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Introduction 

1.1 Background  

Since 1972, the reality of the sustainable development became tangible for both population 

and government. From that moment on, both of them realize that they must have a kind of 

“sustainable education” and become aware of the unlimited resources offer by the planet 

Earth (Sterling, 2001). Over the last year, the whole society feels more than ever concerned 

by this phenomenon.   

This increasing consciousness has driven the world to change in various domains and in one 

in particular: marketing. According to Kotler (2011), realizing the importance of finite 

resources and high environmental cost, marketers needed to adapt their theory and practice 

concerning the price, the product development, the distribution and the branding. If 

companies wanted to launch a product adapted to consumer needs they must focus about 

the Green Aspect (Kotler, 2011). This fact represented a huge opportunity for them. 

Nevertheless, this point turns into an unexpected behavior of the marketers: The 

Greenwashing. Instead of doing real action for the sustainable development, marketers 

pointed out some words like “ clean”, “responsible”, “sustainable” in advertising (Gailus, 

2013). Because of this, consumer supposed that features of the product help the planet to 

be better. However, it is only an illusion. 

Greenwashing is more or less a recent phenomenon. This term was added to the Oxford 

English Dictionary in 1999 (Gailus, 2013). According to the official website of Mr. 

Mondialisation (2012), the word Greenwashing makes the ecology becoming a selling point. 

In order to make a company greener than it is, there are some existing methods to follow. 

According to Gailus (2013), the six concepts are:  

- Rebranding consumer products 

- Establishing a “ Green Task Force” 

- Energy, pollution, or waste reduction efforts 
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- Advertisements that promote a company or its products as being “green” or “eco-

friendly”  

- Press release regarding green products or initiatives 

- Promise to consumer that your company operates in an environmentally conscious 

manner.  

By doing at least one of these steps, a firm must recognize it-self as doing Greenwashing.  

Nowadays, it does not exist any regulatory scheme to follow in order to forbid 

Greenwashing. However, some solutions exist and keep an eye on corporate use of 

Greenwashing (Dahl, 2010).  To quote some, there is Greenpeace who was the first one to 

create this anti-greenwash trend. According to Juska (2011), a research specialist at 

Greenpeace, there is, nowadays, a lot of anti-greenwash blogs which have been create. 

Thanks to this website, consumer can be well-informed and learn, for example, the top ten 

signs of Greenwashing (Wesoff, 2009). Then, the University of Oregon School of Journalism 

and Communication and EnviroMedia Social Marketing create an online site 

“greenwhashingindex.com” (Dahl, 2010).  In this one, people can post greenwash adds and 

say if it believable or a lie. In Europe, in particular in France, a lot of Eco label are present in 

the market to highlight which product is really engaged in the sustainable development or is 

not (Grolleau, 2000). Thanks to this presence, consumers can easily recognize which product 

does not belong to the Greenwashing, and really undergo modification to help the ecology. 

 

1.2 Problem  

In a context in which sustainability become a growing trend, it appears as tempting to build a 

brand-identity which looks environmental friendly (Farnsworth, 2000).  According to Montiel 

and Ramus (2005), this trend, call Greenwashing, is a result of a lack of law to publish 

environmental policy statement or checking if statements are true. To be exact, 

Greenwashing can be define as creating a doubt to stakeholders which makes more difficult 

for organizations to implement a green marketing strategy, while having a real 

environmental care approach (Chen, 2010). Considering this definition, Greenwashing has 

negative impact of three kinds on organization: image, satisfaction and trust. What is more, 
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these three impacts are those which drive the brand equity (Chen, 2010). Based on this fact, 

consumers are no more loyal to a unique brand and are more and more suspicious.  

Linked to this, the Gen Y is now one of the major targets of Greenwashing (Talbott, 2012) 

and knows how to use on the common data base: Internet (Weiler, 2005). Moreover, with 

the huge born of blog, association and anything else, consumer can be able to get all 

information that they need. Companies which are lying to their consumers must be aware of 

two facts: 

- Needs of Generation Y must begin to enter in consideration. As they move into their 

year of greatest spending, company must analyze their purchasing behavior and 

learn how to react and produce goods on an efficient way (Talbott, 2012). 

- Gen Y knows how to get information (Weiler, 2005). 

Regarding to these two facts permits to identify one opportunity for firms. Gen Y represents 

now a huge part of all consumers, if brands want to be able to create loyalty they must know 

how to target them on an efficient way.  According to Talbott (2012), Gen Y demand to 

companies to show their devotion to sustainable development and position themselves as 

Green producer. However, companies must only do this if this devotion to sustainable 

development is really true, in the other case Gen will discover the reality and stop buying 

product of the brand (Talbott, 2012). 

 

1.3 Purpose  

As seen before, the Gen Y has different reactions toward marketing than the previous 

Generation. Now, Greenwashing is well-known by the whole population. Thanks to 

associations, blog label or others, people who belong to the Gen Y can be aware of the fact 

(Talbott, 2012). Nevertheless, in our actual society, people continue meeting Greenwash 

situation.  

 

1.4 Research Question  
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Regarding to this, the question to know how Gen Y react and will react about Greenwashing 

comes into discussion.  As the purchasing behavior of the Gen Y and the sustainable 

development appear as linked (Talbott, 2012). There is therefore a close link with, also, the 

Greenwashing.  

Considering this point, a research question appears as: What is the French generation Y’s 

perception about Greenwashing?  

1.5    Delimitations  

With a huge subject such as the Greenwashing, we will focus about many aspect of this one. 

In our paper, topics as the sustainable development, green advertisements will be discussed. 

Moreover, in order to get a clear overview of the French generation Y perception about the 

Greenwashing, we will also focus a lot about theories related to their education, purchasing 

behavior and so on. Nevertheless, considering the buying decision process, we will carry only 

on the “information search” stage and the “post purchase behavior”. The rest of the theory 

will not be explained in our paper as it appears useless to answer to our research question.  

Then, we have focused our main theories about the Greenwashing. Indeed, our theories are 

related to Green's impacts worldwide and mainly on the impact of human activities on the 

environment. To sum up, we have approached the different Greenwashing's point of view 

such as companies and governmental points of view but we were only focusing about 

Generation Y's customer’s point of view. 

 

1.6 Definition of key terms 

Generation Y (Gen Y) 

Generation Y is the demographic group including individuals born between the years of 1979 

and 1994. Often referred to as Millennials or Echo Boomers, Generation Y is a cohort made 

up of about 60 million individuals who are all said to have very different preferences and 

characteristics than that of their predecessors. Generation Y is racially and ethnically diverse, 

more culturally liberal, and well versed in technology (Neuborne, 1999). 
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Greenwashing (Greenwash)  

This phenomenon happens when a company or an industry decides to lie about the real 

feature of its product. Despite a green ads, using word such as “green”, ‘”sustainable” and so 

on, the firm does not produce any ecological product (Gailus, 2013). For an industry, 

Greenwashing appears as the most accessible and powerful tool to communicate about 

sustainable development. However, it is not the more honest way. In fact, there is no single 

definition of this term, but a huge variety of description.  

Frame of reference  

In the Frame of reference, we study in deep theories about the two mains terms of our 

subject. The first part is about the Generation Y behavior in France and its strategy. The 

second part focuses about the Greenwashing and its related theories.  

