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Abstract
Background
A new way to promote environmentally friendly goods has arisen as the
market has evolved. Greenwashing arose from societal pressures and a strong
desire for green customers. Some companies' greenwashing methods were
exposed as unprecedented pressure was put on the businesses in an effort to
improve their overall environmental performance. Greenwashing creates
consumer doubt by denying them a clear option of environmentally friendly
products. Greenwashing makes individuals unwilling to purchase ecologically
friendly products, and it complicates the purchasing process for green
customers who are worried about their consumption patterns because they
must exert more effort to validate the products' green claims.

Purpose
The purpose of the study is to explore how consumer ethical standards are
reflected in the perception of greenwashing.

Method
The authors have opted to do research into the areas of greenwashing and
ethical consumer behavior. From an ethical standpoint, this study looks into
consumer opinions of greenwashing behavior and greenwashed products. To
acquire a better knowledge of how consumers reflect consumer ethics in the
greenwashing perception, semi-structured interviews and focus groups were
used as the qualitative study approach.

Conclusion
Participants discussed their ethical beliefs and dillemas around the
greenwashing topic and expressed their moral beliefs that were later found to
be contradictory between theory and practice. The analysis shows that both
altruistic and egoistic values have an impact on the participants' attitudes. The
participants initially wish to do good, but they eventually put their altruistic
beliefs aside owing to ego or necessity. This study has contributed to the
knowledge of ethical consumer perceptions of greenwashing since the major
findings depict the entire picture of how greenwashing perceptions and
ethical standards are linked. As a result, disparities and opposing conceptions
emerge between the participants' perspectives and perceptions of their ego
and that of society.

Keywords
Greenwashing, perception, consumer ethics, qualitative, sustainability
marketing.
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1  Introduction

1.1 Background

Consumer behavior has shifted as a result of increased environmental awareness and a lifestyle

inspired by the notion of sustainable development goals (SDGs) and the social endeavor to

become more environmentally responsible (Pimonenko et al., 2020). Sustainable consumption

patterns have been defined by Ramakrishna and Jose (2022) as the “consumption that maximizes

the environmental, social, and economic benefits of acquisition, use, and disposal while also

meeting the demands of present and future generations”. According to Delmas and Burbano

(2011) and Szabo and Webster (2020), the market has reached a point where a new method of

promoting goods which are beneficial to the environment has occurred. Competition in green

marketing has become more severe. The definition given by Aji and Sutikno (p436, 2015)

“Green marketing is a concept and strategy adopted by a company to advertise its green

practices as an expression of its concern for environmental issues”. As the consumers,

governments and competitors are putting pressure that has not been seen before on the

businesses, as an attempt to improve their overall environmental performance, Greenwashing

arose as a result of societal pressures and high demand for green customers, and several

companies' greenwashing methods were exposed. The definition of greenwashing is stated by

Ruiz‐Blanco, Romero, and Fernandez‐Feijoo (p.4030, 2021), greenwashing is ‘‘the difference

between what companies say they do, (discourse component), and what they actually do. (action

component).” Corporations have the issue of having discrepancies between their marketing

communication and business activities. It is a perplexing term that can be explained and

comprehended in various ways depending on the different people that try to define it

(Ruiz‐Blanco, Romero, and Fernandez‐Feijoo, 2021).

Consumers are getting more concerned about environmental issues, and green consumption

becomes prevalent with their environmental concern (Pagiaslis and Krontalis, 2014). Consumers

become skeptical when companies fail to communicate their environmental performance
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accurately (Szabo and Webster, 2020). Consumer perspective of greenwashing, makes them

respond negatively when they discover disparities in companies' commercial performance in

terms of environmental preservation (Nyilasy, Gangadharbatla, and Paladino, 2013). The

consumer's perception has to be willingly turned towards ethical consumption methods which

are essential if they want to limit greenwashing effects. In response to increased customer

demand for greener products, businesses began turning their focus on performances that have

environmental effects. As the norm that people should have a perception of green-oriented

actions arises, consumers have their ethical standards to assess companies and their products

based on their judgments whether being eco-friendly or not (Zou and Chen, 2019). Other key

aspects that appear to influence consumer ethical perceptions include whether the activity placed

the consumer in an active or passive role, whether deception or fraud had taken place, and

whether direct harm was or could be an outcome (Muncy and Vitell, 1992). Green consumption

is significantly important in today's society and market. Consumers frequently consume products

that they feel are green but are not, and research has shown that the labels on the package play a

significant impact in shaping the consumer's perspective (Urbański and ul Haque, 2020). Labels

might be real or part of a Greenwashing attempt to suade the customer's perception into thinking

that they are participating in the protection of the environment.

1.2 Problem discussion

Greenwashing enables corporations to circumvent contributing to a sustainable society. It causes

confusion among consumers, denying them a clear eco-friendly product choice which then

prevents them from being able to consume in an eco-friendly way (Braga Junior et al., 2019).

Even skeptical consumers find it challenging to distinguish between products that have been

greenwashed and those that are genuinely produced with less environmental impact and risk

accidentally buying greenwashed products (Urbański and ul Haque, 2020). Perceived

greenwashing leads to hesitation in buying eco-friendly products and makes the buying process

more difficult for green consumers who have environmental concerns in consumption behavior
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because they have to make more effort to verify the green claims of the products. The perceived

greenwashing is considered as being problematic from consumers perspective since it affects

green consumption patterns negatively and trust for green products (Chen and Chang, 2012). As

greenwashing phenomenon has a discrepancy between action and discourse, there is also a

difference between the way consumers perceive and act because the level of consciousness that

consumers have toward the environment varies and the different conscious level leads to various

consumption patterns (Golob and Kronegger, 2019; Balderjahn et al., 2018). The inconsistency

in consumer behavior is required to investigate from different perspectives to figure out the

factors contributing to the discrepancy of perception and actions. The study of greenwashing

perception is a key to explore the problem of paradoxical consumers’ green purchase behavior.

Given the rise of green consumption, a society which is dependent on human factors such as

actions and beliefs, as a whole is concerned about the environmental impact of consumption

patterns. Society has formed a universal ethical principle in terms of consumption and

consumers acknowledge the ethical standards which is the obligation of taking environmental

impact into consideration in their consumption patterns (Akhtar et al., 2021). Although society

expects consumers to behave with the ethics constructed in society, individuals have their own

self-ethics. Different individuals have ethical beliefs which are how consumers perceive

problematic consumption behavior (Lu, Chang, and Chang, 2013). It means that there are

various ethical positions individuals have which are mainly divided into idealistic and relativistic

consumers. Idealistic ethics is the idea that embracing higher ethical standards that are accepted

universally and being unwilling to accept unethical behavior, and relativistic consumers focus

more on their own personal ethical beliefs rather than universal ethics and consider ethical

judgment depending on the situation (Forsyth, 1980). As societal principles tend to change over

time, so do those of the customer. A conflict in the consumer’s mind may occur that creates

different disciplines of ethical judgment which may result in changes either to their own sense of

ethical belief/value system or societal universal ethics. Ethical standards and concepts of

consumer ethics were investigated in the field of green consumer behavior (Zou and Chen, 2019;
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Freestone and McGoldrick, 2007). Although some research related to green consumer behavior

and consumer ethics were conducted, there is a lack of consumer ethics research in relation to

greenwashing perception.

In terms of greenwashing study, there is much research conducted on the subject of the effect of

greenwashing on consumer purchase intention or consumption behavior (Nguyen et al., 2019;

Zhang et al., 2018). The consumer perception of greenwashing has also been studied from

different perspectives such as through the perspective of consumer skepticism (Szabo and

Webster, 2020; Bulut et al., 2021). Earlier studies investigated consumer ethics and the effect of

ethical belief on green purchase intention and their study is rather general in the green

consumption context (Zou and Chan, 2019; Lu, Chang, and Chang, 2013). The consumer ethics

study with the specific concept of greenwashing gives more in depth insight for green consumer

research. The results of such research are necessary for an in-depth understanding of the

consumers' perception of greenwashing since consumers’ ethical beliefs are a significant factor

in their green consumption behavior which leads to the ethical judgments of perceived

greenwashing.

1.3 Purpose

The purpose of the study is to explore how consumer ethical standards are reflected in the

perception of greenwashing.

1.4 Research question

How do consumers perceive greenwashing in the light of consumer ethics?
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2  Theoretical framework

2.1 Perceived greenwashing

Greenwashing refers to green marketing claims that do not represent a company's

environmental activities precisely (Szabo and Webster, 2020). This indicates that the

greenwashing phenomenon is a difference between action element and discourse element

(Ruiz‐Blanco, Romero, and Fernandez‐Feijoo, 2021). Because of its inconsistency in

marketing communication, greenwashing might be harmful to consumer perception of products

which leads to a negative influence on company's revenue. (Szabo and Webster, 2020).

Consumer perceptions toward greenwashing can be divided into two sections of action and

discourse as the greenwashig phenomenon encompasses these two elements. Consumers handle

the information of companies’ environmental performance such as the record of how much they

have an environmental impact and the companies’ green activities influence the consumer

purcahse intention of the products (Grimmer and Bingham, 2013). Purchase intention of green

products can be represented as an action factor since it is a process of translation their

conceptions into actions. In the circumstances of green purchase, consumers perceive the

products and deal with some information around the products to assess whether it is green or

not. In order to gain information and knowledge about green products, advertising is the main

source for consumers to receive companies’ messages and information which affects CSR

intiatives which is corporate social responsibility (Nyilasy, Gangadharbatla, and Paladino,

2013). Green labals are also considered as a discourse element of greenwashig in regard to the

way of communication which gives consumers information (Urbański and ul Haque, 2020).

Consumers recognize the leabl and they take it into consideration while they judge the green

products. Consuemers face these two elements of greenwashing and perceive greenwashing by

detecting the decoupling of companies’ substantive action and green marketing communication

such as advertising or labels.
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2.1.1 Action element

It has been noted that many companies are encouraged to portray themselves in an

environmentally green way with their business activities because of the competitive advantage

that firms can gain (Miles and Covin, 2000). However, the environmental practices that

companies actually conduct sometimes do not match the set objectives that companies claim for

(Walker and Wan, 2012). The main environmental performance companies endeavor to reduce

carbon emissions or produce eco-frindly products which are aimed by companies across various

business fields. In some cases, these business activities related to environmental sustainability

are not verified (Lyon and Montgomery, 2015). Some companies have a lack of substantive

environmental actions and result in commiting greenwashing (Walker and Wan, 2012).

Consumers perceive these companies deceptive environmental performance and the perceived

greenwashing impacts on green purchase intentions (Nguyen et al., 2019). The green purchase is

the consumers’ environmental performance and purchase intention is the main factor of

encouraging the consumer action for the environment in the context of consumerism. When

consumers purchase greenwashed products, their consumer perceptions may influence how they

respond and act (Szabo and Webster, 2020). Throughout the years since the appearance of the

greenwashing phenomenon and the need for greener products, consumers have become more

critical when it comes to looking for environmental alternative choices (Nguyen et al., 2019).

However, the research also demonstrates that individuals, regardless of origin, continue to buy

and consume environmentally hazardous products even if they are wary of such information,

they will succumb to the temptation to buy (Urbański and ul Haque, 2020). Consumers may

regard greenwashed products as sustainable because, despite some inaccurate information, they

believe they are still good products in general (Urbański and ul Haque, 2020).

The research community of various fields has become attracted to the fact that environmental

concern is on the rise and the need for research on green consumer perception has surfaced

(Bulut et al., 2021). One of the most noticeable rises in environmental concerns has been a
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positive movement in consumer behavior toward green products (Szabo and Webster, 2020).

Persons with a sensitive environmental moral compass have more pro-environmental beliefs and

attitudes, as well as a willingness to buy greener products (Szabo and Webster, 2020). According

to the study conducted by Bulut et al. (2021), greenwashing is a moderating factor in the

relationship between environmental concern and green purchasing which means that consumers

who have greenwashing perception are unlikely to have intent to purchase green products even if

they are highly concerned about the environment. In addition, consumers are able to be highly

aware of the products whether green or greenwashed in the case of when they have high

environmental concern (Bulut et al., 2021). On the contrary to this study by Bulut et al. (2021)

regarding the relationship between perceived greenwashing and environmental concern,

consumers are not able to identify the greenwashed products and are not dedicated to checking

whether the products are greenwashed or not even if they have high environmental concern

(Szabo and Webster, 2020).

2.1.2 Discourse element

There are plenty of green marketing claims utilized in advertising that can be recognized

everywhere in the consumption scene, some of them are deceptive and misleading consumers to

fall into the greenwash trap (Chen and Chang, 2012). In the decision making process, consumers

are dependent on the marketing communications such as advertising or the green claims to

obtain a source of information (Szabo and Webster, 2020). However, the perceived greenwashing

makes consumers who are actively concerned about the environment more skeptical of

advertising claims (Szabo and Webster, 2020). As a result, consumers shape their negative

attachment toward companies when they encounter the incongruonce green claims and

substantive performance, and the skepticism also occurs among consumers when they recognize

only the green advertising as well (Nyilasy, Gangadharbatla, and Paladino, 2013). Consumers

frequently lack the knowledge or skill required to validate the environmental and consumer

benefits of green products, resulting in misconceptions and distrust (Urbański and ul Haque,

2020). It is understood that through the green skepticism which is created by greenwashing, the
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perception of green trust is influenced negatively (Chen and Chang, 2012). The element of trust

means that there is consistency between the discourse and the business activities. Greenwashing

is the phenomenon of inconsistency of these elements which is action and discourse, the

phenomenon creates confusion and consumers perceive risk when purchasing green products

that result in affecting green trust negatively (Chen and Chang, 2012). On the contrary to this

study that consumers are skeptical and have distrust in the green claims, Gosselt, Rompay, and

Haske (2017) claimed that consumers are taking for granted the environmental claims and are

not caucious for scrutinizing the legitimacy. To put it another way, despite all of the advertising

and mistrust, consumers have thought that the fact of delivering an eco-frindly meesage to them

gives favorable impressions since the claims show environmental interest which is considered as

a dedication to some extent (De Jong, Harkink, and Barth, 2017).

