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Abstract
Greenwash is an action of misleading consumers with reference to a firm’s environmental
behavior and benefits of products or services to the ecosystems. It corresponds to the
advertisements and promotions of products which lead to cheating on consumers about the
environmental attributes and features of products or services. While, customers’ intention of
buying a product is the awareness of a consumer to make an effort to buy a specific brand. It also
tells the feeling or perceived behavior of buying a product which is advertised and shows the
level of loyalty. Consumer buying behavior plays a vital role while buying any product.
Consumer behavior tells about the individuals’ decision what, when, where, how and from whom
to buy goods and services. A consumer’s preference/ commitment to purchase a product, service
or brand in the market repeatedly represents the loyalty of the consumer. The current study is
carried out to explore the moderating effects of consumer brand loyalty between greenwash of
firms and consumers’ purchase behavior. The design of the study was causal-comparative and a
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cross-sectional survey method was opted to collect the data. The population in this study was all
customers of hypermarkets like Carrefour, Hyper Star, Metro Cash and carry in Lahore. Whereas
the researcher used convenient sampling technique to selected the sample of 250 participants. To
measure the greenwash, brand loyalty and purchase behavior questionnaire was adapted from
previous researches of Chen and Chang (2013), Chaudhari & Holbrook (2001), andChang, Chen,
Yeh, and Li (2021). The findings helped to conclude that there is significant but negative impact
of greenwash on consumer purchase behavior while brand loyalty plays moderating role between
these variables. It is suggested that companies plan to advertise different opportunities through
their advertisement to propagate brand loyalty among their customers, which is why they
increase customer purchase behavior. By considering this research as reference, researchers may
conduct future researches in different localities of Pakistan to identify the trend of impact of
greenwash on consumer purchase behavior by utilizing different research methodologies.
Introduction
Green marketing and environmental protection have changed the behavior and demand of
consumers in recent decades. Many companies are focusing on green marketing strategies to win
this new competition (Al-Majali & Tarabieh, 2020; Tarabieh, 2021). Firms are trying to find new
strategies in the ecological period to enhance the promotion of new products in the market.
Green marketing is the vital part of targeting sustainable consumers for this process (Chen &
Chang, 2013). Now the consumers take much interest in environmentally friendly lifestyles
because they consider themselves responsible for the environment and want to get advantages of
green products (Biswas & Roy, 2015). There are initiatives in areas like green energy,
packaging, tourism, food, government, architecture, fashion and green buildings(Leonidou &
Skarmeas, 2017). However, some organizations have adjusted their business strategies by using
the greenwash idea in talking only not in practice (i.e., pretending to be green)(Siano, Vollero,
Conte, & Amabile, 2017). This type of wrong and false communication leads to the negative
effects of brands, hence also affecting the selling of their products and services. They have also
provided environmental claims and convinced consumers about such practices(Chen, Huang,
Wang, & Chen, 2020).
Greenwashing practices have been accounted for many reasons. It has been observed that all
firms do have not adequate capabilities to practice greenwashing marketing strategies(Nguyen,
Yang, Nguyen, Johnson, & Cao, 2019). Greenwashing may help the companies get reputational
capital and potential benefits or lessen cost(Chen et al., 2020; Nguyen et al., 2019; Tarabieh,
2021). In addition, greenwashing can also even trigger pressure from stakeholders(Chen & Chai,
2010). Hence, many firms act to be green firms which in fact, they are not. Many green
companies possess at least one of the seven sins of greenwashing likesin of hidden trade-off, sin
of no proof, sin of worshiping false labels, sin of lesser of two evils, sin of vagueness, sin of
irrelevance and sin of fibbing (Chen & Chai, 2010).
Companies practice greenwashing ideas to convey positive messages as environmental friendly
products to increase their sales in the market(Hameed, Hyder, Imran, & Shafiq, 2021). They
portray as green trend by showing positive information while the reality is different. This is
known as greenwashing. This is problematic because it affects the trust of customers about the
company’s image and its environmental activities(Papadas, Avlonitis, & Carrigan, 2017). Now
