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Purpose: The aim of the article is to show the negative impact of greenwashing on the
company's reputation and to propose ways of using CSR and green marketing tools to reduce
green reputation risk.

Design/methodology/approach: The article attempts to answer the question: How to use CSR
and green marketing tools so that they are not perceived as greenwashing and do not generate
green reputation risk? The following methods were used: literature review, deductive inference
based on the analysis of the following concepts: CSR and sustainable development, stakeholder
theory, corporate reputation management, stakeholder engagement and social innovation.
Findings: The most frequently postulated method of limiting greenwashing is the legal
regulation of CSR, but due to its weaknesses, it is proposed to develop cooperation with
stakeholders in order to jointly create green strategies and social innovations.

Practical implications: The methods and directions of activities limiting the negative effects
of greenwashing in the context of reducing green reputation risk and improving the reputation
management process were indicated.

Originality/value: The article contributes to the development of reputation management theory
by drawing attention to another source of reputational risk, the so-called green risk, such as
greenwashing, with an indication of how to reduce or avoid it.
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1. Introduction

The last few decades have been characterized by a dynamic development of the concept and
practical CSR activities in the context of implementation of the principles of sustainable
development. The so-called green marketing or sustainable marketing have been used as a CSR
tool to build a green image and green reputation of a company (Bashir et al., 2016; Ko et al.,
2013; Yousaf et al., 2021). The popularization of these concepts and ideas is related to the

growing environmental awareness of societies and the growing pressure of many stakeholder
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groups expecting greater social responsibility from enterprises (Groza et al., 2011; Fontainha
et al. 2017). This is especially true for consumers, who are becoming more and more sensitive
to environmental and other social issues. Pro-ecological consumers are willing to pay higher
prices for environmentally friendly products and products manufactured by companies with
high social commitment (Grimmer and Bingham, 2014; Guo et al., 2014; Kumar & Ghode,
2015). In many studies, the authors show a positive impact of the use of CSR and green
marketing elements on the image of a product or brand, image and reputation of a company,
the level of trust and loyalty of customers (Ko et al., 2013; Wu & Lin, 2016; Bati, 2016;
Widyastuti et al., 2019). Many authors also suggest that corporate social involvement and the
use of green marketing lead to competitive advantage and better financial results (Kiran, 2012;
Flammer, 2015; Leonidou et al., 2017; Moravcikova et al., 2017). Therefore, enterprises more
and more often implement CSR programs and use green marketing instruments in their business
strategies.

The activities of companies in this area, mainly aimed at building a green image and
reputation of the company as a socially responsible organization, sometimes lead to certain
abuses, manipulations and unethical practices referred to as greenwashing (Delmas & Burbano,
2011). Generally speaking, greenwashing activities consist in providing the public with
manipulated, partially or completely false information about the company's use of various
environmentally and socially friendly activities (e.g. production of non-toxic products, use of
green technologies, waste disposal, etc.). Consequently, greenwashing is often referred to as
the dark side of CSR (Aggarwal & Kadyan, 2014). Disclosing these fairly common practices
over many years has a negative effect on companies, especially when it comes to their
reputation.

The aim of the article is to identify the negative effects of greenwashing in the context of
building and protecting the company's reputation. The implementation of this goal requires
answers to the following research questions:

1) What is the origin and forms of greenwashing?

2) What are the reasons for using greenwashing by companies?

3) What are the effects of greenwashing in terms of its impact on the company's reputation?

4) How to use CSR and green marketing tools so that they do not have the appearance of

greenwashing and do not generate green reputation risk?

The following research methods were used: literature review and deductive inference based
on the analysis of the following concepts: CSR and sustainable development, stakeholder
theory, corporate reputation management, stakeholder engagement and social innovation.

The structure of the article was subordinated to the main goal, which is composed of the
following sections. Section 2 describes the genesis and types of greenwashing. Section 3
discusses the impact of greenwashing on a company's reputation. Section 4 identifies options
and ways to reduce greenwashing to protect company’s reputation from green risk. Section 5

presents a summary and conclusions.
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2. Genesis and types of greenwashing

The term "greenwashing" was coined by popular environmentalist and New York Times
journalist Jay Westerveld, who in his 1986 publication described a practice in the hotel industry
that was advertised as part of an environmental strategy. Namely, the re-use of towels by hotel
guests was promoted, which would reduce the excessive consumption of water, while in fact
the aim was to reduce the cost of washing (Orange & Cohen, 2010).

There is no single definition of greenwashing, as it is a very complex phenomenon (Lyon
& Montgomery, 2015). De Freitas Netto et al. (2020), based on a review of various approaches
and definitions, indicated two approaches to greenwashing: (1) greenwashing as selective
disclosure and (2) greenwashing as decoupling. Table 1 shows examples of definitions of the
approaches highlighted.

