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Abstract: Cause marketing is a marketing strategy initiated by 
business houses where companies show their social responsibility by 
contributing towards various causes including environment 
sustainability. Green sheen also known as greenwashing is an 
ambiguous marketing strategy where business houses deceitfully 
depict their goods, services and policies as ecologically sound often 
utilising uncertain claims without actual sustainable practices. The 
present study tries to understand if the consumers can differentiate 
between the false claims made by the companies and the genuine 
initiatives. It also attempts to find the outcome of genuine sustainability 
efforts upon consumers’ trust, brand loyalty and intention to make 
future purchases. As communication, transparency and third-party 
authentication in sustainable claims are very important, the study also 
tries to find their impact upon shaping consumer perception. A total of 
110 respondents participated in the survey which has been conducted 
to fulfil the objectives laid down. Structured close ended questionnaire 
has been administered to understand the consumers insights. SPSS 
software has been used to analyse the collected data using statistical 
tools like paired t test, correlation and regression. The findings of the 
study conclude that consumers are able to differentiate between green 
sheen and genuine sustainability efforts in cause marketing. 
Certification and third-party authentication play an important role in 
shaping consumer perception. Although genuine claims of 
sustainability affect consumers insights but they sceptical to those 
brands who use vague terms of sustainability. also has an important 
role to play. 
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Introduction 

When businesses align themselves with certain relevant issues or beliefs and design their 
advertising campaign accordingly, it is known as cause marketing. It is a useful tactic to bring not only 
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awareness to a cause but also show social responsibility of the business. In most of the cases the 
business organization partners with a non-profit organization to carry out the campaign. During the 
process both the parties extract benefits from the association. Associating with a relevant social cause 
enhances the goodwill of the business and helps in building a reputation. For the NGOs, this kind of 
association helps in bringing awareness. 

 Cause-related marketing (CRM) initiatives have become an important part of the marketing 
initiatives of business houses. It has gain support from all the stakeholders of businesses. CRM helps 
companies to connect with their consumers and acts as an important part of the CSR initiatives of the 
business forms.  

 Brown and Dacin (1997) opined that when business houses associate themselves with a cause 
relevant to the society, it affects consumers perception on products and services offered by the 
corporation.   

 Varadarajan and Manon (1998) have defined Cause Related Marketing as, “The process of 
formulating and implementing marketing activities that are characterized by an offer from the firm to 
contribute a specified amount to a designated cause when customers engage in revenue producing 
exchanges that satisfy organizational and individual objectives. 

 Adkins (2000) added that since the beginning of the CRM, the number of associations between 
business houses and charitable organizations have increased. Adkin also added that CRM strategy helps 
in increasing the goodwill, reputation and trust as well as helps in increasing sales and profits of the 
organization. 

 Recently it has been found that business houses have started aligning their marketing 
campaigns with various environmental and social causes giving more importance to sustainability to 
connect with morally alert consumers. With the growing prevalence, concern and need for sustainability 
as well as the pressure and competition to meet the sustainability objectives, many business houses 
have also opted for green sheen also known as green washing.Sajid et al., (2024) forwarded the view 
that green sheen or greenwashing practices are becoming very common among business houses to 
establishing themselves as being sustainable. Gatti et al. (2019) suggest that the issue of green sheen 
can be addressed promptly by initiating steps like establishing industry-wide codes of practice and 
enforceable CSR standards. Mateo-Márquez et al. (2022) also argued that inescapable environmental 
declaration would help in averting greenwashing practices. Greenwashing is a marketing tactic where the 
business houses try to deceive the consumers by making misleading or sometimes false claims by 
making the consumers believe that their products and services are environment and eco-friendly and 
they claim that the investment made by the consumers will be utilized for the good of the environment. 
While some companies adopt sustainability primarily as a branding strategy to gain goodwill and attract 
consumers whereas others practice sustainability genuinely and implant it into their operations and 
values.Glavas et al., (2023); Mangini et al., (2020); Yu et al., (2020) opined that unethical practices like 
greenwashing have short-term benefits and its long-term impact upon the society and environment is 
harmful. Ghitti et al., (2023) opined that identification of greenwashing practices remains one of the 
complex problems.  The present investigation thus tries to understand the insight of a consumer with 
regard to sustainability in cause marketing with special attention to green sheen and authentic impact. 