2.1 Consumer behavior in France  

2.1.1 Background of the Gen Y  

Now aged from 20 years from 35 years, the Generation Y is now a whole part of the 

consumer market. Children of the Baby-boomer, the generation X, they have different 

pattern of behavior which are quite different from their parent’s pattern. Moreover, both 

patterns can be also linked by the education given by parents (Gronback, 2000). According to 

Gronback (2000), two things define today’s teenagers: time and money. Despite this fact, 

the reality appears as a little bit more complicated.  

When people who belong to the Gen Y were children it was common for both parents to 

work (Gronback, 2000).  It involved that, once the child is able to live on his own without 

being watched by his parent, the child will be “alone” at home. Most of the time parents 

work outside, and come back at home late. It means that Gen Y child comes back alone from 

school, takes its snack and does his homework alone. By doing so, children are able to be 

earlier responsible, self-sufficient and mature (Gronback, 2000).   
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Nowadays, the fit between children and parent has also evolved, education has changed. 

Parents treat their children as more or less equal, and let them express their opinion ( 

Gronback, 2000).  For this reason the Gen Y is more able to make a choice and express easily 

an opinion.  

 

2.1.2 Generation Y behavior in France  

In 2015, this generation will represent approximately 40% of active people in France (EU 

Youth Report, 2009).  The Generation Y appears as quiet hard to qualify only in a few words 

(Chaminade, 2013). According to Benjamin Chaminade, a lot of people (DRH, CEO, 

Manager…) permit their selves to judge this Gen Y only with a few words: Individualist, 

Interconnected and Eagerness. Nevertheless, the reality is even more complicated. Even if 

Gen Y’s behavior responds to all these adjectives, the positive side of each of them must be 

highlighted. Moreover, regarding to the huge list of adjectives, which CEO, DRH and Manage 

write, it permits to have an overview of the average block people of the Gen Y (Chaminade, 

2013). According to them, the Gen Y appears as:  

- Techno addicted 

- Selfish 

- Interconnected 

- Immature 

- Sensitive to environment 

- Challenging  

- Hyper consumer 

Moreover, according to Ken Gronback, Gen Y loves things which are green. They also relate 

to cause which help the sustainable development and make the planet better for the next 

generation. The behavior of this Gen drives their reaction toward Marketing.  
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2.1.3 Generation Y relation to Marketing  

According to Boullart (2012) there are five steps to improve your marketing to Generation Y, 

which are: 

Make it relevant 

The main point of this part is to be true. The core values of the Generation Y appear as 

authenticity and uniqueness. If brands respect these key points they will succeed to sell on 

an efficient way their product. Moreover, nowadays, every person has an access to huge 

variety of source of information. It involved that if company lies about the feature of its 

product, consumer will easily discover it and stops buying the product (Boullart, 2012). 

Then this part focuses in depth about creating an experience. Youngers do not care about 

history, they want facts and reality. Brand must create an online or offline experience, 

something that elevates product and brand experience (Boullart, 2012).   

 

Be where they are 

 

The website of your company must be more than just an information stall of your product. It 

appears important to share experience of your brand, and get feedback from consumers. 

Being present on the social media is a must. Facebook, twitter, Instagram should be 

integrated in all communication actions. It allows to the brand to be directly connected to its 

consumers and have direct feedback (Boullart, 2012).  

According to Boullart (2012), using humors is the most successful way to be connected with 

the Generation Y audience.  

In order to create an ultimate customer experience, brand must also generate events. This 

fact permits to firm to be connected to consumer and connect them with each other. 

Moreover it relies on the picture which the brand wants to share with its consumer.  
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Activate conversation 

 

Companies must know how to surprise their consumer, as it is seen as the best way to make 

them becoming loyal to the product of the brand. Surprise could be anything according to 

Boullart (2012); it could be sending birthday cart, post video that no one has ever seen…  

It appears also possible to organize some games about your product. Even if this trend is 

already well exploited by other company, the trend stays profitable. However, company 

must not forget to focus about the link between their product and the game, in order to 

make this last one unique, real and relevant (Boullart, 2012).  

 

Enhance loyalty, be fair 

 

According to Boullart (2012), in order to maintain the good reputation of a brand, it must 

follow the FAIR model: Fast, Innovative and Rewarding. Fast involved that you pay close 

attention about the behavior and point of view of consumers. In order to do so, brand must 

keep talking with them and continue to learn more about them. Innovate includes that firms 

must always keep on showing creativity and initiative. Then, Rewarding means that 

companies must show their appreciation to consumer to have chosen their product.   

It also means that company must deliver a product which contains the expected feature 

promise in ads.  

 

Have guts  

 

Boullart and  Van den Bergh (No Guts, no Glory, 2012) simplifies this step only in one 

sentence: Go out there and create a daring but relevant appeal.  
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2.1.4 Pattern of the Gen Y purchasing behavior regarding to sociological criterias 

 

According to Porter (1995), the price of green product is higher than the price of other 

product. What is more, the price has a closely fit with the purchasing power of consumer. In 

order to be able to purchase a product which has a high price, consumer must have a good 

standard of living (Chang, 1994).  

This fact involved a close link between the purchasing power of Gen Y and Greenwashing 

product. In order to have an efficient overview of the purchasing power of Gen Y focusing 

about their study and employment appears as the best option. 

 Regarding to the theory of Bourdieu (1966), a French sociologist, the social position of 

parents has a huge effect on the future social position of their children.  As example, in 2003, 

a man aged 40 to 59 years old in three men has a social position identical to the one of his 

father at the same age (Dupays, 2006).  In fact, according to Dupays (2006), in our society, 

social positions are not distributed by chance. There is a close fit between event which 

happened in everyday life, school, occupational integration and social status. Because of this 

Dupays (2006) reveals the missing part of Bourdieu’s theory. Even if the social statue of one 

person depends a lot of those of his parents, other external factors must enter into 

consideration. For example, 40% of the social mobility comes from structural changes in the 

economy (Dupays, 2006).   

 

 

 

2.2 Buying decision Process (Kotler, 2009)  
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According to Kotler (2009), the five stages of the buying decision process describe steps 

which meet a consumer when buying a product. Despite a lot of variation depending of the 

buying decision, these five steps stay the same. First introduce by John Dewey in 1910, the 

five stages are as below: Problem/Need recognition, Information search, Evaluation of 

alternatives, Purchase decision, Post-purchase behavior. Regarding to our subject, two 

stages appear as relevant to analyze.  

 

According to Weiler (2005), the Gen Y is able to look for a huge panel of information by his 

own. By doing so, the stage “Information search” takes a primordial place in the buying 

decision process. Before buying a certain product, consumer of the Gen Y will have a look on 

the website of the company, compare ads of the concurrent, and the feature of similar 

products.   

Regarding to this model reveals one huge problem for the Greenwashing products. After 

purchasing the “green” product, consumer will discover the misleading about its quality. 

Most of time, when somebody discover that he/she was misleading, they will never buy the 

product again, and, more, feeling betrayed by the brand (Gailus, 2013). 
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2.3 Cultural classification of French population  

Lots of well-known theorists and authors write about the cross-cultural communication. To 

quote some, there is Edward T. Hall, Richard Lewis, Trompenaars, and Hofstede. Some part 

of their theories appears as useful for our research. Based on the fact that we only analyze 

the French consumer, only French cultural point of view must be highlight.  

