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Abstract

Demand for green products continuously grows, as consumers search for more environmentally
friendly options. This offers space for companies to prove their willingness to help beyond what
they are required to do by law and pursue more steps towards sustainability. However, with the
rise of corporate social responsibility (CSR) and its popularity, greenwashing appeared as an
unethical way for companies to leverage positive effects of CSR on consumers. Research in
this master’s thesis examines green versus greenwashing behavior with a distinct focus on
intrinsic versus extrinsic product cues, which in this case are products’ ingredients and
packaging. Both consumers’ behavioral (willingness to pay, purchase intention) and attitudinal
(brand attitude) components are measured in order to get a complex view and expand current
knowledge on the problem. Furthermore, by choosing a product from the cosmetics industry,
the study offers insights into a highly relevant market, as it belongs to those that are often
involved in greenwashing causes. The study uses experimental between-subject design with
framing scenarios and the analysis was conducted using data from respondents of Slovak
nationality only. The results of this study are partially in line with previous research, where
consumers’ purchase intention and brand attitude are more positive for green rather than for
greenwashed products. Moreover, consumers show higher willingness to pay, purchase
intention and a more positive brand attitude for green intrinsic cues compared to green extrinsic
cues. Simultaneously, in case of greenwashing, the difference was only shown in brand attitude,
where greenwashing regarding intrinsic cues resulted in a less positive brand attitude than in
case of extrinsic cues. This master’s thesis offers various paths for future research, mainly
showing interesting options for further exploring of greenwashing in cosmetics industry and

effects of different product cues.

Keywords: sustainability, greenwashing, willingness to pay, purchase intention, brand attitude,

intrinsic and extrinsic product cues
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1. Introduction

This chapter introduces the background for the chosen topic and presents proposed
research gaps and question to be addressed by this master’s thesis. Next, the purpose
of the study and planned contributions are described. Finally, it includes the

description of the structure of the whole thesis.
1.1. Background

The popularity and success of green products in many different product categories in
recent years is undeniable. Terms such as sustainable, eco-friendly or environmentally
conscious, have become the new carrier of luxury. Indeed, consumers truly perceive
the choice of sustainable options as a sign of luxury and associate it with higher status
(Ward & Dahl, 2014). While only 17% of consumers search for luxury in their personal
care products, around 50% of them search for clean and natural ingredients
(Shahbandeh, 2022). There are various reasons why people choose to buy sustainable
products and it also varies across countries. In the U.S., the biggest reason for making
sustainable choices while shopping is that people believe that these products are better
for them and their families. However, for Germans, the most important factor is the
protection of the environment (Wunsch, 2022).

Recent studies show that people are generally more aware of choices they make while
shopping and that they try to consciously search for more sustainable options (Statista,
2021a). This trend was further accelerated by the Covid-19 pandemic, which led
consumers to be more environmentally friendly (NielsenlQ Research, 2021). Although
many consumers would like to adopt a more sustainable lifestyle, high prices remain

the main reason which refrains them from doing so (Gleim, 2013).

With increasing demand for green products, companies are challenged to improve their
offerings but also their activities in accordance with sustainability (Baumgartner,
2014). As a result, sustainability became a stable part of companies’ corporate social
responsibility (CSR) activities. One of the definitions of the CSR term describes it as
a company’s voluntary activities “demonstrating the inclusion of social and
environmental concerns in business operations and in interactions with stakeholders”
(Van Marrewijk, 2003, p. 102). CSR is usually included in companies’ marketing

communication, to properly inform their customers and general public about their



commitment to the right thing (Trudel & Cotte, 2009). Many companies, including
Amazon or Apple, use sustainability in their marketing communication to differentiate

themselves across the market (Newman, 2020).

Although being green offers new opportunities for companies to increase their sales
and thus their profits (Schaltegger & Synnestvedt, 2002), striving towards
sustainability can lead to unexpected cost increases (Delmas & Burbano, 2011).
Because of this, a phenomenon called greenwashing has become an issue. By
greenwashing, companies exploit the benefits of being perceived as green, while not
bearing the costs of actually being sustainable or environmentally friendly.
Greenwashing was adopted by numerous successful brands selling worldwide. In the
past years, many famous brands including IKEA, Ryanair, Shell, or H&M (Akepa,
2021) were called out for greenwashing in their marketing campaigns. Cases of
greenwashing were different, from illegally sourced wood, non-sustainable clothes
production or false claims regarding the amounts of emissions. Greenwashing indeed
has many faces. As the concern for the future of nature and subsequently the demand
for green products rises further, the issue of greenwashing becomes more important
than ever. Although regulations strive towards preventing such manipulation and help

protecting buyers, cases of greenwashing appear regularly.

Current research about greenwashing offers insights into the reactions of consumers
and also consequences shown in companies’ financial performance. While the
majority of research agrees that greenwashing has a generally negative impact on both
consumer behavior and subsequently companies’ performance, some studies found
potentially positive consequences of greenwashing (De Jong et al., 2018; Held &
Germelmann, 2018). This however remains true only if greenwashing remains
unnoticed by consumers. Once consumers understand they have been misled, negative
consequences will follow. Various consumer responses to greenwashing were
previously examined, with main focus on purchase intention (PI), but also brand
related constructs. As expected, consumers tend to support those companies which
they perceive as green, while they avoid those, they perceive to be environmentally
irresponsible (Lorenzen, 2014). In the past decade, the phenomenon of greenwashing
has been researched in various industries, including fashion, detergents or food.

However, the cosmetics and personal care industry which is highly relevant for



greenwashing research (Khandelwal et al.,, 2019), has not yet been inspected
thoroughly.

It has been proven that people perceive and use intrinsic and extrinsic cues of product
differently (Lee & Lou, 1995). On one hand, consumers who are environmentally
responsible and well informed about sustainability in their everyday life tend to take
time to read ingredients included in a product, understand whether they are potentially
harmful and base their decisions accordingly. On the other hand, consumers with only
basic knowledge about sustainability can rely on simpler cues, mainly packaging
sustainability (Eberhart & Naderer, 2017). Sustainability of packaging versus
sustainability of ingredients is also perceived differently. For certain product
categories, packaging sustainability plays a bigger role than sustainability of
ingredients, and for other product categories it is exactly the opposite, depending on
the products’ nature (Seo et al., 2016). It is thus possible that consumers will react
differently to praise of truly green efforts and greenwashing with regard to intrinsic

and extrinsic cues.
1.2.  Ildentified Research Gaps

This thesis aims to contribute to filling the following research gaps. Firstly, studies on
greenwashing and sustainability in general do not usually differentiate between
intrinsic and extrinsic product cues. It has been proven that both sustainable packaging
and ingredients are important factors consumers take into consideration (Kunst, 2022;
Statista, 2021a). However, to the best of my knowledge, only one study so far
investigated which one of these is of higher value to consumers when it comes to
sustainability. Seo et al. (2016) found that for hedonic food products, consumers prefer
sustainable packaging over sustainable ingredients. For utilitarian food products, the
results were opposite and sustainable ingredients were valued more. However, it is yet
unclear whether these findings would be confirmed in other product categories.
Moreover, although the research by Seo and colleagues provides insights about
consumer behavior with regard to sustainability, the study did not take greenwashing
into consideration. Since the intrinsic and extrinsic cues appear to have different levels
of importance to the consumer, it is possible that consumers might react differently if

they were presented with a greenwashing accusation about packaging or ingredients.



Secondly, although previous research uses various product categories (e.g. food,
mattresses, detergents, frying pans), there are relevant segments, which require further
examination of greenwashing impacts. Fowler et al. (2015) found that only 18% of all
claims (scientific, performance and subjective) made by companies selling cosmetics
in popular fashion magazines were deemed as acceptable by authors and independent
judges who participated in the study. Greenwashing is a widespread problem for
everyday products including skin care (Seelig, 2021). Moreover, according to
Khandelwal et al. (2019) and Tyagi (2021), the cosmetics industry belongs to the
sectors which are highly engaged in greenwashing, based on perceptions of consumers.
Generally, there is a lack of empirical research on sustainability in the beauty industry
(Kolling et al., 2022). Thus, it proves to be highly relevant for further research on

sustainability and greenwashing.

Thirdly, even though previous studies offer insights into impacts of greenwashing on
consumer behavior, many studies focus on purchase intentions (Brouwer, 2016; De
Jong et al., 2019; Chen et al., 2018; Nyilasy et al., 2014; Wang et al., 2020). However,
the research does not give clear answers about the impacts of greenwashing on
consumers’ willingness to pay (WTP). WTP is a highly relevant construct, as it can
provide insights into consumers’ judgment of the product’s perceived value (Le Gall-
Ely, 2009). Moreover, the WTP construct offers a closer insight into consumer
behavior compared to attitudes (Meyerhoff, 2006).

Finally, De Jong et al. (2019) in their review of literature on greenwashing distinguish
four types of research: 1) studies which use macro-level data from different industries
that focus on the relationship between greenwashing and companies’ overall
performance indicators, 2) studies which examine correlations between perceived
greenwashing and consumer attitudes, 3) qualitative studies that capture reactions of
consumers to greenwashing practices, 4) experimental studies that compare the effects
of greenwashing and non-greenwashing practices. Authors suggest that more research
should focus on experiments, as “causal inferences about the effects of greenwashing

can be made only by using experimental research” (De Jong et al., 2018, p. 84).



1.3.  Research Question

Based on previously described research gaps and drawing from the literature review
presented in the next chapter, the following main research question is proposed:

How do greenwashing and truly green claims regarding intrinsic and extrinsic product

cues impact consumer attitudes and behavior?
1.4.  Purpose of the Master’s Thesis

This thesis aims to further elaborate the topic of impacts of green and greenwashing
claims, on consumers. In particular, by looking at both attitudes (measured by brand
attitude) and behavioral components (measured by willingness to pay and purchase
intention), this thesis will show a broader picture and offer comparability between the

mentioned constructs.

Moreover, as explained by the research question, the purpose of this master’s thesis is
to go into detail with which aspects of a product (intrinsic or extrinsic) matter to the
consumer more with regard to truly green claims and greenwashing. Their reactions,
captured by their willingness to pay, brand attitudes and purchase intentions will offer
a complex picture that will help researchers and managers understand which aspects
are of higher importance for consumers. Based on previous research it is expected that
there is a difference in how people perceive and react to intrinsic and extrinsic cues
(Lee & Lou, 1995; Seo et al., 2016; Veale & Quester, 2009). However, it is yet unclear
whether the notions found in previous research will be confirmed also in the context
of greenwashing. Thus, this master’s thesis aims to provide more insights into the
reactions of consumers to intrinsic and extrinsic cues in connection with truly green
versus greenwashing behavior. Moreover, by observing both attitudinal and behavioral
aspects of consumers’ responses, a more complex view will be offered. This will give
space for comparisons between consumers’ attitudes and actual behavior, as it is
known that attitudes are not always reflected in actual behavior (McNeill & Moore,
2015).



1.5. Planned Contributions of the Master’s Thesis

Further research of CSR and greenwashing has various potential implications, both for
theory and for practice. This master’s thesis aims to provide contributions in the
following areas. From a theoretical point of view, it will broaden the literature on
greenwashing and its impacts on consumers, especially bringing more insights into the
cosmetics industry which is highly relevant. Literature on greenwashing is still
developing and this thesis contributes to further filling of the gap presented in the
subchapter above. Also, authors focusing their research on greenwashing call for more

experimental research, so that causal inferences can be drawn (De Jong et al., 2018).

This thesis will also contribute to the research on the construct “willingness to pay”,
which offers more insights into actual perceived value of a product (Le Gall-Ely,
2009). Previous research on sustainability shows that consumers are willing to pay
more for sustainable products (Amberg & Fogarassy, 2020; Grimmer & Bingham,
2013). However, the impacts of greenwashing on consumers’ willingness to pay are
still not clear. Lee et al. (2017) suggest that willingness to pay for green products is
significantly higher compared to greenwashed products. To support these findings
further, this thesis aims to find more evidence for such behavior.

Additionally, this thesis will contribute to further expansion of theory on intrinsic and
extrinsic cues, especially bringing more light into the topic of sustainability, as this
area is still underdeveloped. This thesis will show whether different aspects of a
product — the product itself and its packaging, impact consumers differently when they
are presented with information regarding a company’s truly green or greenwashing

behavior regarding the product.

As the data for this thesis will be collected in Slovakia, it will offer more insights into
this specific market and the behavior of consumers, as this research area is still
developing (Kliestikova & Nadanyiova, 2017). Environmental responsibility of
Slovak consumers is growing stronger and has further potential to grow with
increasing awareness (Holotova et al., 2020). As a result, more research on this trend

and with it connected issues such as greenwashing is needed.

Moreover, this thesis will also yield managerial implications, especially for companies
operating in Slovakia. Understanding how consumers react to positive and negative



information with regard to sustainability is important for future decision making. More
specifically, it will help understand the effects greenwashing has on various constructs
of consumer attitudes and behavior. This can help managers in future brand
positioning, communication and choices regarding green claims. Finally, this thesis
aims to show that greenwashing truly is an issue with broad consequences and should
be avoided.

1.6.  Structure of the Thesis

The first chapter offers an introduction to the topic including the proposed research
gaps, purpose of the thesis and elaborates further on the planned contributions. The
second chapter presents literature review on the topic of corporate social responsibility
(CSR), green consumption, greenwashing and its impact on consumers and intrinsic
and extrinsic cues of a product. In the third chapter, the research frame is presented
together with the proposed hypotheses, research model and description of variables
included in the model. The fourth chapter describes research methods, including the
description of sustainability behaviors of the Slovak population and an overview of the
beauty and personal care industry and its relevance for the topic. This chapter also
includes the procedures and results of pretests conducted for the purposes of this thesis
and offers respondents’ description and an overview on the measurement scales used
in the main study. In the fifth chapter, results of the main study are described, while
the sixth chapter includes discussion of findings provided by this master’s thesis.
Finally, the seventh chapter offers a conclusion together with theoretical and
managerial contributions, and the summary of limitations and directions for future

research. Also, an Appendix is included in order to provide additional information.



2. Literature Review
2.1.  Corporate Sustainability and Corporate Social Responsibility

The terms “sustainable development” or “sustainability” are included in plans,
strategies and targets of most companies nowadays. Whether these companies are large
or small, they all strive towards sustainability and in recent years, it has become a
stable issue discussed on different stages — both business and academic. Montiel and
Delgado-Ceballos (2014) show the development of different definitions of corporate
sustainability (CS), while also pointing out there is no single standardized
interpretation of the concept, and it is often used interchangeably with the term
corporate social responsibility (CSR). Although both terms share common ground and
vision, they represent different constructs which need to be properly understood by

managers (Montiel, 2008).

Sustainable development stems from Brundtland report (WCED, 1987, p. 16) and it
can be defined as “development that meets the needs of the present without
compromising the ability for future generations to meet their own needs”. Montiel
(2008) suggests that CS can be conceptualized and defined in terms of the
environmental dimension of business focusing on ecological sustainability or,
alternatively, authors tend to follow the multidimensional WCED definition which
also includes environmental, economic and social dimensions. This way of
conceptualizing sustainability is also called the triple bottom line (Elkington, 1998).
The concept suggests that companies should not only engage in activities supporting
socially and environmentally responsible behavior but should also pay attention to

long-term economic profitability in the process (Gimenez et al., 2012).

Companies need to take into consideration various aspects of the environment they are
operating in, as it is constantly changing with new economic, environmental, political
and social factors coming in. Thus, the tree bottom lines are not stable but “are in
constant flux”, which makes “the sustainability challenge tougher than any of the other
challenges” (Elkington, 1998, p. 73). Due to this, firms need to adjust their behavior
accordingly and the changes should be reflected in their CSR strategy. Currently, there
is no single generally accepted definition of CSR, as the term can be approached from
various points of view (Sarkar & Searcy, 2016). From a broader perspective, the term

CSR covers social and environmental activities that companies voluntarily apply in
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their business operations (Van Marrewijk, 2003). Specifically, CSR implies that firms
must foremost assume their core economic responsibility and voluntarily go beyond
legal minimums so that they are ethical in all of their activities and that they take into
account the impact of their actions on stakeholders in society, while simultaneously
contributing to global sustainability (Sarkar & Searcy, 2016). An important factor of
the many views on CSR is voluntariness which is emphasized in many definitions of
the concept. Kilcullen and Ohles Kooistra (1999; p. 158) state that CSR is the “degree
of moral obligation that may be ascribed to corporations beyond simple obedience to
the laws of the state”. VVoluntariness is also included in CSR definition of the European
Commission (2011; p.3) from 2001 where CSR is “a concept whereby companies
integrate social and environmental concerns in their business operations and in their
interaction with their stakeholders on a voluntary basis”. European Commission has
updated their definition and redefined CSR in 2011 as “the responsibility of enterprises
for their impacts on society”. (EC, 2011, p. 6). Dahlsrud (2008) concludes that the
many definitions of CSR mostly share common ground and thus the confusions happen
mostly because of different constructions of the CSR concept in specific situations.
The author suggests it is important for companies to view CSR in their unique context
of business operations and adjust their business strategy accordingly.

Some authors consider CS to be a way of conceptualizing CSR or vice versa and the
research shows the two concepts seem to be converging in recent years (Montiel,
2008).

Integration of sustainability in a company's CSR activities is a strategic move, as it is
believed to be an essential precondition for success (Baumgartner, 2014). There are
various strategic reasons for a company to be viewed as environmentally responsible,
such as enhancing reputation or meeting expectations of customers (Babiak &
Trendafilova, 2011). Also, with rising awareness of environmental issues, the pressure
on companies to include environment protection in their CSR strategies grows as well
(Chen & Chang, 2012). As a result, a new concept called green CSR, also called
environmental CSR, has emerged. Green CSR reflects firms’ initiatives that are good
for the environment rather than simply complying with the related laws and regulations
(Lyon & Maxwell, 2008). A firm’s high level of CSR does not necessarily imply the
same level of green CSR and thus, green CSR is a distinct part of the broader CSR
concept (Rahman & Post, 2012).



Literature suggests there are different views on the relationship between a company's
environmental and economic performance. On one hand, it has been argued that it pays
to be green (Porter & van der Linde, 1995, King & Lenox, 2001) and that a better
environmental performance leads to increase in sales, and thus increase in profits
(Schaltegger & Synnestvedt, 2002). On the other hand, better environmental
performance is linked with higher costs and thus decrease in profits. Indeed, the costs
connected with being green are undoubtedly high and because of this some companies
may adopt practices that exaggerate their activities towards environmental protection,
e.g. greenwash to avoid additional costs (Delmas & Burbano, 2011, Lyon &

Montgomery, 2013) and simultaneously, improve their image.

To make consumers aware of a company’s or product’s greenness, proper
communication needs to be ensured (Trudel & Cotte, 2009). However,
overcommunication can potentially be harmful. CSR communication can be seen as a
mere tool for symbolic action (Lyon & Montgomery, 2015), and extensive
communication about few CSR activities can eventually have a negative impact on the

perception of a company's social responsibility (Viererbl & Koch, 2022).
2.2.  Green Consumption

In the past couple of years, marketing of green products has seen significant success
and demand on the side of consumers. As of 2020, the value of the global green
technology and sustainability market is estimated at $10.32 billion and is expected to
reach the value of $74.64 billion by 2030 (Shadaab et al., 2021). Generally, green
consumption can be defined as “purchasing and consumption behaviors by an
individual which are related to environmental and resource problems and are
motivated by not only a desire to satisfy an individual's needs but also a concern for
the welfare of society in general* (H.V. Nguyen et al., 2019, p. 119). The term is used
interchangeably with similar terms such as socially responsible consumption,
environmentally friendly or responsible consumption but they share a common base
which is the desirable consumption goal to minimize environmental consequences
(Kimetal., 2012; H.V. Nguyen et al., 2019).

Study shows that more than 50% of consumers believe they can contribute to tackling
environmental problems through their daily behavior (Statista, 2021a). Additionally,

since the Covid-19 pandemic started, consumers increased their interest in making
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more environmentally friendly, sustainable, or ethical choices (NielsenlQ Research,
2021). Also, a more recent research from McKinsey and NielsenlQ (2023) states that
in the majority of examined categories, product with sustainability claims grew faster
than those without such claims. Product with sustainability claims are usually bought
by higher income households, though the growth is visible across all demographic

groups.

Lorenzen (2014) suggests that green consumers avoid purchasing goods and services
from companies that they perceive as environmentally irresponsible or unethical and
support those companies which are perceived oppositely. Indeed, the preference is
shown not only in higher purchase intentions, but it is also reflected in willingness to
pay (WTP). Consumers are willing to pay more for a product from a company they

perceive as environmentally responsible (Grimmer & Bingham, 2013).

There are various factors influencing the choice of a sustainable product over a non-
sustainable option. One of the most important ones is the price. If the price of a
sustainable product is similar to a product with different attributes, over a third of
consumers would choose the sustainable version (Tighe, 2022a). It has also been
proven that consumers are willing to spend more money on green products, and thus
companies can price these products higher, as compared to a conventional product
(Lee et al., 2017). Nonetheless, research has also found that price is one of the most
significant barriers preventing consumers from buying sustainable versions of
products (Gleim, 2013). More than 50% of consumers state that the main reason why
they have not adopted a more sustainable lifestyle is that they consider it to be too
expensive. Simultaneously, if the sustainable options would be more affordable, they
would adapt to it (Deloitte, 2022). Additionally, the second most common reason why
people do not buy sustainable products is the fact that they believe the environmental
claims made by companies are false, e.g., they are afraid of greenwashing (Tighe,
2022b).

Different aspects of sustainability carry a different weight of importance for the
consumer. Recent research shows that although consumers understand which
characteristics make a product sustainable, when it comes to making a purchase, they

value durability over recyclability (Deloitte, 2022).
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2.3.  Greenwashing

As a result of increased popularity of green claims in companies’ CSR programs, an
antipole to green CSR has been born — greenwashing (De Jong et al., 2018). Delmas
and Burbano (2011, p. 66) define greenwashing as “the act of misleading consumers
regarding the environmental practices of organizations (firm-level greenwashing) or
the environmental benefits of a product or service (product-level greenwashing)” and
“poor environmental performance and positive communication about environmental
performance”. This phenomenon, however, cannot be described by a single definition
due to its overarching nature. Terra Choice (2009) defined the so called “7 sins of
greenwashing” which include: 1) sin of hidden trade-off, 2) sin of no proof, 3) sin of
vagueness, 4) sin of worshiping false labels, 5) sin of irrelevance, 6) sin of lesser of
two evils, 7) sin of fibbing. These refer to the most often used ways to mislead the
consumer with false green marketing claims. Terra Choice (2009) research suggests
that although companies do not often spread completely false information about their
environmental performance (sin of fibbing), they still use other less obvious
greenwashing practices. This includes using unauthorized green labels (sin of
worshiping false labels), environmental claims without verification from a reliable
third party (sin of no proof) or using poorly defined or broad claims which can easily
be misunderstood by consumers (sin of vagueness). Generally, the main greenwashing
practices used to mislead consumers are either related to a sustainable packaging or

present the product itself as green, organic or ecologically correct (Braga et al., 2019).

