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Abstract 
The Covid-19 pandemic has heightened public interest and awareness of the importance of 
living sustainably while sparked interest in businesses that make “good” use of their green 
marketing campaign. Indeed, green marketing has gained wide acceptance within the 
business world as a viable competitive strategy to grab and win customers’ attention in the 
marketplace. This research sought to investigate how the green advertising environmental 
claims affect consumers’ trust in the green advertisement. The mediating role of involvement 
was examined. Data from 185 respondents in Malaysia were collected and analysed using 
SPSS. Adapted scales were used to measure environmental claims, environmental 
involvement, and trust and their relationships were tested using PROCESS macro and SPSS. 
The findings revealed that environmental claims had a significant direct and indirect effect on 
consumers’ trust via environmental involvement. Environmental involvement partially 
mediated the relationship between environmental claims and consumers' trust toward the 
green advertisement. Results indicate that environmental claims did enhance consumers’ 
trust in green advertisements. Moreover, consumers with deep environmental concerns had 
higher trust in the green advertisement if the advertising (environmental) claims included 
relevant facts and were executed correctly. The results of this study can be used as a 
reference for future research of consumers’ attitudes toward green marketing/advertising 
and the types of advertising execution in green marketing. Furthermore, the findings of this 
study also add to the growing body of knowledge about green marketing in developing 
countries like Malaysia, which has a large potential market for green products. This study is 
limited to only two constructs, many variables such as advertising’s execution techniques and 
media strategies can be included for future research directions. 
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Introduction 

Since the Covid-19 pandemic, there has been a surge in environmental, social, and 
governance (ESG). The epidemic has heightened public awareness of the importance of living 
sustainably. Economic operations have been halted or reduced due to restrictive measures 
such as lockdowns and movement restriction orders (Dass, 2021). It has, however, sparked 
interest in businesses/investments that make “good” use of their investment in green and 
sustainability marketing campaigns. The pace of green businesses/marketing and demand for 
green consumption has gained momentum. Concurrently, environmental pollution has 
emerged as one of the most severe worldwide concerns in the era of industrial development 
(Pandey & Singh, 2019), and people have repeatedly introduced dangerous pollutants into 
the environment at an alarming rate (Manisalidis et al., 2020). According to a WHO report 
(http://www.who.int/), household consumption is responsible for around 60% of global gas 
emissions and 80% of polluted water usage. Nonetheless, consumers' environmental 
concerns are becoming more prominent in their purchase decisions. 

The environmental issues have raised global concern among society, particularly for 
marketers. Green marketing has gained wide acceptance within the business world as a viable 
competitive strategy to grab and win customers’ attention in the marketplace (Liao et al., 
2020; Wang et al., 2020). Hence, comprehending consumers and developing green marketing 
strategies to entice targeted consumers have become common research topics. Past studies 
showed that many companies have begun implementing green marketing strategies to meet 
consumers' needs and gain a larger market for green products to achieve long-term business 
profits (Dangelico & Vocalelli, 2017; Sdrolia & Zarotiadis, 2019; Zhuang et al., 2021). Similarly, 
environmental issues have become a new scenario for the businesses in Malaysia to 
participate in green activities as part of their social responsibility and transformation 
programme (Aslam et al., 2020; Ahmed et al., 2017).  

The concept of green marketing is gaining traction, necessitating more efforts to 
promote environmentally friendly products (Liao et al., 2020; Mo et al., 2018). Green 
marketing is based on the assumption that people will perceive green attributes as a benefit 
and significant value, resulting in positive attitudes and purchase behaviour for green 
products compared to traditional, non-green products (Bukhari, 2011; Dangelico & Vocalelli, 
2017). In the context of green marketing, marketers use green advertising to communicate 
the “green” positioning in the minds of customers (Eren-Erdogmus et al., 2016). 
Advertisements addressing environmental concerns are always found positively related to 
consumers attitudes towards green products and their intention to be friendly to the 
environment (Kim et al., 2019). Indeed, most scholars agreed on the crucial roles of green 
advertising in marketing; nevertheless, regarding the effectiveness of environmental claims 
in advertising on consumers’ perception (i.e., trust) on green advertisement remain unclear 
(Kao & Du, 2020; Kong & Zhang, 2014; Wang et al., 2020).  