 Hofstede (1984), a Dutch sociologist, is well-known for his theory about cross-cultural 

groups and organization. According to him there are five dimensions which permit to classify 

country: Power Distance, Individualism, Masculinity, Uncertainty avoidance and Long term. 

The first one, (Power Distance), express the degree in which people accepts that the power 

is distribute in an inequality way. It means that in low PDI countries, the population 

disagrees in the case of inequality, the organization is not hierarchical. On the other hand in 

high PDI countries, such as France, society accepts therefore inequalities. In this kind of 

countries, the boss appears as a superior and you cannot call him by his first name, 

moreover you must respect him (Hofstede, 1984).  

Trompenaars (1994), another Dutch theorist, said that one culture is different compares to 

another one according to seven criteria (Universalism, Individualism, Specific, Neutral, 

Achievement, Sequential time, internal direction). Achievement versus Ascription permits to 

understand how people react and deal with authority.  On the one hand Achievement means 

that people respect you in function of your work and your skills. In this case you use title 

only when it is relevant. On the other hand Ascription means people believes you should be 

valued for who you are, your title. That’s why people respect carefully authority and pay 

close attention to follow the rules (Trompenaars, 1994).  

This classification appears relevant for our case. People who belong to high PDI and 

Ascription country will easier trust advertising and Greenwashing. They give to the superior a 

whole trust. If a company says that they make action in favor of the sustainable 

development consumer will buy the product without asking question. It conducts us to the 

question of how French people react toward Greenwashing product (Trompenaars, 1994).  

According to these two theories, French consumer easily trust advertising without needed 

any proof. 



 12 

 

2.4 Profile of French consumer  

The profile of one consumer can be defined by its capacity and frequency of buying.  In 

France, buying appears as a pleasure. French people love doing shopping and have the 

power to buy what they want. There is a high consumption of leisure, culture product and 

gift. Concerning the purchasing decision, most of the time, it appears as impulsive and 

frequent purchase decision (Mousset, 2011).  

Then, according to Mousset (2011), the behavior of French consumers can be classified into 

8 categories: 

“Self-control” represents 17% of French households.  

This kind of consumers pays close attention about their budget and their consumption. They 

only buy what they need, and compare price of each product in order to choose the one 

which is the cheapest. They have a middle income and have the possibility to buy a huge 

variety of product. However they prefer to control their consumption and keep some money 

for other activities. As a result, they do not consume a lot (Mousset, 2011).  

“Thrifty” represents 15% of French households. 

They have a modest income and do not have other choice that being careful about their 

purchasing decision. That is why they always compare every product, and only buy low cost 

products (Mousset, 2011).  

“Carpe diem” also represents 15% of French households. 

On the contrary, this group has a high income. They illustrated perfectly the fact that buying 

in France is a pleasure. This group buys whatever they want without any financial 

preoccupation. For them the quality of product is really important (Mousset, 2011). 

“Bio-citizen” represents 14% of French households. 

They are well off and have the way to answer to their preoccupation. In France, bio products 

are very expensive. For this reason, only a few part of the population can purchase this kind 
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of product. However the bio-citizen has the means of payment to acquire bio product 

(Mousset, 2011).  

“Disinvested” represents 13% of the French households. 

They have no time and no interest about purchasing decision. They will buy already made 

product, and have no preoccupation about the cost. According to their point of view the only 

important factor is the efficiency (Mousset, 2011).  

“Resigned” represents 10% of the French households. 

This sample of the population does have a low purchasing power linked with a lack of 

education. Even if they do not have a high purchasing power, they often buy some useless 

staff, only because they love buying (Mousset, 2011).  

“Promotion-addict” represents also 10% of the French households. 

This kind of person makes shopping becoming a challenge. They pay close attention about 

the price, and will always find the better promotion to purchase (Mousset, 2011).  

“Brand lover” represents 6% of the French households. 

They want to have the more trendy staff. According to their point of view the motto of 

shopping is:” I consume more, so I am”. They only buy well-known brand product. Moreover 

they are very sensitive to all kind of innovation and recommend product to their relations 

(Mousset, 2011). 

Regarding to this classification of French households, only a few groups will be sensitive to 

Greenwashing. In fact, there are 4 groups which are concern: the bio-citizens, carpe diem, 

disinvested, and the brand-lover (Mousset, 2011).  

The bio-citizens appear as the first target of Greenwashing products. In fact, they love buying 

bio-product, and will be well influenced by the green picture of every product. Moreover, as 

this population has a high purchasing power they are ready to pay well every product which 

responds to their preoccupation (Mousset,2011).  

“Carpe-diem” only buys for pleasure. As nowadays, buying bio products appears as a trend, 

they will be very sensitive to the green aspect. They are also no well-informed about the 
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characteristics of each product. For all these reasons, they will be a good target for 

Greenwashing producer.  Nevertheless they will be very upset concerning the final quality of 

the product. It will involve the purchasing decision process, which will be study later in this 

part (Mousset, 2011).  

According to Mousset (2011), disinvested people will also probably buy some Greenwashing 

product without knowing. If they find one, and appreciate the packaging or the promised 

quality of the product, they will buy it. However, once the real qualities of the product know, 

they will be disappointed about the fake advertising, and never buy it again. 

Brand lovers will be concerned about the Greenwashing. However, they will stop buying the 

product after discovering the misleading.  

 

2.5 Green’s impacts worldwide  

The impact of human activities on the environment is increasing year by year and causes our 

planet into a decline, which it will soon be unable to cope (D Meadows, 2004). Clearly, we 

consume natural resources at a much greater level than which they renew rate, resulting in 

increasing degradation of our natural ecosystems (Wackernagel, 2013). Every day, our 

factories, our homes, our cars, our farms or our power plants consume more and more 

natural resources and produce waste which increase our earthly "ecological footprint”. The 

ecological footprint is " an estimate of the area required to meet all needs for natural 

resources" (Wackernagel, 2013). 

According to the " 2012 Living Planet " report, rich countries have a disproportionate 

pressure on natural resources. The report shows that the ecological footprint of high-income 

countries is five times higher than that of low-income countries. Thus, 4.5 earths will be 

necessary to meet the needs of a global population living like an average resident of the UAE 

or the United States. So it is urgent to align the ecological footprint regenerative capacity of 

the planet. Moreover, the bursting of successive health scandals gives significantly to date 

the impact of human activities on the well-being. Awareness is very slow but it involves 

states, businesses and individuals (Hall, 1990). This is precisely the goal of sustainable 

development that offers to combine economic, social and environmental performance for 
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sustainable growth to " meet our needs without compromising the ability of future 

generations to meet their own needs "(Gündling, 1990).  

Cannot be left out of this trend, companies have monopolized the subject. In fact, they are 

largely concerned with sustainable development in that they are resource-intensive, 

producing waste but also create value (ME Porter, 1995). Their credibility in the eyes of the 

community passes so today the concern for the environment and the welfare of the society 

they appear. Therefore, they do not recognize their responsibility would be exposed to a 

significant risk in terms of reputation and image. They may also have to face the pressure 

from various social movements and citizens who do not hesitate to ask for accounts and 

demand change (Porter, 1995). Moreover according to Porter and Kramer (2006), it is this 

last factor that induces many companies to engage in a process of sustainable development. 