Literature Review 

 Julia Adamkiewicz, Ewa Kochańska, Iwona Adamkiewicz (December 2022) highlighted about 
the fashion industry's use of green washing. It has been stated that businesses must reassure 
consumers about their goods by offering clear proof that the company adheres to moral standards. The 
consumer decision-making process must first be redefined from an emotional model to an analytical one 
based on the logical assessment of the consumer's demands in order to prevent the negative impacts of 
drugs utilized by the fashion industry. Achieving this awareness-raising goal is essential, as is tightly 
regulating the various greenwashing techniques such as green labels and somewhat ambiguous 
certification schemes used by fashion corporations. 

R. Kavitha and N. Senthil Kumar (September 2023) examined about how green perceived risk 
and green skepticism function as mediators in the relationship between greenwashing and sustainable 
behaviour, as well as how these mediators influence one another in a sequential manner. Since 
individuals today rely entirely on technology in their daily life, the study had targeted customers who had 
bought eco-friendly devices from malls and other electronic retailers. The findings show that green 
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perceived risk and green skepticism mediated the negative relationship between green washing and 
sustainable behaviour, and that these mediators had a sequential effect on both green washing and 
sustainable behaviour. The study has suggested the companies to include transparency into green 
products without using greenwashing as nowadays, consumers are aware of greenwashing and have 
begun to look into it. It has been stated that transparency would boost consumer confidence in green 
products and lower their perceptions of risk and skepticism.  

 Elena Bausa and Stefanie Fella (May 2024) attempted to determine whether consumers could 
detect greenwashing in the products they purchased. According to the study, respondents do not identify 
greenwashed products, despite their preference for both green and non-green products. According to the 
survey, consumers are only aware of two categories—green and non-green—instead of the three i.e. 
green, non-green, and greenwashed. Customers' reported ideas about greenwashing indicate that they 
barely ever consider it when asked about their buying intentions. Therefore, merely shifting customers' 
attention to a product's greenness doesn't seem to be enough to effectively identify greenwashing. 

 Sumit Sharma and Anjani Kumar (November 2024), stated in their study that, the majority of 
customers are concerned about environmental sustainability and are aware of green products, green 
marketing, and green washing. Nowadays, consumers are well aware of a variety of greenwashing 
techniques, including packaging eco-friendly products without using sustainable procedures, presenting 
ambiguous or deceptive environmental claims and concealing or omitting crucial information. In order to 
prevent greenwashing, the study has suggested that consumers should observe and confirm terms like 
eco-friendly, organic, carbon neutral, sustainable, etc. as they may be misleading. They should also seek 
for eco-labels and Third-Party Certifications. Additionally, marketers should analyze a product's life cycle, 
examining about how each product affects the environment, be ethical and transparent, and convey the 
relevant information in the appropriate manner. Finally, by punishing offenders and raising awareness, 
the appropriate authorities should guarantee stringent adherence to and execution of regulations. 

 Dr. Santosh Kumar Pandey, Prof. (Dr.) Bhagwan Jagwani, Dr. Rita Singh Rathore, Dr. Nirvikar 
Katiyar, Dr. Alok Kumar Sahu, Mr. Shiv Sagar Vishwakarma (June 2025) stated in their study that 
businesses who indulge in green washing and those that are genuinely devoted to sustainability have 
quite different marketing strategies. Green washing, which is characterized by deceptive and vague 
environmental promises, has been said to pose serious problems for both customers and companies. 
According to the study, improving consumer education on green sheen can help mitigate its effects and 
promote better informed decision-making. Furthermore, regulatory actions are also crucial in the fight 
against green washing. It has been mentioned that, stricter regulations and enforcement procedures can 
guarantee the validity and significance of sustainability claims. Thus, along with consumer awareness, 
governments, business executives, and consumer advocacy organizations must work together to create 
sensible laws and advance sustainable marketing best practices. 

 Himani and Dr. Ravi Kant (August 2025) attempted to determine consumer awareness and 
perception of green marketing as well as examine the tactics used by Indian businesses to promote 
green goods and services. According to the study, companies that make investments in real 
sustainability, open communication, and consumer education have a higher chance of success as the 
Indian market develops. Even well-meaning attempts might be undermined by skepticism stemming from 
green washing, affordability concerns, and the green attitude behaviour gap. It has also been said that 
the shift from traditional to sustainable marketing necessitates both innovation and a cultural change in 
the way that consumers and companies perceive value. The study concluded that businesses need to 
see green marketing as a long-term strategic orientation that is in line with India's sustainable 
development objectives rather than merely a trend. By doing this, they may become stewards of 
constructive social and environmental change in addition to being market leaders. 

