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Abstract. The rising environmental concern has driven organizations to adopt green marketing practices.
However, a growing number of organizations have been engaging in greenwashing practices, which mislead
customers about their environmental performance. This can have negative consequences for the organiza-
tion, the industry, and society as a whole. Despite the growing concern about greenwashing, there is limited
research on how it affects consumers’ purchasing decisions. To address this gap, we conducted a study to
explore the effect of greenwashing perception on green purchase intention in the touristic accommodation
industry. Primary data was collected from 693 tourists who visited the Canary Islands, and structural equation
modeling (SEM) was used to verify hypotheses with the help of AMOS 29 software. The findings revealed that
greenwashing perception does not directly affect green purchasing intention or impact green trust. How-
ever, green trust was found to be a significant predictor of sustainable choices in the touristic accommoda-
tion industry. Additionally, the study provided evidence that previous touristic accommodation experience
moderates the relationship between green trust and green purchase intention and the relationship between
greenwashing perception and green trust. This research has important implications for marketers and adds
to the body of knowledge on greenwashing and green purchasing. By incorporating the Stimulus-Organism-
Response (SOR) paradigm, this study uncovers new linkages that better help understand the phenomenon of
green purchasing among travelers.
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1. Introduction

rini et al., 2024). Such practices are not only deceitful but
also irresponsible (Santos et al.,, 2024b). They have the po-

The depletion of natural resources, increasing environ-
mental pollution, and concerns regarding the sustainability
of future generations have brought the issue of promoting
environmentally friendly behaviors to the forefront (Ah-
mad et al., 2022; Pham, 2019; Santos et al., 2024a). This
has led to a growing awareness of the need for sustainable
practices, particularly in the tourism industry, where organ-
izations and consumers are mobilizing to work together to
save the environment. To demonstrate their commitment
to environmental sustainability, tourism organizations are
developing green marketing solutions to showcase their
concern for the environment (Isac et al., 2024). However,
despite these efforts, the phenomenon of greenwashing,
where companies promise more environmental benefits
than they actually deliver, is becoming increasingly com-
mon (Braga Junior et al., 2019; Jog & Singhal, 2020; Sebe-

tential to mislead consumers and erode their trust in envi-
ronmentally responsible organizations, posing a threat to
society at large. Despite the possible negative outcomes,
tourism organizations continue to practice greenwashing
in order to appeal to environmentally aware customers,
improve their reputation, and stay ahead of the competi-
tion. This enables them to seem environmentally friendly
without implementing substantial, sustainable improve-
ments, which could save costs and help them meet the
established standards for “green” practices in the field
(Alyahia et al., 2024).

Existing research has primarily focused on factors in-
fluencing corporate greenwashing behavior (Gomes et al.,
2024; Sensharma et al.,, 2022), its measurement (Dorfleit-
ner & Utz, 2023; Nemes et al.,, 2022; Papagiannakis et al.,
2024), people's abilities to identify greenwashing (Eng
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et al, 2021), mechanisms of greenwashing behavior in en-
vironmental, social and governance disclosures (Yu et al.,
2020), conceptual evolution on social networks (Blazkova
et al.,, 2023). While studies have examined the effects of
greenwashing in various industries, including fashion (Lu
et al, 2022; Promalessy & Handriana, 2024), energy (Jin
et al., 2024; Nguyen et al,, 2021; Zhang et al., 2018), per-
sonal care (Jog & Singhal, 2020), finance (Liu et al., 2024;
Wu, 2024) tobacco (Moran et al., 2024) and food (Dreist
et al., 2025; Leblebici Kocer et al., 2023), there is a consid-
erable gap in knowledge regarding consumers’ percep-
tion of greenwashing and its associated consequences,
particularly within the touristic accommodation industry
which, as per Papagiannakis et al. (2024), has long been
accused of engaging in greenwashing practices. This pa-
per intends to fill this gap by analyzing the direct effect
of greenwashing perception on green purchases and the
role of trust in this relationship. As organizations strive
to earn the trust of environmentally conscious consumers
(Isac et al., 2024), evaluating the impact of trust on this
relationship is crucial. Additionally, we will explore whether
the previous accommodation experience moderates the
relationship between greenwashing perception and pur-
chase intention. Therefore, this study seeks to address the
following research questions:

= RQ1. How does greenwashing perception influence

green purchase intention in the tourist accommoda-
tion industry?

