GREENWASHING PERCEPTION IN DIGITAL
CAMPAIGNS AND ITS IMPACT ON BRAND TRUST

THE RISKS OF GREENWASHING FOR BRANDS

Greenwashing is a communication strategy deliberately used by companies to
promote a positive view of the brand's socio-environmental actions without full
transparency (Bowen, 2014; Nemes et al., 2022). In many cases, brands use this
strategy to increase brand awareness (Leong et al,, 2025). In the long run, however,
greenwashing accusations harm a company’'s image and, consequently, the
stakeholders' brand trust (Bowen, 2014; Hassan, 2024).

According to Keilmann & Koch, even minor greenwashing in digital campaigns
undermines corporate reputation and credibility in the eyes of the audience (2026).
This situation is further aggravated when sustainability claims do not reflect the
company'’s reality in terms of environmental engagement (Keilmann & Koch, 2026).

Even so, worldwide, 52% of consumers have encountered misleading sustainability
claims from brands (Kantar, 2023, Sustainability Sector Index).
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Only 3% respondents say they would
be able to always distinguish false
green claims in campaigns.

HOW TO AVOID GREENWASHING ACCUSATIONS WHEN
PROMOTING SUSTAINABILITY IN DIGITAL CAMPAIGNS?
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Use precise wording and avoid vague claims, such as “eco-friendly” (OECD,
2025)

Include measurable evidence with every sustainability claim (OECD, 2025)
Add credible and relevant sources (BEUC & ICRT, 2023)

Ensure consistency across all digital touchpoints to avoid "cherry-picking”
(Delmas & Cuerel Burbano, 2011)

Monitor results, respond to stakeholder questions, and engage with their
comments in real time (OECD, 2025; BEUC & ICRT, 2023)

EXPECTED OUTCOMES CASE STUDIES

Companies that understand the global "ESG issues are currently a hot topic
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