
 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 1208-1213                      ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                             Page 1208 

A Study on Greenwashing Vs Genuine Sustainability Efforts in 

Green Marketing Towards Revolt Motors With Reference To 

Coimbatore 
 

Mr. Kisore raaj K1, Ms S.R. Ramya2 

1 
Student, Department of Management Studies, Karpagam College of Engineering, Coimbatore, Tamil Nadu 

2 
Assistant professor, School of Management Studies, Karpagam College of Engineering, Coimbatore, Tamil 

Nadu 

----------------------------------------------------------------------------------------------------------------------------- ---------- 

Date of Submission: 12-04-2025                                                                           Date of Acceptance: 23-04-2025 

----------------------------------------------------------------------------------------------------------------------------- ---------- 

ABSTRACT 

This study explores the difference between 

greenwashing and genuine sustainability initiatives 

in green marketing practices by Revolt Motors in 

Coimbatore. As environmental concerns influence 

consumer behavior, businesses increasingly use 

green claims in marketing to appeal to eco-

conscious customers. However, not all claims reflect 

real sustainability efforts, leading to greenwashing. 

The research aims to assess consumer perception, 

awareness, and trust towards Revolt Motors’ green 

marketing, identifying whether their strategies align 

with authentic environmental responsibility. The 

findings will help differentiate between image-

building tactics and actual sustainable practices in 

the electric vehicle sector. 

Keywords: Greenwashing, Sustainability, Green 

Marketing, Consumer Perception, Revolt Motors.  

 

I. INTRODUCTION 

In today’s world, where sustainability is 

increasingly important, consumers need to be able to 

distinguish between brands that are genuinely 

committed to sustainability and those that engage in 

greenwashing – misleading marketing tactics that 

create the illusion of environmental responsibility. 

Understanding greenwashing and recognising 

genuine sustainability efforts can empower 

consumers to make informed choices and support 

brands that truly impact the planet. In this article, we 

will explore the rise of greenwashing, how to spot 

greenwashing tactics, the essence of genuine 

sustainability efforts, and ways to distinguish 

between the two. We will also examine the impact 

of greenwashing on consumers and the environment 

and discuss how we can move towards a more 

sustainable future. 

 

GREENWASHING 

The Cambridge English Dictionary defines 

“Greenwashing” as behaviour or activities that make 

people believe that a company is doing more to 

protect the environment than it really is. It is a 

deceptive marketing practice where businesses 

falsely claim their products or services are 

environmentally beneficial, often misleading 

consumers and stakeholders.  Common tactics 

include using vague or misleading terms like 

"natural" or "eco-friendly" without clear definitions, 

focusing on one supposedly green aspect of a 

product while ignoring other harmful elements and 

using green-themed imagery to imply environmental 

responsibility without factual backing. 

 

GREEN MARKETING 

Green marketing is when a company promotes 

environmentally friendly or sustainable products 

and/or business practices. For example, if your 

packaging is made from 100% recycled paper 

products, and you share this in your marketing or 

brand-building initiatives, this is green marketing.  

Some examples of green marketing include 

substantiated claims that your:  

 Products are manufactured locally. 

 Raw materials are certified to be from 

sustainable sources. 

 People are paid a fair wage and provided 

with ethical working conditions. 

 The company donates a percentage of 

profits to rainforest rehabilitation initiatives. 

 

 

BENEFITS OF GREEN MARKETING 

Aside from the obvious environmental and social 

benefits, consumers love to buy from businesses that 

ethically care for the environment and community. 

Other benefits of green marketing include: 

Attracting investors – 33% of millennial 

investors invest exclusively in companies with 

strong environmental values and initiatives.  

https://www.tunley-environmental.com/en/insights/what-is-greenwashing-how-to-spot-and-avoid-it
https://www.nasdaq.com/articles/millennials-are-a-driving-factor-in-the-growth-behind-esg-investments-2021-05-25
https://www.nasdaq.com/articles/millennials-are-a-driving-factor-in-the-growth-behind-esg-investments-2021-05-25
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Attracts customers – 35% of consumers choose 

sustainable products over non-sustainable when 

possible. They also avoid plastic when they can and 

are willing to pay more for locally produced or 

sustainably produced food items.   

Spotting the Difference 

To effectively distinguish green marketing from 

greenwashing, it is crucial to scrutinise the 

following key areas: 

Claims and Certifications 

Organisations should ensure their environmental 

claims comply with established guidelines such as 

the Green Claims Code, which mandates that claims 

be clear, accurate and substantiated. Verification 

using a reputable third-part organisation that aligns 

with sustainability standards such as the United 

Nations Sustainable Development Goals can 

also validate claims. This helps in building 

consumer trust and ensuring that the green 

credentials promoted are not only transparent but 

also backed by credible evidence. 

