tell you now that six out of 10 of those products presented to you were accused of greenwashing, how does that make you feel?
7. How does the chance of being greenwashed affect your willingness to buy green products in general?
8. How transparent and clear do you perceive businesses in their advertising campaigns?
9. Do you trust companies to be honest and not mislead consumers? Please elaborate.
10. What would make you trust that a product is actually green? 

The secondary data collection during a literature review uncovered several themes associated with greenwashing in marketing. Therefore, the questions above were designed and used to obtain insights into those themes from a Welsh perspective. 

Sampling
It was decided to use purposive sampling to achieve the best results. The researcher used their own judgement to choose suitable participants to answer the research question and its objectives. It is believed that produced sample is not representative of the general population. 
Purposive sampling is cost-effective and is best suited for studies with a small sample size. However, purposive sampling is prone to researcher bias, as the researcher is the one who chooses participants. 
For the study, a mixed demographic of participants were approached. The sample consisted of Welsh residents, both females and males, retired, in full-time employment and students of various ages.

Analysis
The collected data will be analysed using thematic analysis, where data is systematically identified and organised into themes (Braun & Clarke, 2012). Common themes will be grouped together, assigned with codes and interpreted by the researcher. The results will be presented in paragraphs, where each theme will be named, and appropriate quotations from the transcript will be included. 



[bookmark: _Toc101247235]3.2 Ethical Consideration

Ethical considerations are crucial while performing a research study, as unethical procedures can compromise the integrity of the research. According to Polonsky & Waller (2018), some of the most common ethical issues include voluntary participation, informed consent, confidentiality and anonymity, the potential of harm and communication of the results. 
To address those issues, the researcher will take appropriate steps. Firstly, an ethics form will be completed according to the UWTSD ethical guidelines to obtain permission from the research supervisor. Secondly, a participant consent form will be created and distributed to every participant who agreed to partake in the study. The paper will clearly state who the researcher is, what the research is about, and what the researcher hopes to achieve. The consent form will also inform interviewees that they can withdraw their consent at any time. Also, the consent form tells participants that they will stay anonymous. Anonymity will be given to participants, and they will be referred to as participant one, participant two and so on. All data collected during the interviews will be stored on the password-secured device. When the study ends and recordings are no longer needed, they will be deleted/destroyed to comply with data protection laws. 

[bookmark: _Toc101247236]3.3 Validity and Reliability

In terms of the quality of the research, validity and reliability concepts has to be acknowledged. 
Validity centres around the accuracy between the findings and data, and reliability concentrates on the methodical and consistent approach to procedures (Smith, 2015). Validity focuses on how well the used methods assess something. 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 and can determine, for example, if participants were asked the same set of questions. 

[bookmark: _Toc101247237]3.4 Limitations

The main limitation of this study is the sample size, meaning that the results cannot be applied to a larger population. However, Simon (2011) states that the results can be suggested to a larger population. 
Due to the qualitative nature of the study and open-ended questions, responses given to the researcher are very subjective and open to interpretation. 
Bias might be another limitation of this study. Respondents might feel compelled to answer questions in a certain way; for example, they might state that the environmental friendliness of a product matters to them; however, they have responded this way because this is what society expects from them.  

[bookmark: _Toc101247238]3.5 Methodology Overview

This chapter has successfully met the second objective:

Objective 2 - To conduct a semi-structured interview with Welsh consumers to determine their knowledge and understanding of greenwashing in marketing and their decision making while buying eco products after being subjected to greenwashing. 

The methodology chapter identified appropriate research methods for this study. The chapter explained the reasoning behind choosing interpretivism as a research philosophy with an inductive approach to theory development supported by a qualitative mono-method. The strategy for the research is underpinned by grounded theory with a cross-sectional time horizon. The techniques and procedures consisted of a qualitative approach with semi-structured interviews. Moreover, ethical considerations and limitations were addressed to ensure that this research study was not compromised in any way. 