Furthermore, even when consumers are aware of greenwashing's flaws, labels have been found

to be quite successful in influencing them (Urbański and ul Haque, 2020). Consumers are

skeptical of marketing claims, particularly when they are "green,"they trust the labels and

proceed to the purchase. However, Urbański and ul Haque (2020) provided evidence with their

study result that customers' impressions of a fake label remain unaffected since they are unable

to distinguish a false label product despite their mistrust of greenwashing. Participants of related

research were astonished and confused when they discovered that the label was a fake as it did

not have the stated features, which revealed that consumers are sometimes gullible and prone to

falling victim to such schemes and they become confused when the greenwashing is revealed

(Chen and Chang, 2013). Perceived greenwashing hinders processing the information and makes

confusion among consumers when they face green products (Chen and Chang, 2012). This is

aligned with the study conducted by Martínez et al. (2020) concluded that greenwashing

perception induces consumers to make wrong purchase decisions with its confusion and

negatively affects customer satisfaction and increases perceived risk of buying green products.

At the time consumers perceive greenwashing in the product, consumers feel being lied to and

discontinue the products (Martínez et al., 2020). However, consumers are unable to distinguish a
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false label product despite their mistrust of greenwashing and customers' impressions of a fake

label remain unaffected (Urbański and ul Haque, 2020).

2.2 Consumer ethics

Consumer ethics gain academic interest in the field of consumer behavior research since

unethical companies' behavior such as greenwashing is prevalent and consumers are required to

take ethical consideration into their consumption behavior (Chowdhury and Fernando, 2014;

Arli 2016). The definition of consumer ethics by Muncy and Vitell (p.298, 1992) is used in many

articles dealing with the topic of consumer ethics and they defined consumer ethics as ‘‘the

moral principles and standards that guide behavior of individuals or groups as they

obtain, use, and dispose of goods and services”. Consumer ethics is basically the consumer

ethical judgment for ethical consumers and plays an important role in making purchase decisions

of environmentally responsible products (Carrington et al., 2020). Consumers evaluate their

actions based on ethical judgments and they are influenced by deontological and teleological

elements (Zaikauskaite, 2022). The ethical standards can be described with these two aspects of

deontological and teleological, which is that deontological is focused on the behavior itself

whether the act is right or wrong, and teleological is focused on whether the consequences are

good or bad that are brought up with the behavior (Vitell and Hunt, 2006). Compared to the

extent of impacts the two ethical elements have, the deontological element has more impact on

ethical evaluation (Zaikauskaite, 2022). It means that consumers value behavior itself rather than

the result when they evaluate specific activities whether they are ethical or not.
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2.2.1 Ethical standards

Consumer ethical standards are more dependent on the deontological element which is focused

on the behavior itself as the research showed (Zaikauskaite et al., 2022). Consumer behaviors are

related to the belief system that the consumer has such as ethical ideology, which is the base of

ethical standards (Zaikauskaite et al., 2022). The main theory in the field of consumer ethics is

that individuals have different approaches toward ethical judgment which is determined by their

ethical ideology (Forsyth, 1980). There are two-dimensional ethical ideologies which are

idealism and relativism. Idealistic consumers believe positive consequence is achieved with

ethical actions at all times and unethical behavior should be avoided regardless of the situation,

relativistic consumers who value personal ethical beliefs by rejecting universal moral standards

and ethical judgment can be different depending on the situation (Forsyth, 1980). The model

below which Forsyth (1980) constructed is to explain consumers' ethics positions divided into

four categories with the extent of idealism and relativism: situationists (high idealism, high

relativism), absolutists (high idealism, low relativism), subjectivists (low idealism, high

relativism), and exceptionists (low idealism, low relativism).

Figure 1: Taxonomy of Ethical ideologies (Forsyth, 1980)
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Situationists are people who are skeptical about universal moral rules and judge their actions

whether they fit in the situation or not (Forsyth, 1980; Forsyth, 1990). Absolutists have a high

idealistic point of view and low idealism which means that they value universal moral rules in

their ethical judgment and assess unethical actions strictly (Forsyth, 1990). In addition to that,

subjectivists value personal beliefs rather than universal rules which indicate social gain

(Forsyth, 1990). Individuals who have a subjectivistic attitude judge their actions based on their

personal perspectives. Exceptionists are people who think universal moral rules are necessary,

but exceptions are acceptable in some cases (Forsyth, 1980).

  
Many researchers have conducted research based on the ethical ideology theory and model

(Forsyth, 1980), the principle of idealism affect positively ethical decision-making since

idealistic consumers rigorously evaluate their actions whether it is ethical or not (Steenhaut and

Kenhove, 2006; Zaikauskaite, Chen, and Tsivrikos, 2020). The research about consumer

engagement in green behaviors and consumer ethics conducted by Zou and Chen (2019) found

that the relationship between idealism and ethical judgment is strengthened by the high moral

intensity which is the extent of feeling toward the consequence of the ethical decision. In terms

of environmental behavior, idealistic consumers show pro-environmental behavior more than

relativistic consumers. In addition to that, Subjectivists who have high relativism and low

idealism have the least moral identity and did not judge environmental issues as unethical

(Zaikauskaite, Chen, and Tsivrikos, 2020). Consumers make ethical consuming decisions by

social positive motivation which is the sense of contributing to environmental protection or a

better society (Freestone and McGoldrick, 2007). This idea is related to idealism in which people

care about others such as the environment, not their self benefits. There is a difference between

idealism and relativism whether they follow universal ethical standards or their personal ethical

beliefs.
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2.3 Conceptual model

The main building blocks of this model is perceived greenwashing and consumer ethics and

the model illustrates the reflection of consumer ethics into perceived greenwashing. Each

main concept of greenwashing and consumer ethics has sub concepts. The main statement

regarding the greenwashing phenomenon is the discrepancy between action and discourse

elements (Ruiz‐Blanco, Romero, and Fernandez‐Feijoo, 2021). Therefore, the concept of

perceived greenwashing has two subconcepts of action and discourse elements which were

explained further in the theoretical framework. Consumer ethics can be represented with two

ethical ideologies which are the sub concepts of idealism and relativism (Forsyth, 1980). The

ethical ideologies lead to the quadrant of ethical standard; situationist, absolutist,

exceptionist and subjectivist (Forsyth, 1980).

Figure 2: Conceptual model
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3  Method

3.1 Qualitative research

The writers have decided to do a study on the areas of greenwashing and consumer ethical

behavior. This research also attempts to examine consumer perceptions of greenwashing

behavior and greenwashed products from a standpoint of ethics. Semi-structured interviews

and focus groups are chosen for the qualitative research method in order to gain a deeper

understanding of how consumers reflect consumer ethics in the greenwashing perception. A

qualitative approach provides a level of insight that is difficult to obtain from a

closed-question survey. Qualitative research leans on the ability of methodological choice of

interpretive understanding of the social world by interpreting the empirical material and its

qualities rather than statistical figures which is the main scope of quantitative research where

the researcher is frequently left wondering "why" the statistics exist (Bell, Bryman and

Harley, 2019). William Bruce Cameron in his book “Informal Sociology” (p13, 1963) said

“Not everything that counts can be counted, and not everything that can be counted counts”

and according to Bell, Bryman and Harley, 2019, a qualitative study aims to show light

exactly to the things that cannot be counted such as the exploration of patterns, recurring

reactions, and connections among consumers. By gathering qualitative data, one can have a

deeper understanding of things like customer empathy, awareness, and perceptions.

Advantages develop an in-depth analysis of specific themes and patterns that result in rich

data and the possibility to undertake additional research and analysis (Bell, Bryman and

Harley, 2019). When a marketer wishes to examine consumer behavior or gain insight into

the motivations and feelings that customers have behind their decisions, qualitative data is

used. Qualitative data is also useful when seeking feedback on perceived performance,

which in this case pertains to consumers' perceptions of green marketing. Participants can
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directly express their opinions on the chosen concepts from their perspective which is the

information needed in this research (Bell, Bryman and Harley, 2019).

3.1.1 Semi-structured Interviews

Semi-structured interviews were applied to understand what ethical attributes each participant

has and how the ethical standard they have is reflected in their greenwashing perception.

Semi-structured interviews contain the finest aspects of both unstructured and structured

interviewing methods (Bell, Bryman and Harley, 2019). Semi-structured interviews have the

advantage of allowing interviewers to compare candidates using the same set of questions while

also providing structured interview evaluation skills. Additionally, there is plenty of room to try

out other themes as needed. A qualitative interview has a more flexible approach compared to

the structured interview which is the quantitative interview and helps gain more detailed

information through its exploration aspect (Bell, Bryman and Harley, 2019). The aspect of

flexibility in semi-structured interview helps authors to explore each participant’s ethical

standard in detail from different perspectives. In the semi-structured interviews, researchers have

a list of questions needed to ask in the interview guide and they are also able to ask follow-up

questions if necessary (Bell, Bryman and Harley, 2019). Unstructured research is a more

dynamic approach to research since it allows the researcher to follow up on respondents'

comments in real time, promoting important dialogue around a topic that a structured survey

lacks the capacity to do so. Respondents are free to talk about their feelings, thoughts, and

experiences (Bell, Bryman and Harley, 2019). Semi-structured interviews require a preparation

process to make sure the interviews result in the answering study purpose and question, also

required to have previous knowledge about the concepts built upon literature review for

constructing interview questions (Kallio et al., 2016). The table of operationalization for

semi-structured interviews is regarded as the interview guide which is found in Table 1:

Operationalization for semi-structured interviews.
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3.1.2 Focus Group

Focus groups will be used to acquire information and explore the collective consumer

perceptions about greenwashing and consumer ethics. The focus group is a type of group

interview that usually has four to eight participants in it, although it can include as few as two

people (Bell, Bryman and Harley, 2019). Focus groups have several advantages, one of which is

that they provide a close to full understanding of the participants. This enables the researchers to

uncover personal perspectives and ideas that other market research methods are unable to detect,

resulting in more relevant findings. The main goal of a focus group interview is for interviewers

to gain insight into participants’ views about how they react to a certain issue. Focus groups are

perhaps the most effective approach for consumers to share their perspectives and discuss their

ideas. This type of method is beneficial because it allows participants in the group to discuss

information and explore the topic in-depth even the reasons why they hold certain views toward

the presented topic through the conversation with other participants (Bell, Bryman and Harley,

2019). Since it is based on group discussion, participants are going to discuss the topic together

to make sense of the issue collectively (Bell, Bryman and Harley, 2019). Participants are free to

contribute their own ideas that are relevant to the issues posed. During the session, a presenter

and leader of the discussion will ask questions and direct the conversation as well as instigate

curiosity and participation from all of the members.

3.1.3 Combination of semi-structured interviews and online focus groups

The integration of multiple qualitative research methods is enabling researchers to

understand the phenomenon from a different approach and look through the different data

sets to ascertain the confluence and dissimilarity in the data (Lambert and Loiselle, 2008).

Complementarity is also one of the advantages of applying multiple qualitative research

methods in one study. When these two qualitative methods are combined, one research

method complements the weakness of another method and strengthens the confidence in the
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findings (Lambert and Loiselle, 2008). The semi-structured interview explores the detail of

the participant's experiences and opinions in-depth, and figures out the participants’ ethical

standards and attributes in this case by conducting one-on-one interviews. As opposed to the

aspect of the semi-structured interview which is all about personal information, focus groups

are group settings where participants construct the meanings of the phenomenon in relation

to other participants and individuals are able to probe their opinions by interacting with other

participants. By integrating the different qualitative methods of one-on-one interviews and

focus groups, researchers are able to interpret the topic more thoroughly by identifying

individuals’ ethical standards through one-on-one interviews and understanding the data

contextually with the group discussion of greenwashing perception and consumer ethics.

3.2 Setting of qualitative research

In terms of the setting for the semi-structured interview and focus groups, the authors have

decided that the online setting is suitable for their research conduct. The synchronous online

focus group is applied in this study, which is the communication among participants taking

place concurrently (Bell, Bryman and Harley, 2019). Online qualitative research methods are

a newer approach in the field and there are some risks such as technical problems that might

occur and the possibility for less engagement in online settings but they have their own set

of benefits too (Bell, Bryman and Harley, 2019). Participants are used to utilizing online

meeting platforms because of the pandemic situation and a moderator’s performance can

contribute to the creation of an engaging atmosphere by having a casual conversation before

the research started or by setting ground rules to make clear how participants can discuss the

topic (Bell, Bryman and Harley, 2019). Online approaches make qualitative research more

accessible by removing the limits of traditional methods. A typical focus group, for example,

can be time-consuming and expensive, but an online focus group avoids the travel costs and

ecological damage done to the environment by the participant's transportation, the need for a

common site, and makes transcriptions easier through video/audio recordings (Bell, Bryman
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and Harley, 2019). Furthermore, because respondents are not in immediate communication

with the moderator, they are significantly more likely to feel anonymous and hence deliver

the most honest answers. This also aids in reducing moderator bias; in a face-to-face setting,

body language, expressions, and linguistic tone are all potential sources of prejudice, which

online approaches eliminate (Bell, Bryman and Harley, 2019). Another advantage of

conducting focus groups online is that researchers can gain the discussion detail more

in-depth information and subtle nuance without implementing good quality recording

devices (Bell, Bryman and Harley, 2019). Researchers are also able to invite participants

from different countries because online focus groups enable extending geographical scales.