Advertisement is a persuasive strategy used by marketers to convince customers to 
purchase their goods and services (Sun et al., 2020; Tee et al., 2019). Thus, advertisers will 
make numerous assertions to promote, publicise, and persuade potential customers to buy 
or consume the advertised products (Belch & Belch, 2021). Although an increase in green 
offerings and demands has been observed, there is also a high level of concern among 
consumers about companies conveying false and misleading environmental claims to improve 
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the company's sales and reputation (Goh & Balaji, 2016). Nevertheless, given the vast profit 
margins connected with green marketing, some companies have been discovered to 
exaggerate or even manipulate information about their products' environmental worth 
(Hussain et al., 2020); this practice is known as “greenwashing”. Undeniably, some marketers 
attempt to exploit “green” practices by making unsubstantiated or misleading claims about a 
firm’s environmental impact in their advertisement (Hussain et al., 2020; Schmuck et al., 
2018). As a result, consumers might find green advertising is mistrustful and interpret it as 
vague or misleading. Schmuck et al (2018) stated that environmental attributes embedded 
with the products are hard to verify, thus makes consumers lose their confidence and trust in 
green advertisements. Moreover, some companies might exaggerate their dedication to 
mitigating the negative environmental impact of their operations to improve their reputation 
for sustainability practice (Chen, 2013; Wang et al., 2020). The customers might have doubts 
and disbelieve the environmental claims made by the companies, and this phenomenon is 
referred to as “green scepticism”. 

Trust plays a vital role in the study of advertising and consumer behaviour because 
the trustworthiness of advertisement may affect consumers’ purchase intention (Chia et al., 
2019; Ulusoy & Barretta, 2016), while the truthfulness of advertising claims may determine 
the quality and effectiveness of the advertising message (Hussain et al., 2020). Typically, 
consumers gain trust in the environmental claims in advertisements based on their rational 
information processing towards the advertising appeals and execution. If consumers found 
the environmental claims and promises of the green advertisement are lacking in truth, their 
purchase intention will be negatively affected. Nevertheless, those consumers who are more 
environmentally conscious are generally sceptical about the environmental claims of green 
advertisement because many advertisers are said to engage in greenwashing (Musgrove et 
al., 2018; Nyilasy et al., 2012; Rahim et al., 2019). Therefore, gaining trust is a crucial criterion 
for advertisers to build and enhance trusting relationships with customers in which green 
claims are not something that both parties can compromise. 

With this background, this study aims to explore the effect of environmental claims in 
green advertising on consumers’ trust toward the green advertisement. Past studies also 
revealed that environmentally conscious or involved consumers are generally more sceptical 
about the environmental claims to determine their attitudes toward the advertisement or 
brand (Nyilasy et al., 2012; Rahim et al., 2019, Ulusoy & Barretta, 2016). This study further 
investigates whether consumer involvement may heighten or reduce (i.e., mediate) the 
consumers' trust toward the environmental claims in the green advertisement. This study 
could help understand the influencing factors of consumers’ trust in green advertisements 
and the changing mechanism of consumers' trust under involvement. The results of this study 
can be used as a reference for future research of consumers’ attitudes toward green 
marketing/advertising and the types of advertising execution in green marketing, which is 
helpful for marketers who would like to pursue green marketing. Furthermore, this study 
intends to add to the growing body of knowledge about green consumer trust in developing 
countries, particularly in Malaysia, which has a large potential market for green products 
(Rahim et al., 2019; The Star, 2019). 
 