Table 1.
Examples of grenwashing definitions according to two different approaches
Highlighted approaches Examples of definitions
(1) Greenwashing as selective o “the act of misleading consumers regarding the environmental
disclosure practices of a company or the environmental performance and
positive communication about environmental performance”
(TerraChoice)

o “the act of disseminating disinformation to consumers regarding the
environmental practices of a company or the environmental benefits
of a product or service” (Baum)

e “poor environmental performance and positive communication about
environmental performance” (Delmas and Burbano)

e “communication that misleads people regarding environmental
performance/benefits by disclosing negative information and
disseminating positive information about an organization, service,
or product” (Tateishi)

(2) Greenwashing as decoupling e symbolic actions, “which tend to deflect attention to minor issues or
lead to create ‘green talk’ through statements aimed at satisfying
stakeholder requirements in terms of sustainability but without any
concrete action” (Siano et al.)

o the gap between “symbolic” and “substantive” corporate social
actions (CSA); companies that have a negative CSR performance
and at the same time apply a positive communication about their
CSR performance (Walker and Wan)

o essentially decoupling behaviours that are symbolic environmental
protection behaviours with no environmental protection behaviour or
failure to fulfil environmental protection commitments, to alleviate
the external public pressures and uncertainties and to avoid the
conflict with external constituents (Guo et al.)

Source: Own work based on: de Freitas et al., 2020.

Greenwashing can take many forms and types of activities. It can be used by companies
that do not conduct any CSR activities at all, as well as by companies implementing specific
social projects. Therefore, Dewatripont and Tirole (2005) distinguished two forms of

greenwashing:
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hard greenwashing, when the company only uses environmental communication or
green advertising, in fact not using any CSR activities,

light greenwashing, when the company focuses more on advertising its green activities,
reducing actual CSR efforts.

Torelli et al. (2020), based on the analysis of the legitimacy theory and signalling theory,

distinguished the following four levels of greenwashing:

Corporate-level greenwashing — misleading communication regarding the company's
image and reputation (i.e., the company name and logo, vision, standard adherence, and
corporate certification).

Strategic level greenwashing — manipulated information on the goals of the future
strategy, pro-ecological production technology, etc.

Dark level greenwashing — communication aimed at concealing illegal activities
(corruption, money laundering, etc.).

Product level greenwashing — providing false information about the characteristics of

the product (labels, packaging, certificates, etc.).

The distinguished levels of greenwashing are characterized by different goals and methods

of communication regarding the environment. They also face different perceptions and

reactions of individual groups of stakeholders.

Based on corporate practices and activities, Terrachoice, North American environmental

marketing consultancy, identified seven greenwashing sins in a 2009 report (TerraChoice
Environmental Marketing, 2009; Baum, 2012):

1)

2)

3)

4)

S)

Sin of hidden trade-off — presenting only a few selected features of a product in order to
distract consumers from other features that have a negative impact on the environment
(e.g., a paper producer may indicate the use of waste paper in its production, while
greenhouse gas emissions or chlorine bleaching in the process may be more important
issues that are harmful to the environment).

Sin of no proof — providing information that cannot be verified with readily available
evidence (most often it concerns giving percentage data without referring to a specific
source).

Sin of vagueness — using misleading words such as "green", "natural", "organic",
"environmentally friendly", etc.

Sin of irrelevance — pointing to the ecological aspects of the offer that are either of little
importance to the environment or are indicated under regulatory pressure.

Sin of lesser of two evils — emphasizing a true positive feature of a product, disregarding
the overall negative impact of the product on the environment (e.g. ecological cigarettes,

fuel-efficient cars).
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6) Sin of fibbing — providing false information about the ecological nature of a product
(most often it concerns giving false information that the products are certified or
registered as organic).

7) Sin of worshipping false labels — using labels that suggest that a product has ecological
certificates which the product has not actually obtained.

Greenwashing practices have become so common that greenwashing incidents are noted
even among companies with significant, genuine commitment to pro-social activities.
Aggarwal and Kadyan (2014) conducted an analysis of green marketing activities
(i.e. advertising, websites, sustainable development reports) of selected companies from four
sectors: automotive, electronics, food and beverages, and personal care. The surveyed
companies include: GM, Toyota, Phillips, Dell, Coca Cola Company, Mc Donald's Corporation,
Johnson & Johnson, Procter & Gamble Company. The obtained results showed that even
companies with a high overall CSR index used some form of greenwashing. This is where the
question arises: why even well-known and reputable companies commit the "sin" of
greenwashing?

The motives of greenwashing by enterprises are explained on the basis of several theories:
institutional theory, legitimization theory and signalling theory. Walker and Wan (2012) point
to two main motives: (1) to obtain legitimacy, according to institutional and legitimacy theory,
and (2) to communicate the company's pro-ecological values as a signal to stakeholders,
according to the signalling theory. In the first case, enterprises want to gain acceptance and
legitimation from various stakeholder groups for whom social commitment and green
technologies are of particular importance (Cormier & Magnan, 2015). In the second case,
it is about public relations aimed at creating the desired green image and green reputation.

Testa et al. (2018) draw attention to the possibility of pressure from some stakeholders on
the undertaking of greenwashing by the company. They examined the impact of the pressure of
various stakeholder groups on the implementation of environmental practices defined in
international norms and quality standards (e.g. ISO 14001). The obtained results showed that
the pressure of some stakeholders can induce real integration of proactive environmental
practices (e.g. suppliers and shareholders), while other stakeholder groups can encourage their

symbolic adoption, that is greenwashing (e.g. customers and industry associations).