A web conferencing platform is going to be used for semi-structured interviews and focus

groups. In the semi-structured interviews, participants are allocated to breakout rooms to

have one-to-one interviews with a researcher. Other participants wait in the main room until

their turns come. Focus groups are conducted with five participants after the personal

interviews. The whole discussion will be recorded and participants keep switching their

cameras on so that researchers can observe participants precisely.
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3.2.1 Sample collection

For selecting participants in focus groups, generic purposive sampling is employed. Bell,

Bryman and Harley (2019) defined it as one pattern of purposive sampling and is not required to

have the iterative approach in the sampling process. In other words, sample selection is

determined in advance and fixed. At the point of collecting samples, saturation should occur with

the fixed samples by implementing criteria. Purposive sampling is conducted for pursuing the

research objective which means answering the research question (Bell, Bryman and Harley,

2019). The choice of this type of sampling is considered to be appropriate in this study of

purpose for contributing to the aim of answering the research question and for complementing

the analysis method which is drawing on to grounded theory. The research topic is greenwashing

which is related to the issue of environmental sustainability and emphasizes the concern for

resources for future generations. The research question is regarding the conncetion between

general consumer perception and their ethical standards which indicates thet the participants do

not need to be experts or have prior sufficient knowledge about greenwashing and consumer

ethics. However, the familiarity with the topic gave the opportunity for participants to give more

opinions and discuss with other participants. Therefore, the criteria for sample selection is only

the age of the participants since it relates to the state of being familiar. Post-millennials,

especially those born between 1996 and 2018, value nature from a variety of perspectives and

are familiar with the topic of environmental sustainability (Bulut et al., 2021). The authors have

chosen the participants based on the age range of 20-30 year old which is acrossing the

post-millennials generation. Since it is operated online, international participants were able to

join from France, Germany, Greece, Japan, the UK, and the USA. Perticpants from various

countries have different insights into the study and lead to collect rich materials. The focus

groups were formed with five participants and two discussion groups are going to be made. The

semi-structured interviews were conducted with ten participants. The sample size should be

balanced well neither too large nor too small in order to generate plausible findings (Bell,

Bryman and Harley, 2019). Accordiong to Hennink, Kaiser, and Weber (2019), two focus groups
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per demographic group contributes to gain comprehensive unideratnsdnig the study concepts and

to fully illustrate the nuances as well. The sample collection only focuses on the age

demographic group so that two focus groups are sufficient for this study. In addition, too many

participants in the focus group makes discussion difficult since it has less opportunity to give

their voice in the discussion (Bell, Bryman and Harley, 2019). The larger sample is not required

since this research is combined qualitative research including semi-structured interviews and

focus groups which leads to the aim of collecting in depth empirical material. Sample size

should be based on whether it reaches saturation or not (Bell, Bryman and Harley, 2019). The

two focus groups and ten interviews provided sufficient information in the coding process and

gave the foundation of extensive findings.

3.3 Operationalization for semi-structured interviews

The objective of the semi-structured interviews is to figure out each participant’s ethical

attributes. As mentioned in the theoretical framework, the main concept of ethical standards is

divided into four categories which are situationalists, absolutists, subjectivists, and exceptionists

which are written as sub-concepts (Forsyth, 1980). Interview questions are constructed based on

the definitions in order to characterize the participant’s ethical standards as shown in the table

below.
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Table 1: Operationalization for semi-structured interviews

Main concepts Sub-concepts Definitions Questions Reference

Ethical
standard

Situationists Reject universal moral rules;
advocate the individualistic analysis
of each act in each situation.

- Do you believe in universal moral rules?
- If yes, move on to the questions of absolutists and

exceptionists.
- If it is no, moves on to the questions of

situationists and subjectivists

- If you believe or do not believe in universal moral
rules, why do you think in that way?

- What do you think about the idea that the consequences
of actions never intentionally harm others?

Forsyth (1980)

Absolutists Assume that the best possible
outcome can always be achieved by
following universal moral rules.

- What are universal moral rules for you? How would
you describe it?

- What do you think of the idea that people should make
certain that their actions never intentionally harm
another even to a small degree?

Forsyth (1980)

Subjectivists Make ethical judgment based on
their personal values and
perspectives rather than universal
moral principles.

- What do you think that moral standards are simple
personal rules, which indicate how a person should
behave or how she/he should not?

- What do you think of the idea that one person considers
to be moral may be judged to be immoral by another
person?

Forsyth (1980)
Forsyth (1990)
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Exceptionists Moral absolutes guide judgments but
are pragmatically open to exceptions
to these standards.

- How do you think that there are any exceptions to a
universal moral rule?

- Could you think of any examples of exceptions to a
universal moral rule?

Forsyth (1980)
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3.4 Operationalization for focus groups

The notion of operationalization is a reference to all of the topics in a theoretical framework that

aids researchers in enabling evaluation and making it more understandable and efficient(Bell,

Bryman and Harley, 2019). The concepts of perceived greenwashing, and consumer ethics are

explored with sub-concepts based on the conceptual model, and questions are constructed with

the reference of scientific articles as shown in the table below.
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Table 2: Operationalization for focus group

Concept Sub-concepts Description Questions Reference

Perceived
greenwashing

Action element Consumer perception
toward companies’
environmental activities
and consumer’s green
purchase as a consumer
action element

- Have you considered the environment when purchasing
products?

- What kind of green products do you usually purchase in your
daily life?

- What do you think about green products produced
environmentally friendly?

- What do you think about the products being greenwashed or not?

- Would you purchase the products in the future?

Bulut et al. (2021),

Urbański and ul

Haque (2020),

Discourse
element

Consumer perception
toward the green
marketing claims, for
instance, labels or
advertising

- What do you think about a product that has green claims?

- To what extent do you trust the eco-friendly label provided on a
product?

- What is your opinion about companies’ eco-friendly sustainable
claims?

Chen and Chang

(2012), Urbański

and ul Haque

(2020)
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3.5 Conducting qualitative research

As Bell, Bryman and Harley (2019) mentioned, some researchers have a preference of having a

structure in their qualitative research to enable conducting the research. The researchers created

the agenda based on the example shown by Blackburn and Stokes (2000). This helps researchers

give a practical preparation for qualitative research and overview of instructions on how

qualitative research of semi-structured interviews and focus groups can be conducted with the

allocated time. The structure of the qualitative research consists of introduction before each

qualitative research, conducting interviews, and moving on to the focus groups after.

Table 3: Agenda for qualitative research

Agenda for qualitative research

Introduction for personal interviews (10min)
・Introduce the research team, Icebreaker
・Explain the purpose and process of the interviews
・Information regarding ethical parts of the interview (recording)
・Introduction of the topic (Greenwashing, Consumer ethics) by using powerpoints

Semi-structured interviews (30min)
・Conduct one-to-one interviews in breakout rooms.
・Asking participants in-depth questions to figure out their ethical attributes.
・10 min interview per person, there are two researchers conducting personal interviews at the same time for
　two times which takes 20 min and the last person takes 10 min, 30 min in total.
・While the participant is interviewed, other participants are in the waiting break-out room so that they cannot
　see the interview.

Introduction for the focus group (5min)
・Explain the ground rules by using PowerPoint
1. We want you to do the talking. We would like everyone to participate.

2. We want you to talk in turns and be respectful of when others are talking. When you wish to

interrupt or take a position, you may raise your hand and the moderator will let you talk.

3. There are no right or wrong answers. Every person's experiences and opinions are important.

Speak up whether you agree or disagree. We want to hear a wide range of opinions.

4. What is said in this room stays here.

5. We will be recording the group. We do not identify anyone by name in our report. You will remain

anonymous.

6. Respect others, discuss politely but do not argue. The aim of the focus group is not to change the
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opinion of others nor prove that your opinion is better.

Discussion topic (30min)
・Perceived greenwashing (Discussion regarding action element and discourse element)

Summing up (5min)
Thanks for the participation

3.6 Analysis method

This research is inspired by the “grounded theory” method to analyze the collected empirical

material. Grounded theory is a qualitative method for investigating a topic or procedure and

developing new ideas that involve the collection and evaluation of real-world data.

Grounded theory is an inductive technique that forms new ideas from evidence, as opposed

to standard hypothesis-deductive research approaches that require formulating a hypothesis

and then attempting to prove or disprove it (Bell, Bryman and Harley, 2019). The main

procedure in grounded theory which is coding was implemented to lead to the analysis. After

conducting the semi-structured interviews and focus groups, authors transcribed the material

and analyze the transcript with some notes of participants' expressions of how they said in

interviews and focus groups. In the coding phase, qualitative content analysis was utilized as

a strategy for open coding which helps to extract themes from the empirical content by

examining quotes (Bell, Bryman and Harley, 2019).

Firstly, analysis for each semi-structured interview and focus groups were conducted

separately to explore the empirical material in depth and precisely. The analysis for

semi-structured interviews was based on the theoretical framework developed earlier and

conducted coding with the themes of four ethical standards which are situationist, absolutist,

exceptionist and subjectivist (Forsyth, 1980). It is because the consumer ethics interview

analysis should explicitly demonstrate each participant’s perspection of ethical standrds that
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leads to the combined analysis with the findings from focus groun analysis. The analysis for

focus groups was conducted aligning strictly with the opn coding procedure which produces

concepts and puts them into categories by reviewing the quotes from focus groups

transcripts (Strauss and Corbin, 1990). Following the coding process for each interview and

focus groups, the analysis integrated into one analysis for answering the research question

probing for the relationship of ethical standards and perceived greenwashing since the

semi-structured interview aimed for collecting data regarding ethical standards and focus

groups conducted for the discussion of perceived greenwashing. The findings from each

analysis through the coding process were combined into pointing out the patterns and

conncetion between them.

3.7 Quality criteria

It is significant to place explicit criterion to assess and corroborate the quality of the

research. Although validity and reliability are the terms in quality criteria used for business

research, they are mostly considered and utilized from a quantitative method perspective

(Bell, Bryman and Harley, 2019). As equivalent to these validity and reliability criteria,

trustworthiness and authenticity are the evaluation criteria for qualitative research in terms

of its quality (Bell, Bryman and Harley, 2019). Trustworthiness consists of four foundations

as research quality assessment; credibility, transferability, dependability and confirmability

(Bell, Bryman and Harley, 2019).

Credibility is to make sure that the researchers conduct in a good manner to present plausible

findings extracted from empirical material through the research methods (Bell, Bryman and

Harley, 2019). In this study, two qualitative methods were integrated to construct a

comprehensive understanding of the phenomenon and managed to reflect upon each other

based on the empirical material from each qualitative data collection method. Triangulation

is considered as one of the techniques for enhancing credibility of research since the
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combination of multiple data collection methods gives confidence in the findings (Bell,

Bryman and Harley, 2019).

The criteria of transferability assess the ability of the study findings if it can be applied to

social environmental context. The contextualization of findings is enabled by thick

description of the findings (Bell, Bryman and Harley, 2019). The fine detailed illustrations

of the findings make it possible for others to replicate and increase transferability of findings

to other settings (Bell, Bryman and Harley, 2019). This study has an objective to describe

the findings rigorously with implementing societal context so that it can be applicable to the

social situation in marketing.

Dependability is one of the concepts in quality criteria that emphasize transparency in terms

of providing clear information through the qualitative research process (Bell, Bryman and

Harley, 2019). Such procedures as how participants were selected or the data collection with

interviews and focus groups precisely are described in this method chapter and empirical

chapter shows detailed information from the empirical data collection with direct quotes by

participants.

Although it is difficult to have absolute objectivity which is confirmability in qualitative

research because of the dependency on researchers’ interpretations of empirical data (Bell,

Bryman and Harley, 2019), authors aimed for analysing the data objectively by staying out

of personal viewpoints for the phenomenon and without having prejudice against the

information when exploring the empirical material.

Authenticity highlights the quality of findings representing different points of view (Bell,

Bryman and Harley, 2019). Samples were collected internationally in this study and the

cultural and societal background of the participants varies. These various samples provided

diverse viewpoints into the concepts of this study and the different perspectives were

reflected in the analysis to yield constructive findings.
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3.8 Ethical considerations

Ethical considerations are a critical part to follow in any type of research for a variety of reasons.

First, ethical norms aid research goals such as knowledge, accuracy, and error avoidance. For

example, prohibiting the fabrication, distortion, or misrepresentation of research data promotes

integrity while lowering error (Bell, Bryman and Harley, 2019).

The authors have utilized the literature of Bell, Bryman and Harley (2019) to follow certain

ethical criteria. The authors have made sure that the participants in this study would not be

harmed in legal, psychological, social, or any other way. Their dignity has been of the utmost

importance. The participants’ full agreement was sought and provided beforehand via a consent

form which can be seen in Appendix 1. The authors have informed the participants that their

privacy and anonymity would be safeguarded to the best of the authors’ capabilities. The

participants were aware of the fact that they were recorded and that after the discussion, they

would leave with new ideas and perceptions formed not by the authors but by the other

participants and their own conclusions. Their participation was voluntary and they could leave at

any given moment without an explanation. Any exaggeration or misrepresentation of the

research's goals and objectives has been tried to be avoided. This research has no affiliations,

funding sources, and/or conflicts of interest, hidden or otherwise. All research-related

communications have been performed in an honest and open manner.

3.9 Societal Consideration

The findings of this study contribute to the understanding of the current perceptions of

society toward greenwashing behaviors which is a societal issue in terms of sustainability.

Corporate greenwashing behavior refrains from accomplishing the ideal sustainable society

by lying to consumers with their dishonest marketing communication. This study also gives

an implication of ethical expectations of the actions taken by society. Consumers' ethical
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standards are the responsibility they have in consumerism and consumption today is a

societal matter of how individuals are required to take action for a sustainable society with

their consuming behavior. Interpreting greenwashing phenomenon from a consumer

perspective and understanding the consumer ethical standard contribute to the reconsidering

of greenwashing as a societal issue of responsibility and the consumption behavior as a

societal matter.