Literature Review 

This paper explores the construct of advertising (environmental) claims and the 
mediation impact of consumers’ environmental involvement toward consumers' trust in the 
green advertisement. Using Elaboration Likelihood Model (ELM: Petty & Cacioppo, 1986) to 
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underpin the present study, the researchers would like to testify the impact of environmental 
claims and consumer involvement as they link with trust in the green advertisement. ELM 
studied the influence of persuasive techniques on the individual’s attitude formation (Petty 
& Cacioppo, 1986). There are two levels of interpretation towards the presented information: 
the central route and the peripheral route (Petty & Cacioppo, 1986). Moreover, 
“involvement” and “issue relevancy” also displayed influence over the elaboration 
continuum. Research suggests that a central route of ELM (i.e., environmental claims in this 
study) was associated with higher involvement and issue relevancy. In contrast, a lower 
degree of involvement and issue relevancy may have been attributed to the peripheral route 
of ELM (Durmaz et al., 2016). Thus, the authors expected that consumer involvement might 
mediate the relationship between environmental claims and trust in the green 
advertisement. 
 
Trust in Green Advertisement 

With a massive apprehension of environmental pollution, many marketers have actively 
engaged in sustainability development by developing and promoting green products. The 
incidence of green advertising has increased in many developing countries, and consumers have 
been exposed to various environmental claims in the advertisement. The terms such as 
sustainability, recycling, and environmentally friendly have become common appeals in green 
marketing targeted at households and industries. Most companies use green advertising to 
promote green products or services by conveying the relationship between the product 
and the environment and enhancing the corporate image of environmental responsibility 
(Krstić et al., 2021; Liao et al., 2020; Tee et al., 2014). Kumar (2017) claimed that green 
advertising aims to inform consumers about a company's environmental practices, build trust 
in environmental promises, and engage with customers.  

In the context of green marketing, marketers tend to convey information about its 
environmental vision and mission, “green” operating practices, along ethical code of 
conduct to attract consumers’ attention to green products. It  is crucial  for a green 
advertisement to be trustable to develop a positive perception among customers (Yoon & 
Kim, 2016). Hence, trust is viewed as an essential criterion for a successful relationship. 
Consumers are more willing to engage in a relationship with an honest and trustable brand, 
whereas businesses should refrain from opportunistic practices to gain the trust of their 
customers to avoid losing faith in their brands (Sun et al., 2019; Ulusoy & Barretta, 2016). 
Moreover, trust in advertising i s  v i t a l ;  if people find the information provided in the 
advertisement is reliable and trustable, they are willing to act according to the message 
conveyed in the advertisement (Dhanesh & Nekmat, 2019; Ebrahim, 2019; Shieh et al., 2018). 
It is significant to study the determinants of consumer trust in the corporations' 
advertisement considering the consumers constantly establish scepticism regarding the 
advertising messages. Therefore, this study explores approaches to gaining consumer trust 
from the perspective of psychological resilience. 
 
Environmental Claims and Trust in Green Advertisement 

Advertising claims refer to the informativeness, objectivity, concreteness, and quality 
of advertising messages. Consumer responses to advertising are influenced by the claims 
provided in an advertisement (Belch & Belch, 2021; Gangadharbatla et al., 2020). Research 
results show that advertising claim affects consumer responses to advertising (Prasad et al., 
2017; Wang et al., 2020). Despite the fact that environmental advertising has been the subject 
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of much research, the green advertising claim itself has rarely been probed. Among the very 
few researches on green advertising claims, Musgrove et al (2018) examined the impacts of 
different green advertising claim types (i.e., product-oriented, process-oriented, image-oriented, 
and environmental). They found a significant interaction between green advertising claim types 
and corporate credibility on consumer scepticism. Prasad et al (2017) noted that advertising claims 
could be classified into search, experience, and credence claims. The environmental claim 
that is considered as credence claim is the most difficult to verify, but it is widely used in 
green advertising to influence the consumers' trust toward the advertisement. Chan et al 
(2006) also reported that the superiority of environmental claims generates greater 
communication effectiveness. Particularly the consumers have more favourable attitudinal 
responses toward the advertisement and the brand. 