The problem is that some of them do not hesitate to use this concept to embellish their 

image, as they do not put any measures in place to reduce the negative externalities of their 

activities. 

 The question whether these companies actually engage in environmental actions in a logical 

CSR (Corporate social Responsibility) or just with the intention of making Greenwashing has 

already been the subject of several studies (Gond and Igalens, 2012; Trébulle and Odile, 

2011; Notebaert, 2010 Dahl, 2010). Indeed, it is not enough to communicate and declare 

intentions that customers expect, associations, and society in general, they are real 

measures to reduce damage to the environment and the well - being of the community as 

well as evidence of their implementation. 

To sum up, all theses characteristics could show that consumers are fooled by Greenwashing 

practices. In others words, there is a gap between desired image by these companies and 

the actual consumer perception of their practices. 

 

2.6 Greenwashing’s points of view  

Nowadays, Greenwashing is known all over the world but we will focus our research mainly 

on the French Gen Y branch. Moreover, we will focus our investigation in three different 
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parts: How is perceived the Greenwashing in Governmental, customer and companies’ point 

of view. 

2.6.1 Customers point of view 

In other part, we can emphasized that consumers are sceptical about a wave of green 

advertising even as the overall value of that market is exploding, according to results of 

market research issued today by « Havas Media », a unit of Havas, a global marketing 

company based in Paris. 

“This lack of connection between what companies are doing and how they are perceived, 

threatens to weaken relationships between brands and consumers,” Havas (2009) warned. 

The study, « Sustainable Future 09 » finds that many companies are unable to get their 

messages through to consumers because some marketing campaigns are seen as little more 

than opportunism on the part of big business.“ 

According to « AB Guide – 2009 » and « Havas », the firm found that 64 percent of 

respondents viewed sustainability campaigns as a little more than a “marketing tool.” That 

result, said Havas (2009), was particularly problematic because consumers continued to 

show strong interest in buying goods and services from responsible sources. “It is not a case 

of consumers being fickle, but rather a case of businesses being perceived as unauthentic,” 

said Havas (2009), which noted that companies in sectors like food, retail and 

telecommunications had been more successful so far than companies in the oil and 

automotive sectors at using messages pegged to sustainability. 

To sum up, Havas showed its research covered more than 20,000 active consumers in ten 

markets and spanned more than 50 brands across eight sectors. It said its fieldwork was 

completed in January 2009. 

 

2.6.2 Governmental point of view 

Firstly, on the governmental point of view, we can argue that the state has regulated, 

controlled and penalized companies, which practices Greenwashing (Moreau, 2008). Indeed, 
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the state has included different laws about the expansion of greenwashing including 

different association and labels, which want protect the earth. 

 The « Grenelle de l'environnement » is an open multi-party debate in France that brings 

together representatives of national and local government and organizations (industry, 

labour, professional associations, non-governmental organizations) on an equal footing, with 

the goal of unifying a position on a specific theme (Benoît-Moreau, Parguel, Larceneux , 

2008). That’s why a few companies coped to this law which denounces illegal actions of 

companies concerning the environment. 

 Finally, associations put in place different award like the “Prix Pinnochio” which allows 

recompensing companies, which lead real advertising and based on ecology and sustainable 

development campaign (A Catellani, 2010).  

 

2.6.3 Companies point of view 

The third part concerning companies’ point of view. According to Gerdien de Vries et all, 

(2014), companies in the energy sector face a dilemma regarding how to communicate their 

environmental policies to the public. Communicating that environmental policies and 

activities are motivated by concern for the environment could elicit positive reactions, but 

may also lead to accusations of corporate Greenwashing, the idea that companies 

deliberately frame their activities as ‘green’ in order to look environmentally friendly. 

Moreover, the rise of green products in the market has forced companies to undertake 

Greenwashing in order to compete effectively. 

There are several techniques of green washing employed by companies. Although only a few 

literatures exist on the subject, the basis of identifying these techniques is that proposed by 

the « TerraChoice Environmental Group » (2007). The group did research on the manners 

with which companies mislead consumers about their environmental friendliness and came 

up with six ways that they dubbed “the six sins of green washing.” 

The first sin is “the sin of hidden trade off”. This involves the attempt by companies to 

promote a product as green by using only one environmental attribute or an intolerable 

narrow set of attributes disregarding other more important environmental issues. Although 
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the claims are not false, they portray a “greener” picture of the product which cannot be 

supported by a full environmental analysis. 

The second sin is “the sin of no proof.” This involves all information disseminated by a 

company about environmental friendliness but cannot be validated by easily accessible 

supporting information.  According to a study by Bazillier and Vauday (2009), communication 

of full CSR (Corporate social responsability) activities by companies to customers is 

impossible. As a result, two types of information communicated to consumers exist, hard 

and soft information. Hard information is that which can be verified by customers but tends 

to be costly while soft information is that which is readily available to consumers but cannot 

be verified. The two argue that total green washing without CSR is not possible hence 

companies tend to provide information about environmental friendliness that cannot be 

fully validated by the consumers. 

The third sin is “the sin of vagueness.” This involves the provision of vaguely defined 

information about environmental friendliness such that it is meaning can be easily 

misinterpreted by the consumer. It involves the provision of poorly defined claims or those 

that are too broad such that they can be easily misunderstood. According to Zaman et al. 

(2010), several companies use scientific terms too complicated for ordinary consumers to 

understand their meaning. By doing this, the companies paint a picture of eco-friendliness 

supported by scientific evidence hence giving the consumer a false perception of the 

companies true involvement in environmental protection. Another study by Ingalens and 

Gond (2005) carried out on over 1000 products on the market report that 11% of these 

products committed the sin of vagueness. 

The fourth sin is the “sin of Irrelevance.” This involves the dissemination of environmental 

claims that may be true however they are unhelpful and unimportant to “green” 

customers.  The claim may be true but it is irrelevant thus preventing the customer from 

finding a truly greener option.  

The fifth sin is the “sin of lesser of two evils.” These are environmental claims that may be 

true for a given product category but distracts the consumer on the impact the category as a 

whole has on the environment. Examples include organic cigarettes, green herbicides and 

pesticides etc. According to Walsh (2008), this category of misleading involves claiming a 
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product is green while it is intrinsically un-green. These products by their very nature are 

harmful to the environment and society at large hence it is impossible to claim that they are 

green. 

The last sin identified by the TerraChoice research is “the sin of fibbing.” This involves 

making false claims about the environmental friendliness of a product or company. It is 

whereby companies provide false information concerning their environmental efforts or the 

environmental impacts of their products. In their paper, Bansal & Roth (2000) report that it 

is very unlikely for companies to participate in this type of green washing. This is because it is 

quite easy to be discovered when the information provided has no substance. 

 

The six types of “sins” represent the most common ways green washing is carried out. The 

act of green washing has several effects to the various stakeholders involved with the 

responsible companies. Due to the increase in consumerism and the spread of 

environmentalism, green washing has several impacts to modern consumers. 

 

Methodology 

The method is an important step to begin to answer to a research question, that’s why, we 

are going to define and to describe two methods: the qualitative and the quantitative 

method. 

The use of qualitative methods allows rough-hewing the subject of study; that’s why; we will 

present in first the general aspect of our subject (Kelle, Erzberger, 2004). 