= RQ2. Will green trust have a mediating effect be-

tween greenwashing perception and purchase inten-
tion?

= RQ3. Will the previous accommodation experience

moderate the relationship between greenwashing
perception and purchase intention?

By addressing these research questions, this study
aims to explore the impact of greenwashing perceptions
on green purchase intentions by examining the mediating
role of green trust and the moderating role of previous
purchasing experience. Using the Stimulus-Organism-Re-
sponse (SOR) theory as a basis, we have developed an
integrated research model that focuses on the possible
mediation and moderation.

The subsequent sections of this article will provide a
review of relevant literature and the development of re-
search hypotheses. This will be followed by a presentation
of the research methodology, key findings, and a thor-
ough discussion of the results. Finally, we will outline our
conclusions.

2. Literature review

2.1. Stimulus-organism-response (SOR)
framework

Numerous studies have focused on green purchasing,
predominantly relying on the theory of planned behavior
(Ch et al., 2021; Chin et al., 2018; Kabel et al., 2021). This
theory postulates that subjective norms, perceived behav-
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ioral control, and attitude influence consumer intention
and behavior. This approach has not fully explored other
contributing factors to green purchase behavior despite its
usefulness. To address this gap, the present study adopts
the SOR theory to investigate additional factors such as
greenwashing and green trust.

The SOR paradigm, a behavioral approach rooted in
environmental psychology, seeks to understand how in-
dividuals respond to various situations by treating them-
selves positively or negatively (Kaur & Luchs, 2022). This
paradigm considers the behavioral responses (R) of an
organism while taking into account the impact of exter-
nal stimuli (S) on internal states (O), as explained by Luo
et al. (2020). The application of SOR theory in the field of
marketing is particularly crucial as it enables marketers to
identify external stimuli that can be manipulated to influ-
ence consumers’ behavior.

Drawing on the SOR theory, greenwashing is viewed
as an external stimulus that triggers consumer reactions,
leading to specific mental states. The intervention pro-
cess, which includes both the intellectual and emotional
states of consumers prior to their response to external
stimuli, is considered a component of an organism (Islam
et al,, 2020). In this regard, the present study posits that
green trust falls into the realms of cognition and affection
and views green trust as an organism state. The organ-
ism processes stimuli and responds through consumers’
behaviors, which may involve purchase intentions (Islam
et al,, 2020). Based on the discussions above, we propose
a primary model based on the SOR paradigm to examine
how greenwashing (S) influences green trust (O) and sub-
sequently affects purchase intention (R).

2.2. Hypotheses development

Green purchase intention is a crucial aspect of sustain-
able consumption behavior, which refers to the subjective
probability that consumers will purchase green products
(Akturan, 2018). It reflects consumers’ plans to purchase
certain products and their particular quantities in a given
period. Green products are characterized by features that
differentiate them from conventional products, and they
are designed to meet green consumption requirements
(Braga Junior et al.,, 2019). However, depending on the
practices of the organizations, green products may be
genuinely eco-friendly, or they may be characterized as
greenwashing products designed to deceive consumers
with false claims of sustainability (Dahl, 2010).

The term “greenwashing” was first coined by American
environmentalist J. Westerveld in 1986. He accused hotels
of greenwashing by encouraging guests to reuse towels
to appear environmentally conscious when in reality, their
motives were purely profit-driven (Akturan, 2018). Accord-
ing to Dahl (2010), greenwashing refers to the practice of
making false or exaggerated claims about a company’s
sustainability practices to gain a competitive advantage.
The primary goal of greenwashing is to create the im-
pression that the company is taking steps to manage its
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environmental impact responsibly, even if that is not the
case (Bulut et al.,, 2021).

