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on consumers' purchasing intentions (Pl). We also consider the mediation role of GBT

dependent variable (Pl). At the same time, we examine the moderating impact of ND
on the GAR and GBT and of TR on the GBI and GBT relationship. Using the Stimulus-
Organism-Response (SOR) framework, we test a number of hypotheses. A survey-
based questionnaire was utilized to gather the data from Vietnamese respondents
(n = 262). We analysed the data using the partial least squares (PLS) method, which is
a structural equation modelling (SEM) technique, with the assistance of the SmartPLS
computer program 3.0. The data results show that GAR and GBI positively influence
GBT, but the influence of ND and TR on GBT is insignificant. Again, the data show that
GBT has a positive influence on PI, and as a mediator variable, it facilitates GAR, GBI
and PI, but not the link between ND, TR and PI. A significant interaction effect of ND
demonstrates that it strengthens the GAR-GBT relationship. However, the TR has no
impact on the GBI-GBT relationship. The findings of this study provide insights into
the theory and the essential managerial implications for successfully managing the

implementation of green marketing strategies.
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1 | INTRODUCTION AND BACKGROUND more environmental benefits than they currently offer to environmen-

tally conscious consumers (Sun et al., 2020). However, while most
In recent years, in response to growing environmental challenges, companies have started aligning their business models with sustain-
companies have been required to show their good image and promise ability, some are unable to fulfil these promises and ‘greenwashing’ is
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prevalent (Bingaman et al., 2022; de Jong et al., 2020). Greenwashing
is a company's marketing practice in order to look greener than it
actually is, but in practice, its activities pollute the environment
(TerraChoice, 2010). The greenwashing behaviour of businesses has
not only resulted in negative outcomes, such as meddling with con-
sumers' desire to consume sustainably, but has also created an adver-
sarial relationship between businesses and consumers (Sun
et al., 2020). Therefore, it is no surprise that companies are spending
billions of dollars to find ways to build trust and maintain relationships
with consumers. For example, the biggest oil companies BP, Chevron,
ConocoPhillips, Exxon and Shell have together spent more than $3.6
billion to build their reputation (Plant with Purpose, 2021). Numerous
examples exist of companies that have been caught greenwashing,
including fashion brands Zara, H&M and Uniglo; the manufacturers of
water bottles such as Spring, Evian and Deer Park; car manufacturers
such as Volkswagen; and the manufacturers of FMCGs such as Nestle
and Coca-Cola (Earthisland, 2021).

With the upsurge in sustainable consumption, consumers are
becoming increasingly aware of firms' greenwashing propensities.
Research shows that almost 90% of consumers consider brand trans-
parency an important factor when making a purchase decision
(Forbes, 2019). Similarly, consumers are witnessing a great deception
from the companies responsible for the catastrophic heating of the
planet. This means that consumers are sceptical about businesses that
take advantage of environmental trends (Wang et al., 2020). Increased
consumer confusion about the credibility of companies' environmental
claims has eroded consumer confidence, preventing them from mak-
ing an informed buying decision (Topal et al., 2020; Thggersen, 2021).
As a result, increased consumer mistrust has cast doubt on the legiti-
macy of companies' eco-marketing practices (Szabo &
Webster, 2021).

Researchers are continuously documenting and validating the
importance of consumers' reactions towards brands that claim to be
green (Ginder & Byun, 2022). Research shows that since companies
lie about their environmental commitments, the level of consumers'
trust in these companies' advertising claims and their image may play
a key role in shaping consumers' green purchase decisions
(Chen, 2010; Lin & Zhou, 2022). Furthermore, research indicates
that consumers' responses to the green initiatives and activities of
firms need to be thoroughly understood (Rausch & Kopplin, 2021;
Seelig, 2022; Sun et al., 2020). Research further suggests that firms
can productively invest their resources in green communication in
order to link green brand credibility with consumers' choice behav-
jour (Mansoor & Paul, 2022). Based on the extensive research
review, this study identifies several research gaps that deserve
investigation. First, previous research examined the antecedents
(de Jong et al., 2020) and consequences of consumers' green trust
(Bashir et al., 2020), but less attention has been paid to its role in
strengthening green marketing strategies and purchase intention
linkages (do Paco et al., 2019; Konuk, 2018; Lavuri et al., 2022). Sec-
ond, research highlighted the importance of green marketing strate-
gies such as green advertising and green brand image reflecting

corporate environmental commitments to consumers; their results

[ ] 2421
and the Environment @ E_WI LEYJ_

are conditional and lack clear justification (Hwang & Lyu, 2020;
Lin & Zhou, 2022). Against this background, this study suggests that
factors such as green advertising receptivity (GAR), non-deception
(ND), green brand image (GBI) and transparency (TR) may help shape
consumers' green brand trust (GBT) and consequently influence their
purchase intention (PI) (Tewari et al., 2022). Furthermore, this study
posits that green brand trust may play a role as a mediator between
GAR, ND, GBI, TR and the PI relationship (Lavuri et al, 2022;
Szabo & Webster, 2021; Wang et al., 2020). Moreover, this study
attempts to find the moderating impact of ND and of TR on the
association between GAR and GBT and between GBI and GBT,
respectively.

This study contributes to the theory and practice in the following
ways: From a theoretical point of view, this study offers four contri-
butions. First, this study qualifies as an informed response to the call
of recent research to address the challenges marketers face in transi-
tioning towards a circular society in the 21st century (Sheth &
Parvatiyar, 2021; Shultz et al., 2022). Second, using the Stimulus-
Organism-Response (SOR) model, this study provides empirical evi-
dence regarding the mechanism of the trust factor as a precursor to
outcome variables (Wasaya et al., 2021; Zhuang et al., 2021) and as a
mediator between independent and dependent variables' relation-
ships (Tarabieh, 2021; Tewari et al., 2022). Third, previous research
indicates that since low green product purchases yield a substantial
environmental impact, consumers look for the label sources and the
environmental orientation of the firms. On the other hand, con-
sumers look for more information and labels on high-involvement
green products (Akturan, 2018). Accordingly, this study analyses to
detect the effect of green advertising and brand image on the green
brand trust of both low- and high-involvement products
(Nagar, 2015; Suki, 2016). Fourth, this study examines the moderat-
ing role of ND and TR. Previous research has examined the direct
effect of ND on the ethics of e-retailers in the e-commerce context
(Roman, 2007; Roman & Cuestas, 2008) and in the sustainability
research context (Cheung & To, 2021). In addition, some studies
examined the direct effect of TR on the green brand image (Lee &
Chen, 2019; Lin et al., 2021). However, after an in-depth literature
review and to the authors' knowledge, the moderating role of these
two variables has not been examined in the proposed relationships
to date in existing green marketing research. The underlying rationale
is that GAR and GBI initiatives of companies may enhance con-
sumers' trust, but ND and TR will change the strength of the GAR-
GBT and GBI-GBT relationships, respectively. It can help theorists
and practitioners to understand the variations in consumers' trust in
response to companies' green marketing practices. From a practi-
tioner's perspective, the findings of this study relate to giving further
insights on how to develop consumers' centred green marketing
strategies reflecting firms' commitment to protecting the environ-
ment. For example, the pressure of globalization has raised concerns
about protecting the environment, thus forcing companies to address
legal and social obligations. Existing research finds that it is essential
for managers to recognize a link between nature and their business,

for instance, when a business has environmental goals and strategies
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and when it targets environmentally conscious customer markets
(Krause et al., 2021). Conversely, the increased competition in global
markets has pressed firms to disclose information about their envi-
ronmental footprints (Testa et al., 2018). However, mounting
research points out that the lack of rules and regulations in develop-
ing countries is the main reason behind greenwashing by firms
(Nekmahmud & Fekete-Farkas, 2020; Suki & Suki, 2019; Yang
et al., 2020). Research reports that, while green companies continue
to grow and expand into new geographic regions, the sustainability
boom has led to the emergence of greenwashing, thus impeding sus-
tainable development goals (Huang et al., 2020). At the same time,
consumers' expectations in developing countries are continuously
increasing and changing. Consumers in developing countries are
becoming more sensitive to the green product's contribution to sus-
tainable development (Mezger et al., 2020); therefore, they purchase
from transparent companies that uphold sustainable and ethical prac-
tices (Papadopoulou et al., 2021). Given the above research back-
drop, this study provides managerial implications for a better
understanding of consumers' purchasing decisions related to green
products in emerging markets where companies ignore their respon-
sibilities and do not fully report the negative effects of their practices
on the environment (Sheth & Parvatiyar, 2021; White et al., 2019).
Likewise, the findings of this study may help practitioners formulate
green marketing strategies from the consumers' perspective to create
business value without compromising consumer trust (Huang
et al., 2020).

The rest of this paper is structured as follows. The next
section presents the theoretical framework and literature on the
hypotheses. The third section presents the methodology, and the
fourth section presents the data analysis and results. Section 5 com-
prises a discussion and conclusion. The last section looks at the

research's implications, future research and limitations.

