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ABSTRACT 
 

 
Objective – This paper is focused on the topic of greenwashing and its impact on consumer confidence in specific 

conditions of Slovak republic. Nowadays, consumer confidence is mainly recognized as economic indicator measuring 

the interpretation of the current economic environment by consumers and their expectations for the future. In presented 

paper, we analyse greenwashing as a possible source of discontent. Greenwashing is a negative phenomenon of green 

marketing activities realised in the scope of corporate social responsibility. 
Methodology/Technique – First, green characteristics of Slovak consumers are analysed in context of Hofstede cultural 

dimensions of Slovak republic. Subsequently, there is evaluated realised questionnaire survey dedicated to the analysis 

of greenwashing impact on consumer confidence. Then, the relationship between greenwashing and consumer confidence 

in Slovak market, is detected. 

Findings – Results showed that attitude of authority has an impact on consumer confidence and the greenwashing has 

not got an impact on buying behavior of Slovak consumers. 

Novelty – It has a vital importance to analyze socio-cultural profile of the nation and in accordance with obtained results 

highlight the importance of environmental education of the society. 
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_______________________________________________________________________________________ 

1. Introduction 

Currently, enterprises need to accept that communicating environmental and sustainability issues has more 

and more strategic importance for their effective market performance (Sukalova & Ponisciakova 2013; 

Montecchia et al., 2016). Why is it so? Generally, it has been demonstrated that there is positively correlated 

relationship between CSR activities and loyalty of consumers resulting in market position (Bansal & Roth, 

2000; Mohr et al., 2001; Porter & Kramer 2002). The same is valid also for green marketing as partial CSR 

conception (Banyte et al., 2010, Akenji 2014). Maniatis (2016) proved the influence of consumers' knowledge, 
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commitment, and general awareness related to green products on their green consciousness while making 

decisions for buying green products.  

Akehurst et al. (2012) analysed the profile of green consumer in scope of its socio-demographic and 

psychographic variables with intention to re-examine the determinants of ecologically intended consumer 

behaviour. Moreover, there have been defined determinants of the green purchasing behaviour effectiveness 

taking the into account factors as environmentally conscious buying behaviour and already indicated 

purchasing intention. The results showed that psychographic variables are more relevant than socio-

demographic variables when we try to explain mechanisms of ecologically oriented buying behaviour. It has 

been also detected that consumers with more conscious environmentally oriented buying behaviour have also 

higher green intention to purchasing. There has been also detected the existence of positive impact of 

ecologically intended buying behaviour on green purchase behaviour. Level of this impact is higher than green 

purchase intention, which in turn mediates that relationship. 

But regional approach with respect to national environmental specifics was really applied much more later 

(Bravo et al., 2012, Owusu & Anifori 2013; Aschemann-Witzel & Aagaard 2014; Du et al., 2016). In these 

terms, Du (2015) realised the analysis of Chinese stock market and he found out that greenwashing is 

significantly negatively correlated with cumulative abnormal returns around the exposure of greenwashing.  

At the same time, also the topic of consumers' skepticism toward green marketing activities was highlighted 

(Kim & Lyon 2015, Ulusoy & Barretta 2016). It is mainly because marketing managers frequently try to 

convert low-involvement products into high-involvement ones by adding them features which are perceived 

as valuable from the consumer point of view (Zvirgzdina et al., 2015). Also, everyday practice shows that it is 

sufficient to add environmental character to the ordinary product and the result is increase of consumer 

involvement in the buying decision (Thogersen et al., 2012, Haws et al., 2014). 

According to Marquis et al. (2016), companies with environmentally damaging production are less willing 

to be engaged in selective disclosure. This is mainly valid in countries where these companies are more 

exposed to moral and legal control. But this is not a reason for do not exploit advantages resulting from 

consumer loyalty as a consequence of consumer confidence. On the contrary, less social responsible companies 

are committing more greenwashing (Mala & Musova, 2015). It is because such companies have more 

tendencies to manipulate public opinion and consumer preferences by publishing intentionally modified 

information about themselves and their products (Hes & Regnerova, 2013). Companies which behave socially 

responsible are less willing to communicate their green performance without real environmentally conform 

background (Goncalves et al., 2016). There are these possible combinations of approach to corporate social 

responsibility and commitment of greenwashing: 

 company is socially responsible and is avoiding greenwashing, 

 company is socially responsible and is committing greenwashing, 

 company is not socially responsible and is committing greenwashing, 

 company is not socially responsible and is avoiding greenwashing. 