In recent years, several studies have examined the im-
pact of greenwashing perception on consumers’ green
purchase intention. According to Sun and Shi (2022), Lu
et al. (2022), greenwashing perception has a significant
negative effect on consumers’ green purchasing inten-
tions. The more consumers perceive that a company is
engaging in misleading green marketing practices, the less
likely they are to buy products from that company. Con-
versely, if consumers believe that a company is genuinely
committed to environmentally responsible practices, they
are more likely to purchase products from that company.
Based on the literature review, we posit that:

H1. Greenwashing perception negatively affects green
purchase intention.

Numerous factors, such as the business, salesperson,
item, service, brand, and environment, can impact con-
sumer trust (Komiak & Benbasat, 2004). Santos et al.
(2024c¢), argue that greenwashing undermines the authen-
ticity of a company’s sustainability practices and communi-
cations, resulting in doubts regarding the company’s trust.
Moreover, Wang et al. (2020) found that greenwashing
behavior has led to a significant lack of trust in both eco-
friendly products and the industry as a whole. This poses
a particular challenge for building trust among environ-
mentally conscious customers, who constitute a crucial
demographic (Isac et al,, 2024). Chen and Chang (2013),
Guo et al. (2017) also note that when consumers perceive
greenwashing, it can harm the company’s reputation and
product trust. In an empirical study within the fast fash-
ion industry, Promalessy and Handriana (2024) found that
greenwashing exacerbates consumer green skepticism,
leading to increased consumer distrust. Based on empiri-
cal evidence, we hypothesize that:

H2. Consumers’ perception of greenwashing has a nega-
tive effect on their green trust.

According to Nguyen and Pervan (2020), consumer be-
havior towards an organization is significantly influenced
by the trust. Establishing trust with consumers has been
noted to lead to a higher level of green purchasing. On
the other hand, a failure to develop trust may lead to dif-
ficulties in convincing consumers of the value of a product.
Studies by Chen and Chang (2012), as well as Nekmahmud
et al. (2022), have shown that green trust has a significant
impact on purchase intentions among consumers. The
former study identified green trust as a crucial determi-
nant of purchase intentions among Taiwanese consumers
in purchasing information and electronics products (Chen
& Chang, 2012). The latter study found a positive asso-
ciation between green trust and intention to purchase
among non-European travelers. However, this impact was
not apparent among European travelers. Given that trust
is a critical antecedent of green purchase intentions, this
study proposes that:

H3. Green trust positively affects green purchase inten-
tion.

Research has shown that trust is crucial in boosting
consumer confidence in their decisions (Guenzi et al.,
2009). However, if consumers are presented with enough
evidence of greenwashing, their trust in organizations
may be eroded, resulting in a decrease in their purchas-
ing intentions (Chen & Deng, 2016; Leonidou et al., 2013;
Timmons et al,, 2024). In fact, Natasya et al. (2023) have
highlighted that perceptions of greenwashing can have a
damaging effect on consumer trust in organizations, which
in turn negatively impacts purchase intentions. Based on
the review of the literature, we anticipate that:

H4. Green trust mediates the relationship between gre-
enwashing perception and green purchase intention.

According to Barber (2014), non-green accommoda-
tions have a significant negative impact on the environ-
ment. To address these concerns, consumers are increas-
ingly searching for eco-friendly lodging options that prior-
itize water and energy conservation, emissions reduction,
sustainable purchasing policies, and waste management.
It is presumed that sustainable accommodations are more
environmentally friendly. Therefore, the relationships be-
tween research constructs may differ between two groups
of tourists: those who stayed at sustainable accommoda-
tions during their last trip (Group 1) and those who se-
lected unsustainable alternatives (Group 2). The following
hypotheses have been developed:

H5a. The previous accommodation experience moder-
ates the relationship between greenwashing perception and
green purchase intention.

H5b. The previous accommodation experience moder-
ates the relationship between greenwashing perception and
green trust.

H5c. The previous accommodation experience moder-
ates the relationship between green trust and green pur-
chase intention.

Figure 1 lays out the plausible relationships between
the variables in question. As previously stated, ample evi-
dence suggests that the perception of greenwashing has
both a direct and indirect impact on the intention to buy

Stimulus (S) Organism (O) Response (O)
:
H2 AN \

Green purchase
intention

Greenwashing
perception

' Moderator
i\ Previous accommodation |

. 1
! experience !

