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This study investigates the impact of greenwashing and
greenhushing on consumer trust in the Hungarian market. Based
on an online survey of 410 respondents conducted between
November 1, 2024, and March 10, 2025, the results are presented
through three research questions focusing on conceptual
awareness, recall of international scandals, and purchasing
decision factors. Data analysis utilized descriptive statistics and
two-sample Z-tests at a 5% significance level. Findings reveal that
while the Volkswagen “Dieselgate” scandal is widely recognized,
other major cases — such as Chevron or BP — show a rapid decay
in public memory. Furthermore, 74% of participants were
completely unfamiliar with greenhushing. Statistical tests confirm
that the inability to identify the ,,Seven Sins of Greenwashing” is
a systemic issue, with over 34% of respondents unable to name a
single deceptive practice. Due to “label fatigue”, consumers
bypass official certifications, prioritizing social media and brand

reputation.
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1 Introduction

Sustainability has become a fundamental aspect of corporate operations, driven by
escalating  societal expectations regarding environmental responsibility.
Consequently, corporate communication frequently —emphasizes green
commitments; however, these claims do not always reflect actual operational
changes. This duality in domestic corporate practice was also identified by Kozma
and Bosnyak-Simon (2022), pointing out that the appearance of sustainability
elements in corporate communication often precedes actual operational-level shifts.
Furthermore, understanding the various levels of corporate environmental strategies
in Hungary is crucial for evaluating how organizations employ environmental
management control tools to justify their market positions (Malovics et al., 2007;
Fekete-Berzsenyi et al., 2025).

This deceptive communication practice, known as greenwashing, has emerged as a
prominent subject in international research. Greenwashing occurs when
organizations portray their environmental performance more favorably than their
actual operations warrant, primarily to influence consumer decision-making
(Agarwal et al., 2025). The strategic impact of integrated sustainability reporting on
tinancial performance and credibility is highly relevant, especially as corporate claims
are increasingly scrutinized in developing and emerging markets (Katherine et al.,
2025; Pap et al., 2024). The proliferation of greenwashing poses a severe risk to
consumer trust (Farész et al, 2026). When consumers perceive a discrepancy
between corporate claims and actual environmental performance, it fosters long-
term skepticism and diminishes interest in sustainable products. Therefore, the
primary aim of this research is to explore the impacts of greenwashing on the
evolution of consumer trust and to identify the critical factors that determine the

perceived credibility of corporate environmental claims.
2 Literature Review

The examination of greenwashing has expanded significantly, with contemporary
studies emphasizing that consumer trust is simultaneously shaped by the credibility
of corporate communication, the interpretability of environmental claims, and
market expectations regarding sustainability. Consumers are increasingly sensitive to
messages that suggest overgeneralized or inadequately substantiated environmental

performance (Zhang et al., 2025). Moreover, consumer engagement in online brand
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communities significantly influences how the public interprets and validates
sustainability messages (Venkateswaran et al, 2024). As the digital transition
accelerates, interactive and immersive advertising in modern online environments
reshapes user perceptions, demanding greater transparency from corporations to

avoid accusations of greenwashing (Szeberényi et al., 2025).
2.1 Mechanisms and Typology of Greenwashing

The methodology of corporate deception operates fundamentally along two
dimensions: textual claims and execution elements. The most prevalent framework
for analyzing product-level deception is the “Seven Sins of Greenwashing,”
originally developed by TerraChoice (now integrated into the UL network), which
capitalizes on consumer information asymmetry (Delmas & Burbano, 2011; UL,
2025). This framework categorizes misleading practices into seven distinct ,,sins’:
the hidden trade-off, no proof, vagueness, irrelevance, lesser of two evils, fibbing,
and worshiping false labels. The most frequent manifestation is the sin of the hidden
trade-off, in which a single eco-friendly attribute is highlighted while obscuring the
severely polluting phases of the product's entire life cycle. Furthermore, a critical
distinction must be made regarding corporate-level greenwashing, which occurs
when heavily polluting “brown” entities heavily promote secondary CSR
sustainability initiatives to deflect public attention from their core, harmful

environmental footprint (Yang et al., 2020; Szép et al., 2025).
2.2 The Emergence of Greenhushing

In contrast to the overstatements characteristic of greenwashing, academic discourse
has increasingly focused on its antithesis: greenhushing (or ,,green silence”). This
phenomenon describes a deliberate corporate strategy wherein organizations under-
communicate or conceal their actual sustainability achievements and targets,
primarily driven by a fear of consumer skepticism and accusations of greenwashing
(Font et al., 2017). Motivated by risk aversion and heightened regulatory pressures
(such as the EU Green Claims Directive), companies often opt for ,,strategic silence”
over transparency, even when possessing tangible, verifiable environmental results
(Catlos & Lewis, 2018). Recent studies describe this as a market paradox: while
consumers demand greater transparency to combat their growing distrust, credible
actors withdraw from public discourse, inadvertently yielding space to less ethical,