the terms ‘environmental friendly’, ‘earth friendly’ and ‘sustainable’ have become new wellknown terms in respect to ‘green’ or ‘eco’. Therefore, many logical statements on these ecofriendly aspects become untrustworthy. Hence, this type of green claims must be reliable and
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true (Durmaz & Yaşar, 2016). One most important factors of green purchase behavior is the
understanding of consumer’s personal behavior (Zahan, Chuanmin, Fayyaz, & Hafeez, 2020). It
means that if consumers do not bother about their choices, it will affect the idea of purchasing
eco-friendly products. Hence, greenwashing affects buying intention of consumers who want to
buy green products and their choices would also affect the environment.
Firms have to modify the strategies of their business in response to consumers’ green demands.
These companies misuse pesticides in agriculture(Wertheim-Heck & Spaargaren, 2016), use
contaminated water, fertilizer, and soil(Chau et al., 2014), use contaminated washing water postharvest(Ha et al., 2008), and improperly use food additives(Le et al., 2017). While many younger
consumers are concerned about environmental issues and psychological health (Nguyen et al.,
2019), there is also a large number who have limited and superficial perceptions of green
products (Zahan et al., 2020). Environmental protection faces difficulties due to limited
greenwashing regulations and their uncertain practice. There is lack in the practice of national
regulations on organic and green labels for food products(Hong & Guo, 2019). Hence many
firms show the unusual practice of greenwashing just to pretend to be eco-friendly. For this
reason, green products demand expects to be increased but consumers still confuse about image
and reality. They do not trust the claim to be green. Empirical findings showed the negative
effects of greenwash on the consumers’ buying behavior that have much knowledge about
buying than the consumers who have less knowledge(Hameed et al., 2021; Tarabieh, 2021).
Consumers who have knowledge can differentiate between real products and greenwash
products. These types of consumers will not prefer to buy green products after getting
greenwashing practice. Consumers who have brand loyalty are involved in the eco-friendly
consumption of goods. Therefore, consumers would have great expectations from environmental
friendly products. If consumers lack trust in differentiating between green advertising and firms’
performance, they will suffer problems in accepting that product (Nguyen et al., 2019). Recent
research shows the positive association between attracting and retaining customers while
practicing environmentally friendly sound strategies and policies. This trend is increasing as
consumers are now more concerned about individual and organizational environmental activities.
This type of attitude of organizations directly affects the financial conditions of firms that reduce
the possibility of forming a strong bonding and competitive advantage (Chen & Chai, 2010;
Chen et al., 2020; Zaidi, Yifei, Bhutto, Ali, & Alam, 2019).
In order to promote green products, firms focus on the preferences and decision-making of
consumers (Biswas & Roy, 2015). All consumers have different preferences towards buying
green and eco-friendly products and it is also related to their demographic characteristics. Hence,
this differentiating behavior of consumers makes it hard to sell products for marketers(Tezer &
Bodur, 2020).
Consumer’s eco-friendly behaviors play a vital role and interest among academicians and
practitioners. With the passage of time, ‘greenwash’ side effects have been developed. Dishonest
marketing affects the impact of the environment of a product or a service. There is no survey or
study on the buying intentions from a greenwash; hence there is confusion, perceived risk and
trust factor in the environmental concerns. Hence, this research is considered to fill this gap. If
we look at the earlier researches, there are studies which have focused on the causes, taxonomy
and results of greenwashing behaviors of consumers in several industries like gas(Kim & Lyon,
2015),
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(Nelson & Robertson, 2010; Kim & Lyon, 2015), automobile industry (Siano, Vollero, Conte, &
Amabile, 2017), finance industry(Yang, Nguyen, Nguyen, Nguyen, & Cao, 2020), hospitality
industry (Chen, Bernard, & Rahman, 2019), education industry(Jones, 2012), electronics
industry(Chen et al., 2020), etc. Therefore, there are some researches on greenwashing and green
consumer behavior in developing countries (Nguyen et al., 2019). Earlier researches were done
in western countries on greenwash and green buying behavior of consumers (Chen & Chang,
2013; Guo, Tao, Li, & Wang, 2017). Before this research, there was less quantitative study on
the association between greenwash and consumer buying behavior, incorporating the moderating
variable as brand loyalty in emerging countries. It is considered that size and effectiveness of
individual’s brand loyalty is the striving factor of the strength of any company or firm. Loyalty is
