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Jiawei Yu (Malaysia), Yiting Yang (China), Hongyan Wang (Malaysia)

THE INFLUENCE

OF GREENWASHING PERCEPTIONS

ON CONSUMER PURCHASE
INTENTIONS IN THE CHINESE
FASHION INDUSTRY

Abstract

With increasing consumer awareness of environmental issues, green marketing has
gained prominence in the fashion industry. However, the rise of greenwashing has
raised concerns about its impact on consumer behavior. The study aims to investi-
gate the influence of greenwashing perceptions on consumer purchase intention in
the Chinese fashion industry, proposing green skepticism as a mediating factor and
brand loyalty as a moderating variable. A moderated mediation model, grounded in
the theory of planned behavior, was proposed. Data were collected through an on-
line survey conducted in June 2024, using random sampling to select 350 consumers
who interacted with merchants during live-streaming sessions on Douyin in the fast
fashion sector. The results largely supported the proposed framework. Specifically, the
findings indicate that greenwashing perceptions negatively impact consumer purchase
intention (8 = -0.43, p < 0.01). Furthermore, green skepticism was found to partially
mediate the relationship between greenwashing perception and purchase intention
(B = -0.26, p < 0.01). Finally, the moderating role of brand loyalty was confirmed, as
it moderates the effect of greenwashing perceptions on green skepticism (f = -0.22, p
< 0.01), thereby buffering the indirect effect of greenwashing perceptions on purchase
intention through green skepticism (8 = 0.06, 95% CI = [0.028, 0.091]). This study con-
tributes to the growing body of green marketing literature by emphasizing the interplay
between consumer greenwashing perceptions, green skepticism, and brand loyalty in
shaping purchasing behavior in the fashion industry.

Keywords green marketing, greenwashing, purchase intentions,
green skepticism, brand loyalty, fashion industry
JEL Classification M30, M31, M37

INTRODUCTION

In recent years, growing awareness of social and environmental issues
has driven substantial expansion in the green fashion market (Sailer
etal, 2022). As consumers, particularly Generation Z and Millennials,
increasingly express a willingness to invest in products with lower
environmental impact (Amed et al., 2021), the entire fashion indus-
try - from fast fashion to luxury - has vigorously engaged in green
marketing to meet consumer demands. Concurrently, this has given
rise to companies’ greenwashing activities. Greenwashing involves
the practice of using exaggerated, misleading, and unverified claims
regarding the environmental benefits of a company’s products to en-
hance its green and eco-friendly brand image (Sailer et al., 2022). Due
to the potential of greenwashing to enable companies to gain repu-
tational capital, reduce costs, or access potential benefits (Jonsen et
al., 2015), many companies portray themselves as green companies
through such means, despite not truly being environmentally friendly.
As greenwashing incidents and irresponsible environmental practices
become more frequent, consumers are increasingly scrutinizing the
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validity of companies’ green claims and activities (Rausch & Kopplin, 2021). This growing consumer
distrust regarding the truthfulness of green claims and suspicion of greenwashing practices is referred
to as green skepticism. When consumers encounter or suspect greenwashing, they may express con-
cerns and doubts about the authenticity of a company’s environmental practices. This skepticism can
lead to a pessimistic attitude towards the company, thereby affecting consumer purchasing intentions
(Nguyen et al., 2019). Thus, the increasing prevalence of greenwashing and the resulting rise in con-
sumer skepticism presents a problem: understanding the mechanisms through which greenwashing

influences consumer purchase intentions.

1. LITERATURE REVIEW

Purchase intention refers to the consumers’ ten-
dency or willingness to purchase a specific brand’s
product or service (Shah et al., 2012). In this study,
the Theory of Planned Behavior (TPB) serves as
the theoretical foundation to investigate the mech-
anisms by which greenwashing perceptions influ-
ence consumers purchase intentions. According
to Ajzen (1991), TPB posits that an individual’s in-
tention to engage in a specific behavior is shaped
by three primary factors: attitudes toward the be-
havior, subjective norms, and perceived behavior-
al control. These elements interact to shape behav-
ioral intentions and, consequently, actual behav-
ior. When applied to the context of greenwashing,
TPB elucidates the mechanisms through which
deceptive or exaggerated environmental claims by
companies affect consumer purchase intentions.

