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Greenwashing perception in Spanish fast-fashion brands’ communication: 
modelling sustainable behaviours and attitudes
Mónica Diaz-Bustamante-Ventisca a, Sonia Carcelén-García a, Paloma Díaz-Soloaga b* and 
Olga Kolotouchkina c**
aMarketing Department, Complutense University, Madrid, Spain; bApplied Communication Studies Department, Complutense University, 
Madrid, Spain; cInstitute of Knowledge Technology, Complutense University, Madrid, Spain

ABSTRACT  
While sustainability topics are gaining prominence in the communication strategies of fast-fashion 
brands, consumers remain sceptical and suspicious of the ambiguous and often misleading 
sustainable brand content. The purpose of this study is to analyse the perception of 
greenwashing in fast-fashion brands' sustainable communication and to identify its link to 
consumers' sustainable behaviour and attitudes. An analysis was conducted on five fast-fashion 
leading brands, based on a non-experimental cross-sectional analytical design and using an 
online survey. Research results show that consumers perceive greenwashing in the 
communication of all fast-fashion brands. Furthermore, the perception of greenwashing is 
higher when it is associated with the search for information on sustainable fashion, as well as 
the purchase of sustainable fashion. The study also concludes that the perception of 
greenwashing increases when fast fashion brands carry out advertising campaigns or 
disseminate their sustainability content through influencers or on their websites.
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1. Introduction

In recent years, consumers have become more con
cerned and aware of the social and environmental 
impact of brands (Johnstone & Tan, 2015; Yoon & 
Park, 2021). According to the Future Consumer Index 
Report (Samu & Vello, 2022), 63% of consumers prior
itise the social impact of the brands they buy, and 51% 
would stop purchasing from companies with question
able social or environmental performance.

The negative impact of the fashion industry on the 
environment caused by the excessive use of energy 
and natural resources in the production process, the 
use of harmful chemicals or the amount of generated 
waste, among others (Colucci & Vecchi, 2021; Mukendi, 
Davies, Glozer, & McDonagh, 2020; Pedersen & Ander
sen, 2015) is of high concern for consumers. Addressing 
sustainability challenges facing the fashion industry, a 
growing number of fashion brands have been engaged 
in communication strategies claiming their environ
mental credentials and commitment to sustainability. 
However, the increase in misleading and ambiguous 

communication narratives featuring sustainable values 
of companies has led to a certain mistrust and scepti
cism among consumers regarding the real reasons for 
fashion brands to claim their sustainability commit
ment. As a consequence, the phenomenon of ‘green
washing’ was identified and conceptualised in the last 
decade (Chen & Chang, 2013; Aji & Sutikno, 2015).

This research arises from the disjunction between the 
efforts of brands to convey their sustainability initiatives 
and consumers’ perception that such communication 
constitutes greenwashing. Accordingly, the purpose of 
this paper is to study consumers’ perceptions of green
washing within the sustainability communication strat
egies of fast-fashion brands. The main research 
questions are the following: 

RQ1. Do consumers perceive greenwashing in sustain
able initiatives’ communication by fast-fashion brands?

RQ2. Do consumers’ knowledge of sustainability prin
ciples and their consumption of sustainable fashion 
moderate the perception of greenwashing in fast- 
fashion brand communication?
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RQ3. Does the perception of greenwashing in fast- 
fashion brands get influenced by specific communi
cation formats, such as advertising, communication 
by influencers, or corporate websites?

In the next sections we review recent studies on the atti
tudes and behaviours of consumers towards sustainable 
fashion. Next, research methods and materials are out
lined. Our main research results are systematised in a 
series of explanatory and predictive models of the 
greenwashing perception in fast fashion brands. The 
article concludes by discussing the remaining challenges 
of the fast fashion industry amid widespread environ
mental concerns and the growing consumer scepticism 
about fast-fashion brands’ true commitment.

1.1. Attitudes and behaviours towards 
sustainable fashion

There are multiple terms for sustainable fashion, includ
ing eco-fashion, ethical fashion, green fashion, con
scious fashion, and responsible fashion, among others. 
This plethora of terms has led to some confusion 
among consumers about what a sustainable fashion 
company really is (Beard, 2008; Thomas, 2008). Thus, 
the term ‘sustainability’ has become an overused and 
very confusing concept for the consumers.

