
 

 

  

FENNTARTHATÓSÁGI ÁTMENET:  
KIHÍVÁSOK ÉS INNOVATÍV MEGOLDÁSOK 
SUSTAINABILITY TRANSITIONS: CHALLENGES AND INNOVATIVE SOLUTIONS 
 
Szerkesztők / Editors:  
OBÁDOVICS Csilla, RESPERGER Richárd, SZÉLES Zsuzsanna, TÓTH Balázs István 
 

3. sz. melléklet: Egyetemi Kiadó kiadvá-

nyon feltüntetendő adatok 
(nyomtatott/elektronikus) 

 
(kötéstábla/borítófedél) 

 

 
KONFERENCIAKÖTET  

Conference Proceedings 

 
 

Nemzetközi tudományos konferencia  
a Magyar Tudomány Ünnepe alkalmából  

International Scientific Conference  
on the Occasion of the Hungarian Science Festival 

 
 
 

Sopron, 2023. november 23.  
23 November 2023, Sopron 

 
 
 



 

Nemzetközi tudományos konferencia a Magyar Tudomány Ünnepe alkalmából  
International Scientific Conference on the Occasion of the Hungarian Science Festival 

 
Sopron, 2023. november 23. / 23 November 2023, Sopron 

 
 

 
FENNTARTHATÓSÁGI ÁTMENET:  

KIHÍVÁSOK ÉS INNOVATÍV MEGOLDÁSOK 
SUSTAINABILITY TRANSITIONS:  

CHALLENGES AND INNOVATIVE SOLUTIONS 
 
 

KONFERENCIAKÖTET 

CONFERENCE PROCEEDINGS 

LEKTORÁLT TANULMÁNYOK / PEER-REVIEWED PAPERS 

 

 

Szerkesztők / Editors:  

OBÁDOVICS Csilla – RESPERGER Richárd – SZÉLES Zsuzsanna – TÓTH Balázs István 

 

 

 

 

SOPRONI EGYETEM KIADÓ 

UNIVERSITY OF SOPRON PRESS 

SOPRON, 2024



 

Nemzetközi tudományos konferencia a Magyar Tudomány Ünnepe alkalmából  
International Scientific Conference on the Occasion of the Hungarian Science Festival 

 
Sopron, 2023. november 23. / 23 November 2023, Sopron 

 
 

A konferencia támogatói / Sponsors of the Conference: 

 
 
 
 

Felelős kiadó / Executive Publisher: Prof. Dr. FÁBIÁN Attila 

a Soproni Egyetem rektora / Rector of the University of Sopron 

 

 

Szerkesztők / Editors:  

Prof. Dr. OBÁDOVICS Csilla, Dr. RESPERGER Richárd,  

Prof. Dr. SZÉLES Zsuzsanna, Dr. habil. TÓTH Balázs István 

Lektorok / Reviewers:  

Dr. habil. BARANYI Aranka, Prof. Dr. BÁRTFAI Zoltán, Dr. BARTÓK István, Dr. BEDNÁRIK Éva, 

Bazsóné Dr. BERTALAN Laura, Dr. CZIRÁKI Gábor, Dr. DIÓSSI Katalin, Dr. habil. JANKÓ Ferenc, 

Dr. KERESZTES Gábor, Dr. habil. KOLOSZÁR László, Dr. KÓPHÁZI Andrea,  

Prof. Dr. KULCSÁR László, Dr. MÉSZÁROS Katalin, Dr. NEDELKA Erzsébet,  

Dr. NÉMETH Nikoletta, Dr. NÉMETH Patrícia, Prof. Dr. OBÁDOVICS Csilla,  

Dr. PALANCSA Attila,  Dr. habil. PAPP-VÁRY Árpád Ferenc, Dr. RESPERGER Richárd,  

Dr. habil. SZABÓ Zoltán, Prof. Dr. SZÉLES Zsuzsanna, Dr. SZÓKA Károly, Dr. TAKÁTS Alexandra, 

Dr. habil. TÓTH Balázs István, Pappné Dr. VANCSÓ Judit 

 

 

ISBN 978-963-334-499-6 (pdf) 

DOI: 10.35511/978-963-334-499-6 

 
Creative Commons license: CC BY-NC-SA 4.0 DEED 

 

Nevezd meg! - Ne add el! - Így add tovább! 4.0 Nemzetközi 
Attribution-NonCommercial-ShareAlike 4.0 International  

https://doi.org/10.35511/978-963-334-499-6
https://doi.org/10.35511/978-963-334-499-6


4 

SZERVEZŐK 
 

Soproni Egyetem Lámfalussy Sándor Közgazdaságtudományi Kar (SOE LKK), 
A Soproni Felsőoktatásért Alapítvány 

 
A konferencia elnöke: Prof. Dr. SZÉLES Zsuzsanna egyetemi tanár, dékán (SOE LKK) 

 
 

Tudományos Bizottság: 
 
elnök:   Prof. Dr. OBÁDOVICS Csilla PhD egyetemi tanár, Doktori Iskola-vezető (SOE LKK) 

társelnök:  Dr. habil. TÓTH Balázs István PhD egyetemi docens, igazgató (SOE LKK) 

tagok:   Prof. Dr. FÁBIÁN Attila PhD egyetemi tanár (SOE LKK), rektor (SOE) 

Prof. Dr. SZÉKELY Csaba DSc professor emeritus (SOE LKK) 

Prof. Dr. KULCSÁR László CSc professor emeritus (SOE LKK) 

Prof. Dr. SZALAY László DSc egyetemi tanár (SOE LKK) 

Prof. Dr. Clemens JÄGER PhD egyetemi tanár, dékán (FOM) 

Dr. habil. BARANYI Aranka PhD egyetemi docens (SOE LKK) 

Dr. habil. POGÁTSA Zoltán PhD egyetemi docens (SOE LKK) 

Dr. habil. SZABÓ Zoltán PhD egyetemi docens (SOE LKK) 

Dr. habil. PAPP-VÁRY Árpád Ferenc PhD tudományos főmunkatárs (SOE LKK) 

Dr. Rudolf KUCHARČÍK PhD egyetemi docens, dékán (EUBA FIR) 

 

Szervező Bizottság: 
 
elnök:   Dr. RESPERGER Richárd PhD adjunktus (SOE LKK) 

tagok:   Dr. KERESZTES Gábor PhD egyetemi docens, dékánhelyettes (SOE LKK) 

