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ABSTRACT

"Greenwashing" is a deceptive practice that presents a company
as environmentally responsible without real support. This study
reviews the existing literature on greenwashing in the tourism
and hospitality sector, highlighting the importance of transpa-
rency and corporate responsibility in consumer perception. Using
the PRISMA method for systematic reviews and meta-analysis,
a bibliometric analysis was carried out that identified thematic
clusters such as green finance, sustainability, green marketing
and corporate image. Although research on greenwashing has in-
creased, specific studies in the hospitality sector are limited. Key
questions for future research are raised, such as the influence of
scientific journals and the main research topics in the hotel sec-
tor. The study methodology combines qualitative and quantitati-
ve approaches, underlining the importance of transparency in the
results. In summary, the need for more research and concrete ac-
tions to combat greenwashing is emphasized, promoting authen-
ticity and responsibility in tourism and hotel companies.

Keywords: Greenwashing, Green Confusion, Green Brand Equity,
Credibility, Falsificacién De Datos, Responsabilidad Social Corpora-
tiva, Green Marketing.

RESUMEN

El"greenwashing" es una préctica engafiosa que presenta a una em-
presa como ambientalmente responsable sin un respaldo real. Este
estudio revisa la literatura existente sobre greenwashing en el sector
turistico y hotelero, destacando la importancia de la transparencia y
la responsabilidad corporativa en la percepcion de los consumidores.
Utilizando el método PRISMA para revisiones sisteméticas y metaa-
nalisis, se realizd un andlisis bibliométrico que identifico clisteres
tematicos como finanzas verdes, sostenibilidad, marketing verde e
imagen corporativa. Aunque la investigacion sobre greenwashing ha
aumentado, los estudios especificos en el sector hotelero son limita-
dos. Se plantean preguntas clave para futuras investigaciones, como
la influencia de las revistas cientificas y los principales temas de in-
vestigacion en el sector hotelero. La metodologia del estudio combi-
na enfoques cualitativos y cuantitativos, subrayando la importancia
de la transparencia en los resultados. En resumen, se enfatiza la ne-
cesidad de més investigaciones y acciones concretas para combatir
el greenwashing, promoviendo la autenticidad y la responsabilidad
en las empresas turisticas y hoteleras.

Palabras Claves: Greenwashing, Green Confusion, Green Brand
Equity, Credibility, Falsificacion De Datos, Responsabilidad Social Cor-
porativa, Green Marketing
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INTRODUCTION

A growing concern among management theorists revol-
ves around the condition of the world that future gene-
rations will inherit (Islam et al., 2023 ; Sajid et al., 2023).
Issues such as oil spills, deforestation, global warming,
unethical scandals and pandemics have led global enti-
ties such as the United Nations and the World Economic
Forum to intensify their calls to conduct business sus-
tainably. In response, consumers show great interest in
purchasing environmentally friendly products, motivated
by environmental concerns (loannou et al.,, 2023). Con-
sequently, due to increasing pressures from consumers
and other stakeholders, a multitude of corporations have
initiated the launch of environmentally friendly products
and have participated in various environmental initiatives
(Islam et al., 2023; Sajid and Zakkariya, 2022 ). However, it
has been observed in various sectors, from energy to re-
tail, that certain companies engage in deceptive practices
(Adegeest, 2022; Lietal., 2022).

The practice of "washing" has emerged as a relevant phe-
nomenon in the field of marketing and business com-
munication, covering a variety of sectors and aspects of
contemporary times. This term denotes the manipulation
of perceptions through the misleading presentation of
products, services or activities, which has given rise to the
conceptualization of various categories that reflect their
different manifestations. In this context, five main types
of washing are identified: pinkwashing, bluewashing and
greenwashing. Each of these modalities involves particu-
lar strategies that capitalize on different issues and social
concerns with the purpose of promoting commercial or
political interests, thus generating debates around ethi-
cal issues, authenticity and corporate responsibility. The
objective of this study is to explore and analyze these
variants of "washing", investigating their characteristics,
repercussions and implications in various social and busi-
ness environments.

Pinkwashing, a term coined by Breast Cancer Action's
Think Before You Pink campaign in 2002, describes when
companies that sell breast cancer-related products mar-
ket those products in conjunction with breast cancer cha-
rities or awareness organizations (Action and Pink, 2023).
There are no trademarks or other restrictions on the use
of the pink ribbon in marketing, allowing any company to
use breast cancer-related brands in their marketing cam-
paigns (Harvey and Strahilevitz, 2009).

“Bluewashing”, which is defined in this paper as UNGC
members “paying lip service to the true objectives of CSR
rather than undertaking substantial but costly changes
to their environmental and human rights” (Berliner and
Prakash, 2015 ). The disconnection between discourse and
practicesis not limited to the environmental aspects of sus-
tainability. In fact, it can be present in communication on all
UNFC principles and the SDGs. Several scholars have highli-
ghted bluewashing practices (Berliner and Prakash, 2015;
Hamann et al., 2009; Junaid et al., 2015; Rasche et al., 2013).

Greenwashing refers to a practice where companies at-
tempt to gain undeserved moral credit by not “walking”
their Corporate Social Responsibility (CSR) “talk” (Papa-
giannakis et al, 2024). Conceptually, greenwashing re-
presents a phenomenon of moral inconsistency whereby
companies attempt to obtain an undeserved moral be-
nefit by appearing more sustainable than they really are
(Effron & Helgason, 2023).

Greenpeace defines greenwashing as "a public relations
tactic used to make a company or product appear envi-
ronmentally friendly without significantly reducing its
environmental impact" (Greenpeace, 2021), while Terra-
Choice defines greenwashing as " the act of misleading
consumers about a company's environmental practices or
environmental performance and positive communication
about environmental performance" (TerraChoice, 2007).

The phenomenon of greenwashing has become a major
concern as companies increasingly respond to the call for
sustainability (Li et al., 2022; Sajid and Ertz, 2024). Among
other things, the goal is to attract consumer sympathy
through a positive image and social responsibility, increa-
se product value, increase popularity, respond to market
needs and test new markets (Lintang, Y., 2022).

A significant impact of greenwashing is that it can lead
consumers to make uninformed purchasing decisions,
believing that they are making environmentally respon-
sible decisions when they are not (Santos et al., 2023).
This can result in greater environmental damage as con-
sumers continue to purchase products with significant
environmental impacts. When consumers discover that a
company engages in greenwashing, they may feel decei-
ved and lose faith in the company's environmental com-
mitment (aiswal et al., 2021).
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Greenwashing can be found in various industries where
companies promote products or practices as environmen-
tally friendly, according to Zhang (2022) the greenwashing
risk of extreme events in the form of a shock to the regu-
lation of the green financial system, and found that green
financial regulation makes highly polluting companies
more likely to engage in greenwashing. Xing et al. (2021)
investigated how, due to corporate greenwashing, com-
panies with higher environmental disclosure quality do
not obtain more loans. Only green innovation promotes
access to corporate loans.

The malpractice of this phenomenon is also found in the
banking sector, according to Aras, in recent years, the is-
sue of greenwashing is also affecting the banking sector.
Banks play an important role in the transition to a low-car-
bon economy, as they are responsible for financing many
of the projects that contribute to greenhouse gas emis-
sions (Aras et al., 2018; Gangi et al, 2019 ; Galletta et
al., 2021; As a result, there has been growing interest in
sustainable finance and environmental, social and gover-
nance (ESG) investments (Zhang et al,, 2022; Zheng et al.,
2023; Galletta et al., 2022; Khan, 2022; Long et al., 2022)

(Borel-Saladin & Turok, 2013) analyzed how a green eco-
nomy is often promoted as a way to promote sustainability
and environmental protection. However, they warned there
is a danger of greenwashing, when companies or govern-
ments make exaggerated or false claims about their envi-
ronmental credentials to mislead customers or investors.