Objectives of the Study 

• To explore how consumers recognize and find the difference between green sheen and genuine 
efforts towards sustainability in cause marketing drive. 

• To understand the consequence of perceived genuineness in cause marketing driven by 
sustainability on consumer trust, brand loyalty and intention to purchase. 

• To assess how communication, transparency and third-party authentication helps in moulding 
the perception of consumers in sustainability driven cause marketing.  
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Research Gap 

 Cause marketing with reference to sustainability is not an unexplored area and enough literature 
work is available in this aspect. But research to investigate insights on consumers to differentiate 
between authentic efforts of sustainability in cause marketing and green sheen is limited. Thus, it can be 
concluded that a research gap exists in apprehending perception of consumers in understanding the 
authenticity of sustainability claims and their behavioural responses. 

Research Questions  

• Whether consumers can understand the difference between green sheen and authentic efforts 
of sustainability in cause marketing? 

• Does perceived genuineness in sustainability claims impact trust, brand loyalty and intention of 
the consumers? 

• What is the impact of communication, transparency and third-party authentication upon the 
insights of consumers with regard to sustainability in cause marketing? 

Hypothesis 

H01:  Consumers do not recognize any significant difference between green sheen and genuine 
efforts towards sustainability in cause marketing drive. 

H02:  Perceived genuineness in cause marketing driven by sustainability has no significant 
consequence on consumer trust, brand loyalty and intention to purchase. 

H03:  Communication, transparency and third-party authentication has no significant effect in shaping 
the perception of consumers in sustainability driven cause marketing 

Importance of the Study 

The present investigation is significant due to the following reasons. 

• It helps in differentiating between green sheen and authentic sustainability in cause marketing 
thus filling the research gap. 

• It will add to the existing knowledge and literature available in understanding psychology of 
consumers towards sustainability efforts of business houses in cause marketing. 

• The investigation will guide the business houses in avoiding such kind of campaigns which 
misguide the consumers and can damage their goodwill. 

• The study will guide the consumers in evaluating the sustainability claims. 

• The research will play a role in protecting the environment by making the consumers more alert 
and will also contribute towards ethical marketing. 

Research Methodology 

 The research investigation is quantitative and exploratory in nature where the researchers tried 
to understand the insights of consumers with regard to sustainability initiatives in cause marketing with 
particular focus on green sheen versus genuine efforts. Convenience sampling technique has been 
adopted to reach respondents who are available and willing to participate in the investigation. This 
sampling technique has been adopted as the researchers tried to find the initial insights to understand 
the trends and associations. Primary data has been collected with the help of a structured questionnaire 
consisting of only close ended questions The insights of consumers towards sustainability in cause 
marketing with focus on green sheen versus genuine efforts has been assessed utilizing the 
questionnaire which consisted of certain statements related to it focussing on the objectives of the study. 
These statements were designed to capture various dimensions of investigation in focus. The 
questionnaire has been framed based on the principles of simplicity and understandability. Five-point 
Likert scale was used for the study, in which 1 = “strongly disagree”, 2 = “disagree”, 3 = “neutral”, 4 = 
“agree”, 5 = “strongly agree”. The sample size for the study is 110 respondents. The primary data 
collected have been analysed with the help of the SPSS software and statistical tools such as mean, 
coefficient of correlation, regression analysis, paired sample t test have been used. Secondary data have 
been collected from research journal, books and various internet sources.  A reliability test has been 
conducted to examine the consistency, accuracy and predictability of the scales in the questionnaire. The 
reliability of the scales of the questionnaire is Cronbach’s Alpha = 0.937. 
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Results and Discussion 

Table 1(a): Case Processing 

 
Source: SPSS Compilation 

Table 1(b): Reliability Statistics 

 
Source: SPSS Compilation 

 To assess the internal consistency reliability of the scale Cronbach’s Alpha has been used. The 
value of Cronbach’s Alpha is 0.937 which is considered a highly reliable score and is considered to have 
a very good reliability. 