known as an individual’s company friendship, support and belief in that organization, its
products and services and hence positive feelings towards them. There are some characteristics
towards brand loyalty to suit the customers(Bilgin, 2018). It also affects the greenwashing idea
of the companies, in order to strengthen one’s brand and to form a public image of being ecofriendly (Lin, Lobo, & Leckie, 2017). Hence, this research is an effort to partly fill the gap and
add value in the literature by studying the association between greenwash and consumer
purchase behavior while brand loyalty is a moderator.
The objective of the current study is to explore the moderating effects of consumer brand loyalty
between greenwash of firms and consumers’ purchase behavior.
The Theory of Purchase Behavior (TPB)
Human has complex behavior. It is a tough concept to clarify. Being particular, purchase
behavior is repeatedly related with purchase intention. The intention is the core driving force
which pointers to a particular behavior. The utmost popular and effective model for enlightening
it is Ajzen’s Theory of Purchase Behavior(Jaiswal & Kant, 2018). TPB has been used in several
sociology, psychology, and social psychology studies to enlighten human behavior. Researchers
like (Maichum, Parichatnon, & Peng, 2016; Paul, Modi, & Patel, 2016)also used this theory in
their studies for enlightening green purchase behavior.
The theory of planned behavior was in fact established from the Theory of Reasoned Action
(TRA), which is broadly employed to study behavioral intentions and actual purchase
behavior(Paul et al., 2016). The key difference among both theories is the variable of perceived
behavioral control (PBC). PBC can be well-defined as the perception of behavioral control and
its influence on a customer’s purchase intentions and actions. The original TRA model states that
the intentions are prejudiced positively by the approach of a person towards behavioral and
subjective norms, whereas TPB diverges from the theory as it contains perceived behavioral
control (Hussain, Rahman, Zaheer, & Saleem, 2016). Thus, TPB put forward three different
predictors of intentions, i.e. attitudes towards behavior, subjective norm and perceived
behavioral control. Rendering to this theory, perceived behavioral control and intention can be
straightly used to forecast purchase behavior.
The theory of planned behavior (TPB) is suitable for estimating and understanding different
cognitive factors linked to consumers' purchase behavior (Nguyen et al., 2019). It has been
productively applied amongst numerous studies. As an outcome, the theory of planned behavior
is considered as the basic theoretical foundation in this study. It let us comprehend consumers
purchase intention to a green brand in an improved way. The TPB states that different
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individuals sort purchase decisions rationally and those rational decisions are built on
individuals’ knowledge about a definite product (Chen & Chang,2013)
In current years, different scholars also have used the TPB model to search and clarify proenvironmental behavior. Such as Chen and Chai (2010) initiate that the theory of planned
behavior is a valuable framework for clarifying consumers’ recycling intentions.Klockner
(2013)found that the TPB model is an apt theory for foreseeing the willingness of the consumers
to accept new energy vehicles. Therefore, your attitude is generally an evaluation of personal
behavior. It is beheld as an evaluation of purchasing green products in the perspective of
predicting green purchase behavior (Klockner, 2013).
Hereafter to inspire the green purchase behavior amongst the consumers, it is essential to
measure their level of environmental consciousness. Consumers who are very environmental
conscious make additional green purchase decisions than those who have low level. Here, the
concept of environmental consciousness mentions firm psychological factors linked to
individuals’ tendency to be involved in pro-environmental behavior (Hameed et al., 2021; Zahan
et al., 2020). A multi-dimensional and behavior-oriented description of environmental
consciousness also includes other factors or psychological constructs such as beliefs, values,
attitudes, and knowledge. These variables were exposed to drive the consumer choice with
regard to purchasing environmentally friendly products. This paper study’s how environmental
consciousness inspires green purchasing intention. Though, with regard to the relation amongst
green purchase behavior and environmental knowledge different studies had been accompanied.
Mainly, knowledge was set up to be associated with how the consumers gather, organize, and
evaluate green products, therefore closing to be a significant predictor of environmental-friendly
behavior (Jaiswal & Kant, 2018).
Theoretical Framework:
Following is the frame work and hypotheses for the study:
Consumer Purchase Behavior
Dependent Variable