At the same time, consumers expect socially and envir
onmentally responsible strategies from companies and 
governments, yet they often lack personal commitment 
to responsible consumption (Ha-Brookshire & Norum, 
2011; Bianchi & Gonzalez, 2021; Blazquez, Henniger, 
Alexander, & Franquesa, 2020; Jacobs, Petersen, Horisch, 
& Battenfeld, 2018; McNeill & Moore, 2015; Chan & 
Wong, 2012). This paradox has been defined as the ‘atti
tude-behaviour gap’, i.e. when a positive attitude does not 
translate into subsequent action (Wiederhold & Martinez, 
2018; Rausch & Kopplin, 2021), which in the fashion 
industry has been described as ‘the fashion paradox’ 
(Black, 2008; McNeill & Moore, 2015).

Consumers have low knowledge of sustainable fashion 
and are not able to differentiate a sustainable brand from a 
non-sustainable one (Blas Riesgo, Lavanga, & Codina, 
2023; Kaner & Baruh, 2022). Other studies have shown 
that having a positive attitude towards sustainability and 
greater knowledge about the environmental impact of 
the fashion industry does not affect purchasing intentions 
for sustainable fashion (Kozar & Connell, 2013; Achabou, 
Dekhili, & Codini, 2020). In fact, Goworek, Hiller, Fisher, 
Cooper, and Woodward (2013) argue that consumers’ sus
tainable behaviour relies more on habits than on knowl
edge about companies’ sustainable practices.

In particular, the main barrier associated with the 
purchase of sustainable fashion products is consumers’ 

perception of their higher price compared to other 
fashion products (Bianchi & Gonzalez, 2021; Brandão 
& Costa, 2021; Diddi, Yan, Bloodhart, Bajtelsmit, & 
McShane, 2019; Lundblad & Davies, 2016; Ha-Brook
shire & Norum, 2011). A further deterrent is the percep
tion that such products are less ‘fashionable’ (Blazquez 
et al., 2020; Diddi et al., 2019; Min Kong & Ko, 2017) 
and not stylish enough (Connell, 2011). In this regard, 
Ritch and Schroder (2012) found that consumers are 
not willing to give up style or comfort to buy sustainable 
fashion.

Furthermore, Blas Riesgo et al. (2023) found that in 
addition to the perception of higher price, lower quality 
and limited availability, another important barrier is the 
lack of trust in companies and their sustainability 
claims, as personal ethical values related to sustainability 
are more important in the intention to purchase sus
tainable fashion. The authors argue also that higher sus
tainability awareness leads to lower purchase of 
sustainable fashion products. Consumers opt for 
second-hand products or renting rather than buying 
new sustainable items.

1.2. The phenomenon of greenwashing

The phenomenon of greenwashing was first identified in 
1986 by environmentalist Jay Westerveld as a deceptive 
communication practice by companies to sell their sus
tainability to their audiences (Orange & Cohen, 2010). 
Becker-Olsen and Potucek (2013) understand green
washing as ‘the practice of falsely promoting an organ
isation’s environmental efforts or spending more 
resources to promote the organisation as green than 
are spent to engage in environmentally sound practices’. 
Nemes et al. (2022) also define it as ‘an umbrella term 
for a variety of misleading communications and prac
tices that intentionally or not, induce false positive per
ceptions of an organisation’s environmental 
performance’. Along the same lines, we find definitions 
by Delmas and Burbano (2011), Baum (2012), Lyon and 
Montgomery (2015) and Tateishi (2018).

De Freitas, Sobral, Ribeiro, and Soares (2020) point 
out two different ways of greenwashing: One at the ‘pro
duct/service level’ where textual arguments that expli
citly or implicitly refer to the ecological advantages of 
a product or service are used to create a misleading 
environmental claim and another at the ‘execution 
level’ when elements (images or sounds) that evoke 
nature are used. Vague and ambiguous communication 
about a company’s sustainability is therefore a strategy 
that causes confusion, mistrust and disloyalty among 
consumers (Chen & Chang, 2013; Aji & Sutikno, 
2015). As Munir and Mohan (2022, p. 5) point out, it 
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is ‘an implicit form of deception as consumers wrongly 
interpret the meaning and draw positive inferences 
about the product attribute’.

1.3. Greenwashing in the fast-fashion industry

Bick, Halsey, and Ekenga (2018) define fast fashion as 
‘readily available, inexpensively made fashion of 
today’. According to Munir and Mohan (2022), the 
fast fashion business model is based on the concept of 
‘fashion obsolescence’, where companies spread a 
‘throwaway’ culture (Cooper, 2005) which negates any 
pro-environmental initiative. This business model 
clashes with one of the objectives set by the European 
Commission (according to the European Green Pact, 
2022) which states that, by 2030, clothing should be 
‘more durable, repairable, reusable and recyclable in 
order to combat fast fashion, textile waste and the 
destruction of unsold textile products’.