Dr. habil. Eva JANČÍKOVÁ PhD egyetemi docens (EUBA FIR) 

Dr. habil. KOLOSZÁR László PhD egyetemi docens, intézetigazgató (SOE LKK) 

Dr. HOSCHEK Mónika PhD egyetemi docens, intézetigazgató (SOE LKK) 

PAPPNÉ Dr. VANCSÓ Judit PhD egyetemi docens, intézetigazgató (SOE LKK) 

Dr. SZÓKA Károly PhD egyetemi docens (SOE LKK) 

titkár:   NEMÉNY Dorka Virág kutatási asszisztens (SOE LKK) 

  



5 

ORGANIZERS 
  

University of Sopron Alexandre Lamfalussy Faculty of Economics (SOE LKK), 
For the Higher Education in Sopron Foundation 

 
Conference Chairperson: Prof. Dr. Zsuzsanna SZÉLES PhD Professor, Dean (SOE LKK) 

 
 

Scientific Committee: 
 
Chair:   Prof. Dr. Csilla OBÁDOVICS PhD Professor, Head of Doctoral School (SOE LKK) 

Co-Chair:  Dr. habil. Balázs István TÓTH PhD Associate Professor, Director (SOE LKK) 

Members:  Prof. Dr. Attila FÁBIÁN PhD Professor (SOE LKK), Rector (SOE) 

Prof. Dr. Csaba SZÉKELY DSc Professor Emeritus (SOE LKK) 

Prof. Dr. László KULCSÁR CSc Professor Emeritus (SOE LKK) 

Prof. Dr. László SZALAY DSc Professor (SOE LKK) 

Prof. Dr. Clemens JÄGER PhD Professor, Dean (FOM) 

Dr. habil. Aranka BARANYI PhD Associate Professor (SOE LKK) 

Dr. habil. Zoltán POGÁTSA PhD Associate Professor (SOE LKK) 

Dr. habil. Zoltán SZABÓ PhD Associate Professor (SOE LKK) 

Dr. habil. Árpád Ferenc PAPP-VÁRY PhD Senior Research Fellow (SOE LKK) 

Dr. Rudolf KUCHARČÍK PhD Associate Professor, Dean (EUBA FIR) 

 

Organizing Committee: 
 
Chair:   Dr. Richárd RESPERGER PhD Assistant Professor (SOE LKK) 

Members:  Dr. Gábor KERESZTES PhD Associate Professor, Vice Dean (SOE LKK) 

Dr. habil. Eva JANČÍKOVÁ PhD Associate Professor (EUBA FIR) 

Dr. habil. László KOLOSZÁR PhD Associate Professor, Director of Institute (SOE LKK) 

Dr. Mónika HOSCHEK PhD Associate Professor, Director of Institute (SOE LKK) 

Dr. Judit PAPPNÉ VANCSÓ PhD Associate Professor, Director of Institute (SOE LKK) 

Dr. Károly SZÓKA PhD Associate Professor (SOE LKK) 

Secretary:  Dorka Virág NEMÉNY Research Assistant (SOE LKK) 

  



6 

TARTALOMJEGYZÉK / CONTENTS 
 

Plenáris szekció 

Plenary Session 

How to Make European Integration Fair and Sustainable?  

István P. SZÉKELY  ................................................................................................................ 13 

 

1. szekció: Fenntartható gazdálkodás és menedzsment, körforgásos gazdaság 

Session 1: Sustainable Economy and Management, Circular Economy 

A zöld ellátási láncok aktuális kérdései - Kritikai szakirodalmi összefoglalás 

PIRICZ Noémi  ........................................................................................................................ 27 

 

Well-being - kulcs a fenntartható működéshez 

KÓPHÁZI Andrea – KOVÁCSNÉ LACZKÓ Éva Mária  ........................................................ 36 

 

Szervezeti kultúra és fenntarthatóság 

KOVÁCSNÉ LACZKÓ Éva Mária  ......................................................................................... 48 

 

Az új mexikói kvótakereskedelmi rendszer és erdészeti vonatkozásai 

KIRÁLY Éva – BOROVICS Attila  .......................................................................................... 61 

 

A designesztétika gazdasági megközelítésének lehetőségei 

REMÉNYI Andrea – ZALAVÁRI József  ................................................................................. 76 

 

A körforgásos üzleti modellek a vállalati gyakorlatokban 

KRIZA Máté  ............................................................................................................................ 98 

 

2. szekció: Társadalmi kihívások és társadalmi innovációk a fenntartható fejlődésben 

Session 2: Social Challenges and Innovations in Sustainable Development 

Társadalmi kihívások a divatipari fogyasztás terén 

VIZI Noémi  ........................................................................................................................... 119 

 

Klímaszorongás jelenléte az X, Y és Z generáció életében 

SZEBERÉNYI András  ........................................................................................................... 128 

 

Közelségi torzítás – a home office egyik kihívása 

IONESCU Astrid  .................................................................................................................. 147 

 

Megérti-e a választ, ha megkérdezi kezelőorvosát, gyógyszerészét? Az egészségműveltség 

mérésének aktuális kérdései Magyarországon 

PORZSOLT Péter  ................................................................................................................. 154 

 

A digitális egészségügyi ellátás, mint innováció mérési lehetőségei 

KOVÁCS Erika  ..................................................................................................................... 168 

 



7 

3. szekció: Fenntartható pénzügyek és számvitel 

Session 3: Sustainable Finance and Accounting 

A közösségi költségvetési számvitel koncepciója és dilemmái 

SISA Krisztina A. – SIKLÓSI Ágnes – VERESS Attila – DENICH Ervin  ............................ 181 

 

Az iszlám banki számvitel digitalizációjának elméleti és filozófiai megközelítése 

CSEH Balázs  ........................................................................................................................ 193 

 

A vállalkozások csődkockázatának és a kötvényminősítések együttmozgása 

SZÁNTÓ Tünde Katalin  ....................................................................................................... 202 

 

A globális minimumadó következményei és megvalósíthatósága a multinacionális 

vállalatok számára 

MATTIASSICH Enikő – SZÓKA Károly  .............................................................................. 211 

 

4. szekció: Fenntartható turizmus és marketing 

Session 4: Sustainable Tourism and Marketing 

A fenntartható turizmus: valóság vagy átverés? 

