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Abstract 

This paper examines the misleading environmental claims used in advertising and assesses its 

impacts on consumer purchase intentions. The growth of misleading or deceptive environmental 

claims in advertising is currently a growing problem for consumers and marketers in green products 

and services market. The study performs empirical examinations through employing a quasi-

experimental design to test four hypotheses. Uppsala Campus Gotland students participated in the 

study. As envisaged by the researchers, consumers were unable to identify a treated or greenwashed 

ad as deceptive or misleading. Likewise, the measurement of consumers’ overall environmental 

involvement or engagement associated with the ad shows equally higher involvement to both the 

greenwashed and neutral ad. Furthermore, Attitudes towards ads were also examined, and the study 

revealed that consumers showed equally negative attitudes to both ads. Additionally, the stronger 

levels of intention to buy were revealed in greenwashed or treated ad, however, both construct 

decreased with increasing level of deception. The important study implication is that consumers are 

not able to see the difference between fake environmental claims and the genuine claims hence the 

prevalence of deceptive claims will continue to cause damage to the credibility of the advertising 

industry. 

 

Keywords: Misleading Environmental Claims, Greenwashing, Green advertising, Purchasing 

intention 
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1. Introduction 

This chapter is a general summary of misleading environmental claims and the increasing frequency 
of their use. The following sections include problem formulation, consumer purchase intentions, 
influencing factors, and the current problems created by these misleading claims. This assessment 
and lack of research in this area guided the focus of this study. In the end, the chapter defines the 
purpose of the study and spells out the research questions. 

1.1. Background information 

In recent years, the popularity of environmentally friendly products has increased significantly. In 

Sweden in particular, it has reportedly risen by 12 percent in 2013 in comparison to the previous 

year (Statistiska centralbyrån, 2014). Such situation has raised pressure on the companies operating 

within the country to respond to the increasing need of green products. In 2014, for example, the 

demands for organically brewed beers and wines have doubled and Sweden’s largest food outlets 

like ICA have reported a 43 percent rise in sales due to the increase of organic products (Forsberg, 

2014). The Swedish majority of consumers are increasingly becoming more environmentally and 

socially conscious forcing the companies operating within the area to apply best approaches to both 

advertising and make structural changes in marketing in order to appear green in the eyes of their 

consumers (Futerra, 2012). 

While at the same time, with the increasing consumer concern regarding environmental depletion 

and climate change, the numbers of self-declared environmental claims are growing as a corporate 

marketing tool (Latif & Abideen, 2011). Apart from green labels, research shows that there is 

growing frequency in written marketing, electronic media (television and radio) and online digital 

media (Internet) (ibid). The environmental claims are widely used in various sectors that include 

energy, motor vehicles, home products, industrial fabrics, construction supplies, food and drinks. 

Additionally, the environmental expression has also been seen in goods packaging and some of these 

claims which associate with products are very general, e.g. eco-friendly, bio-degradable, green etc, 

and others are vague, e.g. natural, energy efficient, toxic-free, low carbon, clean, zero emissions, 

sustainable and ethical (Paço & Reis, 2012). Whereas some of the claims are unsupported and 

possibly not authentic (which in most cases referred to as misleading, deceptive or greenwashing), 

evaluations discover that such claims are generally exaggeration, rather than a complete lie (Newell 

et al., 1998). The misleading advertisement is regarded by the Competition Bureau as the 

representations of products that are not based on the adequate and proper test, misleading warranties 

and guarantees, false selling price, unauthorised use of tests, bait and switch selling that is contained 
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in selling products (European Commission, 2017). The most common types of misleading 

advertisement are fine prints and qualifications, improper comparative advertisements, bait 

advertising and environmental (green) claims (ACCC, 2017). These environmental claims appear on 

products like nappies, cleaners and detergents, which conveys statements about environmental 

sustainability, recycling, energy and water efficiency, or less bad impact on animal, like fully recycle 

or  environmentally safe (ibid).  

The environmental concerns, however, are currently the most pressing global issues and are among 

the major areas of interest for both consumers and practitioners (Carlson et al., 1993). The growing 

concern about environmental issues has increased the number of environmentally conscious 

consumers who aspire to play their part to better the environment especially through their purchasing 

power (Jahdi & Acikdilli, 2009). The majorities of consumer consider themselves to be 

environmentally responsible and tend to consider the environmental features of products prior 

making actual purchases (Ottman, 1993). According to Jacquelyn Ottman, the environmentally 

conscious consumers refer to “as those who actively seek out products perceived as having relatively 

minimal impact on the environment” (1993, p. 27). This consciousness among consumers has fueled 

the green market trend known as environmental consumerism (Carlson et al., 1993), which refers to 

orientation on which consumer purchases, products usage and its disposal are motivated by a desire 

to protect the environment and bring about ecological balance (Gussow, 1989). The increase in 

environmental claims in marketing is the result of the increasing consumer demand for 

environmental products (ibid). According to Swedish Environmental Protection Agency, especially 

its survey on public opinion over climate change, 69 percent of consumers prefer purchasing 

products that are safe for the environment (Naturvårdsverket, 2009). Nevertheless, due to the 

complexity nature of environmental aspects, ambiguous terms, and lack of required environmental 

knowledge, consumers are often misled by environmental claims. This happens to be the case of the 

prevalence of misleading ads and a general attempt to consumers’ desire to improve the environment 

(Carlson et al., 1993). 

1.2. Problem Discussion 

According to a research done by OECD (2010), consumers are increasingly attracted to purchase 

environmentally friendly products and services. Conversely, some surveys report that consumers are 

often confused about the sense and reliability of self-declared environmental claims in advertising, 

particularly those which are vague or unsupported (Newell et al., 1998). The increasing number of 

consumers believes that enterprises tend to describe themselves as environmentally friendly while at 
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the same time involved in greenwashing incidences in order to maximise sales and increase prices 

(Laura & Stelios, 2013). While recently consumers appear to have more trust on third-party labels, 

normally they fail to distinguish between the third-party verified labels and self-declared claims 

which deepen confusion (NSF, 2017; OECD, 2010). According to Greendex (2010), an annual 

investigation study of consumer habits in more than 17 countries, it was found that consumer 

scepticism about environmental claims is leading to a decrease in eco-friendly purchases in some 

nations. The previous study that was done by Environmental Protection Agency (EPA) also revealed 

that environmental ad claims have more influence than any other types of ad claims to both mislead 

and deceive consumers (Segev et al., 2016). Considering of Carlson et al. (1993) and Segey et al. 

(2016), the deceptive and misleading claims in advertising today still pose a great threat to the entire 

advertising industry and businesses at large. 

Many companies are concerned that consumer confusion and cynicism will devalue legitimate 

environmental claims hence decrease consumer confidence within the green product market (Paco & 

Reus, 2012). Although industrial guidelines, voluntary codes of conduct, and measures for self-

regulation of environmental issues have continued to exist for several years, the reduction of 

misleading environmental claims has been minimal (OECD, 2010). When one takes a look at the 

growing amount of environmental claims in Sweden today, it is a surprise to see the little effort has 

been done in terms of academic research that have been published to date especially on the reactions 

of consumers towards misleading advertising (Krafft & Saito, 2014). Likewise, with 89 percent of 

the consumers in Sweden claimed to be environmentalists and green-stewards (Naturvårdsverket, 

2009), and with substantial increase in green products on store shelves and misleading environmental 

claims every year (TerraChoice, 2010), it is of interest to further study the area and examine the 

impacts of misleading environmental claims on consumers buying intentions. Therefore the present 

thesis aims to gain an added insight into current consumer reactions towards misleading 

environmental claims in advertising by building on previous research done by Newell et al., (1998) 

which focused on the perception of the American consumers while this study focuses on purchase 

intention and incorporate environmental factors. Whereas Newell’s research concentrated on 

American consumers, it is worth to conduct a research and test Swedish consumers’ reactions since 

they are largely regarded as environmentalists hence could posit different reactions 

(Naturvårdsverket, 2009). Thus, a quasi-experiment was applied to ascertain whether consumer 

responses towards deceptive environmental ad differ from the reactions of a similar neutral ad. 
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1.3. Research Questions and Purpose 

According to Gailus (2013), misleading environmental claims, which is sometimes referred to as 

greenwashing is an illustration of a strategy of overstatement in a product’s environmental 

credentials with the intention of selling. Usually, this occurs as the result of corporation striving to 

meet consumer demands for green products, in that situation, there are some instances where 

unnecessary and exaggerated claims of sustainability and environmental friendliness occur 

(TerraChoice, 2010). Consequently, with the rise in such incidences of misleading and deceptive 

claims in advertisements today, this study aims to get a better understanding of the extent to which 

such deceptive and misleading environmental claims affect consumer buying intention. For that 

reason, this paper has been guided by the following research questions: 

1) How do misleading environmental claims influence consumer attitude? 