In the agricultural sector, 3 vital themes were found: the
implementation of sustainable practices in production
units, especially in small farms; the influence of supra-
national organizations on the sustainability of the sector
through their policies; and the effect of certification pro-
grams, which can both improve and distort the environ-
mental perception of production. Therefore, research in
this area focuses mainly on sustainability and legitimacy,
with less attention on end consumer perception. Within
the first topic we can locate the works of Bager and Lam-
pin (2020) on the adoption of sustainable practices in the
coffee industry; Francis (2004), addressing the impact
of corporate agriculture on sustainability; and Francisco
et al. (2007), who studied the influence of farm size on
the adoption of sustainable practices. Alexander (2019)
analyzed the impact of the Global Alliance for Climate
Smart Agriculture on sustainability. Alons (2017) studied
the inclusion of Environmental Policy Integration in the
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EU Common Agricultural Policy (CAP) through the analysis
of the historical evolution of the CAP. Finally, DeFries et al.
(2017) focused on the effects of adopting voluntary certi-
fication programs for smallholder tropical produce farms.
The main concern of papers related to the food industry is
related to labels and packaging, considering both the in-
formation they reveal about the product and the impres-
sions they make on end customers. Organic foods play
the leading role in some of these studies. Thus, marketing
and communication emerge here as the main areas of
concern. Elving and Steenhuis (2014) studied the impact
that an industrial label has on consumers. Organic foods
caught the attention of three studies: Yarosh and Mitina
(2018), who study the accuracy of organic food produ-
cers' claims in Crimea; Nguyen et al. (2019), who address
the mediating role of green skepticism in the relationship
between greenwashing and green purchase intentions;
and Schuldt and Hannahan (2013), who conducted two
studies analyzing the role of the personal degree of envi-
ronmental activism in the perception of organic products.

In the fashion and beauty sector, recent studies show that
consumers expect fashion brands to communicate not
only their commitments, but more importantly, the ac-
tual procedures the company follows to avoid regulatory
arbitrage, prevent corruption and human rights violations,
as well as the company's performance metrics and co-
rrective mechanisms. uses to save water, reduce carbon
emissions and prevent biodiversity loss (Jestratijevic et
al., 2020; Schafer, 2023). Recent research reports show
that the COVID-19 crisis exacerbated existing problems in
the fashion industry, increasing the lack of transparency
about emerging failures in the supply chain, including but
not limited to order cancellations, purchasing practices
and workers' salaries (Sumarliah et al., 2021; Fashion Re-
volution, 2022). During the pandemic, the global fashion
industry's quest for greater transparency faced significant
obstacles. Brands like H&M, committed to being circular
and climate positive by 2030, symbolized the industry's
pre-pandemic ambition to execute “perfect tasks” (Jestra-
tijevic et al.,, 2022).

Finally, there is the tourism sector, it is one of the most
important economic sectors in many countries (World
Travel and Tourism Council, 2020), and travelers increasin-
gly consider sustainability as a key criterion in their travel
choices (Antonides, 2017; Croce et al., 2019;

This emerging group of consumers, seeking more authen-
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tic and satisfying experiences that benefit the body, mind
and soul, is often referred to as the 'Lifestyles of Health
and Sustainability' (LOHAS) market segment. According to
Kotler (2011), 'the market for LOHAS products is growing'
(p. 144); therefore, 'producers will have to decide more
carefully what to produce, how to produce it, how to dis-
tribute it, and how to promote it' (p. 144). This search for
holistic experiences is driving tourism operators to deve-
lop new business models focused not only on profits but
also on social and environmental sustainability (Pan et al.,
2018; Wieckowski, 2021).

Existing literature has widely explored sustainable tourism
from various perspectives (Butler, 1999; de Lange and
Dodds, 2017; Ivars-Baidal et al., 2021; Streimikiene et al,,
2021; Timur and Getz, 2008). Since the tourism indus-
try contributes approximately 8% of total carbon dioxide
emissions worldwide (Lenzen et al., 2018), most studies
have focused on green tourism (Font et al., 2021; Jones,
1987; Lenzen et al., 2018; Line et al., 2018), while others
have studied the impact of tourism on the quality of life of
residents in tourist destinations (Hassan, 2000; Jeon et al.,
2016; Mihalic and Kuscer, 2022; Ramkissoon, 2020).

This research note seeks to address these limitations, na-
mely: a) the paucity of research into the extent to which
large tourism and hospitality providers are greenwashing
and therefore whether they are prepared to address re-
gulatory challenges such as the Directive on Green Sta-
tements, b) whether customers penalize such behavior
through actual purchases (and not purchase intentions),
and c) the lack of a theory-based, standardized measure
to measure greenwashing in the weather and tourism sec-
tors and hospitality. In doing so, the literature review has
several strengths: a) it uses data from multiple secondary
sources; b) operationalizes greenwashing in a more com-
parable way across companies (i.e., the same elements for
all companies) by adopting a novel theoretically driven
measure that builds on recent management work (Kassi-
nis et al., 2022)

In the current context where there is growing interest wi-
thin the hotel sector, it is crucial to investigate the diffe-
rent marketing strategies carried out by companies in the
sector, within these is "greenwashing" and therefore we
want to understand how the use of This practice affects
customer perception on a personal and financial level.

By carrying out this study, vital information will be obtai-
ned to answer the research questions posed.

RQ.1. Which scientific journals are most influential in the
field of greenwashing?

RQ.2. What are the main research topics on greenwashing
in the hotel and tourism sector?

RQ.3. What are the most influential articles for greenwas-
hing research in hotel and tourism companies?

METHODOLOGY

A systematic review collects all relevant evidence that fits
prespecified eligibility criteria to answer a research ques-
tion. We adopted the PRISMA model, an approach derived
from healthcare studies where it is necessary to provide
clinical practice guidelines and inform clinical decision
making under a predefined methodological approach and
an associated protocol (Moher et al., 2009, 2015; Cooper
et al. ., 2018). The use of systematic reviews, particularly
the PRISMA method, is motivated by the search for a sys-
tematic and rigorous research approach (Tranfield et al.,
2003). This method can help researchers summarize exis-
ting literature based on a meticulous, explicit and transpa-
rent step-by-step iterative process (Liberati et al., 2009). In
this sense, employing a methodological approach based
on a systematic review of the literature can provide feed-
back on the relevance of this gap.

The PRISMA method (Preferred Reporting Items for Syste-
matic Reviews and Meta-Analyses) is a guide that establi-
shes a set of guidelines for the transparent and complete
presentation of systematic reviews and meta-analyses in
the scientific literature. The PRISMA method helps stan-
dardize the way these types of studies are reported, ma-
king it easier to evaluate the quality of the research and
the replicability of the results.

The PRISMA process consists of several highly relevant
steps:

® The first step is identification and in this stage, the re-
search question is defined and exhaustive searches for
relevant studies are carried out.

® Secondly, there is selection, this step consists of se-
lecting the identified studies based on their relevance
and applying inclusion and exclusion criteria.

® Thirdly, there is inclusion, which is where it is verified
that the studies that meet the eligibility criteria are in-
cluded in the systematic review.
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® Fourthly, there is evaluation and in this step the quality
of the selected studies is evaluated and their relevance
to the research question is analyzed.

e Fifthly, there is the synthesis, which is where the fin-
dings of the included studies are synthesized and pre-
sented in a clear and coherent manner.

Figure 1: Prism Map

)
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] Registros identificados desde:
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— I
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registros
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Razén 1: Articulos que no estan
dentro del sector de estudio.
Razén 2: Articulos que no estan
dentro de los idiomas en revisién.

A,

Tamizaje

Publicaciones evaluadas
para elegibilidad: 22
registros.

Total estudios incluidos en
la revisién: 22 registros.

Source: Prepared by the authors

Subsequently, upon completing the steps satisfactorily
and following the PRISMA guidelines, the aim is to guaran-
tee rigor and transparency in the conduct and presenta-
tion of this type of research.

Regarding the hotel sector, the PRISMA method is
used to carry out specific systematic and bibliometric
reviews on aspects related to corporate social respon-
sibility and organizational commitment in the hotel in-
dustry. By following PRISMA guidelines in this context,
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we seek to rigorously and transparently identify rele-
vant literature, systematically analyze it, and present
the results in a structured and coherent manner. This
allows researchers and professionals in the hotel sector
to obtain a clear and up-to-date understanding of the
interaction between corporate social responsibility and
organizational commitment in the hotel industry, iden-
tifying possibilities for theoretical and empirical develo-
pment in this specific area.

Greenwashing is a green marketing strategy that brings
with it a better reputation towards companies that take
this resource as a strategy. It is understood that this will
affect the company, denoting a better image at an ins-
titutional level; fatal consequences for society, as well
as probable financial falls due to the discovery of these
practices by clients.