In recent years numerous fast-fashion companies 
have launched sustainable communication campaigns 
centred on basic claims like ‘using organic cotton’, 
‘reusing or second-hand’ (e.g. Zara Pre-Owned), and 
creating eco-friendly sub-brands (such as Zara’s Join 
Life or H&M’s Conscious), to showcase their commit
ment to sustainability and the environment.

Some authors have emphasised the positive effect of 
sustainable communication on websites and using hash
tags (Li & Leonas, 2022) as well as leveraging celebrities 
and influencers to promote sustainable actions of 
brands (Moorhouse & Moorhouse, 2017). Han, Hen
ninger, Apeagyei, and Tyler (2017) stress the signifi
cance of using persuasive narratives along with data 
and facts to enhance the credibility of sustainability 
initiatives. Szabo and Webster (2021) argue that these 
communication efforts are specifically focused on ecolo
gically conscious consumers.

Despite these efforts, many consumers remain scep
tical and distrustful of fast fashion companies’ market
ing communication. From 2019 to 2022, the volume 
of greenwashing-related news stories in traditional 
media and social networks (especially on Twitter and 
LinkedIn) has been doubling every year, with the 
fashion industry being one of the most scrutinised by 
consumers (Onclusive, 2023). In this regard, The State 
of Fashion 2023 report by Business of Fashion (BOF) 
and McKinsey describes greenwashing as one of the 
most critical issues facing the fashion industry today 
and, in particular, fast fashion companies. Research by 
Delmas and Burbano (2011) highlights the growing 
complexity of the greenwashing practice, with mislead
ing environmental claims on the corporate level and 
actions aimed at enhancing environmental values of 

products or services. De Jong, Huluba, and Beldad 
(2020) argue that greenwashing negatively affects cor
porate reputation, product and service perception, and 
financial performance.

To address this issue, the European Commission in 
March 2023 launched the third package of measures 
(Directive on Green Claims) to prevent greenwashing 
and misleading environmental claims. From now on 
when a company makes a claim using sustainability as 
an argument, it must be substantiated and verified by 
independent and accredited companies.

In this context, it is worth asking whether, despite the 
efforts made by some fast fashion brands to develop and 
communicate sustainable initiatives, consumers per
ceive greenwashing and whether this perception could 
be explained by certain behaviours and attitudes related 
to sustainability and media consumption.

Some specific objectives are also identified for this 
study: 

. To assess the perception of greenwashing in Spanish 
fast fashion brands (Zara, Bershka, Mango, Stradivar
ius and Springfield)

. To explore consumer engagement with sustainable 
fashion content and sustainable fashion purchases.

. To investigate the mediating effect of sustainable 
fashion consumption and consumer attitudes 
towards sustainability on their perception of 
greenwashing.

. To propose an explanatory and predictive model of 
greenwashing perception in fast fashion brands 
based on preceding behaviours and attitudes.

2. Methodology

The research carried out was descriptive and causal, 
based on a non-experimental, cross-sectional, analytical 
design. An online survey was conducted among 1001 
individuals in Spain. The distribution of the sample cor
responds to the structure of the population by gender 
(51.1% women, 48.8% men and 0.1% do not state 
their gender), age (35.5% up to 34 years old, 34.7% 
between 35–54 years old and 32.8% from 55 years old 
onwards) and their place of residence (INE Base, 
2022). This sample size corresponds to an indicative 
error, assuming simple random sampling, of ±3.15% 
for a confidence level of 95.5% (P = Q = 50% and 2 
sigma).

An ad hoc structured questionnaire was used, whose 
variables and items were established based on the green
washing concept of Becker-Olsen and Potucek (2013) 
and Nemes et al. (2022), the communication channels 
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and media used to disseminate information on sustain
able fashion identified by Han et al. (2017), Vehmas, 
Raudaskoski, Heikkilä, Harlin, and Mensonen (2018) 
and Díaz-Soloaga (2021), and following the results of 
the studies by Wiederhold and Martinez (2018), Blaz
quez et al. (2020), Bianchi and Gonzalez (2021) and 
Blas Riesgo et al. (2023) on consumption behaviour 
and attitudes towards sustainable fashion (see Table 1).

The selection process of survey participants was ran
domised in accordance with theoretical quotas of sex, 
age and place of residence based on a panel of consu
mers in Spain. The collecting of information was con
ducted in November 2022 by the company Grupo 
Análisis e Investigación. The statistical analysis of the 
data was carried out using SPSS v28. Starting with the 
basic univariate and bivariate descriptive statistics, the 
Chi-square test and binary logistic regression analysis, 
among others, were applied.