PALANCSA Attila  ................................................................................................................. 221 

 

Metamarketing: fenntartható innovációk a valós és virtuális lehetőségek imperatív 

szimbiózisa mentén 

REMÉNYI Andrea   ............................................................................................................... 237 

 

A fennmaradás és fenntarthatóság aspektusainak vizsgálata a szálláshely-szolgáltatással 

foglalkozó KKV-szektorban rendkívüli helyzetek idején 

VARGYAS Daniella – KERESZTES Gábor  .......................................................................... 261 

 

Tudatosság és fenntarthatóság a nyaralás alatt is 

MÉSZÁROS Katalin – HOSCHEK Mónika – Németh Nikoletta  ......................................... 270 

 

A soproni egyetemisták külföldi tervei  

OBÁDOVICS Csilla – RUFF Tamás  ................................................................................... 283 

 

Country Branding of the Hashemite Kingdom of Jordan  

Mohammad Hani KHLEFAT  ............................................................................................... 295 

 

Community-Based Tourism in Southeast Asia 

Thi Thuy Sinh TRAN – Nikoletta NÉMETH – Md. Sadrul Islam SARKER – Yuan ZHANG – 

NHAT ANH NGUYEN  .......................................................................................................... 309 

 

 

 

 

 

 

 



8 

5. szekció: Sustainable Finance and Accounting, Sustainable Development 

Session 5: Sustainable Finance and Accounting, Sustainable Development 

Stakeholder Engagement in the Development of the Sustainability Reporting Standards 

of the Global Reporting Initiative (GRI) and of the International Sustainability 

Standards Board (ISSB) 

Alina ALEXENKO  ................................................................................................................ 329 

 

The IFRS and the Financial Accounting System in Algeria: A Literature Review 

Asma MECHTA – Zsuzsanna SZÉLES – Ágnes SIKLÓSI .................................................... 342 

 

Potential Effects of Industry 4.0 Technologies on Environmental Sustainability  - A 

Systematic Literature Review 

Mohamed EL MERROUN  .................................................................................................... 351 

 

The Use of Geothermal Energy for Sustainable Development and Economic Prosperity 

Nadjat KOUKI – Andrea VITYI  ........................................................................................... 365 

 

6. szekció: Sustainability Transformation and Circular Economy 

Session 6: Sustainability Transformation and Circular Economy 

A fenntarthatóság, a társadalmi szerepvállalás és a felelős vállalatirányítás 

szabályozásának szerepe a vállalati innovációban 

BARTÓK István János  .......................................................................................................... 381 

 

Circular Economy Research Ttrends in the Textile and Apparel Industry: 

A Bibliometric Analysis 

Md. Sadrul Islam SARKER – Thi Thuy Sinh TRAN – István János BARTÓK   .................... 389 

 

The Historical Evolution of Employee Idea Management: A Comprehensive Review 

Viktória ANGYAL  ............................................................................................................... 405 

 

7. szekció: Sustainable Economy and Management 

Session 7: Sustainable Economy and Management 

Bewältigungsstrategien eines nachhaltigen Managements von Organisationen innerhalb 

einer VUCA-Umwelt: Eine systematische Literaturrecherche 

Mike WEISS  .......................................................................................................................... 421 

 

Influences of Autonomous Vehicles on Sustainability: A Systematic Literature Review 

Phillipp NOLL – Zoltán SZABÓ ........................................................................................... 436 

 

Trends in Sustainable Leadership 

Roland SEESE – Katalin DIÓSSI  ......................................................................................... 452 

 

Recruiting for Resilience: An Economic Approach to Mitigate Candidate Ghosting 

Laureana Anna Erika TEICHERT  ....................................................................................... 460 

 



9 

Führung auf Distanz - Herausforderungen für Führungskräfte durch die Nutzung von 

Home-Office 

Norbert KLEIN  ..................................................................................................................... 473 

 

A Generative AI and Neural Network Approach to Sustainable Digital Transformation:  

A Focus on Medical and Marketing Sectors 

Alexander Maximilian RÖSER – Cedric BARTELT  ............................................................ 483 

 

Allgemeine Alterswahrnehmung bei StudentInnen in den österreichischen und 

ungarischen Grenzregionen 

Dorottya PAKAI – Csilla OBÁDOVICS  ............................................................................. 498 

 

8. szekció: Társadalmi kihívások és társadalmi innovációk a fenntartható fejlődésben 

Session 8: Social Challenges and Innovations in Sustainable Development 

Fenntartható olvasás a digitális korban 

MOLNÁR Csilla  ................................................................................................................... 509 

 

Okos és fenntartható városfejlesztés felelősségteljes digitális innovációval 

GYULAI Tamás – NAGY Marianna  ..................................................................................... 518 

 

A coaching szerepe a vezetőfejlesztésben 

KÓPHÁZI Andrea – Éva LÖWE  .......................................................................................... 535 

 

9. szekció: Fenntartható gazdálkodás és menedzsment 

Session 9: Sustainable Economy and Management 

A szolgáltatók szerepe és felelőssége a desztinációk fenntartható turizmusának 

megteremtésében, illetve kialakításában: Szisztematikus irodalmi áttekintés 

TEVELY Titanilla Virág – BEHRINGER Zsuzsanna  ........................................................... 548 

 

Bükfürdő imázsának élménymarketing alapú vizsgálata 

HORVÁTH Kornélia Zsanett  ................................................................................................ 563 

 

A public relations (PR) tevékenység határai és viszonya a marketinghez - Egy PR 

szakemberek körében végzett kvantitatív kutatás eredményei 

KÁROLY Róbert – LUKÁCS Rita – PAPP-VÁRY Árpád Ferenc  ......................................... 572 

 

Márkázott szuperhősök: Hogyan formálják a különböző termék- és szolgáltatásmárkák 

Amerika kapitány és Vasember karakterét a Marvel filmekben? 

PAPP-VÁRY Árpád Ferenc – RÖNKY Áron  ........................................................................ 591 

 

Sztármárka-építés hosszú távon: Cristiano Ronaldo és CR7 márkájának megítélése – 

Egy kvalitatív kutatás tapasztalatai 

KORIM Dorina – PAPP-VÁRY Árpád Ferenc  ..................................................................... 609 

 

 

 



10 

10. szekció: Sustainable Economy and Management I. 

Session 10: Sustainable Economy and Management I. 