So, the goal of presented contribution is to provide analysis of the consumer sensitiveness on greenwashing 

and the impact of this negative phenomena on consumer confidence. 

Ho et al. (2012) and Yang et al. (2014) emphasise the necessity of Hofstede cultural dimensions acceptance 

when marketing activities and their effectiveness and impact on consumer loyalty and confidence are analysed. 

Basic dimensions of Hofstede theoretical concept are: 

 power distance – expresses how less powerful members of a society accept the inequality in power 

distribution, 

 individualism – expresses society with weak social relationships where individuals take care only of 

themselves, while collectivism, expresses society with strong social relationships where it is expected 

that members of social group will take care of others, 
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 masculinity – expresses social preferences for achievement, heroism, assertiveness and material 

rewards for success, while femininity, in opposite, expresses social preferences for cooperation, 

modesty, caring for the weak and quality of life, 

 uncertainty avoidance – expresses if members of a society feel uncomfortable with social uncertainty 

and ambiguity and how is the level of such feelings, 

 long term orientation – expresses the strength of relationship with own past of the society in the 

processes of current and future problems solving and challenges acceptance, 

 indulgence - expresses low level of difficulties when satisfying basic and natural human needs in scope 

of such incentives as enjoying life and having fun while restraint expresses its opposite, i.e. the high 

of level of basic needs satisfaction suppression. 

Figure 1 shows structure of Hofstede cultural dimensions of Slovak republic, which should be accepted 

when the possible impact of greenwashing on consumer confidence is discussed. 

 

 

Figure 1. Hofstede cultural dimensions of Slovak republic 

As it is shown in figure 1, Slovak republic reaches quite high level of indicators power distance (100%), 

masculinity (100%) and long term orientation (77%). The interpretation of this state in terms of greenwashing 

impact on consumer confidence is the following: 

 according to high score of power distance indicator, it is obvious that possession of more power of 

some people in comparison with others is fully accepted by society and that it is expected that this 

power will be used appropriately, i.e. we can suppose that there will be not greenwashing perceived 

until respected authority will detect it, 

 according to high score of masculinity indicator, there will be an evident presence of phenomena like 

competition, achievement and success in the society (the most successful will be perceived as the best 

one, i.e. the selected first one in the small social group), i.e. we can suppose that there will be 

greenwashing perceived depending on image of company which is committing it, 

 according to high score of long term orientation indicator, society of Slovak republic is characterized 

by its pragmatic culture (members of such societies believe that there is a strong possitive correlation 

between truth and variables as actual situation, context and time), i.e. we can suppose that there will 

be confidence of consumers less sensitive on greenwashing. 
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2. Methodology and data  

The identified research problem consists in insufficient knowledge about the impact of greenwashing on 

consumer confidence in specific conditions of Slovak republic. The survey was realized during the first quarter 

of year 2016. As Stofkova & Stofkova (2010) recommend, we chose a semi-structured written questionnaire 

as a basic tool for the realization of this survey. 

Our survey was addressed to 384 Slovakians older than 15 years. This age restriction results from the valid 

Slovak law where this age limit has been set for obtaining labour legal personality as a basic prerequisite for 

autonomous buying decision making (it is because purchase is not possible without having own disposable 

money to spend). 

In accordance above mentioned theoretical approaches to the solved research problem and knowledge about 

Slovak consumer's specifics (Krizanova et al., 2016), we set following hypotheses: 

 Hypothesis H1: The attitude of authority to greenwashing has an impact on consumer confidence. 

 Hypothesis H2: The greenwashing has not got an impact on buying behavior of Slovak consumers. 