Nevertheless, in the context of green advertising, the environmental-related 
information is often vague, leading consumers to perceive the information as greenwashing 
(Grebmer & Diefenbach, 2020; Kamguna & Li, 2017; Zhang et al., 2021), and thus affect the 
consumers’ trust toward green advertisements. As most consumers found environmental 
claims in the green advertisement are challenging to comprehend and hard to verify. The 
inconsistencies in the advertising environmental claims with the companies’ “green” 
practices result in consumers being sceptical towards green advertisements (Goh & Balaji, 
2016; Rahman et al., 2015; Sun et al., 2019). Consequently, losing trust in green 
advertisement (Paco & Reis, 2012; Srivastava, 2017). A study on the consumer perception 
toward green advertising in India found that a wide variation of claim types in green 
advertising and the increasing greenwashing trend make customers feel sceptical toward 
green advertisement (Prasad et al., 2017).  

Some studies discovered that due to the inconsistency between green marketing 
strategies and advertising claims, consumers lack trust and confidence in the environmental 
claims, which prevents them from purchasing green products (Joshi & Rahman, 2015; Yu, 
2020). Krstić et al. (2021) conducted an extensive literature review of the effectiveness of 
green advertising in terms of execution characteristics, environmental claims, and 
greenwashing. The strength of environmental claims appears to be a relevant factor in 
advertising effectiveness. However, the effectiveness of green advertisement is put into 
question mostly due to the appearance of consumers’ scepticism, and the general scepticism 
(i.e., lack of trust) regarding green advertising has been confirmed in literature (Atkinson & 
Rosenthal 2014; Leonidou & Skarmeas, 2017; Ulusoy & Barretta, 2016). Segev's (2015) 
quantitative content analysis of green advertisements from 18 popular and environmental 
magazines from 2009 and 2010 found an increase in green advertisements due to the growing 
consumer demand for green products in the past 20 years. Besides, consumers' scepticism 
about green advertising was justified, but the environmental claims are trending toward being 
more acceptable than misleading compared to 20 years ago (Segiv, 2015). 

In sum, advertising (environmental) claims have an impact on consumer trust toward 
the green advertisement. If consumers feel the environmental claims and promises lack truth, 
consumers' trust in the green advertisement will be negatively affected and vice versa. The 
following hypothesis is proposed to testify to this relationship. 

 
H1: There is a significant relationship between environmental claims in green 

advertising and consumers' trust in green advertisements. 
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Environmental Involvement 
Many past studies postulated significant empirical support regarding the impact of 

environmental claims toward green advertising effectiveness (i.e., trust). Indeed, the 
effectiveness is also mediated by many factors, and one of them was involvement (Krstić et al., 
2021; Rahim et al., 2019, Ulusoy & Barretta, 2016). The concept of involvement is often taken 
into consideration in understanding consumer behaviour. Extant studies suggested that 
consumers have different responses to persuasive messages according to their level of 
involvement (Matthes & Wonneberger, 2014; Parguel et al., 2015; Petty & Cacioppo, 1986; 
Schmuck et al., 2018). The action-reason-involvement (ARI) model affirmed the mediating role 
of consumers’ involvement by revealing that consumers’ involvement may heighten or lower 
the effect of rational and affective persuasion towards advertising effectiveness. 

Similarly, ELM postulated that the process by which the audiences form their attitudes 
toward the advertising messages or advertised product/brand is mediated by an individual’s 
level of involvement with an advertising message (Petty & Cacioppo, 1986). The earlier 
research examined the mediating role of consumers' involvement in consumers’ response to 
green advertisements and found that highly involved consumers demonstrated more concern 
on cognitive, environmental claims than low-involved consumers (Schuhwerk & Lefkoff-
Hagius, 1995). D’Souza and Taghian (2005) compared the impact of consumers’ involvement 
on their cognitive and affective responses towards advertisements. Lower involved customers 
have a more vigorous disregard for green advertising in both cognitive and affective responses. 