The Role of Mountain Tourism Activities and Facilities on Domestic Tourism 

Consumption in Tourism Destinations 

Deborah KANGAI – Eliyas Ebrahim AMAN – Árpád Ferenc PAPP-VÁRY – Viktória SZENTE 

 ............................................................................................................................................... 624 

 

Sustainable Project Management 

Attila LEGOZA  ..................................................................................................................... 633 

 

The Effect of Sustainability Development Using the Example of Green Washing 

Dijana VUKOVIĆ – Tanja UNTERSWEG  ........................................................................... 641 

 

Sustainable Strategies in Case of Start-Up Enterprises 

Peter IMRICSKO  .................................................................................................................. 654 

 

Sustainable Strategic Management at Multinational Companies 

Peter IMRICSKO ................................................................................................................... 663 

 

The EU as a “Leadiator” in Climate Governance - a Successful Soft Power Instrument? 

An Analysis with a Focus on Sustainable Mobility 

Sarah DIEHL  ........................................................................................................................ 674 

 

Az irodatér komfortjának vizsgálata a munkavállalók szempontjából – Út a jövő 

optimális irodája felé 

GROZDICS Anett Tímea – BORSOS Ágnes  ......................................................................... 684 

 

Mögliche Auswirkungen von CSRD & ESRS auf die digitale Wirtschaft und der 

Fertigungsindustrie in Deutschland: aus der Perspektive der Industrieperformance und 

der nachhaltigen Entwicklung 

Mohammad Reza ROBATIAN  .............................................................................................. 696 

 

11. szekció: Sustainable Economy and Management II. 

Session 11: Sustainable Economy and Management II. 

Sustainability and Climate Protection in Hospitals - Green Hospitals in the Future in 

Germany 

Patricia Carola MERTEN  .................................................................................................... 719 

 

Territoriality in Climate Adaptation? Space Interpretations of Different Disciplines and 

Fields and their Potential Utilization in the Examination of Climate Adaptation’s 

Territorial Aspects 

Attila SÜTŐ  .......................................................................................................................... 727 

 

Sustainable Unity in the European Insurance Market: Calculating Personal Injury 

Claims (From Experience to Methodology) 

Zsolt Szabolcs EKE  .............................................................................................................. 745 

 



11 

12. szekció: Poszter szekció 

Session 12: Poster Session 

A dendromassza-hasznosítás, mint megújuló természeti erőforrás szerepe a 

fenntartható, körkörös gazdaságban 

SZAKÁLOSNÉ MÁTYÁS Katalin  ......................................................................................... 755 

 

Az I szektor karbonhatékonyságának vizsgálata Magyarországon 

KOVÁCSNÉ SZÉKELY Ilona – MAGYAR Norbert – JAKUSCHNÉ KOCSIS Tímea  .......... 761 

 

A visegrádi országok egészségügyi reformjainak és intézkedéseinek összehasonlítása 

VITÉZ-DURGULA Judit – SÓTONYI Tamás Péter  ............................................................. 766 

 

A márkaépítés hatása a fogyasztói lojalitásra a Magyar Telekom esetében 

TAKÁTS Alexandra – SZÁSZ Zsombor Levente  ................................................................... 780 

 

Examining the Impact of Certain Factors on the Delivery Time of a Manufacturing 

Firm Using Data Science Methods 

Zsolt TÓTH – József GARAB  ............................................................................................... 800 

 

Artificial Intelligence with an Economic Growth Perspective 

Fırat ŞAHIN  ......................................................................................................................... 809 

 

  



641 

DOI: 10.35511/978-963-334-499-6-Vukovic-Untersweg 

 

The Effect of Sustainability Development Using the Example of Green Washing 
 

Dr. Dijana VUKOVIĆ 

Associate Professor 

University of the North, Varaždin, Croatia 

dvukovic@unin.hr 

 

Tanja UNTERSWEG 

PhD Student 

University of Applied Sciences Burgenland Eisenstadt, Austria 

tanja.untersweg@gmx.at 

 

Abstract: 

The aspect of sustainability in order to preserve the planet for future generations is becoming 

increasingly important. Products are manufactured in different parts of the world with differing 

laws and regulations and are also transported across the globe. Corporations are trying to create 

a sustainable and ecological image. This can attract consumers who attach importance to eco-

logical or C02-neutral production, for example. As a result, there are a large number of logos 

that consumers often cannot really see behind. There are no clear legal boundaries for many 

terms such as ecological or organic and for many regional terms and logos. In order to follow 

the current trend, to attract stakeholders and to have an advantage over the competition, com-

panies are following the trend of green marketing. The paper compares official regulations with 

current greenwashing drivers. The main objective of the paper is to examine the effect of green-

washing on consumers and their decisions. 

 

Keywords: greenwashing, regulations, influencing factors 

JEL Codes: D91, M31, Q50 

 

1. Introduction 

 

There is a fine line between increasing profits and sustainable behavior, which is why more and 

more companies are trying to create a green image (Yang et al., 2020). 

The term greenwashing goes back to an activist named Jay Westerveld in 1986. The term 

was used in connection with practices in the hotel industry. Jay Westerveld criticized hotels 

saving on towels was not for environmental reasons, but to make a profit for the hotels 

(Motavalli, 2016). According the Cambridge dictionary the term “greenwash” means to make 

people believe that your company is doing more to protect the environment than it really is 

(Cambridge Dictionary, n.d.). 

Since the Friday's for Future movement and Greta Thunberg, climate targets and saving 

the environment have become a major focus of society. Even over 40 percent of companies see 

environmental sustainability as part of their corporate philosophy, when it comes to implemen-

tation only 25 percent are doing more for the environment than is already above the legal norm. 

Customers are also making their purchasing decisions increasingly dependent on the environ-

mental awareness of companies. As the demand for "green" products continues to rise, it is also 

becoming increasingly important for companies to invest in environmental sustainability. How-

ever, it is not only the interest in sustainable products that has increased in recent years, but also 

the willingness of consumers to pay a significantly higher price for them. According to a study 

https://doi.org/10.35511/978-963-334-499-6-Vukovic-Untersweg
mailto:dvukovic@unin.hr
mailto:tanja.untersweg@gmx.at
https://dictionary.cambridge.org/dictionary/english/people
https://dictionary.cambridge.org/dictionary/english/believe
https://dictionary.cambridge.org/dictionary/english/your
https://dictionary.cambridge.org/dictionary/english/protect
https://dictionary.cambridge.org/dictionary/english/environment
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conducted in 2019, a third of respondents were prepared to pay a higher price for environmen-

tally conscious products. An even more recent study from 2023 shows that in times of green-

washing and growing environmental awareness, consumers are also increasingly skeptical 

about sustainability promises. A study conducted in a total of 18 countries found that 68% of 

respondents from France were the most skeptical about sustainability promises. Among re-

spondents from Germany, 63% stated that they were skeptical about sustainability promises 

(YouGov, 2024). 