Then, we will continue on a quantitative study by using tools such as polls, to focus our 

searches in a define subject. The objectives are to know more about the viewpoint of 

peoples, to be not focus on our feelings about Greenwashing (Kelle, Erzberger, 2004). 

To summarize these two methods, the table below will help to understand better these 

principles: 
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 Qualitative Quantitative 

Assumption Wide Narrow 

Description Situation in its whole Focused 

Research Type Exploratory Final 

 

The qualitative method is usually used during the first phases of the research projects. 

Whereas, the quantitative method is recommended for the last part of our study (Alasuutari, 

1995). 

 

 Our choices:  

To answer the research question, we choose to use the quantitative method for some 

reasons. In first, we choose it because it’s for us the best way to know more about people 

easily. Then, we can use it free of charge thanks to the Internet. Furthermore, we can 

analyze closer our results. And to finish, this will allow us to get news probabilities to 

develop.  

 

3.2 Type of research  

According to Noor (2008), there are three type of research. 

The exploratory, descriptive and explanatory researches are characteristics of the scientific 

research (Noor, 2008).  

We are going to analyze these three types of research to know after what we are doing and 

what we have to do.  

In first, the exploratory concerns the new phenomena little or no documented, it is the 

WHAT. This search aims at familiarizing us with facts, situations and risks. This also aims at 

formulating questions for future searches. To finish, the final goal is to generate new ideas, 

guesses, and hypotheses (Noor, 2008).  
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Then, the descriptive research concerns quite known phenomena that we want to describe 

deeply, it’s the HOW and the WHO. Its purpose is to supply a detailed and a very precise 

image. It is useful to find new data which contradict old data. It’s necessary to define a 

process to be followed (Noor, 2008).  

To finish, the explanatory research concerns already known phenomena, already described, 

for which we want to understand why things are as they are, it is why. It deals with testing 

theories, developing and improving a theory explanation. It also deals with accepting or not 

an explanation and choosing the best one (Noor, 2008).  

 

 

 Our choices:  

We are going to analyze all steps of this searches, in first the exploratory and descriptive 

searches.  

Then, thanks to this data, we will be able to submit theories. It’s really important to don’t 

forget each step of this because it’s one of the most important. It aims to be sure to answer 

directly at our questions.  

And it’s also another good thing to do, because after this we are totally sure to be focus 

clearly on our subject, here the greenwashing with the consumer behavior.  

 

3.3 Population and samples 

In this part, we are going to show you our reference population and the type of sample that 

we’ll use.  

Population: 

According to Bathelot (2009), the reference population is the population covered by the 

survey (as part of a quantitative survey or study) and therefore which one wishes to 

generalize the results obtained on the sample.  
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For example, for a political survey, the reference population is composed of potential voters.  

The sample is obviously taken in the reference population. 

 

 Our choices:  

We choose to focus our research on the “Generation Y “in France because companies need 

to know more about their feelings regarding the green in order to analyses their future 

consumption model. 

In France, the term "Generation Y" refers to people born between 1978 and 1994. Invented 

in 1993 by Advertising Age magazine, the term "Generation Y" means the following 

"Generation X" (born approximately between 1965 generation and 1977) (Sheahan, 2005). 

In France, the generation Y includes approximately 13 million people or about 21 % of the 

French population (13.192.178 were born according to the INSEE (National institute for 

statistics and economic studies) between 1978 and 1994). It is the most important 

generation since the generation of the baby boom. 

As comparison, the Generation Y includes approximately 70 million people in the United 

States and 200 million people in China (Pouget, 2008). 

Sample:  

There are two types of samples, thanks to Sharon L; we are going to define these two 

methods below.  

We know that a random sample is a part of the whole population which is questioned after 

selection during a survey (Sharon, 2009).  

The random sample is determined from a procedure of statistical random drawing. When we 

do not control the list of elements of the frame, we use an empirical sampling method for 

which the individual choice is not random but with purposes. It’s the non-randomly sampling 

(Sharon, 2009).  
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 Our choices:  

Our research question could be seen in three different points of view: the company’s one, 

the state’s one, and the consumer’s one. Nevertheless, carry about all of them appears as 

too long. For this reason, we decided to focus on depth about the consumer point of view. 

What is more, the  

We will choose the non-randomly sample, because it’s answering our needs. We have to 

know the pooled in order to understand how they feel about the Greenwashing activities in 

their own country (here in France).  

And we will choose the Y generation because it’s the more important part of the population 

for future consumer activities. Thanks to this precision, we can study more precisely the 

need of this target market. 

Thanks to our survey, we can target our answerer and get our sample.  

 

3.4 Instrument to collect the data 

Since ten years, people have access to a huge data thanks to the internet. In order to be 

efficient and reliable, we decided to use the internet to collect our data. That’s why; we 

realized a questionnaire on google.doc.  

Thanks to Salant and Dillman (1994), we know that the survey is a tool of observation which 

allows us to quantify and to compare the information. This information is collected with a 

representative sample of the population aimed by the evaluation.  

In our survey we have mostly two forms of question, with a dominant of closed questions 

and some richer, open questions but also more difficult to deal statistically. 

According to Salant and Dillman (1994), a survey is a timely investigation of a representative 

sample of the population studied. The results obtained from the sample are then 

extrapolated to the population studied or parent population (Salant, Dillman, 1994). 
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Before to begin to do a survey, we decided to know why using a survey will be useful for us. 

In first, a large number of people can answer to our question easily thanks to the internet. 

We’ll use our own contact to get the answer like friends, student from our university in 

France and in Sweden.  

Then, there is also another advantage, its low cost! We did a small study of the market, and 

the cost of a survey it’s around 10 euros. We decided to do this thanks to google.doc, it’s 

totally free and reliable.  

Also, we don’t have to travel. A lot of people from France answer to our questionnaire while 

we were in Sweden. The internet is a “new” technology really useful for this type of 

research.   

We know each answerer of our poll, for us, it’s a tool reliable and. In other word, it answers 

our expectations.  

However, there are also some disadvantages of using a survey. For example, we cannot 

clarify the answers, people answer our survey but we cannot contact them after. That’s 

means that we have to be sure of our questions.  

We cannot have in-depth information, it’s really closed.  

To finish, people can lie to our question, we cannot verify it.  

 

Find below our survey:  

Question number Type of questions Question Measurement 

1 Demographic CSP Multi-optional 

2 Demographic Gender  Nominal 

3 Attitudinal/consumers Trust adds   Scale from 1 to 5 

4 Knowledge Greenwashing impact Closed 

5 Attitudinal/consumers Reliability green ads  Scale from 1 to 5 
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6 Memories  Green ads increase or 

not?  

Closed  

7 Behavioural  Buy green Scale from yes a lot to 

never 

8 Behavioural Reason for buying or 

not buying.  

Open 

9 Knowledge  Definition of Ecological 

label 

Closed 

10 Knowledge Name Ecological label Open 

11 Attitudinal Purchasing decision  Closed 

12 Behaviour Reaction about 

Greenwashing 

Open  

Empirical study 

4.1 Collection of empirical data  

Thanks to social networks such as Facebook, we have send our questionnaire to all people 

which can answer to it as they belong to the Gen Y. In this kind of questionnaire, we 

submitted different questions in order to know better what customer think about 

Greenwashing. All questions are related to Greenwashing and also we have submitted 

different kind of issues about the origins of Greenwashing:  the type of customer, the 

gender, age of customer but also concerning advertisements, ecological and labels too. 