4. [bookmark: _Toc101247239]Findings

[bookmark: _Toc101247240]4.1 Introduction

This chapter discusses the findings from the primary qualitative research. Semi-structured interviews were performed with ten participants. All participants are residents of Wales and represent varied backgrounds and age groups. The interviews were transcribed and analysed in detail using thematic analysis. A set of common themes emerged during the analysis stage based on participants' responses. Participants were also shown ten images during the interviews as part of question number 5. The photos can be found in the Appendix section of this paper.
Moreover, the identified themes were cross-referenced using a literature review. The results provided much-needed insight into greenwashing in marketing from a Welsh consumer perspective. A word cloud was generated to support the interviews and allow a visual presentation of transcribed data.
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[bookmark: _Toc101247241]4.2 Findings

As seen in the result table below, just over half of the participants had prior knowledge about greenwashing. Four participants had never heard of or were familiar with the greenwashing concept.
Once greenwashing was explained to the participant's majority stated that they believe they have encountered greenwashing in various situations.
The environmental friendliness of a product is essential to most participants; however, when asked if they ever question the "greenness" of a product, the responses were equally split between yes and no.
When presented with a series of images of products genuinely eco-friendly and some accused of greenwashing, it was clear that some participants were confused and could not perceive greenwashing tactics used to market those products. After revealing to participants which products were greenwashing and which were genuine, the majority were not surprised about the results; some were more suspicious and confused about greenwashing than before.
Interestingly, there were mixed answers regarding participants' willingness to purchase green products knowing that they can be greenwashed. The received responses indicated that some participants would still buy products regardless of greenwashing tactics used to market the product; some stated that their willingness to purchase the product would be affected; some indicated that it depends on the product itself, and some admitted that they would want to look more into the green claims made by the producer.
Almost all participants agreed that they do not perceive businesses as clear and transparent in their advertising campaigns. 
Similarly, all participants stated that they do not trust companies to be honest and not mislead consumers.
It was suggested that own research, more legislation and regulations, better eco-labelling, third-part verification, evidence on the packaging of green claims, companies' commitment to sustainability, reduced packaging and mandatory environmental reporting would make consumers trust that a product is genuinely green. 

Qualitative interviews and received answers:

	Question
	Answer Categories
	Respondent Code
	Number/Answer

	1. Before this interview, did you know what greenwashing is?
	A -Yes
B -No
C- Not sure
	P4, P5, P7, P8, P9, P10
P1, P2, P3, P6
	6
4
0

	2. Have you ever encountered greenwashing, or do you think you might have? Please describe where, how and what kind of greenwashing it was.

	A -Yes
B- No
C – Not Sure
	P1, P2, P4, P5, P6, P8, P10

P3, P7, P9
	7
0
3

	3. When purchasing products branded as green, do you ever question their "greenness"?
	A - Yes
B - No
	P5, P7, P8, P9, P10
P1, P2, P3, P4, P6
	5
5

	4. How much does the environmental friendliness of a product matter to you? 
	A - It matters
B – It doesn't matter
C - Undecided
	P2, P3, P6, P7, P8, P9, P10
P1, P4, 
P5
	7
2
1

	5. Looking at the pictures presented to you, do you think greenwashing tactics have been used in advertising those products?

Pic. 1 SMOL

Pic. 2 Ryanair
Pic. 3 Bic razor

Pic. 4 Mud Jeans

Pic. 5 Body Shop

Pic. 6 Dr Bronner

Pic. 7 Shell

Pic. 8 H&M

Pic. 9 Stasher

Pic. 10 Ziploc

	G – greenwashing
NG – Not Greenwashing
NS – Not Sure









	



P1,5,9,10-G: P2-NS, P3,4,6,7,8, NG
P1,2,3,4,5,6,7,8,9,10 – G
P1,2,3,4,5,6,7,8,9-G:
P10-NG
P1,2,5-G
P3,4,6,7,8,10- NG
P1,2,4,5,6,8,9,10-G
P3,7-NS
P1,2,5,9- G
P3,4,6,7,8,10 – NG
P1,4,8-NG
P2,3,5,6,7,9,10 – G
P1,2,4,5,7,8,10 – G
P3,6,9 – NG
P1 – G
P2,3,4,5,6,7,8,9,10 – NG
P1,2,3,6,7,8,9 – G
P4,5,10 - NG
	



10

10

10

10

10

10

10

10

10

10

	6. If I tell you now that six out of 10 of those products presented to you were accused of greenwashing, how does that make you feel?
	A - Not Surprised
B – Surprised
C- Angry/ Even more suspicious
D- Confused