2 | LITERATURE REVIEW

21 | Theoretical framework

The proposed conceptual framework of this study is based on the
stimulus-organism-response (S-O-R) theory (Jacoby, 2002). The SOR
framework was able to explain behavioural differences resulting from
various marketing stimuli and cognitive factors (Sultan et al., 2021).
Previous studies in green consumption have used the SOR theory to
explain how external factors influence consumers' cognitive and affec-
tive evaluations, which in turn determine their behavioural intentions
(Gil & Jacob, 2018; Nguyen-Viet, 2022; Sun et al., 2020). The SOR
theory postulates that the internal judgement procedure of an
organism is initiated by a stimulus that influences its cognitive and
affective assessments and, consequently, influences its response
(Jacoby, 2002). In this study, green advertising receptivity (GAR), non-
deception (ND), green brand image (GBI) and transparency (TR) are
the stimulating factors. Moreover, the green brand trust (GBT) is con-
ceptualized as an organism element, and the purchase intention
(PI) variable is considered the response element of the SOR frame-

work (See Figure 1).

3 | DEVELOPMENT OF THE HYPOTHESES
3.1 | Green advertising receptivity and green
brand trust

To decrease consumer confusion, businesses need to reduce their
greenwash behaviour and allow consumers to obtain enough infor-
mation so as enable them to make better purchasing decisions
(Chen & Chang, 2013). A green advertisement is an advertisement
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FIGURE 1 Hypothesized framework
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that meets at least one of the following criteria. These include
addressing the interaction between product and environment, pro-
moting an eco-friendly lifestyle with or without highlighting a prod-
uct or creating a company image of environmental responsibility
(Banerjee et al., 1995; Yoon & Kim, 2016). According to Bailey
et al. (2016), receptivity to green advertising is the extent to which
consumers pay attention to and are favourably disposed and
responsive to advertising that uses green messages in the marketing
of products or a company itself. Green advertising receptivity can
reduce promotion uncertainty and better influence consumer's pur-
chase decision (Dangelico & Vocalelli 2017; Sun et al, 2020).
Research has revealed the importance of accurate and honest mes-
saging through advertising, which contributes to building trust and
credibility in the brand (Nguyen Viet & Nguyen Anh, 2021;
Nguyen-Viet, 2022). When exposed to advertising, consumers form
feelings (affect) and judgments (cognition) that influence their
beliefs about the brand (Nagar, 2015). Advertisements in a green
context provide information about the environmental impact of
business practices, which are primarily concerned with raw mate-
rials, manufacturing and logistic processes and after-use activities
(Leonidou et al., 2011). Green advertising receptivity strengthens
the relationship between green appeal and brand trust and posi-
tively influences consumers' trust in the green brand (Bailey
et al, 2016; Nguyen-Viet, 2022; Sun et al., 2020). Based on this,
we hypothesize that:

H1. Green advertising receptivity positively influences

green brand trust.

3.2 | Green advertising receptivity, non-deception
and green brand trust relationship

Greenwashing has been attributed to a variety of factors, one of
which is the consumer perceptions related to the irresponsible behav-
iour of the firms (Mansoor & Paul, 2022; White et al., 2019). Non-
deception refers to a consumer's belief that a retailer does not engage
in deceptive or manipulative selling practices (Roman, 2007). Specifi-
cally, the consumer believes that a retailer will not engage in decep-
tive practices to persuade him or her to buy something he or she has
no intention of buying (Cheung & To, 2021; Roy et al., 2022).
Although, previous research has explored the role of deception, very
few studies have considered non-deception in green marketing
research (Kangun et al., 1991; Schmuck et al., 2018). Recent research
shows that non-deception play an important role in consumers' per-
ceptions of green retailers' ethics (Cheung & To, 2021). Furthermore,
recent studies found that, in non-deceptive related circumstances,
consumer trust in green companies increases (Rahman et al., 2015;
Szabo & Webster, 2021). Previous research has highlighted the
deceptive potential of green advertising and shows that advertising
can be perceived as unreliable out of the fears of misleading and
deception (Johnston, 2008). Studies have shown that deceptive claims

deceive consumers and result in incorrect consumer inferences about
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the advertised products (Chaouachi & Rached, 2012; Schmuck
et al,, 2018). Based on the preceding literature, this study hypothe-

sizes that:

H2a. Non-deception positively influences green brand
trust.

H2b. Non-deception moderates the green advertising

receptivity and green brand trust relationship.

3.3 | Green brand image and green brand trust
Brand image can be defined as the mental image of a brand in the
consumers' mind, which relates to an offer (Cretu & Brodie, 2007).
Consumers believing that a company has a better brand are more
likely to purchase their products (Chen et al., 2020). In a green con-
text, a green brand image is defined as a set of consumer brand per-
ceptions linked to environmental commitments and concerns
(Chen, 2010; Martinez, 2015). A green brand image is essential for
companies, especially in light of consumer awareness of the environ-
ment and strict international regulations to protect the environment
(Delafrooz & Goli, 2015). Green brand image satisfies the environ-
mental desires of consumers and reduces the resulting problems
(Khandelwal et al., 2019). In this way, a green brand image positively
influences consumer trust because it can reduce perceived risk
(Chen, 2010). Previous research has examined the relationship
between green brand image and trust (Bashir et al., 2020; Bekk
et al., 2015). Accordingly, we hypothesize that:

H3. Green brand image positively influences green

brand trust.

3.4 | Green brand image, transparency and green
brand trust relationship

Transparency, in the context of the environment, refers to how green
brands provide clear and relevant information about their environ-
mental policies. Transparency is an open acceptance of how the
manufacturing process of businesses affects the environment (Lin
et al., 2017). Transparent green brands do not only focus on the long-
term positive impact of their products on the environment but also on
their ability to communicate business practices (Bhaduri & Ha-
Brookshire, 2011; Ha-Brookshire & Hodges, 2009). Transparency is a
fundamental requirement for companies to establish a positive rela-
tionship with consumers (Kang & Hustvedt, 2014). Recent research
found that green transparency produces a green brand image and
green trust (Deng & Yang, 2022). According to Chun et al. (2021),
transparency positively influences consumer trust in green brands. On
the other hand, research has shown that, when consumers have a high
level of knowledge about the environmental impact of products, they

tend to have positive evaluations of brands in terms of perceived
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value and benefit. This creates a strong relationship between con-
sumers and brands (Copeland & Bhaduri, 2020). Likewise, transpar-
ency facilitates the relationship between green brand trust and green
brand image (Lee & Chen, 2019). According to Busser and Shulga
(2019), consumers' belief in the transparency and authenticity of
brands enhances their trust in those brands. Therefore, it is hypothe-
sized that:

H4a. Transparency positively influences green brand

trust.

H4b. Transparency moderates the green brand image
and green brand trust relationship.

3.5 | Green brand trust and purchase intention
Trusting a brand means there is a high likelihood of an expectation
among its consumers that the brand will receive positive feedback
(Chen, 2010). Trust in the brand is based on the consumer's belief
that the brand is coherent, competent, honest and accountable
(Doney & Cannon, 1997). In the green context, trust is the willing-
ness of consumers to rely on a brand based on the belief or expec-
tation that it is believable, caring and capable of environmental
performance (Martinez, 2015). Hence, green trust can lead to stron-
ger purchasing intentions (Kahraman & Kazancoglu, 2019; Ng
et al., 2018). Research shows that trust is one of the important
determinants of consumers' green purchasing intention (Chen, 2010;
Gil & Jacob, 2018; Konuk et al., 2015). Recent research supports
these findings and shows that trust in green brands positively
affects consumers' intention to purchase green products (Amin &
Tarun, 2020; Nguyen-Viet, 2022). Based on these findings, it is
hypothesized that:

H5. There is a positive effect of green brand trust on
green purchase intention.

3.6 | Mediating role of green brand trust

Consumers' trust in affective signals from companies as a reference
to evaluate quality makes emotional aspects of trust important
(Martinez, 2015). To communicate the dependability, usefulness
and competence of their green products and strengthen consumer
trust, green firms take advantage of their image, advertising and
trust-building strategies (Cheung & To, 2021; Lavuri et al., 2022;
Wang et al., 2020). According to Wang (2011), consumers' trust
depends on the firm's good intentions and behaviour; therefore,
consumers create a positive intention to patronize firms' products.
Trust is one of the key drivers for consumers to buy an environ-
mentally friendly product and to believe in its effectiveness in solv-
ing environmental problems (Chen, 2010). According to Chen and

Chang (2012), green brand trust mediates the connection between

the antecedents of green purchase goals and buying intention. Sim-
ilarly, research shows that trust in firms' transparency efforts
strengthens the relationship between their attitudes and buying
intention (Bhaduri & Ha-Brookshire, 2011). Recent research sug-
gests examining the mediation of trust in consumers' perceptions
of environmentally friendly retailers' non-deceptive practices and
their response to them (Cheung & To, 2021). Moreover, research
has revealed that green brand trust positively strengthens the rela-
tionship between green advertising receptivity and green brand
image with purchase intention (Lavuri et al., 2022). Accordingly, it
is hypothesized that:

Hé6. Green trust plays a role of a mediator between
(6a) green advertising receptivity, (6b) green brand
image, (6¢c) non-deception and (6d) transparency and

purchase intention relationship.