2) How do consumers perceive deceptive misleading environmental claims in the advertisement? 

3) How do consumers respond to misleading environmental claims with their purchase 

intentions? 
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2. Literature Review 

This chapter describes relevant literature of previous research studies by presenting the concept of 
misleading environmental claims, greenwashing, green advertising, consumer scepticism and the 
psychology behind greenwashing, and then further description are provided concerning green 
environmental regulations governing advertising industry. 

2.1. The Definition of Green 

As largely used in marketing and advertising, the word “green” can be defined in various ways, its 

definition tweaked to describe a particular meaning or point of view. Recently, the term “green” has 

made its way into various scientific lexicons e.g., “green chemistry” (Shamdasan et al., 1993, p. 488). 

Yet, the consensus is that the term green refers, in some way, to environmentally-friendly attributes 

of products, services, and/or technologies, there is basically no universal definition of the term. 

Likewise, the concepts environmentally friendly or green products denote to products that do not 

contaminate the environment and are less harmful than the standard alternatives (ibid). For customers, 

being green entails a model of life that has minimal environmental impacts, or embracing choices 

that support the environment (Carlson et al., 1991). In making the decision to reduce harm on the 

environment, consumers are subjected to many decisions making processes (Banerjee et al., 1995). 

For instance, a person may opt to ride a bicycle to work instead of getting into a car. This option 

represents various degrees of greenness and an active consideration of environmental impacts and a 

behavioural change in the consumer's purchasing. 

Likewise, the word greenwashing gained its popularity around 1990 after some of America's 

polluters such as DuPont, Chevron, Bechtel, the American Nuclear Society, and the Society of 

Plastics Industry pretended to be ecologically friendly at a trade fair in Washington D.C (Kaften, 

2012). Nevertheless, it officially became part of the English language only in 1999 when it made an 

entry in the Oxford English Dictionary (Futerra, 2013). However, the act of greenwashing has been 

around for much longer time than that. For example, in 1970 the public’s growing environmental 

awareness showed the way to initial Earth Day that was held on April 22nd, which in a way 

provoked industries and corporations to start environmentally-themed advertising campaigns. 

Among the strangest happening in the 1970s relates to Westinghouse, which ran ads that portrayed 

nuclear power as neat, clean and yet safe energy source contrary to reality (Karliner, 2001). 
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2.2. The Psychology behind Corporate Greenwashing 

When looking at the phenomenon of greenwashing, there should be something more to it than just 

employing buzzwords to get consumers into buying green-labeled products. The puzzle here is what 

enables companies to take advantage of consumers in that particular way and only add the words in 

marketing without attaching the meaning. Literature regarding consumers’ buying behaviours is 

more dependent upon how they can identify with companies and whether there are any emotional 

links that may have been established between consumers, the corporations, and their products and 

services (Iftekhar et al., 2013). Devinney (2009) claimed that corporations are consistently engaged 

in researching marketplace consumer demands, measuring what consumers are indicating to desire. 

Castaldo (2009) asserted that consumers develop trust with corporations when they believe that 

corporations are engaging in fair trade practices. When companies communicate that they are willing 

and able to offer consumers with what they need, consumers tend to feel that these corporations are 

gratifying their basic and personal needs hence a sense of trust is developed (Alcañiz, Cáceres, & 

Pérez, 2010). Considering the abovementioned scholarly research, it gives the logical impression to 

claim that once a company has established a favourable perception among consumers, as the halo 

effect, it stands a better chance of winning the consumer's loyalty and trust. To clearly understand 

how consumers indulge into loyalty and trust with a corporation, based mainly upon the companies’ 

communication, it is essential to study the doctrine of social identity theory. 

Researchers have learned the essence of how it is possible for people to interact and establish 

relationships within their respective environments, and the theory that was put forward to give an 

understanding to this phenomenon is a social identity theory (Bartels & Hoogendam, 2010). 

Although Tajfel’s and Turner’s (1978) influential works on social identity theory were primarily 

written to give explanation on how individuals define and then commit themselves to certain groups, 

contemporary research has simply just begun to describe how these identities are not “temporally 

exclusive” (Crane & Ruebottom, 2012, p. 78). This research could help to clarify as corporations 

may have been able to plead to their consumers in one way; they are alienating them in another. 

Jahdi and Acikdilli (2009) explained how consumers reserve the right to use their purchasing power 

to reward good corporations and punish the bad ones. With the view to green advertising, which 

creates a sort of philosophy or culture (Alves, 2009), on which companies and their consumers exist, 

such consumers that can recognize themselves as environmental stewards will be prone to align 

themselves with corporations that communicate congruity among consumer beliefs and interests and 

their own (Jong-Weon & Eun-Jung, 2011). The overlap between one’s identity such as beliefs, 
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values, and objectives, with that of a corporation’s identity, appears to be enough to produce the 

emotional and psychological attachment needed to establish consumer loyalty and trust (Bartels & 

Hoogendam, 2011). 

2.3. Green Advertising 

Corporations strive to convince their consumers that they care about environmental issues by 

deploying several strategies. One among these strategies is a green advertisement. Basically, the 

notion of green advertising was launched in the 1970s, with a slump caused by an oil price hike and 

environmental damages that had been unnoticed for several years. In a very short time, people faced 

the fact that resources were not infinite and that using them also had major effects on the 

environment. Corporations started to go after green trend as a matter to respond to consumers 

concerns by communicating green messages in their marketing activities (Haytko & Matulich 

2008).  When referring to Banerjee et al., (1995) definition of green advertising, it is any sort of ads 

that mainly meets one or more of the following stipulated criteria: 

1) The explicit or implicit describe the connection between a product/service and the biophysical 

environment. 

2) Promotes a green lifestyle with or without highlighting a product/service. 

3) Presents a total corporate picture of environmental responsibility. 

Pranee (2010) claims that green advertising should be lawful and sincere, and comply with all 

environmental set of laws, standards, guidelines and policies. In practice, corporations in most cases 

do not comply with these requirements and follow the set regulations in their field of advertisement 

(Eltell&Åberg, 2012). 

2.4. Consumers Scepticism towards Misleading Green Advertisement 

As green advertising increases, there is also a growing confusion among consumers regarding the 

environmental claims used in various ads. One important cause of confusion is the lack of commonly 

accepted definitions of regular claims advertisers use, such as biodegradable, environmentally 

friendly, ozone friendly and so on (Paço & Reis, 2012). Generally, consumers do not have the 

necessary information to understand the validity the claims are based on and even though the 

procedures are becoming more specific, environmental product claims continue to be unclear and 

doubtful (Newell et al., 1998; Stokes, 2007). In contrast, consumers are prone to pay no attention to 

the message altogether if a green ad is perceived as excessively technical or descriptive (Paço& Reis, 
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2012). Such difficulty of finding out what is actually true and false in green advertising has resulted 

in a general scepticism between consumers. This scepticism has made it harder for legitimate 

(environmentally friendly) corporations to communicate their environmental achievements, which in 

some instances discourage the development of green product market. In fact, if consumers stop 

trusting the environmental benefits ads and labels explains, the attempts of using green 

communication in marketing could be lost. Cynical consumers might, in fact, impede the 

development of environmentally friendly products by withdrawing their trust (Paço & Reis, 2012). 

2.5. Environmental Advertising Regulations 

The recent consumer confusion about environmental expressions on products is an increasing 

problem that has come into view with the rise of green advertising (Newell et. al, 1998). The 

significant growth of environmental claims for a variety of products and services forms confusion 

among consumers (Newell et al., 1998; Kangun et al., 1991). On the study done by Atwood (1993), 

confirmed that consumer confusion and scepticism to a large extent is a result of the increase in a 

number of environmental claims. Though, the other significant source of confusion is the regular 

uses of environmental slogans and phrases that have no clear meaning (Kangun et al., 1991). Most 

local and international companies market their products and services as in favour of the environment 

but with unclear yet familiar environmental expressions (Norman et al., 1991). Another additional 

confusion is caused by complex scientific knowledge needed for consumers to entirely understand 

the environmental claims (Kangun et al., 1991; Carlson et al., 1993). 

