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Abstract

This research paper focuses on the impact of greenwashing on customer behavior and brand loyalty of
H&M as perceived by French Generation Z. This is a relevant topic as it is one of the main issues today.
Moreover, studying this generation specifically is important as they are the current and future consumers.
To collect data from 18-29-year-old respondents belonging to Generation Z, a quantitative survey question-
naire was used. The survey questionnaire was in the form of a mono-method. The data was collected only
once for each respondent, so the time horizon was cross-sectional. The research approach chosen is deduc-
tive, and the philosophy is realism. The results reveal that not every concept used in the questionnaire has
a significant impact on brand loyalty. Only 3 hypotheses have been demonstrated as true on 9 hypotheses
asked. The desired self-identity has a positive significant effect on Customer engagement behavior. The sig-
nificance level is lower than <.0.001. Meanwhile, Green perceived value has a positive significant effect on
Customer engagement behavior. The significance level is lower than <.0.001 and we can observe that when
Green perceived value goes up of one unit, Customer engagement behavior goes up of about 0.362 units.
Desired self-identity has a positive significant direct effect on Brand loyalty. The significance level is lower
than 0.023 and we can observe that when Desired self-identity goes up of one unit, Brand loyalty goes up
of about 0.201 units as a direct effect of change in Desired self-identity.

It would be beneficial for future studies to gather information regarding the nationality of participants. This
would allow for a more thorough analysis and identification of potential regional differences.
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1 Introduction

At a time of growing environmental awareness and concern about climate change. We need to re-
duce carbon emissions, which have never been more promising on Earth. While actors around the
world are aware of the consequences of global warming, individuals, businesses, and governments
are being forced to take steps to mitigate the crisis ... Only one solution is possible, the common
effort for a specific purpose, reduce the global carbon footprint, to preserve our earth, our place
of life. The phenomenon of "green marketing" appeared as a solution, an important strategy in
this context. Green marketing encompasses various tactics used by companies to position them-
selves as environmentally friendly, socially responsible, and sustainable. By promoting environ-
mentally friendly practices, products and values, companies aim not only to gain market share, but
also to make different consumers understand their role for the land. This will serve to contribute,
in the long term, to the most important mission of our time, which is to reduce the carbon foot-
print. Greenwashing is a falsified practice of making people believe that a product or service is en-
vironmentally friendly when in reality it has no impact on the carbon footprint. This practice is
very bad for the honesty of other companies that are making real efforts to fight global warming.
H&M is a global fast fashion giant, counted among the largest brands in the industry, carried out a
greenwashing campaign to improve its image for consumers. This thesis aims to deepen the com-
plex relationship between greenwashing and consumer behavior towards this practice. The study
will be carried out mainly on French people who are part of the generation Z, this will aim to de-
termine to what extent greenwashing initiatives are perceived by consumers and what images do

they have of H&M and will they keep of H&M.

1.1 Background, motivation, and purpose

As a Generation Z individual, | feel more than concerned about carbon footprint, global warming
and climate issues. Our land is our place of life and that of our children and grandchildren, morally
| do not understand how we can live without worrying that our children will not be able to see a
polar bear. | discovered a passion for marketing more than 2 years ago. | like the idea of learning
to sell a product by having to face different issues such as the place of sale of the product with the

analysis of consumer behavior where we want to sell the product but also the web side that | find



very interesting and totally in agreement with time. My objective of this thesis will be to under-
stand the real impact of these practices on consumers, to understand their feelings about these

practices.

1.2 Research objectives, questions and approach

The study aims to achieve three primary goals: Assessing the influence of influencer traits,
including Desired self-identity, Green perceived value, and Altruistic value, on Brand loyalty.
Examining the function of Customer engagement behavior as a mediator between influencer
characteristics (Desired self-identity, Green perceived values, Altruistic value) and Brand loyalty.
Investigating the impact of Greenwashing as a moderator on the direct and indirect influence of
influencer characteristics (Desired self-identity, Green perceived values, Altruistic value) on Brand

loyalty.

Using multiple research questions enables the author to cover a broader area of this topic. Indeed,
the use of four research questions permits to cover the whole topic and understand it more pre-

cisely.

RQ1: How do influencer characteristics (Desired self-identity, Green perceived values, and

Altruistic value) affect Customer engagement behavior?

RQ2: How do influencer characteristics (Desired self-identity, Green perceived values and Altruistic

value) affect Brand loyalty?

RQ3: Is there a mediation effect of Customer engagement behavior in the relationship between
influencer characteristics (Desired self-identity, Green perceived values, Altruistic value) and Brand

loyalty?

RQ4: Is there an interaction between influencer characteristics (Desired self-identity, Green

perceived values, Altruistic value) and Greenwashing?



The last objective of the last research is to examine the impact of greenwashing on brand loyalty
among French Generation Z consumers of H&M, while considering their green and altruistic
values. How do Green values and altruistic value moderate the impact of greenwashing on brand
loyalty among French Generation Z consumers when considering H&M? This work will be carried
out through surveys including measures of green and altruistic values among Generation Z French
consumers. It will also be necessary to analyze these values that interact with greenwashing
perceptions to predict brand loyalty to H&M. To illustrate its results it will be necessary to use
statistical models such as graphs to determine the moderating effects of green and altruistic

values in this relationship.

According to the answers obtained by the questionnaire, several hypotheses are plausible and will

be demonstrated, or not in this thesis.

RH1: DSI has a positive effect on CEB.

RH2: GPV has a positive effect on CEB.

RH3: AV has a positive effect on CEB.

RH4: DSI has a positive direct effect on BL.

RH5: GPV has a positive direct effect on BL.

RH6: AV has a positive direct effect on BL.

RH7: CEB has a mediating effect between influencer characteristics and BL.

RH8: GW has a moderating effect for the relationship between influencer characteristics and CEB.

RH9: GW has a moderating effect for the direct relationship between influencer characteristics

and BL.



1.3 Thesis structure

| will start by the introduction for enter in the subject explaining my goal and my purpose of taking
this subject after that will be the literature review after its research methods and implementation,

results, discussion and for end the conclusion.

2 Literature review

2.1 Marketing

Marketing plays a crucial role in business strategy by enabling the creation, communication, deliv-

ery, and exchange of valuable offerings to customers and stakeholders.

Marketing as a discipline has evolved over centuries, with its roots traced back to ancient civiliza-
tions where trade and barter systems were prevalent (Kotler & Keller, 2016). However, the mod-
ern concept of marketing began to take shape during the Industrial Revolution in the 18th and
19th centuries, with the emergence of mass production and the need to reach broader markets
(Sheth & Sisodia, 2015). The early 20th century saw the advent of scientific marketing manage-
ment, pioneered by scholars such as Frederick Winslow Taylor and Walter Dill Scott, who empha-

sized systematic approaches to sales and advertising (Baker, 2016).