Recent statement of the European Commission (2021) claims their analysis of all green
online statements made by companies from various industries found 42% of these
claims were exaggerated or false. It has been proven that if consumers feel they have
been deceived, they respond negatively towards the marketer (Brouwer, 2016; Lim et
al., 2013; Nyilasy et al., 2014). However, if the deception is not detected by the
consumer, it can lead to a positive response (Held & Germelmann, 2018). Based on
this, greenwashing can potentially have a positive effect on the consumer, if it is not
noticed. Although most of the research shows that greenwashing eventually has a
negative effect on companies, De Jong et al. (2018, p. 99) confirms that greenwashing
“indeed has the potential to positively affect consumers’ impressions of organizations’
environmental claims and performance”. While making steps towards sustainability is

connected with increased costs for companies, it is an important aspect of their image
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in the eyes of consumers. For this reason, if a company cannot afford or chooses to
avoid the cost increase and still wants to enjoy the positive effects of green image, they
can resort to greenwashing (Lyon & Montgomery, 2013). Fernandes et al. (2020)
examined how deceptive environmental claims in advertising influence consumers.
Their results confirm the prevalent notion that consumers generally cannot distinguish
between acceptable and deceptive green claims. Due to this, the ability to make
informed green decisions is threatened. Authors indicate that proper education of
consumers about how to read and understand green messages and sustainability claims,

is needed in order to protect their interests.
2.4.  Greenwashing and the Consumer

There are various studies that examine the impact of (perceived) greenwashing on
consumers. Lim et al. (2013) conducted in-depth interviews that explored consumers’
reactions to green claims and how their opinions changed after realizing these claims
used greenwashing. According to their study, consumers often do not possess enough
information about green products and rely on the manufacturer's claims. However,
once they understand they have been misled with greenwashing, they can become
distrustful and cautious about not only the particular product but green products in
general. Moreover, after learning about greenwashing, consumers want to spread the
word about these practices, to “warn other consumers to be more cautious when

purchasing green product and service offerings” (Lim et al., 2013, p. 20).

Most commonly examined constructs with regard to greenwashing and consumers’
responses are purchase intentions (Brouwer, 2016; Chen et al., 2018; De Jong et al.,
2019; Wang et al., 2020), but also brand related constructs such as brand attitude
(Nyilasy, 2014; Szabo & Webster, 2021) or brand image (Chen et al., 2018).
Simultaneously, impacts of greenwashing on consumers’ willingness to pay has not

been so frequently researched.

Brouwer (2016) discusses that after learning about a company’s greenwashing
practices used in a specific product advertising, respondents started to link those
practices not only with the specific product, but the whole brand. Nonetheless, the
study also found that consumers would still purchase products from the brand,
regardless of greenwashing, although they consider the information important in their

decision making. These findings are supported by the results of another study that
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found no effect of greenwashing on consumers’ purchase intentions (De Jong et al.,
2019). On the contrary, Nyilasy et al. (2014) suggest that if consumers perceive that a
brand extensively communicates about their environmental commitment using
misleading information, it can be perceived as greenwashing. As a result, consumers
will not want to purchase products or services from such brands. Moreover, there is
also evidence showing that greenwashing can have a wider effect, causing negative
change in consumer purchase intentions not only regarding one brand but impacting
the whole industry and thus having a spillover effect (Wang et al., 2020). Chen et al.
(2018) found that firm’s greenwashing has a negative effect on consumers’ green

purchase behavior in general.

Companies often use green messages to achieve positive brand attitudes (BA) in
public. However, they should proceed carefully, because environmental claims, if not
true, can potentially harm their image. According to Nyilasy et al. (2014), perceived
greenwashing has a negative effect on consumers’ brand attitudes. This finding is also
supported by Szabo & Webster (2021), who found a negative relationship between
perceived greenwashing and brand attitudes.

Lee et al. (2017) suggest there is a significant difference in willingness to pay for truly
green products as compared to greenwashed products. WTP was observed to be higher
for the green versions of all three products included in the study (mattress, frying pan,

detergent).

With rising numbers of green products, consumers tend to have difficulties identifying
whether green claims are true or false (Nyilasi et al., 2014) and as a result, green
skepticism has become an issue for green marketing (Chen et al, 2014). Mohr et al.
(1998) define green skepticism as the consumers' tendency to doubt the environmental
benefits or the environmental performance of a green product. Consumers grow more
skeptical about labels claiming sustainability of a product, as they see it as a marketing
tactic to increase the profits (Statista, 2021a). A study carried out by Euroconsumers
(2021) complies with these findings and states that 54% of consumers believe the
claims to be a part of marketing to achieve higher sales. According to Leonidou &
Skarmeas (2017), consumers’ green skepticism is the driver of unfavorable
consequences, such as negative word of mouth or decreased purchase intentions of

environmentally friendly products. Previous research has found that there is a positive
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relationship between greenwashing and green skepticism (Aji & Sutikno, 2015; T.T.H.
Nguyen et al., 2019).

2.5. Intrinsic and Extrinsic Product Cues

Cues of a product can be classified as extrinsic or intrinsic, where extrinsic cues relate
to attributes that are not part of the physical product, including price, brand name or
packaging. Intrinsic cues are product related attributes such as ingredients (Richardson
etal., 1994). To reduce the impact products have on the environment, both the intrinsic
and extrinsic product cues can be altered. Extrinsic cues refer to more general product
attributes, while intrinsic cues are specific to a particular product (Lee & Lou, 1995).

Green product sustainability can be defined as “the endeavor to reduce the
environmental footprint through altering the intrinsic attributes and thus the
composition of the product”, while the packaging sustainability refers to “the endeavor
to reduce the product’s footprint through altering the product’s packaging, for
example, by using more environmentally friendly materials” (Magnier et al., 2016, p.
132). A study on green cosmetics has shown that the majority of participants were
willing to pay more for both sustainable packaging and natural ingredients in a product
as compared to a non-sustainable product (Amberg & Fogarassy, 2020). Previous
research also found that perceived quality of a product is more positive when it is

packed sustainably as compared with conventional packaging (Magnier et al., 2016).

Today, green products are expected to possess the quality and efficacy of a non-
sustainable option. As a result, consumers no longer accept an inferior product just for
the sake of its sustainability (Sheehan, 2014). The study of Eberhart & Naderer (2017)
presents insights into consumers' sustainable purchasing behavior. The authors found
that responsible consumers actively search for information before the purchase and
read ingredients lists on point of sale. Consumers with limited knowledge about
sustainability, focus more on pursuing their personal motives and sustainability comes

second.

According to Lee & Lou (1995), consumers who are more familiar with a particular
product category, as opposed to those who are less familiar, tend to rely more on
extrinsic cues, when evaluating a product. In this research, the authors focused on
intangible cues, like price, brand name and country of origin. When it comes to quality
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perceptions, intrinsic cues, in this case texture of the products, were proven to have a
greater influence than extrinsic cues which were represented by price and store image
(Szybillo & Jacoby, 1974). A more recent research presents a contradicting result. In
their study, Veale & Quester (2009) show that consumers tend to rely more on extrinsic
cues, even in case the intrinsic cues were made available for evaluation through
sensory experience. Authors manipulated the product quality to three different levels
and participants tasted the product themselves, yet still they could not interpret the
different intrinsic cues accurately and thus chose to rely on extrinsic cues provided by
the manufacturer. Thus, the literature on the topic of intrinsic and extrinsic cues
presents different situations, in which one of the cues seems to have larger influence
than the other.

Seo et al. (2016) examined the importance of intrinsic and extrinsic cues with regard
to green food products. They found that for hedonic food products, there is a preference
for eco-friendly packaging over eco-friendly ingredients. Respondents in the study
showed significantly higher willingness to buy a hedonic food product in an eco-
friendly packaging, compared to a product made of eco-friendly ingredients in a
conventional packaging. Simultaneously, the same research found that for utilitarian
food products, there was a higher preference for eco-friendly ingredients, rather than
eco-friendly packaging. Thus, this research shows that depending on the product's

nature, its environmental attributes can have a different value for the consumer.
2.6. Signaling Theory

Signaling theory is used to explain behavior when two parties have access to different
information, e.g., it explains information asymmetry. The signaler (also called the
sender) is responsible for the way information is communicated (signaled), while the
receiver has to choose how the signal will be interpreted (Connelly et al., 2011).
Signals are defined as “informational cues sent out by one party to another in order to
influence desired outcomes” (Taj, 2016, p. 339). They are alterable, and thus offer
space for manipulation (Spence, 1973). The signalers (companies), focus on
communicating positive information in order to convey the positive attributes to the
public (Connelly et al., 2011). Simultaneously, companies avoid deliberate sending of

negative information in order to reduce information asymmetry (Taj, 2016).
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Consumers usually do not have access to all information about products and they often
have to rely on labels provided by the manufacturers. High uncertainty avoidance of
consumers can result in higher risk aversion and thus lower tolerance of signals’
ambiguity (Erdem, Swait & Valenzuela, 2006). Taj (2016) suggests that signalers and
receivers have conflicting interests. Since receivers possess limited amounts of
information about the company compared to insiders, signalers can benefit from
deceiving them (Bird & Smith, 2005). As a result of such asymmetric information,
companies can use the opportunity to greenwash (Garrido et al., 2020). Previous
research suggests that companies may adopt a CSR strategy for both signaling and
greenwashing purposes (Uyar et al., 2020). Companies with good environmental
performance tend to make their CSR reports public in order to emphasize and raise
awareness about their activities, e.g., to signal their efforts. Companies with poor
environmental performance, by contrast, tend to adopt greenwashing practices, in
order to change public perceptions about their actual CSR performance (Clarkson et
al., 2008).

Additionally, there are other signals used to influence consumers. In connection with
sustainability, companies can use eco-labels to achieve a positive reaction from the
consumer. These were proven to be especially effective in low-involvement purchase
situations including everyday products (Atkinson & Rosenthal, 2014). Surprisingly,
the study of Sigurdsson et al. (2022) found that consumers show higher WTP for
products with unauthorized sustainability tags than for products with verified eco-
labels. Authors state that the reason for this was mainly that consumers felt more
familiar with the fictional sustainability tag. Price of a product can also serve as a
signal. Ki & Kim (2022) found that high prices can signal environmental affinity of a

product.

Companies are not the only ones who use signaling. Consumers were proven to signal
their trustworthiness and pro-sociality by purchasing green products. Moreover, they
are willing to pay more for green products to achieve this. As a result, the desire for
this signaling benefit, consumers are willing to look past the higher prices of green
products, which is otherwise one of the biggest reasons why people avoid purchasing
sustainable products (Berger, 2019). For the purpose of this master’s thesis, signaling
theory was chosen to support the relationship between the green or greenwashing cues

and consumers’ willingness to pay, purchase intentions and brand attitudes.
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3. Research Frame

This chapter presents the research hypotheses developed for the purpose of this thesis.
Further, it contains the research model to show relationships between variables.

Finally, it includes descriptions of dependent, independent and control variables.
3.1. Research Hypotheses

According to signaling theory, consumers as receivers of a signal, have limited
information about a product or service, which are deliberately regulated by the signaler
(Taj, 2016). In the context of truly green behavior and greenwashing, companies will
try to emphasize their truly green behavior and try to avoid communicating lacking
thereof. It has been proven that consumers support those firms which they perceive as
environmentally responsible (Lorenzen, 2014). On the contrary, learning about
companies’ greenwashing can lead to negative attitudes of consumers (Brouwer, 2016;
Lim et al., 2013). Thus, if consumers are informed about truly green efforts or
greenwashing through signals from a reliable third party, the information asymmetry
between the company and consumer can be reduced (Brach, Walsh & Shaw, 2018).
Because of this, consumers can make up their opinion based on reliable unbiased

information.

Previous research shows that greenwashing can have a negative impact on consumers’
WTP, BA and PI. Greenwashing can indeed influence consumers negatively (Nyilasy
et al., 2014; Szabo & Webster, 2021), while companies’ efforts towards sustainability
have positive implications (Grimmer & Bingham, 2013). Additionally, consumers
support companies which behave responsibly (Grimmer & Bingham, 2013). Thus, the
first hypothesized relationship examines if truly green behavior shows a better

consumer response in terms of WTP, BA and PI, as compared to greenwashing.

H1: Truly green behavior results in a higher a) WTP, b) BA, c) PI than greenwashing

behavior.

Product packaging and ingredients, so the intrinsic and extrinsic cues, in the context
of sustainability are both important to consumers (Kunst, 2022; Statista, 2021a) when
making a purchase. Moreover, it has been proven that consumers are willing to pay
more for sustainable cosmetics products, both in terms of packaging and ingredients
(Amberg & Fogarassy, 2020). However, until now, the research is limited when it
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comes to examining the differences in importance of these two factors. According to
Eberhart & Naderer (2017), responsible consumers search for information and tend to
rely on the ingredients lists, when purchasing sustainable products. The study of
Szybillo & Jacoby (1974) also found that intrinsic cues have greater influence in terms
of quality perceptions. Nonetheless, to the best of my knowledge, only one study
focused on sustainability used the differentiation between intrinsic and extrinsic cues
and found that consumers do prefer sustainable ingredients over sustainable packaging
for utilitarian food products (Seo et al., 2016). Therefore, | further hypothesize that
consumers are more sensitive towards greenwashing and green claims regarding
intrinsic product cues as compared to extrinsic cues and because of this, their
willingness to pay, brand attitude and purchase intention are expected to be lower for
extrinsic cues for the green scenarios, while the opposite is hypothesized for the

greenwashing conditions.

H2: Truly green behavior regarding intrinsic cues will result in a higher a) WTP, b)

BA, c) Pl than truly green behavior regarding extrinsic cues.

H3: Greenwashing behavior regarding intrinsic cues will result in a lower a) WTP, b)
BA, c¢) PI than greenwashing behavior regarding extrinsic cues.

3.2. Research Model and Variables

Based on the proposed research gap and subsequent research question, this thesis
investigates the impacts of truly green efforts and greenwashing on consumer
behavior. More precisely, it studies the effects on consumers’ willingness to pay,
purchase intentions and brand attitude. These three variables will serve as dependent
variables, while truly green claims about intrinsic and extrinsic cues vs. greenwashing
about intrinsic and extrinsic cues will serve as independent variables. Thus, the
independent variable includes four different groups. This master’s thesis will extend
the previously examined relationship between green or greenwashing behavior and
willingness to pay, purchase intention and brand attitude. Figure 1 below shows the
research model proposed for this research.
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CLAIM
CONSUMERS' ATTITUDINAL
AND BEHAVIORAL RESPONSES
(Willingness to pay,

GREENWASHING

Purchase intention,
Brand attitude)

Intrinsic cue
Extrinsic cue

Figure 1: Research model

3.2.1. Independent Variables

This research includes two independent variables. The first independent variable is
presented in the form of a truly green versus greenwashing condition, thus a binary
categorical variable. The second independent variable are intrinsic versus extrinsic

cues, another binary categorical variable.
3.2.2.  Dependent Variables

Purchase intention (PI) is defined as consumers’ tendency to buy from a brand or take
actions related to a purchase. The construct is measured by the likelihood that a
consumer will make a purchase (Belch & Belch, 2008). Purchase intentions are often

used to predict actual purchase behavior (Newberry et al., 2003).

Willingness to pay (WTP) refers to the maximum sum of money a consumer is willing
to spend on a product or a service (Homburg et al., 2005). Consumers are indifferent
to buying or not buying the product at this price point, as the products’ value is aligned
with it (Schmidt & Bijmolt, 2020). Consumers’ willingness to pay is an important
construct for both marketers, who need the information for product development
process, but also for researchers in marketing and economics (Steiner & Hendus,
2012).

Olson and Mitchell (1981, p. 323) define brand attitude (BA) as “consumer’s overall
evaluation of a brand”. It is a result of consumer’s beliefs and feelings towards a

brand’s attributes and benefits (Keller, 2003). Brand attitudes are influenced by a

20



brand’s communication efforts (Langaro et al., 2015) which also includes promotion
of CSR efforts.

By including three dependent variables and thus observing both attitudinal (brand
attitude) and behavioral (purchase intention, willingness to pay) part, more complex
responses can be captured. Moreover, it will help to capture the attitude-behavior gap,
which suggests that although consumers express their interest in green product
alternatives, it does not always match their willingness to buy or pay more for such
product (Claudy et al., 2013). Therefore, differences in the three dependent variables

can be expected.
3.2.3.  Control Variables

To increase the internal validity of this research, various control variables were taken
into consideration, namely price sensitivity, product category involvement, green

skepticism and demographics such as gender, age, education or net income.

Price sensitivity (also called price consciousness) refers to “how individual consumers
react to price levels and changes in price levels” (Goldsmith & Newell, 1997, p. 163).
With increasing prices, consumers who are highly price sensitive will show a stronger
decrease in demand, while those consumers who are less price sensitive will not be as
significant (Goldsmith & Newell, 1997). Since price sensitivity is proven to be
correlated with willingness to pay and consumers’ overall purchase behaviors
(Campbell et al., 2014), this variable needs to be controlled for. Price sensitive
consumers tend to be more aversive towards losses (Bell & Latin, 2000), which in
terms of prices refer to price increases. These findings are supported by the Prospect
theory (Kahneman & Tversky, 1979) , which states that individuals react strongly to
losses rather than gains, and thus are risk averse. Moreover Cakici & Tekeli (2022)
found that price sensitivity affects consumers’ purchase intentions. Also, price is one
of the most important elements which prevents consumers from making sustainable

choices when purchasing products (Gleim, 2013).

Another control variable included in this model is product category involvement.
Involvement refers to “a person's perceived relevance of the object based on inherent
needs, values, and interests” (Zaichkowsky, 1985, p. 342). Thus, consumers are

involved with a certain product category because it is relevant to their needs and values
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(Zaichkowsky, 1985). If a consumer is highly involved, they search for more
information as compared to a consumer with lower involvement (Mathwick & Rigdon,
2004). Previous research suggests that product involvement has a direct positive
relationship to consumers’ willingness to pay (Campbell et al., 2014). Menidjel et al.
(2020) found that product category involvement positively influences consumers’

purchase intentions.

This model also controls for green skepticism. It has been proven that green skepticism
can influence purchase intention (Leonidou & Skarmeas, 2017) and simultaneously is
positively related to greenwashing (Aji & Sutikno, 2015; T.T.H. Nguyen et al., 2019).
Negative impacts of green skepticism were observed on decreased willingness to pay
for environmentally friendly products (Kreczmanska-Gigol & Gigol, 2022).

Finally, demographics including gender, age, highest achieved education and income
were taken as control variables as well. Individuals perceive prices differently and their
perceptions are influenced by previous experiences or events and socio-economic and

demographic factors (Campbell et al., 2014).
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4. Research Methods

This chapter describes the methods used for the empirical part of this master’s thesis.
It gives insights into behavior of Slovak consumers with regard to sustainability and
an overview of the cosmetics industry. Next, the two pretests conducted for the
purpose of this master’s thesis and their results are described. The chapter further
includes description of the main study, the measurement scales used, data collection

and screening processes and respondents’ description.
4.1.  Slovak Consumers and Their Behavior Towards Sustainability

Growing number of consumers on the Slovak market strive towards consumption of
environmentally friendly products and make conscious decisions for preservation of
nature for future generations. Currently, the most common activities towards
protection of nature is waste separation with focus on recycling and energy saving.
Purchase of environmentally friendly products is also observed, however not as
substantially compared to other activities (Musova et al., 2021). If we consider the
whole European Union, Slovakia ranks in the middle in production of municipal waste
per person. On average, Slovakia produced 433 kilograms of municipal waste per
inhabitant in 2020, which compared to Denmark with 845 kilograms per inhabitant is
considerably less (Statista, 2022). This shows Slovaks are conscious about how they
dispose of things and truly show devotion to waste separation. Furthermore, a 2020
Statista study shows that 75% of Slovaks are willing to take fewer flights in the future,

to fight climate change (Burgueiio Salas, 2022).

Association of Consumer Organizations in Slovakia claims that according to their
research, the majority of Slovak consumers understand their shopping behavior
influences the environment. Also, more than a half of the respondents understand and
know eco-labels and use them as a signifier when shopping for sustainable products.
However, only 13% of Slovak consumers are willing to pay more for an
environmentally friendly product. The research also found that 60% of consumers
understand what greenwashing and its subsequent consequences are (Stasenkova,
2021).

But while consumers tend to state they are willing to protect the environment in the

future, the current reality still reflects tendencies towards comfortable and affordable
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choices. The rise of fast fashion popularity in the world is also visible in Slovakia,
where the sales of the popular fast fashion brand H&M continuously rise (Smith,
2022). Since price is one of the most significant barriers worldwide preventing
consumers from purchasing sustainable products (Deloitte, 2022), this may also be the
case of Slovakia, where people simply cannot afford to pay more for sustainability
especially at times of growing inflation.

In the past years, many new local sustainable brands have started their business in
Slovakia and their success is visible. From sustainable clothing brands, food products
to cosmetics, these brands offer their products for higher prices to target groups well
suited for their portfolio. Some of the most successful Slovak brands include Nehera
(sustainable clothes), Nosene (premium secondhand store), or Malinna (vegan

biodegradable cosmetics and food supplements).
4.2.  The Cosmetics and Beauty Industry

The beauty industry is one of the fastest growing industries, with global revenue of
511 billion US dollars (2021). According to an analysis by marketing agency Common
Thread Collective (2021), it is expected that by 2025, the market revenue will grow to
784.6 billion US dollars. The estimated value of the cosmetic market in Central Europe
is greater than 5.2 billion € (Ridder, 2020). The beauty and personal care market
includes various product categories, the largest being skincare, haircare, make-up,
perfumes and hygiene products (Statista, 2022). Although women are considered to be
the biggest consumers of beauty products, the men's personal care market is growing
rapidly, increasing the global demand (Chouhan et al., 2021). The analysis from
Statista (Ridder, 2021) shows the consumption value of cosmetics and personal care
in Slovakia was worth 626 million euros in 2019. With their growing interest in skin
care, consumers are more and more involved in products. As a result, a belief that
natural ingredients are less harmful for skin than artificial chemical ingredients can be
observed (Jog & Singhal, 2019). Large personal care companies have reacted to this
trend by launching new brands with sustainable image, for example Unilever’s Love

Beauty and Planet or Lux Botanicals.

Consumers are growing more and more aware about ingredients and environmental
impacts of packaging, but also extend their attention further to deforestation and

animal testing (Sahota, 2013). To adapt to expectations of their consumers, cosmetics
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companies engage in CSR activities, and focus the most of their actions on
environmental, rather than social sustainability. Kolling et al. (2022) state that
currently, cosmetics companies are advancing in their CSR activities, but still see

space for improvement in integrating all dimensions of sustainability.

While there are advances towards more sustainability in the cosmetics industry, the
dark side of green marketing still shows itself. Because of this, green companies who
genuinely pursue activities towards sustainability find it hard to differentiate
themselves from those companies who greenwash (Jog & Singhal, 2019). According
to Seelig (2021), skin care is a frequently greenwashed product category. Moreover,
Khandelwal et al. (2019) found that the cosmetics industry belongs to the sectors which
are highly engaged in greenwashing, based on perceptions of consumers. Many
established beauty and personal care brands have been accused of greenwashing in the
past year. For example, Head & Shoulders and L’Oreal bottle recyclability claims, or
Lilly Lashes’ use of “cruelty free mink fur” (Slater, 2022). This marks the importance
of further investigation of the impacts of greenwashing on consumers in the cosmetics

industry.
4.3.  Research Design

The study uses 2x2 between-subject design executed in form of an experiment. The
interaction between the two independent variables offers division of the sample into
four different experimental groups. Green condition with regard to intrinsic cues, green
condition with regard to extrinsic cues, greenwashing condition with regard to intrinsic
cues and greenwashing condition with regard to extrinsic cues (see Table 1 below).
Situations were framed using fictitious scenarios, which differed only in information
about company’s green/greenwashing behavior about intrinsic/extrinsic product cue.