3.7 | Research context

While green companies continue to grow and expand into new geo-
graphic regions, the sustainability boom in emerging countries has
led to the emergence of greenwashing and hampering sustainable
development goals (Huang et al., 2020). Multinationals immediately
engage in greenwashing in emerging economies characterized by
competitive pressures, restricted regulations and the search for clear
markets; therefore, the greenwashing of firms in these countries is
significantly different from that in developing countries (Yang
et al., 2020). de Freitas Netto et al. (2020) find that, because of the
lack of regulations and effective measures, there is a potential for
greenwashing by firms in developing countries. Extant research indi-
cates that, in developing countries such as Pakistan, consumers lack
awareness of the greenwashing practices of the firms (Hameed
et al., 2021). Likewise, Lin et al. (2017) find that Chinese consumers
continue to consume products without discovering the negative
outcomes of those products. Viera et al. (2020) find that false claims
of biodegradability in plastic are becoming frequent in Brazil, which
is a major environmental concern for Brazilian consumers. Given the
ever-increasing deterioration of the environment in emerging coun-
tries, Vietnam is also vulnerable to climate change and is the most
hazard-prone country in the world (The Conservation, 2021).
According to the International Monetary Fund (IMF), climate change
could affect over 12% of the Vietnamese population and reduce the
country's growth by 10% (IMF, 2018). In the process of transitioning
to a greener economy, the Vietnamese government has acknowl-
edged climate challenges and is working to prepare for the impact
of those challenges. One of Vietnam's climate challenges is the rise
of carbon emissions in the country. Research shows that
Vietnamese consumers know about environmental issues and are
willing to pay more for sustainability-certified products (Nguyen &
Dekhili, 2019; Vuong et al., 2021). However, most businesses in the
country spend more time pretending to be environmentally friendly

and polluting the environment at the same time. Therefore, it is
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necessary to address greenwashing perceptions of the Vietnamese

consumers (Nguyen et al., 2019).

4 | METHODOLOGY

4.1 | Sample and data collection procedure

A field study was conducted using an online and offline survey to test
the proposed hypotheses. The questionnaire was translated into the
Vietnamese language. In addition, a back-translation method was fol-
lowed to accurately depict the exact meaning of the questionnaire in
the target language (Tyupa, 2011). To minimize response bias and help
respondents understand the statements, a native speaker distributed
the final version of the survey to the respondents. To increase the
probability of completing the questionnaire, respondents had the
option of completing the questionnaire online or in paper format,
whichever method they preferred. A non-probabilistic purposive sam-
pling technique was employed, which is considered useful in research
on green product purchasing experience (Suki, 2016). Respondents
have a green product buying experience, such as buying and consum-
ing a sustainable product at least once during the past 6 months
(Tewari et al., 2022) (see Table 1). Respondents were asked to com-
plete the questionnaire remembering their selected brand purchase
and think about the image and the claims and advertising of that
brand. The respondents were informed about the data's objectives
and confidentiality to counteract non-response bias. Before the distri-
bution of the final survey, a preliminary test was carried out among
50 respondents to ensure the structure and validity of the survey
instrument. The survey instrument was developed through Google
forms and a link to the questionnaire was generated. Of the
500 respondents, n = 262 (52.4%) responded in a manner that would
be useful for data analysis. The sample size is above 200, which is rea-
sonable for structural equation modelling (SEM) analysis (Bagozzi &
Yi, 2012; Hair et al., 2010).

4.2 | Measures

The first section of the questionnaire contained questions about vari-
ables, and demographic information was requested from respondents
at the end section of the questionnaire. The green advertising recep-
tivity variable was measured using four scale items adapted from the
study of Tewari et al. (2022). The scale items of the non-deception
variable were operationalized based on the Cheung and To (2021)
study. The green brand image was operationalized using four scale
items from the study of Lin and Zhou (2022). Four green brand trust
measures and three measures of purchase intention variable are
adapted from the study of Konuk et al. (2015). The scale items for
transparency are adapted from the study by Lin et al. (2021). All scale
elements of the questionnaire were measured using the Likert 5-point
scale ranging from (Akturan, 2018) strongly disagree to (Banerjee

et al., 1995) strongly agree.
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TABLE 1 Experience with green product purchases
Variable Frequency Percentage
Type of green product purchased

Beverages 2 0.76
Cosmetic 4 1.53
Organic dairy product 9 3.44
Reusable straw 20 7.63
Electric appliance 5 1.91
Electric motorcycle 1 0.38
Food/meal 24 9.16
Clothes 2 0.76
Furniture 1 0.38
Tapware 8 3.05
Organic vegetables and fruits 105 40.08
Handbag 9 3.44
Household item 1 0.38
Misc. 34 12.98
Shopping bag 19 7.25
Toiletry item 14 5.34
Do not remember 4 1.53
Purchase frequency
1to5 139 53.05
11 to 15 15 5.73
16 to 20 7 2.67
6 to 10 55 20.99
Do not remember 4 1.53
Everyday 7 2.67
Monthly 1 0.38
More than 20 times 24 9.16
Usually 2 0.76
Weekly 8 3.05

4.3 | Statistical technique

To check the hypothesized relationships and fitness of the model, we
used the SEM technique. To analyse the data, this study used the par-
tial least squares (PLS) methodology with the assistance of the
SmartPLS computer program 3.0. SmartPLS is a statistical software
with a graphical user interface for variance-based SEM analysis using
the PLS path modelling method. According to Hair et al. (2010), SEM
analysis is appropriate in research with multiple constructs and repre-
sented by several variables that allow the relationships to be esti-

mated altogether.

5 | RESULTS
5.1 | Demographic information

The demographic characteristics of the respondents indicated that

155 respondents were women. Most respondents were aged 18 to
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35 (83.71%). Married participants accounted for 84 (31.82%).
The majority of respondents 178 (67.42%) had income levels
in  Vietnamese dong between <15000 and 35,000 while
50 (18.94%) respondents had income levels above 105,000, respec-
tively. There was one doctoral graduate, 155 respondents had an
undergraduate degree, and 24 respondents had a high school diploma
(see Table 2).

TABLE 2 Demographic information

Characteristic Frequency Percentage

Gender
Male 109 41.29
Female 153 57.95

Marital status
Married 82 31.06
Unmarried 175 66.29
Divorce 4 1.52
Widowed 1 0.38

Age
18-20 114 43.18
21-25 29 10.98
26-30 46 17.42
31-35 30 11.36
36-40 14 5.30
41-45 10 3.79
46-50 9 341
51-55 5 1.89
56-60 5 1.89

Income
<15,000 80 30.30
15,001-25,000 49 18.56
25,001-35,000 35 13.26
35,001-45,000 14 5.30
45,001-55,000 10 3.79
55,001-65,000 11 4.17
65,001-75,000 1 0.38
75,001-85,000 8 1.14
85,001-95,000 3 1.14
95,001-105,000 8 3.03
>105,000 50 18.94

Education
Middle 2 0.76
Matric/high school 24 9.09
Intermediate 45 17.05
Bachelor's degree 155 58.71
Master's degree 35 13.26
PhD/doctoral degree 1 0.38

5.2 | SEM analysis

521 | Measurement model evaluation

Following the two-stage SEM technique, the data were analysed using
the partial least squares structural model (PLS-SEM). All constructs
were examined to find missing values, including checking outliers and
avoiding normality issues. In order to see the interrelationship among
the variables, the Pearson correlation test was used. To check the reli-
ability and convergent validity of the data, we computed average vari-
ance extracted (AVE), Cronbach's alpha and composite reliability (CR).
To achieve adequate discriminant validity the square root of AVEs
exceeds the correlation coefficients between the pair of correspond-
ing constructs (see Table 3). Loading of all factors demonstrated ade-
quate convergent validity indicating internal consistency above the
recommended threshold value of .50 (Fornell & Larcker, 1981). Fur-
ther, to establish discriminant validity following the suggestion of
Henseler et al. (2015), the heterotrait-monotrait (HTMT) ratios of the
correlation were calculated and ranged from .128 to .878, below the
cut-off value of .90 recommended by (Hair et al., 2022).