The ability or potential of this research to have an observable impact on society is defined as

its social implications. This study's obvious focus is societal perceptions, which could be

exploited or abused for social influence through the adoption of the provided evidence that

could result in improvement or damage to people's overall quality of life. An organisation or

a government could use these findings to push their own agendas and/or to manipulate

societal perceptions to reach their own goals. One example is that the study of greenwashing

perception with consumer ethics is possible to be exploited inproperly by corporations to

justify their immoral business activities. Another societal consideration that needs to be

pointed out is that future researchers might use the findings to prove their own hypothesis

and theories which are not and cannot be identified by the authors at the time this paper was

being written. The authors understand that their findings can be a tool utilized for well or for

worse but definitely wish for the proper use of the found information.
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4. Empirical investigation

A study which gains its results only from concretely empirical and verifiable evidence, is

defined as an empirical research (Bell, Bryman and Harley, 2019). In this section the authors

list the empirical material that has been collected through semi-structured interviews and

online focus groups. There are 10 interviewees and therefore 10 sections that explore their

personal ethical stances and perceptions. Later on the important ideas and discussion parts

are listed under each focus group section where the participants were asked to discuss

certain topics related to their perceptions on greenwashing. The rich material collected will

be later explored and analysed to reach the purpose and answer the research question of this

paper.

4.1 Semi-structured interviews

4.1.1 Interview for participant 1

Participant 1 made a comment in terms of universal moral rules and emphasized the word trust

and justification; “generally, people think that or feel that breaking trust is a bad thing, hurting

people, and killing people without what they consider justification is a bad thing.” Although the

participant described some opinions on universal moral rules, the participant also had an opinion

of that being harmful to another is dependent on the situation and strongly made a negative

statement about the question of the idea that individuals never intentionally harm other people

even to a small degree; “People should not intentionally harm other people, umm of course, but

it depends on the situation… Even to a small degree, it is like to what degree? in some degree,

anything is acceptable, right?” Following the questions regarding absolutists, the participant was

asked the question related to exceptionists and responded positively with the example of

consumerism; “probably end up coming down is to something outside of the transaction so ahh

misselling is a problem, but usually comes down to what you are doing to protect someone or to

help someone.”
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4.1.2 Interview for participant 2

The participant 2 responded to the first question positively; “I think there are some principles I

would say that always apply to any…” The participant explained the universal moral rule for the

participant in the context of consumption; “I guess I would say something like doing harm if I

know that umm in the process of production or contribution of the product any like people or

also animals have been harmed … then, this is not the product I want to buy” Following this

statement of emphasizing the harm to another in consumption, the participant also mentioned

that “but of course, if I don’t know about it and hard to judge.” The participant responded to the

question of absolutists negatively by denying the probability of making completely harmless

actions; “I guess it is probably difficult or impossible not to do harm at all to any human being or

environment …” The participant also mentioned this additionally to the first statement to

emphasize her opinion; “Only to a certain degree, I can pay attention to it because it is

impossible without any harm probably.” After the question of absolutists, the participant also has

been consistent with the answer to the question regarding exceptionists in terms of the possibility

of harm caused by actions: “Maybe exceptions, I guess the ideal would be the least possible

harm.”

4.1.3 Interview for participant 3

The idea of universal moral rule for participant 3 is “...to be good in everything that you can do.

Liberty or free will but until you reach the limit you cannot harm other people or disturb other

people’s freedom”. The particiapnt has an opinion that humans have some freedom to some

extent not to harm other people. The particiapnt answered the moral rule question regarding the

absolutist stance; “I think it is quite difficult and impossible because of globalization … I think it

is really difficult that you can be certain that you never harm anyone.” To the question about

exceptionist stance, the participant answered in conncetion with consumption and business; “If

it’s a global company, it is complicated and impossible to be certain that your moral and ethics

are respected.” The participant also had some opinions on the subjectivist perspective; “In a
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society, we have like a global standard about environment or culture, everyone has their own

small standard as well …” The idea related to subjectivism leads to the conclusion with the

aspect of absolutism; “I think everyone cannot have the same all standards , it's impossible, but

we can reach bigger standards.”

4.1.4 Interview for participant 4

In terms of universal moral rules, participant 4 agrees on the existence of a universal ethical code

of conduct by stating that “I think there is definitely some laid out things that should sort of just

follow and go by.” Even though the participant stated that he believes in the universal moral

rules, the particiapnt had a different opinion about the idea that individuals should never

intentionally harm other people even to a small degree which indicates that the participant cannot

be fully categorized as absolutist; “I think you should definitely try but you have to sort of be

realistic about the fact that sometimes it is impossible.” The particiapnt also mentioned the

aspect of absolutist in his answer to the question about subjectivists; “I feel there are guidelines.

It is not necessarily a rule but I think you should really follow a set of standards or morals … I

think to stray from that is chaotic.” However, the participant made a statement that the

participant does not want to force other people to follow the same rule; “I would say you know

you obviously have your own code of ethics and morals and I think it is important to follow

them. I don’t think instilling it in people is fair because they have their own code” The

participant again described the standpoint of being absolutists by stating that “I mean obviously

there is a very very probably rare thing that I cannot think of something so I have to stand by no,

I don’t think you can break those absolute things.”

4.1.5 Interview for participant 5

Participant 5 described the participant’s understanding of universal moral rules in this way; “I

think this is a universal moral rule that’s no matter which culture you are in, and you
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undernstand and live with those principles well at least to some extent.” The particiapnt also

mentioned the viewpoint related to being absolutist; “If you have the power to reduce well even

better to do not make any cause or harm to any other person or living things from your actions

then I believe that of course we should take this decision.” Although the particiapnt has some

perspective of being absolutists, the particiapnt mentioned about choices that individuals can

have when they make decisions which leads to the aspect of situationists; “Sometimes of course

you don’t have the choice then you know that even the best option will have some impact on the

other people. But if you do have the choice and then you should definitely take this way.” The

particiapnt answered to the question of judgement of other people’s action in terms of whether it

is ethical or not with and describing the perspective of absolutist; “We shouldn’t be judgeing the

others about our personal rules unless it really goes with universal rules like respect and things

like that of course everyone should be applied to it.”

4.1.6 Interview for participant 6

Participant 6 begins by introducing themselves and continues by answering the question

regarding their perception of their own ethical standards. The answer given states that “I believe

that there are universal rules that everyone should follow. There is also an individual moral code

that applies only to oneself and not to everyone else. Sometimes people find excuses to exempt

themselves from universal moral rules”. Continuing with the interview, the participant was asked

about their opinion regarding ethical consumerism and they stated that “I know that people

should lookout about their consumer patterns and that governments should place some

regulations but I do not think that everyone should follow these environmental rules or think

thats the right thing to do because people have their own ideas about what is best for the

environment. Freedom of choice is important.” Then the participant proceeded to answer the

question regarding the avoidance of harming others through our actions and they stated that “I

believe people should never hurt others even to a small degree. This should never be

acceptable.”
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4.1.7 Interview for participant 7

Participant 7 has never considered their stance on morality in the past and needed to

contemplate it. When the participant was ready to answer, they decided that “morals and

ethics depended on culture and to an extent, every moral decision should be decided upon

case by case”. The participant stated that “different cultures have different values … in terms

of there being one moral rule set for everybody I don’t think that’s the case”. The participant

expressed their own idea of a universal rule by saying that they believe that “a person should

be good to other people and portray good behavior at all times in order to have an ethically

healthy society”. The participant continues by explaining that “there can be no profit without

causing harm to society, individuals or the environment” and believes that “some form of

ethical regulations should be placed to stop harm from happening”. Finally the participant

believes that “universal rules have cases in which they can be avoided and as a result they

become exceptions and not universal”. The participan expressed that they have never

considered such ideas before and were currently making up their mind as the interview

proceeded. The participant brought up various examples such as war, environmentalism and

others, and later claimed that “morality is up to the individual’s perceptions, culture and

place of origin”.

4.1.8 Interview for participant 8

As with participant 6, participant 8 starts the interview by introducing themselves and begins

informing the interviewer of their ethical standards and perception regarding universal

morality. “I do have my own beliefs which are influenced by the country I come from and

the place I was raised, I realise that different cultures have different values on certain

subjects, so if you ask me, if there is a universal moral rule set for everybody, I do not think

that's the case but I do believe that there is a more loose set of guidelines, that generally

align. There are different moral standards and every individual follows them differently”.

When the participant was asked about their opinion regarding whether morality should
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indicate one's behaviour, they replied by stating that “I think it depends on many factors such

as current location and the locally accepted culture, how well integrated that person is to that

society and so on. The individual should apply the morals of the society he lives in rather

than follow their own moral code. So, I believe that morality does not indicate how one

should act but society does by implementing their own morality on that person”. Following

the next question, the participant stated that “I think that its generally a good idea that people

should try to cause no harm through their actions but there are going to be exceptions. What

is the right choice for me might be damaging to others. We should not cause problems for

others but this should not be our only concern. We need to look after ourselves too.'' Then

the participant continued by declaring their ideas about ethical consumerism regarding the

environment. “I believe that most people, but not everyone, will agree that we need to do

things that are good for the environment. We need to learn to use eco-friendly products

opposed to non eco friendly ones.”

4.1.9 Interview for participant 9

Participant 9 states that “personally I believe in morality for myself but I am unsure about

universal rules.” The participant continues by claiming that “all things should be considered

depending on the information of each case” and that “no moral rule can predetermine the

stance of an individual towards it”. The participant claims that “moral codes were made by

societies and depending on the situation they follow accordingly… they vary amongst them

but in the end, most societies agree on basic ethical concepts”. The participant states that

“every person of any age is influenced by the warning of a possible future consequence”.

The participant thinks that “some people do not consider the consequences and as such,

…they bring harm to others or to themselves”. The participant believes that “some kind of

universal rules should exist but …educated people are more important because when it

comes to making a decision, …an educated person can decide on how to proceed with less

chances of causing harm”. In the end of the interview, the participant states that “there
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should be fundamental rules that ...can be adapted to situations …depending on the needs

and perceptions of the society”.

4.1.10 Interview for participant 10

Participant 10 does not believe in universal moral rules and in addition, they believe that

“...ethics and morality are social constructs made by people and applied by governments and

other man-made constitutions. …individual morality can change from place to place and

from person to person and is formed by societal perception”. Participant 10 claims that “each

individual should determine their actions not on moral codes but depending on situations and

active cases. I understand that this belief can have unintended consequences” but this is okay

with them. The participant thinks that “...the moral standards of a person are malleable and

can change depending on the situation”. They also state that “…morality can be personal

rules… but its not always simple rules”. The participant believes that “the moral codes

...should only apply to a person …and also determine their actions as long as those rules

were decided by that person and not imposed by others such as a religious constitution,

society or other such entity”. At the end of the interview, the participant stated that

“everyone has different moral rules and beliefs…” and that they “…are free to judge and

disagree with the ethical rules of others. Individual morality is and should be debatable”.

Finally, “...a person can dissassemble moral codes with factual information and alter the

perception of others when needed” was an expression of the participant.

4.2 Focus group A

The first question was related to the perception of how participants see products with the

environmental aspect and consuming green products. Participants started the discussion by

reacting to the questions with the topic of information you get when they purchase products.

Participant 2 mentioned the problems when she buys green products and see if it is truly green or
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not; “I think there are two problems about it. The first one is the lack of information or

transparency so often it’s just so hard to find out … then the second one is the effort it takes to

find it out.” Particiapnt 2 emphasized the opinion by additionally stating the participant’s idea

regarding the effort consumers need to take; “it requires a lot of own research and shift of

lifestyle. I feel like companies don’t really make it easy for you to find out.” In response to the

opinions, participant 5 agreed with the idea that making correct choices in green consumption is

hard; “I wanted to say something about what participant 2 just said about how it is difficult to

make the choice of sustainable way because even when we do our own research and when we

want to do the best choice sometimes it does’t go in the way'' Participant 1 also has a similar

opinion on the ideas stated by other two participants regarding the difficulty of making green

products purchase decisions; “I think a lot of the time people maybe they are aware of a problem,

there is no good solution or maybe the solution when you look deep into it and there’s just

another problem.” Particiapnt 1 brought up one example of electric car and stated that some

problems occurs after you dig it into more; “If you have a petro car, it would make more sense to

continue using that for 5 or even more years than it would to buy a new electric vehicle because

of the amount of emissions and maybe the environmental destruction and impact caused by

making the car in the first place.” Following this example, particiapnt 1 stated the difficulty and

complexity of consumer decision making around green products; “I think due to just the

complexity of a lot of these issues when you look way down supply chains, really difficult as a

consumer to know what the right thing to do is.” In addition to the ideas from other three

participants, particpant 3 has the opinion corresponding to other participant’s statements; “...the

lack of information and sometimes disinformation, like false information. It’s the complete

opposite of what we can hear sometimes so it’s really difficult to be certain of what you learn

and what you hear.”

In the topic of green products, some participants initiated the discussion of labels attached on the

products. Participant 4 brought up one example of label on some grocery items; “In england, it’s

easy and quite helpful a little red tractor label on vegetable or meat umm that’s the indicator of
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sustainably farmed and obviously to whatever the extent the guideline allows maybe it isn’t as

perfect but it’s just the littel point in the right direction.” With regards to the topic of red tractor

label, participant 1 claimed his point of view how he sees the labels with the skeptical

expression; “red tractors on a lot of English farms produced, but probably a bit of an issue is

whether or not that really means anything, whether they’ve just found a way around it.”