Figure 1. Conceptual framework



green products. Furthermore, it is proposed that green
trust can act as a mediator in the link between the gre-
enwashing perception and the intention to purchase. It is
also possible that past experiences with accommodations
may moderate all the relationships in the model.

3. Methods

This study employed a positivist approach, utilizing rec-
ognized scholarly evidence and principles to gather data.
Research hypotheses were formed based on prior studies,
and a quantitative research design was utilized for data
collection and analysis. The study focused on tourists who
had visited the Canary Islands within the past 12 months,
encompassing eight islands situated in the Atlantic Ocean:
Tenerife, Gran Canaria, Lanzarote, Fuerteventura, La Palma,
La Gomera, El Hierro, and La Graciosa.

We used pre-validated items to construct a structured
questionnaire to test our proposed hypotheses. To assess
greenwashing perception, we adopted a 4-item scale pre-
viously used by Braga Junior et al. (2019). To measure the
level of green trust, we employed a three-item scale from
Ahmad et al. (2022) and Roman-Augusto et al. (2022),
specifically designed to evaluate eco-friendly claims, rep-
utation, and belief in green tourist accommodations. The
study evaluated consumers’ green purchase intention us-
ing a set of four items recommended by Ku et al. (2012),
Nekmahmud and Fekete-Farkas (2020), Roman-Augusto
et al. (2022), utilizing a 5-point Likert scale ranging from
“strongly disagree” (1) to “strongly agree” (5).

The questionnaire underwent several revisions to en-
sure its reliability. Esteemed academic professionals pro-
vided valuable input, which was incorporated into the
questionnaire with minor modifications. Additionally, a
pre-study was conducted with a convenient sample of 40
students to guarantee the utmost reliability of each con-
struct. The feedback received from the students was taken
into consideration, and slight adjustments were made to
the wording of the questionnaire.

The non-governmental organization Canary Green’
provided valuable assistance in collecting data for this
study. An online questionnaire was distributed through a
specially organized event and shared on “Canary Green's”
social media pages (including Facebook, Instagram, Linke-
din, and Twitter) to increase response rates. “Lanzarote
Retreats”, a family-run company that offers holiday ac-
commodations, also invited their newsletter subscribers to
participate in the survey. Respondents were assured that
their participation was voluntary and that their responses
would be kept confidential solely for research purposes.
To encourage participation, respondents were offered an
incentive of a week’s stay at a sustainable hotel. Data was
collected between December 2022 and February 2023.

The research included a screening question to ensure
that only qualified respondents were included (those who
had visited at least one of the Canary Islands during the
last 12 months). Of the 747 questionnaires received, 693
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were deemed acceptable for the final research. 60.6% of
the respondents were female, while 38.8% were male, as
indicated in Table 1. Most participants (57.1%) were be-
tween 18 and 29 years old. Regarding employment status,
66.2% of the respondents were employed, 21.2% were stu-
dents, and 10.4% were unemployed or retired. The ma-
jority of the respondents were from the United Kingdom
(21.1%), followed by Germany (18.9%) and mainland Spain
(13.4%).

Table 1. Demographic profile of the respondents

Demographics resglsﬁ(;);nts %
Female 420 606
Gender Male 269 38.8
Other 4 06
18-29 years 396 57.1
30-39 years 98 14.1
Age 40-49 years 69 10.0
50-59 years 69 10.0
60 or above 61 88
Student 147 21.2
Employee 332 47.9
Occupation Self-employed 127 18.3
T || s
Other 15 55
ggiaed King- 146 11
Germany 131 189
Spain 93 134
Sweden 51 74
Place of Poland 37 =3
residence italy > e
France 29 42
Lithuania 21 3.0
Other EU 95 13.7
Other 58 84

The suggested model was evaluated using SPSS 29 and
AMOS 29 software. Covariance-based structural equation
modelling (SEM) was used to test the hypotheses.

4. Results

4.1. Common method bias

The dependent and independent variables were gathered
from the same source, so there is a potential for common
method bias. To address this concern, the study conduct-
ed a Harman single-factor test under Kock et al.'s (2021)
guidelines. Exploratory factor analysis (EFA) was performed
on all measurement items, and the un-rotated factor so-
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lutions indicated that a single factor accounted for only
37.73% of the total variance, with the single-factor vari-
ance falling below 50%. Based on these findings, it was
determined there is no common method bias in this study.