	P4, P5, P9, P10
P6, P7
P8

P1, P2, P3, 
	4
2
1

3

	7. How does the chance of being greenwashed affect your willingness to buy green products in general?
	A - It doesn't affect my willingness to buy green products
B – It does affect my willingness to buy green products
C – It depends on a product
D- It makes me want to look harder/ do research 
	P1, P3, 


P4, P8, P9


P5, P10

P2, P6, P7, 
	2


3


2

3

	8. How transparent and clear do you perceive businesses in their advertising campaigns?
	A - Not Transparent

B – Transparent

C – Hard to tell
	P1, P2, P3, P4, P5, P6, P7, P8, P10


P9
	9

0

1


	9. Do you trust companies to be honest and not mislead consumers? Please elaborate.

	A - Yes

B - No
	

P1, P2, P3, P4, P5, P6, P7, P8, P9, P10
	0

10

	10. What would make you trust that a product is actually green? 


	A – Own research
B – More regulation on greenwashing/advertising
C- Better labelling
D- Evidence on packaging
E- Less packaging
F- Third-party verification
And Mandatory environmental reporting
H – If a company was making efforts to be sustainable

	P1, P3,
P2, P5, P9

P6
P4
P7
P8


P10
	2
3

1
1
1
1


1





5. [bookmark: _Toc101247242]Discussion and Analysis

There are five themes identified during the thematic analysis process. The themes will be discussed below regarding the researcher's interpretation and justification concerning the secondary research in the form of literature research conducted before the data analysis.

[bookmark: _Toc101247243]5.1 Theme no 1
Environmental friendliness and consumers' purchase behaviour towards green products.

Tanner and Kast (2003) observed a strong connection between consumers' environmental concerns and attitudes towards green products. Consumers with a deep environmental concern are more likely to purchase products branded as green, and consumers with less interest in the environment show low interest in green products (Wei et al. 2018). The findings from the interviews partially evidence this theory. 
Participants with higher awareness of environmental concerns reported that they would like to purchase more green products, as it is essential to be more sustainable. However, most environmentally concerned participants also stated that their purchase behaviour would be influenced mainly by the product's price and desirability, which is conclusive with Agyuman (2014) regarding consumers wanting to buy eco-products, but at lower prices. Moreover, consumers who value a product's environmental friendliness show discrepancy when making purchasing decisions (Jerzyk, 2016; Moisander, 2007; Alwitt & Pitts, 1996).
Therefore, it can be concluded that consumers' environmental concern/friendliness does not fully translate to their purchase behaviour. Furthermore, it becomes evident that if consumers really want a particular product, the environmental friendliness of that product does not matter to them, and they will make the purchase regardless of its claims. 

Environmental Friendliness 

"Up until recently, the environmental friendliness didn't really matter to me? I guess I'm looking more at it now. 
You almost can't help because it's everywhere." 
"There's always a premium price to it. So in the past, that's probably what stopped me from bothering to look because I couldn't have afforded it." (P3)

"It does matter to me; however, I find that many products branded green are usually at a premium price; therefore, that does not always mean I'll buy them. Also, I'm sceptical about green claims; knowing what greenwashing is; therefore, that would put me off from buying those products. And if I want a product I would not care about its green claims, I will buy it." (P8)

"So I think it was very important, and I would like to buy more environmentally friendly things, but green products are so much more expensive "(P9)

"I would like to say it does matter, but if I do like the product, I will continue to purchase it. I know that sounds terrible." (P10)



[bookmark: _Toc101247244]5.2 Theme no 2
Consumers' confusion caused by green claims and greenwashing.

Vincent-Wayne et al. (1999) state that there are three main causes of consumer confusion: the over choice of products, products similarity, and marketing information that is ambiguous, misleading, and inadequate. The last cause mentioned by Vincent-Wayne et al. especially applies to the findings from the interviews. Participants confirmed feelings of confusion, misunderstanding and hesitation regarding green claims. Participants were doubtful and found it challenging to make informed decisions due to misleading and inadequate marketing information. 
This has been proven to be accurate, especially when presented with the ten images of products and asked to decide if the greenwashing tactics were used for marketing those products or not. The researcher tried to imitate the situation when shopping or watching advertisements on TV, where only images of products were available to detect greenwashing. 