Scenarios included a fictitious cosmetics brand together with a fictitious name of an

organization for environment protection and were presented in form of an online web

article.
Intrinsic cue Extrinsic cue
Green Group 1 Group 2
Greenwashing Group 3 Group 4

Table 1: Overview of experimental conditions
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4.4. Pretests

Two pretests were run in order to test chosen fictitious brand names for previous
associations and subsequently, to test the believability of scenarios for the main study.
Both pretests were conducted in the form of an online questionnaire created on the
SoSci Survey platform and distributed via social media Facebook and via email

(surveys attached in Appendix A and Appendix B).
4.4.1. Brand Name Choice

In the first pretest, the three potential brand names to be chosen for the scenarios were
tested. Two brand names (Bluea, Leeni) were made-up, and one brand name (Slitt)
was previously used in research by Halkias, Micevski, Diamantopoulos & Milchram
(2017) and later on by Montanari (2019). By using a fictitious brand name, the
potential bias caused by previous knowledge of an established brand can be

minimized.

A short survey was programmed via SoSci Survey platform and distributed via e-mail
and social media. First, the respondents were asked about general associations of the
brand name and if the brand reminded them of something specific. Second, they were
asked, if the brand reminded them of a specific product category and if so, which one.
This set of questions was repeated for all three pretested brand names (please see

Appendix A for the full questionnaire).

The sample consisted of 27 respondents, where all the respondents were of Slovak
nationality above the age of 18. The results of the brand name pretest are presented in
Table 2.

General Associations Product Category Associations
\[o] No
Bluea 2 25 6 21
Slitt 1 26 1 26
Leeni 2 25 2 25

Table 2: Results of brand name pretesting
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Overall, all three fictitious brand names produced a minimal number of general brand
associations. In the case of the Bluea brand, there were 6 respondents who stated
association with cosmetics and hygiene products. The brand name “Slitt” was
eventually chosen due to the overall smallest number of associations and successful

use of the brand name in previous research (Halkias et al., 2017; Montanari, 2019).
4.4.2. Scenarios Assessment

The data for the second pretest was collected between 6th and 10th of November 2022.
This pretest included testing of four scenarios presented to respondents in the form of
a web article. Each of the scenarios represented one of the four manipulation
conditions: truly green behavior regarding intrinsic cues (Gl), truly green behavior
regarding extrinsic cues (GE), greenwashing regarding intrinsic cues (GWI) and
greenwashing regarding extrinsic cues (GWE). The scenarios presented the
information about true or false green behavior in an objective way, with mention of an
independent third party to increase reliability of the statement. A sample scenario can

be found in Appendix B together with the questionnaire used for scenario pretest.

The respondents were randomly assigned to one of the four scenarios and after reading
it, they answered a set of questions focused on understanding the presented
manipulations and to assess understandability, credibility and possible reality of the
situation presented in the article. The survey also included a question about whether
the participants perceive the presented company as environmentally friendly or
unfriendly, based on what they have read in the article. Afterwards they were also
asked about basic demographics including gender, age, education, current occupation

and nationality.

Overall, 120 respondents took part in this pretest. The final sample included 106
respondents (N(GI) = 23; N(GE) = 25; N(GWI) = 29; N(GWE) = 29), with an average
age of 33.75 years. All respondents were of Slovak nationality. The survey was
programmed in SoSci Survey platform and distributed through social media using
snowballing method.

After reading the article, the respondents answered a set of questions focused on their
understanding of the presented situation. First, they were asked if Slitt Cosmetics uses
sustainable ingredients/packaging. The results presented in Table 3 showed
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understanding of presented manipulations, as both of the truly green conditions scored
above 5 (GI: M=5.50, SD=1.73; GE: M=5.84, SD=1.72) and the greenwashing
conditions scored below 2 (GWI: M=1.97, SD=1.42; GWE: M=1.72, SD=1.67).
Second, the respondents were asked whether the independent organization
Earth4Future, used as a reference point in the article, stated that the
ingredients/packaging of Slitt Cosmetics products are sustainable. In this case, the
green conditions also scored higher above 6 (GI: M=6.25, SD=1.54; GE: M=6.48,
SD=1.05) and the greenwashing conditions reached values around 2 (GWI: M=2.55,
SD=2.32; GWE: M=1.59, SD=1.43). Finally, the respondents were asked to state
whether they consider the cosmetics company presented in the article as
environmentally friendly. For the truly green conditions, the values were above 5 (Gl:
M=5.29, SD=1.62; GE: M=5.56, SD=1.61), while for the greenwashing conditions
scored below 3 (GWI: M=2.84, SD=2.13; GWE: M=2.97, SD=2.49). These results
show that the manipulations presented in the articles were correctly understood by the

respondents.

I think this article
describes a company
that is responsible
towards the
environment.

Scenarios Shower gels have
sustainable
ingredients/

packaging.

Independent
organization
Earth4Future stated
the ingredients/

packaging of Slitt
Cosmetics shower
gels as sustainable.

Gl M=5.50 SD=1.73 M=6.25 SD=1.54 M=5.29 SD=1.62
GE M=5.84 SD=1.72 M=6.48 SD=1.05 M=5.56 SD=1.61
GWI M=1.97 SD=1.42 M=2.55 SD=2.32 M=2.84 SD=2.13
GWE M=1.72 SD=1.67 M=1.59 SD=1.43 M=2.97 SD=2.49

Table 3: Results of pretest manipulations assessment

The assessment of understandability of the presented articles showed positive results,
all clearly above the scale’s median of 4 (GI: M=6.08, SD=1.24; GE: M=5.56,
SD=1.80; GWI: M=5.58, SD=1.99; GWE: M=5.76, SD=1.50) and thus the articles can
be considered understandable. Next, the credibility assessment also showed values
above 4 for all the scenarios (Gl: M=4.17, SD=1.60; GE: M=4.68, SD=1.44; GWI:
M=4.42, SD=1.99; GWE: M=4.34, SD=1.74). The values were however not as high

as for the understandability criterion. This can be due to the fact that the manipulation
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shows a fictional article without any existing organization, media or brand the
respondents could rely on. Subsequently, the respondents stated if they could easily
imagine a similar situation happening today. All of the four articles scored high above
the median value of 4 (Gl: M=5.42, SD=1.31; GE: M=5.48, SD=1.64; GWI: M=6.06,
SD=1.48; GWE: M=6.03, SD=1.72). Resulting means are presented in Table 4 below.

Scenarios Understandable Credible Easily imagine
Gl M=6.08 SD=1.24 M=4.17 SD=1.60 M=5.42 SD=1.31
GE M=5.56 SD=1.80 M=4.68 SD=1.44 M=5.48 SD=1.64
GWI M=5.58 SD=1.99 M=4.42 SD=1.99 M=6.06 SD=1.48

GWE M=5.76 SD=1.50 M=4.34 SD=1.74 M=6.03 SD=1.72
Table 4: Results of pretest scenarios assessment

To understand the potential problems the respondents saw with the credibility of the
scenario, some of the individuals were approached to further elaborate on their answers
in the survey. Their feedback was used for further improvement of the scenarios used
in the main study.

45.  Main Study

The main study was conducted in form of a survey, where the respondents were
randomly assigned to one of the four scenarios and subsequently answered related
questions. First, an introduction text was offered to generally describe the reason for
data collection and to ensure respondents that the data will be gathered anonymously.
Next, respondents were presented with one of the four framing scenarios that
represented the independent variables. The scenarios had a form of an online news
article that described a brand’s green or greenwashing behavior regarding products’
ingredients or packaging, thus intrinsic and extrinsic cues. The article also included a
statement of an independent organization for nature protection (with a fictional name
Earth4Future), in order to increase credibility of the claims made in the article. Product
category that was chosen for the research were shower gels, as the product is used by
all genders and age groups and thus is relevant for all. Furthermore, this is a product
of a more utilitarian nature, compared with other product categories in the cosmetics
industry. After reading the scenarios, the respondents were asked control questions to

check for their understanding of the presented manipulations and assessed the
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scenarios (the same questions as in the pretest were used). Next, they answered
questions about their WTP for the product presented in the scenario, their Pl and BA.
As part of assessment of control variables, one question was added as an attention
check, where the respondents were supposed to click on explicitly asked answer.
Finally, they were asked to fill in basic demographic information including gender,
age, education, current occupation, nationality and net monthly income (full survey in
Slovak and English can be found in the Appendix C). The survey was programmed via
the SoSci Survey platform and distributed via a consumer panel (Talk Online Panel).
Respondents were paid for finishing the questionnaire. The survey administration
period lasted from the 5th of December 2022 to 27th of December 2022. During this

period, the survey was filled out 486 times.
45.1. Data Screening Process

To ensure quality of answers included in the final sample, the data collected from the
respondents needed to meet defined criteria. A total number of 486 respondents fully

completed the survey.

Firstly, only adult respondents could participate, and thus 1 respondent below the age
of 18 was excluded. Secondly, 110 respondents from the initial sample did not
successfully pass the attention check question and because of this, they could not be
considered reliable for further analysis. Next, transitivity of the willingness to pay
questions was checked in order to see whether the respondents understood the
connections in the questions. Transitivity in WTP refers to the order of prices stated
by the respondents, where the sums should be in ascending order. Here 51 respondents
were excluded. As a next step, 3 more respondents were excluded due to objective
overestimation of their WTP, inconsistencies in their answers or skipping through
answers. Finally, outliers for all dependent and control variables across the four
experimental conditions were examined using boxplots. Based on this, 45 further
respondents were removed from further analysis, to prevent bias in results. As a result,
a final sample of 276 respondents was used for the analysis in the main study, where
70 respondents were in the green intrinsic group, 68 respondents in green extrinsic
group, 70 respondents in greenwash intrinsic group and 68 respondents in greenwash

extrinsic groups. Thus, the groups were fairly equal in their sizes.
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45.2. Measurement Scales

The scales used for measurement of dependent and control variables were adapted
from previously published research papers and they can be found listed in the
Appendix D. The constructs for purchase intention, price sensitivity, product category
involvement and green skepticism used 7-point Likert scales to evaluate respondent’s
answers, with 1 referring to strong disagreement and 7 to strong agreement. For brand
attitude, a 7-point semantic differential scale was used.

To measure willingness to pay, Van Westendorp’s (1976) Price Sensitivity Meter
(PSM) was used. This method uses four open ended questions that eventually offer a
price range consumers are willing to pay for a certain product or service. For purchase
intention measurement, a four-item scale from Dodds et al. (1991) was adapted. Brand
attitude was measured using four item semantic differential scales previously used in
paper by Kim & Chan-Olmsted (2007).

Price sensitivity was captured using a three-item scale developed by Wakefield &
Inman (2003). Next, to measure product category involvement, a five-item scale was
adapted from (Mittal, 1989). Finally, the green skepticism scale developed by Mohr et
al. (1998) was used.

Although this analysis used already established methods, a proper reliability analysis
was executed in order to verify these presumptions. To check for reliability,
Cronbach’s Alpha was calculated for all constructs (Table 5) with the final sample of
N=276 respondents. All six of the constructs have proven to be highly reliable, with
Cronbach’s Alpha over 0.8, suggesting a good reliability score (Field, 2013). The
brand attitude scale has shown the highest reliability score, with Cronbach’s Alpha of
0.97, while price sensitivity and green skepticism scales reached the lowest value of

0.82. Still, all the constructs can be considered highly reliable for further analysis.
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Construct Number Cronbach’s Alpha

of items
Willingness to pay (Van Westendorp, 1976) 4 a=0.83
Brand attitude (Kim & Chan-Olmsted, 2007) 4 a=0.97
Purchase intention (Dodds et al., 1991) 4 a=0.93
Price sensitivity (Wakefield & Inman, 2003) 3 a=0.82
Product category involvement (Mittal, 1989) 5 a=0.94
Green skepticism (Mohr et al., 1998) 4 a=0.82

Table 5: Reliability statistics

For further analysis, aggregated measures were calculated. To calculate the willingness
to pay, the following formula was used:

(expensive + too expensive)

WTP =
2

Values for all other scales were calculated as the average of the items included in the

respective measurement scales.
45.3. Respondents

To provide a description of the sample, descriptive statistics were used. The final
sample consisted of 276 respondents, where all of these were of Slovak nationality.
Out of these respondents, 52.5% (145) were female, 47.1% (130) were male and 1
stated other gender. This shows a similar distribution as the national census from 2021,
where 51.52% of the population above 15 years of age are female and 48.48% are

male.

The median age of the sample was 48, where the median age of the Slovak population
is slightly above 40 (O'Neill, 2022). Figure 2 shows the overall age distribution in the
sample. The youngest participant was 19, and the oldest was 80 years old. The largest
age group were 56-65-year-olds (21.38%), followed by people between 26-35 years
(19.20%) and an equally sized group of 46-55-year-olds (19.20%). The oldest age
group of 66-80 years (15.94%) and the group of 36-45-year-olds (17.39%) were of
similar size. The smallest age group consisted of 19-25-year-olds (6.88%).
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Age group distribution
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Figure 2: Age group distribution in the sample

The respondents were also asked about their highest achieved education level. In this
sample, the largest group of people were those that finished high school (52.9%). Over
32% of respondents possess a master’s degree, 8.3% a bachelor's degree and 5.1%
have a doctorate. Only 3 respondents (1.1%) finished their education at elementary
school. The education level distribution can be seen on Figure 3 below. The sample
shows a different education distribution compared with the official census of the
Slovak population published by the Statistical Office of the Slovak Republic from
2021, where the percentage of people with a finished university degree is 18.15%,
while this sample shows over 40%. On the other hand, the census shows a higher
percentage of people who finished their studies after elementary school (16.97%) Thus
this study operated with a more educated sample, in comparison with the actual
population.

Education distribution
150

100

50

3

Elementary High school Bachelor's Master's Doctorate
school degree degree

Figure 3: Education distribution in the sample
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The occupation of the respondents was also assessed and is depicted in Figure 4. In
this sample, the majority of respondents were employed for wages (56.5%), 25.4%
were retired, 9.4% were unemployed, 4.3% were students and 4.3% were self-
employed. In terms of occupation, this sample has a similar composition to the actual
Slovak population. According to the national census (2021), 60% of people able to
work are either employed for wages or are self-employed, 24.84% are retired, 12.64%

are unemployed and 2.28% are students.

Occupation distribution
200
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100

50

Student Self-employed Employed for ~ Unemployed Retired
wages

Figure 4: Occupation in the sample

The average net monthly income in the sample was 827.44 €, however because this
question was not mandatory to be filled out, 9 respondents omitted answering it. The
average net monthly income in Slovakia in 2021 was 732.5 € (Statistical Office of

Slovak Republic, 2022), which is slightly below the sample average.

Since respondents were randomly assigned into the four scenarios, four subsamples of
fairly equal sizes were created. To assess possible differences in the four groups in
terms of gender, education and occupation, Pearson’s Chi-square tests were conducted
and showed non-significant results in all cases (p > 0.05). Also, one-way ANOVA
showed no significant differences in age across the four experimental groups (F (3,
272) = 0.64, p > 0.05). This was also the case for net monthly income (F (3, 272) =
0.45, p > 0.05). Thus, it can be concluded that there were no significant differences

across the four subsamples in terms of demographics.
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5. Results

This chapter presents the process and the results of data analyses conducted for the
purpose of testing the proposed hypotheses. First, understanding of presented
manipulations is assessed, to check for their validity. Subsequently, scenario
assessments are provided. The chapter also includes the description of control
variables and the main analysis used to verify the proposed hypotheses.

5.1. Manipulations and Scenarios Assessment

Similarly, as in the pretest assessment, here the respondents were asked the same
questions to see whether they understood the text they have read (Table 6). The first
question was about the presented product’s sustainability of ingredients or packaging.
In the second question, the respondents were asked to answer if the product’s
sustainability was confirmed by the independent organization Earth4Future. The last
question focused on respondents’ overall thoughts on sustainability of the company
presented in the scenario. For the green conditions, the values reached values above
5.5, signaling understanding of the presented scenarios. This means respondents saw
the company as green. In case of the greenwashing conditions, the values were below
4, which again shows understanding. While for the green conditions, the results are
similar to those of the pretest, the greenwashing conditions show slightly higher
values. This suggests that some of the respondents, although being explicitly informed
about greenwashing in the article, still considered the presented company as

sustainable.

I think this article
describes a company
that is responsible
towards the
environment.

Scenarios Shower gels have
sustainable
ingredients/

packaging.

Independent
organization
Earth4Future stated
the ingredients/

packaging of Slitt
Cosmetics shower gels
as sustainable.

Gl M=5.69 SD=1.40 M=5.80 SD=1.19 M=5.86 SD=1.27
GE M=5.71 SD=1.38 M=5.85 SD=1.33 M=5.63 SD=1.51
GWI M=2.80 SD=1.79 M=2.63 SD=1.96 M=3.77 SD=2.10
GWE M=3.24 SD=1.85 M=3.31 SD=2.08 M=3.75 SD=1.91

Table 6: Results of main study manipulations assessment
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The scenario assessment provides insights into how the respondents perceived the
article used as stimuli in this research. For understandability, all of the four scenarios
scored around 6 (GIl: M=5.83, SD=1.00; GE: M=5.78, SD=1.33; GWI: M=6.01,
SD=1.12; GWE: M=5.68, SD=1.46), showing that the content of the articles was
comprehensible for the respondents. Similarly, as in the pretest case, credibility is
above 4 (GI: M=4.89, SD=1.46; GE: M=4.93, SD=1.47; GWI: M=4.51, SD=1.47;
GWE: M=4.57, SD=1.21), however this item still shows lowest values of the three
components measured. Though it is important to state, that credibility shows a slight
improvement compared to the pretest. Finally, all four scenarios scored above 5 (Gl:
M=5.30, SD=1.26; GE: M=5.19, SD=1.40; GWI. M=5.84, SD=1.21; GWE: M=5.29,
SD=1.43) for the question asking whether the respondents could easily imagine a

similar situation happening, suggesting high authenticity of the articles.

Scenarios Understandable Credible Easily imagine
Gl M=5.83 SD=1.00 M=4.89 SD=1.46 M=5.30 SD=1.26
GE M=5.78 SD=1.33 M=4.93 SD=1.47 M=5.19 SD=1.40
GWI M=6.01 SD=1.12 M=4.51 SD=1.47 M=5.84 SD=1.21
GWE M=5.68 SD=1.46 M=4.57 SD=1.21 M=5.29 SD=1.43

Table 7: Results of main study scenarios assessment

A one-way ANOVA was performed in order to check for differences in scenarios
assessments across the four experimental groups. The analysis showed a non-
significant result for assessment of understandability (F (3, 272) =0.90, p > 0.05) and
assessment of credibility (F (3, 272) = 1.55, p > 0.05). In the case of the question
whether the respondents can easily imagine a similar scenario happening, there was a
significant result (F (3, 272) = 3.45, p < 0.05) signaling differences across the groups.
A closer analysis using Games-Howell post hoc tests shows that there were significant
differences between green extrinsic and greenwash intrinsic groups (p < 0.05) and also
in case of green intrinsic and greenwash intrinsic (p < 0.05). Overall, the green intrinsic
scenario scored the highest on this question, suggesting that although the scenarios
were identical in their form, this particular situation seemed more realistic than the

other.
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5.2.  Controls

The analysis of demographics showed no significant differences across the four
groups, as presented in chapter 4.5.3. Respondents. Overall, for all three control
variables, the mean values across the whole sample were above the median value of 4,
suggesting medium price sensitivity, product category involvement and green
skepticism (Price sensitivity: M=4.78, SD=1.27; Product category involvement:
M=4.77, SD=1.27; Green skepticism: M=4.84, SD=1.55). Means for each of the

experimental groups can be found in Table 8 below.

A one-way ANOVA was performed for each of the controls in order to check for
differences in means across the four groups. Although the normality assumption was
violated in some of the groups for some of the control variables, based on the central
limit theorem, normality can be assumed nonetheless (Field, 2013). Homogeneity of
variances was met for all three controls. In case of price sensitivity and green
skepticism, there were no significant differences in mean values across the four
experimental groups (PS: F (3, 272) = 2.28, p > 0.05; GS: F (3, 272) = 0.21, p > 0.05).
However, the groups seemed to differ in the levels of product category involvement,
where the test shows a significant result (PCI: F (3, 272) = 3.84, p < 0.05). The Games-
Howell post hoc tests showed a significant (p < 0.05) mean difference only between

the green intrinsic and greenwash extrinsic groups.

Nonetheless, all three control variables were included in the initial part of the main

analysis and further excluded according to their significance level in the model.

Scenario Price sensitivity Product category Green skepticism
involvement

Gl M=4.99 SD=1.28 M=5.15 SD=1.31 M=4.75 SD=1.22

GE M=4.94 SD=1.15 M=4.88 SD=1.55 M=4.72 SD=1.20

GWI M=4.49 SD=1.41 M=4.33 SD=1.44 M=4.82 SD=1.18

GWE M=4.71 SD=1.19 M=4.78 SD=151 M=4.86 SD=1.10

Table 8: Control variables across experimental groups
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5.3.  Main Analysis

To test the hypotheses, as a first step, a two-way ANCOVA (analysis of covariance)
was performed for each of the three dependent variables separately. The statistical
method is a two-way ANOVA performed with covariates, which are continuous
variables that can potentially influence the dependent variable and by including these
in the analysis, the confounding effects are eliminated. Analysis of covariance
(ANCOVA) is usually robust to violations of normality (Field, 2014) and the method
works well for experiments with random group assignment (Kline, 2009), and
therefore is a good fit for the setting of this research. The two independent variables
required for this analysis were binary categorical variables green/greenwashing

condition and intrinsic/extrinsic cue of a product.

Depending on the results of the first two-way ANCOVA analysis that included all
covariates, another analysis was run, until the final model included only significant
covariates. Eventually, for WTP, a two-way ANCOVA with price sensitivity as a
covariate was run, for BA a two-way ANOVA was used and for PI, a two-way

ANCOVA with product category involvement covariate was used.