3. Results  

When hypotheses are formulated and subsequently tested by selected statistical methods, it is vital to define 

methodologically how we quantified the term "majority". We applied the approach of Krizanova et al. (2014), 

who argue that majority is reached when analyzed feature appear more than 50% in responses of respondents. 

To test hypotheses which we previously set, we chose binomial test. This test is based on binomial distribution 

usage to verify the hypothesis consisting in two alternatives in which we have to analyze which one of them 

really occurs. (Janoskova & Kral 2015). 

3.1. Verification of hypothesis H1 

We verified hypothesis H1 using the binominal test which serves to reject or accept the null hypothesis H0. 

 Hypothesis H0: The attitude of authority to greenwashing has not an impact on consumer confidence. 

 Hypothesis H1: The attitude of authority to greenwashing has an impact on consumer confidence. 

In accordance with Gogolova and Ponisciakova (2013), we used these characteristics for the testing of 

hypothesis (1): 
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Where: 

  x  the frequency of the trait, 

  n  the frequency of observed phenomena, 

  p  predicted probability of the phenomenon incidence, 

  q  probability of alternative phenomenon frequency, 

  ~p  statistical probability of the phenomenon incidence. 
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Substituting equation (1), we calculated the testing characteristic value (8,453). To calculate the value of 

the critical testing characteristic we used the function NORMINV (0,05; 0; 1) in the Microsoft Excel (-1,523). 

To accept the null hypothesis (H0), the value of testing characteristic has to be minor than value of the critical 

testing characteristic. But as the value of the critical testing characteristic is minor than the value of testing 

characteristic (8,453 > -1,523), the null hypothesis (H0) is rejected. So, the alternative hypothesis (H1) is 

accepted at the significance level 0,05. According to this, it has been proved that the attitude of authority has 

an impact on consumer confidence. 

3.2. Verification of hypothesis H2 

To verify this hypothesis, it was also used the binominal test. So, the formulation of null hypothesis H0 is 

the base of hypothesis testing also in this case. 

  Hypothesis H0: The greenwashing has not got an impact on buying behavior of Slovak consumers. 

  Hypothesis H1: The greenwashing has an impact on buying behavior of Slovak consumers. 

Substituting equation (1), we calculated the testing characteristic value (-1,73). To calculate the value of 

the critical testing characteristic we used the function NORMINV (0,05; 0; 1) in the Microsoft Excel (-1,455). 

To accept the null hypothesis (H0), the value of testing characteristic has to be more minor than the value of 

the critical testing characteristic. As the value of the critical testing characteristic is mayor than the value of 

testing characteristic (-1,455<-1,73), the null hypothesis (H0) is accepted. So, the alternative hypothesis (H1) 

is rejected at the significance level 0,05. According to this, it has been proved that the greenwashing has not 

got an impact on buying behavior of Slovak consumers. 

4. Conclusion 

The issue of greenwashing and its negative impact on consumer confidence has to be discussed not only in 

terms of managerial practice, but also marketing theory. The reason is that more and more companies try to 

exploit competitive potential which is contained in green marketing usage without real social responsible 

behavior on market. Greenwashing occurs mainly by communicating green activities while the real practice of 

the company is different. This could be a source of consumer confidence decrease which can cause loss of 

consumer loyalty and have so really damaging impact on existence of committing company. It seems to be a 

fair natural sanction for such incorrect behavior. But do really all consumers perceive greenwashing as a 

stimulus for loss of confidence? This tried to find response to this answer in specific conditions of Slovak 

republic and our findings are quite alarming. We found out that real impact on consumer confidence when 

greenwashing occurs has the attitude of relevant authority because in general, greenwashing has not got an 

impact on buying behavior of Slovak consumers. These findings are not good neither for the companies nor 

the society because if self regulating mechanism which eliminates such an incorrect company's market 

behavior does not exist, not only optimal market functioning but also sustainable development of society is 

endangered. So, it has a vital importance to analyze socio-cultural profile of the nation and in accordance with 

obtained results highlight the importance of environmental education of the society. 
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