4.2. Measurement model

In order to ensure the accuracy and credibility of the
measurements, the study utilized AMOS and the maximum
likelihood estimation procedure to conduct a confirma-
tory factor analysis (CFA), given that the measurements

Table 2. Results of reliability and validity

Measurement items FL CR AVE o4

I'm sure that
sustainable hotels, in
the majority, are only | 0.596
sustainable on their
labels

The majority of hotels
position themselves to
be more sustainable

than they really are 0.755 | 0.436 | 0.732
The advertising of
sustainable hotels is 0.680
never true

0.689
Green-
washing

Hotels’ websites
always exaggerate
their services’ 0.671
sustainable
characteristics

Eco-friendly claims of
sustainable hotels are | 0.655
commonly reliable

The eco-friendly
reputation of

Green sustainable hotels is
trust commonly trustworthy

0.776
0.784 0.549 ( 0.781

| believe that

sustainable hotels live
up to their promises 0.784
to care for our health
and the environment

My willingness to
book a room in a
sustainable hotel is
very high

The probability that
| would consider
booking sustainable
accommodation when | 0.587
Green there are similar
purchase |alternatives is very 0.783 | 0.478 | 0.808
intention | high

| would like to
choose sustainable
accommodation more
frequently

0.752

0.643

| intend to book
sustainable hotels due
to their ecological and
health performance

0.766

597

were based on subjective evaluations. The study assessed
the model’s reliability and validity by calculating factor
loadings (FL), composite reliability (CR), average variance
extracted (AVE), and Cronbach’s alpha (o) (Table 2). The
model was deemed reliable since the CR scores exceeded
the threshold of 0.70 (Hair et al., 2010). While the AVE for
two constructs (greenwashing and green purchase inten-
tion) fell below the recommended threshold of 0.5, such
values were deemed acceptable in terms of convergent
validity as long as the CR values exceeded 0.6 (Fornell &
Larcker, 1981). The Cronbach'’s alphas for all constructs
ranged from 0.732 to 0.808.

It was discovered that the square root of the AVE of
each of the constructs in the study exceeded the squared
correlation of the constructs, implying that the convergent
validity was confirmed in all instances (Hair et al., 2010)
(Table 3).

Table 3. Results of discriminant validity

Constructs Gree.n— Green trust Grgen purchase
washing intention
Greenwashing 0.660
Green trust -0.061 0.741
Green purchase | 51q 0.506 0.691
intention

To evaluate the accuracy of our measurement model,
we estimated multiple goodness-of-fit indices. A good fit
for the model is indicated by a Chi-square ratio (x2/df) val-
ue between 2 and 5, as well as CFl and TLI values greater
than or equal to 0.90, AGFI greater than or equal to 0.80,
and RMSEA less than or equal to 0.08 (Hair et al., 2010).
The results of our analysis showed that our model fits well,
with statistics above the threshold values (x2/df = 2.912,
CFl = 0.963, TLI = 0.951, AGFI = 0.941, RMSEA = 0.053).

4.3. Hypotheses testing

The structural model was utilized to evaluate the concep-
tual model, and the goodness statistics were employed to
assess its performance. Table 4 displays the results of the
direct relationships for the entire sample.

Table 4. Results and hypotheses testing

. Estimate Hypothesis

Hypothesis Effect ® p-value supported
H1: Greenwashing
— Green purchase Direct 0.018 0.672 No
intention
He: Greenwashing = | ot | 9052 | 0177 | No
Green trust
H3: Green trust —
Green purchase Direct 0.643 0.000 Yes
intention
H4: Greenwashing — In-
Green trust — Green . 0.017 0.768 No

: . direct

purchase intention




The study's findings suggest that there is no direct re-
lationship between consumers’ perception of greenwash-
ing and their intention to purchase green products, which
contradicts hypothesis H1. Additionally, hypothesis 2 was
rejected due to the insignificant impact of greenwashing
on green trust. However, the study did reveal a significant
positive relationship between green trust and green pur-
chase intention, supporting hypothesis 3.