Five Spanish fast fashion brands with the largest mar
ket share in Spain were included in the analysis: Zara, 
Bershka, Mango, Stradivarius and Springfield (see 
Table 2). All five brands belong to one of the three lead
ing Spanish fashion holdings: Inditex (Zara, Bershka 
and Stradivarius), Punto Fa-Mango (Mango) and Ten
dam Retail Group (Springfield). The brand selection cri
teria were based on its leading market position within 
each holding, national sales volume and number of 
stores.

While the study only covers the Spanish market, the 
global relevance of the Spanish fast-fashion industry 
makes the results generalisable to other markets. 
Other limitations of the study is its quantitative nature 
and the exclusive focus on the perception of greenwash
ing practices by consumers. Conducting qualitative 
research could enhance key findings with deeper consu
mer insights. Additionally, exploring the perspective on 
greenwashing of communication managers in the fast- 
fashion industry would be valuable for future research.

3. Results and discussion

3.1. Perception of greenwashing in Spanish fast 
fashion brands

As shown in Figure 1, the majority of respondents per
ceive the existence of greenwashing in all five brands 

Table 1. Elements under study and variables used.
Elements studied Variables

1. Socio-demographic 
characteristics

. Sex

. Age

. Level of education

. Occupation

2. Perception of greenwashing in 
the studied fashion brands

. The brand uses sustainable fashion 
messages to wash or improve its 
image.

3. Sustainable fashion content 
consumption

. Whether information on sustainable 
fashion-related content is often 
looked for

. Use of the following channels to 
seek or receive information on 
sustainable fashion: 

- Website of the brands
- Brand profiles on Instagram, 

Facebook and TikTok
- Videos on brands’ YouTube 

channels
- Advertisements in offline and 

online media (press, TV, radio.)
- Reports, interviews or 

monographic documentaries
- Influencer or celebrity accounts on 

social networks
- Advertising spots in offline and 

online media with celebrity 
recommendations or trends.
- Fashion films
- Physical shops of the brands

4. Sustainable fashion 
consumption

. Have you ever bought a sustainable 
fashion product?

. How brands’ advertising campaigns 
influence sustainable fashion 
purchasing decisions

. Influencers and celebrities’ 
recommendations influence 
decisions to buy sustainable 
fashion.

5. Attitudes towards sustainability 
policies communicated by 
fashion companies

. Some companies talk about 
sustainability in their commercial 
messages without taking any social 
or sustainable action.

. Sustainability is used by some 
companies to launder or enhance 
their corporate image or reputation.

. It bothers me when a fashion brand 
uses the concept of sustainability as 
a selling point.

. I find it inconsistent for a fast 
fashion brand to communicate its 
ecological and sustainability 
commitments.

. I am not interested in sustainability 
information from fashion brands.

. The most sustainable fashion 
brands often do not communicate 
their activities in their advertising.

Table 2. Fashion brands included in the study.
Zara
Mango
Bershka
Stradivarius
Springfield
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included in the analysis: Zara, Bershka, Stradivarius, 
Mango and Springfield, with no significant differences 
by gender, age, occupation or level of education.

3.2. Attitudes and behaviours towards 
sustainable fashion associated with the 
perception of greenwashing

As shown in Table 3, the search for information on sus
tainable fashion is significantly associated with the per
ception of the existence of greenwashing in all the 
fashion brands considered. Furthermore, it has been 
observed (Chi-Square test) that such perception does 
not present significant differences regarding the use of 

different communication channels to access infor
mation on sustainable fashion, except for the Bershka 
and Springfield brands.

In the case of Bershka, the perception of not green
washing is significantly associated with not using the 
brands’ profiles on Instagram (Sig. x2 = 0.01) and Tik
Tok (Sig. x2 = 0.014), and not viewing advertisements 
in online and offline media (Sig. x2 = 0.041) and celeb
rity trending media (Sig. x2 = 0.023). As for Springfield, 
the perception of greenwashing is significantly associ
ated with the consumption of reports, interviews and 
monographic documentaries to access sustainable 
fashion content (Sig. x2 = 0.008).

With respect to consumption of sustainable fashion 
products, Table 4 reveals a significant association 
between having previously purchased a sustainable 
fashion product and perceiving the existence of green
washing across all examined brands. This finding 
fortifies the initial proposition positing a correlation 
between behaviours and perceptions. Additionally, 
the absence of such perception is linked to the lack 
of advertising influence from the brands in the 
decision-making process for sustainable fashion pur
chases. This observation leads us to contemplate the 
possibility that fashion brands’ advertising campaigns 
may exert an adverse impact on audiences, fostering 
the perception that said brands engage in greenwashing 
practices.