The overall mean willingness to pay for the whole sample was M = 6.34 € (SD =2.86
€), suggesting that on average respondents would pay around 6 euros for a shower gel.
Furthermore, overall mean brand attitude was M = 4.35 (SD = 1.46) which is slightly
above the median of 4 and thus were more inclined towards a positive attitude. Finally,
mean purchase intention was M = 3.79 (SD = 1.49) which corresponds to a medium

level.
5.3.1.  Assumptions

The assumptions for ANCOVA are similar to those of ANOVA, however there are
some additional factors to be considered. Aside from independence of observations,
normality and homogeneity of variances across the groups, there is the assumption of
a linear relationship between a covariate and the dependent variable across all
experimental groups (Field, 2014). Additionally, there should be homogeneity of
regression slopes. This means that the relationship between the dependent variable and
each of the covariate should be similar in each of the experimental groups (Brace et
al., 2012).
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Normality was tested using Kolmogorov-Smirnov test (K-S test) and additionally,
histograms and Q-Q plots for all dependent variables across the four experimental
groups were observed. Although for WTP, the K-S tests were significant (p < 0.05) for
all experimental conditions, the observed histograms and Q-Q plots suggest
approximate normality. For PI, the K-S tests were significant (p < 0.05) except for the
green intrinsic condition (p > 0.05). Nonetheless the observed Q-Q plots again show a
distribution close to normal. In case of BA, the K-S tests were also significant,
however, the histograms and Q-Q plots again show a fairly normal distribution.
ANCOVA s a test robust to violation of normality and since all groups were large
enough in terms of the number of subjects, normality can be assumed anyway because
of the central limit theorem (Field, 2014).

Homogeneity of variances was examined using Levene’s test for each of the dependent
variables. For all three dependent variables WTP, BA and PI the Levene’s tests were

non-significant (p > 0.05), suggesting there is no violation of homoscedasticity.

Next, the linearity of the relationships between the dependent variables and the
covariates for each of the four experimental groups was examined by using scatter
plots. The scatter plots for WTP and price sensitivity showed that the relationship was
approximately linear in case of green intrinsic and greenwash intrinsic conditions,
while linearity was violated in the two extrinsic conditions. The relationship between
WTP and product category involvement was not linear for all four conditions. This
was also the case for WTP and green skepticism. In case of brand attitude, the
relationship with price sensitivity was approximately linear for greenwash extrinsic
condition, while for the other three conditions the relationship did not seem to be
linear. The relationship between brand attitude and product category involvement as
well as the relationship between brand attitude and green skepticism was non-linear.
The final dependent variable, purchase intention, showed no linear relationship for
price sensitivity. The graphs showed a linear relationship between purchase intention
and product category involvement for two conditions, green intrinsic and green
extrinsic. In case of green skepticism, the relationship with purchase intention looked
approximately linear for green intrinsic and green extrinsic conditions. Thus, the
observed graphs suggest that the assumption of linearity was not always met and there

are potential limitations as a result of these.
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The assumption of homogeneity of regression slopes was examined by running a two-
way ANCOVA with a customized model to observe the interaction between the two
independent variables and the covariate for each of the dependent variables. In case of
willingness to pay (WTP), the assumption was met for both green skepticism and
product category involvement, as all of the interactions were non-significant (p >
0.05). In case of price sensitivity, the assumption was violated for the independent
variable intrinsic/extrinsic cue as this interaction was significant (p < 0.05). For brand
attitude (BA), the assumption was met for the covariate price sensitivity, as the
interactions were non-significant (p > 0.05). However, the assumption was violated
for product category involvement (PCI), as the interaction between
green/greenwashing condition and PCI and also the three-way interaction between
green/greenwashing condition, intrinsic/extrinsic cue and PCI were significant (p <
0.05). In case of green skepticism and BA, there was a significant interaction between
green/greenwashing condition and green skepticism. Finally, the purchase intention
met the assumption for homogeneity of regression slopes for both price sensitivity and
green skepticism, where all the interactions were non-significant (p > 0.05).
Nonetheless, there was a significant (p < 0.05) interaction between
green/greenwashing condition and product category involvement for this dependent

variable.

Overall, for WTP the assumptions for the final model (a two-way ANCOVA, with
price sensitivity as covariate) were not completely met, as the linearity assumption was
violated for some of the groups, while other assumptions were met. In case of BA, the
final model was a two-way ANOVA and so all assumptions for this model were met.
Finally for PI, there are some limitations for the two-way ANCOVA with product
category involvement that was conducted, due to violation of linearity assumption.
Because of this, for WTP and PI, additional tests (two-way ANOVAS) without
covariates were executed, to support the results of the model.

5.3.2.  Willingness to Pay

The first dependent variable that the analysis ran for was willingness to pay. As a first
step, a two-way ANCOVA was conducted with green/greenwashing condition and

intrinsic/extrinsic cue as independent variables and all three control variables (price
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sensitivity, product category involvement, green skepticism) as covariates. The
analysis was executed with 1000 bootstrap samples using a 95% confidence interval.

The first two-way ANCOVA showed a non-significant result for two of the covariates
- product category involvement and green skepticism (p > 0.05). Thus, there were no
confounding effects that would be relevant for further analysis. However, price
sensitivity showed a significant effect (p = 0.05) on the willingness to pay and was
kept in the second model as a covariate. The results of the second two-way ANCOVA

are presented below.

The table of descriptives yielded from the second two-way ANCOVA (Table 9) shows
that the mean WTP for the green condition (M = 6.35 €, SD = 2.98 €) was just slightly
higher than the mean WTP for the greenwashing condition (M = 6.32 €, SD = 2.74 €).
The overall mean WTP for the intrinsic cue conditions (M = 6.49 €, SD = 2.88 €) was
higher than for the extrinsic cue conditions (M = 6.18 €, SD = 2.84 €). The highest was
the mean WTP for the green intrinsic condition (M = 6.88 €, SD = 3.17 €), while the
lowest mean WTP was for the green extrinsic condition (M =5.81 €, SD = 2.70 €).

Experimental Group Descriptives

Green Intrinsic M=6.88€ SD=3.17¢€
Green Extrinsic M=581€ SD=270€
Greenwash Intrinsic M=6.10€ SD=252¢€
Greenwash Extrinsic M=6.55€ SD=295¢€
Green Overall M=6.35€ SD=298¢
Greenwash Overall M=632€ SD=274¢€

Table 9: Descriptives output from two-way ANCOVA for WTP

The second two-way ANCOVA showed a clearly significant effect of price sensitivity
on WTP (F (1,271) =5.25, p < 0.05, partial n? = 0.02), as seen in Table 10.
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DV: Willingness to pay

Statistical test F-Statistic ig. Partial Eta
Squared
Price sensitivity 5.25 0.02 0.02
Green/Greenwash 0.14 0.71 0.00
Intrinsic/Extrinsic 0.71 0.40 0.00
Interaction 5.50 0.02 0.20
G/IGW*I/E

Table 10: Two-way ANCOVA for WTP

Main effects of green/greenwashing conditions were observed in order to verify
hypothesis H1a). The results show that the main effect of the green/greenwashing
condition on the WTP was non-significant, while controlling for price sensitivity (F
(1, 271) = 0.14, p > 0.05). A closer inspection of pairwise comparisons showed that
the estimated mean WTP adjusted for the covariate was higher for the green condition
(M =6.40 €, n = 138) than for the greenwashing condition (M = 6.27 €, n = 138),
however the mean difference of |- 0.13| was not significant. Based on the results
presented above, H1a) was not supported. A similar result was observed for the main
effect of intrinsic/extrinsic cue on the WTP, where the result was also non-significant
(F (1, 271) = 0.71, p > 0.05), while adjusted for price sensitivity. The pairwise
comparisons show a higher mean WTP for intrinsic cue condition (M = 6.48 €, n =
140) than for the extrinsic cue condition (M =6.19 €, n = 136) but also in case of this

main effect, the mean difference of |- 0.29| was not of a significant value.

The interaction effect between the two independent variables green/greenwashing
condition and intrinsic/extrinsic cue has shown a significant effect on the dependent
variable willingness to pay while controlled for price sensitivity (F (1, 271) =5.50, p
< 0.05, partial n> = 0.20). Table 11 shows that the estimated mean WTP adjusted for
the covariate was observed to be the highest for the green intrinsic condition (M = 6.94

€), while being the lowest for the green extrinsic condition (M = 5.86 €).
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Experimental Group Estimates

Green Intrinsic M=6.94€
Green Extrinsic M=5.86¢€
Greenwash Intrinsic M=6.01€
Greenwash Extrinsic M=6.53€
Green Overall M=6.40€
Greenwash Overall M=6.28 €

Table 11: Mean estimates WTP, adjusted for the covariate

Bonferroni’s post-hoc tests were used in order to gain insights into the pairwise
comparisons for the interaction effect. The results show that while for the
greenwashing condition, the mean difference in WTP between intrinsic and extrinsic
condition did not significantly matter (p > 0.05), the difference between green intrinsic
and green extrinsic condition was significant (p < 0.05). The mean WTP adjusted for
the covariate was significantly higher for the green intrinsic condition (M = 6.94 €),
compared with green extrinsic condition (M = 5.86 €). As a result, H2a) was supported
and H3a) was not supported.

Because of the potential bias caused by the violations of assumptions (see Chapter
5.3.1. Assumptions), an additional analysis without the covariate was executed - a two-
way ANOVA. The results of this analysis were in line with the previous analysis,
showing non-significant main effects of green/greenwashing condition on WTP (F (1,
272) = 0.02, p > 0.05) and intrinsic/extrinsic condition on WTP (F (1, 272) = 0.84, p
> 0.05). The interaction effect of green/greenwashing condition and intrinsic/extrinsic
cues was significant (F (1,272) = 4.88, p < 0.05). The mean difference in WTP was
significantly different for the green intrinsic and green extrinsic condition (p < 0.05),

while in the greenwashing setting this difference was not significant.
5.3.3. Brand Attitude

A similar process for verification of hypotheses regarding brand attitude was followed.
The first two-way ANCOVA included all three control variables as covariates. The
results showed that all covariates were non-significant (p > 0.05) and thus were
excluded from further analysis. Because of this, the main statistical method for

hypothesis verification was changed to a two-way ANOVA, as there were no
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covariates to be considered. All assumptions for a two-way ANOVA were met (see
chapter 5.3.1 Assumptions and Appendix H).

The table of descriptive statistics (Table 12) shows that the mean BA for the green
conditions (M = 5.10, SD = 1.29) was higher than for greenwashing conditions (M =
3.60, SD = 1.21). The overall means for intrinsic (M = 4.33, SD = 1.59) and extrinsic
(M = 4.37, SD = 1.32) conditions were almost identical. Overall, the mean brand
attitude (BA) was highest for the green intrinsic condition (M =5.31, SD = 1.27), while

it was lowest for the greenwash intrinsic condition (M = 3.35, SD = 1.24).

Experimental Group ‘ Descriptives

Green Intrinsic M=531 SD=1.27
Green Extrinsic M=488 SD=1.29
Greenwash Intrinsic M=335 SD=1.24
Greenwash Extrinsic M=386 SD=1.14
Green Overall M=510 SD=129
Greenwash Overall M=360 SD=1.21

Table 12: Descriptives output from two-way ANOVA for BA

DV: Brand attitude

Statistical test F-Statistic ig. Partial Eta
Squared
Green/Greenwash 100.71 <0.00 0.27
Intrinsic/Extrinsic 0.07 0.79 0.00
Interaction 9.87 0.00 0.04
G/GW*I/E

Table 13: Two-way ANOVA for BA

Table 13 presents the results of the main ANOVA analysis. The main effect of
green/greenwashing condition was significant (F (1, 272) = 100.71, p < 0.05, partial
n? = 0.27), where the mean score for BA for the green conditions (M = 5.10) was
considerably higher than for the greenwashing conditions (M = 3.60). Thus, the mean
difference of |-1.50| was of significant value. These results speak in support of
hypothesis H1b). The second main effect, that of intrinsic/extrinsic cues, was observed
to be non-significant (F (1, 272) = 0.07, p > 0.05), which proves the results shown by
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the table of descriptives. The pairwise comparisons show that the two means were of
very similar values, where for the intrinsic cue (M = 4.33) the mean was slightly lower
than for the extrinsic cue (M = 4.36), and thus the mean difference of |0.03| was not of

substantial value.

The interaction effect of green/greenwashing condition and intrinsic/extrinsic cues of
a product show to have a significant impact on the brand attitude (F (1, 272) =9.87, p
<0.05, partial n? = 0.04). The pairwise comparisons suggest that there were significant
differences between all of the groups. Firstly, the mean BA for the green intrinsic
condition (M = 5.31) was significantly higher (p < 0.05) than for the green extrinsic
condition (M = 4.88), these results were further reasserted by the results of ANOVA
table showing a significant result for the green condition (F (1, 272) = 4.14, p < 0.05).
These results speak in support of H2b). Similarly, the analysis showed that for the
greenwashing conditions there was also a significant difference between intrinsic and
extrinsic cues (p < 0.05), where the mean BA for greenwash intrinsic condition (M =
3.35) was significantly lower than greenwash extrinsic condition (M = 3.86). The
resulting ANOVA table showed a significant result for the contrasts (F (1, 272) = 5.80,
p <0.05). As a result, hypothesis H3b) was supported. Additionally, the mean BA was

highest for the green intrinsic group and lowest for the greenwash intrinsic group.
5.3.4.  Purchase Intention

The final dependent variable to be explored was purchase intention. Similar procedure
was pursued in order to verify the proposed hypotheses. Firstly, a two-way ANCOVA
was run in order to find out the significance of included covariates. The results of the
first test showed a non-significant result for the covariate green skepticism (F (1, 269)
= 1.35, p > 0.05), where the other two covariates remained significant in this model
(price sensitivity: F (1, 269) = 4.50, p < 0.05; product category involvement: F (1, 269)
= 12.81, p < 0.05). Thus, for the second model, green skepticism was excluded as a
covariate, while price sensitivity and product category involvement were kept in. The
second two-way ANCOVA showed another non-significant covariate, which was
price sensitivity (F (1, 270) = 3.56, p > 0.05), while the product category involvement
remained significant also in this case (F (1, 270) = 23.36, p < 0.05), resulting in a third

final model.
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The final test used was a two-way ANCOVA with product category involvement used
as a covariate. The resulting table with the descriptives (Table 14) shows that overall,
the mean PI for green conditions (M = 4.39, SD = 1.45) was higher than the mean Pl
for greenwashing conditions (M = 3.19, SD = 1.29). Furthermore, the mean PI for
intrinsic condition (M = 3.84, SD = 1.58) was slightly higher than the mean PI for the
extrinsic condition (M = 3.74, SD = 1.40). The overall highest mean purchase intention
was for the green intrinsic condition (M = 4.69, SD = 1.35), while it was the lowest

for the greenwash intrinsic group (M = 2.99, SD = 1.32).

Experimental Group ‘ Descriptives

Green Intrinsic M=469 SD=1.35
Green Extrinsic M=4.08 SD=1.49
Greenwash Intrinsic M=299 SD=1.32
Greenwash Extrinsic M=340 SD=1.23
Green Overall M=439 SD=1.45
Greenwash Overall M=319 SD=1.29

Table 14: Descriptives output from two-way ANCOVA for PI
The final two-way ANCOVA showed a significant effect of product category

involvement on the dependent variable, in this case purchase intention (F (1,271) =
17.43, p < 0.05, partial n2 = 0.06).

DV: Purchase intention

Statistical test F-Statistic ig. Partial Eta
Squared

Product category 17.43 <0.00 0.06
involvement

Green/Greenwash 45.70 < 0.00 0.14
Intrinsic/Extrinsic 0.60 0.44 0.00
Interaction 7.06 0.01 0.03
G/GW*I/E

Table 15: Two-way ANCOVA for PI

The results of the final two-way ANCOVA are presented in Table 15. In case of
purchase intention, the main effect of green/greenwashing condition was proven to be

significant (F (1,271) =45.70, p <0.05, partial n? = 0.14), while controlling for product
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category involvement. The estimated mean P adjusted for the covariate for the green
condition (M = 4.33) was significantly higher than for the greenwashing condition (M
= 3.25), with mean difference of |-1.08|. These results provide supporting evidence for
hypothesis H1c). The main effect of intrinsic/extrinsic cues was non-significant (F (1,
271) = 0.60, p > 0.05). Although the pairwise comparisons show a higher mean PI for
the intrinsic conditions (M = 3.85) than for the extrinsic condition (M = 3.73), the

difference of |- 0.12| was not large enough to show a significant result.

Nonetheless the interaction effect between green/greenwashing condition and
intrinsic/extrinsic cues was shown to have a significant effect in terms of purchase
intention, while controlled for product category involvement (F (1, 271) = 7.06, p <
0.05, partial n?> = 0.03). Table 16 shows estimates of Pl means adjusted for the
covariate. A closer inspection of the pairwise comparisons shows that for the green
condition, there was a significant difference of |-0.55| between the intrinsic cue (M =
4.60) and extrinsic cue (M = 4.06) and thus showing a significantly higher estimated
mean for the green intrinsic condition. This provides support for H2c). In the case of
the greenwashing condition, the mean for the intrinsic condition (M = 3.10) was lower
than for the extrinsic condition (M = 3.40). However, this difference of |0.30| was not
of a significant value. Thus, hypothesis H3c) was not supported. As the table of
descriptives, as well as the following ANCOVA tables show, the green intrinsic
condition showed the highest mean purchase intention and simultaneously, the

greenwashing intrinsic condition showed the lowest mean purchase intention.

Experimental Group Estimates

Green Intrinsic M = 4.60
Green Extrinsic M =4.06
Greenwash Intrinsic M =3.10
Greenwash Extrinsic M = 3.40
Green Overall M =433
Greenwash Overall M =3.25

Table 16: Mean estimates PI, adjusted for the covariate

Since the assumption of linearity was partially violated, an additional analysis was

conducted without the covariate, a two-way ANOVA. This analysis supported the
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results of the two-way ANCOVA, where the Pl for the green condition was
significantly higher than for greenwashing condition (F (1, 272) = 53.12, p < 0.05).
Moreover, the interaction effect between green/greenwash condition and
intrinsic/extrinsic condition was also significant (F (1, 272) = 9.68, p < 0.05). Also,
the in case of green condition, intrinsic cues reached significantly higher purchase
intention than extrinsic cues (p < 0.05), while this difference was not observed to be

significant in greenwashing case.
The following table provides an overview of the results of hypotheses verification.

Hypothesis Status

HZ1a) Truly green behavior results in a higher WTP than greenwashing not supported
behavior.

H1b) Truly green behavior results in a higher BA than greenwashing supported
behavior.
H1c) Truly green behavior results in a higher PI than greenwashing supported
behavior.
H2a) Truly green behavior regarding intrinsic cues will result in a supported

higher WTP than truly green behavior regarding extrinsic cues.

H2b) Truly green behavior regarding intrinsic cues will result in a supported
higher BA than truly green behavior regarding extrinsic cues.

H2c) Truly green behavior regarding intrinsic cues will result in a supported
higher PI than truly green behavior regarding extrinsic cues.

H3a) Greenwashing behavior regarding intrinsic cues will result in a not supported
lower WTP than greenwashing behavior regarding extrinsic cues.

H3b) Greenwashing behavior regarding intrinsic cues will result in a supported
lower BA than greenwashing behavior regarding extrinsic cues.

H3c) Greenwashing behavior regarding intrinsic cues will result in a not supported
lower PI than greenwashing behavior regarding extrinsic cues.

Table 17: Hypotheses verification results overview
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6. Discussion

This section synthesizes previously published literature on the topic and connects it
with findings provided by the performed analysis and hypotheses verification process

of this master’s thesis.

The analysis has shown that truly green behavior has indeed a more positive impact
on the consumer, compared to greenwashing. Theory on signaling suggests that CSR
can be used by both, companies who want to communicate their honest CSR efforts
and those who greenwash (Uyar et al., 2020). All scenarios used to frame the situation
for respondents in this study mentioned that the company proudly states they only use
sustainable ingredients or packaging, which was used as a signal. Thus, respondents
were presented with a company’s sustainability signal, together with a statement
whether it is true or false. The results of the analysis show an interesting discrepancy
between attitude and behavior, as the difference between WTP means was shown to
be non-significant. In line with previous research, purchase intention and brand
attitude are significantly more positive for the green conditions, as opposed to the
greenwashing ones (H1b) and H1c) were supported). As Lorenzen (2014) suggests,
consumers tend to support companies they perceive as environmentally responsible,
which can be the reason behind higher purchase intention and brand attitude for the
green conditions. Simultaneously, consumers do not wish to support those companies
they perceive as environmentally irresponsible, thus it is possible that because of this,
the greenwashing conditions scored significantly lower on both purchase intention and
brand attitude. By showing higher brand attitude and purchase intention for truly green
products, consumers send a signal to the company and to society in general, that they
do care about sustainability.

In case of purchase intention, Brouwer (2016) and De Jong et al. (2019) found that
although greenwashing can potentially cause negative consumer responses, both of
these researches state they found no effect on purchase intention. Results of this
research are in line with findings of Nyilasy et al. (2014) and Chen et al. (2018), who
found significant negative implications of greenwashing for consumers’ purchase
intention. This master’s thesis shows that greenwashing results in a lower purchase
intention, compared to truly green claims. Furthermore, this study found decreased

brand attitude for greenwashing conditions as compared with the green condition,
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which corresponds to the findings provided by Nyilasy et al. (2014) and Szabo &
Webster (2021).

Although the study of Lee et al. (2017) found increased willingness to pay for green
products as compared to the greenwashed products, these results were not replicated
by this thesis. The results showed no significant difference between the green and
greenwashing conditions in terms of willingness to pay (H1la) was not supported).
Previous research has shown that price is indeed one of the most important factors that
keeps consumers from purchasing sustainable versions of products (Deloitte, 2022;
Gleim, 2013). Also, sustainable products can be perceived as luxury (Ward & Dahl,
2014) and thus can be seen as more expensive, which in many cases is true. This can
potentially be the reason why the respondents included in this study have not shown
increased WTP for the truly green products. Moreover, the study included Slovak
respondents only and it has been proven that less than 15% of Slovaks are willing to
pay more for a sustainable product (Stasenkova, 2021). An important factor to consider
is also the instability of the current political situation and continuously rising inflation
in 2022. Because of these, it is possible that people try to save money by choosing the

cheaper option, which is usually the less sustainable one.

Although the main effect of intrinsic/extrinsic cues has shown to be non-significant
for all three dependent variables, when put into the context of green or greenwashing
scenario, the effects were shown. Seo et al. (2016) state that in case of utilitarian food
products, the sustainability of ingredients resulted in higher willingness to buy
compared to sustainable packaging. This study used shower gel as a product presented
in the scenario and although this is a cosmetic product, it is one of the most essential
and basic ones and thus its nature is more utilitarian than hedonic. The results of this
master’s thesis show that when consumers read about truly green behavior of a
company, they show a higher WTP, BA and PI for products with sustainable intrinsic
cue (ingredients), compared to a product with a sustainable extrinsic cue (packaging)
(H2a), H2b), H2c) supported). The study of Seo et al. (2016) focused only on the
effects of truly sustainable behavior, while this thesis extended the research to the

greenwashing effects and its impact.

The hypothesized effect on WTP was not found in case of greenwashing, as no

significant differences between intrinsic and extrinsic cues were found (H3a) not
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supported). Moreover, although the difference was non-significant, WTP was lower
for the extrinsic cue than for the intrinsic cue in case of greenwashing. However, since
this difference was not of a significant value, no further conclusions can be drawn.
Overall, willingness to pay was shown to be the highest for the green intrinsic group,
suggesting that sustainability of ingredients is of greater importance to consumers
compared to sustainability of packaging and thus they are willing to pay more for it.