In the hotel sector, the concept of greenwashing is relevant
due to the importance of sustainability and social respon-
sibility in the sector. Greenwashing in hotels occurs when
companies excessively communicate their environmental
or social initiatives to be perceived as more responsible
than they really are or have been, without supporting these
statements with concrete and credible actions. Likewise,
hotels that practice greenwashing can have negative con-
sequences, such as the loss of trust of their users and a pos-
sible large-volume decrease in sales or services. Therefore,
it is essential for hotels to avoid greenwashing to maintain
the credibility and trust of their customers.

This research was guided by qualitative and quantitative
approaches, since literature review and bibliometrics were
used for the structure of the research, through metrics
and content analysis. Two types of bibliometric techni-
ques were used, evaluation and relationship; The first in-
cluded measures of productivity (number of articles per
year, countries, journals and authors) and impact (cita-
tions per authon).

When carrying out this first search, 1019 articles on
“green marketing” were obtained in Scopus, while doing
the second search 551 articles on “greenwashing” were
obtained. Showing that research in conjunction with the
hotel sector is limited.
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Table 2. Statistical adjustment of the different models

Table 3. Articles published by language

Search equations Results

SCOPUS ((TITLE-ABS-KEY ("green
marketing") (Limited to
Business, Management

and Accounting))

1019

((TITLE-ABS-KEY
("greenwashing") (Limited
to Business, Management
and Accounting)).

551

Source: Prepared by the authors
BIBLIOMETRIC ANALYSIS:

In the last 5 years, there has been growth in articles on
greenwashing research, with greater growth in the publi-
cation of articles in 2023 and a drop in the publication of
these articles in the following year. Greenwashing is a to-
pic that is gaining more attention in recent years due to
the confusion that companies or corporations create as
part of their marketing to add value to their brand.

Figure 2. Articles published by years
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Source: Prepared by the authors

In relation to the language, it can be observed that in
the countries where English is the language, they are
the countries that carry out the most scientific work on
greenwashing, being the main sources for more than 90%,
exposing a limited interest in research on the variable in
the English language.

Row labels Count of Source title
English 542
French 1
Portuguese 5
Russian 1
Spanish 2
Total general 551

Source: Prepared by the authors

In relation to the most productive scientific journals on
the topics of “green marketing” and “greenwashing”, the
magazines “Journal of Cleaner Production” and “Business
Strategy and the Environment” stand out. These two ma-
gazines represent 72 magazines out of 551. Focusing on
the financial and hospitality field.

Table 4. List of scientific journals with the most publi-
cations

Row labels Countde
Source title

Journal of Cleaner Production 38

Business Strategy and the Environment 34

Journal of Business Ethics 24

Corporate Social Responsibility 22

and Environmental Management

Journal of Sustainable Finance 8

and Investment

Business Ethics, the Environment 8

and Responsibility

International Journal of Advertising 7

Sustainability Accounting, Management 7

and Policy Journal

Developments in Marketing Science: 7

Proceedings of the Academy

of Marketing Science

Organization and Environment 6

CSR, Sustainability, Ethics and 6

Governance

Research in International 5

Business and Finance

Source: Prepared by the authors
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When carrying out a bibliometric analysis of the literature,
it was observed that with respect to the literature that has
the most participation on the “greenwashing” variable,
none of them exceed more than 3 articles written on it,
generally the authors write 1,2 or at most 3 articles on it.
this variable, among the authors who stand out the most
are Velte P. and Santos C

Table 5. List of authors with the greatest participation
of the variable

Countde
Source title

Velte P. 3
Santos C.; Coelho A;; Marques A.

Ng A.; Nathwani ).

Montgomery AW.; Robertson J.L.
Smith V.L.; Font X.

Ndlovu T,; Simba A.; Mariussen A.
ZhangD.

Li W.; Li W.; Seppanen V.; Koivumaki T.

Source: Prepared by the authors

Row labels

NININININININ

To carry out the bibliometric analysis, the Vosviewer tool
was used and a total of 551 articles were examined, the
results of which were segmented into clusters that group
related topics. The cluster identified with the color green
stands out for constituting the highest concentration of
documents related to green finance. These finances are
oriented towards investmentin projects and activities that
promote economic and social progress, while minimizing
environmental impact.

The orange cluster is observed, where the topic of sustai-
nability is addressed. This term refers to the ability to satisfy
the needs of the present without compromising the ability
of future generations to do the same. Likewise, green mar-
keting stands out, which focuses on the promotion of pro-
ducts or services that have a positive environmental impact
or that are produced sustainably. Another relevant cluster
is the purple and light blue, where ideas and strategies rela-
ted to improving the corporate image through sustainable
practices are shared. In this context, initiatives are explored
aimed at projecting a business image that is more commit-
ted to the environment and society in general.

Finally, there is the red cluster, which is revealed to be

the most prominent due to its extensive coverage of the
greenwashing variable. In this cluster, multiple nodes are
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identified that address the issue of greenwashing, defining
it as practices in which an entity attempts to appear to have
a greater environmental commitment than the real one
through misleading or exaggerated statements about the
sustainability of its products or actions. Furthermore, the
presence of green marketing is evident, which involves le-
gitimate strategies to promote genuinely sustainable pro-
ducts and services, thus aligning business practices with
environmental considerations. Also highlighted is corpora-
te social responsibility (CSR), which refers to the voluntary
commitment of companies to operate ethically and contri-
bute positively to the economic, social and environmental
development of the community, and includes sustainable
and green marketing initiatives as part of their practices.
This red cluster emerges as a focal point for detailed analy-
sis of greenwashing practices and impacts, as well as genui-
ne sustainability and corporate responsibility strategies.

Figure 3. Greenwashing Keyword Network

Source: Prepared by the authors

Figure 4. Density display

Source: Prepared by the authors
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After sifting through a large amount of information on
greenwashing, one specific area has been identified that
reveals a notable gap in the literature: greenwashing in
the tourism sector. This selective approach allows us to hi-
ghlight new perspectives or little explored areas within the
field of study of corporate sustainability applied to tourism.
In this study, more than 551 articles published between
2020 and 2024 were filtered, coming exclusively from
magazines specialized in business, administration and
accounting. After an exhaustive analysis, only 22 articles
were selected that offered relevant and specific informa-
tion on greenwashing in tourism. This rigorous approach
has allowed us to exhaustively select and analyze the most
relevant information on greenwashing in the specific con-
text of tourism.

Figure 5. Keyword network on greenwashing and tou-
rism

susealgpbilty

Source: Prepared by the authors

The choice to focus on this specific aspect highlights the
contemporary relevance of the topic and underlines the
importance of research that not only identifies problems,
but also proposes innovative solutions. This direction can
contribute significantly to the academic and practical
field, offering new ideas to improve the environmental
and social integrity of business practices.

By focusing on this less explored area, research is positio-
ned as a valuable resource to inform policy, guide business
strategies, and move toward a future where sustainability
and corporate responsibility are more than just slogans,
but effective and transparent commitments to global we-
ll-being.

Figure 6. Density display

g

Source: Prepared by the authors

DEVELOPMENT AND DISCUSSION
Analysis of relevance and evolution of variables

In the current context of growing environmental aware-
ness and corporate responsibility, the phenomenon of
greenwashing has acquired unprecedented relevance in
the global business environment. As Figure 1 illustrates,
the concept of greenwashing is experiencing a notable
rise, reflecting a significant change in the attitudes and
behaviors of consumers and society at large. This rise in
the appreciation of environmentally friendly practices has
placed greenwashing at the center of the discussion, as
companies come under increasing pressure to demons-
trate a genuine commitment to sustainability.

Green Washing

Greenwashing strategies and their intensity could be be-
tter understood by considering underlying issues related
to two important issues, namely, institutional context
(external factors related to a given country and its social
actors) and corporate governance (a factor related to the
company) (Velte, 2022).