3. The impact of greenwashing on the company's reputation —
another source of reputation risk

Reputation for many years has been considered by both theoreticians and practitioners of
management as one of the most valuable resources of the company. A positive reputation is

a source of long-term competitive advantage, it generates better economic and financial results
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and builds the company's market value (Flatt & Kowalczyk, 2008; Brenn & Brenn, 2015;
Schwaiger & Rathel, 2014; Vig et al., 2017; Esenyel, 2020). The growing importance and
popularization of CSR has a large impact on building a positive reputation (Fombrun, 2005;
Melo & Garrido-Morgado, 2012; Famiyeh et al., 2016; Sontaité-Petkevitiene, 2015; Aksak
et al., 2016). Social activity is also important when it comes to protecting reputation and its
recovery after a crisis (Minor & Morgan, 2011; Kim & Woo, 2019). Emphasizing the close
relationship between the CSR concept and the reputation concept, Hillebrand and Money
(2007) conclude that these are two concepts, but also two sides of the same coin. Recently,
a new category of corporate environmental reputation has even appeared in the literature
(Martin-de Castro et al., 2019).

Reputation is based on such fundamental values as honesty and credibility, which build
stakeholder trust (Fombrun & van Riel, 1997). Therefore, any fraud, manipulation or unethical
behaviour undertaken as part of greenwashing affects the deterioration or even loss of
reputation. A spectacular example is the recent Volkswagen Dieselgate scandal (Siano et al.,
2017).

Authors of many studies show the negative impact of greenwashing on the company's
reputation (Nyilasy et al., 2014; Lim et al., 2013; de Jong et al., 2018). De Jong et al. (2019)
additionally prove that negative effects occur not only in the case of full behavioural-claim
greenwashing (telling lies), but also in the less severe and less obvious case of partial
behavioural-claim greenwashing (telling half-lies).

Greenwashing has many negative consequences for a company in terms of its image and
reputation. First of all, it has a negative impact on the opinions, attitudes and behaviour of one
of the key stakeholder groups - consumers, namely:

e deteriorates opinions and attitudes towards the brand (Parguel et al., 2011; Nyilasy

etal., 2014),

e generates unfavourable "word of mouth" (Chen et al., 2014; Zhang et al., 2018),

e reduces the level of loyalty to the company and the brand (More, 2019),

e weakens purchasing intentions (Akturan, 2018; Aji & Sutikno, 2015; Nguyen et al.,

2019; Zhang et al., 2018),

e reduces trust in the company (Chen & Chang, 2013).

Seele and Gatti (2017) note that scepticism and distrust of stakeholders also occur when the
company's message about pro-social activities is true, and the suspicions or even accusations of
greenwashing are false. The negative effects of greenwashing are also negatively reflected in
the financial results of enterprises (Walker & Wan, 2012; Du, 2015). As a result, companies are
losing incentive to take green action and report it for fear of being accused of "green"
manipulation and exposure to green reputational risk. In this way, greenwashing ultimately

harms not only consumers and businesses but also the environment itself (Furlow, 2010).
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As you can see, the use of greenwashing practices has negative consequences when it comes
to the attitudes, behaviours and decisions of many stakeholder groups, including one of the key
reputation groups — consumers. Greenwashing leads to feelings of suspicion and growing
scepticism about all information about the company's environmental activities (Rahman et al.,
2015; Aji & Sutikno, 2015). The research of the SW Research and Opinion Research Agency
— EKOBAROMETER carried out in 2020 shows that every third Polish consumer does not
believe in the sincerity of ecological advertising (EKOBAROMETER - Critical towards
ecomarketing, but not necessarily towards ecology, 2020). This means that consumers are
critical of eco-marketing, but not necessarily of ecology itself. All this leads to a decline in trust
in the company and the dissemination of unfavourable opinions to other stakeholder groups
(Szabo & Webster, 202; Chen et al., 2014). In this way, greenwashing, and so in a sense also
CSR, becomes another source of reputational risk, the so-called reputational green risk (Chen
& Chang, 2013; Coombs & Holladay, 2015; Tarabieh, 2021).

It is worth noting that recently the literature has drawn attention not only to greenwashing
as a deliberate abuse of CSR for the purpose of building an ad hoc green image, but to an overly
superficial and short-sighted approach and use of CSR. The authors suggest that enterprises
practice CSR as a public relations strategy, cover-up, or marketing strategy aimed at
maintaining and improving competitiveness in the industry (Katono, 2021; Newman et al.,
2020). Companies focus more on promoting and advertising their CSR activities, rather than
on the activities themselves, which in fact are not that many (Jozef et al., 2019).

The possibility of a reputational green risk, i.e. of being suspected of greenwashing, presents
companies with the dilemma of whether to communicate their CSR activities at all and how to
do so. The importance of this problem is well illustrated by the results of the experiments carried
out by Vries et al. (2015). The experiments concerned the reaction of stakeholders to the given
motives for environmental investments of the surveyed companies in the energy sector. It was
found that respondents were more likely to suspect the company of greenwashing when it
quoted greenwashing motives for its investments, while these suspicions were lower when it
quoted economic motives.

To sum up, greenwashing may bring short-term, superficial benefits in the form of creating
a green image of the company, but in the long run it has negative effects, breeds scepticism of
stakeholders and generates green reputation risk.