Responding to the threat posed by green ads confusion, The Federal Trade Commission (FTC), 

together with the Environmental Protection Agency (EPA), created a set of guiding principles for 

green advertising claims in 1992 as a reaction to the growing demand from several countries and 

organizations (Carlson et al., 1993; Federal Trade Commission, 1999). These guidelines comprise of 

four general principles which assert that all environmental related claims (FTC News, 1992; Federal 

Trade Commission, 1992) should have the following features; firstly, it should be very clear, 

prominent and easily understandable; secondly, it should be clearly stated whether any assumed 

environmental attributes or benefits refers to a product, the package, or both; thirdly, it should avoid 

overstatement of the environmental attributes or benefits; and lastly it should ensure comparison 

assertions in claims be clearly stated and comprehensible, not misleading. 

Since its establishment in July 1992, the new FTC regulations intended to give advertisers clearer 

standards of what actually acceptable environmental claims should be (Carlson et al., 1993). 

Nevertheless companies have found themselves facing the consequences for their ad claims that 
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breach the guides for Unfair and Deceptive Acts (UDA) which are under section five of the FTC Act 

(Wheaton, 2008), though advertisers are only encouraged to conform to the criteria as they carry no 

legal force and in most cases overruled by internal country environmental regulations (ibid). 

Basically, the established FTC regulations were intended to serve three major purposes; to decrease 

consumers’ confusion in environmental claims, to raise consumer assurance in environmental claims, 

and to help consumers use the marketplace to achieve environmental objectives (Mohr et al., 1998). 

When looking at Swedish marketing cases in the 21st century, several industries have emerged to be 

particularly diligent in the use of positive environmental claims in their marketing, such areas 

include: food, bed linen, hair care products, detergents, laser printers, screen filters, and automobiles 

(Eltell & Åberg, 2012). 

Moreover, the Swedish Marketing Court stated that the use of the ‘environmentally friendly’ 

expression should only accompany the products and services that really improve or at the very least 

does not harm the environment (Söderlund, 2014). In connection to that, several cases, particularly in 

the automobile industry, where frequently the terms like ‘environmentally friendly’ or ‘good for the 

environment’ has been in use have not been convicted to the court. However, there is still much 

discussion concerning when and where such environmental statements can be used. Since the 

environmental claims are genuine, they are at least in theory not unlawful. The Swedish marketing 

law has no definition of how statements such as ‘natural’ or ‘green’ should be used for advertising 

purposes, as long as the use of ‘green’ claims for commercial purposes is not misleading to the 

consumer, then it is not prohibited (Söderlund, 2014). Though, green labels that show 

environmentally friendliness must only be used if their origin can be evidently traced and with no 

confusion arising from its meaning. Furthermore, recently there has been confusion in many Swedish 

court cases related to misleading environmental claims regarding the definitions of the green terms 

and slogans used in advertising (Eltell & Åberg, 2012). 
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3. Theoretical Framework 

In this section, first, we provide and discuss the theory of planned behaviour and review the most 
important components of it in relations to intention to buy and use the literature to formulate four 
hypotheses related to attitude, intention to buy, environmental involvement, perceived deception and 
finally end with an illustration model that supports the arguments. 

3.1. Theory of Planned Behaviour (TPB) 

Theory of reasoned action (TRA) was put forward by Ajzen and Fishbein (1980) as the result of the 

attitude study from the expectancy-value models. The theory was formulated after trying to calculate 

approximately the difference between attitude and behaviour. It proposes that an individual's 

behaviour is determined by person’s plan to perform the behaviour and that intention is a function of 

individual’s attitude towards the behaviour and subjective norm (ibid). Afterwards, the behaviour 

was not emerged to be 100 percent voluntary and below control, which resulted in the addition of 

perceived behavioural control. With such discovery, the planned behaviour theory (TPB) was formed 

(ibid). TPB theory assumes that rational deliberation governs the alternative and behaviours of 

people (Ajzen & Fishbein, 2005). The theory foresees the deliberate behaviour because behaviour 

can be either intentional or planned. It is also one among the most prominent theories used in various 

fields including advertising, public relations and health-related behavioural intentions. The most 

suitable detector of behaviour is intention which is a cognitive demonstration of a person's 

willingness to perform a certain behaviour, and it is said to be the instant forerunner of behaviour. 

Basically, the intention is determined by major three things, the attitudes toward the particular 

behaviour, the subjective norms and the perceived behavioural control (Ajzen, 1985). The theory of 

planned behaviour asserts that only specific attitudes towards the behaviour under consideration can 

be expected to predict that particular behaviour. 

Moreover, TPB is one among the main expectancy-value theories used by researchers to examine 

behaviour-related choices and behavioural intentions. Various studies have relied on the TPB model 

to present the theoretical background, such as consumer advertising, healthy behaviour (Baker et al., 

2003) and food choices (Sparks et al., 1992). Consequently, this thesis applies the TPB model to 

understand the relationship between misleading advertisements and consumer buying intention. 

Hence, this TPB model guides the conceptual model of this study in the context misleading 

advertisement. Within this framework, the study expects that the consumer intention towards 

misleading advertisement will be influenced by the elements of attitude, subjective norm, and 

perceived behavioural control. 
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3.1.2. Attitudes towards Behaviour 

One among the most significant elements of behavioural intentions is an attitude, which is defined as 

“the degree to which a person has a favourable or unfavourable evaluation or appraisal of the 

behaviour in question” (Ajzen, 1991, p. 188). This refers to a person’s mental state reflections 

especially on individual’s overall positive or negative evaluation of performing a particular 

behaviour. The attitudes normally originate from a set of more definite, salient, behavioural beliefs 

that reflects the expected outcomes that associate with the target behaviour. Behavioural beliefs 

signify persons’ perceptive of the consequences from a certain behaviour. Under the concept of 

subjective probability, it is suggested that behaviour will result in a given outcome (Ajzen, 1991). 

According to Ajzen (1991), a favourable or unfavourable attitude is directly linked to the strength of 

the behavioural frame of mind concerning a likely consequence of action obtained from an 

expectancy-value model. Various empirical research studies attempted to present evidence that 

attitudes play a key role in affecting behavioural intention (Kozup et al., 2003). In consumer research 

studies, the positive attitudes towards advertisements were seen to reinforce the desire to acquire 

advertised goods (Brown & Stayman, 1992), in other words, this means that positive attitudes can 

enhance purchase behavioural intentions. 

Therefore, attitude signifies a core elicitor of behavioural intentions towards the advertised products 

and the ad in general. As explained earlier, an individual’s salient beliefs regarding a particular 

behaviour determine the attitude toward the behaviour. Likewise, behavioural beliefs towards 

environmental issues can influence consumers’ attitudes and eventually their behavioural intentions. 

This research, therefore, posits that consumers’ behavioural beliefs regarding environmental issues 

will affect their attitudes, which in turn results in a relationship between attitudes and the behavioural 

intention to purchase the advertised products. If consumers are unable to detect deception in an ad, 

they are more likely to develop a positive attitude towards environmentally friendly assertions being 

contained in the ad (Newell et al., 1998). Therefore we hypothesise that: 

H1: Consumers behavioural beliefs related to environmental issues will influence positive attitudes 

towards misleading ad than the neutral ad 

3.1.3. Subjective Norm and Normative Beliefs 

The subjective norm is considered to be a second important determinant of behavioural intentions. 

Ajzen (1991) described subjective norm as “the perceived social pressure to perform or not to 

perform the behaviour” (p. 188). The subjective norm on itself refers to recognisable views of others 
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who are either close to or significant to a person’s life and who uphold influences over their 

decision-making, which may affect a person’s behaviour to act or not to take a certain action. 

Normally the beliefs that lie behind subjective norm are known as normative beliefs. Therefore, the 

subjective norm is basically the functions of an individual’s normative beliefs of salient referents that 

influence actions or inactions and tend to motivate compliances with those particular referents. 