Company Practices 

Consumers and stakeholders should research beyond 

the claims. It involves examining whether a 

company’s practices align with their advertised 

green credentials. Transparency in the company's 

supply chain, adherence to sustainable production 

methods and the overall environmental impact of 

their products are critical areas to investigate. 

Transparency 

Transparency is paramount in distinguishing 

genuine green efforts from greenwashing. 

Companies should provide clear, accessible 

information that supports their environmental claims 

and is backed by verifiable data. This includes 

detailed reports, links to sustainability certifications 

and evidence of compliance with environmental 

standards. 

 

SIGNIFICANCE OF THE STUDY 

The study lies in its ability to differentiate 

between greenwashing and genuine sustainability 

efforts within the electric vehicle (EV) industry. As 

environmental concerns grow, consumers are 

increasingly seeking eco-friendly products, but the 

rise of greenwashing—misleading claims about 

environmental benefits—has also emerged. This 

study helps in understanding how businesses in the 

electric vehicle sector communicate their 

sustainability efforts and highlights the importance 

of transparency and authenticity in marketing. By 

examining both practices, the research provides 

valuable insights that can guide consumers, 

regulators, and companies towards more responsible 

and genuine green marketing. Ultimately, the study 

contributes to fostering trust and accountability in 

the growing electric vehicle market. 

 

STATEMENT OF THE PROBLEM  

The issue occurs in implementing green marketing 

today because many companies do not understand 

the practice of green marketing. Thus, confusing 

consumer perceptions of the green marketing 

strategy practised by the company.  

There is a gap between marketing perceptions and 

consumer perceptions of the products being 

offered. Lack of proper consumer knowledge 

about environmental issues creates problems for 

companies to represent their products in a market 

where consumers do not believe that the product 

being promoted is environmentally friendly 

(Tanwari, 2020;  

Burhan, 2020;  Kayalvizhi and Raghuram, 2020). 

In conjunction with the existing issues, the 

present study aims to  

provide literature regarding the in-depth 

understanding of green marketing or sustainable 

marketing.  

 The problem of "greenwashing" persists, 

where companies falsely portray their environmental 

efforts as more eco-friendly than they are. This 

paper examines the critical connection between 

sustainable development, ethical decision-making, 

and greenwashing. 

 The issue occurs in implementing green 

marketing today because many companies do not 

understand the practice of green marketing. Thus, 

confusing consumer perceptions of the green 

marketing strategy practised by the company.  

 Lack of proper consumer knowledge about 

environmental issues creates problems for 

companies to represent their products in a market 

where consumers do not believe that the product 

being promoted is environmentally friendly. 

 In conjunction with the existing issues, the 

present study aims to provide literature regarding 

the in-depth understanding of green marketing or 

sustainable marketing.  

 

OBJECTIVES OF THE STUDY 

 To understand Automobile business contributes 

positively to environmental sustainability while 

enhancing green marketing 

 The Green Marketing has Helped Businesses 

Increase Profits in this firm 

 The reasons should consider investing in an EV 

this firm 

 To avoid greenwashing and make a real 

difference in their environmental impact 

https://www.pwc.com/cl/es/publicaciones/assets/2019/report.pdf
https://greenclaims.campaign.gov.uk/


 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 1208-1213                      ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                             Page 1210 

 To successfully implement sustainable practices 

and maintain credibility in this green marketing 

 

SCOPE OF THE STUDY 

The scope includes defining and analysing 

green washing practices across different automobile 

EV industries, such as consumer goods, energy, and 

finance. The study explores the greenwashing assess 

how these practices conflict with the principles of 

responsible consumer behavior. Additionally, the 

paper evaluates the effectiveness of communication 

and strategies in preventing greenwashing, 

emphasizing the importance of transparency. 

Finally, the research reviews existing regulatory 

frameworks and voluntary standards, proposing a 

hybrid approach that integrates both to enhance 

corporate accountability and mitigate misleading 

environmental claims. 

 

LIMITATIONS OF THE STUDY 
1. The  sample size is restricted to 127 

respondents only  

2. it is important to acknowledge the 

limitations of our experimental context. 