To explore the mediating effect of green trust and its
association with the stimulus factor (perception of green-
washing) and response factor (green purchase intention),
we used a bootstrap procedure with 5,000 subsamples to
calculate the 95% confidence interval after correcting for
bias in the indirect effect. Results indicated that green-
washing did not have a significant impact on green pur-
chase intention, either directly or indirectly.

We also conducted a multi-group analysis to investi-
gate the possible moderating effect of previous accom-
modation experience. Participants were categorized into
two groups based on their previous stays: sustainable ac-
commodations (Group 1) and non-sustainable accommo-
dations (Group 2). Both research models displayed a good
fit for the data, as shown in Table 5.

Table 5. Multi-group analysis

Stayed at sustainable
accommodation
Path (n = 334)

Stayed at non-
sustainable accom-
modation (n =

Estimate (B) | p-value | Estimate (B) | p-value

Greenwashing —
Green purchase 0.010 0.871 0.011 0.897
intention

Greenwashing —

Green trust 0.087 0.150

-0.215*** | 0.000

Green trust —
Green purchase
intention

0.624** 0.000 0.757*** 0.000

Greenwashing -
Green trust —

0.010 0.938 0.011 0.937
Green purchase

intention
X2/df = 2.072; X2/df = 2.180;
Model fit indices CFl = 0.963; TLI = CFl = 0.958; TLI =
0.947; AGFI = 0.930; | 0.939; AGFI = 0.929;
RMSEA = 0.057 RMSEA = 0.057

The results of the multi-group analysis indicate that
the relationship between green trust and green purchase
intention was significant for tourists who stayed at sustain-
able accommodations. This relationship remained signifi-
cant for those who chose non-sustainable alternatives as
well (H5c). Additionally, a negative impact of greenwash-
ing on green trust was observed in the latter group (H5b).
These findings suggest that prior accommodation experi-
ences play a moderating role in the relationships between
greenwashing and green trust, and between green trust
and purchase intention.
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5. Discussion

While previous studies have indicated that greenwashing
has a detrimental impact on consumers’ purchasing deci-
sions, there has been a lack of research exploring how
green trust and prior purchasing experience influence the
relationship between greenwashing perceptions and green
purchasing intentions. Through examining these factors
within the context of the tourist accommodation industry,
we have discovered the following insights.

To our surprise, we were unable to establish a sig-
nificant relationship (RQ1) between misleading market-
ing practices and consumers’ green purchasing intentions
through the data collected from tourists. Despite numer-
ous studies in the field supporting the negative relation-
ship between greenwashing and green purchase intention
(Isac et al., 2024; Natasya et al.,, 2023; Zhang et al., 2018),
our findings are consistent with a few other studies. For
instance, Guerreiro and Pacheco (2021) did not support
the proposed negative impact of greenwashing on green
purchase intention. Similarly, Lopes et al. (2023) found that
consumers’ perception of prevalent greenwashing behav-
ior among companies is positively associated with the cir-
cular consumption intention. The non-significant relation-
ship between greenwashing and green purchase intention
in our research may be attributed to a lack of accurate
information on the impact of greenwashing on companies’
broader consequences. The European Securities and Mar-
kets Authority (2023) stated that greenwashing allegations
do not have a clear financial impact on firms, highlight-
ing the absence of an effective market-based mechanism
to prevent potential greenwashing behavior. Therefore, it
is speculated whether consumers tend to forget and for-
give. Additionally, consumers may not always be able to
identify greenwashing, leading to a controversial response.
For example, Volschenk et al. (2022) found that consumers
reward greenwashing when it goes undetected, empha-
sizing the lack of consumer awareness of greenwashing.
Similarly, Dutta-Powell et al. (2024) confirmed that compa-
nies using greenwashing ads have higher green credentials
compared to those depicted in non-greenwashed ads.

The study yielded unexpected results as we were un-
able to establish a negative impact of greenwashing on
consumer trust. This outcome is consistent with the find-
ings of Baxter et al. (2024), who were equally surprised to
discover that instances of greenwashing did not signifi-
cantly alter consumer trust, and in many cases, trust levels
even increased.