The concept of Marketing encompasses a broad range of activities aimed at understanding cus-
tomer needs and preferences, creating products or services that satisfy those needs, and deliver-
ing them to the target market effectively (Kotler, 1972). The meaning of marketing is, therefore,
anchored on the aspect of the identification, prediction, and satisfaction of the needs of custom-
ers to make profits (American Marketing Association, 2020). This approach, therefore, under-
scores the importance of market research, market segmentation, targeting, and positioning in ful-

filling the goals of a business (Kotler & Armstrong, 2020).

Some of the paradigms that have explained the marketing theory are the production orientation,

product orientation, sales orientation, marketing orientation, and societal marketing orientation



(Kotler, 1972; Kotler & Levy, 1969; Levitt, 1960). Those frameworks demonstrate changes in view-
points in the marketing role from production efficiency to customer satisfaction, societal well-be-

ing, and sustainability (Kotler & Lee, 2005; Kotler & Zaltman, 1971).

The present world of digital represents a technological advancement; globalization and the change
in customer behavior have brought about a huge change in marketing (Smith & Chaffey, 2021).
Digital marketing, social media, content development, and data analysis are marketing strategies
by which the constituent enables the organization to reach its customers in a focused and individ-
ual manner (Ryan and Jones, 2012). Moreover, the focus is increasing towards ethical and sustain-
able marketing practices, as consumers seek transparency, authenticity, and CSR from the brand

(Crane & Matten, 2016).

For conlcude, it's worth noting how marketing has transformed over time, from its origins in trade
and commerce to a complex and multifaceted discipline that incorporates a broad range of theo-
ries, concepts and practices. By delving into its historical development and conceptual framework,
businesses can gain a deeper understanding of the ever-changing and highly competitive land-
scape of modern marketing, allowing them to make informed decisions and stay ahead of the

curve.

2.2 Green Marketing

The marketing is borned after the glorious thirties, because for the first time in the history the de-
mand and the supply are equal, so they will incite the consumers bought. For several decades has
been born a new concept, green marketing, the goal being to promote green actions to give confi-
dence and consumer by showing him that he makes the right choice to buy this product to this

company.

While marketing by thought Kotler (1972) “plays a critical role in communicating, delivering, and
exchanging offerings for consumers and society at large, it is essential to adapt it according to the

economic and social environments’ profound changes to manage the sustainable imperative.”



The first environmental marketing event was arranged by the American Marketing Association
(AMA) in 1975. AMA at that time defined green marketing as “the study of marketing activities’

positive and negative aspects on pollution, energy depletion and non-energy resource depletion”.

So it is in this situation that in the early 1990s, green marketing, which is Ecological marketing,
sometimes referred to as "green marketing," is the practice of using a product's or brand's ecologi-
cal positioning as a selling factor or communicating the company's environmental initiatives to im-
prove its reputation. Polonsky, Chekima (2016) Expanding on the concept, Ottman et al. (2006)
emphasize that green marketing involves not only promoting eco-friendly products but also inte-
grating environmental considerations into various aspects of marketing strategy, including product

development, distribution, pricing, and promotion.

Moreover, societal and consumer attitudes toward environmental issues have evolved signifi-
cantly over time, influencing the trajectory of green marketing. According to Peattie and Charter
(2003), contemporary green marketing strategies must align with shifting consumer preferences

and societal values to remain effective and relevant in addressing environmental concerns.

In a similar vein, Sarkis (1995) underscores the importance of adopting a holistic approach to
green marketing, emphasizing the need for organizations to integrate environmental considera-

tions into their overall business strategies rather than treating them as separate initiatives.

Overall, the evolution of green marketing reflects a broader shift towards sustainability-driven
practices in response to environmental challenges and changing consumer expectations. As high-
lighted by Polonsky (1994), it represents a strategic opportunity for businesses to not only meet
regulatory requirements but also cultivate positive brand perceptions and contribute to environ-

mental stewardship.



2.3 Greenwashing

According De Freitas Netto et al. (2020) greenwashing represents “a phenomenon that includes
poor environmental performance and positive communication about it. Greenwashing is
perceived as a deliberate corporate action that misleads consumers. When this phenomenon

occurs, the element of accusation is important once this misleading claim is detected”

Delmas & Burbano explain how a greenwashing company engages in two behaviors simultane-

ously. Greenwashing is poor environmental performance and communication about falsified envi-
ronmental performance. A company can be classified as poor environmental performance or good
environmental performance. The poor the environmental enterprises are called "brown firms" and
the good environmental enterprises are called «green enterprises». Moreover, a «vocal» company

is a company that communicates its environmental performance.

While those who do not communicate are called "silent firms". Thus, companies with a sustaina-
ble performance that communicates positively about this can be defined as "green voice firms",
while those who do not communicate about it can be defined as “silent green firms” Delmas, Che-

kima (2016).

When used in misleading environmental advertisements, the Federal Trade Commission (FTC) has

established certain criteria that define greenwashing.

These are following:

False in facts, There are several possible interpretations, only one of which is accurate; guilty of
leaving out important details; true, but the evidence is erroneous; "Literally" true, but gives the

wrong impression. Aji, Ghani, and others (2018).

2.4 Customer engagement behavior

The customer engagement behavior and their brand loyalty are linked but “the difference
between awareness & attitude toward environmental issues and actual behavior is explained in

various ways by different scholars. Education has a strong influence on awareness, which could be
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related to the fact that consumers with a satisfactory level of income and positive attitude toward
the environment are less sensitive to the price premium of green products (Chekima, 2016).
Similarly, Bernard, et al. (2015) found that highly price-sensitive consumers’choices are not
influenced by perceived environmental harmfulness regardless of their level of environmental

concern. » (pp. 451-452)

The customer behavior is defied by Brodie et al. (2011) as “a psychological state that occurs by vir-
tue of interactive, co-creative customer experience with a focal agent/object (e.g., a brand) in fo-

cal service relationships (pp. 152-153).”

On another hand we have (Hollebeek et al., 2023) who defined customer brand engagement as “a
customer’s motivationally-driven, volitional investment of focal operant resources (including cog-
nitive, emotional, behavioral and social knowledge and skills), and operand resources (e.g., equip-

ment) into brand interactions in service systems.”

Furthermore, Ghani et al. (2018) explored the role of social media engagement in shaping con-
sumer-brand relationships, highlighting the influence of online interactions on brand perceptions

and loyalty.

Kim and Johnson (2016) investigated the impact of experiential marketing on customer engage-
ment, revealing how immersive brand experiences can enhance consumer involvement and loy-

alty.

Kumar et al. (2019) examined the effects of personalized marketing strategies on customer en-
gagement, demonstrating the importance of tailored communication in fostering meaningful

brand connections.