Table 2: Age 

Age 

  Frequency Percent Valid Percent Cumulative Percent 

Valid 18-20 years 53 48.2 48.2 48.2 

21-30 years 41 37.3 37.3 85.5 

31-40 years 11 10.0 10.0 95.5 

41-50 years 4 3.6 3.6 99.1 

Above 50 years 1 .9 .9 100.0 

Total 110 100.0 100.0  
Source: SPSS Compilation 

 The above table reveals the age of the participants in the survey. 48.2% respondents are in the 
age group of 18-20 years, 37.3% belong to the category of 21-30 years age group and 10% of them 
belong to the age group of 31-40 years. 

Table 3: Gender 

 
Source: SPSS Compilation 

Out of 110 respondents, 48 are male and 61 are female. 
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Table 4: Qualification 

 
Source: SPSS Compilation 

 Table reveals the qualification of the respondents. 56.4% of the respondents are Bachelor’s 
degree holder whereas 28.2% of the respondents are Master degree holders. 

Table 5: Occupation 

 
Source: SPSS Compilation 

 The above table shows the occupation of the respondents. 70.9% of the participants in the 
survey are students, 19.1% of the respondents are service holders and 4.5% of the respondents are 
either doing business or entrepreneurs. 

Table 6: Income 

 
Source: SPSS Compilation 

 37.3% of the respondents have a monthly household income of above Rs.1,00,000, 25.5% of 
the respondents have an income of Rs.25,000 to Rs. 50,000 and 18.2% of the respondents fall in the 
income group of Rs. 50,001 to Rs. 1,00,000. 

Objective  

To explore how consumers recognize and find the difference between green sheen and genuine 
efforts towards sustainability in cause marketing drive. 
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H01:  Consumers do not recognize any significant difference between green sheen and genuine 
efforts towards sustainability in cause marketing drive. 

Table 7(a): Paired Sample t-test 

 
Source: SPSS Compilation 

Table 7(b): Paired sample Correlations 

 

 
Source: SPSS Compilation 

 To achieve the first objective of the research study, where the investigators tried to find if the 
consumers can differentiate between consumers perception towards green sheen and genuine efforts of 
sustainability in cause marketing drive, a paired comparison t- test has been conducted among the 
identified variables with respect to the above. The first table reveals that respondents gave higher 
weightage to brands providing clear evidence of sustainability than those exaggerating their sustainability 
claims (green sheen) as the mean evidence_trustworthy (3.74) >exaggerating_sustainability (3.40). But 
the respondents also revealed that they are sceptical to those brands who use vague terms like “eco-
friendly (3.76) even after paying attention to sustainability claims backed by measurable actions (3.55).  

 For pair 1: Exaggerating Sustainability vs. Trustworthy Evidence, as the p= 0.002 reveals that it 
is statistically significant and consumers can identify the difference between green washing and genuine 
sustainability and give more value/weightage to brands providing clear evidence of sustainability than 
those exaggerating their sustainability claims (green sheen).  
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For pair 2: Sceptical to those brands who use vague terms vs. Claims backed by measurable 
action, the paired t test is significant with p value 0.002 which shows that consumers can apprehend the 
difference between green sheen and genuine sustainability. But here scepticism remains a stronger 
variable even when sustainable claims are backed by measurable actions and evidence. Ginder and 
Byun (2022) concluded that consumer doubts and skepticism can be reduced only when the 
environmental claims can be properly verified and transparency in communication prevails. 

 Thus, we reject the null hypothesis H01. The results clearly reveal that consumers can easily 
identify and differentiate between green sheen and genuine efforts towards sustainability in cause 
marketing drive. 

Objective  

To understand the consequence of perceived genuineness in cause marketing driven by 
sustainability on consumer trust, brand loyalty and intention to purchase. 

H02:  Perceived genuineness in cause marketing driven by sustainability has no significant 
consequence on consumer trust, brand loyalty and intention to purchase. 

Table 8(a): Correlations 

 
Source: SPSS Compilation 

*Confident_evaluating: Consumers feel confident in evaluating whether a brand’s cause marketing efforts is genuinely sustainable. 

**Genuine_sustainablility_trust: A brand’s genuine sustainability efforts increases brand trust. 

***Genuine_sustainability_loyalty: A brand’s genuine sustainability efforts increases brand loyalty. 

****Purchase_authentic_sustainable _products: Authentic sustainable practices increase willingness to purchase the brand. 