However, participant 1 also mentioned how he actually acts in the situation of when he sees the

label; “I won’t tend to look very into it because I know that if I really want to look into it, it takes

a very long time.” Particpant 3 has similar viewpoint about labels as participant 1 stated, but

particpant 3 strongly insisted on the stance on how the particpant sees the packaging or

marketing around the green products; “I learned that some labels didn’t mean anything. And so

now I think I am trying to make my own research before buying something and then I try not to

be influenced by packaging and marketing because most of the time it is not really what

matters.” Participant 4 gave an example of when the participant felt suspicious about companies

by listening to the discussion about being skeptical about products; "companies who you know

give the impressions of carbon neutral things like that … They buy the proof of how that reduces

co2 emissions as a token and then they sell it on to the massive companies such as coca cola or

google as a way of leveraging … I thought that was quite weird of working around and saying

how you are carbon neutral when you actually do not work and just paying someone who is

paying someone else to do some farming.” At the same time particpant 4 has some positive

opinions about the greenwashing bahavior; “again the money goes in which hopefully allow that

industry to bloom and more people buying into it and in turn hopefully reduce co2.”

The question of the possibility of purchasing green products which might be greenwashed in

the future invoked the discussion of how they face some dilemma when it comes to green

consumption with the topic og greenwashing. Partricpant 1 explained the purpose of his

shopping and stated the dilemma; “It’s a battle between morality and need.” Participant 5

mentioned the opinions similar to participant 1 by bringing up the example of number of

choices the participant can have in the situation; “I think that the main thing is about how

much we have the choice to go another way” Particiapnt 5 described that it cannot help
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choosing the product if you do not have alternatives in the situation. In this discussion,

participant 3 stated that there is an exception for the particiapnt when the particiapnt

purchase electronic products since the particiapnt cannot understand the detail of the

product; “I would say this specific sector is difficult for me to act eco-frindly way.”

When participants were asked the question of green claims attached to the product, they

began discussing their emotional feelings toward the product. Particpant 2 stated that guilt is

an important factor in the situation of recognizing green claims in the products; “... it might

feel better and I might feel less guilty if I buy the products that have a green claim, but is it

actually better?” Participant 2 also explained the detailed situation of facing when the

particiapnt buys the products with green claims. Participant 2 might feel guilty when the

participant still purchased the products which are known for having bad label condition, but

do not have the guilt feeling when she goes to an organic store and buys organic products

even if they are not perfectly green products. Participant 4 reacted to the statement of feeling

guilt and made a connection with the green label by stating that they are just a persuasion

tactic to an extent. Participant 2 also stated how individuals feel about buying products with

green labels; “You want to buy the brands to feel good about yourself.” Participant 1 also

agreed with the opinions of participant 2 and 4; “I think from a guilt perspective, wanting to

feel good about myself and purchasing decisions.” Participant 1 also stated the feeling of

being skeptical about products with green claims that the participant always questions these

green claims when the participant sees them in supermarkets or shopping occasions.

Following the statement being skeptical about these products, participant 1 mentioned that

“it’s kind of a sad state of affairs but everyone our age probably doubts and is cynical about

any type of claim in that regard.”

As the talk goes on with the topic of being critical about green products or companies’

claims, participants started discussing the matter of companies are planting trees as a

eco-frinedly activities. Participant 3 brought about the topic of planting trees by strongly
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stating that; “companies cannot plant trees and continue with their own emissions.”

Participant 1 was following the opinion by making the solid statement of the problematic

side of companies planting trees; “I think plating trees are great greenwashing tactic because

it allows company to absorb themselve or kind of forgive their own bad behavior toward the

environment.” Participant 2 asked the question to participant 1 and 3 about whether planting

trees can be positive in terms of the long term benefit. By answering the question,

participant 3 stated that “The problem is when the company thinks they have an excuse to

keep going with their own activity … you cannot just say green company if you are not

reducing emissions.” Particpant 5 responded to this discussion by stating from a different

perspective that some planting trees strategies are acceptable when companies have a whole

dynamic of reducing CO2 emissions in all processes.

4.3 Focus group B

As with focus group A, focus group B started by explaining to the participants the ground

rules of the conversation and the topic to be discussed. Once more, the first question

concerned participants' perceptions of environmental products and their consumption of

them. Participant 8 was the first one to answer the question by saying that “Usually I will not

consider the environment, I feel good about it when I do make green decisions but I do not

consider the environment much”. Participant 7 continued by stating that “I would choose an

eco-friendly one if I was asked to pick between one that is and one that isn’t, …usually I do

not consider the environment when choosing products”. Participant 9 states that “I can’t

recall myself ever considering the environment when I buy something but I do so, when I

have to discard the package of that product. I try to recycle as many parts of the original

product as I can because I feel guily for buying them. I understand that the products that we

buy, or we are forced to buy, are not environmentally good but I still continue buying them”.

Participant 6 added their own perception by saying that “When I buy a product, I will prefer

to buy the ones with green labels and I do not usually care if I have to pay a bit more, but I

do not consider it deeply when purchasing non-green products.” Participant 10 will continue
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with agreeing with Participant 6 by saying that “When there are options between normal and

green, most of the time, I will choose the eco-friendly one but I do not usually consider it as

part of my purchase behaviour. Where I currently live, there are small businesses that do not

provide the same variety of products or accessibility to environmental products, like

bussinesses in a capital or larger city do”.

When the discussion of the first question moved to a closure and the group was ready to

proceed, they have been asked what green products they usually purchase in their everyday

life. Participant 10 initiated the discussion by stating that “Usually I buy some eco-friendly

detergents and “washing-up liquids””. Participant 6 did not have any examples of any

specific products in mind declaring that “I do not have any idea of a green product that I

constantly buy” participant 8 agreed with the previous statement but added that “In the

company that I work at, we use biodegradable consumables such as caps, forks, spoons and

so on but I feel bad because now that I think of it, I do not buy green products”. Participant 9

said that “I struggle to choose between products because even though they are labeled as

green, most of the time they aren’t and to be fair, there aren’t as many green products

compared to non-green ones”. Later on, Participant 7 claimed that “I purchase green

shampoo and detergents but I do not buy them because they are green but because I prefer

them”.

Later on, the group was questioned about their opinions regarding companies that claim that

they produce environmentally friendly products and they were informed that they can bring

an example of a company they prefer if they wish to. Participant 10 declared that “It is

admirable when a company truly does produce green products and if it was proven, I would

prefer purchasing from them.” Participant 9 answered to that statement by saying that “A

product can almost never be ecofriendly. For a product to be eco-friendly, it needs to be

manufactured and transported and stored in an eco-friendly way and in addition the product

itself must be recycleable and non-damaging to the environment. In my mind it is
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hypocritical, they use machines and transport methods that damage the environment just for

us to buy a “green product” such as a paper or metal straw. A metal straw is not damaging

the environment like plastic does, but in order for it to be manufactured, they need to mine

for the metal, process it and so on, damaging the environment in a different way”.

Participant 8 responded with their own experience stating that “In the country where I come

from, companies portray green products as premium-line products which are more

expensive. It’s good to make environmentally friendly products but in my mind its a

marketing strategy and that's why they name it as “Premium brand” products”. Following

Participant 6’s statement “My impression of a company that creates eco-friendly products

changes from the one I had about it in the past. I believe that now its becoming common

practice to have companies that want to produce environmentally friendly products” and

participant 7’s statement “eco-friendly factors provided by companies can be a motivation

for buying these products” this question came to a closure.

Then, the participants were asked to show their perceptions when it comes to companies that

sell greenwashed products and use false labels. Participant 6 stated that “I believe that

companies create fake eco-friendly products because they want to make a good impression

on their consumers'' participant 7 responded to that statement by saying that “a company

might get some positive attention at first but then their credibility will be lost , lying leads to

losing credibility, everyone is going to criticize the company and refrain from buying their

products”. Participant 9 believes that “Companies greenwash products for a good reason I

think. They want to increase green consumption awareness and by creating greenwashed

products they attract attention to the environmental crisis. We have to become concious of

the damage we cause to our planet, it is our only home. I do not believe that this is moral of

course, there is the other side of the coin, they might be doing it out of the need to remain

competitive against other companies. Business is business and a company will do anything

to remain relevant and keep its profits''. Participant 9 then continues by bringing up

examples of companies that sell aparell and electronics. “Adidas and/or Nike say that they
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create green products and that they recycle or reuse older products but in reality they do not,

not as much as they claim to at least. Apple claims that they do not include earphones or

chargers in their iPhone products to decrease environmental impact but they still produce

them and sell them seperately in their own boxes priced higher than just getting them

together with the original product. They just do it for the money.” Participant 8 added that “I

hate being lied to. It's infuriating! No matter what the reason behind it, I am done with that

company. I will immediately run to other competitor companies and never in my life look

back to a company that lies to my face. Short and simple, it just doesn’t fly well with me”.

Participant 10 takes the spotlight on themselves and declares that “I agree with what was

already said and I want to add that being a company like Adidas or Nike and claiming that

you make green products makes no sense when you are producing these products in

sweatshops that use and abuse children. It's at least hypocritical of a company to claim

eco-friendliness when they are not worker-friendly”. Participant 9 wished to bring up an

experience of their own regarding greenwashing behaviours “I usually buy a certain ginger

juice product. It used to be contained in a small plastic bottle then they switched to paper

and they included a plastic straw wrapped in plastic wrap. The new paper bottle had a green

statement saying that they did this for the good of the environment. I still kept buying the

product because I liked the juice and there were no other competitors but it did not stand

well with me. They know that we can’t switch to other products and they play with our

needs”.

Proceeding, the next question was if they would still continue buying a product from a

company that they knew that is using unethical methods such as greenwashing. Participant 6

initiated the discussion and said that “It depends on the product that I consume. If I have

loyalty to the brand that is producing a product that I need, there is a possibility that I will

continue buying the product”. Participant 9 agreed with the former and said that “this also

applies to my case too. If I am satisfied with the overall experience that the company

provides me with the product, I will most likely continue to consume it even if it is
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greenwashed. We all know that companies use unethical ways to produce products but it

would be a lie to say that we do not buy them regardless of the company’s methods. We

want or need the product and we prefer to pretend that we forget about the negative parts of

the transaction. In the end, it depends on my loyalty to a brand and the need I have of a

product”. Participant 8 took the opportunity to say that “I would like to claim that I wouldn’t

buy from such a company but sadly I am currently holding an Iphone and I do have a couple

of training shoes. I try not to judge anybody based on my own standarts as there are people

who have different morals, especially people from different countries, it is difficult to make

a moral statement, I cannot say that it is good to purchase those products and perhaps this is

my way of weaseling out of this moral dilemma and saying that “I like my Iphone” even if it

is immoral to have one. It is a product which I need at the time”. Participant 9 adds that “we

are people and we live in society. We are sensitive to child labor, environmentalism or any

other ethically immoral method a company uses but in reality, we consume products and

believe that we are in a “safe place”. We do not consider that we personally contribute to

these methods. We are informed of the unethical situation but we still consume what the

companies provide to us”.

When asked about the product's green claims, participants began to discuss the trust they

show to the green labels. Participant 7 declared that “Before this discussion I did not know

that companies lie and greenwash their products. If they declared that a product was green, I

believed them. After this discussion I know that I will not trust them easily again. I will be

skeptical.” Participant 8 continues by agreeing and stating that “I usually do not consider

that a company is lying to me. If it says that it is biodegradable then I say “Cool!” and trust

that it will degrade, but after this, I promise that I will be more skeptical and do my own

research when I can”. Participant 10 stated that “I usually do not trust the labels but I won’t

go out of my way to research if they lie to me. I do not have the time or energy for that. I just

need a detergent and am not going to stop mid-shopping to browse the net and see if the

company is lying and I surely forget about it after the purchase. I also want to add that when

44(1)



I am convinced that a product is eco-friendly, then I will have more reasons to buy it than

before”. After some light talk the discussion came to an end.

5. Analysis

5.1 Interview Analysis

In this analysis, participants are categorized into an ethical standard table as it can be seen later

on which is based on the ethical positions presented by Forsyth (1980). This categorisation is

based on the quotes from the empirical material and the data in this section is analyzed to

understand which ethical standard perspectives each participant has. All participants have

different perspectives of ethical standards and they cannot be categorized only in one “morality

box”, depicting the complexity of the human condition.

Participant 1 described themselves through the aspect of situationism. The participant came up

with a number of examples of situations that apply to the individuals’ actions that do not need to

be adjusted according to the universal moral rules. Even though the participant did not clearly

mention that they are skeptical about universal moral rules, their constant bringing up of

examples indicates that the participant is unsure and doubting. The participant indicated that the

universal moral rules can be changed depending on the situation. However, the participant also

described the idea that people are required to have a single set of universal rules and that some

exceptions exist. This statement creates a conflicting between the idea of situationistic stance and

the claim that universal moral rules should be a guideline for individual actions. Even if the

individuals believe in universal moral rules, there is some divergence between the opinions that

they have in terms of their ethical stance. Participant 8 described the ethical stance that there is

no one set of universal rules for every individual, but also expanded on the idea that the moral

rules are dependent on the society you belong to and that it changes depending on the situation or

culture of the society you are currently in. The participant also has a subjectivist aspect since the

moral rules are contingent on an individual's viewpoint and not everyone has the same
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perspective of the moral rules. Both participant 9 and 10 have the two aspects of representing

situationist and subjectivist exactly as participant 8 has described themselves. They stated

opinions about moral rules relating to societal context, such as culture, and claimed that

individuals have different points of view toward moral rules while at the same time describing

the situations that do not apply to universal moral rules. The main difference between participant

9 and 10 is that participant 9 believes in morality for oneself, created by the moral code one

chooses for themselves while 10 does not believe that morality exists any more than just a mere

social construct imposed by people and governments. Both situationist and subjectivist stances

have critical viewpoints towards universal morality, indicating that some individuals have ideas

that moral rules are determined by both situations and individuals’ perspective, in order to show

their insight on why they express negativity towards the one universal moral rule concept.