Since the data for the model came from a one-time survey and
single country respondents, it was important to assess the common
method variance. Consequently, to control the potential common
method bias of the model, we followed the procedure and statistical
method proposed by Podsakoff (2003). With regard to the procedural
method, the respondents' confidentiality and anonymity were
ensured. In addition, we randomized the variables and statements on
the questionnaire to prevent respondents from inferring the cause
and effect relationship between the concepts. Regarding the statistical
procedure, we checked the variance inflation factors (VIFs) generated
via a full collinearity test in PLS-SEM (Kock, 2015). This procedure
suggests that if the VIF value is greater than 3.3, there is an indication
of collinearity, which means the existence of a common method bias.
Our analysis showed that the VIF values were between 1.090 and
3.169, which are under the threshold value of 3.3. This means that
common method bias is not a significant problem and there is no
multi-collinearity issue in this research.

522 |
result

Structural model evaluation and hypotheses

The first step in the structural model estimation process is calculating
the R? value. It shows the total magnitude of the variation of depen-
dent/endogenous variables explained by independent/exogenous var-
jables in the model. The R? in the model of this study shows that
independent variables exhibit 57% variance in green trust and green
trust exhibits 29% variance in purchase intention, which, in marketing
research, is above the cut-off value of 10% suggested by (Hair
et al., 2010). The next step is to compute @2, which is the value of the
validated redundancy measures using the blindfolding command. By
demonstrating the value of .35 for the green brand trust and .21 for

purchase intention, Q? demonstrated the significant predictability of
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TABLE 3 Correlation, discriminant
validity, reliability and internal

Variables GAR

consistency GAR (.862)
GBI 6317
TR 5317
GBT 592"
ND 114
PI 580"

GBI

(.892)

o

729

*x

709
243"

o

629

(912)

582"

268"

607"

GT

(.893)
106

542"

Business Strategy
and the Environment

ND Pl
(.925)
135" (.92¢)

Note: Values of square root of AVEs are shown diagonally in parentheses.
Abbreviations: «, Cronbach's alpha; GAR, green advertising receptivity; GBI, green brand image; GBT,
trust; ND, non-deception; PI, purchase intention; TR, transparency.

2CR = (square of the sum of the factor loadings)/[(square of the sum of the factor loadings) b (square of
the sum of the error variances)].

PAVE = (sum of squared factor loadings)/(sum of squared factor loadings) (sum of error variances).

CR*

.832
.873
.900
.875
917
.893

AVE®
744
795
832
797
856
857

a
732
.807
.852
.808
.846
.820

:,? <.05.
p <.01.
TABLE4  Hypotheses result Hypotheses Hypothesized path Path coefficients t value p value Label

Direct effects
H1 GAR — GBT 224 4,102 .00 Supported
H2 ND — GBT -.137 1.713 .07 Not supported
H3 GBIl — GBT 485 7.473 .00 Supported
H4 TR — GBT 122 1.692 .09 Not supported
H5 GBT — PI .543 9.901 .00 Supported

Indirect effects/mediating hypothesis result
Héa GAR — GBT — PI 121 3.654 .00 Supported
Héb GBIl — GBT — PI .270 5.559 .00 Supported
Héc ND — GBT — PI —.039 1.696 .09 Not supported
Héd TR — GBT — PI .065 1.646 .10 Not supported

Note: p < .05 (based on one-tailed test with 5000 bootstrapping).

the model. The model fit was established using the standardized root
mean square residual (SRMR), defined as ‘the difference between the
observed correlation and the model implied correlation matrix’. The
SRMR value of the model is .06, which is lower than the cut-off value
of .08, thus demonstrating a good fit (Henseler et al., 2015). The next
phase consisted of assessing the accuracy of the measurement model.
To this end, the path coefficients and then the t values were calcu-
lated using the bootstrapping method of the 5000 sub-sample sam-
pling test at a significance level of .05 (Hair et al, 2022). The
bootstrapping procedure shows that the path coefficients allow the
strength of the relationship between independent and dependent var-
iables of the model. Accordingly, the hypotheses of this study were
examined using the path coefficients. The specific indirect values
show the impact of the mediating variable GBT (Organism) between
the independent variables GAR, ND, GBI and TR (Stimulus) and the
dependent variable Pl (Response). As depicted in the model, GAR sig-
nificantly influences GBT, supporting H1 (8 = .224, p < .05). However,
the data do not support H2 because ND has a negative effect on GBT
(= —.137, p < .05). Concerning the H3, the data support the GBI's
influence on the GBT (8 = .485, p < .05). However, the TR effect on

GBT is not significant; therefore, the data do not support the H4
(8 =.122, p > .05). The data support the influence of the GBT on PI,
so we accept the H5 (8 = .543, p < .05). The data show that GBT fully
mediates between GAR-PI (Héa) (3 = .121, p < .05) and GBI-PI (Héb)
(B = .270, p < .05). However, GBT does not mediate between ND-PI
(Héc) (8 = —.039, p > .05) and TR-PI (Héd) (5 = .065, p > .05) relation-
ship. Table 4 and Figure 2 show the results of the hypothesized rela-
tionships. ND succeeded in moderating the relationship between GAR
and GBT, which supported the H2a, but the data did not support the
moderate impact of TR on the relationship between GBI and GBT;
thus, we reject H4a. The results for the moderators are presented in
Table 5 and Figure 3.

6 | DISCUSSION AND CONCLUSION

The primary purpose of this study was to examine factors such as the
influence of GAR, ND, GBI and TR on the GBT. In addition, this study
assessed the moderating impact of (a) ND on the GAR and GBT rela-
tionship and (b) TR's impact on the GBI and GBT relationship. The
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FIGURE 2 Hypotheses results
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FIGURE 3 Moderating hypotheses result

study also examined GBT's mediating role between independent vari-
ables and dependent variable relationships. The conceptual model of
this study was formulated using the SOR framework. The proposed
hypotheses were examined on the data collected from Vietnamese
respondents. The findings of this study show that two factors such as
GAR and GBI have a positive influence on the GBT. GBT also posi-
tively influences Pl. However, ND and TR had no positive influence
on the GBT. The data partially support the mediator role of GBT, as it
mediates the relationship between the GAR, GBI and PI only, but does
not facilitate the ND, TR and the purchase intention relationship. The
moderating result of ND on the GAR-GBT relationship was consid-
ered significant, but TR did not moderate the GBI-GBT relationship.

el Label TABLE 5 Moderating hypotheses
result
Supported
Not supported

Study results indicate that GAR positively affects GBT (H1). This
finding is similar to previous research where it was found that GAR
had a positive impact on consumers' trust in green brands (Sun
et al., 2020). This means that consumers believe in green ad informa-
tion linked to green products (Nguyen-Viet, 2022). As businesses
adhere to environmental imperatives, they wisely use positioning
strategies to influence consumers' green product purchasing decisions
(Sun et al., 2020). Businesses use various messages and appeals that
illustrate the potential benefits for the environment and society
(Tewari et al., 2022). However, the data provide valuable additional
evidence concerning the relationship between ND and GBT (H2). This
is in line with previous research (Cheung & To, 2021). This means that
consumers have identified deceptive marketing practices that lead to
consumer distrust of green brands (Rahman et al., 2015). Simply put,
green brands mislead consumers by overestimating the benefits of
green products, taking advantage of less experienced consumers
(Roman, 2007). Therefore, the data support the H3 as GBI positively
influences GBT. This finding is consistent with previous research
(Bashir et al., 2020; Chen, 2010). This finding implies that the overall
image of green brands is positive for consumers because they see that
green brands are committed to delivering on their environmental com-
mitments. This result demonstrates as to how important it is for green
brands to provide such information to build a strong brand image
(Lin & Zhou, 2022). However, data indicate that the effect of TR on
consumer trust in green brands is insignificant (H4). Previous research
has shown that TR is an important factor for consumers while making
an environmentally friendly purchasing decision, which positively
influences their GBT (Copeland & Bhaduri, 2020). However, the
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results of our study suggest that green brands do not provide relevant
and transparent information on their environmental responsibility.
Consequently, this raises consumer mistrust of these brands (Nguyen
et al., 2019; Romani et al., 2016).

With respect to the green brand trust mediation in the relation-
ship between the independent and the dependent variables, the data
support two of the four hypotheses. First, GBT has been identified as
an important knot for facilitating GAR (Héa), GBI (H6b) and PI rela-
tionships. However, the relationship of ND (Héc) and TR (Héd)
through GBT is insignificant. This is an important finding and supports
past research from Lavuri et al. (2022). Green brands could have con-
vinced consumers by promoting the environment through green
advertising and demonstrating environmental responsibility through
their good image. As a result, consumers who positively perceive the
advertising and the image of green brands express greater trust and
therefore intend to purchase green products. These findings support
past research from Cheung and To (2021) and Bashir et al. (2020). The
insignificant GBT role between ND, TR and PI relationship means that
consumers cannot trust green businesses because consumers think
that green advertising and the image of green businesses do not meet
their expectations. Therefore, in terms of honesty and transparency
regarding environmental protection, green businesses mislead con-
sumers and lie about the impact of their green operations and prac-
tices on the environment (Sun et al., 2020; Tewari et al., 2022).
Interestingly, when ND was tested as a moderating variable between
the GAR and GBT relationship, it strengthened that relationship posi-
tively. According to Cheung and To (2021), providing needed
manufacturing and production information can promote non-
deception. Thus, consumers would use ND to confirm a decision
regarding trusting green brands. This can lead to the fact that the
more consumers receive green advertising, the more they worry about
trusting green brands, which are affected by their perception of
non-deception. Meanwhile, TR has not moderated the GBI-GBT rela-
tionship. This result can be demonstrated in the lesser interest of con-
sumers' transparency when evaluating the green brand image.
Therefore, TR is not an important variable for consumers to associate
GBI with GBT (Nguyen & Dekhili, 2019).