The effect of different experimental conditions was further explored in terms of brand
attitude. To the best of my knowledge, there were no previous studies that explored
the effect of intrinsic/extrinsic cues in the sustainability setting on brand attitude. This
study found that in the case of truly green behavior, intrinsic cues are valued more than
extrinsic cues, resulting in a higher BA score (H2b) supported). It has been shown by
this study but also by previous research that consumers respond to truly green claims
with a more positive brand attitude as compared to greenwashing claims (Nyilasy et
al., 2014; Szabo & Webster, 2021). Also, as Brouwer (2016) stated, companies’
greenwashing about one product can potentially lead to consumers linking
greenwashing behavior to the whole brand and thus result in a lower brand attitude.
Results of this master’s thesis provide a more granular insight, showing that not only
do green claims result in a better brand attitude but more specifically, green behavior
regarding intrinsic cues can result in a better brand attitude than it would be in case of
extrinsic cues. Furthermore, it has been shown that greenwashing claims regarding
intrinsic cues result in a lower brand attitude, compared to greenwashing regarding
extrinsic cues (H3b) supported). This means that companies’ dishonesty regarding
sustainability is more negatively perceived in terms of brand attitude if greenwashing
activities relate to the ingredients (intrinsic cues) than packaging (extrinsic cues).

Similar to the other two dependent variables, purchase intention was shown to be
higher for the green intrinsic condition, compared to the green extrinsic condition
(H2c) supported), which corresponds to results of Seo et al. (2016). However, there
was no difference in purchase intention between intrinsic and extrinsic cues in the
greenwashing setting (H3c) not supported). This suggests that although consumers will
react more negatively in terms of their purchase intention compared to company’s truly
green efforts, their behavior will not differ, if the company is greenwashing about
products’ ingredients (intrinsic cues) or packaging (extrinsic cues). Therefore,

consumers value intrinsic cues more than extrinsic ones when it comes to green
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behavior, where they show higher PI, but their behavior is not the same in the
greenwashing case. Brouwer (2016) found that although consumers’ take a brand’s
greenwashing behavior into consideration in their decision making, their purchase
intention can remain unimpacted. Although this research found a contradicting effect,
showing a decreased PI for greenwashing cases compared with truly green behavior,

it is possible that consumers do not care which product cues were greenwashed.
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7. Conclusion

This chapter summarizes the results and offers an overview of theoretical and
managerial contributions of this master’s thesis. It also shows limitations and

directions for future research.

Overall, it seems that it truly pays to be green, as compared to leveraging the unethical
option of greenwashing. Consumers respond to truly green behavior with higher
purchase intention and a more positive brand attitude, compared to the greenwashing
situation. Interestingly, this notion was not confirmed for the willingness to pay. This
study also found that consumers do respond to intrinsic and extrinsic cues differently
in terms of truly green behavior, resulting in higher WTP, BA and PI for truly
sustainable intrinsic cues, i.e., ingredients. However, when it comes to greenwashing,
consumers’ WTP and PI was not affected by the information about intrinsic or
extrinsic cues. Nonetheless, their BA is more negative, if greenwashing concerns
intrinsic cues, compared to extrinsic. It has also been observed that green intrinsic cues
in most cases resulted in highest values in terms of measured dependent variables,
while greenwashing intrinsic cues resulted in the lowest values, suggesting that
consumers are more sensitive towards intrinsic cues, when it comes to this specific

product category.
7.1.  Theoretical Implications

This master’s thesis contributes to various fields of theory, especially those on the topic
of green CSR, sustainability and the gray side of these - greenwashing, and broadens

the research on the topic of intrinsic and extrinsic product cues.

Firstly, this thesis offers a comparative view on the topic of truly responsible green
behavior versus greenwashing. A similar approach was used by Lee et al. (2017), who
found higher WTP for green products, compared to greenwashed products. However,
this result was not replicated in this master’s thesis. Nonetheless, this research gives
further evidence for the notion that companies which pursue honest green actions
evoke more positive consumer behavior in terms of brand attitude and purchase
intention. While there are previous studies that found no effect of greenwashing on
purchase intention (Brouwer, 2016; De Jong et al., 2019), this research proves the

negative effect of such behavior and thus supports the results of Chen et al. (2018) and
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Wang et al. (2020). Additionally, this research contributes to the theory on the impacts
of greenwashing on consumers by using an experimental approach, while much of the

previous research relied on literature summaries (De Jong et al., 2018).

Secondly, by examining multiple dependent variables at once, this research offers
more insights into differences between the constructs, and thus different faces of
consumer behavior. By including a attitudinal construct (brand attitude) and purchase
intention, together with construct focused on actual buyer behavior (willingness to
pay), this research offers a complex insight into consumers’ responses to green and

greenwashing behavior.

Thirdly, much of the previous research on greenwashing focused on purchase intention
or brand related constructs (Brouwer, 2016; De Jong et al., 2019; Chen et al., 2018;
Nyilasy, 2014; Szabo & Webster, 2021; Wang et al., 2020). This study examined the
willingness to pay responses to green and greenwashing behavior and thus belongs to
the few studies that explored this construct in terms of greenwashing. This study did
not replicate the results of Lee et al. (2017) and found no difference between green and

greenwashing behavior in terms of consumers’ willingness to pay.

Another important contribution of this study is that it brings more evidence and
insights into the research on intrinsic versus extrinsic cues. While there are studies that
examined the different effects of these on consumers (Lee & Lou, 1995; Szybillo &
Jacoby, 1974; Veale & Quester, 2009), the research in the sustainability setting is still
limited (Seo et al., 2016). Therefore, this research contributes to the literature on
intrinsic and extrinsic cues in terms of green and greenwashing behavior, and its
impact on the consumer. Seo et al. (2016) found higher willingness to buy for truly
green intrinsic cues as opposed to truly green extrinsic cues for utilitarian food
products. This research is in line with their findings, as it showed higher willingness
to pay, purchase intention and more positive brand attitude for truly green intrinsic
cues compared to extrinsic cues. Nonetheless, in case of greenwashing, intrinsic cues
were proven to result in a lower brand attitude, but no effect was found on willingness

to pay or purchase intention.

Finally, this thesis contributes to literature on sustainability and greenwashing in the
cosmetics industry, which is highly relevant for these topics, but still developing
(Kolling et al., 2022). Khandelwal et al. (2019) and Tyagi (2021) state that
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greenwashing can often be observed in the beauty and personal care industry, but still
research in this area is limited. Results of this thesis prove that this industry is indeed

relevant and thus contributes to further literature development.
7.2.  Managerial Implications

Aside from the numerous theoretical implications, this master’s thesis has various

managerial implications for practice.

First, although greenwashing offers potential benefits in form of lower costs (Delmas
& Burbano, 2011; Lyon & Montgomery, 2013) or positive effects on consumers under
the assumption that it remains unnoticed (De Jong et al., 2018; Held & Germelmann,
2018), this research does not speak in support of such a notion. It has previously been
stated that it pays to be green (Porter & van der Linde, 1995, King & Lenox, 2001)
and the results of this thesis align with this. Being truly green and socially responsible
conveys a powerful message consumers recognize and thus show in their responses.
Consumers stand up for truly sustainable behavior of brands and want to purchase from
brands who behave that way. Moreover, with increasing demands from regulatory
organs, managers should indeed align with sustainable practices, rather than searching
for shortcuts, as eventually they will need to adapt to it anyway. By making sure CSR
and honest green practices are already a part of their strategy, brand and
communication, these companies will be able to react to new situations in a more agile
way. However, it is also important to understand that until global restrictions respected
by countries worldwide will be applied, there will be companies who will choose to
pursue unethical practices in order to gain profit. For now, it is often up to managers

and their ethical boundaries, to consciously decide responsibly.

Second, it has been proven by this research that intrinsic and extrinsic cues are valued
differently by consumers. In terms of sustainability, consumers are willing to pay more
for green ingredients, as opposed to green packaging. Simultaneously they also show
higher purchase intention and better brand attitude for truly green intrinsic cues.
Therefore, managers could consider this, in the product development process. This
means that in case of utilitarian products, they should invest more money in
sustainability of ingredients rather than that of packaging. This is also reflected in real
life situations in shops, where sustainably sources coffee or chocolate are often packed

in plastic wraps with many unnecessary layers of packaging used for design purposes.
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Nonetheless, in terms of greenwashing, there were no differences between intrinsic
and extrinsic cues in terms of purchase intention and willingness to pay. Managers
should therefore be careful about both types of greenwashing and to protect their
brand, they should be especially cautious about greenwashing about products’ intrinsic

cues, e.g., ingredients.

Last but not least, this research offers insights to the Slovak market and consumer
behavior regarding sustainability. This country is not frequently thoroughly researched
on this topic, and thus these results are especially valuable for those managers and

companies that operate on the Slovak market.
7.3. Limitations and Future Research

Like any research, this one also possesses certain limitations that simultaneously offer

directions for future research.

First, the study was run using a sample limited to one country, Slovakia, and thus the
results may be partially limited in terms of their application to other countries. Some
behavior patterns of consumers may be specific to this country due to cultural
differences, and thus to get more general outcomes, an international sample could be

used in future research.

Second, this research focused on tangible intrinsic and extrinsic cues, namely
ingredients and packaging. However, there are other sustainability cues, such as labels,
country of origin (COQ) information, or even brand reputation, that could yield
different results in a similar setting. COO is an important factor, as legal,
environmental and cultural characteristics differ across countries, and with it the
approach to sustainability. Companies operating in emerging markets can choose not
to focus on sustainable production, compared to those companies operating in
developed markets (Haleem et al., 2021). Offshoring production to emerging markets
offers various benefits for companies, such as lower production and labor costs.
However, in connection with better profits, the ethical and existential problems grow,
such as bad working conditions, unfair wages and weak environmental protection.
COO is an important sustainability cue and therefore it might be of interest to expand
this research to further intrinsic and extrinsic product cues, to see whether the results

would be replicated in that case as well.
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Third, this study presented the respondents with a product of predominantly utilitarian
nature (shower gel). Cosmetics industry offers a broad variety of hedonic products,
main categories being skincare and makeup. Seo et al. (2016) stated that for hedonic
food products, the sustainable packaging resulted in a higher willingness to buy, than
sustainable ingredients. This being the exact opposite of what the utilitarian products
have shown, leads to a question, whether such a notion would be replicated with

hedonic cosmetics products as well.

Next, this research used a fake brand in order to avoid any bias caused by previous
knowledge or attitudes towards the brand. Although the brand name was pretested to
avoid any bias, the fact that this brand does not exist in real life might seem artificial
for the respondents. Pursuing a similar study with real cosmetics brands might offer

more insights into actual real-life behavior of consumers.

Additionally, since the research included a sensitive topic - sustainability, it might have
been the case that the respondents adjusted their answers, due to social desirability.
This bias is caused by the respondents’ efforts to present a more favorable image and
thus result in them presenting themselves as more sensitive towards environmental
issues (Babin & Zikmund, 2016). This could have potentially led to the respondents
overstating their willingness to pay, purchase intention or brand attitude, to appear
more eco-friendly than they actually are. This bias was partially solved by a thorough

outlier analysis and exclusions but still needs to be taken into consideration.

Finally, due to using real life data, there were some assumptions violations that should
be taken into consideration. Although ANOVA and ANCOVA are robust to certain
violations (Field, 2014) and the performed statistical analysis is valid, the model used

cannot be considered as optimal.
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Appendix A: Pretest 1 - Brand Names in Slovak and English

Dotaznik

Tento dotaznik je sucastou pilotného
testu pre diplomovu pracu. Je vedeny
Katedrou Medzinarodného Marketingu
Viedenskej

Univerzity a je
koordinovany Studentkou
magisterského Stadia, Viktoriou Juliou
Zornickovou pre ucely jej diplomove;j
prace. Tato Studia sluzi iba na
akademické ucely a nebude pouzita na

ziadne komer¢né ucely.

stadii je Uplne

vyplnenie

Vasa ucast v

dobrovol’na, pricom
dotaznika Vam zaberie zhruba 3

minuty. Prosim, precitajte si otazky

dokladne a  postupujte  podla
relevantnych inStrukcii.
Vsetky  informdacie, ktoré ndm

poskytnete buda pouzité a spravované
anonymne, pricom Vas na zaklade

odpovedi nebude mozné identifikovat’.

Pre dalSie informacie ohl'adom tejto

Stidie ma prosim kontaktujte e-mailom

Questionnaire

This questionnaire is part of a pretest
for a master thesis. It is conducted by
the Chair of International Marketing at
the University of Vienna and it is being
coordinated by master student Viktoria
Julia Zornickova, for the purposes of
her master thesis. This study serves for
academic purposes only and will not be

used for any commercial purposes.

Your participation in this study is

completely  voluntary and  the
completion will take you around 3
minutes. Please read the questions
follow  relevant

carefully  and

instructions.

All information you share with us will
be handled anonymously and it will not
be possible to identify you based on

your answers.

For more information about this study,
please contact me via e-mail on:
a01605631@unet.univie.ac.at

na:
Thank you for your participation in this

a01605631@unet.univie.ac.at study!

Dakujeme za Vasu Géast’ v tejto tadii!

Strana 2 Page 2
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Pripomina Vam nie¢o znacka Bluea?

[ano/nie]

Ak ano, ¢o konkrétne? (Prosim vyplite
iba v pripade, Ze ste na predosiu otazku

odpovedali dano.)

Pripomina Vam znacka Bluea niektort

produktovu kategoriu? [ano/nie]

Ak ano, ktora? (Prosim vyplite iba v
pripade, Ze ste na predoslu otazku

odpovedali dano.)

Does the brand name Bluea remind you
of something? [yes/no]

If yes, of what? (Please only answer
this question, if your answer to the

previous question was yes.)

Does the brand name Bluea remind

you of any product category? [yes/no]

If yes, of which one? (Please only
answer this question, if your answer to

the previous question was yes.)

Strana 3
Pripomina Vam nieo znacka Slitt?

[ano/nie]

Ak ano, ¢o konkrétne? (Prosim vypliite
iba v pripade, Ze ste na predosiu otazku

odpovedali ano.)

Pripomina Vam znacka Slitt niektort

produktovi kategoriu? [ano/nie]

Ak ano, ktora? (Prosim vyplite iba v
pripade, Ze ste na predoslu otdazku

odpovedali ano.)

Page 3
Does the brand name Slitt remind you

of something? [yes/no]

If yes, of what? (Please only answer
this question, if your answer to the

previous question was yes.)

Does the brand name Slitt remind you

of any product category? [yes/no]

If yes, of which one? (Please only
answer this question, if your answer to

the previous question was yes.)
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Strana 4
Pripomina Vam nieco znacka Leeni?

[4no/nie]

Ak ano, ¢o konkrétne? (Prosim vypliite
iba v pripade, Ze ste na predoslu otazku

odpovedali ano.)

Pripomina Vam znacka Leeni niektort

produktovu kategdriu? [ano/nie]

Ak éno, ktoru? (Prosim vyplnte iba v
pripade, Ze ste na predoslu otdazku

odpovedali dano.)

Page 4
Does the brand name Leeni remind you

of something? [yes/no]

If yes, of what? (Please only answer
this question, if your answer to the

previous question was yes.)

Does the brand name Leeni remind

you of any product category? [yes/no]

If yes, of which one? (Please only
answer this question, if your answer to

the previous question was yes.)

Strana 5 - Demografické udaje
Pohlavie:

muz

Zena

non-binary

né

Vek (v rokoch):

Najvyssie dosiahnuté vzdelanie:

O O O O

o zékladna skola

o stredna Skola/gymnazium

o vysokoskolské vzdelanie 1.
stupiia (bakalarske)

o vysokoskolské vzdelanie 2.
stupnia
(magisterské/inzinierske)

o vysokoskolské vzdelanie 3.
stupnia (doktrandské)

Status:

Student/ka
zivnostnik
zamestnany/a

nezamestnany/a
na dochodku

O O O O O

Page 5 - Demographics
Gender:

male
female
non-binary
other

Age (in years):

o O O O

Highest achieved education:

elementary school
high school
bachelor's degree
master’s degree
doctorate’s degree

O O O O O

Status:

student
self-employed
employed
unemployed
retired

O O O O O
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Appendix B: Pretest 2 - Scenarios in Slovak and English

1. Pretest Questionnaire in Slovak

Strana 1l

Tento dotaznik je suc¢ast'ou pilotného testu pre diplomovi pracu. Je vedeny Katedrou
Medzinarodného Marketingu Viedenskej Univerzity a je koordinovany $tudentkou magisterského
stadia, Viktdriou Juliou Zorni¢kovou, pre ucely jej diplomovej prace. Tato $tudia slizi iba na
akademické ucely a nebude pouzita na ziadne komeréné ucely.

Vasa ucast’ v §tadii je plne dobrovolna, priCom vyplnenie dotaznika Vam zaberie zhruba 5-8
mintt. Prosim, preéitajte si otazky dokladne a postupujte podla relevantnych instrukcii. Stadia
obsahuje fiktivny ¢lanok a akakol'vek stuvislost’ s existujicimi znackami je uplne nadhodna.
Vsetky informacie, ktoré nam poskytnete budl pouzité a spravované anonymne, pri¢om Vas na
zaklade odpovedi nebude mozné identifikovat’.

Pre d’al$ie informacie ohl'adom tejto $tadie ma prosim kontaktujte e-mailom na:
a01605631@unet.univie.ac.at

Dakujeme za Vasu ucast’!

Strana 2

Prosim pozorne si precitajte ¢lanok uvedeny nizSie. (Clanok obsahuje fiktivnu
znacku.)

[SCENARIO]

Strana 3
Prosim odpovedzte na otazky tykajuce sa ¢lanku, ktory ste ¢itali.

Extrinsic: Sprchové gély od Slitt Cosmetics maji udrzatel'né balenie. [7-bodova

Likertova $kala, 1 - iplne nestihlasim, 7 - Gplne stthlasim]

Intrinsic: Sprchové gély od Slitt Cosmetics maji udrzatel'né zlozenie. [7-bodova
Likertova $kala, 1 - tplne nestihlasim, 7 - Gplne stthlasim]

Extrinsic: Nezavisla organizacia Earth4Future oznacila balenie sprchovych gélov
Slitt Cosmetics za udrzateI'né. [7-bodova Likertova Skala, 1 - Gplne nesthlasim, 7 -
uplne stihlasim]

Intrinsic: Nezavisla organizacia Earth4Future oznacila zloZenie sprchovych gélov
Slitt Cosmetics za udrzateI'né. [7-bodova Likertova Skala, 1 - Gplne nesthlasim, 7 -
uplne stihlasim]

Myslim si, Ze tento ¢lanok popisuje spoloc¢nost’ (Slitt Cosmetics), ktora je

zodpovedna voci zivotnému prostrediu. [7-bodova Likertova skala, 1 - uplne
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nesthlasim, 7 - uplne sthlasim]

Strana 4
Teraz prosim odpovedzte na nasledujice otazky tykajice sa VaSich dojmov z

¢lanku:
Popis v ¢lanku je pre mina pochopitel'ny. [7-bodova Likertova Skala, 1 - Gplne

nesthlasim, 7 - uplne sthlasim]

Popis v ¢lanku je pre mna vierohodny. [7-bodova Likertova Skala, 1 - Gplne
nesuhlasim, 7 - Gplne suhlasim]

Viem si jednoznacne predstavit’, Ze by sa nieCo podobné naozaj stalo. [7-bodova
Likertova Skala, 1 - Giplne nestihlasim, 7 - uplne stthlasim]

Strana 5
Prosim uved’te svoje nasledovné demografické udaje:

Pohlavie:
O muz
O Zena
o nebinarna osoba
o iné
Vek (v rokoch):
Najvyssie dosiahnuté vzdelanie:
o zakladna skola
o strednd Skola/gymnéazium
o vysokoskolské vzdelanie 1. stupiia (bakalarske)
o vysokoskolské vzdelanie 2. stupiia (magisterské/inzinierske)
o vysokoskolské vzdelanie 3. stupiia (doktrandské)

o Student/ka

o zivnostnik

O zamestnany/a

O nezamestnany/a
o na dbéchodku

Narodnost’:
o slovenska
o ina

Dakujeme za Vasu ucast’!
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Sample Scenario - Green Extrinic (SK)

NOVINKY EKONOMIKA UDRZATELNOST POLITIKA ZAHRANICNE KULTURA SPORT

Bratislava, 10/10/2022

11:42

Slitt Cosmetics je green — Ich sprchové gély
maju udrzatelné balenie
Spolo¢nost sa zaradila medzi znacky spojené s udrzatelnostou.

EMHED

Slitt Cosmetics berie otazku udrzatelnosti
naozaj vazne. Ukazal to aj nedavny
vyskum znamej medzinarodnej nezavislej
organizacie Earth4Future, ktorej cielom je
chranit' spotrebitelov pred faloSnymi
tvrdeniami o udrzatelnosti

(.greenwashing").

Spolocnost, ktora hrdo hlasi, ze ich
sprchové gély su balené udrzatelne a
obaly su recyklovatelné, patri k jednym z
najvyraznejsich zastancov udrzatelnosti.

Vysledky rozsiahleho testovania a vyskumu produktov viacerych znamych kozmetickych

znaciek ukazali, Ze tieto tvrdenia s naozaj pravdivé. Vyhlasenie Earth4Future uvadza,

Ze balenie sprchovych gélov Slitt Cosmetics je skutocne udrzatelné. Zakaznici teda

mozu ich tvrdeniam o udrzatelnosti sprchovych gélov doverovat'.

Sample Scenario — Greenwash Intrinsic (SK)

NOVINKY EKONOMIKA UDRZATELNOST POLITIKA ZAHRANICNE KULTURA SPORT

Bratislava, 10/10/2022

11:42

Slitt Cosmetics nie je green — Ich sprchové gély

nemaju udrzatelné zlozenie
Spoloc¢nost sa zaradila medzi znacky spojené s greenwashingom.

Slitt Cosmetics neberie otazku udrzatelnosti
vobec vazne. Ukazal to aj nedavny vyskum
znamej medzinarodnej nezavislej
organizacie Earth4Future, ktorej ciefom je
chranit’ spotrebitelov pred falosnymi
tvrdeniami o udrzatelnosti

(.greenwashing").

Spolo¢nost, ktora hrdo hlasi, Ze ich
sprchové gély st vyrabané iba

z udrzatelnych a ekologickych ingrediencii,
patri k jednym z najvyraznejSich zastancov

udrzatelnosti.

Vysledky rozsiahleho testovania a vyskumu produktov viacerych znamych kozmetickych

znaciek ukazali, Ze tieto tvrdenia st v skutocnosti nepravdivé. Vyhlasenie Earth4Future

uvadza, Ze zloZenie sprchovych gélov Slitt Cosmetics nie je udrzatelné. Zakaznici by

teda nemali ich tvrdeniam o udrzatelnosti sprchovych gélov déverovat.
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2. Pretest Questionnaire in English

Page 1

This questionnaire is part of a pretest for a master thesis. It is conducted by the Chair of International
Marketing at the University of Vienna and it is being coordinated by master student Viktoria Julia
Zornickova, for the purposes of her master thesis. This study serves for academic purposes only and
will not be used for any commercial purposes.

Your participation in this study is completely voluntary and the completion will take you around 5-8
minutes. Please read the questions carefully and follow relevant instructions. This study includes a
fictitious scenario and any connections with existing brands are completely random.

All information you share with us will be handled anonymously and it will not be possible to identify
you based on your answers.