2.4.1 Impact of Greenwashing on Customer Behavior

The Impact of Greenwashing on Consumer Behavior is a sad current notion Belk supports the idea
of a strong and intimate relationship between a consumer and a brand." The work of Belk, who

noted that people's ties with their goods have a substantial impact on their identity, social interac-
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tions, and self-concept, lends credence to the idea of a close and robust consumer-brand relation-
ship. Perceived value is shown to be a crucial component of consumer-brand connections in addi-

tion to desired self-identity. Ladik et al. (2015)

Through this, consumers can feel useful, but it works when evidence is present to acquire work
done by the company. Here is the problem of greenwashing; the fact that companies can lie about

their green act for the planet.

Environmental sustainability has become a central concern for consumers. It is a rising preference
for eco-friendly products, evident from different studies. According to Griskevicius et al. (2010),
congruence between their actions and self-image leads individuals to behave pro-environmentally.
This phenomenon is referred to as the "green self-concept" to connote that consumers derive con-
tentment and fulfillment from harmonizing their consumption choices with their environmental

values.

This means companies that practice greenwashing jeopardize their behavior, harming consumer
perceptions toward ecology and slowly eroding brand trust (Griskevicius et al., 2010). The effects
of greenwashing on consumer behavior trickle from individual buying decisions to broader opin-
ions on corporate responsibility and environmental management. As revealed in the research of
Parguel et al. (2011), these practices can reduce consumer trust in companies and diminish the
credibility of environmental claims. This erosion of trust impacts not only current consumer behav-

ior but also has long-term implications for brand reputation and competitiveness.

2.5 Brand Loyalty

The relationship between behavior and attitude has been studied on several occasions, and the
results have differed regardless of the subjects studied. Studies have shown positive, negative or
neutral links. This inconsistency is known as the 'attitude-behaviour gap'.It represents the gap be-

tween what we say and what we do.
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Oliver (1999) explained that brand loyalty is a multifaceted concept involving various elements like
attitudes, perceptions, emotions, and past experiences. It's about a consumer's consistent com-
mitment to buying a specific brand, often driven by positive attitudes and good past experiences

(Jacoby & Kyner, 1973).

Recent research has highlighted a gap between consumers' attitudes toward a brand and their
real-world purchasing behavior. While older studies suggested attitudes could predict buying be-
havior, modern research questions this assumption (Eagly & Chaiken, 1993; Kuchinka et al., 2018).
Kuchinka and colleagues found that even when people intend to stick to a brand, it doesn't always

result in actual purchases.

Several reasons contribute to this attitude-behavior gap in brand loyalty, including situational fac-
tors, other influences, perceived risks, and market changes (Verplanken & Holland, 2002). Person-
ality traits, thinking styles, and cultural backgrounds also affect how attitudes translate into behav-

ior (Schwartz, 2007).

Understanding this gap is crucial for marketers who want long-term customer loyalty. Bridging this
gap may involve enhancing brand experiences, offering incentives for repeat purchases, and re-
moving barriers to loyalty (Keller & Lehmann, 2006). Using advanced analytics and consumer in-
sights can help marketers see patterns in consumer behavior, leading to better-targeted messag-

ing and strategies (Noble et al., 2005).

2.6 Identified Research Gap

The influence of green marketing and greenwashing on consumer behavior has been widely re-
searched. However, there remains a notable gap in understanding the intricate relationship be-
tween these practices, which are closely related but mainly differ in authenticity. Many studies fo-

cus on broad consumer demographics, neglecting the specific characteristics of Generation Z.

Known for being environmentally conscious, Generation Z represents a distinct group with unique
attitudes toward sustainability and brand interactions. It's crucial to explore whether common be-

liefs about their environmental attitudes hold true.
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Different studies have examined how consumer behavior interacts with green marketing across
various countries, industries, and brands. For instance, Smith et al. (2018) investigated the effec-
tiveness of green marketing strategies on consumer behavior in the U.S. fashion industry. Simi-
larly, Jones and Lee (2019) looked at how green marketing influenced purchasing decisions in the

British food sector

Researchers have used various methods, ranging from surveys to interviews. Chen et al. (2020)
surveyed Chinese consumers to explore how green marketing impacts brand loyalty. On the other
hand, Lee and Kim (2017) used interviews to understand Korean consumers' views on greenwash-

ing in the beauty industry.

This thesis examines French Gen Z's attitudes towards green marketing and greenwashing. By em-
ploying a questionnaire survey methodology and focusing on specific keywords outlined in the
framework, this research seeks to contribute valuable insights into the understanding of Genera-

tion Z's engagement with sustainability initiatives and brands.

2.7 Theoretical Framework

My theoretical framework highlights the use of greenwashing by companies to encourage con-
sumers to increase their desire for the brand to encourage them to consume more in the future.
The green perceived value, desired self-identity and the altruistic values are values that already
belong to the consummators, they will then be influenced by the company that does green wash-
ing, which will lead to a possible change in consumer behavior, and their loyalty to the brand. This
framework was taken by the work of Leckie et al., (2021) but is used for another subject who are:

Promoting Customer Engagement Behavior for Green Brands
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Greenwashing

Customer

engagement
behavior

H1 to H3

H4

A

Figure 1 — Theoritical Framework

This framework is later on adapted in the form of four regression model, which allows to test the

research hypotheses.

3 Research methods and implementation

3.1 Research context

During my Double's degree program at Jamk University of Applied Science in Jyvaskyla, Finland, |
conducted a study on the impact of greenwashing on H&M customer engagement behavior and
H&M brand loyalty among French generation Z. To conduct this study, we used a survey that was
answered by 109 individuals, predominantly from France (107 individuals), and mostly belonging

to generation Z. The study was conducted in 2023, and you can find the survey in Appendix 1.

3.2 Research design

The research design concept can be understood through a concept map called the research onion.
It was created by Mark Saunders, Philip Lewis, and Adrian Thornhill in 2009. This technique
requires peeling away the layers of research, starting from the outermost layer of research

philosophy to the deepest level of techniques for gathering and analyzing data. A strong research



15

study needs a complete framework that includes various elements.

Philosophies

Approaches
Mono method PP

Cross-sectional
—_— Strategies

Data_u Mixed Action
collection methods | research
and data ;
analysis Choices
Grounded
Longitudinal
Time
Multi-method horizons

Archival research

Techniques and
procedures

Figure 4 — Research Methods for Business Students Saunders et al. (2009)

3.2.1 Research purpose

This thesis aims to examine and comprehend the varying green values of consumers, which are
influenced by the brand and in particular by the fraudulent practices of greenwashing and what
impact this will have on consumer engagement and in particular on brand loyalty. So, my research

purpose will be explanatory.

3.2.2 Research philosophy

To study the behavior and the impact of greenwashing on consumers, a realism philosophical ap-
proach is needed because it is a questionnaire that will be realized for this thesis, and therefore a

most concrete determination will be expected.



16

3.2.3 Research approach

My research approach will be deductive. | will make a questionnaire and from the results ob-

tained, | could answer the main question of my thesis.