Particularly, in the context of Vietnam, the findings of this study
are of great importance. This study's findings further support the
notion that greenwashing is a significant concern within developing
countries, especially in Vietnam (Nguyen et al, 2019; Yang
et al., 2020). The results show that opportunistic companies are per-
suading Vietnamese consumers through green advertising by present-
ing a good image, even though their activities are harming the
environment. The impact of non-deception and transparency on trust
reflects that Vietnamese consumers make informed green purchasing
decisions, as they recognize companies pursuing deceptive practices
and those that do not disclose information about their environmental
footprint (Testa et al., 2018). Assuming that companies in developing
countries say one thing but do another, and that the majority of con-
sumers in developing countries lack knowledge about greenwashing,
the results of this study suggest that Vietnamese consumers' environ-

mental and greenwashing awareness may play a significant role in
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their green purchase decisions (Nguyen & Dekhili, 2019; Vuong
et al., 2021).

6.1 | Theoretical implications

This study contributes to existing green marketing research that
attempts on the need for societal and environmental considerations in
economic and governance matters (Sheth & Parvatiyar, 2021). Simply
put, this study attempted to determine how companies should shift
their focus from maximizing profits and deceiving consumers to com-
municating environmental commitments without compromising their
reputation (Chen, 2010; Shultz et al.,, 2022). In addition, this study
substantiates existing knowledge regarding how firms can use green
marketing strategies and approaches to communicate their environ-
mental commitments and performance (Chen & Chang, 2012). The
contribution of this study to existing green marketing research and
practice is essential as consumers expect more information about
companies' green initiatives and activities (Hwang & Lyu, 2020; Lin &
Zhou, 2022; Seelig, 2022; Sun et al., 2020).

The results of this study provide existing research on green mar-
keting with a clear view of the factors that influence consumers' green
purchasing decisions. First, compared to existing studies, this study
focuses more on the formation and enhancement of green purchase
intentions by providing a comprehensive set of factors (Cheung &
To, 2021; Lavuri et al., 2022). Second, using the SOR framework, this
study not only determines how GAR, ND, GBI and TR influence PI
through GBT but also clarifies the formation of the relationships
through the moderating role of ND and TR. This may be useful for
future research using SOR as a theoretical lens. Third, by integrating
ND and TR as moderate factors, this research model provides new
insights into how a company's green advertising and green brand
image can be understood in relation to these factors. This can further
extend the studies by Lavuri et al. (2022), Chen (2010), Roy et al.
(2022) and Cheung and To (2021) that GAR, ND, GBI and TR play an
important role in consumers' trust-building and image perceptions of
green brands. Fourth, this study paid attention to and appraises the
concerns of previous research regarding the role of green trust in
strengthening the green marketing strategies and purchase intention
linkage (do Paco et al., 2019; Konuk, 2018). Finally, this study contrib-
utes to the existing literature by setting out the effect of ND and TR
on GBT towards social exchange theory (Cheung & To, 2021) which
explains that an individual's feelings depend on their perceptions of
fairness. Simply, when consumers believe that green brands are ethi-
cal and provide transparent information, they may perceive that they
are not deceived, which draws corporations and consumers into a

good relationship.

6.2 | Practical implications

Building on the preceding discussion, several notable implications

can be drawn from the results of this study. This study warns green
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brands to avoid misleading consumers using vague and blurry com-
munication, particularly when communicating the benefits of prod-
ucts. Such as, there are increased suppositions in existing research
that both consumers and the marketing system could play a vital
role in promoting sustainability (Wiedmann et al., 2020), findings of
this study may help in the creation of a trustworthy relationship
with consumers by taking into consideration the importance of non-
deception and transparent communication. On the solution side, the
most important implication of behavioural research is that con-
sumers need considerable help to modify their consumption habits
in a climate-friendly way. To make this possible, the results of this
study could help companies focus on providing reliable and under-
standable carbon label and performance information to consumers
(Thegersen, 2021).

Previous research has emphasized the role of green advertising
and green branding in enhancing consumer trust in green brands
(Lavuri et al., 2022; Nagar, 2015). Similarly, the findings of this study
also indicate that GAR and GBI play a key role in building consumers'
green brand trust. As consumers in emerging economies are becoming
familiar with environmental issues and are ready to pay more for certi-
fied green products (Nguyen & Dekhili, 2019; Vuong et al., 2021),
therefore, this study further guides the green brands in assessing the
long-term impact of their positioning and promotion strategies in
emerging countries. For example, the reorientation of these strategies
can contribute to building consumer trust and creating opportunities
for market recognition and support. This study's most interesting and
important conclusions are the insignificant influence of non-deception
and transparency and the moderate impacts of the two variables.
These results have important implications for managers, as they may
experience a hostile response from consumers and thus face difficul-
ties in communicating the environmental benefits of green products.
In this situation, managers should openly admit to the public the rea-
sons for failure and provide justifications for the shortcomings. In
addition, tell consumers how they plan to do better (Szabo &
Webster, 2021). In particular, to improve consumer GBI and GBT rela-
tions, businesses need to invest in providing transparent information.
Not only will this clear up consumer confusion about brand credibility,
but it will help consumers easily make green buying decisions (Sun
et al., 2020; Wang et al., 2020).

6.3 | Limitations and future recommendations

In spite of careful consideration of all aspects, this research is not
immune from limitations. First, this study was conducted in Vietnam,
so the generalizability of the findings may be limited. This current
research, although an extension of related research, utilized the SOR
framework and applied the methodological design to ensure external
validity. In addition, the results obtained further ensure external valid-
ity. However, since consumers' purchase intention varies as a function
of purchasing context and competitive set, there is a potential for
future research to validate the framework in other developing coun-

tries, which should enhance external validity. Second, as developing

countries are vulnerable to environmental impacts and consumers are
less knowledgeable about greenwashing practices, green businesses
can easily deceive these consumers. Therefore, it would be interesting
to test this framework in a cross-country or cross-cultural context to
see the similarities and differences in consumers' perceptions regard-
ing greenwashing. Third, future studies can use different theoretical
frameworks such as the theory of social exchange, the theory of self-
determination and/or the theory of reasoned action for differences
and similarities in the proposed hypotheses. Fourth, the motivation
for sustainable consumption is often referred to as the consumption
of products that do not contain chemicals and are therefore good for
health, society and the environment. In this situation, adding various
variables will give researchers a better understanding of consumers'
sustainable consumption choices. In doing so, factors such as per-
ceived value, product quality and benefits as utilitarian, hedonic, sym-
bolic, environmental and societal can produce useful outcomes for
theoretical development and practice. Finally, this research may have
shortcomings in terms of sample size and respondents' characteristics,
construct operationalization and the choice of method. Future
research could look at conducting studies on large sample sizes, test-
ing the data with respect to the respondents' characteristics, using a

different method of analysis and operationalizing the constructs.

CONFLICT OF INTEREST
The authors have no conflicts of interest to declare. All the co-authors
have seen and agreed with the contents of the manuscript to publish

in this journal.

ORCID

Saleem ur Rahman " https://orcid.org/0000-0002-5348-9781

Bang Nguyen-Viet "2 https://orcid.org/0000-0001-9395-1937

REFERENCES

Akturan, U. (2018). How does greenwashing affect green branding equity
and purchase intention? An empirical research. Marketing Intelligence &
Planning, 36(7), 809-824.

Amin, S., & Tarun, M. T. (2020). Effect of consumption values on cus-
tomers' green purchase intention: a mediating role of green trust.
Social Responsibility Journal, 17(8), 1320-1336.

Bagozzi, R. P., & Vi, Y. (2012). Specification, evaluation, and interpretation
of structural equation models. Journal of the Academy of Marketing Sci-
ence, 40(1), 8-34.

Bailey, A. A,, Mishra, A., & Tiamiyu, M. F. (2016). Green advertising recep-
tivity: An initial scale development process. Journal of Marketing Com-
munications, 22(3), 327-345.

Banerjee, S., Gulas, C. S., & lyer, E. (1995). Shades of Green: A multidimen-
sional analysis of environmental advertising. Journal of Advertising,
24(2), 21-31.