Participant 4 defined themselves in terms of morality with information that showed them as

absolutists when it comes to universal morality. The participant showed strong belief in universal

morality by indicating that the society is going to be disordered unless everyone follows one set

of moral rules. The participant also clearly described their standpoint by mentioning that

individuals cannot break absolute rules. In addition to the statement of representing absolutist,

the participant described the impossibility of following absolute rules all the time which

indicates that the participant has an exceptionist perspective. Participant 5 has the exact same

ethical stance as participant 4 has, sharing common ideas amongst themselves. The participant

positively follows the concept of universal moral rules and has a strong opinion which states that

the rule should be applied to everyone disregarding any cultural or societal differences. The

participant also mentioned the choices individuals have and that it's sometimes difficult sticking

to a universal set of rules. The authors found a pattern of these participants being absolutist but

also showing signs that it is sometimes impossible to strictly keep their belief of ethical standard

in a society which is affected by real life senarios. Participant 6 indicated that breaking the

universal moral rules is not acceptable no matter what situation the individuals find themselves

in, but the participant also has an inconsistent opinion when it comes to other topics such as the
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environment. The participant showed a behaviour which shifted their ethical stance from being

absolutist to being subjectivistic, depending on the topic they faced each time. The participant

has conflicting ethical perceptions in their mind showing that the human condition cannot be

easily placed in “ethical boxes'' and that it is a complex topic which should be constantly

observed and researched depending on the situation and case.

Participant 3 portrayed themselves as a person who values morality, liberty and free will as a

universal rule. Participant 3 believes that one's freedom stops where the freedom of another

person begins. Through participant 3’s statement, the authors understand that the participant has

a subjectivist stance. Participant 3 states that not all people should have similar standards but

each can have their own moral codes. Participant 3 can be regarded as a situationist too as the

statements and answers given indicate that one can never be sure about the consequence of their

actions and therefore the moral choices they make. The ethical compass of participant 3 is also

peculiar as the exceptionist and subjectivist concepts contradict one another. Participant 7 also

described their stance as a subjectivist by describing their perspective by saying that there is no

single universal moral rule for everyone and that it varies depending on each individual and their

culture. Although participant 7 also does not have a strong belief in universal moral rules since

they mentioned that they never considered morality in the past, the participant mentioned at least

one example of a universal moral rule and claimed that it should always be applied. The

participant also mentioned that there is an exception for the universal moral rules. These

opinions indicate that there is an extensive conflict among the participant’s ethical positions. In

conclusion, the difficulties of categorising participants 3 and 7 portray once more the conflict of

character, humans face when imposed with different ethical dilemmas.

Participant 2 explicitely mentioned that the universal moral rules as a guideline is required for

everyone to follow and as a general rule, to not cause harm to other people. The perception of

absolute moral rules that the participant has, was changed when asked about the degree of how

much harm caused to another person is acceptable, the participant made a clear ethical stance by

47(1)



stating that it is impossible to be certain of everything when it comes to hurting others. The

participant also described that there might be exceptions in the universal moral rules but causing

the least harm as possible. This indicates that the participant values the universal moral rules as a

guiding principle for individuals’ actions and there are some exceptions that are allowed, but

always based on the universal moral rules.
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Table 4: Semi-structured interview coding table

Participant number Ethical standard Quotes from participants

Participant 1 Situationist “People should not intentionally harm other people, umm of course, but it depends on the situation… Even to a
small degree, it is like to what degree? in some degree, anything is acceptable, right?”

Exceptionist “generally, people think that or feel that breaking trust is a bad thing, hurting people, and killing people
without what they consider justification is a bad thing”

“Probably end up coming down to something outside of the transaction so ahh misselling is a problem, but
usually comes down to what you are doing to protect someone or to help someone.”

Participant 2 Exceptionist “I think there are some principles I would say that always apply to any…”

“I guess it is probably difficult or impossible not to do harm at all to any human being or environment …”

“Maybe exceptions, I guess the ideal would be the least possible harm.”

Participant 3 Exceptionist “I think it is quite difficult and impossible because of globalization … I think it is really difficult that you can
be certain that you will never harm anyone.”

Subjectivist “In a society, we have like, a global standard about environment or culture, everyone has their own small
standard as well …”

“I think everyone cannot have the same all standards , it's impossible, but we can reach bigger standards.”

Participant 4 Absolutist “I feel there are guidelines. It is not necessarily a rule but I think you should really follow a set of standards or
morals … I think to stray from that is chaotic.”
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Participant number Ethical standard Quotes from participants

“I mean obviously there is a very very probably rare thing that I cannot think of something so I have to stand
by no, I don’t think you can break those absolute such things.”

Exceptionist “I think you should definitely try but you have to sort of be realistic about the fact that sometimes it is
impossible.”

Participant 5 Absolutist “I think this is a universal moral rule that’s no matter which culture you are in, and you undernstand and live
with those principles well at least to some extent.”

“We shouldn’t be judgeing the others about our personal rules unless it really goes with universal rules like
respect and things like that of course everyone should be applied to it.”

Exceptionist “Sometimes of course you don’t have the choice then you know that even the best option will have some
impact on the other people. But if you do have the choice and then you should definitely take this way.”

Participant 6 Absolutist “I believe that there are universal rules that everyone should follow. There is also an individual moral code that
applies only to oneself and not to everyone else. Sometimes people find excuses to exempt themselves from
universal moral rules”

“I believe people should never hurt others even to a small degree. This should never be acceptable.”

Subjectivist “I know that people should lookout about their consumer patterns and that governments should place some
regulations but I do not think that everyone should follow these environmental rules or think that's the right
thing to do because people have their own ideas about what is best for the environment. Freedom of choice is
important”
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Participant number Ethical standard Quotes from participants

Participant 7 Situationist “morals and ethics depended on culture” and to an extent, every moral decision should be decided upon case
by case. The participant stated that “different cultures have different values … in terms of there being one
moral rule set for everybody I don’t think that’s the case”.

Participant 8 Situationist “I think it depends on many factors such as current location and the locally accepted culture, how well
integrated that person is to that society and so on. The individual should apply the morals of the society he
lives in than follow their own moral code. So, I believe that morality does not indicate how one should act but
society does by implementing their own morality on that person”

Subjectivist “I think that its generally a good idea that people should try to cause no harm through their actions but there is
going to be exceptions. What is the right choice for me might be damaging others. We should not cause
problems for others but this should not be our only concern. We need to look after ourselves too.”

“I do have my own beliefs which are influenced by the country I come from and the place I was raised, I
realise that different cultures have different values on certain subjects, so if you ask me, if there is a universal
moral ruleset for everybody, I do not think thats the case but I do believe that there is a more loose set of
guidelines, that generally align. There are different moral standards and every individual follows them
differently”

“I believe that most people, but not everyone, will agree that we need to do things that are good for the
environment. We need to learn to use eco-friendly products opposed to non eco friendly ones”.

Participant 9 Situationist “Personally I believe in morality for myself but I am unsure about universal rules.”

“there should be fundamental rules that ...can be adapted to situations …depending on the needs and
perceptions of the society”
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Participant number Ethical standard Quotes from participants

“moral codes were made by societies and depending on the situation they follow accordingly… they vary
amongst them but in the end, most societies agree on basic ethical concepts”

Subjectivist “no moral rule can predetermine the stance of an individual towards it”

“some kind of universal rules should exist but …educated people are more important because when it comes to
making a decision, …an educated person can decide on how to proceed with less chances of causing harm”

Participant 10 Situationist “...ethics and morality are social constructs made by people and applied by governments and other man-made
constitutions. …individual morality can change from place to place and from person to person and is formed
by societal perception”

“each individual should determine their actions not on moral codes but depending on situations and active
cases. I understand that this belief can have unintended consequences”

“...the moral standards of a person are malleable and can change depending on the situation”

Subjectivist “…morality can be personal rules… but it's not always simple rules”

“the moral codes ...should only apply to a person …and also determine their actions as long as those rules were
decided by that person and not imposed by others such as a religious constitution, society or other such entity”

“everyone has different moral rules and beliefs… and they are free to judge and disagree with the ethical rules
of others. Individual morality is and should be debatable”
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Participant number Ethical standard Quotes from participants

“...a person can dissassemble moral codes with factual information and alter the perception of others when
needed”
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5.2 Focus Group A analysis

As focus group A table shows, it describes the coding process and indicates what concepts and

categories are found. Based on the main discussion regarding greenwashing, the discrepancy

between action and discourse elements which is presented in the theoretical framework, several

concepts are generated through open coding and five key categories have emerged which are

complexity of greenwashing, criticism of greenwashing, optimism, skepticism and dilemma.

5.2.1 Complexity of greenwashing

The main perception among participants toward greenwashing and the topic of

environmentally sustainable consumerism was its complexity of the phenomen. Every

participant stated that it is difficult to figure out greenwashing and make eco-friendly

decisions at all times because of its complexity. Participants mentioned that the lack of

information makes it difficult and complicated their decision making and assessing whether

it is greenwashed or not. They also struggle to make better judgement around consumption

because of its difficulty to seek solutions for the problem of greenwashing. They have

opinions that the complexity of the greenwashing phenomenon makes them think it is out of

their hands regardless of their intent and difficulty to deal with. Although participants prefer

choosing the right products, which are not greenwashed, the information which is required

for consumers to process when they make eco-frindly decisions confuse them because of the

existence of the greenwashing phenomenon. The complexity of greenwashing causes

confusion among consumers. It can be inferred that greenwashing interferes with their own

intentions of being environmentally frindly.

5.2.2 Criticism toward greenwashing

Some of the participants have critical opinions about greenwashing that the greenwashing

phenomenon should not end with the surface and needs to be dug into deeper. Participant 1

and 3 discussed more in depth of why greenwashing is a problem. The participants state
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some examples of greenwashing by explaining that the business activity or products is found

to be greenwashed when it is scrutinized from different perspectives. One example was that

planting trees is good for the environment, but it also can be considered as a means of

escaping from the improvement the company needs to dealwith their existing business

activities such as reducing carbon dioxide. In other words, they recognized the greenwashing

as the perspective of companies having different intentions in terms of their environmental

claims and their greenwashing perception is whether they can be critical about companies

activities related to environmental sustianability.

5.2.3 Optimism

Althuogh the discussion of how greenwashing is unacceptable as immoral companies’

environmental performance went on, some particpants made positive comments on

greenwahing phenomenon. Participant 4 mentioned that the label at least shows the

environmental option even if they realized that the label sometimes does not represent what

the product accurately is. After the participant mentioned the example of greenwashing, they

added an optimistic opinion about greenwashing in terms of its financial advantage since the

industry might have opportunities to commit environmental actions with the finanncial

resources. It appears that greenwashing has some positive side considering that different

aspect. Participant 5 also stated that planting trees itself might not be the good environmental

actions but it could be better solution if company’s overall performance commiting into the

reduction of co2 emmition. The participant slightly indicated the positive side and its

statement points out that the improvement can be implmented into the greenwashing actions.

These statements regarding greenwashing are associated with their ideas of being hopeful

about the future around environmental consumerism. To put it differently, it indicates that

they perceive greenwashing as a positive opportunity for companies and individuals to

consider the environment and to manage their activities better.
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5.2.4 Skepticism

Some particpants described their viewpoint toward labels attached to products and stated

that they are skeptical about labels and distrust them. These label perceptions are based on

their experience or knowlege shared by other people discussing the fake labels. Participant 1

has a distinct expression of being skeptical about labels by stating a negative opinion

whether the label represents truth or not. The strong sense of skepticism resonates to the

greenwashing perception since greenwashing is the inconsistency of business environmental

activities and skepticism occurs when evaluating specific matter whether it is consistent or

not. Participants also mentioned doubtful companies’ environmental activities which might

lead to greenwashing cases. The expression of being skeptical appears often in the

discussion of greenwashing and every participant made statements containing the aspect of

skepticism in their opinions when it comes to greenwashing and green products

consumption. Through the discussion of being skeptical, the participants have the idea that

everyone in their age questions and is suspicious about the products whether it is truthfully

eco-frindly or not in purchase decision making.