Consequently, normative beliefs are social peer pressures especially from important referent persons’ 

or groups who endorse or condemn a person’s behaviour or actions, and the inspirations to abide by 

these pressures (Ajzen & Fishbein, 1980; Ajzen, 1991). In other words, a normative belief is the 

individual’s concept of a behaviour basing on individual experiences, or to an extent, previous 

information from colleagues’ and friends’ past experiences. 

According to Ajzen (1991), the behavioural intentions are greatly triggered by personal factors, 

which include attitudes and perceived behavioural control. Though, Armitage and Conner (2011) 

seem to criticise this narrow conceptualisation of the subjective norms variables that results to weak 

correlations between normative beliefs and intentions. Under this spectrum, Rivis and Sheeran (2003) 

argued that the established correlation between descriptive norms and intentions entail the possibility 

of the projecting power of this variable. The descriptive norms refer to the real functions and 

behaviours that other individuals are undertaking. On the contrary, a social norm basically refers to 

the perception of other person’s views or opinion on how the person should behave. However, the 

role of the subjective norm, in general, had been a discussion in the field of behaviour as highlighted 

in choices for green products (Ham et al., 2015). Research shows that subjective norms are the best 

predictor of intentions to buy sustainable green products (Vernier & Verbeke, 2006). In addition, 

Ajzen (1991) postulated that subjective norms are one among the most dominant predictors 

describing behavioural intentions as well as the normative beliefs that underlie the subjective norms. 

Therefore, this thesis uses a subjective norm construct as a key point of an interest in the proposition 

of an association between green claims in advertising and intentions to buy; hence the hypothesis 

proposition is; 

H2: Subjective norm will influence consumers to show higher intention to buy in a misleading or 

manipulated ad than the non-manipulated ad 

H3: Consumers will show equally high level of environmental involvement in both misleading ad 

neutral ad 
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3.1.4. The Perceived Behavioural Controls 

The third dominant element of TPB theory is the perceived behavioural control which refers to the 

perception of people’s own abilities and a sense of control over the situation and can be defined as a 

blending of locus of controls such as beliefs about the amount of control that an individual has over 

the events and outcomes in their life as well as self-efficacy (which means the perceived ability to 

carry out the task) (Ajzen, 2002). These variables refers to the existence of the essential resources 

and opportunities for a given behaviour and is mainly influenced by various factors including the 

past experiences concerning the purchase of green and environmental friendly products, convenience 

perceptions, perceived financial barriers, perceived time barriers that either raise or decrease the 

perceived level of probability of this behaviour. These behavioural constructs when considered 

together, determine people’s intention and eventually predict their behaviour. Therefore, from the 

previous explanation, it has been found that the more favourable attitudes and subjective norms 

blend together with higher perceived behavioural controls, the stronger the intentions for 

environmentally centred behaviour. Likewise, in the context of purchasing green and 

environmentally friendly products, apart from these inherent factors, the researchers long-established 

the influence of several other variables, including socio-demographic factors (Phuah et al., 2012), 

health awareness (First & Brozina, 2009) and reference knowledge (Amran & Nee, 2012). 

However, when referring to Ajzen (1985) explanation about behaviour, which is determined by 

beliefs about the possible consequences of an action whether favourable or unfavourable, apparent 

social pressure or prejudiced norms and perceived behavioural control over the action. The more 

powerful these aspects are, the more possible a person is to form a behavioural intention to do the 

action and therefore, take action. The environmental behaviours concern all action of consumers that 

are considerably linked to the nature of the environment, including consumption of environmental 

resources. Nevertheless, the argument is that even if consumers have a positive attitude towards 

environmentally friendly products the figure for consumers who often purchase organic products is 

low (Aertsens et al., 2009). 

Furthermore, it has been argued that environmentally concerned consumers are more liable to 

perceive environmental claims with no basis as being misleading or deceptive. The research 

conducted by Newell et al., (1998) on consumer perception in America demonstrated the opposite. 

The advertisement with a deceptive environmental claim was studied next to non-deceptive 

advertisement. The ad that contained false claim was not perceived as deceptive. This was the result 

of consumers desire to protect the environment where they ended up accepting the deceptive 
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environmental ad claims. As a result, it is likely that the average consumer will not recognise a 

misleading environmental ad as deceptive. Hence, we expect that, 

H4: Consumers will not perceive the environmental claims contained in a manipulated ad as 

deceptive. 

Figure 1 Analysis Model	

The Ajzen’s �1980� TPB theory described above together with previous literature shapes the 
analysis mode for this research study. 

	

Source: Ajzen & Fishbein (1980)
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4. Methodology 

This chapter presents the methods employed in the study; it starts with a discussion of quantitative 
research, Experimental design, criteria for business research, Internal validity, research procedure, 
sample size then justification of brand choice and ends with survey procedure. Briefly, the study 
employs a deductive approach that proceeds from theory to empirical study and primary data is 
gathered through quantitative research method. A quasi-experimental research design is used to test 
the relationship between misleading advertisement and consumer purchase Intention. 

4.1. Quantitative Research 

The primary data has been collected using quantitative research method. Quantitative research 

normally focuses on quantifying the relationship between empirical observation of the phenomena 

and statistical expressions when collecting and analysing data (Bryman & Bell, 2011). The major 

objective of it is to employ empirical research methods to find answers (ibid). Quantitative studies 

are normally studied when a phenomenon already exists and its underlying causes. In quantitative 

research, it is essential to measure the extent in which a study can be generalised to other groups and 

circumstances, and if it yields similar results then it is replicated (ibid). The benefit of using 

quantitative method is that the collected information is easy to process (ibid); it gives clear and 

interpretable results and is an excellent way to finalise outcomes and proving or disproving the 

hypotheses (ibid). Therefore, with the nature of the study, the quantitative approach is the best 

choice to investigate the relationship between misleading advertisement and consumers’ buying 

intentions. Often, quantitative research includes a deductive approach with more emphasis on theory 

testing (ibid). The approach explores a known theory or phenomenon and tests if that theory is 

applicable in a given study circumstances. It has been noted that “the deductive approach follows the 

path of logic most closely. The reasoning starts with a theory and leads to a new hypothesis. This 

hypothesis is put to be tested by confronting it with observations that either leads to a confirmation 

or a rejection of the hypothesis” (Sneider and Larner, 2009: p.16). On that ground, the approach is 

based on information and the previous experiments conducted in certain areas, and then the 

hypotheses are formulated to be subjected to empirical testing. 

 
Figure 2 Deductive Approach Source: Bryman & Bell, 2011 
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4.2. Experiment Research Design 

The experimental research design is used to investigate the causal links with the projection that 

independent variable will influence another dependent variable and form the relationships (Hakim, 

2000). This research uses a quasi-experimental research design which is the most recommended 

when examining a causal impact relationship (Bryman & Bell, 2011). In a quasi-experiment research, 

two groups are subjected to testing whereas one group is exposed to a manipulation (treated ad) 

whiles the other group is subjected to a neutral ad (control group) (Kinnear & Taylor, 1996). The test 

group is exposed to a manipulated treatment in the form of the misleading and the control group is 

given neutral advertisement. Then after the experiment participants were asked to answer a survey. 

The core objective here is to measure possible effects of purchase intention, perceived deception and 

attitudes of consumers when exposed to the misleading environmental claims. By making 

comparisons of the outcomes from the test group and control group the effects of manipulation can 

be scrutinised (Söderlund, 2010). 

 

 
  

Figure 3. Experimental Research, Source: Hakim, (2000) 

 

4.2.1 Survey 

Survey is the most common form of measurement used to check participants’ reactions to a certain 

treatment (Söderlund, 2010; Trost, 2012). The measurements are created in a constant manner so that 

the respondents’ answers can be expressed in terms of a value between two extremes, e.g. "Strongly 

Disagree" and "Strongly agree" (Söderlund, 2010). The famous Likert scale is one of the prominent 

methods for measuring attitudes and views in surveys (Alphen, 1994). The central idea behind the 
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scale is that the answers to every question can be summed and make a total score (Likert, 1932). This 

thesis uses the Likert scale since it is simple to design and acquire broad and measurable differences 

between respondents’ level of participation in the study. The main strength of the using the Likert 

scale is that it makes the questions or statements as clear and objective as possible (Befring, 1994). 