Greenwashing is a disclosure-based strategy (Lee & Ras-
chke, 2023; Seele & Schultz, 2022; Seele & Gatti, 2017;
Cooper et al., 2018) that may depend on certain conditions,
incentives or external pressures that characterize the insti-
tutions. national context in which these strategies are used
(Zharfpeykan, 2021; Velte, 2022; Marquis et al., 2016; Seele
& Schultz, 2022; Li et al.,, 2023) or that they are shared wi-
thin the global context. For the most part, companies aim
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to adjust to the institutional context to which they belong,
which is composed of a social system, legislation, and the
norms and rules that govern the activities of companies
(Guo et al., 2017). Indeed, companies fear the reputational
damage they could suffer if they violate global environ-
mental standards and, consequently, deceptively moderate
their disclosure with the intention of addressing the threat
to their reputation (Marquis et al., 2016).

Greenwashing perception

The Oxford Dictionary (2023). Greenwashing is activities
carried out by a company or organization to make peo-
ple believe that they care about the environment, even if
their business damages it. Many studies explain greenwas-
hing, Zhang et al. (2018c). Greenwashing is a company's
excessive communication about its environmental per-
formance, Guo et al. (2018). Greenwashing can be attri-
buted to corporations' environmental claims about green
products that are ambiguous and misleading to create a
positive "green" image without delivering on green pro-
mises, Blome et al. (2017). Greenwashing can be defined
as “misleading consumers about the ecological (often,
in a broader sense, sustainable) performance of a com-
pany or the environmental (sustainable) benefits of a gi-
ven practice, product or service.” Greenwashing is a false
marketing practice that causes consumers to form a false
impression of a company's environmental practices in the
process of advertising and communicating to consumers.
Greenwashing, also known as greenwashing, whitewas-
hing, greenwashing, greenwashing, green finery or green
perspective washing, is a form of illusory advertising to
promote a company's product objectives or policies and
thus increase the compound profits of the product. pro-
duct. (Kahle and GurelAtay, 2015; Mayrand and Trottier,
2011). Guo et al. (2017). A large number of studies show
that the dangers of greenwashing are well documented,
as trust between green brands and their stakeholders
is significantly damaged after the implementation of
greenwashing. Junior.S.B et al. (2019).

Green awareness

Green awareness is knowledge among people about the
environment, the key relationships and major issues re-
lated to environmental impacts, an appreciation of 'who-
le systems' and the joint responsibilities necessary for
sustainable development (Chelliah et al. , 2017, p. 44).
Environmental knowledge is positively correlated with
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eco-conscious customer behavior (Alamsyah et al., 2020).
The industry has observed such behaviors and uses green
marketing strategy to attract the customer towards the
manufactured products. It started with “recognizing and
remembering the brand as a green brand as a result of
green activities and associations based on green cons-
ciousness” (Mourad et al., 2012). Suki et al. (2016). A
growing awareness of corporations' environmental com-
mitment because these commitments enhance competi-
tive advantage (Chen and Chang, 2013).

Environmental Trust

Kotler and Keller (2016) noted that building trust is one
of the prerequisites for a great long-term relationship (p.
230). According to them, trust is a company's willingness
to trust a business partner and depends on interpersonal
and interorganizational factors, such as the company's
perceived competence, integrity, honesty, and benevo-
lence (Kotler & Keller, 2016, p. 231). Additionally, personal
interactions with company employees, opinions about the
company, and perceptions of “trust” will grow with expe-
rience. An organization or company will be more easily
considered trustworthy if it provides complete and honest
information and incentives to its employees. Aligned with
customer needs, partners with customers to help them
learn to be self-sufficient and makes valid comparisons to
competitors. Trust is essential to understanding tenants'
behaviors and intentions toward extending or renewing
their rental contracts. (Nguyen & Nguyen, 2019).

Corporate social responsibility

Environmental management is a perspective that per-
meates most CSR studies, due among other reasons to
the controversial behavior of the hotel industry in cau-
sing negative ecological impacts such as pollution caused
by waste and excessive use of natural resources, among
others. Research under this approach has been advan-
cing over the years (AlSuwaidi et al., 2021; Bogan and
Dedeoglu, 2020; Channa et al,, 2021; Farooq and Salam,
2020; Farmaki and Stergiou, 2021; Kim et al., 2020; Rhou
and Singal, 2020), topics such as staff perceptions regar-
ding the environmental practices carried out by hotels are
addressed (Raza et al., 2021; Shah et al., 2021; Srivastava
and Shree, 2019; Tian and Robertson, 2019); also, about
the effect that CSR has on work well-being, and the ecolo-
gical behavior of the organization (Ahmed et al., 2020; Su
and Swanson, 2019), and of employees (Fung Wong and
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Kim, 2020; Kim et al. al., 2018; Pereira et al., 2021; Shah et
al, 2021; Shao et al., 2021).

Recent studies show that there are CSR factors such as
quality of work life that increase the loyalty of workers,
therefore, they are actively involved with the company
in solving problems and achieving objectives (Xue et al,
2022; Wong et al., 2021). CSR provides workers with a sen-
se of security, self-esteem and belonging (Kunda et al.,
2019; Supanti and Butcher, 2019). CSR actions generate
a competitive advantage in the hotel sector through inno-
vation and creativity (Da Silva & Da Silva, 2020).

CONCLUSIONS

The conclusions derived from an exhaustive analysis of
greenwashing in the tourism and hotel sector reflect the
imperative need to address this phenomenon in a critical
and proactive manner, given its growing relevance in a
context where sustainability and social responsibility have
emerged as primary values. both for consumers and for so-
ciety in general. According to Lopes, Gomez and Trancoso
(2023), "The phenomenon of greenwashing in the era of
sustainability is like a moving, complex and continuously
evolving objective", according to this, greenwashing repre-
sents a significant challenge that companies in this sec-
tor must face with transparency and coherence, in order
to preserve its credibility and contribute effectively to its
sustainability. It is essential to highlight the importance of
companies in the tourism and hospitality field adopting ge-
nuine practices of social and environmental responsibility.
Greenwashing, by presenting a false image of commitment
to sustainability, not only misleads consumers, but also un-
dermines trust in companies and compromises their long-
term reputation. Authenticity in environmental and social
actions emerges as a fundamental pillar for building custo-
mer trust and strengthening the sustainability of the sector.

Furthermore, according to Lopes, Gémez and Trancoso
(2023), "greenwashing should be seen exclusively as a
deceptive business practice that only misleads consu-
mers", it is evident that greenwashing can have negative
consequences at an institutional and social level. Althou-
gh this strategy could initially improve the perception of
companies, once deceptive practices are discovered, they
are exposed to risks of fatal repercussions for society and
possible financial consequences. Loss of consumer confi-
dence, damage to reputation and possible legal sanctions
are emerging as some of the consequences that compa-

nies could face when resorting to greenwashing as a mar-
keting strategy. Another relevant aspect lies in the need
to educate and raise awareness among both companies
and consumers about greenwashing. Companies must
understand the ethical and legal implications of these
deceptive practices, as well as the importance of acting
responsibly and transparently in their operations. For their
part, consumers must be trained to identify and question
companies' environmental and social claims, fostering a
more informed and critical consumer culture.

In this context, transparency and independent verification
emerge as crucial elements in preventing greenwashing
and promoting sustainable and responsible development
in the tourism and hospitality industry. Companies must be
willing to subject their environmental and social practices
to public scrutiny and meet rigorous disclosure and repor-
ting standards. Strong oversight and stricter regulations are
necessary to ensure that companies meet their sustaina-
bility commitments and avoid resorting to greenwashing
as a misleading marketing strategy. It is essential to highli-
ght that greenwashing not only affects the perception of
companies, but also It significantly affects consumer con-
fidence and their purchasing decisions. Consumers are
increasingly aware and demanding about the authenticity
of companies' sustainable practices, and greenwashing
can undermine that trust and generate skepticism around
brands' environmental and social claims.

In summary, the analysis of greenwashing in the tourism
and hospitality sector highlights the importance of hones-
ty and authenticity in business actions, as well as the need
to promote a culture of genuine social and environmen-
tal responsibility in the industry. Avoiding greenwashing
is essential to maintain reputation and customer trust, as
well as to effectively contribute to the construction of a
more sustainable and ethical tourism and hospitality sec-
tor for the benefit of society as a whole. The fight against
greenwashing constitutes a crucial step towards a more
transparent, responsible and sustainable future in the tou-
rism and hospitality industry.