5.2.5 Dilemma

There were extensive discussions taking place in terms of the dilemma that participants have

over the matter of greenwashing and green product consumption. Participants have

intentions to conduct right actions for the environment and strong belief in environmental

protection. However, there are some hindrances facing toward particpants which casue

dilemma in their minds. In the situation of buying something, they go to stores to get what

they want or need. Even though they are skeptical that the products might be greenwashed,

they sometimes cannot help purchasing the products since they prioritize their needs. This

example is regarded as the discrepancy of action and discourse elements in practice which

was illustrated in the theoretical framework. In other cases, it is timeconsuming to research

the products every time when they are at the store and their time is limited as well. Does

time overcome the moral belief of being good for the environment? Participants mentioned
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they have a priority dilemma that they struggle to choose between morality and needs which

are material need and time. These priority dilemmas result in the emotional dilemma which

is guilt they feel. Participants stated that they have doubt in green claims with products if it

is verified or not. Buying products with green claims leaves them feeling guilty since they

make purchase decisions even if they have skepticism that it might be greenwashed. In

addition, purchasing products from companies greewash is against their morality, although

participants are able to feel good about themselves purchasing green claimed products. This

indicates that participants perceive greenwashing by associating the actual case in daily life

with how they behave and perceive the greenwashed products at the time of purchasing

products. Perceived greenwashing is considered to be corresponding to the concept of

dilemmas in terms of consuming needs and psychological perspectives.
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Table 5: Focus group A coding table

Quotes from participants Concepts Categories

“… the lack of information or transparency so often it’s just so hard to find out.” (P2)

“the lack of information and sometimes disinformation like false information. It’s so hard for consumers to know
how to do… ” (P3)

Information Complexity of
greenwashing

“I think a lot of the time people maybe they are aware of a problem, there is no good solution or maybe the solution
when you look deep into it and there’s just another problem.” (P1)

“It requires a lot of own research and a shift of lifestyle. I feel like companies don’t really make it easy for you to
find out.” (P2)

“It’s the complete opposite of what we can hear sometimes so it’s really difficult to be certain of what you learn and
what you hear.”(P3)

“it is difficult to make the choice in a sustainable way because even when we do our own research and when we
want to make the best choice sometimes it does’t go in the way.” (P5)

Difficulty

“I think a lot of the time people maybe they are aware of a problem, there is no good solution or maybe the solution
when you look deep into it and there’s just another problem.” (P1)

“The problem is when the company thinks they have an excuse to keep going with their own activity, that is a
problem for me.”(P3)

Critical Critical toward
greenwashing

“If you have a petro car, it would make more sense to continue using that for 5 or even more years than it would to
buy a new electric vehicle because of the amount  of emissions and maybe the environmental destruction and

Example of
Greenwashing
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Quotes from participants Concepts Categories

impact caused by making the car in the first place.” (P1)

“So I would say that about this specific stuff about planting trees I really understand now that it’s not how it works
that companies cannot plant trees and continue with their own emissions. It doesn't work like that”(P3)

“i think plating trees are great greenwashing tactic because it allows company to absorb themselve or kind of forgive
their own bad behavior toward the environment.” (P1)

“In england, it’s easy and quite helpful a little red truck label on vegetable or meat umm that’s the indicator of
sustainably farmed and obviously to whatever the extent the guideline allows maybe it isn’t as perfect but it’s just
the littel point in the right direction” (P4)

“again the money goes in which hopefully allows that industry to bloom and more people buying into it and in turn
hopefully reducing co2.”(P4)

“but if it goes in the same dynamic as a reduction of emissions in all processes then I believe it's a good
solution.”(P5)

Positive Optimsism

“red tractors on a lot of English farms produced, but probably a bit of an issue is whether or not that really means
anything, whether they’ve just found a way around it.”(P1)

“I learned that some labels didn’t mean anything. And so now I think I am trying to make my own research before
buying something”(P3)

Skepticism
toward labels

Skepticism

“I thought that was quite weird of working around and saying how you are carbon neutral when you actually do not
work and just paying someone who is paying someone else to do some farming”(P4)

Skepticism
toward business
activities
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Quotes from participants Concepts Categories

“it’s kind of a sad state of affairs but everyone our age probably doubts and is cynical about any type of claim in
that regard.”(P1)

“Even though I care about the environment, the truth is that my primary purpose is to go out and try to buy
something because I need something or want something.”(P1)

“It’s a battle between morality and need”(P1)

“It's too difficult to buy green electronics. They are less attractive when they are green.”(P3)

“Consuming so many products, you have to live off of something, you have to buy things, and you have a job or
occupation and other stuff to take care of, so you cannot really look into everything.” (P2)

Priority dilemma Dilemma

“It requires a lot of own research and a shift of lifestyle. I feel like companies don’t really make it easy for you to
find out.” (P2)

“I won't tend to look very into it because I know that if I really want to look into it, it takes a very long time.” (P1)

Consumer effort

“I think due to just the complexity of a lot of these issues when you look way down supply chains, it's really difficult
as a consumer to know what the right thing to do is.” (P1)

“I would say it’s the biggest problem about acting in a good way for the environment because you are never sure if
what you're doing is true, goor or not.” (P3)

Good deeds
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Quotes from participants Concepts Categories

“I think that the main thing is about how much we have the choice to go another way”(P5)

“If we are in the situation where it is the only option and you of course still need to eat, we cannot stop buying
certain products if there are no alternatives.” (P5)

Choice

“I might feel less guilty if I buy the products that have a green claim, but is it actually better?”(P2)

“If I know that all of those, probably have bad label conditions, I might still go there to buy stuff but I will feel
guilty after all. Maybe I don’t feel that guilt if I go to the organic store even if they are not perfect either. Maybe
guilt is a factor.”(P2)

“I think from a guilt perspective, wanting to feel good about myself and purchasing decisions. Whatever I’m
buying, if I see two products, one of them says green then I’m more likely to buy that thing.”(P1)

Emotional
dilemma
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5.3 Focus group B Analysis

The focus group B table demonstrates the coding process and the discovered concepts and

categories. As the same process as analysis of focus group A was conducted and several

concepts are formed, 5 categories arise through open coding; these categories are Skepticism,

Complexity of greenwashing, Difficulties, Discrepancies and Optimism.

5.3.1 Skepticism

During the discussion, concepts and ideas of skepticism surfaced. Participants mentioned that

they prefer products that are portrayed as “Green” but are unsure if they are actually green. The

fact that some companies portray their green products as “premium line” brings up more

skepticism as it makes people think that it is only a marketing ploy to create impressions or

generate more income for the company, than actually benefiting the environment. Even though

people would be willing to spend a bit more for a noble purpose, they don’t want to produce

more profits for a company that does not share their motives but only wishes to increase their

revenues. People also mentioned that they never considered that companies might lie to them in

the past, showing that there is a percentage of people not aware of false advertising and will only

start considering that they are being tricked only after someone else exposes this instance to

them. People that are aware that companies greenwash, have a difficult time picking between

green labeled products because they are trying to discern whether a product is actually green or

just “greenwashed”, as a result, damaging the green effort which some companies show. People

that have discerned through greenwashed products immediately feel as if someone tries to trick

them or underestimate their intelligence. On the other hand, when skepticism is not prevalent and

the consumer believes in the “greeness” of the product, they would prefer it over other products.
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5.3.2 Complexity of greenwashing

As the discussion went on, people expressed their ideas regarding the eco-friendliness of

products and their opinions on greenwashing. The participants claimed that they see a trend of

creating green products as a way to attract positive attention but if and when the green effort is

identified as false, then the company will be criticised and their credibility will be lost. Some

participants agreed that a product is almost always greenwashed and that it can never be truly

friendly to the environment, since in order to produce, transport, store, consume and recycle a

product still has damaging effects to the environment. Collecting and generating materials to

produce a product consumes resources via machinery and damages the environment no matter

what a green-label says. Most participants agreed that there cannot be a 100% green product in

the market. Another complexity discussed was the hypocrisy of some companies which try to do

good for the environment but lack on other sectors such as work-environment. Some participants

consider it hypocrisy to declare that you care for the good of the environment and the

sustainability of society but then using child labour. The practices of companies that try to

convince consumers of their green efforts was also brought up. Particularly, a company might try

to sell a product such as a phone lacking a charger and claim that they do it for the good of the

environment but at the same time, selling the charger in a secondary but complimentary package,

immediately canceling the green effort they try to depict and making people think that the

company does it for profit. Finally, the participants reflected on their own actions and admitted

that even though they are against immoral company methods, they still purchase

environmentally damaging products because they need them, or because they find themselves

distant from the source of the problem. The participants claimed that we all live in a society

which indicates how we should live through needs, culture and general mindset, leading to the

difficulties as explained below.
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5.3.3 Difficulties

Through the analysis of the discussion, difficulties that the participants face were identified.

Most notably, the participants agreed that it is difficult to choose green products when they are

unsure of the greeness of the product or when their local stores lack green products. Accoding to

the participants, the usual place where one can find green products are capitals or larger cities,

while areas of smaller total population lack environmentally friendly options.

5.3.4 Discrepancies

The concept of dilemmas was the one most relevant with rich data collected during the

discussion, to be analised. During this time the participants showed their inner thoughts and

feelings such as personal satisfaction and guilt. The participants declared that if they, as

consumers, receive satisfaction through the product, they will most likely disregard the actual

greeness of it, even if greenwashing is apparent. The participants stated that as consumers they

feel good when they buy green products, not because they care for the environment but because

they feel good for themselves. If they were given a choice, they would prefer to pick a green

product but generally the environment is not first in their priorities. Most participants cannot

recall personally considering the environment when purchasing green products and most of them

agree that they are forced to buy environmentally damaging products due to needs. Through the

discussion, the authors came to the realization that the participants believed that eco-friendly

factors can be a motivation to green product purchase but not for altruistic reasons but for

egotistical ones. Most participants could not bring an example of a green product they usually

buy and they stated that they do not consider it deeply when purchasing non-green products nor

do they think that green product purchasing is part of their consuming behavioural patterns.

Participants do not trust labels or green claims but they rarely go out of their way to research the

greeness of a product and will just purchase depending on their need of the product or the loyalty

they have to a brand. The participants showed their disatisfaction to a greenwashed product, one

of them passionately expressed that they hate being lied to and that it makes them furrious. At
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first they claimed that they would never purchase from the company again in the future, but later

on they admitted that they will still purchase said product if there is no competitor, to which

almost everyone agreed by expanding on this with their own statements. A company that

greenwashes a product which has no competitors will most likely experience no damages on

their product consumption rates as people will continue buying it but start to regard the company

with bad faith, opening up the opportunity to a different company to fill a competitor slot if the

chance arises. Some participants try to show environmentally friendly behavior, such as

recycling not because of environmental concerns they might have but out of personal guilt.

Finally, the participants admitted that they mostly know of unethical company behaviours but

prefer to disregard them or pretend that they forget about them because they need the product

being provided to them.

5.3.5 Optimism

Some participants tried to see the greenwashing method in good faith by stating that a company

might be greenwashing with altruistic reasons in mind, such as increasing awareness of

environmentalism. The participants came to the conclusion that this is still morally unethical and

that the companies might be exploiting altruistic motives for competitive advantages, relevancy

and profits.
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Table 6: Focus group B coding table

Quotes from the participants Concepts Categories

“It is admirable when a company truly does produce green products and if it was proven, I would prefer purchasing from
them.” (P10)

“In the country where I come from, companies portray green products as premium-line products which are more
expensive. It’s good to make environmentally friendly products but in my mind its a marketing strategy and that's why
they name it as “Premium brand” products”(P8)

“Before this discussion I did not know that companies lie and greenwash their products. If they declared that a product
was green, I believed them. After this discussion I know that I will not trust them easily again. I will be skeptical.”(P7)

“I usually do not consider that a company is lying to me. If it says that it is biodegradable then I say “Cool!” and trust that
it will degrade, but after this, I promise that I will be more skeptical and do my own research when I can”(P8)

Skepticism Skepticism

“When I buy a product, I will prefer to buy the ones with green labels and I do not usually care if I have to pay a bit
more”(P6)

“I struggle to choose between products because even though they are labeled as green, most of the time they aren’t.”(P9)

“I believe that companies create fake eco-friendly products because they want to make a good impression on their
consumers'’ (P6)

“I usually buy a certain ginger juice product. It used to be contained in a small plastic bottle then they switched to paper
and they included a plastic straw wrapped in plastic wrap. The new paper bottle had a green statement saying that they
did this for the good of the environment.”(P9)

Fake Label
Perception
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Quotes from the participants Concepts Categories

“ I also want to add that when I am convinced that a product is eco-friendly, then I will have more reasons to buy it than
before”(P10)

“A product can almost never be ecofriendly. For a product to be eco-friendly, it needs to be manufactured and transported
and stored in an eco-friendly way and in addition the product itself must be recycleable and non-damaging to the
environment. In my mind it is hypocritical, they use machines and transport methods that damage the environment just
for us to buy a “green product” such as a paper or metal straw. A metal straw is not damaging the environment like plastic
does, but in order for it to be manufactured, they need to mine for the metal, process it and so on, damaging the
environment in a different way” (P9)

“My impression of a company that creates eco-friendly products changes from the one I had about it in the past. I believe
that now it's becoming common practice to have companies that want to produce environmentally friendly products” (P6)

“a company might get some positive attention at first but then their credibility will be lost, lying leads to losing
credibility, everyone is going to criticize the company and refrain from buying their products” (P7)

“Adidas and/or Nike say that they create green products and that they recycle or reuse older products but in reality they
do not, not as much as they claim to at least. Apple claims that they do not include earphones or chargers in their iPhone
products to decrease environmental impact but they still produce them and sell them seperately in their own boxes priced
higher than just getting them together with the original product. They just do it for the money.”(P9)

“...being a company like Adidas or Nike and claiming that you make green products makes no sense when you are
producing these products in sweatshops that use and abuse children. Its at least hypocritical of a company to claim
eco-friendliness when they are not worker-friendly”(P10)

“We are people and we live in society. We are sensitive to child labor, environmentalism or any other ethically immoral

Information Complexity of
greenwashing
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Quotes from the participants Concepts Categories

method a company uses but in reality, we consume products and believe that we are in a “safe place”. We do not consider
that we personally contribute to these methods. We are informed of the unethical situation but we still consume what the
companies provide to us”.(P9)

“Where I currently live, there are small businesses that do not provide the same variety of products or accessibility to
environmental products, like bussinesses in a capital or larger city do”(P10)

“to be fair, there aren’t as many green products compared to non-green ones”(P9)

Limitation of
choice

Difficulties

“If I am satisfied with the overall experience that the company provides me with the product, I will most likely continue
to consume it even if it is greenwashed.”(P9)

“I purchase green shampoo and detergents but I do not buy them because they are green but because I prefer them”(P7)

“I hate being lied to. It's infuriating! No matter what the reason behind it, I am done with that company. I will
immediately run to other competitor companies and never in my life look back to a company that lies to my face. Short
and simple, it just doesn’t fly well with me” (P8)