Another winner of increasing environmental awareness is the tech industry. Energy effi-

ciency and sustainable mobility are forecast to see double-digit growth (Statista, 2020). Green 

marketing is an instrument for companies to build a green brand image and to attract consumers. 

However, green marketing also has its critics, especially NGOs trying to point out incorrect 

marketing practices and protect consumers from false promises (Aggarwal & Kadyan, 2014). 

Greenwashing can be found in all areas and sectors. Banks can also be targeted. In 2023, a 

subsidiary of Deutsche Bank had to pay a fine of 25 million dollars because sustainable invest-

ments were not as green as they had promised. This clearly demonstrated that greenwashing is 

not a minor, harmless offense (Bayona, 2024). 

 

2. Literature review 

 

2.1. Greenwashing Drivers 

 

Companies that have a poor environmental performance but try to improve it through positive 

communication are engaging in greenwashing. As soon as this misrepresentation comes to light, 

it can damage the trust of consumers and other stakeholders. However, it is not only consumer 

confidence that is affected by greenwashing. The following figure should provide an overview 

of the factors that influence greenwashing. It is important to first understand the influencing 

factors in order to subsequently implement actions and steps to decrease greenwashing (Delmas 

& Burbano, 2011). 
 

 

Figure 1: Drivers of Greenwashing 

Source: Delmas & Burbano (2011) 
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Nonmarket External Drivers 
The area of green marketing is currently not very strongly determined by regulations. For this 

reason, it is often not so easy for the consumer to recognize greenwashing and the consumer 

must consciously search for it himself in order to determine greenwashing (Change plastic for 

good, n.d.). 

NGO have the power to identify and communicate which companies are bad environmen-

tal performers. This role of NGOs as educators is particularly important in areas or countries 

where there are few legal requirements to protect against greenwashing. An article by Lyon & 

Montgomery (2013) has seen the role of information technologies, especially social media, as 

having great potential in the fight against greenwashing, especially among young consumers. 

However, the article also describes a necessity between old and new media, as in crises social 

media users often resort to ordinary newspapers rather than relying solely on social media. 

NGOs such as Greenpeace have also launched some important media campaigns using both 

social media and traditional communication channels (Lyon & Montgomery, 2013). 

Another study also looked at government regulations and public demand as a means of 

combating greenwashing. It was found that political concepts that call for transparency on the 

part of companies are not sufficient to motivate companies to make deeper commitments with 

regard to environmental requirements. Measures such as monitoring and regulations in envi-

ronmental policy (Kolcava, 2023). 

 

Market External Drivers 

The market factors include the needs of customers, investors and, of course, pressure from 

competitors. As the pressure on companies often comes from several sides because customers 

want environmentally friendly products, but investors focus on the company's figures, compa-

nies tend towards greenwashing. Competition is also responsible for why companies with a less 

environmentally friendly image like to present themselves greener than they actually are. Be-

cause there are often few regulations, customers cannot rely on products being as environmen-

tally friendly as they appear. But investors also have problems with socially responsible invest-

ing if there is little guidance and information available (Delmas & Burbano, 2011). 

 

Organizational Drivers 

The organizational drivers include the size of the company and the sector in which it operates. 

In the case of consumer products, for example, the pressure to be environmentally friendly is 

greater than is the case with non-consumer products or service firms. In terms of company size, 

large companies and well-known brands attract more interest and are more in the focus of ac-

tivists and NGOs. However, industries that generally do not have a good image with regard to 

the environment, such as the oil industry, are often accused of greenwashing (Delmas & 

Burbano, 2011). 

 

Psychological Drivers  

There are various approaches in psychology. Optimistic bias, for example, describes the over-

estimation of positive events and the underestimation of negative events. Decision-makers can 

overestimate the positive chances of success of greenwashing, such as an increase in sustaina-

bility or the incentive of investors interested in sustainability. The reverse side of underestimat-

ing the negative effects of greenwashing in the form of a legal action or a negative image can 

lead to a damage for the company. Another factor can be dynamic inconsistency, which can 

lead to greenwashing if there is a discrepancy between the company's long-term environmental 

goals in the past and environmental sustainability in the present (Delmas & Burbano, 2011). If 

greenwashing is experienced by customers during shopping, the perception of risk leads 54.7% 
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of consumers not to make a repeat purchase and the perception of confusion leads 63.4% of 

consumers not to make a repeat purchase (Kolcava, 2023). 

 

2.2. Impact of greenwashing on the economy 

 

However, greenwashing does not always only have an impact on consumers or benefit compa-

nies, the economy itself can also suffer from the practice of greenwashing. If greenwashing 

leads to a loss of consumer confidence, it can also affect the economy in general. Greenwashing 

can distort competition and unfair competition can harm environmentally conscious companies. 

Investors can also be misled or confused by greenwashing practices, which can also hinder the 

path to a more sustainable economy. A more sustainable economy that is also committed to the 

climate and resources will not be achieved.  

On the one hand, it creates unfair competition and, on the other, it also hinders sustainable 

technologies and new changes of direction for the economy, as companies market themselves 

as green companies even without any real sustainable content or innovations.  

This can hinder sustainable technologies and practices. Greenwashing can hinder sustainable 

innovation by allowing companies to perceive environmental benefits without making signifi-

cant changes. Thus, there are far more losers than just the consumer, resulting in massive dis-

advantages for the environment and humanity (Yoganandham, 2024). 

Another important aspect that very few studies have investigated to date is the impact of 

greenwashing within the company and on its employees. Employees are the first to notice a 

discrepancy between the green part of the company that is communicated and the strategies that 

are actually implemented. The employee factor can also be dangerous for the company, as em-

ployees communicate their perceptions to the outside world and can be perceived as credible 

sources by other interest groups due to their direct connection to the company. It was also found 

that employees with a higher level of education in the area of the environment are more willing 

to leave the company in the event of greenwashing (Robertson et al., 2023). 