Fernandes et al. (2020) stated that consumers could not recognise between truthful and deceptive claims, often mistaking genuine claims as dishonest, and the interviews provided evidence to support this claim. 
The comment below was made by P1 when presented with the picture of the Stasher bags, which are lunch bags made from 100% food-grade silicon. They are a reusable and plastic-free alternative to plastic lunch bags. Even though the product is classed as an authentic green product, the participant failed to recognise it and was very suspicious of its environmental claims.

"They might be plastic-free, but what else is in it? How good is that grade? I doubt that's recycled silicon." (P1) 

Another example where a participant failed to detect greenwashing tactics was an image with a tweet made by Shell on their Twitter page. The tweet consisted of a poll created by Shell and asking its followers, "what are they willing to change to help reduce emissions?" Shell was accused of greenwashing (gaslighting the general public). Shell received criticism for this tweet as it was pointed out that the company is engaged in a high volume of CO2 emissions production, buy yet they felt it was appropriate to ask the public what they were willing to change and place environmental responsibility on the consumer instead of saying how they are contributing to reducing the emissions. 

With the rise of social media in recent years, it is becoming difficult to differentiate between real and fake. Consumers are exposed to new innovative ways that marketers can use, for example, greenwashing to sell products or create a green brand reputation. As this greenwashing tactic is less common than stating misleading green claims on packaging, P4 could not detect it and assumed that this was a typical tweet made by the company.

"A lot of tweets are used for advertising or marketing of some kind, but to be honest, within the realms of Twitter, I'd say that's just a tweet that any company would make. So I say that was not greenwashing personally " (P4)

A few participants suggested that it is impossible to differentiate between green branding and greenwashing, with limited information on a green claim provided on the packaging, as the packagings are very similar in appearance. 

"Well, I feel like there is no real way of telling whether branding is real or not." (P3)

"I don't know how you'd find out if they're genuine or not, just by looking at the packaging." (P6)

"You don't really know because you've got no information in front of you. You don't know whether you're being greenwashed or not, so probably not aware of it." (P9)

[bookmark: _Toc101247245]5.3 Theme no 3
Effects of greenwashing on consumers after greenwashing was revealed

Greenwashing tactics used in marketing promote products and services as green and can negatively affect consumers, businesses and the environment. Greenwashing is very problematic as it can affect the whole green market. Consumers can lose trust in green products and become suspicious of green branding, resulting in a spillover effect onto other green brands (Pomering & Johnson, 2009; Wang et al., 2020). There is a risk that once consumers are aware of a particular product being greenwashed, they can assume that majority of green brands are untruthful and misleading. Therefore, potentially causing many genuine green businesses to lose their competitive advantage and destroy the green market as there will not be any demand for green products, which ultimately affects the environment (Polonsky et al., 1998).
The findings have drawn attention to the effects of greenwashing after greenwashing tactics were revealed to participants. Participants were shown ten images during the interviews, with 6 out of 10 products accused of greenwashing. The responses evidenced that consumers become doubtful, and their willingness to purchase products branded as green is affected after being exposed to greenwashing. Most participants stated that they felt angry, even more suspicious, and needed to carefully look into the green claims. Confusion and mixed feelings of surprise were also reported. It is evident that there is no one clear answer to the effects of greenwashing on consumers, but what can be said is that it is damaging and unsettling. Greenwashing is questioning consumers' choices and making them double-check their initial instincts.

"You're still going to be led by your eyes unless you're going to go and look into researching the company and everything else, which you can't do on a day-to-day basis." (P1)

"I might look at it a bit harder, perhaps do the research. But that's not easy" (P2)

"It put me off buying them. It makes me believe that they are all misleading." (P8)

"It does affect my willingness to buy green products, but you think, well, why am I bothering to buy green? If it's not. It sort of damages the industry as a whole.
I think it's quite damaging, actually." (P9)

However, in stark contrast to the comments stated above, some participants said that greenwashing does not affect their willingness to purchase eco-products. They would continue to buy green products just as much as the products accused of greenwashing. This could be interpreted as awareness that not every brand marketed as green is greenwashing, and there are still many that are not. On the other hand, those participants might not be able to detect greenwashing, therefore still willing to buy green products. On the other hand, they are not concerned about being misled and continue to purchase products even when brands are greenwashing, simply because they want the particular item.