Finally, last questions concern the influence about purchasing behavior decision and 

reactions concerning manipulations.  

Thanks to this poll, we can have a preview about the Gen Y’s perception about 

Greenwashing in reality. It permits us to make a comparison between the reality and what 

authors said.  We have obtained 113 answers. Even if this number of answer is quiet small 

regarding to the number of people who belong to the Gen Y, it allows us to have a little 

overview of their perception toward Greenwashing.  
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4.2 Different Empirical data sources  

All the questions are related to the Greenwashing and to the Gen Y’s consumer like said 

previously. The target is French people to 18 until 25 years old. They answered to our 

questions in a different way (demographic, knowledge, attitudinal, behavioral or memories).  

In order to fit our theories with the reality we divided our survey in 8 steps (each one was 

related to some theories and authors.)  

In first we want to know more about the audience by the age, the gender and the economic 

status. It’s a help for the last part of our survey; the collection of data.  

Then, we want to know more about the trust ability of media regarding the audience. After 

speaking about media we increase the degree by incorporate the term marketing in our 

questions. We finally connect the media with the marketing related to the Greenwashing. 

After theses 3 more steps, the audience is in our subject connected to the Greenwashing 

phenomenon.  

After that, we ask the audience about their knowledge concerning the “green” term, in order 

to finally ask them about their purchasing habits about green products.  This is what we was 

expected for, since the first question we would like to know their consumption habits.  

Finally, we develop on another point which is the label, in other word the protection of 

consumer or the limits to the Greenwashing. We ask their trust abilities, to finally finish by 

another question or development: what is a label? Maybe another way of Greenwashing…  

 

4.3 Descriptions of empirical data sources 

4.3.1  Demographic data  
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Of the 113 respondents, 57% are men and 43% are women. Even if the majority appears as 

Men, the number of women’s answer is adequate to study also their needs in depth, and 

make a comparison between women and men different points of view. The question of the 

age appears as useless in our case. As we focus only about the Gen Y which is 18-25 years 

old, the target of our survey is only this aged of people.  

 

 

With a target sample of 18-25 aged people, it seems logical that the majority of people still 

students. However, we can notice than some of them have already begins to work. This fact 

means that this people have stopped earlier their study to get a job, or they do not need to 

do long study.  

57% 

43% 

Gender 

Male Female

9% 

91% 

Statue of people 

Students

Employees
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4.3.2 Knowledge about Greenwashing 

 

The majority of people has already heard about Greenwashing (69%), and is aware of the 

risks of this manipulation. Nevertheless, some people stays do not know about this action 

(31%). In order to permit them to continue the survey, we have added an easy explanation 

of what is the Greenwashing exactly.  

 

4.3.3 Reliability of Advertising  

69% 

31% 

Have you already heard about Greenwashing  

Yes No
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The poll reveals that French consumer does not have a blind trust toward advertising. In a 

scale of five, 46% of the population chose two. For the rest, answers are divided into 26% for 

one, 23% for three and 6% for four. It clearly shows how young French consumers are 

suspicious about advertisement. The Gen Y does not think that advertisings are reliable. 

Then, in order to focus more about our topic, we ask a few questions which target more the 

Greenwashing adds. 
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In which degree do you trust advertising ?  
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Never 
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Do you have seen a lot of "Green" ads in 
France ?  
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According to the graph, the French Gen Y’s point of view regarding to the presence of green 

ads in France is really divided. Nevertheless the biggest part affirms that there are a lot of 

green ads. Even if answers are really divided into “a lot” (37%) and “a few” (31%), it appears 

clearly that there is green ads in France.  

 

 

This question was an open one, which allowed us to perceive the exact reaction of Gen Y. 

The graph below is only a short summary of answers, in order to get an overview of 

comments. Nevertheless, some nuances must be added to this. According to the French 

Generation Y point of view, the degree of reliably depends on the company which makes 

ads. Furthermore, according to the Gen Y, companies are playing with the “green” 

connotation, the packaging and name of product… Companies know how to make the 

consumer doubt and make them believe that their product is really green. For all these 

reasons, consumers of the Gen Y is quiet lost regarding to “Green” ads, they do not know 

which one they must trust or not. 

Moreover, a link can appear between the two last questions. As there are too much “Green” 

ads, consumers do not know which one trust, they are lost by the quantity.  
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4.3.4 Ecological products 

 

 

According to the graph above, the majority of people are interested to buy ecological 

product. Indeed, the graph reveals that 71% of the Generation Y shows an interest about 

buying ecological products and 29% in contrast to the other side.  
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Are you interested to buy ecological product 
? 
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Overall, people buy ecological products in terms of sustainable development (46%) related 

to the graph above. Otherwise, others main reasons are to protect the planet (20%) and 

others things (3%) but mainly the quality. In fact, 31% of consumers (of the Gen Y) are 

interested to buy ecological products about their quality, because organic products are 

supposed to be better or have a better composition, taste etc. 

 

4.3.5 Labels 

 

 

 

Globally, most of the French Generation Y knows what is an ecological label. According to 

our questionnaire, just only 3 % of the Generation Y consumer’s don’t know exactly what an 

ecological label is. However, we have put a fair and apparent definition about labels in the 

questionnaire.  

 

 

Yes 
97% 

No 
3% 

Do you know what an ecological label is ? 
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Do you have any ecological labels in your own country? If yes, quote 

some. 

 

According to the graph below, Consumers of the Generation Y know the most famous label 

in France (45%) which is “ Eco Label made in France”. Moreover, most of consumers know a 

several labels such as “Label rouge”(13%) or even “Qualité Bio certifiée”(15%). To sum up, 

there are a lot of different labels for different products that is why people know label’s 

products just about their own consumption. Finally, the rest of the generation (3%) don’t 

really know different kind of labels.  
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The graph above brings an important response. Indeed, more than the half of the 

Generation Y (who has responded our questionnaire) is influenced by labels about their 

behavior purchasing decision. 66% of people have responded “Yes” about our issue whereas 

34 % have replied “No”. 

 

 

How do you react when you discover the manipulation of 

companies about the features of products? 

 

Yes 
66% 

No 
34% 

Does an ecological label influenced your 
purchasing decision ? 



 35 

 

 

This last graph and question show how the consumers react when they discover the 

manipulation of the companies.  According to the results, 31 % are feeling betrayed, 29% not 

surprised and 17% very disappointed. However, we noticed that 15% of the consumers of 

the generation Y will be more suspicious in the future. Finally, 7% of consumers don’t care 

about it, according to the comments; a few persons don’t care to be manipulating if they 

really appreciate the product.  

 

Analysis  

5. Relevance to frame of reference  

This section of analysis of empirical data aims, by connecting the theoretical elements of the 

frame of reference with the findings of the empirical study, to answer the question: What is 

the French generation Y’s perception about Greenwashing? 

Thanks to our questionnaire and the different questions submitted, we better knew the 

consumer way of thinking about Greenwashing and also the influence about purchasing 
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decision behavior for Gen Y. Moreover, we have gathered enough feedbacks (113 peoples) 

to have a small overview of the Gen Y way of consumer and reactions toward “Green” 

products.  

Moreover, we follow exactly the same organization than already doing during the frame of 

reference, by divided the analysis into two sections: the consumer behavior and the link with 

Greenwashing.  