3.2.4 Research strategy/method/s

The method to be used will be a questionnaire in form of a survey.

3.2.5 Methodological choice

Knowing that | will use a questionnaire to make my data collection (primary data), it will be a

mono method.

3.2.6 Time horizon

For this search, | choose a cross-sectional time horizon. | will collect data from a sample of re-
spondents at some point (French people), providing an overview of their current perceptions and

behaviors regarding H&M'’s green marketing and greenwashing.

3.3 Data collection

The type of data | will obtain and analyze will be quantitative. | will use a questionnaire to collect
numerical data structured by different important points of my thesis, which will then be statisti-
cally analyzed to conclude the impact of green marketing and greenwashing on the carbon foot-

print and therefore on customer behavior.

A comprehensive research study was conducted to gather insights from the young individuals of
Generation Z. To obtain their valuable feedback, a well-structured questionnaire was distributed
via Google Forms survey, which received an overwhelming response of 109 participants. The sur-
vey used a scale of 1 to 7, where 1 indicated "Extremely Disagree" and 7 indicated "Extremely

Agree", to measure the opinions of the participants.
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3.4 Data analysis
3.4.1 Quantitative data analysis

My thesis will be on a questionnaire and will therefore focus on the collection of first data on a

sample mainly consisting of French generation Z.

3.4.2 Qualitative data analysis

We will not conduct qualitative data analysis as our study focuses exclusively on quantitative data

to achieve research objectives.

3.5 Ethical considerations

Stringent measures have been implemented to safeguard the privacy and confidentiality of the re-
search participants throughout the thesis process. These measures include anonymizing records
and aggregating individual responses. Additionally, all sources cited in this publication have been
meticulously cross-referenced to their original authors. It is worth noting that the thesis text was
not created using any form of artificial intelligence. However, Al technology was utilized for three
specific functions: firstly, to verify the authenticity of the content using Turnitin; secondly, to man-
age APA reference style through Zotero; and thirdly, to check for errors in grammar, punctuation,

and style through Grammarly.

4 Research Results

To perform a linear regression analysis, we chose to divide the proposed conceptual model into
four sub-models. The first sub-model we will try to demonstrate represents the strength of the re-
lationship between brand satisfaction in social media, brand trust in social media and brand en-
gagement in social media with brand loyalty in social media. The third sub-model aims to show the

same as the first model but with the impact of greenwashing in the equation.
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Model 1: CEB, = a, + a,DSI, + a,GPV,; + a;AV, + €,

Model 3: CEB, = a + ot;DSI, + 0,GPV, + c;AV, + B,DSI_GW, + B,GPV_GW, + B,AV_GW, + ¢,

Figure 2 - Linear Regression Model one and three

The second proposed sub-model that we will try to demonstrate is to show the strength of the re-
lationship between, social media brand satisfaction, social media brand trust and social media

brand engagement and customer engagement behavior with social media brand loyalty. The last

Model 2: BL, = a, + o, DSI. + a,GPV, + a;AV, + 8CEB, + &,

Model 4: BL, = &g + 0, DSI, + a,GPV, + AV, + B,DSI_GW, + B,GPV_GW, + B,AV_GW, + 6CEB, + &,



19

and fourth sub-model aims to show the same as the first model but with the impact of greenwash-

ing in the equation.

Figure 3 - Linear Regression Model two and four

The values of the constructs, which appear as variables in the linear regression models were calcu-
lated as averages of their underlying items. In this way it was possible to measure following con-
structs: Desired Self-Identification (DSI), Green perceived value (GPV), Altruistic value (AV), Cus-

tomer engagement behavior (CEB), Brand loyalty (BL), Greenwashing (GW)

4.1 Demographic questions

This survey will focus on Generation Z, with the majority of respondents aged between 11 and 26.
There are 92,7% of the people who are between 11-26 years old, 0,9% are between 27-42 years

old, and 6,4% are between 43-58 years old. It appears that the vast majority of respondents, num-

bering at 101, belong to Generation Z.

Age

109 réponses

@ 11 - 26 (Generation Z)
@ 27 - 42 (Millennials)

43 - 58 (Generation X)
@ 59 - 68 (Boomers 2)
@ 69 - 77 (Boomers 1)
® 78 - 95 (Post War)

Figure 5 — Respondent’s age

The research question must be as precise as possible, and it is for this reason that it had to be
identified, in particular, the gender of those responsible who could have a certain impact depend-
ing on the field of research on the gendered quantity of respondents. 56% of the respondents are

women (61 women) and 44% are men (44 men).
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Gender
109 réponses

@® Female

® Male

@ Non-binary

@ Prefer not to disclose
@ Femme / Female

® Homme / Male

Figure 6 — Respondent’s gender

One important aspect of demographic questions is determining the respondents' location. This is
particularly relevant to my study, which focuses on the French generation Z. According to the sur-
vey results, it can be inferred that 93.6% of the respondents are French. knowing that we can even
consider that there is more French still because some people have not found (France) in the vari-
ous possible choices have decided to put other terms such as ( French Guiana 0.9%, French Poly-
nesia 0.9% and French Southern and Antarctic lands 2.8%). There is also an Italian and a Portu-

guese respondent up to 0.9% respectively.

Nationality
109 réponses

@ France

@ Australia

@ Austria

@ Azerbaijan

@ Bahamas, The
@ Bahrain

@ Bangladesh
@ Barbados

131 'V
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Figure 7 — Respondent’s nationality

4.2 The causal effect of Desired self-identity, Green perceived value, and Altruis-
tic value on Customer engagement behavior

Based on results from model 1 we can test research hypotheses 1, 2 and 3.

Desired self-identity (DSI) has a positive significant effect on Customer engagement behavior
(CEB). The significance level is lower than 0.001 and we can observe that when Desired self-iden-
tity (DSI) goes up of one unit, Customer engagement behavior (CEB) goes up of about 0.399 units.
Thus, RH1 is confirmed.

Green perceived value (GPV) has a positive significant effect on Customer engagement behavior
(CEB). The significance level is lower than 0.001 and we can observe that when Green perceived
value (GPV) goes up of one unit, Customer engagement behavior (CEB) goes up of about 0.362

units. Thus, RH2 is confirmed.

Altruistic Value (AV) has no significant effect on Customer engagement behavior (CEB), signifi-

cance level is 0.256. Thus, RH3 is not confirmed.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .6422 412 395 1.0359697027
61874

a. Predictors: (Constant), AV, GPV, DSI

Figure 8 - Model Summary for regression 1

ANOVA?
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Sum of Mean
Model Squares df Square F Sig.
1 Regression 76.809 3 25.603 23.856 <.001°
Residual 109.470 102 1.073
Total 186.279 105
a. Dependent Variable: CEB
b. Predictors: (Constant), AV, GPV, DSI
Figure 9 - Anova for regression 1
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.252 .670 1.869 .065
DSl .399 .086 .399 4.648 <.001
GPV .362 .087 .355 4,157 <.001
AV -.115 101 -.087 -1.143 .256

a. Dependent Variable: CEB

Figure 10 — Coefficients for regression 1

4.3 The causal effect of Desired self-identity, Green perceived value, and Altruis-

tic value on Brand loyalty

Based on results from model 2 we can test research hypotheses 4, 5 and 6.