For more information about this study, please contact me via e-mail on:
a01605631@unet.univie.ac.at

Thank you for your participation in this study!

Page 2
Please read the article below. (The article includes a fictitious brand)

[SCENARIO]

Page 3
Please answer these questions about the article that you have read.

Slitt Cosmetics shower gels have sustainable packaging. [7-point Likert scale, 1-
totally disagree, 7-totally agree]

Independent organization Earth4Future stated the packaging of Slitt Cosmetics
shower gels as sustainable. [7-point Likert scale, 1-totally disagree, 7-totally agree]

I think this article describes a company (Slitt Cosmetics) that is responsible
towards the environment. [7-point Likert scale, 1-totally disagree, 7-totally agree]

Page 4

No?/v please answer the following questions regarding your opinions about the
article:

For me, the description of this article is understandable. [7-point Likert scale, 1-
totally disagree, 7-totally agree]

For me, the description of this article is credible. [7-point Likert scale, 1-totally
disagree, 7-totally agree]

I can easily imagine something like this happening nowadays. [7-point Likert
scale, 1-totally disagree, 7-totally agree]
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Strana 5
Please state your demographics:
Gender:

o male
o female
o non-binary
o other
Age (in years):

Highest achieved education:

elementary school
high school
bachelor's degree
master’s degree

o doctorate’s degree

Status:
o student

o self-employed

o employed

o unemployed

o retired
Nationality:

o O O O

o slovak
o other

Thank you for your participation!
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Sample Scenario Pretest - Green Extrinsic (EN)

NEWS ECONOMICS SUSTAINABILITY POLITICS INTERNATIONAL CULTURE SPORT

Bratislava, 10/10/2022 11:42

Slitt Cosmetics is green — Their shower gels

have sustainable packaging
The company belongs to brands connected with sustainability.

Slitt Cosmetics takes sustainability really
seriously. This was also shown by recent
research of famous international
independent organization Earth4Future
that aims to protect consumers from
false sustainability claims
(,greenwashing*).

The company, which proudly claims their
shower gels are packed sustainably and
the packaging is recyclable, belongs to

one of the most vocal green advocates.
Results of thorough testing and research of numerous popular cosmetic brands
have shown that these claims are indeed true. The statement of Earth4Future
says that the Slitt Cosmetics shower gel packaging is truly sustainable. Thus, the
consumers can trust their green claims about the shower gels' sustainability.

Sample Scenario Pretest — Greenwash Intrinsic (EN)

NEWS ECONOMICS SUSTAINABILITY POLITICS INTERNATIONAL CULTURE SPORT

Bratislava, 10/10/2022 11:42

Slitt Cosmetics is not green — Their shower

gels don’t have sustainable ingredients
The company belongs to brands connected with greenwashing.

Slitt Cosmetics doesn’t take sustainability
seriously. This was also shown by recent
research of famous international
independent organization Earth4Future
that aims to protect consumers from false
sustainability claims (“greenwashing”).

The company, which proudly claims their
shower gels are made of purely
sustainable and ecological ingredients,
belongs to one of the most vocal green

advocates.

Results of thorough testing and research of numerous popular cosmetic brands
have shown that these claims are not true. The statement of Earth4Future says
that the Slitt Cosmetics shower gel ingredients are not sustainable. Thus, the
consumers should not trust their green claims about the shower gels’
sustainability.
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Appendix C: Main Study — Questionnaire

1. Main Study Questionnaire in Slovak (Sample) — Greenwash extrinsic

Strana 1

Tento dotaznik je vedeny Katedrou Medzinarodného Marketingu Viedenskej Univerzity a je koordinovany Studentkou magisterského tudia,
Viktériou Juliou Zornickovou pre ucely jej diplomovej prace. Tato Studia slUzi iba na akademické ucely a nebude pouzita na komeréne
ucely.

Vasa ugast' v Studii je uplne dobrovolna, pricom vypinenie dotaznika Vam zaberie zhruba 10 minat. Prosim, precitajte si otazky dékladne a
postupuijte podla relevantnych instrukcii. Studia obsahuje fiktivny ¢lanok a akakolvek suvislost s existujucimi znackami je Uplne nahodna.

Pri vypifiani tohto dotazniku nie sU Ziadne spravne alebo nespravne odpovede, zaujima nas iba Vas osobny pohlad na konkrétne témy,
preto Vas prosime o Uprimne odpovede. Na vyplinenie dotaznika nie je Ziadne ¢asove obmedzenie. V3etky informéacie, ktoré nam
poskytnete budl pouzité a spravované anonymne, pricom Vas na zaklade odpovedi nebude mozné identifikovat.

Pre dal3ie informacie ma prosim kontaktujte e-mailom na:

201605631 @unet.univie.ac.at

Dakujeme za Vasu Ucast!

Strana 2

NOVINKY EKONOMIKA UDRZATELNOST POLITIKA ZAHRANICNE KULTURA SPORT

Bratislava, 10/11/2022  11:42

Slitt Cosmetics nie je green — Ich sprchové gély

nemaju udrzatelné balenie
Spoloc¢nost sa zaradila medzi znacky spojené s greenwashingom.

il

Slitt Cosmetics neberie otazku udrzatelnosti

vobec vazne. Ukazal to aj nedavny vyskum
medzinarodnej nezavislej organizacie
Earth4Future, ktorej ciefom je chranit
spotrebitelov pred faloSnymi tvrdeniami

o udrzatelnosti (.greenwashing").

Spolocnost, ktora hrdo hlasi, Ze ich
sprchové gély su balené udrzatelne a obaly
su recyklovatelné, patri k jednym z
najvyraznejsich zastancov ochrany

Zivotného prostredia.

Vysledky rozsiahleho testovania a vyskumu produktov viacerych znamych kozmetickych
znaciek ukazali, Ze tieto tvrdenia su v skutocnosti nepravdivé. Vyhlasenie Earth4Future
okrem iného uvadza, Ze balenie sprchovych gélov Slitt Cosmetics nie je udrzatelné.

Zakaznici by teda nemali ich tvrdeniam déverovat.
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Strana 3

1. Teraz prosim odpovedzte na nasledujlice otazky tykajice sa Vasich dojmov z élanku:

Papis v Elanku je pre mia pochopitelny.

uplne uplne
nesihlasim sihlasim
1 2 3 4 5 [ T
Paopis v élanku je pre mia vierohodny.
apine uplne
nesihlasim sihlasim
1 2 3 4 5 6 7

Viem si jednoznacne predstavit, Ze by sa niesfo podobné naozaj stalo.

upine uplne
nesihlasim sihlasim
1 2 3 4 5 i1 7

Strana 4

2. Prosim odpovedzte na otazky tykajlce sa ¢lanku, ktory ste gitali.

Sprchové geély od Slitt Cosmetics maju udrZatelné balenie.

upine uplne
nesihlasim sihlasim

Nezavisla organizacia Earth4Future oznaéila balenie sprchovych gélov Slitt Cosmetics za udrZatelné.

upline uplne
nesihlasim siuhlasim

Myslim si, Ze tento ¢lanok popisuje spoloénost (Slitt Cosmetics), ktora je zodpovedna voéi Zivotnému prostrediu.

upine uplne
nesihlasim siihlasim

Strana 5

3. Prosim odpovedzte na nasledujlice otazky:

Pri akej cene by vam
sprchovy gél pripadal

tak lacny, Ze by ste

pochybovali o jeho
kvalita?

Pri akej cene by vam

sprchovy gél pripadal

ako vyhodna kapa?

Pri akej cene by vam
sprchovy gél pripadal

drahy - jeho kipu
nevylu€ujete, ale

museli by ste si to
premyslist?

Pri akej cene by vam

sprchovy gél pripadal
tak drahy, Ze by ste si

ho uréite nekapili?
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Strana 6

4. Prosim odpovedzte na nasledujlice otazky:

Pokial by som si iSiel/iSla kapit sprchovy gél, zvazilla by som kdpu znacky Slitt Cosmetics.

ipine uplne
nesihlasim suhlasim

Pokial by som si chcella kipit nejaki znacku sprchového gélu, pravdepodeobnost, Ze by som si vybral/a znacku Slitt Cosmetics je vysoka.

upine uplne
nesihlasim sihlasim

Moja ochota kipit si produkt od znaéky Slitt Cosmetics by bola vysoka, pokial by som si cheel/a kapit sprchovy gél.

upine tplne
nesihlasim suhlasim

Pravdepodobnost, Ze by som zvaZil/a kipu produktu od znacky Slitt Cosmetics je vysoka.

upine uplne
nesihlasim sihlasim

Strana 7

5. Prosim uvedte, ako vnimate znatku Slitt Cosmetics:

nepriaznivo @] (@] priaznivo
zle ) ) dobre
nepadi sa mi @] (@] paci sa mi
negativne ) ) pozitivne
6. Uvedte, ako vefmi suhlasite alebo nesiihlasite s nasledovnymi tvrdeniami:
Som ochotny/a vynaloZit vacie usilie aby som naSiel/inasla sprchovy gél za niZ8iu cenu.
iplne tplne
negdhlazim gihlagim

Rozmyslel/a by som si, €0 som planovalfa kupit, aby som vyuZil/a nizSiu cenu za sprchovy gél.

ipine uplne
nesihlasim sihlasim

Som citlivy/a na rozdiely cien sprchovych gélov.

uplne uplne
nesihlasim sihlasim

1 2 3 4 5 =] 7

Pri tejto otazke prosim zvolte “Gplne sihlasim” a prejdite na daldiu otazku.

upine uplne
nesihlasim siihlagim
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Strana 9

7. Uvedte, ako vefmi suhlasite alebo nesiihlasite s nasledovnymi tvrdeniami:

Sprchovy gél je pre mia velmi déleZity.
Gplne uplne
nesihlasim stihlasim

7

5
O OO0 O 00 O0

Vyber sprchového gélu je pre miia velmi déleZité rozhodnutis.
aplne tuplne
nesihlasim siihlasim
1 2 3 7

6
OO0 o000 O0o

S
wn

Strana 10

8. Uvedte, ako vefmi sahlasite alebo nesiihlasite s nasledovnymi tvrdeniami:

V&ésina tvrdeni o udrZatelnosti na obaloch produktov a v reklamach nie je pravdiva.

uplne uplne
nesihlasim sihlasim
1 7

2 3 4 5 &
[ONNORNO RN ORNORN O RN O

Vé&csina tvrdeni o udrZatelnosti na obaloch produktov a v reklamach je tvorena s uéelom zavadzat a nie informovat.
apine uplne
nesihlasim sihlasim
1 7

2 3 4 5 &
[ONNORNO RN ORNORN O RN O
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Strana 11

Demografické udaje

Prosim uvedte svoje nasledovne demografické Gdaje:

9. Pohlavie:

) Zena

O muz

) nebinarma osoba

O ine

10. Vek (v rokoch)

11. Najvy$sie dosiahnuté vzdelanie

() zakladna Skola

O stredna Skola/gymnazium
) wysokoskolské vzdelanie 1. stupfa (bakalarske)

) vysokogkolské vzdelanie 2. stupfia(magisterské/inZinierske)

) vysokogkolské vzdelanie 3. stupfia (doktorandské)

12. Aktualny status

() Student’ka

O Zivnostnik

() zamestnany/a
) nezamestnany/a

() na dochodku

13. Gisty mesaény prijem:

14. Statne obéianstvo:

() slovenske

O iné

Dakujeme za Vasu ucast’!
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2. Main Study Questionnaire in English (Sample) — Greenwash extrinsic

Page 1

This questionnaire is conducted by the Chair of International Marketing at the University of Vienna
and it is being coordinated by master student Viktoria Julia Zornickova, for the purposes of her master
thesis. This study serves for academic purposes only and will not be used for any commercial
purposes.

Your participation in this study is completely voluntary and the completion will take you around 10
minutes. Please read the questions carefully and follow relevant instructions. This study includes a
fictitious scenario and any connections with existing brands are completely random.

There are no right or wrong answers, we solely care about your personal opinion on the topic,
therefore we ask for your honest answers. There is no limit for the completion of this survey. All
information you share with us will be handled anonymously and it will not be possible to identify

you based on your answers.

For more information about this study, please contact me via e-mail on:
a01605631@unet.univie.ac.at

Thank you for your participation in this study!

Page 2

Please read the article below.

NEWS ECONOMICS SUSTAINABILITY POLITICS INTERNATIONAL CULTURE SPORT

Bratislava, 10/0/2022 11:42

Slitt Cosmetics is not green — Their shower
gels don’t have sustainable packaging

The company belongs to brands connected with greenwashing.

Slitt Cosmetics doesn't take
sustainability seriously. This was also
shown by recent research of famous
international independent organization
Earth4Future that aims to protect
consumers from false sustainability
claims (“greenwashing”).

The company, which proudly claims their
shower gels are packed sustainably and
the packaging is recyclable, belongs to

one of the most vocal green advocates.
Results of thorough testing and research of numerous popular cosmetic brands
have shown that these claims are not true. The statement of Earth4Future says
that the Slitt Cosmetics shower gel packaging is not sustainable. Thus, the
consumers should not trust their green claims about the shower gels’
sustainability.
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Page 3
1. Now please answer the following questions regarding your opinions about

the article:

For me, the description of this article is understandable. [7-point Likert scale, 1-
totally disagree, 7-totally agree]

For me, the description of this article is credible. [7-point Likert scale, 1-totally
disagree, 7-totally agree]

I can easily imagine something like this happening nowadays. [7-point Likert
scale, 1-totally disagree, 7-totally agree]

Page 4
2. Please answer these questions about the article that you have read.

Slitt Cosmetics shower gels have sustainable packaging. [7-point Likert scale, 1-
totally disagree, 7-totally agree]

Independent organization Earth4Future stated the packaging of Slitt Cosmetics
shower gels as sustainable. [7-point Likert scale, 1-totally disagree, 7-totally agree]

I think this article describes a company (Slitt Cosmetics) that is responsible
towards the environment. [7-point Likert scale, 1-totally disagree, 7-totally agree]

Page 5

3. Please answer the following questions. [open questions — to write sum]

At what price would you consider the price of shampoo so low that you’d question
its quality?

At what price would you consider a shampoo to be a bargain — a great buy for the
money?

At what price would you consider a shampoo starting to get expensive — not out of
the question, but you’d need to give some thought to buying it?

At what price would you consider a shampoo so expensive that you would not
consider buying it?

Page 6

4. Please answer the following questions.

If I were going to purchase a shampoo, | would consider buying the Slitt Cosmetics
brand. [7-point Likert scale, 1-totally disagree, 7-totally agree]

If I were shopping for a shampoo, the likelihood I would purchase from Slitt
Cosmetics is high. [7-point Likert scale, 1-totally disagree, 7-totally agree]

My willingness to buy a shampoo from Slitt Cosmetics would be high, if | were
shopping for a shampoo. [7-point Likert scale, 1-totally disagree, 7-totally agree]

The probability | would consider buying this shampoo from Slitt Cosmetics is
high. [7-point Likert scale, 1-totally disagree, 7-totally agree]
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Page 7
5. Please state your opinion on the Slitt Cosmetics brand.
[1] unfavorable — [7] favorable [7-point scale]

[1] bad — [7] good [7-point scale]
[1] dislike — [7] like [7-point scale]
[1] negative — [7] positive [7-point scale]

Page 8

6. Please state to what extent you agree or disagree with presented statements.
I am willing to make an extra effort to find a low price for a shampoo. [7-point
Likert scale, 1-totally disagree, 7-totally agree]

I will change what | had planned to buy in order to take advantage of a lower price
for a shampoo. [7-point Likert scale, 1-totally disagree, 7-totally agree]

I am sensitive to differences in prices of shampoos. [7-point Likert scale, 1-totally
disagree, 7-totally agree]

On this question, choose “totally agree” and go to next page. [7-point Likert scale,
1-totally disagree, 7-totally agree]

Page 9

7. Please state to what extent you agree or disagree with presented statements.
I have a strong interest in shampoos. [7-point Likert scale, 1-totally disagree, 7-
totally agree]

Shampoo is very important to me. [7-point Likert scale, 1-totally disagree, 7-totally
agree]

I would choose my shampoo very carefully. [7-point Likert scale, 1-totally
disagree, 7-totally agree]

Choosing a shampoo is an important decision for me. [7-point Likert scale, 1-
totally disagree, 7-totally agree]

Which shampoo | buy matters to me a lot. [7-point Likert scale, 1-totally disagree,
7-totally agree]

Page 10

8. Please state to what extent you agree or disagree with presented statements.
Most sustainability claims made on products’ packaging or in advertising are not
true. [7-point Likert scale, 1-totally disagree, 7-totally agree]

Because sustainability claims are exaggerated, consumers would be better off if
such claims on products’ packaging or in advertising were eliminated. [7-point
Likert scale, 1-totally disagree, 7-totally agree]

Most sustainability claims on products’ packaging or in advertising are intended to
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mislead rather than to inform consumers. [7-point Likert scale, 1-totally disagree,
7-totally agree]

I do not believe most environmental sustainability claims made on products’
packaging or in advertising. [7-point Likert scale, 1-totally disagree, 7-totally
agree]

Page 11
Demographics

Please state your demographics:
Gender:

female
male
non-binary
other

Age (in years):

O O O O

Highest achieved education:

elementary school
high school
bachelor's degree
master’s degree

o doctorate’s degree

O O O O

o student
o self-employed
o employed
o unemployed
o retired
Net monthly income:
Nationality:

o Slovak
o other

Thank you for your participation!
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Appendix D: Measurement Scales

Willingness to pay - Price Sensitivity Meter adapted from Van Westendorp (1976)
2. Atwhat price would you consider the price of shampoo so low that you’d question
its quality?

3. At what price would you consider a shampoo to be a bargain — a great buy for the
money?

4. At what price would you consider a shampoo starting to get expensive — not out
of the question, but you’d need to give some thought to buying it?

5. At what price would you consider a shampoo so expensive that you would not

consider buying it?

Brand attitude - scales adapted from Kim & Chan-Olmsted (2007)
1. unfavorable — favorable

2. bad - good

3. dislike — like

4

negative — positive

Purchase intention - scales adapted from Dodds et al. (1991)

1. If | were going to purchase a shampoo, | would consider buying the Slitt

Cosmetics brand.

2. If 1 were shopping for a shampoo, the likelihood | would purchase from Slitt

Cosmetics is high.

3. My willingness to buy a shampoo from Slitt Cosmetics would be high, if | were

shopping for a shampoo.

4. The probability I would consider buying this shampoo from Slitt Cosmetics is

high.

Price sensitivity — scales adapted from Wakefield & Inman (2003)
1. 1 am willing to make an extra effort to find a low price for a shampoo.

2. l'will change what I had planned to buy in order to take advantage of a lower price

for a shampoo.

3. lam sensitive to differences in prices of shampoos.

Green skepticism — scales adapted from Mohr et al. (1998)
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Most sustainability claims made on products’ packaging or in advertising are not
true.

Because sustainability claims are exaggerated, consumers would be better off if
such claims on products’ packaging or in advertising were eliminated.

Most sustainability claims on products’ packaging or in advertising are intended
to mislead rather than to inform consumers.

I do not believe most environmental sustainability claims made on products’

packaging or in advertising.

Product category involvement — scales adapted from Mittal (1989)

1.

2
3.
4
5

I have a strong interest in shampoos.
Shampoo is very important to me.
I would choose my shampoo very carefully.

Choosing a shampoo is an important decision for me.

. Which shampoo | buy matters to me a lot.
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Appendix E: Descriptive Statistics

ender Education
Cunmul Craw
. Freguency — Percent  Valid Percent Pa
Frequenc Percent Valid Percent Perce
Valid  male E1130 . al ETR gy, Vod kkdm ; H M !
w i 2 : stredna/gymnazium 146 529 529 5
female 145 2.5 32,5 99, 1 stupenV's bt 83 83 6
other 1 4 4 100 2 stupenVs a0 06 106 9.
Total 276 100,0 100,0 3 stupenVs 14 51 51 1
Total 276 100,0 100,0
Stafus Descripiive Stafisiics
o i TWaxdnmmm TWlean St D
Crumulat bge . 276 19 80 43,01 15
Frequency — Percent  Valid Percent Percen  Met monthly income 267 .00 3600,00 827,4443 489,
Valil  student 12 43 43 43 Valid N (Listwise) 267
self-employed 12 43 43 87
employed 156 56,5 56,5 65,2
unemployed 26 04 9.4 74,6
retired 70 254 254 100,0
Total 276 100,0 100,0
Gender across Samples
Gender * Experimental Condiion Crosstabulation Cli-Square Tests
Count
Asymptati
Expenmental Condition Value aF 5‘@“55121(‘1‘;3
Pearson Chi-Square 3,002% [ 238
V1 - Gieen V2 - Gieen V3- Greenwash V4 - Greenwash Likelhood Ratio 7.802 6 253
Extrinsic Intrinsic Extrinsic Intrinsic Linear-by-Linear Association 215 1 600
Gender male 3l 35 25 30 AL 216
fernale 37 35 42 31 - 4 cells (33,3%) have expected count less than 5. The minimum expectec
other 0 0 1 0 count is |25,
Total 68 70 68 70
Education across Samples
Educafion * Experimental Condiion Crosstabulaiion Cli-Sguare Tests
Coumnt
Expermmental Conclition Asymptoti
Significance
Value df gided)
V1 - Gieen V2. Green V3- Greenwash V4. Greenwash Fearson CLi-Seuare 75048 12 216
Extrinsic Intrinsic Tinsic Intrinsic Likelilood Rati 3’451 2 ,]‘49
_ 5 ool 10 1 = B
Eduwation  zaldacha ! 0 0 N Linearby-Linear Association 002 1 969
strednalgyrmazium 34 el 38 35 !
) N of Valid Cases 276
1 stupenVs 8 i 4 5 ~ —
2 stupenvs 0 3 2 25 . § cells (40,0%%) hawve expected count less than 5. The minimum expectec
3 stupenVs 5 2 4 3 count 5,74
Total 63 0 63 0

Occupation across Samples

Status * Experimental Condition Crosstabulation

Chi-Sguare Tests

Count
Asgymptot:
Experimental Condition Sigmficance
Value dff sided)
= T
V1 - Green V2 - Green V3 - Greenwash V4 - Greenwash Pearson Chi-Square 8,007 12 185
Extrinsic Intrnsic Extrmsic Intrinsic Likelihood Ratio 8,337 12 L7154
Status  stuclent 3 3 2 4 Linear-by-Linear Association JIES 1 340
self-employed 1 3 4 4 M of Valid Cases 276
employed 4 34 o » . 8 cells (40,0%) have expected count less than 5. The mininum expecter
unemployed 7 10 4 5
retired 14 0 18 18 count is 2,96.
Total 63 0 68 0
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Age across Samples

Descripiives
hge
05% Confidence Interval for Mean
N Mean Std Deviation  Std Eror — Lower Bound UpperBound  Minmum — Maximoum

V1 - Green Extringic [ 45,51 15,232 1847 4283 50,20 19 IF

V2 - Green Intrinsic ] 48,76 15,319 1,950 4487 52,65 21 74

V3 - Greenwash Extrinsic G2 49,71 14,758 1,790 45,13 53,28 20 20

V4 - Greenwash Intrinsic 70 47,07 14,790 1,768 43,54 50,60 19 74
Taotal 278 43,01 15,262 019 48,20 4982 19 20

Tests of Homogenaify of Variances

Levene Statistic dfl diZ Sig.
Age Based on Iean 1,044 3 272 373
Bazed on Median 095 3 272 ,305
Based on Median and with 996 3 269,402 395
acjusted df
Based on trimmed mean 1,041 3 272 375
ANOVA
hge
Sum of Squares i TWean Square F Sig.
Between Gioups 448,350 3 149,450 639 L5080
Within Groups 63604,617 272 233,241
Total 64052,967 275

Net Monthly Income across Samples

Descripiives

Net monthly income

05% Confidence Interval for Mean

N Mean Std Deviation  Std Eror — Lower Bound UpperBound  Minimomm — Maximoum
V1 - Green Extringic 68 867,9706 450,14138 55,67907 156,8347 079,1065 ,ao 2100,00
V2 - Green Intrinsic a7 173,4478 538,58024 65,79805 642,0777 04,8178 a0 3600,00
V3 - Greenwash Extrinsic 65 843,0923 438,00054 60,65203 721,9242 054,2605 ao 2500,00
V4 - Greenwash Intringic a7 825,1306 475,39728 58,14011 709,0501 0412111 ,ao 2000,00
Total 267 827,4448 43001114 2098207 768,4124 886,471 ,ao 3600,00
Tests of Homogeneily of Variances
Levene Statistic dff di? Sig.