louder marketing campaigns.
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Despite the extensive theoretical background on these phenomena, there remains a
critical gap in empirical data on the specific defensive mechanisms of consumers and
the reputational impact of corporate scandals in the domestic Hungarian market.
Consequently, this study aims to address these deficiencies by systematically
investigating the interplay between conceptual awareness (greenwashing,
greenhushing), the perceived credibility of various information sources, and

demographic variables.
3 Methodology

The primary research employed a quantitative methodology, using an online
questionnaire comprising 28 items to address the research problem outlined in the
literature review. Data collection occurred between November 1, 2024, and March
10, 2025. A convenience sampling method was used, primarily distributing the
survey via online platforms such as social media and professional networks. After
data cleaning, 410 valid responses were obtained. While this sample size is not strictly
representative, it provides a sufficient empirical foundation for drawing relevant
conclusions regarding consumer behavior. While the sample size allows an
exploratory assessment of consumer perceptions, it should not be treated as

representative of the broader Hungarian consumer market

Regarding the sample's demographic composition, 54% of respondents were male,
and 46% were female. The age distribution shows a dominance of young adults, with
56% of participants in the 18-34 age cohort, while the over-35 cohort accounted for
44%. In terms of educational attainment, the sample is highly qualified; the majority
of respondents either possess or are currently pursuing a higher education degree.
The use of convenience sampling, together with the concentration of respondents
in the 18-34 age group and the predominance of participants with current or
completed higher education, narrows the demographic coverage of the dataset. The
tindings, therefore, reflect the views of a digitally reachable and relatively highly
educated segment more strongly than those of the Hungarian consumer population
as a whole, so their generalizability is limited. Future research should apply quota-
based or probability-oriented sampling to achieve a more balanced demographic

structure.
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The questionnaite incorporated open-ended, Likert-scale, and multiple-choice
questions to capture a comprehensive view of consumer perceptions. The data
analysis primarily utilized descriptive statistical methods, focusing on frequencies
and distributions. Additionally, to examine differences between demographic
groups, statistical tests — specifically two-sample Z-tests — were conducted at a 5%
significance level where the sample size permitted. For each gender-based
comparison, the null hypothesis (HO) stated that the proportion of male and female
respondents in the examined response category was equal, while the alternative

hypothesis (H1) stated that these proportions differed.

The research is fundamentally exploratory, aiming to identify contemporary patterns
in consumer attitudes and knowledge. Consequently, the study formulated the

following three research questions:

— RQ1: To what extent are Hungarian consumers aware of the concepts of
greenwashing and greenhushing?

— RQ2: To what extent are corporate greenwashing scandals that generated
significant international resonance known among domestic consumers?

—  RQ3: Which factors are most decisive during sustainable purchasing decisions,

and how does the perception of deception impact consumer trust?
4 Results

This section presents the empirical findings derived from the online survey. The
analysis is structured to systematically address the three primary research questions,
beginning with an assessment of conceptual awareness regarding deceptive
corporate communication. It also evaluates the domestic consumer knowledge of
major international corporate scandals and concludes by examining the primary
information sources and cognitive heuristics that drive sustainable purchasing

decisions.
4.1 Conceptual Awareness of Greenwashing and Greenhushing
To address the first research question (RQ1), the survey initially assessed the general

awareness of the term ,,greenwashing”. The results indicate a critical deficiency in

consumer education: a significant segment of respondents (28%) could not define
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the term at all, and an additional 13% had heard of it but lacked a precise
understanding. Conversely, a positive indicator is that 38% had a general
understanding, and 21% could define the concept accurately. This distribution
validates the information asymmetry discussed in the literature; while consumers
frequently encounter greenwashing, many lack the cognitive tools to identify it
precisely.

A deeper discrepancy emerges regarding the phenomenon of ,,greenhushing”. The
data reveal a contrast in awareness: 74% of respondents were completely unfamiliar
with the term. Only 5% could define it accurately, while 9% possessed a marginal
understanding. This indicates that greenhushing remains confined to professional
discourse. Consequently, consumers are currently unequipped to respond when

companies adopt a ,,strategic silence” strategy.
4.2 Consumer Knowledge of Corporate Scandals

The second research question (RQZ2) investigated the awareness of major
international corporate greenwashing scandals. Respondents were presented with
nine highly publicized cases spanning various sectors (fossil fuels, technology,
aviation, fast fashion, and finance).

100%
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80% % 75%

70% 68%

63% 62%
60%

50% 49%

Percentage of Respondents (%)

Volkswagen H&M BP KLM Deutsche Bank Shell IKEA Nestlé Chevron

(Dieselgate (Higg Index (Deepwater  ('Fly Responsibly’ /DWS (‘Let's Go' (Sustainable (Fair Trade  ('Human Energy’
emissions  manipulation & Horizoncilspill ~ misleading ~ (Greenwashing ~ misleading timber certificates certification & credibility issues)
manipulation)  Conscious carbon offset)  ESG funds) marketing)  &illegal logging) supply chain
Collection) issues)

Unaware M Partially Aware mm Well Aware s Other

Note: Data indicates varying degrees of public awareness of public-facing greenwashing accusations
across different industries and company profiles. n = 410