Firstly, attitude toward the behavior represents an
individual’s assessment, either favorable or unfa-
vorable, regarding the act of performing that be-
havior (Ajzen, 1991). When consumers perceive
greenwashing, they often feel deceived and de-
velop negative attitudes towards the product and
brand (De Jong et al., 2018). This negative evalu-
ation stems from the perceived dishonesty and
unethical behavior of the company, leading to
distrust. Consequently, such negative attitudes re-
duce the likelihood of consumers forming positive
purchase intentions, as they do not wish to sup-
port companies engaged in misleading practices.
Secondly, subjective norms pertain to the per-
ceived social pressures that influence an individ-
ual’s decision to either engage in or refrain from a
behavior (Ajzen, 1991), which are adversely affect-
ed by greenwashing perceptions. Consumers are
influenced by their social environment, including
friends, family, and societal expectations (Cialdini
& Trost, 1998). When companies become subjects
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of social discussion and criticism regarding green-
washing activities, the social pressure against pur-
chasing these products increases, thereby reduc-
ing consumers’ purchase intentions. Lastly, per-
ceived behavioral control indicates an individual’s
assessment of the relative ease or difficulty associ-
ated with executing a particular behavior (Ajzen,
2002). When consumers identify greenwashing,
they may feel uncertain about their ability to make
truly environmentally friendly choices (Ajzen,
2002). This uncertainty arises from the confusion
and distrust caused by misleading claims, weak-
ening consumers’ perceived control over making
environmentally responsible purchasing decisions.
Thus, this reduces their purchase intention from
companies suspected of greenwashing.

Recently, a growing body of research has empiri-
cally examined the relationship between green-
washing perceptions and consumer purchase in-
tentions and behaviors. For instance, Chen et al.
(2020) found that greenwashing negatively impacts
consumers’ green purchasing behaviors. Similarly,
Sun and Shi (2022) observed that consumers in
the fashion industry may reduce their purchase
intentions when they realize that greenwashing
mainly benefits brands without making a real con-
tribution to environmental causes. Nonetheless,
most existing studies have been conducted on gre-
enwashing in sectors such as hospitality, automo-
tive, and food (Duarte et al., 2022; Rahman et al.,
2015; Siano et al., 2017; Speckemeier & Tsivrikos,
2022; Turna, 2022; Zhang et al., 2018), with re-
search specifically focusing on greenwashing in
the fashion industry being limited, particularly re-
garding its impact on consumer purchase behav-
ior (Brandstrup et al., 2023). Moreover, most exist-
ing studies have predominantly been conducted in
Western contexts, especially in the United States
and Europe (Blome et al., 2017; Kim & Lyon, 2015;
Nyilasy et al., 2014). However, with the rapid ex-
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pansion of the fashion industry in China and a
growing trend among Chinese consumers to pri-
oritize environmentally friendly products (Jung
et al., 2020), there is a pressing need to examine
how perceptions of greenwashing affect consumer
purchasing decisions within the Chinese fashion
market.

Green skepticism is characterized as a phenom-
enon in which consumers express doubt or dis-
trust regarding the environmental claims made
by companies (Goh & Balaji, 2016). According to
Goh and Balaji (2016), when consumers possess
adequate evidence to support the authenticity of
these green claims, their skepticism can be allevi-
ated. However, on the one hand, the surge in in-
stances of greenwashing in recent years has led to
increased skepticism about company’s green ini-
tiatives. On the other hand, due to a lack of trans-
parency from companies, consumers are unable to
verify the validity of their greenwashing concerns
(Rausch & Kopplin, 2021), fostering green skepti-
cism among consumers. Thus, greenwashing per-
ceptions is an antecedent of green skepticism.

Consumer skepticism is a significant barrier in-
fluencing purchase decisions. Zhang et al. (2018)
discovered that green skepticism directly and
adversely affects consumer purchase intentions.
According to Rausch and Kopplin (2021), green
skepticism indirectly influences purchase inten-
tions. When consumers adopt a skeptical attitude,
they may find it challenging to discern whether
products claimed by companies are genuinely
sustainable or green. This confusion can lead to
decision paralysis, where consumers opt to avoid
purchasing rather than risking supporting poten-
tially deceptive companies (Goh & Balaji, 2016).
Therefore, based on this logic, consumer skepti-
cism stemming from their perception of dishon-
est and unethical behavior by companies engaged
in greenwashing makes consumers more cautious.
This decreased trust in companies and their prod-
ucts ultimately reduces consumer willingness to
purchase.