Future research should focus on developing more rigo-
rous and objective metrics that allow for a more detailed
evaluation of the impact of greenwashing on consumer
behavior and perceptions. It is essential that they be ex-
plored through systematic reviews, it is crucial to inves-
tigate through meta-analysis the specific greenwashing
strategies used in the hotel sector to identify predominant
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patterns and trends in each of them. Additionally, it would
be a good idea to add longitudinal studies since they are
of great value to analyze the long-term repercussions of
greenwashing on consumer trust in brands and progress
towards global environmental sustainability. These inves-
tigations will provide a solid foundation for the develop-
ment of more effective interventions and the formulation
of more informed and efficient public policies.

REFERENCES

Bernini, F, & La Rosa, F. (2024). Research in the
greenwashing field: concepts, theories, and poten-
tial impacts on economic and social value. Journal
of Management & Governance, 28(2), 405—444. ht-
tps://doi.org/10.1007/s10997-023-09686-5

Velte, P.(2022). Archival research on integrated reporting:
a systematic review of main drivers and the impact
of integrated reporting on firm value. Journal of
Management & Governance, 26(3), 997—1061. ht-
tps://doi.org/10.1007/5s10997-021-09582-w

Lee, M. T., & Raschke, R. L. (2023). Stakeholder legiti-
macy in firm greening and financial performance:
What about greenwashing temptations?. Journal of
Business Research, 155(113393), 113393. https://
doi.org/10.1016/j.jbusres.2022.113393

Seele, P., & Schultz, M. D. (2022). From greenwashing to
machinewashing: A model and future directions
derived from reasoning by analogy. Journal of Bu-
siness Ethics, 178(4), 1063-1089. https://doi.
org/10.1007/510551-022-05054-9

Seele, P., & Gatti, L. (2017). Greenwashing revisited: In
search of a typology and accusation based defini-
tion incorporating legitimacy strategies. Business
Strategy and the Environment, 26(2), 239-252. ht-
tps://doi.org/10.1002/bse.1912

Cooper, S. A, Raman, K. K., & Yin, J. (2018). Halo effect
or fallen angel effect? Firm value consequences of
greenhouse gas emissions and reputation for cor-
porate social responsibility. Journal of Accounting
and Public Policy, 37(3), 226—240. https://doi.or-
g/10.1016/j.jaccpubpol.2018.04.003

Zharfpeykan, R. (2021). Representative account or

184 | Volumen 20, N°2

greenwashing? Voluntary sustainability reports in
Australia’s mining/metals and financial services
industries. Business Strategy and the Environment,
30(4), 2209-2223. https://doi.org/10.1002/
bse.2744

Marquis, C., Toffel, M. W., & Zhou, Y. (2016). Scrutiny,
norms, and selective disclosure: A global study of
greenwashing. Organization Science, 27(2), 483—
504. https://doi.org/10.1287/0rsc.2015.1039

Li, W., Li, W,, Seppénen, V., & Koivumaki, T. (2023).
Effects of greenwashing on financial performan-
ce: Moderation through local environmental re-
gulation and media coverage. Business Strategy
and the Environment, 32(1), 820—-841. https://doi.
org/10.1002/bse.3177

Guo, R, Tao, L., Li, C. B.,, & Wang, T. (2017). A path analy-
sis of greenwashing in a trust crisis among Chinese
energy companies: The role of brand legitimacy
and brand loyalty. Journal of Business Ethics, 140(3),
523-536. https://doi.org/10.1007/s10551-015-
2672-7

Bernini, F, & La Rosa, F. (2024). Research in the
greenwashing field: concepts, theories, and poten-
tial impacts on economic and social value. Journal
of Management & Governance, 28(2), 405—444. ht-
tps://doi.org/10.1007/5s10997-023-09686-5

The Oxford Dictionary. (2023). Definition of greenwash
noun. Retrieved June 24, 2023, from https://www.
oxfordlearnersdictionaries.com/definition/engli-
sh/greenwash?q=Greenwashing

Zhang, L., Li, D., Cao, C., & Huang, S. (2018). The influen-
ce of greenwashing perception on green purcha-
sing intentions: The mediating role of green word-
of-mouth and moderating role of green concern.
Journal of Cleaner Production, 187, 740-750. ht-
tps://doi.org/10.1016/].jclepro.2018.03.201

Blome, C., Foerstl, K., & Schleper, M. C. (2017). An-
tecedents of green supplier championing and
greenwashing: An empirical study on leadership
and ethical incentives. Journal of Cleaner Produc-
tion, 152, 339-350. https://doi.org/10.1016/].
jclepro.2017.03.052



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

Kahle, L. R., & Gurel-Atay, E. (2015). Communicating
sustainability for the Green economy. Routledge.
https://doi.org/10.4324/9781315705491

Mayrand, K., & Trottier, S. (2011). Investigacion sobre el
ecoblanqueamiento. El estado del mundo: anuario
econdémico geopolitico mundial, 175-179.

Braga Junior, S., Martinez, M. P., Correa, C. M., Mou-
ra-Leite, R.C., & Da Silva, D.(2019). Greenwashing
effect, attitudes, and beliefs in green consumption.
RAUSP Management Journal, 54(2), 226—241. ht-
tps://doi.org/10.1108/rausp-08-2018-0070

Chelliah, S., Atteyat, B. M., & Huoy, L. M. (2017). Gree-
ner campus awareness among international stu-
dents for better sustainable campus culture. Int
J Manag Stud Res (IJMSR), 5(4), 42-53. https://doi.
org/10.20431/2349-0349.0504008

Alamsyah, D. P., Aryanto, R., Utama, I. D, Marita, L. S,
& Othman, N. A. (2020). The antecedent model of
green awareness customer. Management Science
Letters, 2431-2436. https://doi.org/10.5267/j.
msl.2020.4.007

Mourad, M., & Serag Eldin Ahmed, Y. (2012). Per-
ception of green brand in an emerging inno-
vative market. European Journal of Innovation
Management, 15(4), 514-537. https://doi.
org/10.1108/14601061211272402

Suki, N. M., Suki, N. M., & Azman, N. S. (2016). Impacts
of corporate social responsibility on the links be-
tween green marketing awareness and consumer
purchase intentions. Procedia Economics and Fi-
nance, 37, 262-268. https://doi.org/10.1016/
52212-5671(16)30123-x

Montero-Navarro, A., Gonzalez-Torres, T., Rodriguez-San-
chez, ).-L., & Gallego-Losada, R. (2021). A bibliome-
tric analysis of greenwashing research: a closer look at
agriculture, food industry and food retail. British Food
Journal (Croydon, England), 123(13), 547-560. ht-
tps://doi.org/10.1108/bfj-06-2021-0708

Sajid, M., Zakkariya, K. A., Suki, N. M., & Islam, }. U.
(2024). When going green goes wrong: The effects
of greenwashing on brand avoidance and nega-

tive word-of-mouth. Journal of Retailing and Con-
sumer Services, 78(103773), 103773. https://doi.
org/10.1016/].jretconser.2024.103773

Kotler, P., & Keller, K. 1. (2016). Marketing management
(15th ed.). Pearson education. - references - scien-
tific research publishing. (n.d.). Scirp.org. Retrieved
May 12, 2024, from https://www.scirp.org/refe-
rence/referencespapers?referenceid=3155681

Nguyen, T. T. H., Yang, Z., Nguyen, N., Johnson, L. W.,
& Cao, T. K. (2019). Greenwash and green purcha-
se intention: The mediating role of green skep-
ticism. Sustainability, 11(9), 2653. https://doi.
org/10.3390/5u11092653

Reyes Rendoén, )., Vargas Martinez, E. E., & Hernandez
Sanchez, A. R. (2024). Responsabilidad social cor-
porativa y compromiso organizacional en la ho-
teleria. Una revision sistematica y bibliométrica.
Revista Investigaciones Turisticas, 27, 243—-267.
https://doi.org/10.14198/inturi.25291

AlSuwaidi, M., Eid, R., & Agag, G. (2021). Understan-
ding the link between CSR and employee green
behaviour. Journal of Hospitality and Tourism Ma-
nagement, 46, 50—61. https://doi.org/10.1016/j.
jhtm.2020.11.008

Bogan, E., & Dedeoglu, B. B. (2020). Hotel employees’
corporate social responsibility perception and or-
ganizational citizenship behavior: Perceived ex-
ternal prestige and pride in organization as serial
mediators. Corporate Social Responsibility and
Environmental Management, 27(5), 2342-2353.
https://doi.org/10.1002/csr.1996