4. Possibilities and ways of limiting greenwashing in order to protect the
company's reputation

Most researchers believe that the main reason for the generation and diffusion of

greenwashing is the lack of regulations on CSR and treating it as a voluntary practice (Alves,
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2009; Gatti et al., 2019a). Therefore, many authors suggest that an effective method of
controlling and limiting greenwashing practices are legal regulations at the general economic
level (Feinstein, 2013; Huang & Chen, 2015) or at least at industry level (Smith & Font, 2014).
The role of governments in the process of making these regulations is debatable (Dentchev
et al., 2015), but in many countries governments take such initiatives, triggering a lively
discussion about whether CSR should be exclusively voluntary (Gatti et al., 2019b; Wang
et al., 2019). Markham et al. (2014) postulate the need for governments and other stakeholder
groups (environmental organizations, consumer associations, public benefit institutions, etc.)
to work together to create a regulatory framework that would give a stronger mandate to
monitor and control the integrity of sustainable business practices in enterprises. Gatti et al.
(2019a) suggest that greenwashing could be prevented more effectively by combining voluntary
and mandatory aspects of CSR in such a way as to promote creative and effective CSR
initiatives while setting boundaries and rules for their implementation and communication.

The method of limiting greenwashing through legal regulations is being criticized as it does
not seem to be effective. Lee et al. (2018), analysing this problem from the economic side,
found that even if greenwashing is legally regulated, companies will not necessarily act pro-
ecologically if they find that the additional cost of CSR is too high. On the other hand, the lack
of regulation may encourage companies to take genuinely green actions to meet the
expectations of key stakeholders.

An important role in reducing greenwashing may be played by changing the method of CSR
reporting. So far, there are no unified standards in this regard. The information that companies
place there is often too general, not very specific and, most importantly, difficult to verify,
and therefore not very reliable (Nawrocki & Szwajca, 2016). Uyar et al. (2020), based on
research in the logistics sector, found that if the information contained in the reports reflects the
actual implementation of pro-social and environmental activities, it is received very positively
by shareholders and other stakeholder groups.

It seems, however, that even the best regulations and their strict enforcement will not replace
the real good will of enterprises to undertake CSR activity and provide reliable information.
De Jong et al. (2019) conclude that only genuinely ecological activities of a company will have
the desired positive reputation impact. The problem is how to communicate these activities to
convince stakeholders of this integrity and gain their trust.

The direction of solving this problem postulated in the article is the development of
cooperation with stakeholders in the development of environmental and pro-social projects.
Research on the involvement of stakeholders in various initiatives and activities of the company
has been going on for many years, along with the development of the stakeholder theory
(Sinclair, 2011; Peterson, 2013). Abuzeinab and Arif (2014), based on research conducted in
the British construction sector, have shown that stakeholder engagement can dynamize the
processes of creating innovative, green offers and the implementation of green business models.

According to Mathur et al. (2008) stakeholder engagement is an opportunity for social learning
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when stakeholders learn about each other's values, seek common values, and together they can
create and implement joint initiatives. It is an important factor determining sustainable
development. Vollero et al. (2016) propose a change in the strategic approach to CSR and its
communication towards stakeholder involvement in these processes.

The concept of stakeholder engagement refers to the concept of the so-called social
innovation, developed on the basis of such theories and concepts as: K. Davis' theory of social
consent, Creating Shared Value (CSV), Hybrid Value Chain (HVC), Corporate Social
Innovation (CSI) or CSR 2.0 (Szwajca, 2017). Social innovations concern the development and
implementation of innovative products, services, and business models that are to serve the needs
of society and environment. Various actors and stakeholder groups can participate in the
creation of social innovations: citizens, enterprises, non-profit organizations, local
communities, public institutions, etc. (Herrera, 2015; Osburg & Schmidpeter, 2013). Engaging
stakeholders in the implementation of pro-social or pro-ecological (green) projects makes them
feel not only their co-creators and beneficiaries, but also entities co-responsible for the entire
creative process. It seems that participation in these activities is one of the most convincing

evidence of the company's implementation of CSR activities.

5. Conclusions

Popularization of the idea of CSR in the context of striving for sustainable development has
led to the widespread implementation of various pro-social and pro-ecological activities by
enterprises. One of the tools used as part of CSR is green marketing, primarily advertising.
Enterprises determined by striving to be perceived as a socially responsible, environmentally
friendly organization begin to abuse green themes in their messages and communication.
This leads to not very "clean", ethically questionable practices known as greenwashing.
Greenwashing, known as the dark side of CSR, is the dissemination of incomplete, manipulated
or completely untrue information to the public about the company's social and environmental
activities in order to gain stakeholder favour and build a positive, green image and reputation.

Greenwashing practices have been used since the 1980s. They can take various forms and
nature and can be applied at the level of strategy of the whole company as well as at the
operational level as specific marketing activities. Disclosure of greenwashing has a very
negative impact on the company's reputation, generating the so-called green reputation risk.
In order to limit greenwashing, it is suggested to legally regulate CSR, to enable its control and
to improve transparency. However, according to many authors, this solution is debatable and
not necessarily effective. The article proposes to develop cooperation with stakeholders and
involve them in joint pro-ecological or pro-social initiatives. Research shows that stakeholder

engagement can lead to the development of innovative green technologies or products, and even
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the creation of green business models. The proposed solution refers to the concept of social
innovations that arise as a result of cooperation between various groups of stakeholders.
Participation in the creation and implementation of CSR activities is the best evidence for
convincing stakeholders that these activities are real, not fake.
Considerations and conclusions presented in the article:
e contribute to the development of the theory of reputation management in the context of
the company's pursuit of the principles of sustainable development,
¢ in the management aspect, they indicate how to improve the effectiveness of reputation
management in the context of CSR by avoiding greenwashing practices,
e on social grounds, they suggest the need to limit greenwashing practices due to their
negative impact on the motivation of enterprises to undertake social initiatives.
The limitation of the analyses carried out in the article is the lack of empirical research on
stakeholder reactions to various forms of greenwashing in the context of reputation protection.
The article may constitute the theoretical basis for conducting such research in various cross-

sections, e.g. by industry, territory or by stakeholder groups.