4.3. Criteria for business research 

There are three important criteria in the evaluation of business research, which are reliability, 

replication and validity. Reliability connects with quantitative research, and it is about whether the 

study can be repeated and produces similar outcomes (Mark, Philip and Adrian, 2009). To measure 

the internal reliability within the experiments and to know how related a set of the item in a group; 

Cronbach’s alpha is normally used. Cronbach’s ! is a value that lay between zero and one, where 

one equals to a full reliability, and zero equals no reliability between the items. Nunnally (1967) 

postulate that the Cronbach’s alpha is often used on the matter of consistency and deciding which 

values of alpha that are acceptable to used in the study. He further argues that an alpha value amid 

0.5 and 0.6 is the lowest acceptable values. With this in mind, 0.6 is considered to be the minimum 

acceptable value of Cronbach’s alpha.  

Cronbach's is defined as =  

Where represents the variance of the observed total test scores and  is the variance of the i 

component for the measured sample (Peterson, 1994). 

4.3.1. Internal Validity (Student’s t-test) 

In order to investigate the two examined groups and observe the differences in their purchase 

intentions towards misleading ad, the study uses a Student t-test (Johns, 1992). The test makes a 

comparison of the mean between the individuals within two groups that has been exposed to the 

neutral ad and those individuals exposed to the misleading ad. The t-test is used to measure the 

significance level of the variation between the two groups, which is an indicator of internal validity 

(Söderlund, 2010). 
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4.4. Pretesting 

Pretesting is regarded as the credible method for the actual data collection and aims to examine if the 

questions are comprehensible, relevant or sensitive, and the questionnaire could be refined, the data 

collection could be proceed based on the pretesting (Yin, 2009; Ghauri & Grønhaug, 2005). In order 

to properly study the relationship between misleading advertisements and consumer purchase 

decisions, the researchers have to pre-test and see if the treatment (manipulation) has the desirable 

effects. In so doing, a manipulation check was conducted in both cases, before and during the 

experiments. The reason for applying a manipulation check prior to the actual experiment was not to 

affect the results of the experiment rather provides an indication whether the manipulation or 

treatment was sufficient for the study to carried-out. One of the main disadvantages of conducting 

only a manipulation check prior to experiment is that the outcomes of the pre-testing may not 

necessarily be similar to the actual experiment. Therefore, to resolve this problem the similar 

manipulation check was included within the experiments. (Söderlund, 2010). 

The pre-testing study was conducted to eight (8) participants; whereby four (4) participants were 

shown the neutral ad and the other four (4) participants were exposed to the treated (manipulated) ad. 

The researchers included some prominent environmental participants on pre-study so as to see how 

they could respond to the statements that ‘Skip Detergent is made with environmental 

considerations’ then the scale of seven-point (Likert scale) ranging from ‘Strongly Disagree’ to 

‘Strongly agree’ was developed. The pre-test showed that there was a difference between 

manipulated group and neutral groups, and this proposes that the manipulation treatment contained 

the expected effects. 

4.5. Sample Procedure 

In this thesis, the researchers have combined convenience and stratified sampling. The stratified 

technique enabled the researchers to include stratum groups of students depending on their 

programme of study through which participants were drawn to be included into sample randomly 

since they pose similar attributes. Students in higher academic institutions are interesting groups for 

experimental studies especially on marketing and advertising since they have much knowledge of the 

subject matter and they are one of the targeted groups for most advertisers (Krafft & Saito, 2014). 

Previous studies have proven that even educated and environmentally involved persons can perceive 

misleading advertising positively (Stokes, 2007).  
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4.5.1. Sample Size 

In Quantitative research samples are quite bigger than the qualitative research; this is simply because 

of the purpose to achieve the goals of statistical generalisation while seeking deep insight to the 

underlying reasons for the studying the phenomena. In research studies sample refers to a chosen 

subset (portion) which represent the entire population that are to be investigated (Bryman & Bell, 

2007). The study population in this thesis is the entire campus Gotland’s student especially full-time 

students. The one-stage sampling cluster was used to conduct the experiment whereby a total of 189 

participants took part. Every participant responded to the survey because the researchers properly 

conducted the experiment and clearly explained the survey 

4.6. Justification of Brand Choice 

This study employs the FCB-Grid brand choice concept that has been put forward by Vaugh (1980) 

and Ratchford (1987). The concept rely on two basic parameters high/low involvement and the 

motives behind think/feel decisions type, the FCB grid categorises products into four quadrants 

basing on the extent of consumers participation towards the product while the motive section provide 

description on how consumers purchase decision can be either primarily rational or emotional (refer 

Table.1). The classic decision making categorization theory was selected in this study because it 

presents a very helpful (but relatively simple) illustration that offers conceptual guidance to 

advertising experts as well as marketing communications planners (Weinberger & Spotts, 1989).  

Table 1. FCB GRID 

FCB GRID Thinking Feeling 

High Involvement Quadrant: 1 

Informative 

Quadrant: 2 

Affective 

Low Involvement Quadrant: 3 

Habitual 

Quadrant: 4 

Satisfaction 

Based on Vaugh (1980) and Ratchford (1987) 

According to FCB-Grid Concept above, the advertisers should employ informative advertising 

approaches for high involvement products (e.g., health insurance, prescription medicines), and 

affective advertising approaches for high involvement and emotional purchased product categories 
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(e.g., exotic cars, luxury watches) (Kantanen & Tikkanen, 2005). On the contrary, for the low 

involvement product categories, tentative trials or another point of purchase advertising are 

suggested for practitioners to market cognitively-oriented product categories (e.g., household 

cleaners, trash bags) since the purchase decisions in that particular categories could be habitual 

(Kantanen & Tikkanen, 2005). Therefore, the current thesis chose a lower range of consumer’s 

involvement brand category with anticipation that consumers will choose the product without 

contemplating much involvement. This was purposefully employed as it is expected that participants 

in this experiment will be free to make fair judgements towards the product. Also, the brand is 

selected with rational motives where consumers will base their evaluations entirely on what the 

brand conveys.  

Skip detergent is selected because it fulfils the requirements of low involvement products in the FCB 

grid. Detergent is highly used products by most people including students and is one among the 

items were misleading environmental claims have recently been very common (Eltell & Åberg, 

2012). The chosen detergent brand ‘Skip’ is one among the South Africa’s leading brand of 

detergents and is the product of Unilever Company Ltd that is mostly sold in South Africa and other 

nearby African countries. Skip detergent is not well known to Swedish consumers and yet it was 

selected to serve the purpose for the experiment. The idea behind was to avoid participants attitudes 

to be affected by associating the brand label and the product with other similar brands. 

4.7. Survey Design 

In order to collect data from the participants involved in the experiment, two (hard copy) ads for Skip 

detergent were produced. The neutral ad was made with the contemplation of the Swedish marketing 

and advertising laws in conjunction with the guiding principles from International Chamber of 

Commerce (ICC) and ISO 14021 (Söderlund, 2014; European Commission 2000) however, the 

manipulated ad violated the rules to perfect the study. The two printed ads were presented in colours 

and the manipulated ad shows Skip detergent with its original logo supplied with green grass (nature). 

Bolded words about environmental claims were displayed to show friendliness to the environment 

and greenness of the products.  

The manipulated ad contains three misleading environmental claims that are plainly shown. The 

bolded claim above the ad read, ‘Good for you, good for the planet’. Another claim is, ‘green and 

clean washing powder’, which is displayed on the right corner of the ad. The last environmental 

claim, ‘Eco-friendly Laundry Detergent’, is visible on the lower right corner of the ad which intends 
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to show participants that Skip detergent was made with consideration of the environment. However, 

on the neutral ad uses the same product and logo as the manipulated ad, but the background is empty 

and there is no any green or environmental claim displayed. The logo’s and everything shown is 

original as displayed on the company’s website or on the advertisement page of Unilever South 

Africa. 
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5. Data Analysis and Results 

This chapter presents data analysis based on the result from SPSS that includes reliability followed 
by frequency distribution, descriptive statistics, Correlation, Linear regression and it end with 
hypothesis testing.  
 