Green Wash
Independent variable

Brand loyalty
Moderating Variable
Figure-1
This framework shows the association between greenwash and consumer purchase behavior of
consumers. It also shows the moderating effect of brand loyalty on the relationship of greenwash
and consumer purchase behavior of consumers.
It is considered that green marketing activity would be affected negatively by greenwash(Y.-S.
Chen et al., 2020; Tarabieh, 2021). Organizations usually use greenwash to show beneficial facts
of environmental facts and figures about the products without showing harmful details in order to
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form a green identity(Tarabieh, 2021). As the firms do not communicate the truth about their
products and services, showing green products while in reality it is not. Hence, consumers do not
trust the green advertisements of the products by firms or companies (Chen et al., 2013). This
type of greenwash practice would affect the feelings of customers as they get frustrated and
puzzled by the false statements of the companies. These false statements would make the
consumers having doubt green products. It affects the intention of consumers to buy a specific
product or a service. The consumers then avoid or even make some alternative buying decisions
due to such type of unethical behavior of companies or firms (Chen & Chai, 2010).
Consumers prefer to buy green brands or products. Trust has played an important role in
developing loyalty among customers. Loyalty would affect the buying behavior of consumers. It
requires the emotional attachment between the customers and brands or products(Bilgin, 2018;
Lin et al., 2017). Panda et al. (2020)have explored the effects of brand loyalty on the sustainable
development of environmental friendly products. This type of awareness has been increased in
the consumers; hence their preferences have been changed about the products or services for the
service providers (Jaiswal et al., 2018). Thus, this study has focused on the effects of brand
loyalty on the relation between greenwash and consumer purchase intention behavior.
Companies are interested in green marketing to compete for green advantages as the need of
green products in market is changing the world. Although it has been observed that
environmental claims of green products must be transparent and true, greenwash is still very
famous in market (Chen & Chang, 2013). Hence, greenwashing has significant impact in the
green market progress and green strategies have contribution to enhance corporate image.
Intention to purchase is considered as specific or behavioral attitude(Biswas & Roy, 2015). This
type of attitude shows that consumers are ready to buy a product after its evaluation. The
intention to buy and actual buying behavior can be used interchangeably. The intention to
purchase green products is actually the appreciation of buying green products(Tarabieh, 2021).
Loyalty towards brands and products of consumers are very important when it comes to ecofriendly buying choices. Earlier studies have not focused on improving the green purchase
behavior of the consumers in relation to greenwash practice. The current study has focused on
the reduction of greenwash activities, which not only increase brands’ loyalty of consumers but
also their buying behaviors. Companies want to increase consumers’ buying behavior and their
loyalty towards brands. Firms can reduce their greenwash and increase consumers’ brands
loyalty to enhance buying behavior (Chen & Chang, 2013).
Following is the hypothesis of the current study:
H1: Brand loyalty play the moderating role in greenwash and consumer purchase behavior
Methodology
With the help of quantitative approach, this study was conducted by following the positivist
school of thought. The study's design was causal-comparative and cross-sectional survey method
was opted to collect the data to identify the relation between firms, greenwash and consumers’
purchase behavior, to explore the moderating effects of consumer brand loyalty between
consumersgreenwash of firms and consumers’ purchase behavior. The population in this study
was all customers of hypermarkets like Carrefour, Hyper Star, Metro Cash and carry in
Lahore.As per the problem statement, the researcher couldn't obtain the list of all customers of
hypermarkets. Therefore, the researcher used convenient sampling technique to selected the
sample of 250participants. In this regard, the researcher visited Carrefour, Hyper Star, Metro and
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Cash & carry for the purpose of data collection. The available customers were invited to
participate in the study. Data was obtained to measure the impact of greenwash on consumer
green purchase behavior and the moderating role ofgreen brand loyalty.
The questionnaire consists of 3 factors and 14 items selected from previous research to ensure
reliability and validity (Saunders & Lewis, 2012). Questionnaire items have been assessed by a
Likert scale of five points between 1 and 5, from strong disagreement to strong agreement.
Greenwash scale involves five items adapted from Chen and Chang (2013). This research aims
to evaluate brand loyalty, including four items adapted from Chaudhuri and Holbrook (2001).
The green purchase behavior (focused on customer viewpoint) questionnaire adapted from
Chang et al. (2021) is employed.
The adapted items from the above-cited scales the questionnaire were framed. The demographic
variables were added and the requesting appeal with the purpose of research and data confidently
policy was also stated in the cover page of the questionnaire. The formatted questionnaire was
presented to the language and filed experts for the validation of the questionnaire. They were
requested to certify the questionnaire under two criteria: item mutually exclusive and measuring
variables of the study. They certify the validity of the questionnaire, as far as the concern of
reliability of the questionnaire was identified with the help of Cronbach Alpha and there value
were .805 for greenwash, .839 for brand loyalty, and .867 for consumer purchase. After the
expert validation of the questionnaire, the data was collected from the selected participants. The
printed questionnaire was presented to the respondents with request appeal and the data
confidentiality policy for their valuable responses. One month was consumed for this task and
the researcher was successful in getting 97% responses from the selected respondents.
The descriptive analysis, inferential statistics, Pearson Correlation, Regression analysis and
Hayes Process model evaluation, were used to interpret the collected data. The Likert scale with
demographic variables (Gender, Age, Visit, Experience with Brand, Frequency of usage, etc.)
with a continuous variable was used to finalize the analysis reports in this study.
Data Analysis of Results
Demographic Analysis:
The following tables represent the frequencies and percentages of different demographics of the
372 respondents.
Table 4.1
Demographic
Gender
Age