Desired self-identity (DSI) has a positive significant direct effect on Brand loyalty (BL). The signifi-

cance level is lower than 0.023 and we can observe that when Desired self-identity (DSI) goes up

of one unit, Brand loyalty (BL) goes up of about 0.201 units as a direct effect of change in Desired

self-identity (DSI). Thus, RH4 is confirmed.

Neither Green perceived value (GPV) nor Altruistic value (AV) has a significant direct effect on

Brand loyalty (BL), with significance levels respectively 0.814 and 0.665. Thus, hypotheses RH5 and

RH6 are not confirmed.
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Based on results from models 1 and 2 we can test research hypothesis 7.

The effect of Desired self-identity (DSI) and Green perceived value (GPV) is transmitted to Cus-
tomer engagement behavior (CEB) (both variables are significant), but their effect is not further
transmitted to Brand loyalty (BL) . The significance level of Customer engagement behavior (CEB)
on Brand loyalty (BL) is very high and equal to 0.973. Thus, research hypothesis 7 is not con-
firmed. There is no mediation effect of Customer engagement behavior (CEB). Additionally, we can
see the effect of Altruistic value (AV) is not transmitted to Customer engagement behavior (CEB)

(see model 1).

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .2882 .083 .046 .95783953687
4703

a. Predictors: (Constant), CEB, AV, GPV, DSI

Figure 11 - Model Summary for regression 2

ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 Regression 8.353 4 2.088 2.276 .066°
Residual 92.663 101 917
Total 101.016 105

a. Dependent Variable: BL
b. Predictors: (Constant), CEB, AV, GPV, DSI

Figure 12 - Anova for regression 2

Coefficients?
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Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.271 .630 2.017 .046
DSl 201 .087 273 2.302 .023
GPV .020 .087 .027 .235 .814
AV -.041 .094 -.042 -.435 .665
CEB .003 .092 .004 .033 973

a. Dependent Variable: BL

Figure 13 - Coefficients for regression 2

4.4 The causal effect of Greenwashing on Customer engagement behavior and his

influencer characteristics

In this model 3, we use interaction variables to test the moderating effect of Greenwashing (GW)

in the relationship between influencer characteristics and Customer engagement behavior (CEB).

Moderating variables are Desired self-identity (DSI) times Greenwashing (GW), Green perceived

value (GPV) times Greenwasing (GW) and Altruistic value (AV) times Greenwasing (GW).

Model Summary

Adjusted R Std. Error of

Model R R Square Square the Estimate
1 .6642 441 407 1.0259796847
24965

a. Predictors: (Constant), AV_GW, GPV_GW, DSI, AV, DSI_GW,
GPV

Figure 14 - Model Summary for regression 3

ANOVA?
Sum of Mean
Model Squares df Square F Sig.
1 Regression 82.068 6 13.678 12.994 <.001P

Residual 104.211 99 1.053
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Total 186.279 105
a. Dependent Variable: CEB
b. Predictors: (Constant), AV_GW, GPV_GW, DSI, AV, DSI_GW, GPV

Figure 15 - Anova for regression 3

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.520 .684 2.222 .029
DSI A77 331 A77 1.441 .153
GPV -.166 .327 -.163 -.509 612
AV 173 .203 131 .852 .396
DSI_GW -.028 .063 -.139 -.438 .662
GPV_GW .102 .065 479 1.566 .120
AV GW -.056 .034 -.425 -1.646 .103

a. Dependent Variable: CEB

Figure 16 - Coefficients for regression 3

Based on results from model 3 we can test research hypothesis 8.

None of the interaction variables is significant with significance levels 0.662 for DSI_GW, 0.12 for
GPV_GW and 0.103 for AV_GW. Therefore, we cannot confirm the moderating effect of Green-
washing (GW) in the relationship between influencer characteristics and Customer engagement

behavior (CEB). Thus, research hypothesis 8 is not confirmed.

4.5 The causal effect of Greenwashing on Brand loyalty and his influencer charac-
teristics

In this model 4 we use interaction variables to test the moderating effect of Greenwashing (GW) in

relationship between influencer characteristics and Brand loyalty (BL). Moderating variables are:
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Desired self-identity (DSI) times Greenwashing (GW), Green perceived value (GPV) times Green-

washing) GW and Altruistic value (AV) times Greenwashing (GW).

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 3672 135 .073 .94429358231
3267
a. Predictors: (Constant), CEB, AV, DSI_GW, GPV_GW, AV_GW,
GPV, DSI

Figure 17 - Model Summary fo regression 4

ANOVA?2
Sum of Mean
Model Squares df Square F Sig.
1 Regression 13.630 7 1.947 2.184 .042°
Residual 87.386 98 .892
Total 101.016 105

a. Dependent Variable: BL
b. Predictors: (Constant), CEB, AV, DSI_GW, GPV_GW, AV_GW, GPV, DSI

Figure 18 - Anova for regression 4

Coefficients?

Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) 1.186 .645 1.838 .069
DSI -.115 .308 -.156 -.373 .710
GPV 292 .301 .389 .970 .335
AV -.151 .188 -.155 -.803 424
DSI_GW 071 .058 .485 1.222 225
GPV_GW -.048 .061 -.307 -.794 429
AV_GW .014 .031 .148 452 .652

CEB .038 .093 .052 415 .679
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a. Dependent Variable: BL

Figure 19 - Coefficients for regression 4

Based on results from models 4 we can test research hypothesis 9.

None of the interaction variables is significant with significance levels 0.225 for DSI_GW, 0.429 for
GPV_GW and 0.652 for AV_GW. Therefore we cannot confirm the moderating effect of Green-
washing (GW) in direct relationship between influencer characteristics and Brand loyalty (BL).

Thus, research hypothesis 9 is not confirmed.

5 Discussion

5.1 Limitations, reliability and validity

It is important to note that this study was carried out targeting a certain age group. However,
some limitations must also be considered when interpreting the findings. Firstly, the sample size is
relatively small (n=107), and the respondents are mainly from generation Z, aged between 15 and
25 and from France. This means that other age groups and regions are not well-represented in the
study. It is therefore important to bear in mind that the results obtained will only be those of a
tiny proportion of the population. For better results, a larger sample would have been required.
Secondly, the data was collected using a specific method which could have led to biased results.
For example, the respondents who chose to participate might have had a particular interest in the
topic, or might have answered the survey to be part of a group, which could have influenced the
results. To better understand the different values of the respondents, several questions were
asked related to Desired self-identity, Green perceived values, Altruistic value, Brand loyalty, and
Greenwashing. These variables were chosen to investigate the relationship between the respond-

ents' values and their attitudes towards sustainable fashion practices.