Conversely, there were no significant distinctions 
observed in the perception of greenwashing across the 
analysed brands concerning the influence of recommen
dations from influencers or celebrities on the purchase 
of sustainable fashion products.

Regarding respondents’ attitudes towards the sus
tainability policies communicated by fashion compa
nies, Table 5 illustrates that agreement with almost 
all of the opinions (except for ‘I am not interested in 
the sustainability information provided by fashion 
brands’) is very significantly associated with the per
ception of greenwashing in all of the brands con
sidered. These opinions mainly reflect negative or 
sceptical attitudes towards the sustainability policies 
that fashion companies convey in their 

Figure 1. Perception of Greenwashing in Spanish fashion 
brands.

Table 3. Association between the perception of greenwashing in fashion brands and consumption of sustainable fashion content  – 
Chi-Square test.

Perception of Greenwashing

Zara Bershka Stradivarius Handle Springfield

No Yes No Yes No Yes No Yes No Yes
% row % row % row % row % row % row % row % row % row % row

Search for information on sustainable fashion No 44.8% 55.2% 50.7% 49.3% 52.6% 47.4% 54.1% 45.9% 56.2% 43.8%
Yes 29.8% 70.2% 36.1% 63.9% 37.2% 62.8% 34.6% 65.4% 37.5% 62.5%
Sig. x2 0,000** 0,004** 0,003** 0,000** 0,000**

**Significant at 1%.
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communications, and which result in a negative per
ception of the brands they market and by answering 
in the affirmative the consumer considers that the 
brands are trying to greenwash their image through 
these messages. Thus, it seems logical that brands 
need to rethink the content or style of sustainability 
messages they communicate in order to convey credi
bility to their audiences.

3.3. Explanatory and predictive models of the 
probability of perceiving greenwashing in 
Spanish fast-fashion brands

The first model (Table 6) establishes that the probability 
of perceiving greenwashing in the Zara brand increases 
when information on sustainable fashion is accessed 
through the brands’ websites and when recommen
dations from influencers or celebrities influence the 

Table 4. Association between the perception of greenwashing in fashion brands and consumption of sustainable fashion products  – 
Chi-Square test.

Perception of Greenwashing

Zara Bershka Stradivarius Handle Springfield

No Yes No Yes No Yes No Yes No Yes
% row % row % row % row % row % row % row % row % row % row

Have you ever bought a sustainable 
fashion product?

No 48.8% 51.2% 53.5% 46.5% 58.1% 41.9% 63.1% 36.9% 56.0% 44.0%
Yes 32.9% 67.1% 36.0% 64.0% 37.3% 62.7% 36.3% 63.7% 39.4% 60.6%
Sig. 

x2
0.002** 0.002** 0.000** 0.000** 0.003**

Influence of the following elements on the sustainable fashion purchasing decision:
Brand advertising campaign No 24.8% 75.2% 25.4% 74.6% 29.5% 70.5% 30.9% 69.1% 32.6% 67.4%

Yes 44.5% 55.5% 50.0% 50.0% 47.2% 52.8% 43.4% 56.6% 47.7% 52.3%
Sig. 

x2
0.001** 0.000** 0.012* 0.058 0.033*

Recommendations from influencers or 
celebrities

No 35.0% 65.0% 36.0% 64.0% 38.5% 61.5% 39.3% 60.7% 42.0% 58.0%
Yes 28.7% 71.3% 35.8% 64.2% 35.1% 64.9% 30.7% 69.3% 34.8% 65.2%
Sig. 

x2
0.329 0.881 0.638 0.175 0.295

*Significant at 5%. 
** Significant at 1%.

Table 5. Association between perceptions of greenwashing in fashion brands and attitudes towards sustainability policies of fashion 
companies  – Chi-Square test.

Perception of Greenwashing

Zara Bershka Stradivarius Handle Springfield

No Yes No Yes No Yes No Yes No Yes

% row
% 

row % row
% 

row % row
% 

row % row
% 

row % row
% 

row

Some companies talk about 
sustainability in their commercial 
messages without taking any 
social or sustainable action.

Disagree or 
indifferent

50.5% 49.5% 61.3% 38,7% 58,1% 41,9% 55,7% 44,3% 61,7% 38,3%

Agreed. 32.9% 67.1% 36.8% 63,2% 38,8% 61,2% 41,2% 58,8% 41,0% 59,0%
Sig. x2 0.000** 0.000** 0,000** 0,006* 0,000**

Sustainability is used by some 
companies to launder or 
enhance their corporate image or 
reputation.