Channa, N. A, Hussain, T, Casali, G. L., Dakhan, S. A,,
& Aisha, R. (2021). Promoting environmental per-
formance through corporate social responsibility
in controversial industry sectors. Environmental
Science and Pollution Research International,
28(18), 23273-23286. https://doi.org/10.1007/
s11356-020-12326-2

Farooq, M.S., & Salam, M. (2020). Nexus between CSRand
DSIW: A PLS-SEM approach. International Journal of
Hospitality Management, 86(102437), 102437. ht-
tps://doi.org/10.1016/}.ijhm.2019.102437

Julio - Diciembre 2024 | 185



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

Farmaki, A., & Stergiou, D. P. (2021). Corporate social
responsibility and employee moral identity: a prac-
tice-based approach. Current Issues in Tourism,
24(18), 2554—2572. https://doi.org/10.1080/136
83500.2020.1850654

Kim, H., Rhou, Y., Topcuogluy, E., & Kim, Y. G. (2020). Why
hotel employees care about Corporate Social Res-
ponsibility (CSR): Using need satisfaction theory.
International Journal of Hospitality Management,
87(102505), 102505. https://doi.org/10.1016/j.
ijhm.2020.102505

Rhou, Y., & Singal, M. (2020). A review of the busi-
ness case for CSR in the hospitality industry. In-
ternational Journal of Hospitality Management,
84(102330), 102330. https://doi.org/10.1016/j.
ijhm.2019.102330

Raza, A, Farrukh, M., Igbal, M. K., Farhan, M., & Wy, Y.
(2021). Corporate social responsibility and emplo-
yees’ voluntary pro environmental behavior: The
role of organizational pride and employee engage-
ment. Corporate Social Responsibility and Environ-
mental Management, 28(3), 1104—1116. https://
doi.org/10.1002/csr.2109

Shah, S. H. A,, Cheema, S., Al-Ghazali, B. M., Ali, M., &
Rafig, N. (2021). Perceived corporate social res-
ponsibility and pro environmental behaviors: The
role of organizational identification and coworker
pro environmental advocacy. Corporate Social Res-
ponsibility and Environmental Management, 28(1),
366—377. https://doi.org/10.1002/csr.2054

Srivastava, A. P., & Shree, S. (2019). Examining the effect
of employee green involvement on perception of
corporate social responsibility: Moderating role
of green training. Management of Environmental
Quiality, 30(1), 197—-210. https://doi.org/10.1108/
meqg-03-2018-0057

Tian, Q., & Robertson, J. L. (2019). How and when does
perceived CSR affect employees’ engagement in
voluntary pro-environmental behavior? Journal
of Business Ethics, 155(2), 399—412. https://doi.
org/10.1007/510551-017-3497-3

Ahmed, M,, Zehou, S., Raza, S. A, Qureshi, M. A, & You-

186 | Volumen 20, N°2

sufi, S. Q. (2020). Impact of CSR and environmental
triggers on employee green behavior: The mediating
effect of employee well being. Corporate Social Res-
ponsibility and Environmental Management, 27(5),
2225-2239. https://doi.org/10.1002/csr.1960

Su, L., & Swanson, S. R. (2019). Perceived corporate so-
cial responsibility’s impact on the well-being and
supportive green behaviors of hotel employees:
The mediating role of the employee-corporate
relationship. Tourism Management, 72, 437—-450.
https://doi.org/10.1016/j.tourman.2019.01.009

Fung Wong, A. K., & Kim, S. (sam). (2020). Develop-
ment and validation of standard hotel corporate
social responsibility (CSR) scale from the employee
perspective. International Journal of Hospitality
Management, 87(102507), 102507. https://doi.
org/10.1016/}.ijhm.2020.102507

Kim, Hyeli (lina), Woo, E., Uysal, M., & Kwon, N. (2018).
The effects of corporate social responsibility (CSR)
on employee well-being in the hospitality industry.
International Journal of Contemporary Hospitali-
ty Management, 30(3), 1584-1600. https://doi.
org/10.1108/ijchm-03-2016-0166

Pereira, V., Silva, G. M., & Dias, A. (2021). Sustainability
practices in hospitality: Case study of a luxury hotel
in arrabida natural park. Sustainability, 13(6), 3164.
https://doi.org/10.3390/5u13063164

Shao, J., Mahmood, A., & Han, H. (2021). Unleashing the
potential role of CSR and altruistic values to foster
pro-environmental behavior by hotel employees.
International Journal of Environmental Research
and Public Health, 18(24), 13327. https://doi.
org/10.3390/ijerph182413327

Xue, B.-W,, Lin, H.-H., Chen, C.-C,, Lee, P.-Y., & Hsu, C.-
H. (2022). How to improve the problem of hotel
manpower shortage in the COVID-19 epidemic en-
vironment? Exploring the effectiveness of the ho-
tel practice training system. Environmental Scien-
ce and Pollution Research International, 29(48),
72169-72184. https://doi.org/10.1007/511356-
022-21262-2

Wong, A. K. F., Kim, S. (sam), Kim, J., & Han, H. (2021).



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

How the COVID-19 pandemic affected hotel Em-
ployee stress: Employee perceptions of occu-
pational stressors and their consequences. In-
ternational Journal of Hospitality Management,
93(102798), 102798. https://doi.org/10.1016/j.
ijhm.2020.102798

Kunda, M. M., Ataman, G., & Kartaltepe Behram, N.
(2019). Corporate social responsibility and organiza-
tional citizenship behavior: The mediating role of job
satisfaction. Journal of Global Responsibility, 10(1),
47-68. https://doi.org/10.1108/jgr-06-2018-0018

Supanti, D., & Butcher, K. (2019). Is corporate social
responsibility (CSR) participation the pathway to
foster meaningful work and helping behavior for
millennials? International Journal of Hospitality Ma-
nagement, 77, 8-18. https://doi.org/10.1016/j.
ijhm.2018.06.001

Maines da Silva, L., & Maines da Silva, P. (2020). Resour-
ce orchestration in corporate social responsibility
actions: The case of “Roteiros de Charme” hotel as-
sociation. Sustainability, 12(11), 4448. https.//doi.
org/10.3390/5u12114448

About think before you pink®. (2021, septiembre 2).
Breast Cancer Action. https://www.bcaction.org/
about-think-before-you-pink/

Harvey, ). A., & Strahilevitz, M. A. (2009). The power
of pink: Cause-related marketing and the impact
on breast cancer. Journal of the American Colle-
ge of Radiology: JACR, 6(1), 26—32. https://doi.or-
g/10.1016/j.,jacr.2008.07.010

Hall, M. G, Lee, C. }. Y., Jernigan, D. H., Ruggles, P,
Cox, M., Whitesell, C., & Grummon, A. H. (2024).
The impact of “pinkwashed” alcohol advertise-
ments on attitudes and beliefs: A randomized
experiment with US adults. Addictive Behaviors,
152(107960), 107960. https://doi.org/10.1016/j.
addbeh.2024.107960

Berliner, D., & Prakash, A. (2015). “bluewashing” the
firm? Voluntary regulations, program design, and
member compliance with the united nations global
compact: “Bluewashing” the firm? Policy Studies
Journal: The Journal of the Policy Studies Organi-

zation, 43(1), 115-138. https://doi.org/10.1111/
psj.12085

Hamann, R, Sinha, P., Kapfudzaruwa, F., & Schild, C.
(2009). Business and human rights in South Africa:
An analysis of antecedents of human rights due dili-
gence. Journal of Business Ethics, 87(S2), 453—473.
https://doi.org/10.1007/s10551-009-0293-8

Junaid, N., Leung, O., & Buono, A. F. (2015). Institutio-
nalization or decoupling? An exploratory analysis
of the UN global compact LEAD initiative. Business
and Society Review, 120(4), 491-518. https://doi.
org/10.1111/basr.12072

Rasche, A, Waddock, S., & Mclntosh, M. (2013). The
united nations Global Compact: Retrospect and
prospect. Business and Society, 52(1), 6—30. ht-
tps://doi.org/10.1177/0007650312459999