5.1. Reliability 

The reliability on this thesis was calculated using Cronbach alpha and according to the data gathered 

through experiment, reliability was checked on all four research concepts. Flynn, et al. (1994) asserts 

that all the values which are larger or equals to 0.6 are mainly acceptable. The author further 

postulates that the bigger the alpha values the higher the level of consistency. In this study the 

Cronbach’s Alpha values for all four study elements are above 0.6 whereby attitude for two ads are 

(=0.786, 0.725), Perceived deception (=0.800, 0.768), Intention to buy (=0.864, 0.851) and 

environmental involvement is (=0.705, 0.805) (see Table 2 below), this shows that the questions 

employed in the study can be replicated and provide similar results (Malhotra, 2010). From the 

Cronbach alpha values below especially the value of three elements (0.864, 0.896 and 0.851) shows 

an excellent reliability and consistency. 

Table 2 Reliability 

Variable Scale Reliability Items 

Manipulated Neutral 
Attitude towards ad  1-strongly disagree 

7-strongly agree 
0.786 0.725 6 

Perceived Deception  1-strongly disagree 
7-strongly agree 

0.800 0.768 4 

Intention to buy  1-strongly disagree 
7-strongly agree 

0.864 0.851 3 

Environment Involvement 1-strongly disagree 
7-strongly agree 

0.705 0.829 3 

Total Reliability 1-strongly disagree 
7-strongly agree 

0.896 0.805 16 
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5.2. Frequency 

The survey was created on nineteen questions in which three questions were about gender, age and 

study program. All questions were constructed in Likert scale that ranged from 1- Strongly disagree 

to 7- Strongly agree. In total, the number of responses received from participants was 189, which 

means 95 from manipulated group and 94 from the neutral one which was later analysed for further 

study outcomes. The result shows that the number of male participants is slightly higher in 

manipulated ad (50.5%) than the number of females (49.5%) participants, though the number of 

females is slight higher 54 which is (57.4%) than male participants (42.6%) in the neutral ad (see 

Table 3). This description is a representation of gender distributions within classes where this 

experiment was conducted. 

Table 3. Gender frequency 

 Manipulated Ad Neutral Ad Total 

Female Participants 47 49.5% 54 57.4% 101 (53.4%) 

Male Participants 48 50.5% 40 42.6% 88 (46.6%) 

Total participants 95 94 189 (100%) 

Likewise, in Table 4 below, it could be learned that most people are in the group of 1990-1999, 

within the population is 156, which counts for 82.5% in total. And there are other groups of people 

born between the years 1980-1989, which counts for 13.8% of the total population. Considering of 

these samples are from university students, it is obviously most of them are aged 18-27. 

Table 4. Age frequency 

Year of birth Frequency Percentage 

1970-1979 3 1.6% 

1980-1989 26 13.8% 

1990-1999 156 82.5% 

2000-2010 4 2.1% 

Total 189 100% 
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Moreover, according to the responses, there are nearly 53.4% people coming from the business 

faculty (Economy - Business - Leadership) and 46.6% coming from non-business programmes. 

However, other 46.6% are a non-business student, which mainly comes from Society - Culture 

(19.1%). This distribution represents the main majors in Campus Gotland mainly Sustainable 

Management Programme, Leadership Programme, Wind power Management Programme, Games 

Design Programme and Society - Culture (Archeology Programme).Likewise, within the two groups, 

the manipulated group is around 66.3 % and the neutral one is around 38% 

5.3. Descriptive Statistics and Correlation Analysis 

The descriptive analysis was employed in this study with the basic aim to summarise statistical data 

and form the initial description and correlation coefficiency was intended to see how two data sets of 

variables are related. There is a variation of mean scores among the variables while the highest one is 

(m=4.87) yet the lowest one is (m = 2.254). However, to reduce data errors Skewness and kurtosis 

were tested. Basically, in order to ensure the errors have been minimised the value for Skewness 

should be within -1 to +1 while for Kurtosis should be within -3 and +3. In this study all the question 

has acceptable values; hence all have passed the acceptable value test for both Skewness and 

Kurtosis (see Appendix). 

Meanwhile, the Correlation analysis is deployed to ensure that all the elements validity is achieved 

by measuring how well two variables within sets of data are related. The correlation is expressed by 

the values of Pearson’s correlation coefficient. In accordance with the study data, all the constructs 

within the study has the correlation value under 0.8 or 0.9, therefore, the validity is highly ensured 

(can be seen in Table 7) 

Table 5. Descriptive Statistics and Correlations (Neutral Ad) 

Variables Mean SD Min Max A B C D 

Attitude towards ad (A) 4.02 0.88 1.00 7.00 1.    

Perceived Deception (B) 3.62 1.00 1.00 7.00 .-091 1   

Intention to buy (C) 2.94 1.30 1.00 7.00 .377** .199** 1  

Environment Involvement (D) 4.87 1.37 1.00 7.00 .634** .-044 .538** 1 

** p < .01 
N= 94 
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Table 6.Descriptive Statistics and Correlations (Manipulated Ad) 

Variables Mean SD Min Max A B C D 

Attitude towards ad (A) 4.25 1.05 1.00 7.00 1.0    

Perceived Deception (B) 3.90 1.18 1.00 7.00 .331** 1   

Intention to buy (C) 4.03 1.59 1.00 7.00 .666** .369** 1  

Environ  Involvement (D) 5.18 1.32 1.00 7.00 .703** .348** .711** 1 

** p < 0.1 
N=95 
 

Table 7. Descriptive Statistics and Correlations (Overall) 

Variables Mean SD Min Max A B C D 

Attitude towards ad (A) 4.13 0.96 1.00 7.00 1.0    

Perceived Deception (B) 3.76 1.09 1.00 7.00 .120** 1   

Intention to buy (C) 3.48 1.44 1.00 7.00 .551** .284** 1  

EnvironInvolvement (D) 5.25 1.34 1.00 7.00 .668** .152** .634** 1 

** p< .01 
N=189 
 

The correlation above shows there is a strong relationship between attitude and intention to buy that 

has been shown by significant correlations (=.551, p < .01) though attitude decline with an increase 

in perceived deception. Similarly, consumer's level of intention to buy increases so does their 

attitudes towards ad (=.551, p < .01). However, Intention to buy tends to decline with an increase in 

perceived deception (= .284, p < .01). The outcomes also show that the majority of environmental 

friendly consumers prefer environmentally issues which are evidenced by the strong correlation 

between their belief of the environmental claims presented on the ad and environmental involvement 

(= .668, p < .01). This relationship can be interpreted that participants who consider themselves 

environmentally friendly formed a positive attitude towards the environmental claims contained in 

the ad. Similarly, the environmental involvement participants have stronger intention to buy which is 

also evidenced by stronger correlations of (=.634, p < .01) but their intention tend to decrease with 

increasing perceived deception as well.  
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5.5. Linear Regression 

Table 8. Regression (Manipulated ad) 

Dependent Variable: Control Variable 
Gender Study Programme 

Attitude .024* .552 

Environmental Involvement .005* .490 

Perception of Deception .731 .003* 

Purchasing Intention .597 .009* 

 

Table .9. Regression (Neutral ad) 

Dependent Variable: Control Variable 
Gender Study Programme 

Attitude .025* .363 

Environmental Involvement .000** .657 

PerceivedDeception .636 .371 

Purchasing Intention .695 .308 

 
In this study, one linear regression is conducted respectively for two advertisements. The regression 

is to test the relationship between gender, study programme and the factors in TPB (attitude, 

environmental Involvement, perceived deception, purchases intention). The gender is divided into 

male and female, and the study programme is divided into business and non-business student. 

In this first regression, gender and study programme are chosen as the control variable while the 

attitude, environmental Involvement, the perceived deception and purchasing intention are the 

dependent variable. They are both applied in the manipulated and neutral ad. Referring to the 

significance value whereby one star * indicates the significance value is under 0.05 and larger than 

0.01, and the two stars ** means the significance value is under 0.01. The lower the value, the higher 

the significance. Based on this significance value, it could be learned from the table 8 and 9 that 

gender has an influence on the attitude in both ads (.025*, .024* p > .05) while the environmental 

involvement is (.000** p < .01, .005** p< .01), perceived deception and intention to buy in 

manipulated ad shows strong relationship with study programmes (.003** p < .01, .009** p < .01). 