3. Our current approach may not have fully 

captured the nuances of how differences in various 

greenwashing behaviors could affect study 

outcomes 

4. The sample was collected using convenient 

sampling technique so result may not give an exact 

representation of the population 

5. Shortage of time is also reason for 

incomprehensiveness 

6. The study was limited to a specific number 

of respondents, which did not cover the entire 

population. So the results may not be generalization 

properly  

 

II. REVIEW OF LITERATURE 
Breno and David (2016) conducted research on 

Green Operations Initiatives in the Automotive 

Industry. The purpose of study was to focus on 

investigating and benchmarking green operations 

initiatives in the automotive industry documented in 

the environmental reports of selected companies. 

The findings however were restricted to automobile 

manufacturers. 

Balluchi et al. (2020)  recent years, corporate 

communication has evolved, with automobile 

companies needing to address a diverse range of 

stakeholders interested in non-financial information. 

This shift impacts a company's competitive edge, 

credibility, and reputation. Companies are 

increasingly expected to engage in stakeholder 

demands. However, some engage in to enhance their 

legitimacy, leading to misleading practices known 

as "greenwashing." This paper examines 

greenwashing, tracing its development in existing 

literature. It utilizes legitimacy theory and 

Habermas’s communication theory to explore the 

connections between disclosure, credibility, 

legitimacy, perception, and greenwashing.  

Patel and Brown (2021) investigate how electric 

vehicle companies integrate corporate social 

responsibility (CSR) into their green marketing 

strategies. Their research shows that while many 

companies claim to be environmentally friendly, 

few substantiate these claims with concrete CSR 

initiatives or long-term sustainability plans. The 

authors emphasize the role of CSR in ensuring that 

marketing efforts are aligned with actual 

sustainability practices. They argue that genuine 

sustainability efforts, such as carbon-neutral 

manufacturing and the promotion of renewable 

energy in production processes, can differentiate 

companies from those engaging in greenwashing. 

The study suggests that consumers are more likely 

to support companies that make measurable and 

verifiable sustainability commitments, rather than 

those that focus on superficial green claims. 

Vollero (2022) The chapter starts by framing ethical 

behavior in organizations as a foundation for 

understanding the rise of environmental concerns 

and greenwashing, viewed as business misconduct. 

It highlights corporate environmentalism, where 

companies integrate environmental issues into 

decision-making, as essential for understanding 

greenwashing's emergence. The chapter explores 

ethical dilemmas, such as the conflict between 

private gain and public good, and tensions between 

profit and moral principles, in the context of 

corporate sustainability and social responsibility. It 

distinguishes between mandatory and voluntary 

CSR disclosures to further explain greenwashing 

tendencies and concludes by discussing deceptive 

practices in corporate communication, termed as 

various forms of identity-washing.  

Verma and Bharti (2023) Greenwashing involves 

misleadingly presenting a company or its products 

as more environmentally friendly than they are, 

exploiting consumer demand for sustainable 

options. Addressing greenwashing is crucial for 

advancing genuine sustainable practices and 

protecting consumers from deceptive claims. This 

paper analyzes ten companies accused of 

greenwashing, examining both overt and subtle 

forms of deceptive practices. It highlights common 

communication errors and corporate misconduct in 

sustainability. The paper advocates for stringent 

legislation to penalize false environmental claims 



 

   

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 2, Mar.-Apr., 2025, pp: 1208-1213                      ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                             Page 1211 

and emphasizes the need for consumer education on 

recognizing greenwashing. Recommendations 

include adopting third-party certifications, 

independent audits, and fostering transparency and 

good governance in environmental claims.  

Jegadeeswari et al. (2024) In today's rapidly 

evolving automobile business landscape, 

sustainability is a key aspect of corporate 

responsibility. However, the problem of 

"greenwashing" persists, where companies falsely 

portray their environmental efforts as more eco-

friendly than they are. This paper examines the 

critical connection between sustainable 

development, ethical decision-making, and 

greenwashing. Ethical decision-making, grounded in 

principles like accountability, respect, justice, and 

reliability, forms the basis of corporate conduct. By 

promoting an ethical culture, companies can address 

sustainability challenges transparently and fairly, 

thereby building trust and ensuring genuine 

commitment to environmental responsibility.  

 

III. RESEARCH METHODOLOGY 
STUDY AREA: The study will focus on the 

Greenwashing vs genuine sustainability efforts in 

green marketing towards revolt motors with 

reference to Coimbatore. 

DEFINITION  

According to industrial research institute in research 

methodology, research always tries to search the 

given question systematically in our own way and 

find out all the answers till conclusion. If research 

does not work systematically on problem, there 

would be less possibility to find out the final result. 