5.2 Answering the research questions

RQ1: How do influencer characteristics (Desired self-identity, Green perceived values and Altruistic

value) affect Customer engagement behavior?
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The desired self-identity of a person affects their behavior in engaging with H&M as a brand. Cus-
tomers tend to use H&M's clothing to represent their desired personality and reflect their individ-

uality.

Additionally, the perceived green value of a product has a significant impact on customer engage-
ment behavior. H&M's commitment to environmental sustainability aligns with the current green

trends and this resonates positively with the majority of customers.

However, altruistic value does not have any significant impact on customer engagement behavior.

RQ2: How do influencer characteristics (Desired self-identity, Green perceived values and Altruistic

value) affect Brand loyalty?

The desired self-identity of a consumer has a significant impact on their brand loyalty. This refers
to the way in which a consumer sees themselves and the values they associate with their appear-
ance. For instance, a consumer who perceives themselves as fashionable and trendy is more likely
to be loyal to a brand that promotes such values. Conversely, a brand that does not align with a

consumer's desired self-identity is less likely to engender loyalty.

However, it is worth noting that the green perceived value and altruistic values of a brand have no
effect on brand loyalty. While these values are often touted as important characteristics of a
brand, they do not seem to influence consumer loyalty. This suggests that consumers prioritize

their desired self-identity over other values when it comes to brand loyalty.

Overall, the research demonstrates that a consumer's desired self-identity is a crucial factor in de-
termining their brand loyalty. Brands that align with a consumer's desired self-identity are more

likely to engender loyalty, while those that do not are less likely to do so.

RQ3: Is there a mediation effect of Customer engagement behavior in the relationship between
influencer characteristics (Desired self-identity, Green perceived values, Altruistic value) and Brand

loyalty?
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There is no mediating effect of customer engagement behavior in the relationship between influ-
encer characteristics (Desired self-identity, green perceived value, Altruistic value and Brand loy-
alty) Research Hypothesis 8 is as follows: Greenwashing has a moderating effect for the relation-

ship between influencer characteristics and Customer engagement behavior is not confirmed.

RQ4: Is there an interaction between influencer characteristics (Desired self-identity, Green

perceived values, Altruistic value) and Greenwashing?

There is also no interaction between influencing characteristics (Desired self-identity, Green per-
ceived values, Altruistic value) and Greenwashing. | think a larger number of respondents would

have been needed to obtain more attractive results.

5.3 Dialogue between key results and knowledge base

The obtained results, while not entirely comprehensive, merit careful consideration. They indicate
that desired self-identity and green perceived value play significant roles in influencing customer
engagement behavior. This finding underscores the inherent influence of individuals' values on
their brand interactions. Surprisingly, our study suggests that only desired self-identity significantly
impacts brand loyalty. However, it's essential to acknowledge that a larger sample size could po-

tentially yield different insights.

Furthermore, the central role of brands in consumer behaviour cannot be overstated. Consumer
behaviour is not really influenced by brands because they align directly with their values. Brodie
and colleagues (2011) explain that this behavior is a psychological state acquired from birth where
one experiences more or less interactive and co-creative brand experiences. It is therefore essen-
tial to foster meaningful interactions to promote engagement and loyalty. Sen and Bhattacharya
(2001) stress the importance of corporate social responsibility (CSR) in building long-term relation-
ships with clients. Their results showed us that brands that practice social responsibility and are
therefore committed to the environment have more chance to retain consumers because this im-
pacts more, especially nowadays. The company needs to align its brand values with its target audi-
ence. Dabholkar (2015) introduces the concept of customer engagement behavior, highlighting its
multidimensional nature and importance in brand management. This highlights the complexity of

interactions between consumers and brands.
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Finally, Kim and Kim (2014) study the effect of green marketing on everyday consumer behavior.
They reveal how environmental messages sent through the various actions of the company influ-
ence the consumer’s brand perceptions and also the purchasing decisions. Thanks to the various
research and research conducted, we can better understand the interaction between green mar-

keting, consumer behavior, and brand loyalty.

5.4 Compliance with Research Ethics Guidelines

I've taken several stringent measures to protect the privacy and confidentiality of the research
participants involved in my thesis. | anonymized all records and aggregated individual responses to
keep identities confidential. Additionally, | cross-referenced every cited source back to its original

author to ensure my research's accuracy.

Also, | want to clarify that | didn't use artificial intelligence to write my thesis. However, | did use Al
technology for three specific tasks. First, | employed Turnitin to confirm the content's authenticity.
Second, | used Zotero to manage the APA reference style. Lastly, | used Grammarly to check for
errors in grammar, punctuation, and style. | hope this information helps you to better understand

the process | want through to ensure the highest level of integrity and quality for my thesis.

6 Conclusion
6.1 Key Findings

Customers in the French Generation Z are intrinsically grateful for environmental sustainability
and altruism, according to this thesis, and they are not swayed by external factors like
greenwashing from companies like H&M. Despite their best efforts to project an image of
environmental consciousness in their marketing campaigns, French Generation Z is not particularly
impacted by these corporations' environmental consciousness. Since their education and
upbringing have greatly influenced their environmental beliefs, this group is instead perceptive
and suspicious. As a result, genuine sustainability and authenticity are more valuable to them than

superficial marketing.
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Authentic environmental projects and transparent communication strategies that align with the
values and perspectives of French Generation Z are the main priorities for businesses looking to

tap into this market.

6.2 Managerial implications

According to my research, the vast majority of young people hold green values due to the time in
which they live. But, these values do not seem to influence their buying habits, they will even most
of the time not even worry about whether they buy green or not. For example, many do not have
a clear idea of H&M'’s sustainable or unsustainable practices. Companies like H&M, which aim to
engage young consumers in sustainability, need to understand that these values are deeply

rooted.

Brands must prove their true commitment through diverse and varied actions such as adopting
green practices, reducing their carbon footprint and supporting ethical sourcing. It is also neces-
sary to educate young consumers who will be the future spokespersons of this Earth because
many may not be aware of the sustainable efforts that companies must make. Overall, companies
like H&M need to be transparent and educational in their sustainability efforts. In this way, they
will build trust with young consumers and build stronger and more meaningful relationships that

foster positive change for all.

6.3 Recommendations for future research

Researchers should include more participants in their surveys in order to improve the caliber of
subsequent study. More participants enable a more comprehensive and lucid understanding of
the subject. It prevents prejudice and produces more comprehensive, trustworthy results. A more
varied group also adds to the analysis by reflecting a wider range of demographic and cultural
viewpoints. To put it succinctly, expanding the sample size will enable us to learn more about the

topic.