5.1 Consumer behavior  

5.1.1 The Gen Y‘s trust  

 

 According to Weiler (2005), people who belong the Gen Y knows how to get 

information. They are able to surf on the internet and find whatever they want. Even if some 

companies are hiding compromising information, it always exist a way to get round of it. As 

R. Dahl said, there are some solutions which keep an eye on corporate use of Greenwashing. 

These solutions appear as association such as Greenpeace and anti-greenwash blogs. (Juska, 

2011) Thanks to existence of these way of being inform, the Gen Y is able to know by its own 

what is Greenwashing and try to identify which company is lying or not. What is more, 

Gronback (2000) said that children of the Gen Y are able to be earlier responsible, self-

sufficient and mature. By having these kinds of behavior, this generation is not easy to 

mislead. It confirm the point that Gen Y will always find a way to get round of. All these 

theories confirm the result of our polls revealing that the Greenwashing is already well-

known by the French Generation Y (Approximately 70% of them know it.).  

Hofstede (1984) and Trompenaars (1994) develop that the French population has a whole 

trust in superiority. According to their two cross-cultural theories, French are classify as 

naïve, and will trust advertising without asking question. On the contrary, in a scale of five, 

50% of the French population chose two and express that they do not trust advertising 

easily. This answer clearly reveals that Gen Y consumers are suspicious about advertisement.  

 So on, the reality is quite different of the theory of Hofstede (1984) and Trompenaars 

(1994). Nevertheless, some theories go to the direction as the reality.  
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As the Gen Y has a huge panel of source of information they will not be naive. In fact, they 

will check all information given by the authority in order to be secure and do not make any 

mistake. Underling this, a fit appears between the theory of Boullart (2012) and the result of 

the poll.  According to her, there are five steps which must be taken into account to have an 

efficient marketing targeting the Gen Y. The first one “make it relevant” describes the core 

values of the Generation Y as “authenticity and uniqueness”. In France, advertisements are 

“too much”, features of product are always improving in order to increase sells and purchase 

decision. That is why consumers do not trust publicity anymore because expected result of 

product never happened as it must. In order to stop this trend of “being too much”, the Gen 

Y wants to come back to the authenticity and be sure of what they buy.  

 

5.1.2 Purchasing decision of Gen Y  

Our poll reveals that 77% of people are interesting to buy an ecological product. According 

to them reasons of this purchasing decision are to carry about the sustainable development 

and also product which contains body of chemical component. 

 This fact emphasizes both theories about the relationship between Gen Y and ecological 

product. First, according to Chaminade (2013), Gen Y appears as sensitive to environment. 

Gronback (2000) also said that Gen Y loves product which seems to be green. Regarding to 

this result shows that the Green aspect of one product appears as one key of differentiation 

for a company. As the Gen Y is their future target (Talbott, 2012) companies must focus on 

improving their worries about sustainable development. They must show to consumer that 

they are really devoted to this cause. Nevertheless, things are not as easy as this. Regarding 

to our poll, one major problem of ecological product appears as the price. Even if the French 

Gen Y prefer buy one ecological product instead of another one which does not have the 

same feature, they will be stop by the price. According to their point of view, the price of 

one ecological product is always higher than the price of other product. This process appears 

exactly as one stage of the buying decision process of Kotler (2009): evaluation of 

alternatives.  By comparing products consumer will identify the ecological product as the 

best one, however only if the consumer has a high purchasing power he will buy it. On the 

other case, the consumer who has a smaller purchasing power will choose the product which 
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has no ecological feature but a lower price. According to the classification of French 

consumer only three groups will purchase the ecological product: “Carpe Diem” “Brand 

lovers” and “Bio citizen”.  

Focusing about the certification of the provenance of the product appears also as one key 

factor. Regarding to the result of our questionnaire, almost 70% of the whole population 

prefer to purchase a product which has a label indication. Moreover, when we ask them to 

quote some labels, they are easily able to quote a lot. It reveals that the Gen Y, in France, is 

well-informed about this, and also very cautious about their purchasing decision. The theory 

of Gronback (2000) goes in the same direction. According to him, the Gen Y is more able to 

express an opinion and make choice. As parent of Gen Y’s children let them alone earlier, 

they are quicker able to live by their own. Thanks to this education, they are able to be 

informed about whatever they want. Moreover, as they are more responsible, they prefer 

know exactly what they buy before purchasing it. As this generation is also interconnected 

(Chaminade, 2013), they share information together by the way of social network. For 

example, when they will be misleading by one company, they will share this information on 

the Facebook page of the brand, and write a comment about the fact. Then, according to 

Weiler (2005), the Gen Y is able to look for a huge panel of information by his own. By doing 

so, this generation is able to get all information which they want about one company. Before 

buying a certain product, consumer of the Gen Y will have a look on the website of the 

company, compare ads of the concurrent, and the feature of similar products.  Even if 

brands can hide some information to consumer, with the increasing weight of social 

network, they cannot hide everything. Thanks to the interconnected vision of the Gen Y 

(Chaminade, 2013) a huge panel of information is now available on the internet.  

Once the consumer discovers the reality of the Greenwashing, everyone can have a different 

reaction toward the company who sells the product. One question of our survey is to explain 

how you feel after discovering the misleading attitude of the company which made 

Greenwashing. Most of the time, people appears as disappointed and they say that they will 

never trust this brand anymore. These facts are closely link with the buying decision process 

of Kotler. The stage involves is the post purchase behavior. According to Gailus (2013), after 

purchasing the “green” product, consumer will discover the misleading about its quality. 
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Most of time, when somebody discover that he/she was misleading, they will never buy the 

product again, and, more, feeling betrayed by the brand.  

Finally, regarding to our survey shows that only a few people believe “green” ads. According 

to them, by making advertising, companies are just trying to obtain a better image in the 

consumer mind. Moreover it can also pass through the packaging, the marketing…  

5.2 Analysis of How Greenwashing is perceived by French consumers  

In order to assess the analysis of the empirical data, it may be recalled that Greenwashing is 

define as an act of a company or organization spending more time and money trying to 

convince customers that they are “green” than actually implementing business practices that 

minimize their environmental impact (Greenwashing Index). An example of this would be a 

company advertising their progress with green technology when the foundation of the 

business is actually one that is detrimental to the environment (Enviromedia Social 

marketing, 2006).  

The report by TerraChoice (2010), an environmental marketing and consulting firm, stated 

that the number of green products has increased from 2,739 products in 2009 to 4,744 

products in 2010. With this increase in the popularity of what is termed ‘going green’, 

companies are striving to present their products/services and organizational cultures as 

being environmentally responsible. In addition, many use flamboyant advertising campaigns 

and logos aimed at promoting their environmental consciousness. 

In order to better understand, a company is an entity that must be lucrative, it is governed 

by profit. To develop its profits, a company must make the consumer believe that buying a 

green product is good for the planet. Product changes radically, packaging turns to 

sustainable development, with Eco labels justifying their solvency. The average consumer 

does not check if the company is actually engages in actions or not. It only becomes an actor 

in a fraud. Green communication is a very important development, to consume green 

becomes a trend, and it makes responsible consumers. 

Most of big companies like EDF, Suez, Total, Macdonald, are the first ones to become green. 