Bashir, S., Khwaja, M. G., Rashid, Y., Turi, J. A., & Waheed, T. (2020). Green
brand benefits and brand outcomes: The mediating role of green brand
image. SAGE Open, 10(3), 2158244020953156.

Bekk, M., Sporrle, M., Hedjasie, R., & Kerschreiter, R. (2015). Greening the
competitive advantage: Antecedents and consequences of green
brand equity. Quality & Quantity, 50(4), 1727-1746.

Bhaduri, G., & Ha-Brookshire, J. E. (2011). Do transparent business prac-
tices pay? Exploration of transparency and consumer purchase inten-
tion. Clothing and Textiles Research Journal, 29(2), 135-149.

QSUDDIT SUOWIO)) dANEAI) d]qeorjdde oy Aq PAUIdAOS oIk SIONIE V() oSN JO SN 10] AIRIqIT dUI[UQ) AS[IAY UO (SUONIPUOD-PUE-SWLID} WO’ K[IM ATeIqIjoul{uo//:sdny) suonipuoy) pue swLo | oy 998 [£207/L0/0] U0 Areiqry autjuQ L3I ‘eseeA JO ANSIOAIUN £q 957€'95q/Z00 1 0 1/10p/wod Kaim A1elqjaurjuo//:sdny woly papeoumod ‘¢ ‘€70T ‘9806601


https://orcid.org/0000-0002-5348-9781
https://orcid.org/0000-0002-5348-9781
https://orcid.org/0000-0001-9395-1937
https://orcid.org/0000-0001-9395-1937

RAHMAN ano NGUYEN-VIET

Bingaman, J., Kipkoech, G., & Crowley, J. P. (2022). Inoculation & green-
washing: Defending against misleading sustainability messaging. Com-
munication Reports, 1-13.

Busser, J. A, & Shulga, L. V. (2019). Involvement in consumer-generated
advertising: Effects of organizational transparency and brand authen-
ticity on loyalty and trust. International Journal of Contemporary Hospi-
tality Management, 31(4), 1763-1784.

Chaouachi, S. G., & Rached, K. S. B. (2012). Perceived deception in adver-
tising: Proposition of a measurement scale. Journal of Marketing
Research & Case Studies, 2012, 1-15.

Chen, Y. S. (2010). The drivers of green brand equity: Green brand image,
green satisfaction, and green trust. Journal of Business Ethics, 93(2),
307-319.

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions:
The roles of green perceived value, green perceived risk, and green
trust. Management Decision, 50(3), 502-520.

Chen, Y. S., & Chang, C. H. (2013). Greenwash and green trust: The media-
tion effects of green consumer confusion and green perceived risk.
Journal of Business Ethics, 114(3), 489-500.

Chen, Y.-S., Huang, A.-F., Wang, T.-Y., & Chen, Y.-R. (2020). Greenwash
and green purchase behaviour: The mediation of green brand image
and green brand loyalty. Total Quality Management & Business Excel-
lence, 31(1-2), 194-209.

Cheung, M. F., & To, W. M. (2021). The effect of consumer perceptions of
the ethics of retailers on purchase behavior and word-of-mouth: The
moderating role of ethical beliefs. Journal of Business Ethics, 171(4),
771-788.

Chun, E., Joung, H., Lim, Y. J., & Ko, E. (2021). Business transparency and
willingness to act environmentally conscious behavior: Applying the
sustainable fashion evaluation system “Higg Index”. Journal of Global
Scholars of Marketing Science, 31(3), 437-452.

Copeland, L., & Bhaduri, G. (2020). Consumer relationship with pro-
environmental apparel brands: Effect of knowledge, scepticism and
brand familiarity. The Journal of Product and Brand Management, 29(1),
1-14.

Cretu, A. E., & Brodie, R. J. (2007). The influence of brand image and com-
pany reputation where manufacturers market to small firms: A cus-
tomer value perspective. Industrial Marketing Management, 36(2),
230-240.

Dangelico, R. M., & Vocalelli, D. (2017). “Green Marketing”: An analysis of
definitions, strategy steps, and tools through a systematic review of
the literature. Journal of Cleaner Production, 165, 1263-1279.

de Freitas Netto, S. V., Sobral, M. F. F., Ribeiro, A. R. B., & da Luz
Soares, G. R. (2020). Concepts and forms of greenwashing: A system-
atic review. Environmental Sciences Europe, 32(1), 1-12.

de Jong, M. D., Huluba, G., & Beldad, A. D. (2020). Different shades of
greenwashing: Consumers' reactions to environmental lies, half-lies,
and organizations taking credit for following legal obligations. Journal
of Business and Technical Communication, 34(1), 38-76.

Delafrooz, N., & Goli, A. (2015). The factors affecting the green brand
equity of electronic products: Green marketing. Cogent Business &
Management, 2(1), 1079351.

Deng, Y.-Y., & Yang, Y.-C. (2022). Exploring the role of green attributes
transparency influencing green customer citizenship behavior. British
Food Journal, 124(5), 1473-1484.

do Paco, A, Shiel, C., & Alves, H. (2019). A new model for testing green
consumer behaviour. Journal of Cleaner Production, 207, 998-1006.

Doney, P., & Cannon, J. P. (1997). An examination of the nature of trust in
buyer-seller relationships. Journal of Marketing, 61(2), 35-51.

Earthisland. (2021). Coca-Cola sued for false advertising over sustainability
claims. https://www.earthisland.org/journal/index.php/articles/entry/
coca-cola-sued-for-false-advertising-over-sustainability-claims/.
Accessed 20 April 2022.

Forbes. (2019). Transparency in business: 5 ways to build trust. https://
www.forbes.com/sites/mikekappel/2019/04/03/transparency-in-

Busi Strat [ ] 2431
a:glrgﬁstmr/?r:%em @ E_WI LEY

business-5-ways-to-build-trust/?sh=ab7299161490.
30 April 2022.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models
with unobservable variables and measurement error. Journal of Mar-
keting Research, 18(1), 39-50.

Gil, M. T., & Jacob, J. (2018). The relationship between green perceived
quality and green purchase intention: A three-path mediation
approach using green satisfaction and green trust. International Journal
of Business Innovation and Research, 15(3), 301-319.

Ginder, W., & Byun, S. E. (2022). To trust or not to trust? The interplay
between labor-related CSR claim type and prior CSR reputation of
apparel retailers. Journal of Retailing and Consumer Services, 65,
102875.

Ha-Brookshire, J. E., & Hodges, N. N. (2009). Socially responsible con-
sumer behavior? Exploring used clothing donation behavior. Clothing
and Textiles Research Journal, 27, 179-196.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate
data analysis: A global perspective (7th ed.). Pearson Education Inc.

Hair, J. F., Hult, G. T. M,, Ringle, C. M., & Sarstedt, M. (2022). A primer on
partial least squares structural equation modeling (PLS-SEM) (3rd ed.).
Sage.

Hameed, I., Hyder, Z., Imran, M., & Shafiq, K. (2021). Greenwash and green
purchase behavior: An environmentally sustainable perspective. Envi-
ronment, Development and Sustainability, 23(9), 13113-13134.

Henseler, J.,, Ringle, C. M., & Sarstedt, M. (2015). A new criterion
for assessing discriminant validity in variance-based structural
equation modeling. Journal of the Academy of Marketing Science, 43(1),
115-135.

Huang, H., Xing, X., He, Y., & Gu, X. (2020). Combating greenwashers in
emerging markets: A game-theoretical exploration of firms, customers
and government regulations. Transportation Research Part E: Logistics
and Transportation Review, 140, 101976.

Hwang, J., & Lyu, S. O. (2020). Relationships among green image, con-
sumer attitudes, desire, and customer citizenship behavior in the air-
line industry. International Journal of Sustainable Transportation, 14(6),
437-447.

International Monetary Fund. (2018). For Vietnam, greener growth can
reduce climate change risks. https://www.imf.org/en/News/Articles/
2018/01/09/NA010918-For-Vietnam-greener-growth-can-reduce-
climate-change-risks. Accessed 20 April 2022.

Jacoby, J. (2002). Stimulus-organism-response reconsidered: An evolu-
tionary step in modeling (consumer) behavior. Journal of Consumer Psy-
chology, 12(1), 51-57.

Johnston, J. (2008). The citizen-consumer hybrid: Ideological tensions and
the case of Whole Foods Market. Theory and Society, 37, 229-270.
Kahraman, A., & Kazancoglu, I. (2019). Understanding consumers' purchase
intentions toward natural-claimed products: A qualitative research in
personal care products. Business Strategy and the Environment, 28(6),

1218-1233.

Kang, J., & Hustvedt, G. (2014). Building trust between consumers and
corporations: The role of consumer perceptions of transparency and
social responsibility. Journal of Business Ethics, 125(2), 253-265.

Kangun, N., Carlson, L., & Grove, S. J. (1991). Environmental advertising
claims: A preliminary investigation. Journal of Public Policy & Marketing,
10(2), 47-58.