*****Dishonest_reduces_trust: Dishonesty in sustainability claims reduces trust towards brands. 

******Recommend_genuine_sustainable_brands: Genuine sustainable brands can be recommended. 
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Table 8(b): Model Summary 

 

Source: SPSS Compilation 

Table 8(c): ANOVA 

 
Source: SPSS Compilation 

Table 8(d): Coefficients 

 
Source: SPSS Compilation 

 The above tables try to find the consequence of perceived genuineness in sustainability in 
cause marketing on consumer trust, brand loyalty and intention to purchase. If we observe the overall 
model (F-test, p<0.001) which concludes that it is significant and authentic sustainable practices is the 
only significant predictor, p=0.015, whereas the other variables, i.e., a brand’s genuine sustainability 
efforts increase brand trust, a brand’s genuine sustainability efforts increase brand loyalty, dishonesty in 
sustainability claims reduces trust towards brands and genuine sustainable brands can be recommended 
are not significant statistically. Ginder and Byun (2022) concluded that consumer doubts and scepticism 
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can be reduced only when the environmental claims can be properly verified and transparency in 
communication prevails Thus, it can be concluded that if consumers are confident in assessing the 
claims of sustainability in cause marketing, then they are willing to purchase authentic sustainable 
products. Their intention to purchase or purchase behaviour is not influenced by trust, dishonesty or 
recommendation tendencies. Thus, we based on the overall model of regression and its results we reject 
H02. 

Objective  

To assess how communication, transparency and third-part authentication helps in shaping the 
perception of consumers in sustainability driven cause marketing. 

H03:  Communication, transparency and third-party authentication has no significant effect in shaping 
the perception of consumers in sustainability driven cause marketing. 

Table 9(a): Correlations 

 
Source: SPSS Compilation 
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Table 9(b): Model Summary 

 
*Value_brands_transperancy: Transparency in reporting sustainability practices increases my confidence in the brand. 

**Thirdparty_certification_credible: I believe third-party certifications make sustainability claims more credible. 

***Thirdparty_certification_believes: Third-party certifications (e.g., Fair Trade, FSC, Organic) make me believe sustainability claims 
more strongly. 

****Transperancy_increases_confidence:Transparency in reporting sustainability practices increases my confidence in the brand.  

*****Value_brands_discloses: I value brands that disclose both successes and challenges in their sustainability journey. 

******Sustainability_reports_convincing: I find sustainability reports more convincing than advertisements. 

*******Communication_helps_efforts: I value brands that use transparent communication channels (e.g., detailed reports, disclosures) 

********Support_brands_collaborate: I am more likely to support brands that collaborate with independent organizations to validate their 
sustainability claims. 

Table 9 (c): ANOVA 

 
Source: SPSS Compilation 
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Table 9(d): Coefficients 

 
Source: SPSS Compilation 

 To understand the role of communication, transparency and third-part authentication in shaping 
the perception of consumers in sustainability driven cause marketing the researchers tried to find the 
correlation between the dependent variable and the identified independent variables relating to 
communication, transparency and third-party authentication. The correlation table shows a positive 
correlation of all independent variables with the dependent variable, but due to multicollinearity among 
the predictors, i.e., the independent variables, the individual regression of the predictors are not 
significant (p> 0.05). The only predictor, i.e., third party authentication has marginal significance (0.060). 
Thus, these variables cannot be regarded as separate drivers in consumers perception but all these 
variables are interconnected and play a role in consumers perception. Since the overall regression model 
is significant, we reject the null hypothesis H03. 

Conclusion 

 Cause marketing acts as an important strategy for the companies to meet their social objective 
of environment sustainability. Green sheen also known as greenwashing is a major problem which the 
consumers must be aware of and need to identify so that the resources or the investments made by them 
in the products and services actually reach for the cause of sustainability. Findings of the study confirms 
that consumers are well aware and can differentiate between the green sheen and genuine sustainability 
efforts. Authentic sustainable practices influence consumers sustainable purchasing practices but trust, 
loyalty and recommendations are not significant variables. The investigation also concludes that proper 
communication, transparency and third-party authentication collectively plays an important role in 
shaping the perception of consumers in making sustainable purchases. Buit third party authentication is 
crucial for the consumers in making the sustainable purchase decision. It is important that government 
take appropriate measures to prevent these unethical practices. Establishment of standards and 
transparent verification whether the standards have been met is important. Disclosure of information 
relating to sustainability should be made mandatory and transparency in reporting and communication 
should be given prime importance. 
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