Consumer
Satisfaction/
dissatisfaction

Discrepancies

“Usually I will not consider the environment, I feel good about it when I do make green decisions but I do not consider
the environment much” (P8)

“I would choose an eco-friendly one if I was asked to pick between one that is and one that isn’t, …usually I do not
consider the environment when choosing products”(P7)

“I can’t recall myself ever considering the environment when I buy something… …I understand that the products that we
buy, or we are forced by need to buy, are not environmentally good but I still continue buying them”(P9)

“eco-friendly factors provided by companies can be a motivation for buying these products”(P6)

Lack of
Environmental
Concern
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Quotes from the participants Concepts Categories

“I do not have any idea of a green product that I constantly buy” (P6)

“I do not consider it deeply when purchasing non-green products”(P6)

“I usually do not trust the labels but I won’t go out of my way to research if they lie to me. I do not have the time or
energy for that. I just need a detergent and am not going to stop mid-shopping to browse the net and see if the company is
lying and I surely forget about it after the purchase” (P10)

Consumer effort

“In the end, it depends on my loyalty to a brand and the need I have of a product”(P9)

“It depends on the product that I consume. If I have loyalty to the brand that is producing a product that I need, there is a
possibility that I will continue buying the product”(P6)

“I would like to claim that I wouldn’t buy from such a company but sadly I am currently holding an Iphone and I do have
a couple of training shoes. I try not to judge anybody based on my own standarts as there are people who have different
morals, especially people from different countries, it is difficult to make a moral statement, I cannot say that it is good to
purchase those products and perhaps this is my way of weaseling out of this moral dilemma and saying that “I like my
Iphone' even if it is immoral to have one. It is a product which I need at the time”(P8)

Consumer Needs

“When there are options between normal and green, most of the time, I will choose the eco-friendly one but I do not
usually consider it as part of my purchase behaviour.” (P10)

“I still kept buying the product because I liked the juice and there were no other competitors but it did not stand well with
me. They know that we can’t switch to other products and they play with our needs” (P9)

Choice
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Quotes from the participants Concepts Categories

“...I do so, when I have to discard the package of that product. I try to recycle as many parts of the original product as I
can because I feel guily for buying them.”(P9)

“I feel bad because now that I think of it, I do not buy green products”(P8)

“We all know that companies use unethical ways to produce products but it would be a lie to say that we do not buy them
regardless of the company’s methods. We want or need the product and we prefer to pretend that we forget about the
negative parts of the transaction.”(P9)

Emotional
dilemma (guilt)

“Companies greenwash products for a good reason I think. They want to increase green consumption awareness and by
creating greenwashed products they attract attention to the environmental crisis. We have to become concious of the
damage we cause to our planet, it is our only home. I do not believe that this is moral of course, there is the other side of
the coin, they might be doing it out of the need to remain competitive against other companies. Business is business and a
company will do anything to remain relevant and keep its profits''  (P9)

Positive Optimism
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5.4 Combined analysis of interviews and focus groups

This analysis integrates the data of the ethical position found in interviews and focus group

discussions to analyze how each participants’ ethical standards are reflected in their opinions.

The aspect of ethical standards participants have, were identified in the interview and focus

group analysis to facilitate the extensive discussion in terms of perceived greenwashing, by

combining it with the participants’ ethical positions.

Participants discussed perceived greenwashing and green products in the focus group through

connection of skepticism. They stated that they have a stance of being skeptical about the

greenwashing phenomenon through the companies’ activities or because of the fake green labels.

A relation between the ethical standards of the participants can be seen, although the exceptions

to the moral rules are also apparent. Unless the individual is truly absolutist in terms of universal

moral rules, individuals either find exceptions to the universal rule or face skepticism about the

one set of moral rules. It can be recognised through the statements that absolutists strongly

believe in the idea of universal moral rules and that they take the set of rules for granted, but the

exceptionist, situationist and subjectivist are critical when it comes to the fact that there might be

some situations or exceptions that excuse different behaviours and consumption patterns. There

is no single participant in group A or B who’s perspective is only influenced by that of the

absolutist. Each participant has characteristics of either exceptionist, situationist, and

subjectivist. As a result it can be concluded that individuals who have an exceptionist,

situationist, and subjectivist aspect shows skepticism toward perceived greenwashing.

The ethical standards except for absolutists demonstrates the relationship with perceived

greenwashing. It was expected of the absolutist participants to have a strong opinion against

greenwashing but the results of the discussions showed that their level of concern was similar to

the other participants. This indicates that the absolutist aspect does not correspond with stronger
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opinions when it comes to the perception of greenwashing.

The opinions that surfaced in the discussion of group A was during this day and age,

Greenwashing has been affecting society and the participants gave voice to that. Participants are

being skeptical about green products since it interferes with their environmental effort which is

related to the ethical standards that the participants in group A have. Every participant in the

group has an exceptionist aspect which comes from the belief in universal moral rules and the

notion that everyone is required to follow one set of moral rules that means being

environmentally friendly. It can be understood that group A is morally driven by an altruistic

standard with the aim of creating a better environmental condition. On the contrary, participants

in group B have skepticism but with low environmental concern. The participants are skeptical

because they dislike being lied to, ergo, their skepticism derives from egoistical standards. The

result of both groups is skepticism towards greenwashing but they both get there through

different paths and reasonings. There are many different voices in the room and different

positions within the same voice even in this small comparison between the two groups.

The authors identified the difference of altruistic and egoistic value in participants’

greenwashing perception and ethical standards. In addition, the critical attitude towards

greenwashing which participants in group A indicated, represents their altruistic value as well.

Environmental concern or the sense of being good for the environement result in their positions

when they perceive the greenwashing phenomenon and they endeavor to conceive the concept of

the matter of greenwashing critically and in depth.

Some participants who have a characteristic of exceptionist and situationist gave opinions being

tolerant on the greenwashing phenomenon and had positive views towards it. They have an

optimistic view toward greenwashing, since businesses at least contribute to environmental

practices financially and improve their business activities better later by having the case of

greenwashing. In addition, participants also indicated that the greenwashing concept gives
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consumers awareness of environmental issues and showed the understanding of the companies’

conducting greenwashing practices since they are required to survive from the competition they

face. These participants have an exceptionist view and the idea of causing no harm for the

environment is considered to be a universal moral rule, but have some understanding toward the

greenwashing phenomenon with a positive view in order to be realistic and practical.

Participants gave voice to their ethical stances and dilemmas when it came to greenwashing

perception. These moral stances, the participants expressed, have been later recognised as

conflicting between theory and practice. Through the analysis we can see that, both altruistic as

well as egoistic values influences the perceptions of the participants. The participants quickly

declare their pro-environment stance but later on sink into the argument of being pro-self. They

are people with needs and since society can cover these needs, they will ignore their altruistic

tendencies. Through this, discrepancies and conflicting ideas occur between the ideas of the

participants and the perception they have of their self-image and that of the society. When

comparing and connecting these discrepancies of the ethical stance to the human condition, we

can come to the conclusion that this topic is complex at first. The participants want to do good at

first but then due to egoistical or out of need, they push aside their altruistic views. People

wanted to engage in beneficial actions towards the environment and oppose greenwashing but at

the same time, they showed that the reason behind that is because they felt guilty or because they

were unable to chase their moral standards. The human phenomenon cannot be simply explained

as there are many factors that influence the purchase and general behaviour of humans.
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6. Conclusion
This study gives an insight that there is a resonance between greenwashing perception and

consumer ethics which indicates the ethical standards which are involved in the situation of

assessing greenwashing. The exploration of consumers’ ethical positions have contributed to

developing the study of greenwashing perception in terms of gaining comprehension of

consumers from the psychological perspective. When consumers perceive greenwashing, their

ethical standards correspond to the judgement of how consumers perceive greenwashing.

Besides the ethical standards, egoistic values and altruistic values with environmental concern

identified in consumerism were recognized through conducting analysis. These values were

significant in greenwashing perception and determined to play an important role to describe the

relationship between the consumer ethical standard and perceived greenwashing. The main

findings suggest that theoretically conflicting ethical standards lead to the dilemma or

discrepancy in perceived greenwashing. Consumers have contradictory notions regarding ethics

and moral rules that explain them having multifaceted ethical positions. The distinctive ethical

standards resonate with the two dimensional consumer perception of greenwashing which are a

dilemma and discrepancy. The greenwashing perception and ethical standards both consisted of

different aspects and drawing out one clear explanation about these concepts is difficult. In spite

of the complex phenomenon of greenwashing and consumer ethical positions, this study has

contributed to the understanding of ethical consumer perception of greenwashing since the main

findings portray the whole picture of how the perception of greenwashing and ethical standards

are associated with each other.

6.1 Theoretical implications

This study illustrates the signification between perceived greenwashing and consumer ethical

positions. Some previous studies presented that consumers buy greenwashed products even if

they perceive greenwashing in the products and consumers are not dedicated to checking
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whether it is greenwashed or not while they have strong environmental beliefs (Urbański and ul

Haque, 2020; Szabo and Webster, 2020). The findings of this study are also consistent with the

statements mentioned in the earlier studies. However, this study suggests that the inconsistency

between perceived greenwashing and consumer action result from the complexity and difficulty

in practice. The different ethical standards of consumers are reflected in the perceived

greenwashing which has not been studied in earlier research. This study also contributes to

comprehending the discrepancy in theoretical understanding. Existing theories regarding

consumer ethics demonstrated that consumers are able to be clearly classified into different

ethical positions (Forsyth, 1980 ; Zaikauskaite et al., 2022). On the contrary, this study

concluded that each consumer has multiple different ethical stances and it is conflicting

theoretically. It can be concluded that it is considered to be more complex in practice than the

theory suggests. This study made a major contribution in terms of the understanding of

theoretical discrepancy compared to in practice and reflection of consumer ethical positions in

greenwashing perception provided detailed scope in the field of study. This study also gives

opportunities for future research expanding discussion of greenwashing perception based on

these findings from consumer ethics perspectives.

6.2 Practical Implications

This consumer research regarding greenwashing provides comprehensive overview of how

consumers perceive greenawshing with reflecting their ethical standards. Understanding the

consumer ethical perception of greenwahing leads to encouraging consumer ethical and

green behavior. The finding illustrates the complicated human phenomenon occurring in

perceived greenwashing and ethical stances which indicates that marketers are required to

understand the complexity of consumer mind. It also indicates consumers also have

difficulty in practice even if they endeavor to conduct ethical and environmental actions in

stores. Store managers understand the consumer as a human being who is regarded to be

complex and consider the situation from various perspectives, not only one aspect of it in the
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context of the shopping environment. Companies that aspire to emphasize its truly

environmentally sustainable products to consumers could assist them to make their

decision-making process simple with clear information and approach. In addittion, policy

makers who deal with the problem of the greenwashing phenomenon and sustinability issues

are also able to make use of this research to construct solutions for these problems.

According to this research which illustrates the refrection of consumer ethics in consumer

perception of greenwashing, policy makers are encouraged to consider consumer ethics

viewpoints to grasp the issue when they need to have an approach to the sustainability issue

from a consumer perspective. This study also indicates that policy makers are also required

to take whole viewpoints into consideration as marketers since they need to understand the

complicated mechanism which consists of different aspects.

7. Limitations and future recommendations

7.1 Limitations

The authors have faced certain limitations when conducting this qualitative research. To

begin with, the participants interviewed are international individuals who originated from

different countries and even continents (America, Europe, Asia) resulting in answers of

cultural difference and variety of lifestyles. At the same time, lack of different societal

representation due to the limited number of participants, results in the lack of specific

societal and cultural representation. The authors cannot know if the participants represent the

majority of the people from their culture and/or society. Finally, the participants have more

discretion over the content of the data obtained in qualitative research because it is

open-ended.
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7.2 Future recommendations

The present study has some limitations stated above and future research is required to develop

the discussion around the study concept of ethical standards and perceived greenwashing and to

extend the scope of the study. Considering the limitation of cultural representation in this study,

future research could implement specific cultural comparison studies that give interesting insight

closely to cultural perspectives. It is going to be the study of how cultural aspects can be

reflected on ethical perception of greenwahing and the difference depending on the culture. In

addition to the cultural perspective, a more precise psychological process of how these dilemmas

are created in conncetion to the cultural aspect. Given the limitation regarding sample size, the

recommendation for future research is to expand the size of groups and participants to gain more

various perspectives and conduct over time to be able to take an iterative approach to enhance

the credibility of findings. Furthermore, future studies could have more specification in the

selection of industry in order to explore the The specification could also applied to the marketing

approach as well. As consumers perceive greenwashing through a different type of marketing

approach such as advertising or green labels, future research could specify the means of

marketing communication and explore greenwashing from a consumer ethics perspective in

depth. The extant literature contributes mostly based on quantitative manner. Although this study

has a small contribution from a qualitative stance, this study triggers to continue the research

further with a qualitative manner and there will be more studies done to maintain this topic as a

top of agenda in the field of green consumer research.
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Appendix 1: Consent form

Consent Form

The title of the study: Consumer’s ethical perception on greenwashing

Request for informed consent:

● I understand that my participation in the Study is voluntary.

● I have been given the opportunity to ask questions about the Study and any questions have been
answered to my satisfaction.

● I understand that taking part in the Study will involve me being interviewed and I agree to this
interview being recorded.

● I understand that my personal details such as my name will not be revealed to people outside the
project.

● I understand that my words may be quoted in publications, reports, web pages, and other research
outputs, but data collected about me during the Study will be anonymized before it is submitted for
publication.

● I understand that I can withdraw from the study at any time and I will not be asked any questions
about why I no longer want to take part.

● I understand that if I withdraw from the Study my data will not be used.

Signature of Participant: _______________               Date: _______________
 Signature of researcher: Aoi Ikeda, Georgios Komis  Date: April 22nd, 2022

83(1)


