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6. What strategy does a company employ when it differentiates itself by creating a unique customer
experience?

(A) Branding.

(B) Positioning.

(C) Personalization.

(D) Digital marketing.

7. Companies choose to go international for
(A) Improved efficiency.

(B) Market expansion.

(C) Productivity enhancement.

(D) Risk reduction.

8. To be reimbursed for business expenses, Luke must obtain and complete an expense-reimbursement
form, attach the original transaction receipts to the completed form, and submit the documentation to his
manager for approval. What is Luke doing?

(A) Following company procedures.

(B) Developing company policies.

(C) Evaluating company feedback.

(D) Assessing company guidelines.

9. Which of the following is a disadvantage of investing in bonds:
(A) They are issued by corporations or governments.

(B) Their returns do not keep up with inflation.

(C) You must pay a penalty for early withdrawal.

(D) They may take a long time to provide a return.

10. Brand Image refers to

(A) primary ingredients and supplementary features.

(B) means to trace the value creation process for brands, to better understand the financial impact of
brand marketing expenditures and investments.

(C) activity of designing and producing containers or wrappers.

(D) consumers' perceptions about a brand based on strength,

(E) favorability, and uniqueness of brand associations.

11. Assume that the average cost of airfare is $400 per chaperone and incidentals are $150 per day per
chaperone. All vacation packages are for 6 days. If a ratio of one chaperone per 15 travelers is kept, what
is the minimum amount that must be included in the vacation package price charged to each customer to
cover the cost of a chaperone?

(A) $150.

(B) $104.

(C) $87.

(D) $60.
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regularly monitored?

(A) Customers’ subjective perceptions of the reliability of the product when in use.
(B) Objective, third-party tests of the performance of the product.

(C) The conformance of the finished product to agreed-to product specifications.
(D) Warranty repair histories of the finished product.
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12. When using manufacturing-based criteria to assess product quality, which of the following should be
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“Is It Greenwashing?”

In recent years, especially companies that sell inherently environmentally harmful products or services
have been using green advertising to promote green corporate images or portray products and services as
environmentally friendly (e.g., Leonidou et al. 2011). These companies increasingly use a new,
promising green advertising strategy by employing environmental compensation claims (e.g., Polonsky,
Grau, and Garma 2010). Compensation claims suggest that the harmful environmental impact of the
advertised product or service can be neutralized with an environmentally friendly measure. For instance,
airlines advertise that they engage in environmental projects such as planting trees, recycling, or
supporting sustainability research with the goal to offset consumers’ carbon dioxide (CO2) emissions
that originated from their flights (e.g., Air New Zealand 2019). On the one hand, they advertise abstract
compensation claims that promote their services by offering compensation measures that are temporally
distant and therefore not observable or verifiable by consumers such as tree planting. On the other hand,
they make use of concrete compensation claims that promote their services by offering immediate and
observable compensation measures, such as recycling measures on board of airplanes (Neureiter and
Matthes 2023).

Consumers could perceive environmental compensation claims as misleading or unsubstantiated and thus
may perceive greenwashing in these ads—that is, consumers’ perception of companies’ involvement in
an “act of disseminating disinformation to consumers regarding the environmental practices of a
company or the environmental benefits of a product or service” (Baum 2012, 423).
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In addition, this study examines two forms of political consumerism: first, consumers’ intentions to join
environmental boycotts—defined as deliberately refraining from purchasing to harm a company or
punish it with lost sales; second, consumers’ intentions to join environmental buycotts—understood as
increasing purchase behavior to reward a company with an increase in sales (e.g., Copeland and
Boulianne 2022; Hoffmann et al. 2018). Thereby, this study sheds light on circumstances that motivate
consumers to use their voice to “communicate their views to decision-makers” (Copeland and Boulianne
2022, 3).

By using a multimethod approach, we showed that consumers are equipped to perceive greenwashing in
environmental compensation claims, especially when the advertising company is obviously inherently
environmentally unfriendly. While they seem to have a clear understanding that abstract compensation
claims are greenwashing, concrete compensation claims are not so easily detected. However, for
companies where the environmental harm is obvious, such as airlines, environmental knowledge helps
consumers to perceive greenwashing in both claims. As a consequence, consumers’ intentions to join
environmental boycotts can increase and purchase intentions can decrease. To conclude, companies—
especially inherently environmentally harmful ones—should pay greater attention to substantiating their
green claims to avoid consumers’ perceptions of greenwashing and the negative consequences that can
follow.

fi 4%k B Neureiter, A., Stubenvoll, M., & Matthes, J. (2024). Is it greenwashing? Environmental

compensation claims in advertising, perceived greenwashing, political consumerism, and brand
outcomes. Journal of Advertising, 53(4), 511-529.
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