In the fashion industry, consumer brand loyalty
is a key concern for businesses, as it significant-
ly influences consumer purchasing intentions
(Panda et al., 2020). Brand loyalty is defined as
a consumer’s consistent preference and com-
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mitment to repurchase and support a particu-
lar brand over time (Atulkar, 2020). According
to TPB, individuals’ behavioral intentions are
shaped by their attitudes, social norms, and per-
ceived control over the behavior (Ajzen, 1991).
When consumers perceive greenwashing, they
often develop negative attitudes towards the
brand, leading to increased green skepticism.
However, brand loyalty, characterized by a con-
sumer’s consistent preference and commitment
to a brand, is likely to buffer against the detri-
mental effect on green skepticism.

Consumers with high brand loyalty are more
likely to trust the brand when confronted with
potentially misleading environmental claims,
attributing such claims to misunderstandings
rather than deliberate deception (Carrington
et al., 2010). This pre-existing trust and posi-
tive bias can mitigate the development of green
skepticism. Under TPB, brand loyalty may influ-
ence subjective norms, thereby moderating the
relationship between greenwashing perceptions
and green skepticism. Loyal consumers typical-
ly engage within communities or social groups
that hold positive views of the brand. This social
reinforcement can reduce the impact of green-
washing perceptions, as loyal consumers may
feel supported by their community, continuing
to trust the brand (Delmas & Burbano, 2011).

In contrast, consumers with lower brand loyalty
lack an emotional connection and positive ex-
periences with the brand, making them more
susceptible to green skepticism when they per-
ceive greenwashing. This skepticism can lead
to negative perceptions of the brand’s credibil-
ity and authenticity on environmental issues,
potentially causing consumers to disengage or
turn to competitors perceived as more trust-
worthy (Copeland & Bhaduri, 2020). Therefore,
based on the analysis above, brand loyalty may
act as a boundary condition that buffer the det-
rimental effect on greenwashing perceptions
on green skepticism. However, brand loyalty is
typically considered a direct factor triggering
consumer purchase intentions in previous stud-
ies (Panda et al., 2020), with few studies focus-
ing on its moderating role. Additionally, based
on the rationale that green skepticism mediates
the relationship between greenwashing percep-
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Figure 1. The conceptual framework

tions and purchase intentions, it is reasonable to
hypothesize that brand loyalty could potentially
influence the strength of this mediating process,
resulting in a pattern of moderated mediation.

In summary, the primary objective of this study
is to investigate the influence of greenwashing
perceptions on consumer purchase intention in
the Chinese fashion industry, with green skep-
ticism as a mediating factor and brand loyalty
as a moderating variable. Accordingly, the study
examines the hypotheses formulated based on
this framework (Figure 1 illustrates the research
framework):

HI: Greenwashing perceptions negatively impact
consumer purchase intentions.

H2: Green skepticism mediates the relationship
between greenwashing perceptions and con-
sumer purchase intentions.

H3: Brand loyalty moderates the relationship be-
tween greenwashing perceptions and green
skepticism.

H4: 'The indirect relationship between green-
washing perceptions and consumer pur-
chase intentions through green skepticism is
conditional on brand loyalty such that high
brand loyalty tends to buffer this indirect
relationship.

2. METHODOLOGY

The primary method of data collection for this
study was a survey questionnaire, targeting con-
sumers as the unit of analysis. Considering the
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emphasis and practices of fast fashion compa-
nies on green product marketing (Brandstrup et
al., 2023), consumers of fast fashion companies
are the primary focus of this study. Data were
collected by contacting and inviting consumers
who interacted with merchants in Douyin live
streaming sessions to complete the survey. This
approach was chosen because Douyin has be-
come one of the largest sales platforms in China.
A cover letter accompanied the survey, assuring
participants of the anonymity of their respons-
es and confirming that informed consent was
obtained from all individuals involved in the
study. Considering that the original scales were
developed in English and the research context
is situated in China, a back-to-back translation
method was employed to translate the scales in-
to Chinese. Ultimately, a total of 350 valid ques-
tionnaires were collected.