Education

Male
Female

Frequency
222
150

Percent
59.7
40.3

20 to 25 years
26 to 30 years
Above 31 years
Intermediate
Bachelor degree
Master degree

146
143
83
95
178
99

39.2
38.4
22.3
25.5
47.8
26.6
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The above table represents the gender of respondents, which is divided into two categories male
and female. It reveals that 59.7 % of the research population is male while the 40.3% female took
part in the research study as a research sample. It is very encouraging that many females took
part in the study, which will highlight the gender related issues at the workplace. Similarly, table
depicts that different age groups of people took part in the research study. Table shows the
majority of the bank employees belong to 20 years to 25 years which is the 39.2% of the total
research population, while the second largest group belongs to 26 to 30 years of age, which is the
38.4% of the sample size. The third age group belongs to 31years; this group is 22.3% of the
whole research population. This result shows that the sample size is more representative of
young male and female employees. Table also highlights three level of educational group took
part in the research study. According to the above mentioned table 25.5% employees including
female employees have intermediate level of education, 47.8% having the bachelor degrees and
26.6% have mater degrees, results shows that, the major portion of the research population
having the bachelor degree which 47.8% of the total respondents.
Correlation Analysis
Table 4.2.1
GW
1

BL
-.339**
1

Greenwash (GW)
Brand Loyalty (BL)
Consumer Purchase Behavior (CPB)
** Correlation is significant at the 0.01 level (2-tailed).

CPB
-.415**
.104
1

Table 4.2 displayed the correlation among aforementioned variables. The results of this table
highlighted that there exist weak negative but significant correlation between GW and BL as r =
-.339**, and p < .01, in the same pattern the correlation between GW and CPB is significant and
moderately negative relationship as r = -.415**, and p < .01. Similarly, the correlation results
pointed out the weak positive relationship between BL and CPB as r = .104 and p > .01. These
findings of the above table reflected that one unit of GW will bring 33.9% and 41.5% positive
change in BL and CPB respectively. Likewise, one unit of BL increase the CPB up to 10.4%.
Moderation Analysis
Moderation analysis was executed in SPSS 22 by using PROCESS. In process for the first GW is
entered as X variable (ID), CPB as Y variable (DV) and BL as moderator variable (M). Model 1
was selected at 95 percent confidence interval while having bootstrapping sample number 372.
The results of analysis are given in the following table.
Table 4.3 Brand Loyalty as Moderator to Greenwash and Consumer Purchase Behavior

Constant
GW

Moderator: BL to GW and DV: CPB
β
S.E
t
P
2.97
0.03
79.69
0.000
0.17
0.04
4.43
0.000

LLCI
2.90
0.09

ULCI
3.04
0.25
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BL
0.44
0.05
GW×BL
0.10
0.05
F
43.15
Note: DV=CPB, IV=GW, Moderator=BL.

-0.962
0.0000
0.962

8.71
2.13

0.000
0.004

0.34
0.01

Conditional Effect of Moderator between GW and CPB
Moderator: BL
Effect
S.E
t
P
LLCI
0.35
0.07
4.94
0.00
0.21
0.44
0.05
8.71
0.00
0.34
0.54
0.07
7.72
0.00
0.40

0.54
0.20

ULCI
0.48
0.54
0.68

The aforementioned table 4.3 highlighted that BL as moderator to GW to CPB (GW×BL) is
significant for (β= 0.10, ΔR2 = .0101, p< 0.04) that green BL moderates the relationship between
GW and CPB. Hence, these results support to accept the hypothesis “Brand loyalty plays the
moderating role in greenwash and consumer purchase behavior”.
Conclusion and Discussion
The findings and the results of the current study helped to conclude that there is significant but
negative impact of greenwash on consumer purchase behavior while brand loyalty plays
moderating role between these variables. These results align with the findings of the studies
conducted by (Chen et al., 2020; Polonsky, Grau, & Garma, 2010). Such results helped to
highlight the concept that the lesser the greenwash, the consumer purchase behavior; this
relationship is moderated by the consumer green brand loyalty. This study adds information to
the existing literature regarding greenwashing. It promotes the concept that companies should
pay special attention to reducing the greenwash among their customers to flourish brand loyalty.
Such circumstances overall helped to increase the customer purchase behavior. Therefore, it is
also suggested that companies should also plan to advertise different opportunities through their
advertisement to propagate brand loyalty among their customers that become the reason to
increase the customer purchase behavior. By considering this research as a reference, researchers
may conduct future researches in different localities of Pakistan to identify the trend of impact of
greenwash on consumer purchase behavior by utilizing different research methodologies.
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