Other variables show a weak relationship with both gender and study programs as shown in the 

tables above.  
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5.6. Hypothesis Testing 

In the first hypothesis, it was predicted that consumer's environmental beliefs will influence them to 

show a positive attitude towards misleading ad than a neutral ad. The mean scores on seven-point 

Likert-scale for the misleading or manipulated ad showed (m =4.25) and neutral ad showed (m = 

4.02) which were then compared using a student’s t-test. The results showed there is statistically no 

significant difference between two components (t (1,631 = .104, p > .05). Therefore, consumers 

showed an equally positive attitude towards both misleading ad and neutral ad hence the hypothesis 

(H1) is rejected. 

The hypothesis two (H2) predicts that with the help of subjective norm, consumers will show a 

higher level of intention to buy products in the misleading ad than in a neutral ad. The mean scores 

of buying intention in the misleading ad is (m =5.18) on a seven-point Likert-scale while the mean 

score for the neutral ad is (m =4.87). Then the t-test comparison of the mean scores is (t (5,156 =.000, 

p> 0.05) which by conventional criteria, there is an extremely statistically significant difference 

between the two mean scores for the level of buying intentions between the two ads (see Table 12). 

Therefore, the result supports H2 which means that the participants that were exposed to the treated 

or greenwashed ad showed higher intention to buy the product contained in the ad compared to those 

exposed to the neutral ad. 

The hypothesis three (H3) predicts that consumers will show equally a higher level of involvement in 

both misleading ad and neutral ad. The mean scores for environmental involvements of the 

participants in misleading or treated ad are (m =5.18) on a seven-point Likert-scale while the score 

for the neutral ad is (m =4.87). The t-test comparison of the two scores (t (1.584 = .114, p> 

0.05).Therefore, the result shows that statistically there is no significant difference between means 

scores in manipulated ad and neutral ad which means that consumers treated both ads equally, that 

support the hypothesis hence the hypothesis (H3) is accepted. 

Hypothesis four (H4) predicts that consumers will not identify a misleading or greenwashed ad claim 

as deceptive. The mean score of perceived deception in the manipulated ad was (m = 3.90) on a 

seven-point Likert-scale scale, whereby the lower score represents a weak perceived deception while 

the higher mean score represents a strongly perceived deception. Similarly, the mean scores for 

perceived deception to participants exposed to neutral one was (m =3.62) then the scores were 

compared using a student’s test (t-test). The t-tests outcomes found no significant difference (t (1,759 

= .080, p > .05) between the treated ad and neutral one. Therefore, this relationship shows that 
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participants were not able to identify the level of deception between two ads, hence they treated both 

ads equally, regardless of one containing environmental deceptions on its contents. Hence, H4 is 

supported. 

Table 9.Student’s T-test Analysis Summary 

Variable Mean 
Manipulated Ad 

Mean  
Neutral Ad 

t-values p-values 
sig(2-tailed) 

Attitude 4.25 4.02 1.631 .104 
Perceived Deception 3.90 3.62 1.754 .080 
Intention to buy 4.03 2.94 5.156 .000 
Environmental Involvement 5.18 4.87 1.584 .114 
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6. Discussion 

This chapter provides the in-depth discussion of the results analysed in chapter four, which 
connects and refers to the general purpose of the research. Firstly, it starts with the 
discussion about consumer’s attitude towards misleading advertisement. Second, a 
discussion of three other main elements; environmental involvement, intention to buy and 
perceived deception and its implications. Finally, the chapter discusses managerial 
implication, study limitations, areas of further research and conclusion. 

The findings have shown that there are important indications concerning misleading 

environmental claims in advertising. In relation to the study outcomes above, it is evident that 

consumers were not able to identify deceptive environmental claims within the advertisement. 

This raises questions about the effectiveness of the current Swedish environmental 

advertising regulations and illustrates that it is not sufficient to prevent or reduce deception. 

With the current trend of green advertising, it is important to increase consumer education 

and awareness related to environmental claims and consumer rights. Although current 

regulations target at preventing environmental deceptions, it is clear that advertisers can still 

deceive and mislead consumers with greenwashed claims while escaping the legislations. 

Undoubtedly, there is a need for stronger legal definitions of what green marketing ought to 

be as well as aggressive enforcement of the regulations. Apart from that, there is little 

motivation for enterprises or marketers to stop including misleading statements in their 

advertising. Therefore, until Swedish Consumer Protection Agency or European Commission 

adopts stricter green advertising legislation, there will be little motivation on part of private 

companies to stop using greenwashing in advertising. 

The previous studies have documented that, when consumers consider themselves to be more 

involved in environmental issues, they tend to have fewer ethical considerations whenever 

they come across with green products and services since their stronger desire to protect the 

environment decrease their ability to evaluate (Carlson et al, 1993). This has not been the 

case in the finding of this study in relation to consumer attitude towards ads. Consumers 

showed a more negative reaction towards greenwashed ad, which could be interpreted in 

various ways. It either might be the result of ethical consideration or may be that the ad was 

not catchy enough to be convincing. Basically, it is expected that the environmentally 

involved consumers will tend to associate with a high level of ethics, especially with products, 

services and brands that embrace environmental friendliness. However, it was observed in 



30 
	

previous studies that the greater the environmental friendliness, the less the consumer were 

able to assess the truthfulness of the environmental claim (Carlson et al., 1993). Remarkably, 

this was not the result found in this study. Also, the finding showed that there is an extremely 

significant difference between purchase intentions among the two examined groups which 

imply that misleading or greenwashing increases intention to buy the advertised products. 

However, the mean score for both ads is not that much higher, which can be the results of 

using a low involvement product ‘Skip detergent’ which is not known to participants who 

took part in this study, but the significant differences between the mean scores of 

manipulated ad and the neutral ad show that greenwashing increase purchase intentions. 

However, the most important study implications drawn from the findings can be divided into 

four segments to improve the value, effectiveness and reduce misleading claims in 

advertising in Sweden: consumer education; environmental claims guides; mandated 

environmental labelling requirements; and legal action and enforcement. In the first segment 

of consumer education, there should be broader actions to improve the reliability of claims 

used in advertising, Swedish Consumer Protection Agency in collaboration with advertising 

regulators can educate consumers about environmental labels used in advertising, terms and 

symbols so that consumers can make more informed choices. Provision of practical 

knowledge and skills to differentiate among the types of environmental claims and determine 

the meaning and reliability of environmental claims for general and specific products and 

services such as automobiles, household products, construction materials, foodstuffs and 

drinks, electrical appliances, and energy products and services. Here consumers can be 

educated to better understand the basics of fuel-economy ratings for automobiles, energy 

efficiency labels used especially for appliances, the direct meanings of terms such as organic, 

zero-emission, carbon-neutral and biodegradable, the terms that mostly appear on advertising. 

Another tactic is to focus on the UN Marrakech Task Force recommendations on awareness 

education for Sustainable consumption aimed at reducing consumer confusion regarding 

misleading environmental claims (EU, 2010). Working with such recommendation and 

incorporating the CCP (2009) policy recommendations to promote consumer education 

especially on sustainable consumption will contribute to reduce confusion and help 

consumers make informed choices. However, the sustainable consumption awareness 

education should base on the long-term strategy of consumption in household level especially 

on consumer behaviours and decision making at the level of the household.  
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In environmental claims guidelines, the OECD (2010) has provided guides for business 

companies to describe how their marketing laws and standards apply to environmental claims. 

Among those guides, some seek to make a clear clarification of the ISO standards on self-

declared environmental claims and labelling. These guides further enforce and recommend 

that environmental claims to be relevant, understandable, truthful, authentic, and verifiable 

and should not be misleading. Therefore, the Swedish consumer protection agency should 

provide a stronger sector specific guidance and attribute-specific guidance (e.g. carbon 

neutral, energy efficient etc). The literature points out that recently there has been confusion 

in various Swedish court regarding misleading environmental claims and definitions of green 

terms (Eltell & Åberg, 2012). This reflects the need for updated environmental and green 

guides for business in Sweden as highlighted on this study finding. The environmental guides 

should explicitly illustrate the suitable use of green terminologies used in advertising to 

minimise consumer confusion.  