Table 1 presents the statistical profile of the par-
ticipants. In the sample set, 60.9% were female
and 39.1% were male participants. Regarding
consumer age, 14.9% were under 20 years old,
23.7% were between 21 and 30 years old, 36.3%
tell within the 31 to 40 age range, 17.1% were be-
tween 41 and 50 years old, and 8.0% were over 50
years old. Concerning educational background,
45.4% of respondents had a bachelor’s degree or
higher. About incomes, 17.4% of consumers had
a monthly salary below 3000 RMB, 36.6% had a
salary between 3000 and 7000 RMB, 26.3% had
a salary between 7000 and 15000 RMB, and 19.7
% had a salary above 15000 RMB. 64.0% of re-
spondents have children.

As for measurements of constructs in this study.

First, five items adopted from Zhang et al. (2018)
to evaluate greenwashing perceptions of respon-
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dents. Second, a total of four items were cited
from Sun and Shi (2022) to measure purchase
intentions. Besides, to measure green skepti-
cism of consumer, four items were employed
cited from Mohr (1998). Concerning the mea-
surement of brand loyalty, there are six items
were adapted from Algesheimer et al. (2005).
Furthermore, as demographic characteristics
may influence consumers greenwashing per-
ceptions (Matthes & Wonneberger, 2014; Sun &
Shi, 2022; Zhang et al., 2018). Therefore, this re-
search considers gender, age, educational back-
ground, with or without children, and income
as control variables.

Table 1. Respondents’ demographic data

. . ‘ Percentage
Variable Indicator : Frequency : g
: : R )
 Male : 137 39.1%
Gender . crererereteteieteteatiretetierennas L
Female . 213 B09%
<20yearsold 52 LAAS%
21-30 years old 83, BT
Age 31-40 years old 127 ..363%
41:50 years old 60, 1%
251 years old 28 L80%
; High school or 66 ; 18.9%
_below BT R R
Educational  Tertiary’s degree 125 LL35T%R
background Bacheﬂlor’s degree 109 o 311%
; Master’s degree or 0 ; 14.3%
.above . R R
Below 3,000 RMB 61 LLATAR
3,000-7,000 RMB 128 36.6%
|nc0mes . erererereseteieteteatiretetnerennas ceteresierecintetesteatintenan
7,000-15,000 RMB 22 L263%
Above 15,000 RMB 69. ATk
Having iYes . 223 ..640% .
children i No : 126 36.0%
3. RESULTS

Firstly, confirmatory factor analysis (CFA) was
conducted to evaluate the convergent and discrim-
inant validity of the proposed four-factor model.
The results, detailed in Table 2, revealed that the
model exhibits good fit indices, specifically: x* =
147.87, x*/df = 1.01, GFI = 0.96, CFI = 0.99, RMR =
0.04, RMSEA = 0.01. Notably, these fit indices are
superior to those of other potential nested models.
Additionally, Table 3 indicated that all standard-
ized factor loadings (SFL) and composite reliabil-
ity (CR) values exceed the 0.7 threshold, and all
average variance extracted (AVE) values are above

http://dx.doi.org/10.21511/im.21(1).2025.06

Innovative Marketing, Volume 21, Issue 1, 2025

the recommended criterion of 0.5. Therefore, this
study has achieved convergent and discriminant
validity.

Table 2. Comparison of alternative models
in Confirmatory Factor Analysis

Model X* | x¥/df: GFI: CFI : RMR : RMSEA
Four-factor 14787 101 96 99 04 @ 01
_model OSSO SO STE SO SO S

Three-factor

58126 1 3.90 !

80 .88 i .12 i .09

_Two-factor model :1003.41 665 | 69 © .76 : 14 . 13
Single-factor 154596: 1017 57 | 61 i 17 | .16
model : : : : : :
Table 3. Results of SFL, CR, and AVE

Constructs SFL CR AVE
Greenwashing .763-.788 .884 .605
Purchase intentions :.748-787 .857 : .599
Green skepticis §772-798 1 865 i
Brand loyalty ©752-809 ¢ 903 i 607

Given the single-source nature of the data from
consumers, this study acknowledges the poten-
tial for Common Method Bias (CMB). To miti-
gate this concern and enhance the validity and
reliability of the findings, Harman’s single-factor
test was first performed. The results indicated that
a single factor explained 21.313% of the variance,
suggesting that significant CMB is not present.
Furthermore, acknowledging the limitations in-
herent in Harman’s single-factor test, this study
supplemented with CFA analysis. The chi-squared
value for the single latent factor model was 1545.96
(p < 0.001), which reflects a markedly poorer
fit compared to the chi-square value of 147.87
(p < 0.001) for the proposed model. Consequently,
these results suggest that this study does not en-
counter issues related to CMB.