References

1. Abuzeinab, A., Arif, M. (2014). Stakeholder engagement: A green business model
indicator. Procedia Economics and Finance, 18, pp. 505-512.

2. Aggarwal, P., Kadyan, A. (2014). Green Washing: The Darker Side of CSR. International
Journal of Innovative Research and Practices, 2, 5, pp. 22-35.

3. Aji, HM., Sutikno, B. (2015). The extended consequence of greenwashing: Perceived
consumer skepticism. International Journal of Business and Information, 10, 4, pp. 433-
468.

4. Aksak, E.O., Ferguson, M.A. & Duman, S.A. (2016). Corporate social responsibility and
CSR fit as predictors of corporate reputation: A global perspective. Public Relations
Review, 42, 1, pp. 79-81. https://doi.org/10.1016/j.pubrev.2015.11.004.

5. Akturan, U. (2018). How does greenwashing affect green branding equity and purchase
intention? An empirical research. Marketing Intelligence & Planning, 36, 7, pp. 809-824.
https://doi.org/10.1108/MIP-12-2017-0339.

6. Alves, LM. (2009). Green spin everywhere: How greenwashing reveals the limits of the
CSR paradigm. Journal of Global Change and Governance, 2, 1, pp. 1941-8760.

7. Bashir, M., Yousaf, A., Wani, A.A. (2016). Green Marketing & CSR: A Proactive &
Innovative Tool to Gain Competitive Excellence. Journal of Supply Chain Management
Systems, 5, 2, pp. 1-11. doi: 10.21863/jscms/2016.5.2.026.


about:blank
about:blank

Different faces of CSR: Greenwashing and its influence... 317

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

Bati, U. (2016). Green Marketing Activities to Support Corporate Reputation on a Sample
from Turkey. International Journal of Marketing Studies, 8, 3, pp. 189-201.

Baum, L. (2012). It’s Not Easy Being Green ... Or Is It? A content analysis of
environmental claims in magazine advertisements from the United States and United
Kingdom. Environmental Communication A Journal of Nature and Culture, 6, 4, pp. 423-
440. doi: 10.1080/17524032.2012.724022.

Brenn, C., Brenn, P.S. (2015). A systems approach to understanding how reputation
contributes to competitive advantage. Corporate Reputation Review, 18, 2, pp. 69-86.
https://doi.org/10.1057/crr.2015.5.

Brunton, M., Eweje, G., Taskin, N. (2017). Communicating Corporate Social
Responsibility to Internal Stakeholders: Walking the Walk or Just Talking the Talk?
Business Strategy and the Environment, 26, 1, pp. 31-48.

Chen, Y., Lin, C., Chang, C. (2014). The influence of greenwash on green word-of-mouth
(green WOM): The mediation effects of green perceived quality and green satisfaction.
Quality and Quantity, 48, pp. 2411-2425.

Chen, Y.-S., Chang, C. (2013). Greenwash and green trust: the mediation effects of green
consumer confusion and green perceived risk. Journal of Business Ethics, 114, 3, pp. 489-
500.

Cho, C.H., Phillips, J.R., Hageman, A.M., Patten, D.M. (2009). Media richness, user trust,
and perceptions of corporate social responsibility: An experimental investigation of visual
web site disclosures. Accounting, Auditing and Accountability Journal, 22, 6, pp. 933-952.
Coombs, W.T., Holladay, S.J. (2015). CSR as crisis risk: Expanding how we conceptualize
the relationship. Corporate Communications: An International Journal, 20, 2, pp. 144-162.
Cormier, D., and Magnan, M. (2015). The Economic Relevance of Environmental
Disclosure and its Impact on Corporate Legitimacy: An Empirical Investigation. Business
Strategy and the Environment, 24, 6, pp. 431-450.

De Freitas Netto, S.V., Falcao Sobral, M.F., Bezerra Ribeiro, A.R. & da Luz Soares, G.R.
(2020). Concepts and forms of greenwashing: a systematic review. Environmental Sciences
Europe, 32, 19, doi: 10.1186/s12302-020-0300-3.

De Jong, M.D.T., Harkink, K.M., Barth, S. (2018). Making green stuff? Effects of corporate
greenwashing on consumers. Journal of Business and Technical Communication, 32, 1,
pp- 77-112. https://doi.org/10.1177/1050651917729863.

De Jong, M.D.T., Huluba, G., Beladad, A.D. (2019). 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, pp. 38-76. https://doi.org/10.1177/1050651919874105.

De Vries, G., Terwel, B.W., Ellemers, N., Daamen, D.D. (2015). Sustainability or

profitability? How communicated motives for environmental policy affect public


about:blank
about:blank
about:blank

318

D. Szwajca

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

perceptions of corporate greenwashing. Corporate Social Responsibility and
Environmental Management, 22, 3, pp. 142-154.

Delmas, M., Burbano, V. (2011). The drivers of greenwashing. California Management
Review, 54, 1, pp. 64-87. https ://doi.org/10.1525/cmr.2011.54.1.64.