Met monthly income  Based on Mean 062 3 263 JoE0

Baged on Median 044 3 263 ogs

Baged on Median and with 044 3 241,726 988

adjusted df

Based on trinuned mean 047 3 263 086
ANOVA
Net monthly incoms

Sum of Souares df Tean Square F g,
Between Groups 323303,373 3 107767,791 446 ,120
Within Groups 63520134,244 263 241521,423
Total 63343437618 266
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Appendix F: Scenarios Assessments

Descripiives
05% Confidence Interval for Mean
N MMean Std. Dewiation  Std Emor Tower Bound Upper Bound Minimum — Mazmum
Unclerstandable V1 - Green Extrngic 68 5,718 1,325 161 5,46 6,10 1 7
V2 - Green Intrinsic 0| 583 1,007 120 559 607 3 7
V3 - Greenwash Extrinsic 68 5,68 1,460 A7 532 6,03 1 7
V4 - Greenwash Intrinsic 7 6,01 1,123 134 5,15 6,28 2 7
Taotal 276 583 1,238 075 5,68 5,97 1 7
Credible V1 - Green Extinsic 68 493 1,460 178 457 528 1 7
V2 - Green [ntrinsic 0 430 1,460 175 4,54 523 1 7
V3 - Greenwash Extrinsic 68 457 1213 147 423 487 2 7
V4 - Greenwash Intrinsic 7 451 1472 176 4,16 487 1 7
Taotal 276 472 1,413 085 456 4,80 1 7
Lnagine V1 - Green Extinsic 68 519 1,3% ,169 435 5,53 1 7
V2 - Green [ntrinsic 0 5,30 1,255 150 5,00 5,60 2 7
V3 - Greenwash Extrinsic 68 529 1,425 173 495 5,64 1 7
V4 - Greenwash Intrinsic 0 584 1211 145 535 6,13 2 7
Taotal 276 5,41 1,341 081 525 5,57 1 7
ANOVA
Sum of Squares df TWean Square F Sig.
Understandable  Between Groups 4,150 3 1,383 o1 A4l
Within Groups 417,502 272 1,535
Total 421,652 215
Credible Between Groups 0235 3 3,079 1,551 202
Within Groups 539,836 272 1985
Total 540,072 275
Tmagine Between Groups 18,132 3 6,044 3,449 017
Within Groups 476,604 272 1,752
Total 404,736 275

Appendix G: Control Variables Assessment

Price sensitity

05% Confidence Interval for Mean

N Mean St Deviation  Std. Emor — Lower Bound Upper Bound — Mg Iaxdmum
V1 - Green Extrinsic &2 109412 1,14836 13032 46631 52103 133 7.00
V2 - Green Intrinsic 70 49357 128215 15325 46300 52014 1,00 7,00
V3 - Greenwash Extrinsic 68 47108 1,18993 14430 44223 4,0938 2,33 7,00
V4 - Greenwash Intrinsic 70 44905 141162 16372 41539 43271 1,00 7,00
Total 276 47314 127228 07658 46306 49322 1,00 7,00
ANOFA
Price sensitwvity
Sum of Souares di Tean Stjuare F Sig.
Between Groups 10,922 3 3,641 2280 J020
Within Groups 434,223 272 1,596
Total 445145 275
PC_Cwerall
05% Confidence Interval for Mean
M Iean Std. Deviation  Std. Error — Lower Bound Upper Bound — Minimun — Maxmum
V1 - Green Extrinsic &8 43765 1,54535 18740 45024 5.2505 1,00 7.00
V2 - Green Intringic 70 51514 1,30025 15648 48392 5,4636 1,80 7.00
V3 - Greenwash Extrinsic 68 47324 1,51440 18365 44158 51439 1,60 7,00
V4 - Greenwash Intrinsic 0 43314 1,43936 17204 39882 46748 1,20 7,00
Total 76 47348 1,47618 03336 46099 49507 1,00 7.00
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ANCFA

PC_Crwerall
Sum of Bguares df’ IMean Souare F S1g.
Between Groups 24,369 3 3,123 3,843 010
Within Groups 574,887 72 2,114
Total 599,256 275
Gieen Skep
05% Confidence Interval for Mean
N Mean Std. Deviation St Emor — Lower Bound Upper Bound  Mindmum  Masxdmomon
V1 - Green Extrinsic 63 47206 1,22430 14348 44242 50170 1,75 .00
V2 - Green Intrinsic 10 47536 1,20423 ,14393 44664 50407 2,00 7.00
V3 - Greenwash Extrinsic 68 43640 1,10074 13348 45075 5,1304 1,75 7,00
V4 - Greenwash Intrinsic 70 43214 1,18041 14109 45400 5,1009 1,75 7,00
Total 276 47899 1,17347 07063 46508 49289 1,75 7.00
ANOVA
Green Skep
S of Squares df Tlean Square F Sig.
Between Groups 262 3 BT 207 LB02
Within Groups 377825 2 1,389
Total 378,687 275
Appendix H: Assumptions SPSS Outputs
Willingness to Pay — Normality
Tesis of Normakfy
Folmogorov-Smimoy* Shapiro-Wilk

Green verzus E['eenmh Statistic df Slg Statistic Giy Slg
WTP Owverall  Greenwash ,134 138 =,001 958 138 =,001

Green 095 138 004 950 138 =001
. Lilliefors Significance Correction

Histogram Histogram
for GvsGW= Greenwash for GvsGW= Green
25 25

Frequency
Frequency

250 500 750 10,00 12,50 250 500 7,50 10,00

WTP Overall WTP Overall
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Normal Q-Q Plot of WTP Overall

for GvsGW- Greenwash

Normal Q-Q Plot of WTP Overall
for GvsGW- Green

Expected Normal
0

Expected Normal

[ 2 4 3 8

Observed Value

Tests of Normalkify

10

Observed Value

Kolmogorov-Smimov* Shapiro-Wilk

Experimental Concition

Statistic df’ Slg. Statistic dff

Sig.

WTP Owerall W1 - Green Extrinsic
V2 - Green Intrinsic
V3 - Greenwash Extrinzic

V4 - Greenwash Intrineic

147 63
119 70
147 68
116 70

=001 035
016 058
=001 938
020 o712

=001
020
ooz
114

. Lilliefors Significance Corection

Histogram Histogram
for ExpCon= V1 - Green Extrinsic for ExpCon= V2 - Green Intrinsic
» Wiean = 5,81 Mean =688
S Dev. = 2698 St Dev.= 3,167
N=58 N=70
15
> >
2 3
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s s
3 3
T 1w =
e 2
Iy i
s
o
600 800 750 1000
WTP Overall WTP Overall
Histogram Histogram
for ExpCon= V3 - Greenwash Extrinsic for ExpCon= V4 - Greenwash Intrinsic
iean = 6,55 Mean =510
S Dev. = 2,851 S Dev.=2,522
N=58 N=70
> >
2 3
c c
s s
3 3
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Willingness to Pay — Linearity
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Willingness to Pay — Homogeneity of Regression Slopes

Dependent Vanable: WTP Crerall

Observed Power®

Type III Sum of Partial Eta MNoncent.
Source Srjuares dff Mean Souare F Sig. Sepuared Parameter
Comected Maodel 137.417% 7 19,631 2,402 017 061 17,444 873
Intercept 002,683 1 092,633 126,010 =001 320 126,010 1,000
GvsGW * INvsEX 53,493 3 17,831 2,263 081 025 6,790 568
GvsGW * PS_Overall 5,534 1 5534 ,703 403 ,003 ,703 133
INvsEX * PS_Overall 42,950 1 42,950 5,452 ,020 ,020 5452 643
GvsGW * INwsEX * 1,181 1 1,181 ,150 609 ,o001 150 067
P5_Crverall
Ermor 2111,262 268 1378
Tatal 13327,301 276
Comected Total 2248 680 275
. B Squared = 061 (Adjusted R Squared = ,037)
. Computed using alpha = ,05
Dependent Vanable: WTP Owverall

COhbserved Power®

Type III Sum of Partial Eta Moncent.
Source Sjuares dff Mean Souare F Sig. Seuared Parameter
Comected Maodel 73,9504 7 10,564 1,302 240 ,033 9,113 553
Intercept 1062,986 1 1062,986 130,995 =001 328 130,996 1,000
GveGW * [NwsEX 32,228 3 10,743 1,324 267 015 3072 ,351
INvsEX * PC_Ovwerall 6,392 1 6,892 849 358 ,003 849 ,151
GvsGW * PC_Overall 0,231 1 0,281 1,144 236 ,004 1,144 ,187
GvsGW * INwsEX * 3,048 1 3,048 376 540 ,o01 376 094
PC_Ovwerall
Emor 2174730 268 8115
Tatal 13327301 276
Conected Total 2248680 275

. R Sguared = 033 (Adjusted R Sguared = ,008)

. Computed using alpha = 05
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Dependent Variable: WTP Overall

Observed Powerd
Type III Sum of Partial Eta Moncent.
Source Squares df Mean Scuare F Sig. Sguarec Pararneter
Comected Model 66,170% 7 0,454 1,161 326 oo 5126 07
Intercept 734,164 1 734,164 00,152 <,001 252 00,152 1,000
GrsGW * INvsEX 21,201 3 7,067 268 458 Jo1o 2,603 238
INwsEX * G5 _Owerall 3,849 1 3,849 473 492 ooz 473 105
GveGW * G5_Ovwerall 8,426 1 3,426 1,035 310 004 1,035 173
GrsGW * INvsEX * 944 1 944 116 J134 ,ooo 116 063
G5 _Owerall
Eror 2182,501 268 8,144
Total 13327391 276
Conected Total 2248 680 275
. R Squared = 029 (Adjusted R Squared = ,004)
b. Computed using alpha = 05
Brand Attitude — Normality
Tests of Normakify
Fohnogorov-Smme™® Shapiro-Wilk
Green verzug greenwash Statistic df Hlg. Statistic df Hlg.
BA Crrerall  Greenwash 216 138 =001 024 138 =001
Green 136 138 =001 26 138 =001
. Lillefors Sigrificance Comection
Histogram Histogram
for GvsGW= Greenwash for GvsGW= Green
“ s, ” UeS y
©
> >
g2 H
"
BA Overall BA Overall
Normal Q-Q Plot of BA Overall Normal Q-Q Plot of BA Overall
for GvsGW= Greenwash for GvsGW= Green
s B
2 1
E o
s s
T o 3
wo w -2
2 B
3 4
Observed Value Observed Value
Tesis of Novmakiy
Folmogorov-Snimoyv* Shapiro-Wilk
Experimental Concition Statistic df Sl Stahistic dff Sl
BA Crerall V1 - Green Extringic 44 it} oot EN 48 ,ons
V2 - Green Intringic A77 70 =001 865 70 =001
V3 - Greenwash Extnnsic 197 it} =001 051 a8 ,oo9
V4 - Greenwash Intrmsic 220 70 =,001 802 70 =001

. Lilliefors Significance Correction
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Brand Attitude — Linearity
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Brand Attitude — Homogeneity of Regression Slopes
Dependent Variable: BA Cwerall
Observed Power®
Type III Sum of Partial Eta Moncent.
Source Squares df Mean Scuare F Sig. Sepuarec Parameter
Comected Maodel 176,252% 7 25,179 16,473 =001 ,301 115312 1,000
Intercept 206,042 1 206,048 193,637 =001 420 193,637 1,000
GrveGW * INveEX 10,207 3 3402 2,226 035 024 6,673 560
INvsEX * P5_Overall 3,306 1 3,306 2,490 116 009 2,490 349
GrvsGW * PS_Overall 837 1 837 548 460 ,o02 548 114
GrvsGW * INwsEX * 133 1 133 087 ,763 ,ooo 087 060
PS_Overall
Error 400,633 268 1,528
Tatal 5807,625 276
Conected Total 585,885 275
. R Squared = 301 (Adjusted R Sgquared = ,283)
b. Computed using alpha = ,05
Dependent Variable: BA Owerall
Observed Power®
Type III Sum of Partial Eta Noncent.
Source Squares df Mean Sguare F Sig. Seuarec Parameter
Comected Maodel 197,613* 7 28,230 19,436 =,001 337 136,400 1,000
Intercept 320,008 1 320,006 227,114 =001 450 227,714 1,000
GreGW * INveEX 6,245 3 2,082 1,437 232 016 4311 379
INvsEX * PC_Overall 2,708 1 2,708 1,369 173 ,0o7 1,369 275
GvsGW * PC_Overall 15,102 1 15,102 10,424 ,o01 037 10,424 806
GrvsGW * INwsEX * 8,780 1 8,730 6,060 014 022 6,060 630
PC_Overall
Error 388,272 263 1,449
Tatal 5807625 276
Conected Total 585,885 275

. R Squared = ,337 (Adjusted R Squared = ,320)

b. Computed using alpha = 03
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Dependent Variable: BA Owerall

Observed Powerd
Type III Sum of Partial Eta MNoneent.
Source Squares df Mean Square F Sig. Squared Parameter
Conected Model 187,920% T 26,346 18,079 =001 321 126,550 1,000
Intercept 330,557 1 330,557 222,605 =001 454 222,605 1,000
GvsGW * INvsEX 37,007 3 12,336 8,307 =<,001 L0835 24922 992
INwsEX * G5_Ovwerall 1,961 1 1,961 1,321 251 ,oos 1,321 ,209
GwsGW * G5_Owerall 8,491 1 8,491 5718 017 021 57118 G664
GrsGW * INvsEX * 4,731 1 4,781 3,219 074 012 3,219 432
G5_Owerall
Enor 397,965 268 1,485
Total 5807,625 276
Comnected Total 585,885 275
. B Squared = ,321 (Adjusted R Sgquared = ,303)
. Computed using alpha = ,05
Purchase Intention — Normality
Tests of Normakiy
Folmogorov-Smimav* Shapiro-Wilk
Greenverzus greenwash  otatistic df g, Statistic df 31,
PI Owerall Greenwash 145 138 = 001 841 138 =001
Green 100 138 02 967 138 a0z
4. Lilliefors Syguficance Comection
Histogram Histogram
for GvsGW= Greenwash for GvsGW= Green
S Mean = 3,19 o Mean = 4,39
e L0 Sabet e
[ et
* 15
flp g
H H
s
s
PI_Overall PI_Overall
Normal Q-Q Plot of PI_Overall Normal Q-Q Plot of PI_Overall
for GvsGW= Greenwash for GvsGW= Green
) 2
K] o
E E
s 1 o
2 z
H e
) e
i B o4
4
2
Observed Value Observed Value
Tesis of Normalkidy
Fohnogorov-Smime* Shapiro-Wilk
Experj_]_]_lental Clondition Statistic df’ Slg Statistic df’ Slg
Pl Overall V1 - Green Extrinsic FEE! 3 01 051 68 o0
V2 - Green Intrinsic 102 70 J&& Bal 70 030
V3 - Greenwash Extrinsic ,120 a8 .oa7 Da0 68 029
V4 - Greenwash Intrinsic L1509 10 =001 .ono 0 =001

. Lilliefors Significance Correction
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Purchase Intention — Linearity
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Purchase Intention - Homogeneity of Regression Slopes
Dependent Vanable: PI_Owverall
Observed Power®
Type I Sum of Partial Eta Noncent.
Source Squares df Mean Scuare F Sig. Souared Parameter
Comected Model 131,482* 7 18,783 10,432 =,001 214 73,025 1,000
Intercept 156,441 1 156,441 86,887 =,001 ,245 86,887 1,000
GvsGW * INwvsEX 13,279 3 4426 2,458 083 027 1,375 L6083
INvsEX * PS_Owerall ,119 1 119 ,399 528 oot ,399 095
GvsGW * PS_Owerall 135 1 135 075 184 .oog 075 059
GuaGW * [NvsEX * 349 1 849 A12 493 002 472 ,105
P5_Crverall
Enor 482,537 268 1,301
Total 4576,313 276
Comected Total 614,019 275
. B Squared = 214 (Adjusted R Sguared = ,194)
b Cnmnuted ngine alnha = 095
Dependent Vanable: PI_Owerall
Ohbserved Power®
Type III Sum of Partial Eta MNoncent.
Source Srjuares dff Mean Souare F Sig. Sepuared Parameter
Comected Model 164,031* 7 23,433 13,956 =001 267 07,692 1,000
Intercept 149, 445 1 149, 445 80,006 =001 249 80,006 1,000
GwsGW * INvsEX 2,500 3 863 Sl4 673 006 1,542 154
INwsEX * PC_Ovwerall 1,581 1 1,591 948 331 004 948 ,163
GvsGW * PC_Overall 13,365 1 13,365 7,960 005 ,029 7,960 ,803
GvsGW * [NvsEX * 4,197 1 4197 2,500 15 009 2,500 L350
PC_Overall
Enor 440087 268 1,679
Total 4576,313 276
Conected Total 614,019 275

. R Squared = 267 (Adjusted R Sguared = ,248)

. Computed using alpha = .05
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Dependent Variable: PI_Crverall

Observed Powerd

Type III Sum of Partial Eta Noncent.
Source Squares df ean Scpuare F Sig. Sguared Parameter
Comected Model 123,631* 7 17,662 0,652 =,001 201 67,565 1,000
Intercept 248,657 1 248,657 135,893 =,001 336 135,893 1,000
GwsGW * [NvsEX 10,044 3 3,348 1,830 142 ,020 5,489 413
INwsEX * GS_Overall 834 1 834 456 ,500 ,on2 L4568 ,103
GvsGW * G5_Overall 37 1 i ,203 653 oot ,203 073
GvsGW * INvsEX * 4387 1 4387 2,397 123 ,oog 2,397 330
G5_Overall
Eror 490,387 268 1,830
Tatal 4576,313 276
Comected Total 614,019 275

* B Squared = 201 (Adjusted R Squared = ,130)

b. Computed using alpha = ,05
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Appendix I: Main Analysis SPSS Outputs

Willingness to Pay — Two-way ANCOVA

Descripiive Stafisics

Dependent Variable: WTP Crerall

Bootstrap®

05% Confidence Interval

Greenverzus greenwash  Intringic verzus extrinsic Statistic Biag Std. Error Lower Tpper
Greenwash Extringic Ivlean 4,5468 - 0144 L3568 5,8492 71,2538
St Deviation  2,95141 - 036846 22127 247544 3,34330
N 43 a0 7 55 82
Intrinsic Ilean 6,1027 o012 .3003 5,5326 6,7413
Std. Deviation  2,52174 02747 ,19431 2,00737 2,85048
N 70 0 1 55 24
Total Tean 63216 —0061 74 58761 6,7360
Std. Deviation  2,74089 - 01742 L4844 2,42088 3,01961
N 138 0 3 122 153
Green Extrinsic  Mean 5.8060 0026 3380 51647 6.4391
Std. Deviation — 2,69806 -,02000 23145 2,22986 3,10569
) 68 0 7 54 23
Intrmsiz  Mean 8.8770 01 3505 61320 15714
Std Deviation  3,16728 04474 28202 256208 3,67312
N 0 0 7 36 23
Total Mlean 65,3497 -0029 ,2490 5,2008 6,8512
Std Deviation 298343 -01949 19123 258567 3,34305
N 138 0 3 123 154
Total Extrinsic ~ Mean 65,1760 0072 L2480 5,6677 6,6646
Std Deviation ~ 2.84145 01470 16432 248737 313817
N 136 a0 2 119 152
Intrinsic Ilean 6,48090 -,0061 L2380 59804 6.9615
Std. Deviation  2,87879 -02295 18485 248155 3,24269
N 140 a0 8 124 157
Total Ilean 6,3356 -0075 1669 59614 6,6656
Std. Deviation — 2,83935 - 01087 ,12292 2,60721 3,08175
N 276 0 0 276 276

4. [Inless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Levene's Test of Equakfy of Error Pariances®

Dependent Variable: WTP Crverall

I3 dil di? S

1,247 3 272 293

Tests the null hypothesis that the eor varance of

the dependent variable is equal across groups.
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Tests of Between-JSubjects Effects

Dependent Vanable: WTP Cherall

Observed Power®
Type III Sum of Partial Eta Noncent.
Sowrce Scuares dff IMean Seuare F Sig. Seuared Parameter
Corrected IVodel 28,193* 4 22,048 2,766 028 039 11,062 157
Intercept 1085,790 1 1085,790 136,196 =001 334 136,196 1,000
PS_Crverall 41,837 1 41,837 5,248 023 019 5248 627
GwsGW 1,138 1 1,138 143 106 o0t 143 066
INwsEX 5,624 1 5,624 705 402 003 105 133
GvsGW * INvsEX 43,831 1 43,831 5,408 020 020 5,408 647
Eror 2160,487 271 7,972
Total 13327,391 276
Comnected Total 2248 680 275
. B, Sepuared = 039 (Adjusted R Seuared = ,025)
b. Computed using alpha = 05
Pairwise Comparisons
Dependent Vanable: WTP Cwerall
05%, Confidence Interval for
Difference®
Mean Difference .
() Greenverzus greenwash  (J) Green verzus greenwash (I-I) Std. Ermor Sig? Lower Bound Upper Bound
Greenwash Green - 130 343 106 -.806 546
Green Greenwash 130 343 106 -546 806

Baged on estimated marginal means

* A diustment for multiple comparisons: Bonfermond.