Disagree or 
indifferent

53.0% 47.0% 61.6% 38,4% 61,7% 38,3% 56,4% 43,6% 65,2% 34,8%

Agreed. 34.0% 66.0% 39.2% 60,8% 39,6% 60,4% 42,4% 57,6% 42,1% 57,9%
Next x2 0.000** 0.000** 0,000** 0,017* 0,000**

It bothers me when a fashion 
brand uses the concept of 
sustainability as a selling point.

Disagree or 
indifferent

43.9% 56.1% 51.7% 48,3% 54,2% 45,8% 53,2% 46,8% 55,5% 44,5%

Agreed. 35.0% 65.0% 40.7% 59,3% 40,2% 59,8% 41,6% 58,4% 43,4% 56,6%
Next x2 0.054 0.032* 0,005** 0,025* 0,020*

I find it inconsistent for a fast 
fashion brand to communicate its 
ecological and sustainability 
commitments.

Disagree or 
indifferent

44.5% 55.5% 52.5% 47,5% 53,6% 46,4% 51,9% 48,1% 54,9% 45,1%

Agreed. 34.0% 66.0% 38.9% 61,1% 39,9% 60,1% 41,6% 58,4% 42,7% 57,3%
Next x2 0.022* 0.007** 0,007** 0,040* 0,014*

I am not interested in sustainability 
information from fashion brands.

Disagree or 
indifferent

37.3% 62.7% 45.5% 54,5% 44,5% 55,5% 44,7% 55,3% 47,5% 52,5%

Agreed. 40.8% 59.2% 41.5% 58,5% 46,7% 53,3% 48,6% 51,4% 48,0% 52,0%
Next x2 0.481 0.434 0,664 0,474 0,900

The most sustainable fashion 
brands often do not 
communicate their activities in 
their commercial messages.

Disagree or 
indifferent

40.7% 59.3% 51.0% 49.0% 51.0% 49.0% 47.9% 52.1% 50.7% 49.3%

Agreed. 35.1% 64.9% 36.7% 63.3% 38.0% 62.0% 42.8% 57.2% 44.0% 56.0%
Next x2 0,220 0,003** 0,009** 0,285 0,182

*Significant at 5%. 
** Significant at 1%.
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decision to purchase sustainable fashion. Conversely, 
this probability decreases when TikTok is not used to 
access sustainable fashion content and when brands’ 
advertising campaigns do not influence the sustainable 
fashion purchase decision. The indicators of model per
formance are as follows: the Hosmer and Lemeshow test 
(Chi-square = 2.563; p = 0.767), the percentage of cases 
that the model is able to predict correctly (70%) and 
the area under the COR curve (0.686).

The second model (Table 7), relating to the prob
ability of perceiving greenwashing in the Bershka 
brand, indicates that this probability increases when 
information on sustainable fashion is accessed through 
the brands’ websites and when influencers’ or celebri
ties’ recommendations influence the decision to buy 
sustainable fashion. Conversely, the likelihood decreases 
when Instagram is not used to access sustainable fashion 
content and when brands’ advertising campaigns do not 
influence the sustainable fashion purchasing decision. 
The indicators of model performance are as follows: 
the Hosmer and Lemeshow test (Chi-square = 2.956; p  
= 0.814), the percentage of cases that the model is able 
to predict correctly (69.7%) and the area under the 
COR curve (0.701).

The third model (Table 8) determines that the prob
ability of perceiving greenwashing in the Stradivarius 
brand increases when information on sustainable 
fashion is accessed through the brands’ websites and 
decreases when the brands’ advertising campaigns do 
not influence the decision to purchase sustainable 
fashion. The indicators of model performance are as fol
lows: the Hosmer and Lemeshow test (Chi-square =  
0.090; p = 0.764), the percentage of cases the model is 

able to predict correctly (64.4%) and the area under 
the COR curve (0.619).

The fourth model (Table 9) shows that the prob
ability of perceiving greenwashing in the Mango 
brand increases when information on sustainable 
fashion is sought and when recommendations from 
influencers or celebrities influence the decision to pur
chase sustainable fashion. Conversely, the likelihood 
of greenwashing decreases when videos on the brands’ 
YouTube channels are not used to access sustainable 
fashion content and when the brands’ advertising cam
paigns do not influence the sustainable fashion purchase 
decision. The indicators of model performance are as 
follows: the Hosmer and Lemeshow test (Chi-square =  
2.381; p = 0.882), the percentage of cases the model is 
able to predict correctly (69.3%) and the area under 
the COR curve (0.677).

Table 6. Logistic regression model on the probability of perceiving greenwashing in the Zara brand.