 

2.3. Regulations to Prevent Greenwashing 

 

Companies such as Ryanair advertise with slogans such as "Europe's cleanest and greenest air-

line". The airline's climate targets and efficiency are particularly emphasized, as are voluntary 

climate programs. Greenpeace takes a completely different view, describing in a document from 

2023 that air traffic has been the fastest growing source of greenhouse gases in the EU in recent 

decades. Even though greenhouse gases in Europe have decreased by 30% since the 1990s, 

greenhouse gases from aviation have doubled in the same period. In the period before the corona 

pandemic, i.e. in 2018, air traffic was also the largest source of CO2 according to Greenpeace 

(Greenpeace, 2022). 

Greenpeace has commissioned research to examine the European aviation industry's 

sense of responsibility in the areas of environmental, social and corporate governance. The fo-

cus was particularly on climate friendliness and if airlines already advertise their environmental 

friendliness, the study found that there is a lot to do for European airlines to become more 

environmentally friendly. Only 39.2% of the average rating was achieved in the area of climate, 

while the focus on dividends was twice as high. The following graphic shows an excerpt from 

the study commissioned by Greenpeace and is intended to show the values achieved by the 

airlines as already described (Greenpeace, 2022). 
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Figure 2: Evaluation of European airlines (commissioned by Greenpeace) 

Source: Greenpeace (2022) 

 

The airline Ryanair was already sued by the British Advertising Standards Authority in 

2020 and another advertising campaign in which Ryanair advertised itself as "Europe's airline 

with the lowest fares" was banned. According to the British authority, the airline's advertising 

was misleading (Greenpeace, 2022). 

Based on these studies, such as those by Greenpeace, the question naturally arises as to 

who is responsible for regulations against greenwashing? 

A study from 2019 looked at the issue of whether government regulations prevent green-

washing. The study came to the conclusion that regulations to control greenwashing are effec-

tive and also promote the development of sustainable innovations. An important aspect here is 

also the level of government penalties, as these should be higher than the benefit that a company 

can generate from greenwashing. The study came to the conclusion that state penalties are an 

essential means of combating greenwashing (Sun & Zhang, 2019). 

A study from 2019 looked at the issue of whether government regulations prevent green-

washing. The study came to the conclusion that regulations to control greenwashing are effec-

tive and also promote the development of sustainable innovations. An important aspect here is 

also the level of government penalties, as these should be higher than the benefit that a company 

can generate from greenwashing. The study came to the conclusion that state penalties are an 

essential means of combating greenwashing (Yang et al., 2020). 

A study conducted in Europe found that 42% of all claims made as environmentally 

friendly turned out to be false or misleading, clearly pointing in the direction of greenwashing. 

Punishment through legal regulations is one thing, but companies also see themselves punished 

by the customer. Companies that are associated with greenwashing damage their reputation and 

their products and services are consequently perceived differently by customers. Companies 

are better advised to implement their plans in order to be seen as credible (Ioannou et al., 2022). 

The European Union has spoken out against greenwashing in favour of a new legislative pro-

posal to ban misleading marketing tricks. Sustainability features should only be permitted if 

they have been correctly certified. Products may also no longer be presented as repairable if 

this is not possible and sustainability labels will also be subject to greater scrutiny. As 60% of 
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European consumers know little about legal guarantees, this new law can ensure greater under-

standing and also show which products have an extended guarantee and are therefore more 

durable. The final vote should take place in January 2024 (European Parliament, 2023). 

In addition to laws, consumers also have the option of having a greenwashing check car-

ried out by the VKI (Association for Consumer Protection) in Austria. Companies/products/ser-

vices can be reported and the association will check the respective facts. This means that any 

doubts can be dispelled or confirmed and companies also have the opportunity to make a state-

ment (VKI Konsument, 2021). 

 

3. Methodology 

 

The article is based on a scientific literature review as well as empirical research to provide a 

deeper insight in the topic of greenwashing.  

The literature review had the intention to investigate in the drivers of greenwashing and 

to allow a view on the regulation of greenwashing. The survey was conducted by means of a 

questionnaire and consisted of 19 questions and was divided into three parts. The first part of 

the survey related to the demographic characteristics of the respondents, where the respondents' 

gender, age, level of education, work status, and monthly net income were examined. The sec-

ond part of the survey contained questions related to the respondents' environmental awareness 

and their contribution to environmental protection. One of the questions was asked in the form 

of a Likert scale in order to determine the level of environmental awareness among respondents 

based on the frequency of application of environmentally responsible procedures. The Likert 

scale was based on values from 1 to 5, with a value of "1" indicating "never" and a value of "5" 

indicating "always." The third part of the survey refers to the examination of familiarity and 

attitudes towards greenwashing. In addition to the subjective questions, this part also provides 

the definition of greenwashing according to the Lexicon of Sustainable Development. In this 

part, a question in the form of a Likert scale was also asked in order to determine a negative, 

neutral, or positive attitude towards greenwashing through the mentioned claims about green-

washing. The Likert scale was also based on values from 1 to 5, with a value of "1" indicating 

"strongly disagree" and a value of "5" indicating "strongly agree". 

The following research questions have been defined: 

 H1: The experience that consumers have already had with greenwashing influences their 

attitude towards greenwashing. 

 H2: As soon as customers know that a product or service is affected by greenwashing, 

they refrain from buying it. 

 

4. Results 

 

In the review of the literature, the current scientific and professional knowledge is presented, 

while this chapter is focused on the implementation of empirical research and the interpretation 

of the obtained results. The main goal of the research was to determine the environmental 

awareness and attitudes of consumers towards greenwashing in the Republic of Croatia. Fur-

thermore, the aim of the research is to determine to what extent consumers in the Republic of 

Croatia know the legal regulations regarding "green washing." In the rest of the chapter, the 

research methodology used is explained, the results obtained from the research are presented 

and interpreted, and its limitations and recommendations for further research are given. 

For the purposes of the research, primary data were collected using a survey as a measuring 

instrument, where the target population consisted of adult citizens of the Republic of Croatia. 