"If I wanted the product, I'd probably still buy it, but I wouldn't necessarily believe that I was buying something that was genuinely what it claimed to be in terms of environmental." (P3)

"But I don't think it wouldn't affect my willingness to buy green products. It doesn't make any difference. (P10)

[bookmark: _Toc101247246]5.4 Theme no 4
Consumers trust in businesses and their marketing activities. 

Polonsky et al. (2010) suggest that consumers' trust in green products is essential for businesses to maintain a competitive advantage over regular products.
Several scholars indicated that green consumers are particularly sceptical of green ads (Shrum et al., 1995; Zinkham & Carlson, 1995) as they are more aware of environmental concerns; therefore, they present higher levels of disbelief in green claims. 
Bickart & Ruth (2012) claims that, in general, environmental declarations are often seen as misleading and doubtful.
In contrast, Matthes & Wonnenberger (2014) stated that green consumers are, in fact, more trusting and believe green ads than non-green consumers, as they can deem ads as honest based on the information rather than emotional response. Moreover, the paper concluded that there are many aspects to general ad scepticism, green ad scepticism, green consumer and general consumer. They have stated that older people, women and people with higher education were sceptical towards advertisements in general. Also, they have suggested that consumers with lower interest in environmental issues are more likely to show scepticism towards green ads. 

Both views mentioned above are thought-provoking, even though they contradict one another. In terms of the interviews' findings, evidence shows that all ten participants show distrust and dislike towards green ads and advertisements in general, which is more in line with Matthes & Wonnenberger's (2014) views.
A study has highlighted that only 15% of consumers trust what marketers say in their advertising campaigns (The Global RepTrack, 2014). The interview responses have provided solid evidence to support this, with almost all participants stating that businesses lack transparency and are unclear about their marketing messages. It also becomes apparent that the dislike and distrust towards advertisement, in general, proves that marketers have to change their tactics and become more aware of consumers feeling concerning marketing activities. Annoyance, sometimes anger and disbelief are the feelings expressed by consumers who lost faith in ads. There was also an acknowledgement amongst participants that the main objective for businesses is to make money. And as the new type of green consumer emerges, many companies see the opportunity for further market expansion and decide to partake in the latest movement.

"No, I don't trust them; it seems like they will use every tactic available to jump on the bandwagon of environmental friendliness and green branding. Not very transparent and clear at all." (P8)

"No, absolutely not because their priority is to make money. So they're going to try to trick someone with a choice of words. It's a new tactic to bring new customers.
We are still in a capitalist environment. People still want to make money. So that's the next bandwagon to jump on. Not very clear at all." (P7)

"I hate adverts, and I don't believe anything people say. They're just deceptive" (P3)

"Well, no, you can't trust them without research. You can't trust them unless you 
research them. "(P1)

[bookmark: _Toc101247247]5.5 Theme no 5
Assurance to green claims.

Research suggests that to avoid being greenwashed, consumers are advised to watch eco-labels, and green language also checks if the green claims can be substantiated. Marketers should be transparent and truthful while making green claims. The regulatory bodies are advised to partner with private organisations, develop harsher rules and regulations and install monetary fines and bans on companies that break the rules (Aggarwal & Kadyan, 2014). 
Other suggestions presented by Delams & Burbano (2011) are calls for environmental performance transparency, improvement in greenwashing literacy, consistent greenwashing standards, and naming and shaming companies that engage in greenwashing. 
Findings from the interviews were very similar to the suggestion proposed by the authors mentioned above. Participants expressed that more standardised regulation on greenwashing would make them trust that a product is genuinely green. It would be harder for businesses to get away with untruthful claims if there was an existing regulation on greenwashing, which at the moment, there is not. The Consumer Protection from Unfair Trading Regulations 2008, regulations 5 and 6 are somehow connected to greenwashing. They refer to making false and misleading commercial practices and hiding or making confusing material information (Legislation.gov.uk, 2022). However, they are not directed at misleading, false environmental claims when advertising. 