Schmuck et al (2018) postulated two types of environmental involvements in green 
advertising that can influence the consumers’ trust in the advertising claims: environmental 
concerns and environmental knowledge. Shin et al (2017) suggested that consumers are more 
responsive to green advertising when highly involved with pro-environmental issues. Patel 
and Chugan (2015) noticed that consumers with deep environmental concerns had more 
ability and interest to evaluate the credibility of environmental claims. Those with higher 
environmental knowledge are more likely to distinguish false claims in advertisements. They 
can quickly identify misleading advertising and mistrust the green advertisement (Schmuck et 
al., 2018). Similarly, high environmental concern consumers were found more concerned 
about the "green" claims and scepticism if they encounter “ greenwashing” practices 
(Grebmer & Diefenbach, 2020).  

The majority of research in environmental studies found that, in general, more 
environmentally concerned consumers are more sceptical toward green claims presented in 
advertising (Alamsyah et al., 2020; Do Paço & Reis, 2012; Krstić et al., 2021; Ulusoy & Barretta, 
2016). Different responses toward green communication might be generated due to different 
levels of environmental involvement. It is crucial to consider the impact of involvement along 
with the link between environmental claims and trust towards green advertisement. In this 
study, the environmental claims are chosen as subject matter that construes trust towards 
green advertisement. Also, this study aims to probe the mediating role of environmental 
involvement in greater detail to enhance our understanding of this under-researched topic. 
Therefore, the following hypothesis was proposed: 

 
H2: Environmental involvement mediates the relationship between environmental 

claims and consumers' trust toward the green advertisement. 
 

In this study, the environmental claim is assumed to be the key predictor for 
consumers' trust in green advertisements. As another influential factor, environmental 
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involvement is included as a mediating mechanism along the direct paths to provide insights 
into the predictive values of environmental claims in the green advertisement. The research 
framework is reported in Figure 1. 

 
 
 

 
 

 
 

 
 

Figure 1: Research Framework 
 
Methodology 
Participants 

Data were collected from the respondents among Millennials and Gen X in Malaysia. 
The online survey was conducted due to the movement control order in Malaysia during data 
collection. One hundred eighty-five responses were received. The sample comprised 99 
(53.5%) men and 80 (43.2%) women, who were aged 23-30 years (30.3%), 31-38 years (20%), 
39-46 years (22.2%), and 47-54 years (27.6%). Approximately half of the respondents (49.7%) 
held a bachelor’s degree, while 33% held a master’s degree, 14.6% held a diploma, and other 
qualifications only accounted for 2.7%. 

 
Instruments 

Three latent constructs were proposed, and the relationships among them were 
tested. The measures for these constructs were mainly adapted from previous tested and 
validated scales. Environmental claims are measured using Tariq’s (2014) green advertising 
scales, phrased as, “Green advertising effectively addresses environmental problems”. The 
measures for environmental involvement were adapted from the scales developed by 
Kronrod et al. (2012), phrased as, “Environmental issues are important to me”. Trust was 
measured by the scale established by Chen and Chang (2013), phrased for example, as, “I 
believe that the advertisement’s environmental claims are generally trustworthy”. 
Respondents were asked to rate their perception on the four latent constructs using a Five-
point Likert scale ranging from ‘1 = strongly disagree’ to ‘5 = strongly agree’. Besides, 
Cronbach's alpha was tested to check the reliability of the questions for each construct. 
Cronbach's alpha value for all instruments was above 0.70 (from 0.77 to 0.817), indicating the 
questionnaire's reliability (Sekaran & Bougie, 2016). 
 
Data Analysis  

Statistical Package for Social Sciences (SPSS) version 25.0 was used to analyse the data, 
including Hayes’ (2013) PROCESS analysis for estimating the mediation models. Hayes (2013) 
conditional process analysis is known as an integration of mediation and moderation analysis 
to understand the conditional nature of the mediation (or moderation) mechanism, which 
was found suitable to explain the estimation of the mediation model in this study.  
 
 

Environmental 

Claims 

Trust in Green 

Advertisement 

Environmental 

Involvement 

H1 

H2 H2 
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Results 
Conditional Process Analysis 
 Figure 2 illustrates the mediation model tested using the SPSS PROCESS macro model 
number 4 (Hayes, 2013).  
 