Dentchev, N.A., Balen, M.V., Haezenck, E. (2015). On voluntarism and the role of
governments in CSR: Towards a contingency approach. Business Ethics: A European
Review, 24, 4, pp. 378-397.

Dewatripont, M., & Tirole, J. (2005). Modes of communication. Journal of Political
Economy, 113, 6, pp. 1217-1238.

Du, X. (2015). How the market values greenwashing? Evidence from China. Journal of
Business Ethics, 128, pp. 547-574.

EKOBAROMETR (2020). Krytyczni wobec ekomarketingu, ale niekoniecznie wobec
ekologii. Retrieved from https://swresearch.pl/news/ekobarometr-krytyczni-wobec-eko-
marketingu-ale-niekoniecznie-wobec-ekologii, 15.02.2022.

Esenyel, V. (2020). Corporate Reputation as a Strategic Management Tool: Through the
Lens of Employees. International Journal of Management and Sustainability, 9, 1, pp. 24-
42. doi:10.18488/journal.11.2020.91.24.42.

Famiyeh, S., Kwarteng, A. & Dadzie, S.A. (2016). Corporate social responsibility and
reputation: some empirical perspectives. Journal of Global Responsibility, 7, 2, pp. 258 -
274, https://doi.org/10.1108/JGR-04-2016-0009.

Feinstein, N. (2013). Learning from Past Mistakes: Future Regulation to Prevent
Greenwashing. Boston College Environmental Affairs Law Review, 40, 1, pp. 229-257.
http://lawdigitalcommons.bc. edu/ealr/vol40/iss1/6.

Flammer, C. (2015). Does corporate social responsibility lead to superior financial
performance? A regression discontinuity approach. Management Science, 61, 11, pp. 2549-
2568.

Flatt, S.J., Kowalczyk, S.J. (2008). Creating competitive advantage through intangible
assets: The direct and indirect effects of corporate culture and reputation. Advances in
Competitiveness Research, 16, 1-2, pp. 13-31.

Fombrun, C.J. (2005). A world of reputation research, analysis and thinking — building
corporate reputation through CSR initiatives: evolving standards. Corporate Reputation
Review, 8, 1, pp. 7-12. doi: 10.1057/palgrave.crr.1540235.

Fombrun, C.J., Van Riel, C.B.M. (1997). The reputational landscape. Corporate Reputation
Review, 1, 1/2, pp. 5-13. https://doi.org/10.1057/palgrave.crr.1540024.

Fontainha, T.C., Leiras, A., de Mello Bandeira, R.A., Scavarda, L.F. (2017). Public-private-
people relationship stakeholder model for disaster and humanitarian operations.
International Journal of Disaster Risk Reduction, 2, pp. 371-386.

Furlow, N.E. (2010). Greenwashing in the new millennium. Journal of Applied Business
and Economics, 10, 6, pp. 22-25.


about:blank
about:blank
about:blank

Different faces of CSR: Greenwashing and its influence... 319

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

Gatti, L., Seele, P., Rademacher, L. (2019a). Grey zone in—greenwash out. A review of
greenwashing research and implications for the voluntary-mandatory transition of CSR.
International Journal of Corporate Social Responsibility, 4, 6, pp. 1-15. https://doi.org/
10.1186/s40991-019-0044-9.

Gatti, L., Vishwanath, B., Seele, P., Cottier, B. (2018/2019b). Are we moving beyond
voluntary CSR? Exploring theoretical and managerial implications of mandatory CSR
resulting from the new Indian companies act. Journal of Business Ethics, 160, pp. 961-972.
https://doi.org/10.1007/s10551-018-3783-8.

Grimmer, M., Bingham, T. (2013). Company environmental performance and consumer
purchase intentions. Journal of Business Research, 66, 10, pp. 1945-1953.
https://doi.org/10.1016/j.jbusr es.2013.02.017.

Groza, M.D., Pronschinske, M.R., Walker, M. (2011). Perceived organizational motives
and consumer responses to proactive and reactive CSR. Journal of Business Ethics, 102, 4,
pp. 639-652.

Guo, R., Tao, L., Gao, P. (2014). The research on greenwashing brands’ rebuilding
strategies and mechanism of brand trust after biochemical and other pollutions.
Biotechnology, 10, 9, pp. 3270-3279.

Herrera, M.E. (2015). Creating competitive advantage by institutionalizing corporate social
innovation. Journal of Business Research, 68, 7, pp. 1468-1474.

Hillenbrand, C., Money, K. (2007). Corporate responsibility and corporate reputation:
two separate concepts or two sides of the same coin? Corporate Reputation Review, 10, 4,
pp- 261-277.

Huang, R., Chen, D. (2015). Does environmental information disclosure benefit waste
discharge reduction? Evidence from China. Journal of Business Ethics, 129, 4, pp. 535-552.
Jozef, E., Kumar, K.M., [ranmanesh, M., Foroughi, B. (2019). The effect of green shipping
practices on multinational companies’ loyalty in Malaysia. The International Journal of
Logistics Management, 30, 4, pp. 974-993. https://doi.org/10.1108/IJLM-01-2019-0005.
Katono, J. (2021). When Corporate Social Responsibilities Deny Humanity of Its Long-
Term Sustainability. International Journal of Business Marketing and Management, 6, 7,
pp- 12-14.

Kim, Y. & Woo, C.W. (2019). The buffering effects of CSR reputation in times of product-
harm crisis. Corporate Communications: An International Journal, 24, 1, pp. 21-43.
https://doi.org/10.1108/CC1J-02-2018-0024.