Sampling was carried out using the snowball method, which is based on "targeted selection of 

a narrow circle of people who then spread the sample, directing the researcher to other people 
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he could question" (Milas, 2005:413). The snowball method provides a non-probabilistic sam-

ple in which participants are not randomly selected but are selected based on their connections 

with existing participants. Some of the advantages of this method are simplicity, economy, 

speed of data collection, and easier access to hard-to-reach populations (Milas, 2005). On the 

other hand, the disadvantages are manifested in participant selection bias, lack of representa-

tiveness, limitation of diversity within the sample, and difficult estimation of error (Etikan et 

al., 2016). This method was chosen primarily because of the simplicity it offers when selecting 

participants, because it is economical, and because it enables a quick way of collecting partici-

pant responses. 

We published the questionnaire under the title "Ecomanipulation, nature protection, or 

the last marketing trick" in order not to influence the opinion of respondents who are familiar 

with the term greenwashing and the negative meaning of the term. The questionnaire explained 

the terms used in the survey to the respondents. The meaning of "conditions of new purchase" 

is explained as the practice of giving a discount in return for the return of packaging instead of 

paying money, which is prescribed by the Ordinance on Packaging and Packaging Waste. In 

addition to the definition of conditions for a new purchase, the questionnaire explained what 

includes socially responsible business in the trade segment and how much knowledge of legal 

regulations is necessary for the implementation of real socially responsible business and envi-

ronmental protection. Socially responsible business in the commercial sector is expressed 

through activities such as ecologically favorable, i.e., green products in the assortment, dona-

tions to the local community, donations to the needy, humanitarian actions, business with local 

OPGs, etc. Due to transparency and the desire to inform respondents about the topic of the 

survey questionnaire, at the end of the questionnaire, the concepts of what greenwashing is and 

why conditioning a new purchase is an example of greenwashing are explained. After reading 

the explanation, the respondents were not allowed to correct the already-completed question-

naire. The research was conducted on 253 respondents. 

 

Table 1: Socio-demographic structure of respondents 

Variable Number of respondents Percentage 

Sex   

Male 91 36% 

Female 162 64%  

Total 253 100%  

Age of the respondents   

to 25 year 32 12,6% 

26 – 35 57 22,5% 

36 – 45 92 36,4% 

46 – 55 38 15,0% 

56 – 65 26  10,3% 

more than 66 years 8  3,2% 

Total 253 100% 

Source: Own research (2023) 

 

Table 1 shows the basic characteristics of the respondents. Regarding gender, there are 

162 (64%) women and 91 (36%) men. The majority of respondents are aged 36-45, 92 of them 

(36.4%), 32 (12.6%) under 25, 57 (22.5%) between 26-35, 38 (15%) respondents are aged 46-

55, 26 (10.3%) respondents are 56-65 years old, while 8 (3.2%) respondents are over 66 years 

old. 
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Table 2: Level of education of respondents 

Variable Number of 

respondents 

Percentage 

Education level   

Completed elementary school 10 3,9% 

High school education 80 31,6% 

Higher professional education / Bachelor's degree 68 26,9% 

Higher vocational education/ Master of profession 87 34,4% 

Doctoral studies 8  3,2% 

Total 253 100% 

Source: Own research (2023) 

 

Table 2 shows the level of education, 87 (34.4%) of the respondents have a higher pro-

fessional degree/master's degree, 80 (31.6%) have a secondary professional degree, while 68 

(26.9%) have a higher professional degree/bachelor's degree. The least number of respondents, 

8 (3.2 %) have a doctoral degree, and only 10 (3.9 %) have completed elementary school. 

 

Table 3: Distribution of respondents according to type of employment 

Variable Number of respondents Percentage 

Employment   

Disciple 11 4,3% 

Student 16 6,3% 

Employed person 174  68,8% 

An unemployed person 18  7,1% 

A pensioner 22 8,7% 

Own OPG 1 0,4% 

Artisan 9 3,6% 

Else 2 0,8% 

Total 253 100% 

Source: own research (2023)  

 

From Table 3, it can be seen that the majority, 174 (68.8%), are employed persons, 22 

(8.7%) are retired, 16 (6.3%) are students, and 11 (4.3%) are students. while there are a smaller 

number of respondents with their own OPG, craftsmen, or respondents with some other em-

ployment. 

 

Table 4: Distribution of respondents according to the number of household members 

Variable Number of respondents Percentage 

Household members   

from 1 to 3 people 124 49,0% 

4 – 7 persons 125 49,4% 

8 and more people 4 1,6% 

Total 253 100% 

Source: Own research (2023)  
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Table 4 indicates the number of household members, 125 (49.4%) respondents live in a 

household with 4–7 people, 124 (49%) with 1-3 people, and only 4 (1.6%) respondents state 

that they live in a joint household with 8 or more people. 

 

Table 5: Measures of environment and dispersion, and internal reliability coefficient 

(Cronbach Alpha) of the scale on knowledge of legal regulations on the production and 

labelling of eco products 

 N 
Arithmetic 

middle 
SD 

Minimum –  

maximum 

Cronbach 

Alpha 

Assessment of knowledge of certain legal regulations  

and labels of eco products 

 

Knowledge of the concept of eco 

manipulation 
253 3,88  1,3 1 – 5 

0,861 

Recognition of vegan/bio/ 

eco/"cruelty free" labels 
253 3,21 1,4 1 – 5 

Recognition of legal regulations 

in the use of eco-labels 
253 3,05 1,4 1 – 5 

Advertising that is deliberately 

misleading 
253 3,21 1,4 1 – 5 

Sin of the hidden trade-off –  

refers to claims that a "green" 

product based on a set of 

attributes that in reality do not pay  

attention to the important ones 

environmental issues 

253 3,72 1,3 1 – 5 

Note: Ratings are given on a Likert scale from 1 - 5 (1: I am not familiar at all, 5: I am completely familiar) 
Source: Own research (2023) 

 

The respondents evaluated the ability to recognize eco-labels positively, which can be 

connected with their assessment of environmental information according to which they think 

they are informed, however, this should definitely be examined in more detail in further re-

search. The ability to recognize eco-labels is very important for consumers because the use of 

eco-labels is presented as a potential solution for recognizing the application of greenwashing. 

There is a visible lack of deviation in the number of answers to the questions offered, so it is 

possible to conclude that among the respondents there is a relatively even representation of 

those who are familiar with the term, those who are not sure and those who are not familiar 

with the term. 