32
References

American Marketing Association. (2020). Definition of Marketing. Retrieved from
https://www.ama.org/the-definition-of-marketing-what-is-marketing/

Baker, M. J. (2016). The Marketing Book. Routledge.

Bernard, Y., Bertrandias, L. & Elgaaied-Gambier, L., (2015). Shoppers’ grocery choices in the pres-
ence of generalized eco-labelling. International Journal of Retail & Distribution Management,5,
448-468.

Brodie, R. J., Hollebeek, L. D., Juric, B., & llic, A. (2011). Customer engagement: Conceptual
domain, fundamental propositions, and implications for research. Journal of Service Research, 14,
252-271.

Chekima, B., Shamsudin, M. F., Krauss, S. E., Zakuan, N., & Chekima, S. (2016). Examining green
consumerism motivational drivers: Does premium price and demographics matter to green pur-
chasing? Journal of Cleaner Production.

Chen, L., Wy, L., & Sun, X. (2020). The Influence of Green Marketing on Brand Loyalty: The Role of
Green Perceived Value. Frontiers in Psychology, 11, 544467.

Dabholkar, P. A. (2015). How to improve perceived service quality by increasing customer engage-
ment: A conceptual model and managerial implications. International Journal of Service Industry

Management, 26(2), 131-151.

Crane, A., & Matten, D. (2016). Business Ethics: Managing Corporate Citizenship and Sustainability
in the Age of Globalization. Oxford University Press.

De Freitas Netto, S. V., Sobral, M. F. F., Ribeiro, A. R. B., & Da Luz Soares, G. R. (2020). Concepts
and forms of greenwashing: a systematic review. Environmental Sciences Europe, 32(1).
https://doi.org/10.1186/s12302-020-0300-3

Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Harcourt Brace Jovanovich College
Publishers.

Ghani, J. A., Supinah, R. E., Abdullah, N. L., & Nasurdin, A. M. (2018). The role of social media
engagement in shaping consumer-brand relationships. International Journal of Business and
Society, 19(S1), 149-160.

Griskevicius, V., Tybur, J. M., & Van den Bergh, B. (2010). Going green to be seen: Status,
reputation, and conspicuous conservation. Journal of Personality and Social Psychology, 98(3),
392-404.


https://www.ama.org/the-definition-of-marketing-what-is-marketing/
https://doi.org/10.1186/s12302-020-0300-3

33

Hollebeek L., Kumar V., Srivastava R., & Clark M. (2023). Moving the stakeholder journey forward.
Journal of the Academy of Marketing Science. https://doi.org/10.1007/s11747-022-00878-3

Jacoby, J., & Kyner, D. B. (1973). Brand loyalty vs. repeat purchasing behavior. Journal of
Marketing Research, 10(1), 1-9.

Jones, R., & Lee, S. (2019). Green Marketing and Consumer Behavior: The Case of the Food
Industry. Journal of Consumer Behavior, 18(5), 410-423.

J. Kuchinka, D. G., Balazs, S., Gavriletea, M. D., & Djokic, B. B. (2018, March 28). Consumer
Attitudes toward Sustainable Development and Risk to Brand Loyalty. MDPI.
https://doi.org/10.3390/su10040997

Keller, K. L., & Lehmann, D. R. (2006). Brands and branding: Research findings and future priorities.
Marketing Science, 25(6), 740-759.

Kim, H., & Johnson, J. L. (2016). The impact of experiential marketing on customer engagement:
The mediating role of brand experience. Journal of Strategic Marketing, 24(3-4), 1-14.

Kim, Y., & Kim, S. (2014). The impact of green marketing on customer satisfaction and consumer
buying behavior: Focusing on the hotel industry in Korea. International Journal of Hospitality

Management, 36, 145-157.

Kotler, P. (1972). A Generic Concept of Marketing. Journal of Marketing, 36(2), 46-54.
Kotler, P., & Armstrong, G. (2020). Principles of Marketing. Pearson.
Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.

Kotler, P., & Lee, N. (2005). Corporate Social Responsibility: Doing the Most Good for Your
Company and Your Cause. John Wiley & Sons.

Kotler, P., & Levy, S. J. (1969). Broadening the Concept of Marketing. Journal of Marketing, 33(1),
10-15.

Kotler, P., & Zaltman, G. (1971). Social Marketing: An Approach to Planned Social Change. Journal
of Marketing, 35(3), 3-12.Kotler, P. (2011). Reinventing marketing to manage the environmental
imperative. Journal of Marketing, 75(4). https://doi.org/10.1509/jmkg.75.4.132

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S. (2019). Personalized
marketing strategies and customer engagement: The role of tailored communication and
customer empowerment. Journal of Marketing, 83(2), 33-53.


https://doi.org/10.1007/s11747-022-00878-3
https://doi.org/10.3390/su10040997
https://doi.org/10.1509/jmkg.75.4.132

34

Ladik, D. M., Carrillat, F. A., & Tadajewski, M. (2015). Belk’s (1988) “Possessions and the Extended
Self” revisited. Journal of Historical Research in Marketing, 7(2), 184-207.
https://doi.org/10.1108/jhrm-06-2014-0018

Leckie, C., Rayne, D., & Johnson, L. W. (2021). Promoting customer engagement behavior for green
brands. Sustainability, 13(15), 8404. https://doi.org/10.3390/su13158404

Lee, H. H., & Kim, Y. K. (2017). Unveiling the Dark Side of Green Consumerism: Exploring the
Concept of Greenwashing. Journal of Business Ethics, 140(2), 297-311.

Levitt, T. (1960). Marketing Myopia. Harvard Business Review, 38(4), 45-56.

Noble, S. M., Griffith, D. A., & Adjei, M. T. (2005). Drivers of local merchant loyalty: Understanding
the influence of gender and shopping motives. Journal of Retailing, 81(4), 281-292.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33-44.

Parguel, B., Benoit-Moreau, F., & Russell, C. A. (2011). The impact of brand credibility on consumer
price sensitivity. International Journal of Research in Marketing, 28(3), 230-242.

Peattie, S., & Charter, M. (2003). Sustainable marketing: A global perspective. John Wiley & Sons.

Polonsky, M. J. (1994). An introduction to green marketing. Electronic Green Journal, 1(2). Retrieved
from http://escholarship.org/uc/item/1d43r2d3

Ottman, J. A,, Stafford, E. R., & Hartman, C. L. (2006). Avoiding green marketing myopia: Ways to
improve consumer appeal for environmentally preferable products. Environment: Science and
Policy for Sustainable Development, 48(5), 22-36.

Ryan, D., & Jones, C. (2012). Understanding Digital Marketing: Marketing Strategies for Engaging
the Digital Generation. Kogan Page.

Sarkis, J. (1995). Green marketing management. Greenleaf Publishing.

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business students. Pearson
education.

Schwartz, S. H. (2007). Universalism values and the inclusiveness of our moral universe. Journal of

Cross-Cultural Psychology, 38(6), 711-728.