 
 
 
 
 
 
 
 
         **Correlation is significant at p < 0.01 (2-tailed) 
                                                 

Figure 2: Mediation Model 
 
 Table 1 displays the results of the regression and mediation analysis. First, the results 
of the regression analysis show that the environmental claims (independent variable) were a 
significant predictor of environmental involvement (β = 0.442, t = 7.824, p < 0.01). While 
controlling for environmental claims (mediator), the results of the second regression analysis 
show that environmental claims are also a significant predictor of trust in green 
advertisement (dependent variable: β =0.734, t = 10.821, p < 0.01). 
 Table 1 also reported the independent variable's direct, indirect, and total effects on 
the dependent variable. A 95% bias-corrected confidence interval based on 5,000 bootstrap 
samples indicated that the indirect effect of involvement (a*b = 0.124) was entirely above 
zero (CI = 0.045 to 0.211). Since zero is not within the CI, this indicates a significant mediating 
effect of environmental involvement (Hayes, 2013). Moreover, the mediator, environmental 
involvement, accounted for approximately 15% (0.124 /0.858) of the total effect on 
consumers’ trust. 
 

Table 1: Results of Regression and Mediation Analysis 

Path Std. Beta Std. Error t-value P 95% CI 
LLCI     ULCI 

CL → TRU  .734 .068 10.821 .000 .601 .868 

CL → INV .442 .056 7.824 .000 .330 .553 

INV→ TRU .281 .076 3.679 .000 .130 .431 

Effects       

Direct .734 .068 10.821 .000 .601 .868 

Indirect .124 .043   .045 .211 

Total .858 .061 14.107 .000 .739 .978 

Note. CL = Environmental claim, INV = Environmental involvement, TRU = Trust on 
advertisement 
 
 

Environmental 

Claims (X) 

Trust in Green 

Advertisement (Y) 

Environmental 

Involvement (M) 

(c = 0.859**) 

a = 0.442** b = 0.281** 

c’ = 0.734** 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 1, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

1780 
 

Discussion 
This study was undertaken to understand better consumers’ perceptions of green 

advertising (environmental) claims and their trust toward the green advertisement. The 
findings supported H1 and H2, which proposed a direct impact of environmental claims on 
consumers' trust toward the green advertisement and indirect impact (i.e., mediation) via 
environmental involvement. The finding reported a substantial (β =0.734) positive impact of 
environmental claims on consumer’s trust towards green advertising. This finding indicates 
that environmental claims are the main predictor to enhance consumers' trust towards the 
green advertisement. This finding is in line with the positive effect of the advertising 
environmental claims in green advertisement (Prasad et al., 2017; Sahin et al., 2019; Segev et 
al., 2016; Wang et al., 2020).  It appears that consumers' trust in the green advertisement is 
much affected by the extent to which green advertising claims, specifically, environmental 
claims that are perceived to be informative and valuable. The strength of advertising claims; 
clear and specific environmental claims appear to be the most relevant factor of advertising 
effectiveness (Krstić et al., 2021; Rooijmans, 2018; Ulusoy & Barretta, 2016). Some researchers 
found that vague environmental claims are perceived as greenwashing and deteriorate 
consumers’ attitudes toward advertisements and brands (Majláth, 2017; Parguel et al., 2015; 
Schmuck et al., 2018). However, Chen and Chiu (2016) explored the advertising claims of 
"abstract/concrete messages" in green advertising. They found those environmentally 
conscious (i.e., high-involved) consumers are more responsive to abstract messages, whereas 
less environmentally conscious consumers do not demonstrate different reactions to 
different types of messages. That mean, consumers’ responses toward green advertisements 
also depend on their environmental consciousness/involvement.  