"There's a need for more standardised regulation." (P1)

"They have to be found out. They really need more regulation." (P2)

"I guess the only way you can really do it is if there's actually legislation on it." (P3)


Reports suggest that eco-labels can be a great marketing tool to persuade consumers to purchase more sustainable products (Horne, 2009). Few participants have stated that eco-labels would make them deem the product green, as they believe that eco-labelling assures transparency. It is easy to understand why eco-labelling would be trusted. When presented with a product, the only available information regarding green claims is the label. Therefore, that is the only information provided for consumers to make an informed purchase. 

"I would trust that a product is actually green if there were verified but a third party and accredited. Some sort of eco-label maybe." (P8).

"Maybe they'd have to put like a little stamp, like they do with sustainable fashion, things like that. (P6)

"Maybe certain certifications like the FSC things like that would make you believe it.
Like well-known ones are the only ones I trust really, the ones with the reputation behind them." (P4)

Business transparency is the foundation of trust between the company and its stakeholders. When businesses are transparent, they communicate honest and truthful messages regarding their business operations. Moreover, transparent companies can be held accountable for their actions when wrongdoing. 
Parris et al. (2016) state that transparency can help businesses enhance their financial, environmental and social position. 
Business environmental transparency is achieved through voluntary reporting on businesses' environmental impacts. Sharing such information allows consumers to understand better and validate the firm's actual sustainable development. This can be particularly useful when determining the truthfulness of green claims. The responses from the interviews suggest that some participants consider performing their own research into the businesses to conclude if the product is green or not. Participants feel like the only way to gain assurance on green claims is to spend their own valuable time and conduct a search on a particular product/brand. Products lack information that could quickly verify consumers' feelings regarding their green claims, so their only option is to perform research. Moreover, mandatory reporting on environmental impact was also mentioned by one participant, suggesting to the researcher that voluntary reporting is not influential enough, as due to its voluntary nature can be very subjective, and many businesses choose not to report because it is not a requirement. It is understood that voluntary reporting can lack credibility, and the quality of disclosed information is poor (SASB, 2017). 
Lastly, another participant stated that seeing companies making efforts to become sustainable businesses makes them feel like they are being honest as they progress in their sustainable journey. One way to establish if a firm is trying to be more environmentally aware is to look at the B-Corp (2022) organisation that awards accreditation to businesses based on their environmental progress. 

"No, you can't trust them without research. You can't trust them unless you research them." (P1)

"I'd have to go online and research into it, I suppose. I don't know how you'd find out if they're genuine or not just looking at the packaging." (P6)

"Also, I think if environmental reporting were made mandatory, that would make some companies think again and make an effort to become a sustainable brand as their reputation would be at risk of being called out for greenwashing". (P8)

"So if they were 100% honest on sustainability deadline, so 2025, they will be 100% sustainable. Then that would make me trust them a bit more. "(P10)




6. [bookmark: _Toc101247248]Conclusion
This final chapter will summarise the findings identified from the literature review and secondary qualitative research study. This research aimed to determine consumers' awareness of greenwashing tactics in marketing and the impact on consumers' trust in green products. Lastly, within the conclusion chapter, recommendations will be provided on reinstalling consumers' trust in green products, also fulfilling objective no 3.
Objective 3 – To recommend ways of reinstalling consumers' confidence in green products despite greenwashing tactics used in marketing. 
This qualitative study highlighted vital findings that demonstrated the effect greenwashing in marketing has on consumers' confidence in green products. Consumer confusion was one of the main consequences of greenwashing in advertising, emphasised throughout the primary and secondary research. This study also discovered that lack of trust was the main issue for consumers and negatively affected businesses. The findings suggested that consumers are sceptical about green marketing and marketing campaigns in general. Lastly, several solutions were recommended by consumers to eliminate greenwashing tactics in the advertisement. 
When conducting this study, the primary factors were time limitations and lack of previous research on the topic. Therefore, a relatively small sample size of ten interviews was conducted. A larger sample size could have provided a more representative view and a better understanding of the topic. However, the responses obtained from the qualitative research offered insightful knowledge regarding greenwashing in marketing from a Welsh perspective. Moreover, due to minimal research on the Welsh perspective on greenwashing in marketing, the foundation of this study was somehow challenging to establish; however, it recognised a gap in the literature. 
The findings from this study concluded that greenwashing is a very complex and widespread subject with many different parts and, therefore, often can be challenging to comprehend fully. The majority of participants expressed confusion regarding green claims and greenwashing tactics. The fine line between greenwashing and the green claim was difficult to establish for many, which means that participants struggled to differentiate between misleading and truthful green products. In particular, it was a common conception that information provided on the packaging is insufficient and does not prohibit an informed purchase. Moreover, different tactics used by marketers to promote products as green were also confusing and not widely recognised, suggesting that greenwashing awareness amongst consumers is limited. 