Esfimafes

Dependent Variable: WTP Crerall

05% Confidence Interval

Bootstrap for Mean™®

05%, Confidence Interval

Green verzus greenwash Mean Std. Emor  Lower Bound  Upper Bound Bias Std. Ermor Lower Tpper
Greenwash 6,260% 242 5,793 6,744 -,006 227 53338 6,727
Green 6,398% 242 5923 6,374 -,009 244 5,392 6,267
. Covariates appearing in the model are evaluated at the following values: Price sensitivity = 4,7814.
act. Tnless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Booistrap for Pairwise Comparisons
Dependent Variable: WTP Owerall
Bootstiap*
Meean Difference 95% Confidence Interval
(I) Green verzus greenwash () Green verzus greenwash (I-I) Bias Std. Emor  Sig, (2-tailed) Lower Upper
Greenwash Green -,130 004 335 o) -, 749 542
Green Greenwash 130 -,004 335 .09 -542 349

. TTnless otherwise noted, bootstrap 1esults are based on 1000 bootstrap samples
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Univariafe Tests

Dependent Variable: WTP Overall

COhgerved Powerr
Partial Eta Moncent.
Sum of Squares df Ilean Square F Sig. Sepuarecd Parameter
Contrast 1,138 1 1,138 143 106 ,on1 143 066

Enor 2160,487 am 7,972

The F tests the effect of Green verzus greenwash. This test 1s based on the Iinearly independent pairwise comparisons among the estimated

InArginal means.

. Computed using alpha = 05
Estimates

Dependent Variable: WTP Owverall

05% Confidence Interval Bootstrap for Mean™
05% Confidence Interval
Intringic verzus extrinsic IMean Std. Emor  Lower Bound  Upper Bound Bias Std. Enor Lower Upper
Extrinsic 6,191* 242 5714 6,663 -010 240 5674 6,678
Intrinsic 6,476 23 6,006 6,046 -oos 231 5,996 6933

% Covanates appearing in the mode] are evaluated at the following values: Price sensitivity = 4,7814.

act. [Tnless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Fairwise Comparisons

Dependent Variable: WTP Orerall

95% Confidence Interval for

Difference*
Mean Difference .
(I) Intrinsic verzus extringic  (J) Intinsic verzus extrinsic (I-I Std. Enor Sig* Lower Bound Upper Bound
Esttringic Intrinsic -, 286 340 402 =055 S84
Intrinsic Extninsic 286 340 A02 -384 055
Baged on estimated marginal means
& Adjustment for multiple eompansons: Bonferon.
Bootsirap for Parwise Comparisons
Dependent Varigble: WTP Cwverall
Bootstrap®
Mean Difference 95% Confidence Interval
(I) Intrinsic verzus extrinsic  (J) Intrinsic verzus extrinsic (I-I) Bias Std. Emor  Sig, (2-tailed) Lower Upper
Extrinsic Tntrinsic -.286 ~005 340 a3 1,027 370
Intringic Extrinsic 286 005 349 413 -,370 1,027

. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Univariate Tesis

Dependent Variable: WTP Cverall

Chserved Powert
Partial Eta Noncent.
Sum of Squares dff Iean Sguare F Sl Sepuared Parameter
Contrast 5,624 1 5,624 105 402 ,0o3 105 133

Enor 2160,487 a7 7,972

The F tests the effect of Intrinsic verzus extringie. This test iz based on the Inearly independent pairwise compensons among the estimated

INATgnal means.
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Estimates

Dependent Variable: WTP Overall

05% Confidence Interval

Bootstrap for Mean™

95%, Confidence Interval

Green verzus greenwash  Intrinsic verzus extrinsic Dean Std Emor  Lower Bound  Upper Bound Bias Std. Exmor Lower Upper
Greenwash Extrinsic 6,525* 343 5,851 7,199 -,018 362 5,329 7,243
Intrinsic 6,012* 340 5343 6,681 ,0o7 ,298 5,469 6,618
Green Extrinsic 5857 343 5181 6,532 -,002 332 5,230 6,498
Intrinsic 6,940* 339 6,274 1,607 -016 354 6,206 1,634
. Covariates appearing in the model are evaluated at the following values: Price sensitivity = 4,7814.
act. TTnless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Pairwise Comparisons
Dependent Variable: WTP Owverall
05% Confidence Interval for
Difference”
Mean Difference b

Gieen verzus greenwash (1) Intrinsic verzus extunsic  (J) Intrinsic verzus extrinsic (I-I Std. Emor Sig. Lower Bound Upper Bound
Greenwash Extrinsic Intrinsic 513 82 288 -, 436 1,461

Intrinsic Extrinsic -513 82 288 -1,461 436
Green Extrinsic Intrinsic -1,0847 81 025 -2,030 -137

Tntrinsic Extrimsic 1.084" 81 s 137 3,030
Based on estimated marginal means
" The mean difference is significant at the ,05 level.
b Adjustment for multiple comparisons: Bonferroni.
Boolsirap for Parwise Comparisons
Dependent Vaniable: WTP Owverall

Bootstrap*
Mean Differsnce 05% Confidence Interval

Green verzus greenwash () Intrinsic verzus extrinsic  (J) Intrinsic verzus extrinsic (I-1) Bias Std. Emmor  Sig, (2-tailed) Lower Upper
Greenwash Extringic Intrinsic 13 -025 JAB4 288 483 1,438

Intringic Extrinsic =313 025 434 288 -1,438 483
Gieen Extrinsic Intrinsic -1,084 014 434 028 -2,032 -080

Intrinsic Esctrinsic 1,084 -014 484 028 080 2,032
4 TTnless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Univanate 1esis
Dependent Vanable: WTP Cwverall

Ohbserved Powert
Partial Eta Moncent.
Greenverzus greenwash  Sum of Squares df Mean Seuare F Sig. Sepuared Parameter
Greenwash Contrast 0,025 1 0,025 1,132 LI88 004 1,132 L85
Enor 2160,487 271 1972
Green Contrast 40,518 1 40,518 5,082 025 018 5,082 ,613
Emor 2160487 271 1972

Each F tests the simple effects of Intringic verzus extringic within each level combination of the other effects shown. These tests are baged on the linearly

mcepencent pairwise companisons among the estimatec marginal means.
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Brand Attitude — Two-way ANOVA

Descripiive Stafisics

Depencent Variable: BA Crerall

Bootstrap®

05% Confidence Interval

Greenverzus greenwash  Intrinsic verzus extrinsic Statistic Biag Std. Error Lower Tpper
Greenwash Extrinsic Ivlean 3,8566 -noos L1362 3,5052 41250
St Devaation 1,13894 -01399 ,10474 91302 1,32800
N 43 a0 7 54 24
Intrinsic Ilean 3,3500 0029 1479 3,0617 36367
St Devaation  1,23535 -01315 00666 1,03271 1,40860
N 70 a0 7 56 24
Total Ilean 3,5006 o021 0959 35,4082 3,71875
St Deviation  1,21148 00738 7558 1,05177 1,35574
N 138 0 8 122 156
Green Extrinsic | Mean 43334 ~0050 1614 45535 5.1000
St Deviation  1,28802 -01493 12565 1,02058 1,53763
N 43 0 1 53 82
Intrnsic  Mean 53107 0014 1540 50167 5.6046
St Deviation  1,27364 -00747 06453 1,14672 1,39702
i) 70 a 7 56 26
Total TMean 5,0006 _00is 115 48661 53124
Std Deviation 120443 - 00441 07704 114502 145156
i) 138 a g 120 154
Total Extringic  Dean 4,3695 -0042 L1161 41235 45833
Std Deviation  1,31655 -00810 03077 1,15260 1,47600
N 136 1] 3 120 152
Intrinsic Ilean 43304 L0031 ,1380 40515 45821
St Devaation  1,59085 -007a1 L3770 1,40925 1,74712
N 140 a0 8 124 156
Total Ilean 4,3406 -0003 0832 41704 45153
St Deviation 145982 00328 ,0a002 1,33460 1,56930
N 276 0 0 276 276

4. [Inless otherwise noted, bootstrap results are based on 1000 bootstrap samples

Levens s Tesi of Equality of Error Variances™®

Levene Statistic dfl dil Sig.
BA Crerall  PBased on Mean 1,933 3 272 125
Based on Median 1,653 3 272 AT7
Based on IMedian and with 1,653 3 244760 178
acjusted df
Based on trinuned mean 2,088 3 272 02

Tests the null hypothesis that the emor variance of the dependent variable iz equal across groups.

Depencent Vanable: BA Cverall

Observed Power®

Type III Sum of Partial Eta Moncent.
Source Seuares df Mean Sguare F Sig. Sepuarec Parameter
Comected IModsl 170,432% 3 56,811 37,194 =,001 201 111,583 1,000
Intercept 5221,324 1 5221,324 3418439 =001 926 3418439 1,000
GwsGW 153,818 1 153818 100,706 =001 270 100,706 1,000
IMweEX 106 1 ,106 069 193 ,0oo il 058
G GW * IMNwsEX 15,077 1 15,077 0,871 002 035 0,871 879
Enor 415,453 272 1,527
Total 5807,625 276
Conrected Total 585,885 275

. R Squared = ,291 (Adjusted R Squared = 283)

b Computed using alpha = 05
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Esfimafes

Dependent Variable: BA Cwerall

05% Confidence Interval Bootstrap for Mean®*
05% Condidence [nterval
Gireen verzus greenwash Mean Std. Error  Lower Bound  Upper Bound Bias Std. Enor Lower Tpper
Greenwash 3,603 105 3,396 3310 oot 096 3415 3,787
Green 5,007 105 4,380 5,304 -,002 112 4371 5,307

. TInless otherwise noted, bootstrap 1esults are based on 1000 bootstrap samples

Parwise Comparisons

Dependent Vanable: BA Cwverall

05%, Confidence Interval for

Difference”
Iean Difference b
() Green verzus greenwash  (J) Green verzus greenwash (I 5t Emmor Sig, Lower Bound Upper Bound
Greenwash Green 11,4937 149 =,001 -1,786 -1,200
Green Greenwash 1,4937 148 =001 1,200 1,786
Baged on estimated marginal means
" The mean difference is significant at the ,05 level.
Bootstrap for Parwise Comparisons
Dependent Variable: BA Crerall
Bootstrap®
Mean Difference 05% Confidence Interval
(I) Green verzus greenwash  (J) Green verzus greenwash (1-I Bias Std. Emmor  Sig. (2-tailed) Lower Upper
Greenwash Green -1,493 oo3 Jlda <001 -1,770 -1,201
Green Greenwash 1,493 -,003 Jlda <,001 1,201 1,770
. TInless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Dependent Vanable: B Crerall
Observed Powert
Partial Eta Moncent.
Sumn of Squares dff Mean Souare F Sig. Seuarecd Parameter
Contrast 153,818 1 153,818 100,706 =001 ,270 100,706 1,000
Enor 415,453 n 1,527
The F tests the effect of Green verzus greenwash. This test is based on the linearly independent pairwise comparisons among the estimated
marginal means.
Estimates

Dependent Variable: BA Owerall

05% Confidence Interval Bootstrap for Mean®
95% Conficlence Interval
Green verzus greenwash  Intrinsic verzus extrinsic Mean Std Emor  Lower Bound  Upper Bound Bias St Error ~ Lower  Upper
Greenwash Extrinsic 3357 ,150 3,562 4152 ,0oo 136 3,585 4125
Intrinsic 3,350 148 3,059 3,641 003 148 3,082 3,637
Green Extrinsic 4382 ,150 4,587 5177 -,005 ,161 4,552 5,199
Intrinsic 5311 148 5,020 5,602 001 154 5017 5,605

1. TTnless otherwise notecl bootstrap results are based on 1000 bootstrap samples
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Pairwise Comparisons

Dependent Variable: BA Overall

05% Confidence Interval for

Difference”
IVlean Difference 1

Greenverzus greenwash (1) Intrinsic verzus extrinsic  (J) Intrinsic verzus extrinsic (I-I St Emor Sig. Lower Bound Upper Bouud
Greenwash Extrinsic Intringic 5077 210 017 092 21

Intringic Extrinsic 507" 210 017 =021 -0z
Green Extrinsic Intringic 4287 210 043 -343 =014

Intringic Extrinsic 487 210 043 014 843
Based on estimated marginal means
* The mean difference is significant at the ,05 level.
Bootstrap for Parwise Comparisons
Dependent Variable: BA Overall

Bootstrap*
Mean Difference 05% Confidence Interval

Green verzus greenwash (1) Intrinsic verzus extrinsic  (J) Intrinsic verzus extrinsic (I Biag Std. Emor  Sig. (2-tailed) Lower Upper
Greenwash Extrinsic Intrinsic 507 -,003 210 024 J088 023

Intrinsic Extrmsic -,507 003 210 024 -923 -,088
Green Extrinsic Intrinsic - 408 -,006 223 050 -,.267 ,oog

Intrinsic Extrmsic A28 008 223 050 -,009 867
. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Lhavariafe Tesis
Dependent Variable: BA Owerall

Ohbserved Powera
Partial Eta Monecent.
Gieenverzus greenwagh  Sum of Scuares df Mean Scpuare F Sig. Sepuared Parameter
Greenwash Contrast 8,853 1 8,853 5,796 017 021 5,796 670
Enor 415,453 72 1,527
Green Contrast 6,329 1 6,329 4144 043 015 4144 527
Enor 415,453 272 1,527

Each F tests the simple effects of Intrinsic verzus extrinsic within each leve] corbination of the other effects shown These tests are based on the linearly

independent pairwise comparisons among the estimated marginal means.
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Purchase Intention — Two-Way ANCOVA

Deseriptive Stafisfics

Dependent Variable: PI_Crrerall

Bootstrap®
05% Confidence Interval
Green verzus greenwash  Intiingic verzug extringic Statistic Bias Std. Ermor Lower Upper
Grreenwash Extrinsic IvIean 3,3971 -,0104 1463 3,0886 3,6779
Std. Devaation  1,23327 -00312 L2875 1.05385 1,39741
N 62 0 7 54 a2
Intrinsic Ilean 29929 -,0039 ,1510 2,6802 3,2763
Std. Deviation  1,32354 -,00724 06697 118218 1,44367
N 0 0 7 56 34
Total Ilean 3,1920 -,a070 ,1063 2,9840 3,3913
Std. Deviation  1,29121 -,00274 05627 1,18579 1,39883
N 138 0 3 121 155
Green Extrinsic Ilean 40772 ,0071 L1815 37178 4,4330
Std. Deviation  1,48579 -01552 10724 1,26224 1,68271
N 62 0 7 53 a2
Intrinsic Ilean 46857 -,0011 ,1a02 4,3697 49733
Std. Deviation  1,35447 -,01477 09515 1,14756 1,51585
N 0 0 7 56 85
Total Ilean 43359 0044 L1211 4,1693 4,6223
Std. Dewiation 144304 -,00927 07686 1,28993 1,58577
N 138 0 3 121 155
Total Extrinsic Ilean ENED -,0013 1221 3,4965 39817
Std. Deviation  1,40248 -,00372 07060 1,25773 1,53625
) 136 0 3 119 151
Intringic Iean 3,3393 ,oooz ,1280 3,5621 40879
Std. Deviation  1,58173 -,00608 07583 1,42761 1,72517
) 140 0 3 125 157
Total Iean 37389 -,0002 J276 3.6060 3.9547
Std. Dewiation  1,49425 -,00090 05392 1,38539 1,60328
) 276 0 1] 276 276

. TJnless otherwise notecl, bootstrap results are based on 1000 bootstrap samples

Levene s Test of Equakfy of Error Fariances®

Dependent Variable: PI_Owerall

F dil di? alg.

395 3 3 A44

Tests the null hypothesis that the emor varance of

the dependent variable is equal across groups.

112



Dependent Varisble: FI_Cwerall

Observed Power®

Type I Sum of Partial Eta MNoneent.
Source Squares df Mean Scpuare F Sig. Suared Parameter
Comected Iodsl 146,794% 4 36,698 21,286 <,001 239 85,143 1,000
Intercept 167,032 1 167,032 06,832 =,001 263 0g,382 1,000
PC_Crwerall 30,044 1 30,044 17,426 =<,001 060 17,426 D86
GwsGW 78,790 1 78,790 45,700 =001 144 45,700 1,000
IMNwsEX 1,030 1 1,030 588 440 ,002 598 ,120
GvsGW * INwsEX 12,174 1 12,174 7,061 ooz 025 7,061 154
Enor 457,225 m 1,724
Total 4576,313 276
Conrected Total 614,019 275

. R Sepuared = 239 (Adjusted R Scuared = 228)

b Computed using alpha = 05

Estimates

Dependent Variable: PI_Crerall

05%, Confidence Interval

Bootstrap for Mean's"

Q5% Confidence Interval

Green verzus greenwash Wean Std. Emor  Lower Bound  Upper Bound Bias Stl. Ermor Lower Tpper
Geenwash 3247 112 3,026 3,469 -.007 106 3,036 3,445
Green 4310t 112 4108 4551 ,0o4 115 4100 4,551

. Covanates appearing in the model ave evaluated at the following values: PC_Crerall = 4,7843.

gl Trless otherwise notecl, bootstrap results are baged on 1000 bootstrap samples

Feairwize Comparisons

Dependent Variable: PI_Cheerall

Q5% Confidence Inferval for
Difference”

Mean Difference o
(I) Green verzus greenwash  (J) Green verzus greenwash (I-I Std. Enor Sig. Lower Bound Upper Bound
Greenwash Green -1,0827 160 =001 -1,397 -, 167
Green Greenwash 1,0827 160 =001 L1687 1,397
Based on estimated marginal means
" The mean difference is significant at the 05 level
Bootstrap for Parwise Companisons
Dependent Variable: PI_Owerall
Bootstrap®
Wlean Difference 05% Confidence Interval
(I) Green verzus greenwash  (J) Green verzus greenwash (I-I Bias Std. Emor  Sig, (2-tailed) Lower Upper
Greenwash Green -1,082 -aio 157 =001 -1,398 117
Green Greenwash 1,082 ,010 157 =,001 117 1,398
1. TInless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Univariate Tesis
Dependent Variable: PI_Cherall
Observed Fowert
Partial Eta Noncent.
Sumn of Squares df Iean Square F Sig. Squared Parameter
Contrast 78,790 1 78,790 45,700 =001 a4 45,700 1,000
Enor 457,225 m 1,724

The F tests the effect of Green verzus greenwash. This test is based on the linearly independent pairwise comparisons among the estimated

InArginal means.
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Esimates

Dependent Variable: PI_Cwerall

05% Confidence Interval Bootstrap for Mean's!
95% Conficlence Interval
Green verzus greenwash  Intrinsic verzus extrinsic Mean Std Emor  Lower Bound  Upper Bound Bias Std. Emmor Lower Upper
Greenwash Extrinsic 3,308 L1509 3,084 3 -,009 146 310 3,680
Intrinsic 3,006 159 2,734 3,409 -00s 136 2,778 3,389
Green Extrinsic 4056* L1509 3,743 4370 002 175 3,708 4380
Intrinsic 4,600* 158 4,290 4013 -,001 ,150 4,297 4304

* Covariates appearing in the model are evaluated at the following values: PC_Owerall = 4,7848.

*gl. Unless otherwise noted, bootstrap results are based on 1000 bootstiap samples

Fairwise Comparisons

Dependent Varable: PI_Owerall

05% Confidence Interval for
Difference

Mean Difference b

Greenverzus greenwash (1) Intrinsic verzus extinsic  (J) Intrinsic verzus extrinsic (1.1 St Emmor Sig. Lower Bound Upper Bound
Greenwash Extrinsic Intringic 301 225 182 - 142 L1144

Intringic Extrinsic -,301 225 182 - 144 142
Green Extrinsic Intringic 546" 224 016 -0g7 - 104

Intrinsic Extrinsic 546" 224 J0la 104 987
Based on estimated marginal means
*. The mean difference is significant at the 05 level.
Booistrap for Farwise Comparisons
Dependent Variable: PI_Owerall

Bootstrap*
Mean Difference 95% Confidence Interval

Green verzus greenwash (1) Intrinsic verzus extrinsic  (J) Intrinsic verzus extringic (I-I} Bias Std. Emmor  Sig. (2-tadled) Lower Upper
Greenwash Extrinsic Intrinsic 301 -,005 215 AT -119 J135

Intrinsic Extrinsic _301 005 215 171 135 119
Gieen Extrinsic Intringic -.546 ,oog 232 011 -1021 -.084

Intrinsic Extrinsic 546 _.o0s 332 011 084 1,021
. Unless otherwise noted, bootstrap results are based on 1000 bootstrap samples
Univariafe Tesis
Dependent Variable: PI_Crerall

Ohbserved Powers
Partial Eta Moncent.
Greenverzus greenwash  Sum of Squares df Mean Scpuare F Sig. Sequared Parameter
Greenwash  Contiast 3,000 1 3,000 1,792 ,182 ,a07 1,792 266
Emor 467,225 271 1,724
Green Contrast 10,223 1 10,223 5,930 016 021 5,930 630
Enor 457,225 a7 1,724

Each F tests the simple effects of Intrinsic verzus extrinsic within each level combination of the other effects shown. These tests are based on the linearly

inclepencent pairwise comparisons among the estimated marginal means.
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Appendix J: Abstract in German

Die Nachfrage nach umweltfreundlichen Produkten steigt stindig, da die Verbraucher
nach umweltfreundlicheren Optionen suchen. Dies bietet Unternehmen die
Moglichkeit, ihre Bereitschaft unter Beweis zu stellen, iiber das gesetzlich
vorgeschriebene MaB hinaus zu helfen und weitere Schritte in Richtung Nachhaltigkeit
zu unternehmen. Mit dem Aufkommen der Corporate Social Responsibility (CSR) und
threr Popularitét, erschien Greenwashing jedoch als eine unethische Methode fiir
Unternehmen, die positiven Auswirkungen von CSR auf die Verbraucher zu nutzen.
Die Forschung in dieser Masterarbeit untersucht griines bzw. Greenwashing-Verhalten
mit einem deutlichen Schwerpunkt auf intrinsischen und extrinsischen
Produktmerkmalen, die in diesem Fall die Inhaltsstoffe und die Verpackung der
Produkte sind. Es werden sowohl die Verhaltenskomponenten (Zahlungsbereitschaft,
Kaufabsicht) als auch die Einstellungskomponenten (Markeneinstellung) der
Verbraucher gemessen, um ein komplexes Bild zu erhalten und das aktuelle Wissen
iber das Problem zu erweitern. Dariiber hinaus bietet die Studie durch die Wahl eines
Produkts aus der Kosmetikindustrie Einblicke in einen hochrelevanten Markt, da
dieser zu denjenigen gehort, die hiufig in Greenwashing-Fille verwickelt sind. Die
Studie verwendet ein experimentelles Design mit Framing-Szenarien, und die Analyse
wurde ausschlieBlich mit Daten von Befragten slowakischer Nationalitit durchgefiihrt.
Die Ergebnisse dieser Studie stimmen teilweise mit fritheren Untersuchungen {iberein,
wonach die Kaufabsicht und die Markeneinstellung der Verbraucher bei griinen
Produkten positiver sind als bei Produkten mit Greenwashing. Aulerdem zeigen die
Verbraucher eine hohere Zahlungsbereitschaft, Kaufabsicht und eine positivere
Markeneinstellung fiir griine intrinsische Merkmale im Vergleich zu griinen
extrinsischen Merkmalen. Im Falle von Greenwashing zeigte sich der Unterschied nur
bei der Markeneinstellung, wobei Greenwashing bei intrinsischen Merkmalen zu einer
negativeren Markeneinstellung fiihrte als bei extrinsischen Merkmalen. Diese
Masterarbeit bietet verschiedene Wege fiir die zukiinftige Forschung und zeigt vor
allem interessante Optionen fiir die weitere Erforschung von Greenwashing in der

Kosmetikindustrie und von den Auswirkungen verschiedener Produktmerkmalen auf.
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