Variables in the equation B Standard error Wald Gl Sig.
Exp 
(B)

Use the brands’ websites to access information on sustainable fashion. 1.343 0.427 9.877 1 0.002** 3.830
Use brand profiles on TikTok to access information on sustainable fashion. −0.827 0.403 4.206 1 0.040* 0.437
The influence of brand advertising campaigns on sustainable fashion purchasing decisions −1.319 0.377 12.238 1 0.000** 0.267
Influence of influencer or celebrity recommendations on sustainable fashion purchasing decisions 1.135 0.395 8.262 1 0.004* 3.111
Constant −0.277 0.828 0.112 1 0.738 0.758

*significant at 5%. 
**significant at 1%.

Table 7. Logistic regression model on the probability of perceiving greenwashing in the Bershka brand.

Variables in the equation B Standard error Wald Gl Sig.
Exp 
(B)

Use the brands’ websites to access information on sustainable fashion. 1.197 0.496 5.833 1 0.016* 3.311
Use brand profiles on Instagram to access information about sustainable fashion −1.184 0.386 9.404 1 0.002** 0.306
The influence of brand advertising campaigns on sustainable fashion purchasing decisions −1.374 0.374 13.529 1 0.000** 0.253
Influence of influencer or celebrity recommendations on sustainable fashion purchasing decisions 0.872 0.398 4.803 1 0.028* 2.392
Constant 1.143 0.952 1.443 1 0.230 3.137

*significant at 5%. 
**significant at 1%.

Table 8. Logistic regression model on the probability of 
perceiving greenwashing in the Stradivarius brand.
Variables in the 
equation B

Standard 
error Wald Gl Sig.

Exp 
(B)

Use the brands’ 
websites to access 
information on 
sustainable 
fashion.

1.051 0.424 6.152 1 0.013* 2.859

The influence of 
brand advertising 
campaigns on 
sustainable 
fashion 
purchasing 
decisions

−0.928 0.321 8.339 1 0.004** 0.395

Constant −0.069 0.806 0.007 1 0.932 0.933

*significant at 5%. 
**significant at 1%.
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The last model proposed (Table 10), concerning the 
probability of perceiving greenwashing in the brand 
Springfield, reveals that such perception is heightened 
when individuals actively seek information on sustain
able fashion and utilise specialised features such as 
reports, interviews, or monographic documentaries for 
this purpose. Conversely, the perception diminishes 
when brand advertising campaigns do not exert an 
influence on the decision-making process for sustain
able fashion purchases. The indicators of model per
formance are as follows: the Hosmer and Lemeshow 
test (Chi-square = 9.049; p = 0.107), the percentage of 
cases correctly predicted by the model (69.7%), and 
the area under the COR curve (0.680).

In conclusion, based on the proposed models, the 
variables with the greatest capacity to explain and pre
dict the perception of greenwashing in the communi
cation of Spanish fast fashion brands are as follows: 

(1) The influence of brand advertising campaigns on 
the decision-making process for sustainable fashion 
purchases.

(2) The access to brand websites to search information 
on sustainable fashion.

(3) The impact of influencers’ or celebrities’ rec
ommendations on the decision to purchase sustain
able fashion products.

(4) The active search for information on sustainable 
fashion.

Consequently, we can assert: 

. When there is no influence of brand advertising cam
paigns on the decisión-making process for sustain
able fashion products purchases, consumers’ 

likelihood to perceive greenwashing in fast fashion 
brands decreases.

. When consumers access information on sustainable 
fashion on brands’ websites, the likelihood to per
ceive greenwashing increases.

. When there is an impact of influencers’ or celebrities’ 
recommendations on the decision to purchase sus
tainable products, consumers’ likelihood to perceive 
greenwashing increases.

. When there is search for information on sustainable 
fashion, consumers’ likelihood to perceive green
washing increases.

4. Conclusions and discussion

Greenwashing poses a significant challenge for many 
brands within the fast-fashion industry. While brands 
strive to communicate their sustainability initiatives, 
many consumers perceive such communication as 
greenwashing, resulting in negative impact on brands’ 
reputation. This paper provides insights into the likeli
hood of greenwashing perception within the fast- 
fashion industry based on various attitudinal and behav
ioral variables.

The analysis of five leading fast-fashion Spanish 
brands reveals that consumers perceive sustainability- 
related messages as greenwashing, aimed at improving 
brand image. Previous studies support the notion that 
fast-fashion brands’ characteristics (low price, high 
availability and high number of collections per year) 
are contradictory to those of sustainable fashion (Bian
chi & Gonzalez, 2021; Brandão & Costa, 2021; Diddi 
et al., 2019; Lundblad & Davies, 2016; Ha-Brookshire 
& Norum, 2011; Blazquez et al., 2020; Min Kong & 
Ko, 2017; Blas Riesgo et al., 2023).