Papagiannakis, G. E., Vlachos, P. A,, Koritos, C. D., &
Kassinis, G. I. (2024). Are publicly traded tourism
and hospitality providers greenwashing? Tourism
Management, 103(104893), 104893. https://doi.
org/10.1016/j.tourman.2024.104893

Effron, D. A., & Helgason, B. A. (2023). Moral inconsis-
tency. En Advances in Experimental Social Psycho-
logy (pp. 1=72). Elsevier. https://doi.org/10.1016/
bs.aesp.2022.11.001

Gelmini, S. (2021, June 29). We're living in a golden
age of greenwash. Greenpeace UK. https://
www.greenpeace.org.uk/news/golden-age-of-
greenwash/

TerraChoice Environmental Marketing Inc. (2007). The
'Six Sins of Greenwashing TM' - A Study of Environ-
mental Claims in North American Consumer Mar-
kets. Recuperado de http://sinsofgreenwashing.
com/index6b90.pdf

Lintang, Y. (2022, November 8). Greenwashing pheno-
mena give Bagaimana Cara Melawannya. Tirto.id.
Recuperado de: tirto.id/fenomenagreenwashing-
danbagaimanacaramelawannyagynM

Santos, C., Coelho, A, & Marques, A. (2023). The
greenwashing effects on corporate reputation and

Julio - Diciembre 2024 | 187



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

brand hate, through environmental performance
and green perceived risk. Asia-Pacific Journal of
Business Administration. https://doi.org/10.1108/
apjba-05-2022-0216

Jaiswal, D., Singh, B., Kant, R., & Biswas, A. (2022).
Towards green product consumption: Effect of
green marketing stimuli and perceived environ-
mental knowledge in Indian consumer market. So-
ciety and Business Review, 17(1), 45-65. https://
doi.org/10.1108/sbr-05-2021-0081

Xing, C., Zhang, Y., & Tripe, D. (2021). Green credit policy
and corporate access to bank loans in China: The
role of environmental disclosure and green inno-
vation. International Review of Financial Analysis,
77(101838), 101838. https://doi.org/10.1016/].
irfa.2021.101838

Aras, G., Tezcan, N., & Kutlu Furtuna, O. (2018). Mul-
tidimensional comprehensive corporate sustai-
nability performance evaluation model: Evidence
from an emerging market banking sector. Journal
of Cleaner Production, 185, 600—609. https://doi.
org/10.1016/j.jclepro.2018.01.175

Zheng, )., Jiang, Y., Cui, Y., & Shen, Y. (2023). Green
bond issuance and corporate ESG performance:
Steps toward green and low-carbon development.
Research in International Business and Finance,
66(102007), 102007. https://doi.org/10.1016/j.
ribaf.2023.102007

Bager, S. L., & Lambin, E. F. (2020). Sustainability strate-
gies by companies in the global coffee sector. Bu-
siness Strategy and the Environment, 29(8), 3555—
3570. https://doi.org/10.1002/bse.2596

Francis, C. A. (2004). Greening of agriculture for long term
sustainability. Agronomy Journal, 96(5), 1211—
1215. https://doi.org/10.2134/agronj2004.1211

Francis, C., EImore, R,, Ikerd, )., & Duffy, M. (2007). Gree-
ning of agriculture: Is it all a greenwash of the glo-
balized economy? Journal of Crop Improvement,
19(1-2), 193-220. https://doi.org/10.1300/
j411v19n01_10

Alexander, S. (2019). What climate-smart agriculture

188 | Volumen 20, N°2

means to members of the Global Alliance for cli-
mate-smart agriculture. Universitat Kassel. https://
doi.org/10.17170/KOBRA-2018122073

Alons, G. (2017). Environmental policy integration in
the EU’s common agricultural policy: greening or
greenwashing? Journal of European Public Policy,
24(11), 1604—1622. https://doi.org/10.1080/135
01763.2017.1334085

DeFries,R.S., Fanzo, )., Mondal, P., Remans, R., & Wood,
S. A. (2017). Is voluntary certification of tropical
agricultural commodities achieving sustainability
goals for small-scale producers? A review of the
evidence. Environmental research letters, 12(3),
033001.  https://doi.org/10.1088/1748-9326/
aa625e

Elving, W. y Steenhuis, V. (2014), “;Tomo decisiones
conscientes y engafosas? Sobre los logotipos en
los productos alimenticios y su influencia en el es-
cepticismo y la intencién de compra”, Tijdschrift
Voor Communicatiewetenschap, vol. 42 nim. 2,
pag. 100.

Yarosh, O.B., & V.l. Vernadsky Crimean Federal Univer-
sity. (2018). Studying the range of organic products
and their distribution channels in the republic of
Crimea. REGIONOLOGY, 26(1), 90—107. https://doi.
org/10.15507/2413-1407.102.026.201801.90-
107

Schuldt, J. P., & Hannahan, M. (2013). When good deeds
leave a bad taste. Negative inferences from ethical
food claims. Appetite, 62, 76—83. https://doi.or-
g/10.1016/j.appet.2012.11.004

Jestratijevic, I., Rudd, N. A, & Uanhoro, J. (2020). Trans-
parency of sustainability disclosures among luxury
and mass-market fashion brands. Journal of Global
Fashion Marketing, 11(2), 99—116. https://doi.org/
10.1080/20932685.2019.1708774

Schaéfer, N. (2023). Making transparency transparent: a
systematic literature review to define and frame
supply chain transparency in the context of sus-
tainability. Management Review Quarterly, 73(2),
579—604. https://doi.org/10.1007/s11301-021-
00252-7



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

Sumarliah, E., Usmanova, K., Fauziyah, F., & Mousa,
K. (2021). Managing the risks in the clothing su-
pply chain considering the Coronavirus pande-
mic. Operations and Supply Chain Management
An International Journal, 576—587. https://doi.
org/10.31387/0scm0470325

Jestratijevic, 1., Uanhoro, J. 0., & Creighton, R. (2022). To
disclose or not to disclose? Fashion brands’ strategies
for transparency in sustainability reporting. Journal of
Fashion Marketing and Management, 26(1), 36—50.
https://doi.org/10.1108/jfmm-09-2020-0182

Consejo Mundial de Viajes y Turismo. (2020). Informe
sobre el impacto econdémico de los viajes y el tu-
rismo. Recuperado de https://wttc.org/About/
About-Us

Antonides, G. (2017). Sustainable consumer behaviour: A
collection of empirical studies. Sustainability, 9(10),
1686. https://doi.org/10.3390/su9101686

Beaumont, N. (2011). The third criterion of ecotourism:
are ecotourists more concerned about sustaina-
bility than other tourists? Journal of Ecotourism,
10(2), 135-148. https://doi.org/10.1080/147240
49.2011.555554

Croce, A. I, Musolino, G., Rindone, C., & Vitetta, A.
(2019). Sustainable mobility and energy resources:
A quantitative assessment of transport services
with electrical vehicles. Renewable and Sustainable
Energy Reviews, 113(109236), 109236. https://
doi.org/10.1016/j.rser.2019.06.043

Kitthamkesorn, S., & Chen, A. (2017). Alternate wei-
bit-based model for assessing green transport
systems with combined mode and route travel
choices. Transportation Research Part B: Methodo-
logical, 103, 291-310. https://doi.org/10.1016/j.
trb.2017.04.011

Lehto, X. Y., & Lehto, M. R. (2019). Vacation as a public
health resource: Toward a wellness-centered tou-
rism design approach. Journal of Hospitality &
Tourism Research, 43(7), 935-960. https://doi.
org/10.1177/1096348019849684

Kotler, P. (2011). Reinventing marketing to manage

the environmental imperative. Journal of Marke-
ting, 75(4), 132—135. https://doi.org/10.1509/
jmkg.75.4.132

Pan, S.-Y., Gao, M., Kim, H., Shah, K. J., Pei, S.-L., & Chiang, P.-
C. (2018). Advances and challenges in sustainable
tourism toward a green economy. The Science of
the Total Environment, 635, 452—469. https://doi.
org/10.1016/j.scitotenv.2018.04.134

Wieckowski, M. (2021). Will the consequences of co-
vid-19 trigger a redefining of the role of transport
in the development of sustainable tourism? Sus-
tainability, 13(4), 1887. https://doi.org/10.3390/
su13041887