Table 4 presents the means (M), standard devia-
tions (SD), and correlations among the variables.

Hierarchical regression analysis was conducted to
test the proposed hypotheses, with detailed results
displayed in Table 5. First, examining the direct
effect of greenwashing perception on purchase in-
tentions, Model 6 shows that greenwashing per-
ception significantly and negatively influences
consumer purchase intentions (p = -0.43, p < 0.01),
thereby supporting Hypothesis 1.
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Table 4. Means, standard deviations, and correlations

Variables M 2 3 4 5 6 7 8 9
l.Age 161 ¢ 49 & 1 &
2. Gender 2.80
e 241 T
4. W/ or vy/q children 1.36 A4
5.Income 2.48
6.6P .. 332
TPl 267
8. GK 3.31 1
oL 265 00 Do 1

Note: *p < .05; **p < .01 (two-tailed). GP = Greenwashing Perceptions, Pl = Purchase Intentions, GS = Green Skepticism, BL =

Brand Loyalty.

Further analysis of the mediating effect of green
skepticism is presented in Model 7 in Table 5.
After including green skepticism, both greenwash-
ing perception and green skepticism still have sig-
nificant impacts on purchase intentions, with co-
efficients of —-0.31 (p < 0.01) and -0.26 (p < 0.01),
respectively. This indicates that green skepticism
partially mediates the effect of greenwashing per-
ception on consumer purchase intentions, thus
supporting Hypothesis 2.

Hypothesis 3 proposes that brand loyalty acts
as a boundary condition in the relationship be-
tween greenwashing perception and green skep-
ticism. As indicated in Model 4 of Table 5, there
was a positive correlation between greenwash-

Table 5. Results of hierarchical regression analysis

ing perception and green skepticism (f = 0.32,
p < 0.01), while brand loyalty demonstrated a neg-
ative correlation with green skepticism (§ = -0.36,
p < 0.01). The interaction term between these two
variables significantly influences green skepticism
(B =-0.22, p < 0.01), suggesting that brand loyalty
mitigates the adverse effects of greenwashing per-
ception on green skepticism. Consequently, these
findings provide support for Hypothesis 3. To fur-
ther elucidate the moderating effect, Figure 2 pres-
ents a simple slope analysis.

For Hypothesis 4, this study used the PROCESS
(Model 7) proposed by Hayes (2013) to test the mod-
erated mediation effect. Using a bootstrap procedure
with 5000 iterations, this study estimated the indi-

Green Skepticism Purchase Intentions
Constants Y T g
M1 M2 M3 M4 M5 M6 M7
3.73 1.86 3.15 3.04 2.67 4.35 4.82
Control variables
1.Age, v SO SO - S L SO D SN S 2SS S oS
2. Gender S L T WU DTS SO A SO S os SO R s
3. Education 08 b 04 LT0A AQ e 95
W/ or w/o children B s SO TS s SO S - O 705
5. Income —-.06 : .02 : .02 -.20
Independent variable
GP - A9F* L 34k L 30wk - —43%* —31%*
Mediator
GK - - : - : - : - : - —26%*
Moderator and interactor

BL .. . S A -39% e e S S
GP * BL - - —.22%*
e 21 ool IO
R? 2
F 16.09%* = 24.36%* | 2520** 129 14.55%% 154

Note: *p < .05; **p < .01 (two-tailed).
BL = Brand Loyalty.
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1.5

0.5 -

o R

Green skepticism

-
-
-
-
0 Sso

-0.5
Low greenwashing perceptions

Low brand loyalty

= = = High brand loyalty

-
~~N
-

High greenwashing perceptions

Figure 2. Moderating effect of brand loyalty

rect effect of greenwashing perception on purchase
intention under different levels of brand loyalty. As
shown in Table 6, the results indicate that brand loy-
alty moderates this indirect effect (p = 0.06, 95% CI
=[0.028, 0.091]). Specifically, in the low brand loyalty
group, green skepticism significantly mediates the
relationship between greenwashing perception and
purchase intention, with a significant indirect effect
(B=-0.15,95% CI = [-0.215, -0.084]). Conversely, in
the high brand loyalty group, this indirect effect is rel-
atively smaller (f =-0.02, 95% CI = [-0.124, —0.043]).
Therefore, Hypothesis 4 is empirically supported.