Table 9. Logistic regression model on the probability of perceiving greenwashing in the Mango brand.

Variables in the equation B Standard error Wald Gl Sig.
Exp 
(B)

Use videos on brands’ YouTube channels to access information on sustainable fashion. −0.836 0.351 5.662 1 0.017* 0.434
Search for information on sustainable fashion 0.888 0.350 6.425 1 0.011* 2.429
The influence of brand advertising campaigns on sustainable fashion purchasing decisions −1.087 0.367 8.754 1 0.003** 0.337
Influence of influencer or celebrity recommendations on sustainable fashion purchasing decisions 1.236 0.403 9.402 1 0.002** 3.441
Constant 0.343 0.745 0.212 1 0.738 1.409

*significant at 5%. 
**significant at 1%.

Table 10. Logistic regression model on the probability of perceiving greenwashing in the Springfield brand.
Variables in the equation B Standard error Wald Gl Sig. Exp(B)

Use reports, interviews or feature documentaries to access information on sustainable fashion. 0.815 0.354 5.299 1 0.021* 2.260
Search for information on sustainable fashion 0.759 0.355 4.573 1 0.032* 2.137
The influence of brand advertising campaigns on sustainable fashion purchasing decisions −0.864 0.327 6.982 1 0.008** 0.421
Constant −0.951 0.773 1.511 1 0.219 0.386

*significant at 5%. 
**significant at 1%.
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Fast-fashion brands must adapt their communication 
policies and strategies to address the increasing consu
mer demand and concern for sustainability-related 
business practices. Kaner & Baruh, 2022 pointed out 
that ‘increasing sustainability knowledge, building cred
ible and accessible communication strategies, and seg
menting this according to the needs and demands of 
the consumer constitute a valuable role in motivating 
sustainable behaviour’ (p. 392). Moreover, this infor
mation would be useful to design new strategies for sus
tainable fashion communication in online and offline 
contexts.

The main contribution of this study is the link that it 
establishes between behavioural and attitudinal vari
ables in sustainability and the perception of greenwash
ing in fast-fashion brand communication, explaining 
the likelihood of this perception based on these 
variables.

It shows that buying and seeking information about 
sustainable fashion and having negative attitudes 
towards companies’ sustainability policies are clearly 
related to perceiving the sustainable communication 
of fast-fashion brands as greenwashing. This suggests 
that consumers who are more concerned and aware of 
sustainability are more sensitive to perceiving the bad 
practices of brands seeking to greenwash their image 
with sustainability-based messages and are also more 
sceptical of these messages.

It has also been corroborated that when consumers 
search for information on sustainable fashion on 
brand websites they are more likely to perceive green
washing in fast fashion brands.

In this regard, fast-fashion brands in their commer
cial and corporate communications should emphasise 
arguments and data that guarantee the veracity and 
results of their sustainability policies, as Evans and Peir
son-Smith (2018), Han et al. (2017) and Vehmas et al. 
(2018) have already pointed out. And they should 
especially do so in terms of communications on their 
websites and social media, given the importance of 
these channels for communicating sustainability initiat
ives (Da Giau et al., 2016). This also reinforces the Euro
pean Commission’s call, within the European Green 
Pact, to combat greenwashing and avoid misleading 
environmental claims.

Regarding the explanatory relationship between the 
influence of influencers’ recommendations on the 
decision to purchase sustainable fashion and the likeli
hood that greenwashing is perceived to exist in fast 
fashion brands, it would be interesting to delve deeper 
into the reasons for this. Moorhouse and Moorhouse 
(2017) have already pointed out the importance of 
influencers in communicating sustainability values 

associated with a brand, but one could question the 
credibility that influencers can have when communicat
ing sustainability messages, as well as the type of content 
that is disseminated.

It should also be noted that for those consumers who 
claim that advertising does not influence them when 
buying sustainable fashion, the likelihood that they per
ceive greenwashing in fast fashion brands decreases. In 
this respect, it can be assumed that they are consumers 
who are indifferent to advertising and whose purchasing 
behaviour is mainly based on ethical and personal con
victions, as pointed out by Blas Riesgo et al. (2023), or 
on responsible consumption habits (Goworek et al., 
2013), and not so much on having greater knowledge 
of the issue through the commercial messages of brands.

This lack of knowledge and widespread confusion 
about what a sustainable fashion company is (Beard, 
2008; Thomas, 2008) constitute a challenge for fast- 
fashion companies to educate consumers about their 
sustainability policies. In this regard, these brands 
should advance their sustainability practices beyond 
what are considered to be small and inefficient gestures 
that are often perceived as greenwashing.
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