Butler, R. W. (1999). Sustainable tourism: A state of
the art review. Tourism Geographies: An In-
ternational Journal of Tourism Place, Space
and the Environment, 1(1), 7-25. https://doi.
org/10.1080/14616689908721291

de Lange, D., & Dodds, R. (2017). Increasing sustai-
nable tourism through social entrepreneurship.
International Journal of Contemporary Hospitali-
ty Management, 29(7), 1977-2002. https://doi.
org/10.1108/ijchm-02-2016-0096

lvars-Baidal, J. A., Vera-Rebollo, ). F., Perles-Ribes, J.,
Femenia-Serra, F., & Celdran-Bernabeu, M. A.
(2023). Sustainable tourism indicators: what’s new
within the smart city/destination approach? Jour-
nal of Sustainable Tourism, 31(7), 1556—1582. ht-
tps://doi.org/10.1080/09669582.2021.1876075

Streimikiene, D., Svagzdiene, B., Jasinskas, E., & Si-
manavicius, A. (2021). Sustainable tourism de-
velopment and competitiveness: The systematic
literature review. Sustainable Development, 29(1),
259-271. https://doi.org/10.1002/5d.2133

Timur, S., & Getz, D. (2008). A network perspective on
managing stakeholders for sustainable urban tou-
rism. International Journal of Contemporary Hos-
pitality Management, 20(4), 445—461. https://doi.
org/10.1108/09596110810873543

Lenzen, M., Sun, Y.-Y,, Faturay, F., Ting, Y.-P., Geschke,
A., & Malik, A. (2018). The carbon footprint of

Julio - Diciembre 2024 | 189



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

global tourism. Nature Climate Change, 8(6), 522—
528. https://doi.org/10.1038/541558-018-0141-x

Font, X., Torres-Delgado, A., Crabolu, G., Palomo Marti-
nez, )., Kantenbacher, J., & Miller, G. (2023). The
impact of sustainable tourism indicators on des-
tination competitiveness: the European Tourism
Indicator System. Journal of Sustainable Tourism,
31(7), 1608—1630. https://doi.org/10.1080/0966
9582.2021.1910281

Jones, A. (1987). Green tourism. Tourism Management,
8(4), 354-356. https://doi.org/10.1016/0261-
5177(87)90095-1

Line, N. D,, Hanks, L., & Miao, L. (2018). Image mat-
ters: Incentivizing green tourism behavior. Journal
of Travel Research, 57(3), 296-309. https://doi.
org/10.1177/0047287517697848

Hassan, S. S. (2000). Determinants of market
competitiveness in an environmentally sus-
tainable tourism industry. Journal of Tra-
vel Research, 38(3), 239-245. https://doi.
org/10.1177/004728750003800305

Jeon, M. M., Kang, M., & Desmarais, E. (2016). Residents’
perceived quality of life in a cultural-heritage tou-
rism destination. Applied Research in Quality of
Life, 11(1), 105-123. https://doi.org/10.1007/
s11482-014-9357-8

Mihalic, T., & Kuscer, K. (2022). Can overtourism be ma-
naged? Destination management factors affecting
residents’ irritation and quality of life. Tourism Re-
view, 77(1), 16—34. https://doi.org/10.1108/tr-04-
2020-0186

190 | Volumen 20, N°2

Ramkissoon, H. (2023). Perceived social impacts of tou-
rism and quality-of-life: a new conceptual model.
Journal of Sustainable Tourism, 31(2), 442—459. ht-
tps://doi.org/10.1080/09669582.2020.1858091

Kassinis, G. 1., Kay, A. A,, Papagiannakis, G., & Vlachos, P. A.
(2022). Stigma as moral insurance: How stigma buffers
firms from the market consequences of greenwas-
hing. The Journal of Management Studies, 59(8),
2154-2190. https://doi.org/10.1111/joms.12873

Bernini, F, & La Rosa, F. (2024). Research in the
greenwashing field: concepts, theories, and poten-
tial impacts on economic and social value. Journal
of Management & Governance, 28(2), 405—444. ht-
tps://doi.org/10.1007/5s10997-023-09686-5

Reyes Rendén, )., Vargas Martinez, E. E., & Hernandez
Sanchez, A. R. (2024). Responsabilidad social cor-
porativa y compromiso organizacional en la ho-
teleria. Una revision sistemética y bibliométrica.
Revista Investigaciones Turisticas, 27, 243—-267.
https://doi.org/10.14198/inturi.25291

Blasi, S., Fano, S., Sedita, S. R., & Toschi, G. (2024). A
network perspective of cognitive and geographical
proximity of sustainable tourism organizations: evi-
dence from ltaly. International Journal of Contem-
porary Hospitality Management, 36(2), 478—504.
https://doi.org/10.1108/ijchm-03-2022-0366

Jestratijevic, I., Uanhoro, J. O., & Rana, M. R. I. (2024).
Transparency of sustainability disclosures among
luxury and mass-market fashion brands: Longi-
tudinal approach. Journal of Cleaner Production,
436(140481), 140481. https://doi.org/10.1016/].
jclepro.2023.140481



RIAT

Saccatuma et al

Vol. 20, N°2, p. 174-191, 2024

Montero-Navarro, A., Gonzalez-Torres, T., Rodri-
guez-Sanchez,).-L., & Gallego-Losada, R.(2021).
A bibliometric analysis of greenwashing research: a
closer look at agriculture, food industry and food
retail. British Food Journal (Croydon, England),
123(13), 547-560. https://doi.org/10.1108/bfj-
06-2021-0708

Macellari, M., Yuriev, A, Testa, F., & Boiral, O. (2021). Ex-
ploring bluewashing practices of alleged sustaina-
bility leaders through a counter-accounting analy-
sis. Environmental Impact Assessment Review,
86(106489), 106489. https://doi.org/10.1016/j.
€iar.2020.106489

Sajid, M., Ertz, M., Sun, S., & Salem, M. (2024). Thwarting
green growth: Perspectives on barriers to pro-envi-
ronmental behaviors editors. Unpublished. https://
doi.org/10.13140/RG.2.2.29624.76802

Sajid, M., & Ertz, M. (2024). Blueprints to benefits:
Towards an Index to measure the impact of sus-
tainable product development on the firm’s bo-
ttom line. Sustainability, 16(2), 537. https://doi.
org/10.3390/su16020537

Sajid, M., Zakkariya, K. A., Suki, N. M., & Islam, }. U.
(2024). When going green goes wrong: The effects
of greenwashing on brand avoidance and nega-
tive word-of-mouth. Journal of Retailing and Con-
sumer Services, 78(103773), 103773. https://doi.
org/10.1016/j.jretconser.2024.103773

Adegeest, D.-A. (2023, agosto 24). Como la industria de
la moda estd manipulando las métricas de soste-

nibilidad. FashionUnited. https://fashionunited.
es/noticias/moda/como-la-industria-de-la-mo-
da-esta-manipulando-las-metricas-de-sostenibili-
dad/2022040538315

Borel-Saladin, J. M., & Turok, I. N. (2013). The Green
Economy: Incremental change or transformation?
Environmental Policy and Governance, 23(4), 209—
220. https://doi.org/10.1002/eet.1614

loannou, I., Kassinis, G., & Papagiannakis, G. (2023).
The impact of perceived greenwashing on custo-
mer satisfaction and the contingent role of capa-
bility reputation. Journal of Business Ethics, 185(2),
333-347. https://doi.org/10.1007/s10551-022-
05151-9

Islam, J. U., Nazir, O., & Rahman, Z. (2023). Sustainably
engaging employees in food wastage reduction: A
conscious capitalism perspective. Journal of Clea-
ner Production, 389(136091), 136091. https://doi.
org/10.1016/].jclepro.2023.136091

Qayyum, A., Jamil, R. A., & Sehar, A. (2023). Impact of
green marketing, greenwashing and green con-
fusion on green brand equity. Spanish Journal
of Marketing-ESIC, 27(3), 286—305. https://doi.
org/10.1108/sjme-03-2022-0032

Chen, Y.-S., & Chang, C.-H. (2013). Enhance environ-
mental commitments and green intangible as-
sets toward green competitive advantages: an
analysis of structural equation modeling (SEM).
Quality & Quantity, 47(1), 529-543. https://doi.
org/10.1007/511135-011-9535-9

Julio - Diciembre 2024 | 191