An absent-minded client will judge that the world is changing. In reality, companies are 

creating new horizons of profit by persuading that this is for the planet. 
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That’s why, nowadays, most of companies want to get a “label” in order to have more 

recognition. Indeed, a label is a collective mark that is materialized by distinctive signs 

(name, logo...) affixed to a product sold to guarantee the quality or compliance with 

manufacturing standards. It aims to ensure and facilitate the recognition of certain product 

characteristics.  

Later the potential efficiency of environmental performance label will be analyzed. This one 

permits to help consumers form an accurate evaluation of the brand’s image and 

counterbalance this specific type of Greenwashing. An experiment conducted with a 

representative sample of French consumers (ELM MODEL) reveals the efficiency of 

Greenwashing to mislead consumers in their evaluation of brand ecological image, whatever 

their degree of environmental expertise.  In fact, this experiment manipulates three 

executional elements in advertising which are: the use of green color, the word « sustainable 

» and a self-claimed ecological label. 

Results show that Greenwashing practices are not so much misleading for consumers. 

According to our research and our questionnaire, French consumers are not duped about 

labels and consequently 75% (or 2/3 people) know well different labels.  

For non-expert consumers, the presence of a self-claimed ecological label is the only 

element that experts a positive influence. For expert consumers on the contrary, results 

reveal a counter-productive effect of the green color and the word « sustainable ». However, 

labels are not enough to counterbalance Greenwashing and Greenwashing’s strategy proved 

so risky for advertisers. 

 As we said above, most of big companies are the first ones to become green. Evidence of 

the far reaching impact of the green revolution is an announcement made two years ago by 

the world’s largest retailer, Walmart, in which a company representative stated that 

Walmart would provide consumers with a ‘sustainability index’, or green rating, for all of its 

products. This strategy was viewed by some as an attempt to force suppliers to be more 

environmentally friendly while simultaneously serving as shameless and misleading self-

promotion, due to the fact that it is almost impossible to accurately assign a product a 

sustainability rating when one is unsure of the origins of the materials used in its assembly, 

packaging and shipping (Keegan, 2011).  
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Unfortunately, some organizations recognize the ‘going green’ trend as an opportunity to 

employ questionable tactics in an effort to surpass competitors in market share and profits 

(Mitchell, 2012). This is perhaps because consumers are willing to pay a premium for 

products or services that are more environmentally friendly, or produced by socially 

responsible organizations. A well-known example is in the automobile industry where hybrid 

vehicles like Toyota’s Prius cost approximately $5000 more than non-hybrid competitors 

with a similar resale values but a 4- to 6-year breakeven point (CNNMoney, 2008). At the 

prospect of increased revenue from these green premiums, several companies may falsify 

their environmental claims to mislead consumers into choosing their products/services over 

those of their competitors.  

5.2.1 Explanations about how does a company could get an authentic green product 

Nowadays, organizations want to reposition their corporate brands as “eco-friendly”, but 

Gunelius of Corporate Eye argues that organizations need to start being green before they 

claim to be green. As Gunelius explains: “ Your customers aren’t going to believe messages 

claiming your (corporate) brand is green if your employees don’t even recycle. » Indeed, an 

organization can’t gain a competitive advantage by being green unless it starts first with 

green behaviors inside, and moves only later to making claims of eco-friendliness to the 

outside.  

In Second part, Eco friendly claims are different, because they have a different 

authenticating process (Gunelius, 2009). When we want to authenticate claims of eco-

friendliness, we can’t consider only how the product performs. Instead, eco-friendly claims 

must be authenticated through firstly by the processes that the organization uses to produce 

the product, and secondly by the behaviors of the organization itself.  

Organizations promoting eco-friendly products need to go green from the inside out to 

protect their integrity as organizations (Gunelius, 2009) 

 

To sum up, when organizations are found to have made false claims about their products, 

they damage their reputations and their perceived trustworthiness. The damage occurs in 

three steps: 
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First, organizational stakeholders get angry at the organization for having been misled. 

Second, once stakeholders’ ability to trust claims about your products has been damaged, 

they are likely to distrust the organization’s future claims- about anything. 

Finally, stakeholders raise their standard of evidence and become even harder to convince 

the next time. 

Furthermore, according to our poll, 70% of people guess which are fake green products. 

That’s why people have to know which type of organization, if it is green or not. Only green 

organizations can grow authentically green products and customers will not and should not 

believe claims that product’s brand is green if the organization itself is not at least trying to 

be eco-friendly.  

To conclude, research to date on Greenwashing is limited and still emerging (Mitchell, 2012). 

Independent consulting firms such as TerraChoice have gathered some of the most 

comprehensive data regarding Greenwashing and evolutionary psychology offers the most 

comprehensive, explanation for the green trend. Nonetheless, more peer-reviewed research 

is needed. For instance, future research can identify specific organizations that use 

Greenwashing tactics and investigate their actions’ impact on the company’s financial and 

social standing using a before and after comparison.  
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Conclusion 

6.1 What is the French generation Y’s perception about Greenwashing? 

At the beginning of our searches, our more important question was to understand what 

were the Greenwashing and its impact on the population. Each two weeks, we had a new 

research question to finally finish by “How is the French Greenwashing’s perception 

regarding to the purchasing behavior of the Generation Y”.  

 To sum up, by finding a fit between theories and reality, the Greenwashing is well-known by 

our target (generation Y), principally, thanks to the new technologies. On the other hand, 

they don’t trust advertisement easily; they are caring on it. However, a lot of them are 

interesting by product but they always want to check if there is a label to prove their 

reliability.  With the increasing presence of networks and so on, the Gen Y communicate 

easily. Thanks to this huge communication they can protest against misleading companies. 

Consumers hold the power to enact real change by their purchasing decisions. If we hold 

organizations to task for deceiving us and instead patronize their competitors, we can send a 

real message that Greenwashing is not beneficial.  

During all our work, we were totally concern by this subject. We can say now that this topic 

is probably one of the most important for the future of the marketing development. We 

analyze a real change during these two years since 2012 about the buyer perception of the 

green in advertisement and the behavior consumption related to the green product.  

The Greenwashing is for now an old concept, the green advertisement decrease smallest by 

smallest. Now people return to their identity, with product of their own country. People are 

able to pay more for a good local product; the behavior is changing (Bô, 2013).  
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6.2 Further studies  

 

To begin, our survey was limited by the amount of responses obtain in the questionnaire. By 

analyzing such a huge target as the Gen Y in France, our sample was very large. For this 

reason, our questionnaire allows us to just have an overview of the behavior of the French 

Generation Y.  In order to be more precise, a questionnaire must be done with the whole 

Generation Y in France, and maybe in European way. Thanks to this, we will be able to make 

comparison between the different perceptions in Europe regarding to the culture. This fact 

will be very interesting as it will point out the different purchasing behavior regarding to the 

culture.  

Then our conclusion drives us to say that the Gen Y, in France, does not trust the 

Greenwashing anymore. Nevertheless, companies continue using Greenwashing, the trend is 

not totally over yet. This conducts us to know the reason of this fact. It could be really 

interesting to focus on depth about this subject, to find exact reasons why they still use it. 

With the support of our paper, we can suppose than there is a lack of legislation coming 

from the Government. What is more, further researches concerning the Governmental 

aspect must be done in order to study this problem in depth.  
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