Kiran, K.U. (2012), Opportunity and Challenges of Green Marketing with special
references to Pune. International Journal of Management and Social Sciences Research,
1, 1, pp. 18-24.

Ko, E., Hwang, Y.K., Kim, E.Y. (2013). Green marketing' functions in building corporate
image in the retail setting. Journal of Business Research, 66, 10, pp. 1709-1715.
https://doi.org/10.1016/j.jbusres.2012.11.007.


about:blank
about:blank
about:blank
about:blank
about:blank
about:blank

320 D. Szwajca

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.

61.

Kumar, P., Ghode, B.M. (2015). Factors affecting consumers’ green product purchase
decisions. Marketing Intelligence & Planning, 33, 3, pp. 330-347.

Lee, H.C.B., Cruz, J.M., Shankar, R. (2018). Corporate social responsibility (CSR) issues
in supply chain competition: Should greenwashing be regulated? Decision Sciences, 49, 6,
pp. 1088-1115. https://doi.org/10.1111/deci.12307.

Leonidou, C.L., Christodoulides, P., Kyrgidou, P.L., Palihawadana, D. (2017). Internal
drivers and performance consequences of small firm green business strategy:
The moderating role of external forces. Journal of Business Ethics, 140, pp. 585-606.

Lim, W.M., Ting, D.H., Bonaventure, V.S., Sendiawan, A.P., Tanusina, P.P. (2013).
What happens when consumers realise about green washing? A qualitative investigation.
International Journal of Global Environmental Issues, 13, 1, pp. 14-24.

Lyon, T.P., Montgomery, A.W. (2015). The Means and end of Greenwash. Organization &
Environment, 28, 2, pp. 223-249. https://doi.org/10.1177/1086026615575332.

Markham, D., Khare, A., Beckman, T. (2014). Greenwashing: A Proposal to Restrict its
Spread. Journal of Environmental Assessment Policy and Management, 16, 4, pp. 1-16.
https://doi.org/10.1142/S1464333214500306.

Martin-de Castro, G., Amores-Salvado, J., Navas-Lopez, J.E., Balarezo-Nufiez, R.M.
(2019). Corporate Environmental Reputation: Exploring its Definitional Landscape.
Business Ethics: A European Review, 29, 3, pp. 130-142. https://doi.org/10.1111/
beer.12250.

Mathur, V.N., Price, A.D.F., Austin, S. (2008). Conceptualizing stakeholder engagement in
the context of sustainability and its assessment. Construction Management and Economics,
26, 6, pp. 601-609. https://doi.org/10.1080/01446190802061233.

Melo, T., Garrido-Morgado, A. (2012). Corporate Reputation: A Combination of Social
Responsibility and Industry. Corporate Social Responsibility and Environmental
Management, 19, 1, pp. 11-31. https://doi.org/10.1002/csr.260.

Minor, D.B. & Morgan, J. (2011) CSR as Reputation Insurance: Primum Non Nocere.
California Management Review, 53, 3, pp. 40-59. DOI: 10.1525/cmr.2011.53.3.40.
Moravcikova, D., Krizanova, A., Kliestikova, J., Rypakova, M. (2017). Green Marketing
as the Source of the Competitive Advantage of the Business. Sustainability, 9, 2218,
DOI:10.3390/su9122218.

More, P.V. (2019). The impact of greenwashing on green brand trust from an Indian
perspective. Asian Journal of Innovation & Policy, 8, 1, pp. 162-179.

Newman, C., Rand, J., Tarp, F., Trifkovic, N. (2020). Corporate social responsibility in
a competitive business environment. The Journal of Development Studies. 56, 8, pp. 1455-
1472. https://doi.org/10.1080/00220388.2019.1694144.

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 Skepticism. Sustainability, 11, 9,
2653. https://doi.org/10.3390/su11092653.


about:blank
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank
about:blank

Different faces of CSR: Greenwashing and its influence... 321

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

Nyilasy, G., Gangadharbatla, H., Paladino, A. (2014). Perceived greenwashing:
The interactive effects of green advertising and corporate environmental performance on
consumer reactions. Journal of Business Ethics, 125, pp. 693-707.

Orange, E., Cohen, A.M. (2010). From eco-friendly to eco-intelligent. The Futurist, 44, 5,
pp. 28-32.

Osburg, T., Schmidpeter, R. (2013). Social Innovation. Solutions for a Sustainable Future.
Berlin-Heidelberg: Springer-Verlag.

Parguel, B., Benoit-Moreau, F., Larceneux, F. (2011). How sustainability ratings might
deter ‘greenwashing’: A closer look at ethical corporate communication. Journal of
Business Ethics, 102, 1, pp. 15-28.

Petersen, H.C. (2013). Fundamental Principles of Managing Multi-Stakeholder
Engagement. International Food and Agribusiness Management Review, 16(A), pp. 11-22.
DOI: 10.22004/ag.econ.155141.

Rahman, I., Park, J., & Geng-qing Chi, C. (2015). Consequences of “greenwashing”:
Consumers’ reactions to hotels’green initiatives. International Journal of Contemporary
Hospitality Management, 27, 6, pp. 1054-1081.

Schwaiger, M. & Raithel, S. (2014). Reputation und Unternehmenserfolg. Management
Review Quarterly, 64, 4, pp. 225-259.