Interestingly, this study also presented evidence for an indirect effect of perceived 
environmental claims on trust towards green advertisements through the construct of 
environmental involvement. The concept of involvement is taken into consideration in this 
study in line with the literature in advertising and communication management, suggested that 
consumers have different reactions to persuasive messages according to their level of 
involvement (Matthes & Wonneberger, 2014; Parguel et al., 2015; Petty & Cacioppo, 1986; 
Schmuck et al., 2018). Concurred with Grebmer and Diefenbach’s (2020) findings, the 
significant role of environmental involvement was testified, and consumers with high 
environmental involvement were found more concerned about advertising claims and more 
sceptical when they encounter environmental claims in the green advertisement. This, in turn, 
translates into an increased or decreased level of green trust. Several studies (Alamsyah et al., 
2020; Chen & Chiu, 2016; Krstić et al., 2021; Ulusoy & Barretta, 2016) explored the importance 
of environmental involvement (i.e., awareness, concerns and consciousness) in green 
advertising. They provide strong empirical evidence that consumers did respond differently to 
green communication in forming their attitudes towards green advertisements and brands.  

The significant complementary mediation effects of consumers' involvement in this 
study can be explained by increasing environmental consciousness on consumer behaviour in 
today's market context (Parguel et al., 2015; Peattie & Belz, 2010). There is a general consensus 
within the business and consumer communities that a large majority of consumers are 
concerned about the environmental issues during their purchase and consumption. Moreover, 
the finding in this study also showed that approximately 85% of the respondents (with µ = 3.97) 
are highly involved or concerned with the environmental issues, thus, are more responsive to 
the environmental claims in determining their trust toward the green advertisement.  
 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 2 , No. 1, 2022, E-ISSN: 2222-6990 © 2022 HRMARS 

1781 
 

Implications 
Theoretically, the results have implications for the role of advertising (environmental) 

claims in the green advertisement by reinforcing prior findings and offering several new 
insights. Prior studies have established concreteness of advertising (environmental) claims as 
an antecedent of trust in the green advertisement. This paper expands on that with a more 
comprehensive model of green advertising, which includes consumer involvement as the 
mediating mechanism along the direct path. The results provide evidence for a partial 
(complementary) mediating effect of involvement between environmental claims and trust. A 
vital realisation regarding this indirect effect is that the environmental involvement was 
mediated the impact of claims towards trust on the green advertisement. However, only a 
weak mediating effect (approximately 15%) was found. This result demonstrates that 
involvement is not a sufficient precondition but only a mediator for consumers' trust in green 
advertisements. The relationship between advertising claims and trust in the green 
advertisement is more complex than previously assumed. Regardless of their involvement, the 
consumers could detect the truthfulness of environmental claims, which can be attributed to 
a generally higher level of trust towards green advertisement.  

Practically, this study offers insights on how to manage green advertising and 
communications campaigns. Since advertising claims substantially impact consumers' trust 
towards green advertisements, the claims should be detailed with more factual information to 
instigate consumers' trust toward green advertising and communications (Shieh et al., 2018). 
Results also imply that consumers with different levels of involvement had different responses 
to environmental claims. Thus, advertisers or marketing practitioners should consider the 
environmental behaviour of consumers in order to formulate effective communication 
strategies for green advertising. Furthermore, to prevent the increase in greenwashing 
practices, policymakers should issue several revisions of its communications and multimedia 
content regulations to ensure continued reliable standards of advertisements. These 
regulations aim to avoid misleading environmental claims in advertising and communications 
and ensure the advertising claims are truthful, not deceptive. 
 
Limitations and Conclusion 

This study explores the relationship between environmental claims, environmental 
involvement and trust towards green advertisement among consumers in Malaysia. 
Generalisations of these findings are expectedly limited in two respects. First, we took into 
account only two constructs, one predictor and one mediator, to predict consumers’ trust in 
this study. Many variables can be included in this framework, such as advertising’s execution 
techniques, media strategies and audiences’ knowledge and preferences, but are not 
considered. Second, the sample consisted only of respondents from Millennials and Gen 
X in Malaysia; as a result, meaningful remarks could only be made about these two categories. 
It does limit the generalizability of the results for all consumers in Malaysia.  

In conclusion, despite limitations, the results can provide some theoretically and 
practically implications whereby advertisers should focus on the advertising content to 
gain consumers’ trust towards green advertisement. 
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