For finding or exploring research questions, a 

researcher faces lot of problems that can be 

effectively resolved with using correct research 

methodology. 

RESEARCH DESIGN 

To make the research systemized the researcher has 

to adopted certain method. The method adopted by 

the researcher for completing the project is called 

research methodology. Research is a process in 

which the researcher wishes to find out the end 

result for a given problem and thus the solution 

helps in future course action. The research has been 

defined as “A careful investigation or enquire 

especially through search for new facts in any 

branch of knowledge”. To give more additional to 

the old research new ones are conducted. 

 

SAMPLING TECHNIQUES  

A disproportionate stratified random sampling 

technique has been used in sampling due to the 

following reasons: 

 It provides information about parts of the 

all the area. 

 It provides help in greenwashing and green 

marketing towards automobile industries. 

  

SAMPLING SIZE  

A sample size is guaranteed to its temperament of 

information assortment. Information assortment 

depends on the essential information is 127 

respondents are taken as the example for this 

investigation. 

 

SOURCES OF DATA COLLECION  

 The following techniques were adopted for 

data collection. 

 Primary data 

 Secondary data 

 

 

TOOLS USED FOR DATA COLLECTION 

The following techniques were adopted for data 

collection. 

Primary data: Primary data was collected through 

face to face interviews while filling up 

questionnaires (127 respondents). 

Secondary data: Relevant information was 

gathered from magazines, newspapers and project 

reports that formed the secondary data. 

 

TOOLS USED FOR DATA COLLECTION:  

 Simple percentage Analysis 

 Anova 

ANOVA 

NULL HYPOTHESIS Ho:  

               There is no significant relationship 

between Monthly income and Benefits of green 

marketing. 

ALTERNATIVE HYPOTHESIS H1:  

              There is a significant relationship between 

Monthly income and Benefits of green marketing. 

 

ANOVA 

Monthly income      

 Sum of Squares df Mean Square F Sig. 

Between Groups 5.547 3 1.849 1.698 .171 
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Within Groups 133.949 123 1.089   

Total 139.496 126    

 

HOMOGENEOUS  

Monthly income 

 

benefits of Green marketing N 

Subset for alpha = 

0.05 

 1 

Scheffea Enhanced Brand Image 26 1.77 

Informed choices 38 2.00 

Supporting sustainable 

practices 
21 2.00 

Health and safety 42 2.33 

Sig.  .237 

Gabriela Enhanced Brand Image 26 1.77 

Informed choices 38 2.00 

Supporting sustainable 

practices 
21 2.00 

Health and safety 42 2.33 

Sig.  .217 

Ryan-Einot-Gabriel-Welsch F Enhanced Brand Image 26 1.77 

Informed choices 38 2.00 

Supporting sustainable 

practices 
21 2.00 

Health and safety 42 2.33 

Sig.  .171 

 

IV. RESULT 
 From the above analysis, we find that 

calculated value of the F-value is a positive 29.367 

value. There is a significant relationship between 

Monthly income and Benefits of green marketing. 

 

V. SUGGESTIONS 
1. Transparent Communication: Companies 

should be more transparent in their sustainability 

claims, providing clear, verifiable data and third-

party certifications to differentiate genuine efforts 

from greenwashing. 

2. Consumer Education: Brands in the electric 

vehicle (EV) industry should educate consumers on 

the difference between authentic sustainability and 

misleading claims, empowering buyers to make 

informed choices. 

3. Third-party Audits: To increase credibility, 

EV manufacturers should undergo regular third-

party environmental audits and publish results to 

verify their sustainability claims. 

4. Long-term Commitment: Brands should 

focus on long-term sustainability strategies that 

include product life-cycle management, energy 

efficiency, and sustainable manufacturing processes 

rather than focusing on short-term marketing 

gimmicks. 

5. Collaboration and Standards: Industry-wide 

standards and collaborations should be promoted to 

create a unified approach to sustainability, ensuring 

that all players in the EV sector contribute to 

genuine environmental efforts. 

 

VI. CONCLUSION 
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The electric vehicle industry plays a pivotal 

role in promoting sustainability, but greenwashing 

remains a significant challenge that can erode 

consumer trust. Genuine sustainability efforts 

should focus on transparency, long-term 

commitment, and adherence to recognized 

environmental standards. By clearly distinguishing 

authentic practices from greenwashing, companies 

can build trust and lead the industry toward a more 

sustainable future. The collaboration of industry 

players, consumer education, and third-party 

verification will be key in distinguishing genuine 

efforts from misleading claims. 
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