4. DISCUSSION

Based on TPB, this study proposed a moderated me-
diation model to investigate the mechanism through
which greenwashing perception affects consumer
purchase intention in the Chinese fashion industry.
Overall, the findings offer substantial support for
the proposed framework. First, the results demon-
strated that greenwashing perceptions negatively af-
fect purchase intentions, consistent with previous
studies (Nguyen et al., 2019; Rejikumar, 2016; Sun &
Shi, 2022; Zhang et al., 2018). This study enhances
the explanatory logic of TPB in understanding con-
sumer behavior by applying it to investigate how gre-
enwashing perceptions shape purchase intentions
within the Chinese fashion industry. In detail, when
consumers perceive greenwashing, their trust and
positive attitude towards the company’s environ-
mental claims are undermined, thereby influencing
their purchase intention.

Besides, this study revealed that green skepticism
partially mediates the relationship between green-

http://dx.doi.org/10.21511/im.21(1).2025.06

washing perception and purchase intention, con-
sistent with Nguyen et al. (2019). According to TPB,
attitude reflects an individual’s evaluation of a par-
ticular behavior. This finding can be explained as fol-
lows: when consumers perceive greenwashing, their
attitude towards the environmental claims becomes
one of concern and skepticism. This skepticism is
influenced by the authenticity of the environmen-
tal claims, subsequently affecting their intention to
purchase products. Integrating green skepticism into
the model of how greenwashing influences purchase
intentions provides valuable insights into individual
consumer decision-making processes, offering a new
perspective on factors shaping consumer purchase
intentions.

Third, this study confirmed the moderating role
of brand loyalty, demonstrating that it buffers
the adverse effect of greenwashing perception on
green skepticism, thereby reducing consumers’
likelihood of doubting due to greenwashing per-
ception. Additionally, the results indicated that
brand loyalty also moderates the indirect effect
of greenwashing perception on purchase inten-
tion through green skepticism, exhibiting a pat-
tern of moderated mediation. While the moderat-
ing influence of brand loyalty on consumer pur-
chase behavior has been well-documented in the
literature (Ramachandran & Balasubramanian,
2020), limited research has examined its moder-
ating role in the relationship between greenwash-
ing perception and consumer purchase intention.
This theoretical proposition underscores the dual
role of brand loyalty: not only as a protective fac-
tor against consumer skepticism but also as a fa-
cilitator in prompting positive responses towards
authentic environmental practices.
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CONCLUSIONS

This study aimed to explore the impact of greenwashing perceptions on consumer purchase intention in the
Chinese fashion industry, with green skepticism as a mediator and brand loyalty as a moderator. The find-
ings indicated that greenwashing perceptions have a significant negative effect on consumer purchase inten-
tions. Given the rising consumer awareness of environmental issues and the increasing demand for green
products, businesses should capitalize on the opportunities presented by green consumption. To foster and
maintain consumer trust, companies should focus on genuinely fulfilling their environmental commitments.
Moreover, green skepticism was found to partially mediate the relationship between greenwashing percep-
tion and purchase intention. As digital technologies continue to evolve, companies have the opportunity to
enhance the transparency of their green marketing efforts through technological tools, such as blockchain
technology. The research also confirmed the effect of brand loyalty. This emphasizes the importance of trust
and consistency in sustainable practices. Companies can strengthen brand loyalty by demonstrating a long-
term commitment to environmental responsibility.

Despite its contributions, this study has some limitations. First, the data rely solely on consumer self-report-
ing, which, although consumers are well-positioned to assess their perceptions of greenwashing and pur-
chase intentions, may exaggerate relationships among variables. Future research could address this limitation
by employing multiple measurement methods beyond self-reporting. Second, this study did not distinguish
between different types of greenwashing, which could potentially impact consumer perceptions differently.
Future research could expand the scope to include a more detailed examination of various types of green-
washing practices. Last, this study is cross-sectional, which may lead to instability in results due to recall
biases among consumers. Future research could enhance understanding by adopting longitudinal study de-
signs, which would allow for a more robust analysis of causal relationships among variables.
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