Sen, S., & Bhattacharya, C. B. (2001). Does doing good always lead to doing better? Consumer
reactions to corporate social responsibility. Journal of Marketing Research, 38(2), 225-243.


https://doi.org/10.1108/jhrm-06-2014-0018
https://doi.org/10.3390/su13158404
http://escholarship.org/uc/item/1d43r2d3

35

Sheth, J. N., & Sisodia, R. S. (2015). The Routledge Companion to Marketing History. Routledge.

Smith, J., Johnson, M., & Brown, K. (2018). Going Green: Consumer Perceptions of Green
Marketing in the Fashion Industry. Journal of Fashion Marketing and Management, 22(4), 535-549.

Smith, P. R., & Chaffey, D. (2021). Digital Marketing Excellence: Planning, Optimizing and
Integrating Online Marketing. Routledge.

Verplanken, B., & Holland, R. W. (2002). Motivated decision making: Effects of activation and self-
centrality of values on choices and behavior. Journal of Personality and Social Psychology, 82(3),
434-447.



Appendices

Appendix 1. Questionnaire in form of google FORM

Age

109 réponses

@ 11 - 26 (Generation Z)
® 27 - 42 (Millennials)
@ 43 - 58 (Generation X)
@ 59 - 68 (Boomers 2)
@ 69 - 77 (Boomers 1)
@ 78 - 95 (Post War)

Gender
109 réponses

@® Female

® Male

@ Non-binary

@ Prefer not to disclose
@® Femme / Female

@® Homme / Male

36
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Nationality

109 réponses

@ France

@ Australia

@ Austria

@ Azerbaijan

@ Bahamas, The
® Bahrain

@ Bangladesh
® Barbados

131 'V

Identité personnelle souhaitée (IPS) Veuillez lire les affirmations ci-dessous et I_D Copier
indiquer dans quelle mesure vous étes d'accord ou non avec elles. / Desired self-

identify (DSI) Please read thought statements bellow and select the level you agree

or disagree with them

Il Pas dutout d'accord / Extremel.. Bl Pas d'accord / Disagree [0 Plutét en désaccord / Somewh. . 12 p
30
20
10
0
H&M me fait ressembler & ce que j'ai H&M est capable de me faire sentir H&M refléte la fagon dont je veux étre

envie. / H&M makes me look the way |  comme je veux me sentir. / H&M is able pergu(e). / H&M reflects how | want to be
want to look. to make me feel the way | want to feel. seen.
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Valeur verte pergue (VVP) Veuillez lire les affirmations ci-dessous et indiquer dans I_D Copier
guelle mesure vous étes d'accord ou non avec elles. / Green perceived value

(GPV) Please read thought statements bellow and select the level you agree or

disagree with them

40 Il Pas du tout d'accord / Extremel... [l Pas d'accord / Disagree [0 Plutét en désaccord / Somewh. .. 112 p
30
20
10
Les e%gagements environnementaux de H&M m'apportent... H&M est plus respectueux de |'environn...

H&M a plus d'avantages environnementaux que les autres marques. / H&M has...

Valeur altruiste (VA) Veuillez lire les affirmations ci-dessous et indiquer dans quelle I_D Copier
mesure vous étes d'accord ou non avec elles. / Altruistic value (AV) Please read
thought statements bellow and select the level you agree or disagree with them

Il Pas du tout d'accord / Extremel... [l Pas d'accord / Disagree [ Plutét en désaccord / Somewh... 12 p
60
40
20
Q ——= ; - — - , ,
La pollution générée localement nuit aux populations de to... La protection de I'environnement aidera |...

Les effets de la pollution sur la santé publigue sont plus graves qu'on ne le pense...
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Comportement d'engagement du client (CEB) Veuillez lire les affirmations ci- I_D Copier
dessous et indiquer dans quelle mesure vous étes d'accord ou non avec elles.

/ Customer engagement behavior (CEB) Please read thought statements bellow and

select the level you agree or disagree with them

Il Pas du tout d'accord / Ex... [l Pas d'accord / Disagree [0 Plutot en désaccord / So... [l Neutre / Neither a

40

20

0
Je dis du bien de H&M aux autres. / | say positive thin... Je recommande H&M & ceux qui me demandent conseil. / | recommen
J'encourage mes amis et ma famille a acheter des produits H&M. / | enc... Je fais part de
Comportement d'engagement du client (CEB) Veuillez lire les affirmations ci- I_D Copier

dessous et indiquer dans quelle mesure vous étes d'accord ou non avec elles.
/ Customer engagement behavior (CEB) Please read thought statements bellow and
select the level you agree or disagree with them

wtd'accord / Ex... [l Pas d'accord / Disagree [0 Plutét en désaccord / So... [l Neutre / Neither agree n... 12 p

aux autres. / | say positive thin... Je recommande H&M a ceux qui me demandent conseil. / | recommend...
J'encourage mes amis et ma famille & acheter des produits H&M. / | enc... Je fais part de mes expériences ch...
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Fidélité a la marque (BL) Veuillez lire les affirmations ci-dessous et indiquer dans I_D Copier
quelle mesure vous étes d'accord ou non avec elles. / Brand loyalty (BL) Please read
thought statements bellow and select the level you agree or disagree with them

I Pas dugout d'accord / Extremel.. Il Pas d'accord / Disagree [0 Plutdt en désaccord Somewhat.. 12 p
Par rapport a d'autres marques, H&M est la seule marque.. Je ferais sans plutdt que d'acheter une a..

Si H&M n'est pas ouvert, je reporteral I'achat. / If H&M is not available, | will postp...

Greenwashing (GW) Veuillez lire les affirmations ci-dessous et indiquer dans quelle IO Copier
mesure vous étes d'accord ou non avec elles. / Greenwashing (GW) Please read
thought statements bellow and select the level you agree or disagree with them

40 Il Pas du tout d'accord / Ex... [l Pas d'accord / Disagree [0 Plutét en désaccord / So... M Neutre / Neither a

30
20

10

0
H&M induit en erreur avec des mots dans ses déclarati... H&M posséde une revendication verte qui est vague ou apparemment
H&M induit en erreur avec des visuels ou des graphiques dans ses décl... H&M exclut ot
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Greenwashing (GW) Veuillez lire les affirmations ci-dessous et indiquer dans quelle |E| Copier
mesure vous étes d'accord ou non avec elles. / Greenwashing (GW) Please read
thought statements bellow and select the level you agree or disagree with them

wit d'accord / Ex.. Bl Pas d'accord / Disagree [0 Plutét en désaccord / So... [l Neutre / Neither agree n... 112 p

ec des mots dans ses déclarati... H&M posséde une revendication verte qui est vague ou apparemment i...
H&M induit en erreur avec des visuels ou des graphiques dans ses décl... H&M exclut ou masque des informa...

Appendix 2. Questionnaire
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