Khandelwal, U., Kulshreshtha, K., & Tripathi, V. (2019). Importance of
consumer-based green brand equity: Empirical evidence. Paradigm,
23(4),097189071984442.

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity
assessment approach. International Journal of e-Collaboration, 11(4),
1-10.

Konuk, F. A. (2018). The role of store image, perceived quality, trust and
perceived value in predicting consumers' purchase intentions towards
organic private label food. Journal of Retailing and Consumer Services,
43, 304-310.

Accessed

QSUDDIT SUOWIO)) dANEAI) d]qeorjdde oy Aq PAUIdAOS oIk SIONIE V() oSN JO SN 10] AIRIqIT dUI[UQ) AS[IAY UO (SUONIPUOD-PUE-SWLID} WO’ K[IM ATeIqIjoul{uo//:sdny) suonipuoy) pue swLo | oy 998 [£207/L0/0] U0 Areiqry autjuQ L3I ‘eseeA JO ANSIOAIUN £q 957€'95q/Z00 1 0 1/10p/wod Kaim A1elqjaurjuo//:sdny woly papeoumod ‘¢ ‘€70T ‘9806601


https://www.earthisland.org/journal/index.php/articles/entry/coca-cola-sued-for-false-advertising-over-sustainability-claims/
https://www.earthisland.org/journal/index.php/articles/entry/coca-cola-sued-for-false-advertising-over-sustainability-claims/
https://www.forbes.com/sites/mikekappel/2019/04/03/transparency-in-business-5-ways-to-build-trust/?sh=ab7299161490
https://www.forbes.com/sites/mikekappel/2019/04/03/transparency-in-business-5-ways-to-build-trust/?sh=ab7299161490
https://www.forbes.com/sites/mikekappel/2019/04/03/transparency-in-business-5-ways-to-build-trust/?sh=ab7299161490
https://www.imf.org/en/News/Articles/2018/01/09/NA010918-For-Vietnam-greener-growth-can-reduce-climate-change-risks
https://www.imf.org/en/News/Articles/2018/01/09/NA010918-For-Vietnam-greener-growth-can-reduce-climate-change-risks
https://www.imf.org/en/News/Articles/2018/01/09/NA010918-For-Vietnam-greener-growth-can-reduce-climate-change-risks

RAHMAN ano NGUYEN-VIET

2432 Business Strat
232 | WL EY— B

Konuk, F. A., Rahman, S. U. & Salo, J. (2015). Antecedents of
green behavioral intentions: A cross-country study of Turkey, Finland
and Pakistan. International Journal of Consumer Studies, 39(6),
586-596.

Krause, M. S., Droste, N., & Matzdorf, B. (2021). What makes businesses
commit to nature conservation? Business Strategy and the Environment,
30, 741-755.

Lavuri, R., Jabbour, C. J. C.,, Grebinevych, O., & Roubaud, D. (2022). Green
factors stimulating the purchase intention of innovative luxury organic
beauty products: Implications for sustainable development. Journal of
Environmental Management, 301, 113899.

Lee, Y. H., & Chen, S. L. (2019). Effect of green attributes transparency on
WTA for green cosmetics: Mediating effects of CSR and green brand
concepts. Sustainability, 11(19), 5258.

Leonidou, L. C., Leonidou, C. N., Palihawadana, D., & Hultman, M. (2011).
Evaluating the green advertising practices of international firms: A
trend analysis. International Marketing Review, 28(1), 6-33.

Lin, J., Lobo, A., & Leckie, C. (2017). Green brand benefits and their influ-
ence on brand loyalty. Marketing Intelligence & Planning, 35(3),
425-440.

Lin, J., & Zhou, Z. (2022). The positioning of green brands in enhancing
their image: The mediating roles of green brand innovativeness and
green perceived value. International Journal of Emerging Markets, 17(6),
1404-1424.

Lin, J. C., Zhou, Z., & Leckie, C. (2021). Green brand communication, brand
prominence and self-brand connection. The Journal of Product and
Brand Management, 30(8), 1148-1161.

Mansoor, M., & Paul, J. (2022). Consumers' choice behavior: An interactive
effect of expected eudaimonic well-being and green altruism. Business
Strategy and the Environment, 31(1), 94-109.

Martinez, P. (2015). Customer loyalty: exploring its antecedents from a
green marketing perspective. International Journal of Contemporary
Hospitality Management, 27(5), 896-917.

Mezger, A., Cabanelas, P., Lopez-Miguens, M. J., Cabiddu, F., & Rudiger, K.
(2020). Sustainable development and consumption: The role of trust
for switching towards green energy. Business Strategy and the Environ-
ment, 29(8), 3598-3610.

Nagar, K. (2015). Modeling the effects of green advertising on brand
image: Investigating the moderating effects of product involvement
using structural equation. Journal of Global Marketing, 28(3-5),
152-171.

Nekmahmud, M., & Fekete-Farkas, M. (2020). Why not green marketing?
Determinates of consumers' intention to green purchase decision in a
new developing nation. Sustainability, 12, 7880.

Ng, M., Law, M., & Zhang, S. (2018). Predicting purchase intention of elec-
tric vehicles in Hong Kong. Australasian Marketing Journal, 26(3),
272-280.

Nguyen, T. P., & Dekhili, S. (2019). Sustainable development in Vietnam:
An examination of consumers' perceptions of green products. Business
Strategy & Development, 2(2), 127-136.

Nguyen, T. T. H,, Yang, Z., Nguyen, N., Johnson, L. W., & Cao, T. K. (2019).
Greenwash and green purchase intention: The mediating role of green
scepticism. Sustainability, 11(9), 2653.

Nguyen Viet, B., & Nguyen Anh, T. (2021). The role of selected marketing
mix elements in consumer based brand equity creation: milk industry
in Vietnam. Journal of Food Products Marketing, 27(2), 72-88.

Nguyen-Viet, B. (2022). Understanding the influence of eco-label,
and green advertising on green purchase intention: The mediating role
of green brand equity. Journal of Food Products Marketing, 28(2),
87-103.

Papadopoulou, M., Papasolomou, I., & Thrassou, A. (2021). Exploring the
level of sustainability awareness among consumers within the fast-
fashion clothing industry: A dual business and consumer perspective.
Competitiveness Review: An International Business Journal, 32(3),
350-375.

Plant with Purpose. (2021). Greenwashing: Avoid falling prey to deception
while trying to do good. https://plantwithpurpose.org/greenwashing-
avoid-falling-prey-to-deception-while-trying-to-do-good/.  Accessed
20 May 2022.

Podsakoff, N. P. (2003). Common method biases in behavioral research: A
critical review of the literature and recommended remedies. Journal of
Applied Psychology, 885(879), 10-1037.

Rahman, I, Park, J, & Chi, C. G. Q. (2015). Consequences of
“greenwashing™: Consumers' reactions to hotels' green initiatives.
International Journal of Contemporary Hospitality Management, 27(6),
1054-1081.

Rausch, T. M., & Kopplin, C. S. (2021). Bridge the gap: Consumers' pur-
chase intention and behavior regarding sustainable clothing. Journal of
Cleaner Production, 278, 123882.

Roman, S. (2007). The ethics of online retailing: A scale development and
validation from the consumers' perspective. Journal of Business Ethics,
72(2), 131-148.

Roman, S., & Cuestas, P. J. (2008). The perceptions of consumers regarding
online retailers' ethics and their relationship with consumers' general
internet expertise and word of mouth: A preliminary analysis. Journal
of Business Ethics, 83(4), 641-656.

Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Corporate socially responsi-
ble initiatives and their effects on consumption of green products.
Journal of Business Ethics, 135(2), 253-264.

Roy, V., Vijay, S., & Srivastava, A. (2022). The distinctive agenda of service
failure recovery in e-tailing: Criticality of logistical/non-logistical ser-
vice failure typologies and e-tailing ethics. Journal of Retailing and Con-
sumer Services, 64, 102837.

Schmuck, D., Matthes, J., & Naderer, B. (2018). Misleading consumers with
green advertising? An affect-reason-involvement account of green-
washing effects in environmental advertising. Journal of Advertising,
47(2), 127-145.

Seelig, M. I. (2022). Is it possible to create a favorable impression of green-
ness on skin care websites? Journal of Marketing Communications,
1-21.

Sheth, J. N., & Parvatiyar, A. (2021). Sustainable marketing: Market-driving,
not market-driven. Journal of Macromarketing, 41(1), 150-165.

Shultz, C., Hoek, J., Lee, L., Leong, W. Y, Srinivasan, R., Viswanathan, M., &
Wertenbroch, K. (2022). JPP&M's Global Perspective and Impact: An
agenda for research on marketing and public policy. Journal of Public
Policy & Marketing, 41(1), 34-50.

Suki, N. M. (2016). Green product purchase intention: impact of green
brands, attitude, and knowledge. British Food Journal, 118(12), 2893-
2910.