Furthermore, the question "Have you ever given up buying a product or service because 

you found out that it was greenwashing?" was asked, to which more than half of the respondents 

answered that it was not safe - 56% of them. These data further emphasize the previously men-

tioned possible misunderstanding of the concept of greenwashing. Only 16% of respondents 

state with certainty that they gave up buying such products or services, while 28% of respond-

ents state that they did not give up after finding out that it was greenwashing. 
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Table 6: T test on respondents´attitudes about Greenwashing 

Knowledge of 

the term 

Greenwashing 

Have you 

encountered 

Greenwa-

shing? 

Number 

of the res-

pondents 

Arithmetic 

middle 

(standard 

deviation) 

Difference 

95% range 

reliability t (df) P* 

From To 

I am skeptical of environmental claims and do not believe they are always true. 

 No 80 3,33 (1,4) 
-0,808 -1,2 -0,5 

-4,5 

(121) 
<0,001 

 Yes 173 4,13 (1,1) 

Greenwashing is a serious problem that undermines genuine efforts to protect the environment. 

 No 80 2,19 (1,3) 
-0,986 -1,4 -0,6 

-5,3 

(251) 
<0,001 

 Yes 173 3,17 (1,4) 

If a certain company is found to be practicing greenwashing, I will boycott it. 

 No 80 2,21 (1,3) 
-0,840 -1,2 -0,5 

-4,5 

(251) 
<0,001 

 Yes 173 3,05 (1,4) 

Greenwashing is designed to manipulate consumers. 

 No 80 2,41 (1,3) 
-1,171 -1,5 -0,8 

-6,9 

(251) 
<0,001 

 Yes 173 3,58 (1,2) 

Companies that practice greenwashing are not honest with consumers and should be held account-

able. 

 No 80 3,46 (1,3) 
-0,376 -0,7 

-

0,05 

-2,2 

(251) 
0,026 

 Yea 173 3,84 (1,2) 

*Studentov t-test 

Source: Own research (2023) 

 

Using the Student's t test, we tested the existence of a difference in the assessment of 

knowledge of the term Greenwashing in relation to whether they encountered some form of 

Greenwashing in real life when purchasing a product. We set the significance level at α = 0.05. 

All probabilities (p) are lower than the level of significance, and we can say that there is a 

significant difference in the assessment of all forms of Greenwashing according to whether the 

respondents actually experienced Greenwashing. As we can see from Table 4, there are re-

spondents who recognize the form of Greenwashing, and have encountered it in some way. 

Those who have encountered some form of Greenwashing believe that "I am skeptical of eco-

logical claims and do not believe that they are always true" (t = -4.5, df=121; p < 0.001), Green-

washing is a serious problem that it diminishes genuine efforts to protect the environment. (t = 

-5.3, df=251; p < 0.001), If a certain company is found to be practicing greenwashing, I will 

boycott it. (t = -4.5, df=251; p < 0.001), Greenwashing is designed to manipulate consumers. (t 

= -6.9, df=251; p < 0.001). The highest score with the arithmetic mean score "I am skeptical of 

environmental claims and do not believe that they are always true." 4.13 (standard deviation 

1.1), and the lowest is "If a certain company is found to be practicing greenwashing, I will 

boycott it.", with an arithmetic mean score of 3.05 (standard deviation 1.04). 

While hypothesis 1 could be proven in the study, hypothesis 2 could not be proven as 

only 16% of respondents in the study had not purchased a product or service with the knowledge 

of greenwashing. 

Most people will condemn lying and deception. But when it comes to deception, they 

carry out organizations, there is indifference and acceptance of such practice. As we condemn 
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lies of other persons, we should also condemn greenwashing by which organizations deceive 

the public and stakeholders. 

The conducted research provided information on the level of environmental awareness 

and importance certain ecologically responsible procedures in the respondents. An insight into 

the attitudes towards greenwashing and the connection between the level of education and the 

level of environmental awareness was established attitudes towards greenwashing. Certain 

modifications of the research would provide new insights and more representative data. 

The recommendation for further research is to collect a larger number of responses so that 

the data is more accurate more representative. In doing so, it is important that all population 

groups are represented in equal proportion and that the method of conducting the test does not 

exclude them due to the impossibility of accessing it. From for this reason, it is necessary to 

use different channels and ways of distributing the survey, and if possibilities allow it, it is 

desirable to conduct field research. 

It would be desirable to conduct research with a deeper insight into the data, so its imple-

mentation is recommended qualitative research. Through such research, more about the factors 

could be determined consumer behaviour, and therefore more specifically what affects the level 

of environmental awareness and attitude towards greenwashing. Research with included re-

gional division would give an insight into the representativeness of the data collected data, and 

possible deviations by region would provide information on some other factors which influence 

the importance attached to environmental protection. Furthermore, conducting research is rec-

ommended which would determine the prevalence of greenwashing in the Republic of Croatia 

and the possibility his recognition among the Croatian population. 

 

5. Conclusion 

 

The topic of greenwashing has many facets, and there are also different influencing factors or 

drivers as described in this article. Although the central question of the article focuses on the 

impact of greenwashing on customers and their decisions, the article also tries to shed light on 

the topic from several angles in order to better understand this issue. In addition to drivers like 

investors, the corporate structure, the industry also psychological factors play an important role. 

There is therefore a broad spectrum of factors that have an influence on companies and their 

and their tendency towards greenwashing. But it is not only the lack of regulations, competition 

or investors that play a role in greenwashing, it also has a strong influence on other areas. The 

first thing that comes to mind is the consumer and the environment, which suffer from green-

washing, but the economy in general can also be negatively affected by greenwashing. Green-

washing has a negative impact on competition in the economy and is responsible for preventing 

the development of positive and more environmentally friendly technologies because it distorts 

competition. A suitable means of combating greenwashing would be stronger state intervention 

against greenwashing, and the European Union has already drafted a legislative proposal that 

speaks out against misleading marketing strategies. 

In addition to a better understanding of the issue and government regulations, a great deal 

of power also lies with consumers, who ultimately make their purchasing decisions. For this 

reason, this paper focuses on consumers and how their attitudes and purchasing behaviour 

change when they are confronted with greenwashing. 

The paper provides empirical evidence that consumers are not always sure about green-

washing. More than half of the study could not answer with certainty whether they had already 

refrained from buying products and services because they had been greenwashed. However, 

there is a significant difference in the assessment of greenwashing depending on whether the 
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respondents had already experienced greenwashing. Consumers who have experienced green-

washing are sceptical of environmental claims and do not always believe them to be true. Green-

washing is seen as a serious problem that opposes environmental protection efforts. 
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