The research also shows that environmental friendliness and awareness are crucial for many; however, it was also evidenced that a product's environmental friendliness does not necessarily translate into purchasing that product. The premium price of eco products and desirability were clear deterrents when making purchasing decisions for Welsh consumers. Therefore, findings from this study conclude that a product's environmental friendliness is not a winning factor when buying products, and consumers will purchase products based on their needs and wants regardless of how good or not those products are for the environment.

The literature review has offered many articles regarding the negative effects of greenwashing on consumers. Even though the findings from this study show disparity between the views of some participants concerning their opinions after greenwashing was revealed, a common theme was established in relation to their initial views on the matter. 
This study determined that participants expressed feelings of anger, suspicion towards green claims, surprise and further confusion once greenwashing products were revealed to them. Many suggested that they would look a bit harder at the green claims and even stated that they would stop buying green products in general.
On the other hand, it was established that not all green products are greenwashed, and participants understood that they could not be viewed the same. Therefore, their willingness to buy green products would not be affected. 

When addressing the trust aspect, all participants agreed that they do not trust businesses to be honest and not mislead consumers. Moreover, the majority stated that they do not perceive marketing/advertising campaigns as transparent and clear. Participants communicated their dislike towards ads and noted that green marketing could be viewed as the new trend that many companies would participate in, due to its popularity, without actually being a sustainable brand. In other words, it was implied that green marketing is a tactic for many companies to sell products through greenwashing. 

Lastly, this study clearly understood that to combat greenwashing in marketing, several steps need to take place. Firstly, there is a need for a precise, standardised regulation on greenwashing and green claims, which would make it more difficult for companies to break the rules and find loopholes. Secondly, it was established that eco-labels were a great way to ensure the green status of a product. Eco-labelling provides instant assurance for consumers, as other information is not displayed on the packaging; therefore, consumers rely on labels to make informed decisions. Finally, participants said that to trust that a product is actually green, they need to research the product/brand themselves. For this to occur, businesses need to attain greater transparency regarding their environmental impact and sustainable development. Business transparency is the foundation of trust between the firm and its stakeholders; hence, why environmental reporting would play a crucial role in the fight against greenwashing and provide consumers with vital knowledge about the company.

[bookmark: _Toc101247249]6.1 Recommendation

Within this part of the research paper, the final objective number three will be achieved, where several recommendations will be offered to reinstall consumers' trust in green products. Throughout this research paper, it was evident to the researcher that there were no feasible solutions proposed to make consumers trust green products. There is extensive literature available regarding greenwashing and consumers' trust, but barely any recommendations to solve the problem. Therefore to address this gap in the literature, the following suggestions are proposed:
1. Standardised regulations and updates to a legal system
There is an urgent need to create consistent regulation regarding the advertisement of green products that can be recognised internationally. It appears that different countries have different rules, which creates opportunities for finding legislative loopholes and, therefore, misleading consumers. Moreover, as mentioned in the literature review chapter, it is hard to hold companies accountable for their deceptive practices. This is because it has to be proven that the reason a person purchased a particular product was due to the claim and would not make the purchase without the claim. This condition seems unreasonable and allows many companies to get away with greenwashing. The advertisement misled the consumer; therefore, the business should face repercussions for its actions.
2. Greenwashing Education
The interviews highlighted that only half of the participants were familiar with greenwashing before the interview. Moreover, the participants aware of the greenwashing had limited knowledge about the problem. The researcher appreciates that it might be challenging to educate the public about greenwashing; however, it is believed that this suggestion would help fight greenwashing. As Fernandes et al. (2020) suggest, consumers should undertake greenwashing literacy intervention to learn how to spot greenwashing and not be subjected to it. The researcher would also advise that greenwashing tactics should be discussed in schools alongside topics of sustainability and marketing. Young adults can be impressionable as they are more open to learning and can be shaped by outside factors. Additionally, unlike adults, they have better access and time to resources required for greenwashing education.
3. Transparency enforcement – Mandatory Environmental Reporting
It seems that business transparency plays a crucial role in consumer trust. People tend to believe companies who are not withholding information and are open about their activities. There are many frameworks for voluntary environmental reporting; however, many companies choose not to participate as they are not compulsory. Moreover, it has been reported that the information disclosed within those reports is of low quality. Often, only information favourable to the company is revealed, meaning people only hear how good they are, as no company wants to disclose their wrongdoings. The researcher strongly believes that environmental reporting should be made mandatory. Businesses would not have a choice and would be forced to report on their environmental impacts. The reporting would be more widespread and create a faster rate of positive change for the environment. Regarding greenwashing, businesses would be less inclined to mislead consumers with green claims as they could be easily proven or disproven when their annual environmental reports are examined. The information obtained from those mandatory reports could be utilised similarly that a Responsible Business Tracker 2022) works, where businesses are compared against each other based on their sustainability progress. 