Furthermore, in order to minimise consumer confusion and misleading environmental claims 

in advertising in Sweden, the Agencies responsible for consumer protection should make 

clarity distinctions on various types of green labels used, including the mandated one 

(mandated environmental labelling), and clearly state the common meaning of such 

environmental terms. The European Union is making a clarification of product labelling 

requirements which fall under Energy Labelling Directives, and it has established criteria for 

voluntary EU ecolabels (EU, 2010). Hence the respective governments can necessitate 

modalities in displaying environmental claims on product and services within their respective 

countries and develop local specific standards, a large type or colour codes to be used, and set 

requirements for the use of green terms, such as sustainable and eco-friendly. However, in 

respect to terminologies, the EU have specific legislation regarding the use of the terms ‘bio’ 

and ‘eco’ especially on foodstuffs product (OECD, 2010). Due to the growing number and 

variety of environmental product claims, the combination of claims especially on a single 

label should be explored and eliminated to remove confusion. There is also a need for more 

harmonised, standardised certification processes for green claims across European countries 

and other countries too so that to provide mutual recognition and understanding of 

environmental labels on a global scale.  

Lastly, the Swedish government agency should take stronger legal actions on environmental 

claims and should improve the general false advertising laws or any other specific rules that 
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govern particular misleading claims. The stipulated requirements should be followed and that 

advertisers should have a reasonable basis to make a claim and failure to do that there should 

be stronger longstanding legal consequences that will encourage the use of unique yet truthful 

environmental claims to suffice in advertising and allow consumers to make sound choices 

and protect the environment. The penalties for misleading claims, including false green 

claims, should include criminal convictions and fines, violation notices and sanctions. 

Several countries have started to step up their legal efforts to reduce misleading 

environmental claims, for instance, the Australian government has taken more than 30 court 

actions in recent years just to re-enforce the country’s Trade Practices Act which is part of 

strengthening jurisprudence in the courts. Whereas, other countries like Canada and the 

United States also have taken steps or secured voluntary agreements with businesses to tackle 

misleading environmental claims (OECD, 2010). 

6.1. Study Limitations 

Experimental studies pose several limitations and this thesis has encountered some of the 

limitations. First, the dependence on a convenience sample of University students alone as 

participants may have limited the overall actual generalisation of the thesis outcomes as 

responses may be different from those of the general adult population. Moreover, this 

research was conducted in a single environment and students were required to be exposed to 

the ads which have reduced the generalizability of the study outcomes. 

Secondly, the administration of questionnaires and ads in print form and not in another 

medium like online, TV ads, Video ads etc may have hindered the ability to generalise these 

study outcomes to all types of green advertising. The misleading ad was treated to perfect the 

study aim however it violated some of the specifications for Swedish Marketing and 

environmental advertising regulations, but the neutral one adhered to all the specifications. 

Previous researchers have discovered few green ads that are in direct breach of all Swedish 

marketing regulations, and thus the misleading or manipulated ad may not have correctly 

replicated the typical misleading or greenwashed ads out there. 

Furthermore, the ads used in this thesis presented a detergent produced and distributed by 

Unilever South Africa. The product is not known to Swedish market and it may have limited 

the responses of the participants in some ways. Also, the ads were made from researcher’s 

minimal expertise of ad creations and software use hence it may not have been much catchy 
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in terms of appearance hence have the low convincing power to impress the participants to 

respond enthusiastically.  

6.2. Areas of Further Research 

The current study shows that there is so much more to be done concerning the impacts of 

misleading environmental claims in advertising globally. Therefore, In further research, the 

authors recommend that a bigger sample of diverse participants should be used as well as the 

varied type of questionnaire dissemination techniques such as multiple online platform 

surveys, video ads, TV ads etc so that to increase the possibility of the generalizability of the 

findings. Additionally, it would be very interesting and important to study a well-known 

product under the upper brackets of consumer’s involvement (higher Involvement) in the 

same circumstances to examine and see if the outcomes will differ between these two 

different product categories. Furthermore, it would be interesting to examine the impacts of 

Swedish marketing regulations towards misleading advertisements and see to what extent it 

has managed to protect consumers’ from greenwashing incidences in advertising. As a result, 

future researchers could also think of incorporating the deep underlying factors behind 

behavioural aspects that connect to parent sources of misleading and deceptive environmental 

claims and lastly, future researchers can examine the responsibility by assessing who actually 

has the liability for deceptive environmental claims in the advertisement. 

6.3. Managerial Implications 

The study has a managerial implication to business companies particularly to managers and 

those working in communication and marketing department. Companies can use the 

information generated within this study to evaluate the current consumer reactions towards 

environmental claims and reshape their ways of information or claims dissemination. 

Managers and decision makers in business companies can make use of this finding as an 

internal practice, conversely as a greenwashing remedy tool.  

Moreover, this empirical study results reminds advertisers of the importance of adopting clear 

and non-ambiguous claims when designing green claims for products and services. While 

designing the environmental claim type, marketers should take into consideration on how 

their target consumers will actually perceive the environmental-friendliness of the claim. In 

respect to current consumers' increasing scepticism regarding products with suspected 

environmental-friendly attributes especially in the wake of an influx of deceptive green 
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advertisements, environmental claims which are unrelated to its existing perceptions are in 

danger of being ineffective. 

6.4. Conclusion 

Generally, the study finding underscores the complexity of the challenges confronting the 

advertising industry and green market. As evidenced from the findings, consumers were not 

able to identify misleading environmental ad as deceptive and displayed an equally positive 

attitude towards both ads. Also, they showed an equal level of environmental involvement 

contrary to previous literature and displayed a higher level of intention to buy the advertised 

product in a misleading ad. From that point, there is an agreement proposition on the ways to 

enhance the quality and effectiveness of environmental claims in advertising and reduce 

consumers confusion. However, since consumers’ have limited knowledge and ability to 

comprehensively review corporations’ environmental statements in products and advertising, 

there is a need for stronger measures to reduce green deceptions. Without stricter 

environmental regulations, awareness education, aggressive law enforcement, the weak 

motivations will continue to prevail and encourage companies to keep on greenwashing 

consumers. This study has revealed that deceptive information in these advertisements 

increases intention to buy the product. Therefore, to reduce deception, effective regulations 

should be instituted with an emphasis on consumer education and awareness. This should 

include proper definition, set standards, correct labelling, and adherence to green ad guides. 

Followed up with monitoring compliance and enforcement of laws. Enterprises could be 

motivated to stop deceiving consumers when they learn that consumers are much aware and 

seek validity of the information contained in products and ads. Apart from that, the regulation 

bodies like Swedish Consumer Protection Agency could exert more effort by applying 

regular inspections and market surveillance to oversee how the companies adhere to internal 

ethical guidelines to deter greenwashing. However, for companies, this study found that the 

use of deceptive and misleading information in advertising can be profitable, but may have a 

damaging impact on their reputation. In addition, those companies that mislead consumers 

may face legal and ethical ramifications from relevant authorities. As a result, Corporations 

are encouraged to abide by institutional marketing regulations and internal ethical principles.  
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Appendix 

1. Advertisement in experiment 

1) Manipulated ad 

 
 
 
2. Neutral ad 
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2. Questionnaire  
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12. I believe environmental claims from most business advertisements *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

13. This advertisement is completely accurate *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

14. This advertisement is completely truthful *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

15. This advertisement is completely factual *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

16. This advertisement convince me to buy Skip detergent *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

17. If Skip detergent would be available, I would buy next time I go shopping *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree

18. Buying Skip detergent will contribute to minimise environmental impacts *
Mark only one oval.

1 2 3 4 5 6 7

Strongly disagree Strongly agree
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Powered by

19. Year of birth

20. Gender
Mark only one oval.

 Male

 Female

21. What is your study programme? *
Mark only one oval.

 Biology - Physics Earth Science - Chemistry

 Economy - Business - Leadership

 Energy - Environment - Sustainable Development

 Health - Care - Drug

 Culture - History - Philosophy

 Human Behavior - Ethics - Religion

 Society - Politics - Legal

 Language - communications - Media

 Engineering - Technology - Computer - IT - Mathematics

 Teaching - Learning - Education

 Work

 None of these
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3.Descriptive Statics  

3.1 Manipulated ad descriptive statics 

 
 
 
 



46 
	

3.2 Neutral ad descriptive statics 
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4. Descriptive value and correlation in items 

4.1 Manipulated ad 

 

 

 
 

 
4.2 Neutral ad 
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5. Correlations and frequency. 
5.1 Correlations and frequency of manipulated questions. 
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5.2 Correlation and frequency of neutral ad 

 