Seele, P., & Gatti, L. (2017). Greenwashing revisited: In search of a typology and
accusation-based definition incorporating legitimacy strategies. Business Strategy and the
Environment, 26, 2, pp. 239-252.

Siano, A., Vollero, A., Conte, F., and Amabile, S. (2017). “More than words”: Expanding
the taxonomy of greenwashing after the Volkswagen scandal. Journal of Business
Research, 71, pp. 27-37.

Sinclair, M.-L. (2011). Developing a model for effective stakeholder engagement
management. Asia Pacific Public Relations Journal, 12, 1. http://hdl.handle.net/
20.500.11937/62628.

Smith, V.L., & Font, X. (2014). Volunteer tourism, greenwashing and understanding
responsible marketing using market signalling theory. Journal of Sustainable Tourism,
22, 6, pp. 942-963.

Sontaité-Petkevi¢iené, M. (2015). CSR Reasons, Practices and Impact to Corporate
Reputation. Procedia — Social and Behavioural Sciences, 213, pp. 503-508,
https://doi.org/10.1016/j.sbspro.2015.11.441.

Szabo, S., Webster, J. (2021). Perceived Greenwashing: The Effects of Green Marketing on
Environmental and Product Perceptions. Journal of Business Ethics, 171, 4, pp. 719-739.
https://doi.org/10.1007/s10551-020-04461-0.

Szwajca, D. (2017). Kreowanie innowacji spotecznie odpowiedzialnych w konteks$cie

budowania reputacji przedsiebiorstwa. Organizacja i Zarzgdzanie, 114, pp. 477-490.


about:blank
about:blank
about:blank
about:blank

322

D. Szwajca

76.

77.

78.

79.

80.

81.

82.

83

84.

85.

86.

87.

Szwajca, D., Nawrocki, T. (2016). Mozliwosci oceny zaangazowania przedsigbiorstw
w dziatania spolecznie odpowiedzialne a ich polityka informacyjna w zakresie CSR.
Przeglqd Organizacji, 4, pp. 44-52.

Tarabieh, S. (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, pp. 451-464.

TerraChoice Environmental Marketing (2009). The Seven Sins of Greenwashing:
Environmental Claims in Consumer Markets. London: TerraChoice Group Inc. Retrieved
from http://www.sinsofgreenwashing.org/index3c24.pdf, 28.01.2022.

Testa, F., Boiral, O., and Iraldo, F. (2018). Internalization of environmental practices and
institutional complexity: can stakeholders pressures encourage greenwashing? Journal of
Business Ethics, 147, 2, pp. 287-307.

Torelli, R., Balluchi, F., Lazzini, A. (2020). Greenwashing and environmental
communication: Effects on stakeholders' perceptions. Business Strategy and the
Environment, 29, 2, pp. 407-421. https://doi.org/10.1002/bse.2373.

Uyar, A., Karaman, A.S., Kilic, M. (2020). Is corporate social responsibility reporting a tool
of signaling or greenwashing? Evidence from the worldwide logistics sector. Journal of
Cleaner Production, 253, https://doi.org/10.1016/j.jclepro.2020.119997.

Vig, S., Dumici¢¢, K., Klopotan, 1. (2017). The Impact of Reputation on Corporate
Financial Performance: Median Regression Approach. Business Systems Research, 8(2),
pp. 40-58.

. Vollero, A., Palazzo, M., Siano, A., Elving, W.J.L. (2016). Avoiding the greenwashing trap:

between CSR communication and stakeholder engagement. International Journal of
Innovation and Sustainable Development, 10, 2, pp. 120-140.

Walker, K., Wan, F. (2012). The Harm of Symbolic Actions and Green-Washing: Corporate
Actions and Communications on Environmental Performance and Their Financial
Implications. Journal of Business Ethics, 109, 2, pp. 227-242.

Wang, X., Cao, F., Ye, K. (2018). Mandatory Corporate Social Responsibility (CSR)
Reporting and Financial Reporting Quality: Evidence from a Quasi-Natural Experiment.
Journal of Business Ethics, 152, 1, pp. 253-274. https://doi.org/10.1007/s10551-016-
3296-2.

Widyastuti, S., Said, M., Siswono, S., Firmansyah, D.A. (2019). Customer Trust through
Green Corporate Image, Green Marketing Strategy, and Social Responsibility: A Case
Study. European Research Studies Journal, XXII(2), pp. 83-99.

Wu, S.-I, Lin, S.-R. (2016). The effect of green marketing strategy on business
performance: a study of organic farms in Taiwan. Total Quality Management and Business
Exelence, 27(1-2), pp. 141-156.


about:blank
about:blank
about:blank
about:blank
about:blank

Different faces of CSR: Greenwashing and its influence... 323

88. Yousaf, Z., Radulescu, M., Sinisi, C.I., Serbanescu, L., Paunescu, L.M. (2021).
Harmonization of Green Motives and Green Business Strategies towards Sustainable
Development of Hospitality and Tourism Industry: Green Environmental Policies.
Sustainability, 13, 6592. https://doi.org/10.3390/sul3126592.

89. Zhang, L., Li, D., Cao, C., Huang, S. (2018). The influence of greenwashing perception on
green purchasing intentions: The mediating role of green word-of-mouth and moderating
role of green concern. Journal of Cleaner Production, 187, pp. 740-750.
https://doi.org/10.1016/j.jclepro.2018.03.201.