4. Develop a mobile application that provides an instant environmental classification of a brand
This recommendation was inspired by the Responsible Business Tracker and was taken a step further. As the tracker already scales businesses and makes comparisons, the researcher proposes developing a mobile application similar to the tracker that can be downloaded and installed on consumers' mobile phones. The consumer would use the application to scan a barcode on a product's packaging to gain instant information about the brand. The data could range from their progress on sustainable and responsible business development, how they score against other similar brands regarding environmental impact, or even where the ingredients came from/ how they were farmed. For example, suppose they were in doubt about a claim on an organic and sustainable skincare range. In that case, they could scan the barcode using their smartphones, read the information about the brand, and decide if they believe the claim. 
Due to voluntary environmental reporting, this application would be limited in terms of participating businesses; however, if the reporting were made mandatory, it would be more widespread. It is believed that such an application would enhance environmental transparency and limit the greenwashing practices as consumers would be presented with information about the company instantly and, therefore, they could make more informed purchasing decisions. And the businesses would be less likely to mislead consumers with false eco-claims, as they would be easy to confirm or dispute.

[bookmark: _Toc101247250]6.2 Further Research
This research opens avenues for further study. One of the limitations of this study was the small sample size. This limitation offered opportunities for further research with a larger sample size that is more representative based on gender, age, socioeconomic status, profession or education. Another suggestion for further research is the lack of existing studies regarding the effects of greenwashing in marketing on Welsh consumers; therefore, there is room for further research.
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SAMPLE PARTICIPANT INFORMATION SHEET


	TEITL Y PROSIECT: / PROJECT TITLE: Greenwashing in marketing; and its effects on consumers' confidence in green products with a Welsh perspective.




Dear Participant: 

My name is Katarzyna White, and I am studying at the Carmarthen Business School at UWTSD.

I would like to invite you to participate in my research project. This project will study how greenwashing in marketing affects consumers' trust in green products and aims to recommend solutions for restoring consumers' trust in green products.

*Attached to this letter is a short questionnaire developed by Katarzyna White to assess consumers' knowledge, interest and confidence in greenwashing and environmental sustainability. I believe your opinions will be extremely helpful to me. 

Through your participation in the interviews, I hope to ascertain your understanding of the issue, which will benefit my research project.

All questionnaires will be kept strictly confidential to the researchers involved, and at NO time will individual questionnaires be released to the general public. This gives you a chance to express your views on your programme in a confidential and anonymous forum and still be able to make a difference. Your participation in this study is completely voluntary so you can withdraw from the questionnaire at any stage. 

Our interview should take about 15 minutes to complete, but there is no time constraint. There are also no right or wrong answers. We understand that your time is at a premium but your opinions are very valuable to us. 

After careful and precise analysis of the data obtained from this interview, I will be happy to provide you with a copy of the findings at your request. The results of this interview will hopefully enhance my understanding of greenwashing in marketing and its effects on consumers' trust in green products and will be stored on the password-secured device. The results of the research will be fed back to my research project supervisor.

We thank you in advance for your time and participation. If any questions do arise, feel free to contact me at your convenience. 
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