While greenwashing may not have a significant ef-
fect on green trust, the latter has a powerful influence on
green purchasing behavior. Nguyen-Viet (2022) discovered
a significant relationship between green trust and green
purchase intention in a sample of 780 milk consumers in
Vietnam. Moreover, Guerreiro and Pacheco (2021), Sharma
and Kushwaha (2019) have corroborated this connection.
The fact that these findings hold true across different
regions and contexts bolsters the generalizability of the
study'’s results.
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The findings of the study revealed that the presence
of green trust did not act as a mediator in the relationship
between greenwashing perception and purchase intention
(RQ2). This result might come as a valuable insight for
marketers who face greenwashing issues. It implies that
if dealt with appropriately, greenwashing may not sig-
nificantly influence green purchase intention, nor affect
it through trust. However, these results also raise some
pertinent questions, such as why tourists still intend to
book accommodations that are at the center of green-
washing scandals. Yet, the noteworthy negative impact of
greenwashing on green trust in the group of tourists who
stayed at non-sustainable accommodation (RQ3) provides
some hope that the situation may change.

The study’s results should be interpreted in the context
of limitations. Firstly, the research only focused on tourist
accommodation services, so a broader scope would lead
to a more comprehensive understanding of the impact of
greenwashing on green purchasing. Expanding the scope
beyond tourist accommodation services would provide a
broader understanding of the effect that greenwashing
has on consumer behavior across different tourism seg-
ments. Additionally, the sample size was limited to those
who have visited the Canary Islands, and a more diverse
group of participants from different tourist destinations
with varied cultural backgrounds would enhance the gen-
eralizability of the findings. The conceptual model only
included two factors as determinants of behavioral inten-
tion, whereas considering a wider range of predictors in
future studies could provide a more accurate depiction
of the green purchasing phenomenon. Variables such as
environmental concern, social influence, or perceived value
could provide deeper insights into the complex motiva-
tions behind sustainable consumption. Finally, the study
did not differentiate between various types of greenwash-
ing, despite previous research indicating the differential
impact of separate forms on purchasing behavior (Bladt
et al,, 2024; De Freitas Netto et al., 2020; De Jong et al,
2020). Therefore, future studies should consider measur-
ing the direct effect of different types of greenwashing
on purchase intention while also exploring the potential
mediation of green trust.

6. Conclusions

This study delved into the influence of greenwashing per-
ception on green purchase intentions, taking into account
the mediating role of green trust and the moderating role
of previous purchase experience, based on SOR theory.
The data gathered from 693 tourists led to the conclusion
that greenwashing does not significantly impact green
trust or green purchase intention in the tourist accom-
modation industry. Additionally, green trust did not act
as a mediator between greenwashing and green purchase
intention. However, it was found that greenwashing had a
significant impact on green trust for tourists who had opt-
ed for non-sustainable accommodation on their last trip.

The study makes several significant theoretical contri-
butions to the literature on greenwashing and sustainable
consumer behavior. Firstly, it underscores the pivotal role
of trust in influencing green purchase intentions, thereby
highlighting trust as a mediator between greenwashing
perception and purchasing behavior. By providing empiri-
cal evidence that greenwashing does not directly or indi-
rectly impact purchase intention, the research challenges
established beliefs regarding the direct negative effects of
greenwashing. Secondly, the multi-group analysis reveals
that prior accommodation experiences have a moderating
effect. It demonstrates that tourists without sustainable ac-
commodation backgrounds are more susceptible to los-
ing trust in green claims when exposed to greenwashing.
This sheds light on the experiential aspect of consumers’
responses to green marketing practices and extends the
theoretical framework linking consumer behavior, trust,
and sustainability claims.

The findings underscore significant practical implica-
tions for tourism entities aiming to bolster their marketing
strategies and sustainability initiatives. In light of the pivot-
al role of green trust in advancing green purchasing, tour-
ism organizations should place emphasis on establishing
and upholding trust through authenticity, transparency,
and equitable communication of implemented sustainable
measures. Moreover, educating consumers on identifying
genuine green practices may enable them to make more
informed decisions and diminish the propensity to penal-
ize brands for perceived greenwashing.
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