Suki, N. M., & Suki, N. M. (2019). Examination of peer influence as a
moderator and predictor in explaining green purchase behaviour in a
developing country. Journal of Cleaner Production, 228, 833-844.

Sultan, P., Wong, H. Y., & Azam, M. S. (2021). How perceived communica-
tion source and food value stimulate purchase intention of organic
food: An examination of the stimulus-organism-response (SOR) model.
Journal of Cleaner Production, 312, 127807.

Sun, Y., Luo, B., Wang, S., & Fang, W. (2020). What you see is meaningful:
Does green advertising change the intentions of consumers to pur-
chase eco-labeled products? Business Strategy and the Environment,
30(1), 694-704.

Szabo, S., & Webster, J. (2021). Perceived greenwashing: The effects of
green marketing on environmental and product perceptions. Journal of
Business Ethics, 171(4), 719-739.

Tarabieh, S. M. Z. A. (2021). The impact of greenwash practices over green
purchase intention: The mediating effects of green confusion, Green
perceived risk, and green trust. Management Science Letters, 11(2),
451-464.

TerraChoice. (2010). The sins of greenwashing: Home and family edition.
http://sinsofgreenwashing.org/findings/the-seven-sins/. Accessed
14 April 2022.

QSUDDIT SUOWIO)) dANEAI) d]qeorjdde oy Aq PAUIdAOS oIk SIONIE V() oSN JO SN 10] AIRIqIT dUI[UQ) AS[IAY UO (SUONIPUOD-PUE-SWLID} WO’ K[IM ATeIqIjoul{uo//:sdny) suonipuoy) pue swLo | oy 998 [£207/L0/0] U0 Areiqry autjuQ L3I ‘eseeA JO ANSIOAIUN £q 957€'95q/Z00 1 0 1/10p/wod Kaim A1elqjaurjuo//:sdny woly papeoumod ‘¢ ‘€70T ‘9806601


https://plantwithpurpose.org/greenwashing-avoid-falling-prey-to-deception-while-trying-to-do-good/
https://plantwithpurpose.org/greenwashing-avoid-falling-prey-to-deception-while-trying-to-do-good/
http://sinsofgreenwashing.org/findings/the-seven-sins/

RAHMAN ano NGUYEN-VIET

Business Strategy

Testa, F., Miroshnychenko, ., Barontini, R., & Frey, M. (2018). Does it pay
to be a greenwasher or a brownwasher? Business Strategy and the Envi-
ronment, 27(7), 1104-1116.

Tewari, A., Mathur, S., Srivastava, S., & Gangwar, D. (2022). Examining the
role of receptivity to green communication, altruism and openness to
change on young consumers' intention to purchase green apparel: A
multi-analytical approach. Journal of Retailing and Consumer Services,
66, 102938.

The Conservation. (2021). Climate change in Vietnam: impacts
and adaptation.  https://theconversation.com/climate-change-in-
vietnam-impacts-and-adaptation173462#:~:text=These%20impacts%
200n%20some%20key,increase%20in%20global%20average%20
temperature. Accessed 14 April 2022.

Thegersen, J. (2021). Consumer behavior and climate change: Consumers
need considerable assistance. Current Opinion in Behavioral Sciences,
42,9-14.

Topal, I., Nart, S., Akar, C., & Erkollar, A. (2020). The effect of greenwash-
ing on online consumer engagement: A comparative study in France,
Germany, Turkey, and the United Kingdom. Business Strategy and the
Environment, 29(2), 465-480.

Tyupa, S. (2011). A theoretical framework for back-translation as a quality
assessment tool. New Voices in Translation Studies, 7(1), 35-46.

Viera, J. S., Marques, M. R, Nazareth, M. C,, Jimenez, P. C., & Castro, i.B.
(2020). On replacing single-use plastic with so-called biodegradable
ones: The case with straws. Environmental Science & Policy, 106,
177-181.

Vuong, Q. H., La, V. P, Nguyen, H. K. T, Ho, M. T, Vuong, T. T., &
Ho, M. T. (2021). Identifying the moral-practical gaps in corporate
social responsibility missions of Vietnamese firms: An event-based
analysis of sustainability feasibility. Corporate Social Responsibility and
Environmental Management, 28(1), 30-41.

Wang, A. (2011). The effects of firms' advertising disclosures as a reflec-
tion of CSR practices on consumer responses. Social Responsibility
Journal., 7(4), 592-603.

s B 2433
and the Environment @ E_WI LEYJ_

Wang, D., Walker, T., & Barabanov, S. (2020). A psychological approach to
regaining consumer trust after greenwashing: The case of Chinese
green consumers. Journal of Consumer Marketing, 37(6), 593-603.

Wasaya, A., Saleem, M. A., Ahmad, J., Nazam, M., Khan, M., & Ishfag, M.
(2021). Impact of green trust and green perceived quality on green
purchase intentions: A moderation study. Environment, Development
and Sustainability, 23(9), 13418-13435.

White, K., Habib, R., & Hardisty, D. J. (2019). How to SHIFT consumer
behaviors to be more sustainable: A literature review and guiding
framework. Journal of Marketing, 83(3), 22-49.

Wiedmann, T., Lenzen, M., KeyRer, L. T., & Steinberger, J. K. (2020). Scien-
tists' warning on affluence. Nature Communications, 11(1), 1-10.

Yang, Z., Nguyen, T. T. H., Nguyen, H. N, Nguyen, T. T. N,, & Cao, T. T.
(2020). Greenwashing behaviours: Causes, taxonomy and conse-
quences based on a systematic literature review. Journal of Business
Economics and Management, 21(5), 1486-1507.

Yoon, H. J,, & Kim, Y. J. (2016). Understanding green advertising attitude
and behavioral intention: An application of the health belief model.
Journal of Promotion Management, 22(1), 49-70.

Zhuang, W., Luo, X., & Riaz, M. U. (2021). On the factors influencing green
purchase intention: A meta-analysis approach. Frontiers in Psychology,
12,1074.

How to cite this article: Rahman, S. u., & Nguyen-Viet, B.
(2023). Towards sustainable development: Coupling green
marketing strategies and consumer perceptions in addressing
greenwashing. Business Strategy and the Environment, 32(4),
2420-2433. https://doi.org/10.1002/bse.3256

9SUDDIT SUOWIIO)) AN d]qeorjdde oy Aq PAUIdAOS a1k SI]ONIE V() oSN JO SN 10] AIRIqIT duIju() AS[IA\ UO (SUONIPUOD-PUE-SWULID} WO’ A[IM ATeIqIjouljuo//:sdny) suonipuo)) pue swLo | o) 998 [£207/L0/40] U0 Areiqry autjuQ L[ ‘eseeA JO ANSIOAIUN £q 957€795G/Z00 1 0 1/10p/wod Kaim A1eiqijoutjuo//:sdny woy papeojumod ‘& ‘€70T ‘9£806601


https://theconversation.com/climate-change-in-vietnam-impacts-and-adaptation173462#:%7E:text=These%20impacts%20on%20some%20key,increase%20in%20global%20average%20temperature
https://theconversation.com/climate-change-in-vietnam-impacts-and-adaptation173462#:%7E:text=These%20impacts%20on%20some%20key,increase%20in%20global%20average%20temperature
https://theconversation.com/climate-change-in-vietnam-impacts-and-adaptation173462#:%7E:text=These%20impacts%20on%20some%20key,increase%20in%20global%20average%20temperature
https://theconversation.com/climate-change-in-vietnam-impacts-and-adaptation173462#:%7E:text=These%20impacts%20on%20some%20key,increase%20in%20global%20average%20temperature
https://theconversation.com/climate-change-in-vietnam-impacts-and-adaptation173462#:%7E:text=These%20impacts%20on%20some%20key,increase%20in%20global%20average%20temperature
https://doi.org/10.1002/bse.3256

	Towards sustainable development: Coupling green marketing strategies and consumer perceptions in addressing greenwashing
	1  INTRODUCTION AND BACKGROUND
	2  LITERATURE REVIEW
	2.1  Theoretical framework

	3  DEVELOPMENT OF THE HYPOTHESES
	3.1  Green advertising receptivity and green brand trust
	3.2  Green advertising receptivity, non-deception and green brand trust relationship
	3.3  Green brand image and green brand trust
	3.4  Green brand image, transparency and green brand trust relationship
	3.5  Green brand trust and purchase intention
	3.6  Mediating role of green brand trust
	3.7  Research context

	4  METHODOLOGY
	4.1  Sample and data collection procedure
	4.2  Measures
	4.3  Statistical technique

	5  RESULTS
	5.1  Demographic information
	5.2  SEM analysis
	5.2.1  Measurement model evaluation
	5.2.2  Structural model evaluation and hypotheses result


	6  DISCUSSION AND CONCLUSION
	6.1  Theoretical implications
	6.2  Practical implications
	6.3  Limitations and future recommendations

	CONFLICT OF INTEREST
	REFERENCES