Figure 1: Public Awareness of Major Cotporate Greenwashing Scandals
Source: Own edited figure based on primary research, 2026
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The analysis of Figure 1 highlights a profound lack of awareness regarding the
majority of these events. The Volkswagen ,,Dieselgate” scandal stands out as an
anomaly, with 36% partial and 28% comprehensive awareness, largely due to its
direct impact on everyday consumers and extensive global media coverage. On the
other hand, 90% were unaware of Chevron's controversies, 84% were ignorant of
Deutsche Bank's ESG manipulation, and 75% had no recollection of the BP oil spill,
indicating a significant decay in reputational damage over time. Complex, data-
driven deceptions (such as those by H&M or KLLM) struggle to reach the consumer
threshold compated to clear-cut environmental disasters. This pervasive
unawareness effectively shields corporations; consumers cannot exercise disciplinary
market behaviors (e.g., brand avoidance) for corporate misconduct they do not

remember.
4.3 Information Sources and Decision-Making Factors

Given the low retention of corporate scandals, the third research question (RQ3)
explored the heuristics consumers rely on in an uncertain information environment.
The findings identify a highly relevant and somewhat concerning trend: social media
and news portals have become the primary sources of sustainability information. For
evaluating product sustainability, 62% of respondents rely on these platforms, far
outweighing official reports. This reliance on the least regulated platforms exposes
consumers to a high risk of manipulation, particularly with the proliferation of
unverified claims and Al-generated content. Scientific research and official

environmental assessments were prioritized only when evaluating corporate-level
sustainability (56%).

When analyzing the key factors influencing sustainable purchasing decisions using
Likert-scale evaluations, a significant level of cognitive dissonance emerged.
Respondents treat sustainability primarily as a matter of trust and reputation rather
than technical verification. ,Brand reputation” received the highest ,very
important” rating (28%). Surprisingly, a striking 40% of respondents rated official,
third-party certificates (e.g., EU Ecolabel) as ,,not important at all,” and 31%
expressed the same disregard for sustainable packaging. This data signals severe
wabel fatigue”. The prevalence of greenwashing has likely degraded trust in
certification systems, prompting consumers to rely on subjective, emotional
heuristics, such as brand image, rather than objective metrics. Furthermore, the

willingness to pay a premium for verified green products is constrained, particularly
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among the 18-34 demographic, which aligns with Csiszarik-Kocsit's (2023) findings
on the financial uncertainties that limit conscious consumption among younger

generations.
4.4 Knowledge of the ,,Seven Sins” Framework

To further evaluate consumer vulnerability, the study tested respondents' ability to
name the ,,Seven Sins of Greenwashing” established by TerraChoice. The results
confirm that consumer knowledge of deceptive practices is intuitive rather than

systematic.

In line with the methodological specification, the category-level tests presented in
Table 1 were based on the following hypotheses: HO: the proportion of male
respondents in a given category equals the proportion of female respondents in the
same category. H1: The two proportions differ.

Table 1: Two-sample Z-test analyzing the gender differences in identifying the ,,Seven Sins”
of Greenwashing

Category
(Number of “Sins”
named)

Proportion Std. p-value
(%) Brror | 272N | (2 tailed)

0

Could not name any Fll/[rjll;e 8 gggo Z 0.035 -0.337 0.736
0,

Named one F?;Ze ‘5‘3 ;é;;z 8:8?2 118 | 0263
0

Names o R
0

Named three F?;Ze ;i 1;302 8:82 -0.433 0.665
0,

Named four Flfr;ze 150 323 8:813 1.010 0.312
)

Named five F?;Ze Z ‘2*:10;2 8:818 1.127 0.259
0,

Named six F?;Ze ; f:éo 7 8:8(1)3 1.039 0.298
0,

Named seven Flzlrfllaele ? gg(’/z 882)2 1.450 0.147

Note: Independent samples Z-test. Male n = 221, Female n = 189. Significance level: p < 0.05.
Source: Own edited table based on primary research, 2026

As demonstrated in Table 1, the largest group consisted of uninformed respondents:
34.4% of males and 36.0% of females could not identify a single ,,sin”. The
independent-samples Z-test confirms that, at the 5% significance level, there is no
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statistically significant difference between the genders in this critical category (Z =
—0.337; p = 0.736). Even among those who could name exactly one category, the
apparent difference (26.5% for women vs. 21.7% for men) proved to be statistically
non-significant (p = 0.263). Similarly, the slight numerical advantage observed
among men at higher knowledge levels (naming 47 sins) cannot be considered
statistically significant due to the small sample sizes in these subgroups. The inability
to systematically categorize and recognize greenwashing is not a demographic
anomaly but a systemic vulnerability across the entire domestic consumer base. The
inability to systematically categorize and recognize greenwashing appears in both
gender groups within the surveyed sample, suggesting a broad vulnerability that
should be interpreted cautiously in light of the study's sampling limitations.

5 Discussion

The results of this exploratory research highlight a significant vulnerability within
the surveyed Hungarian sample regarding corporate environmental claims. The
results of this exploratory research highlight a significant vulnerability within the
Hungarian consumer market regarding corporate environmental claims. The data
reveals a clear divide: while greenwashing is generally recognized as a concept, the
actual mechanisms of deception remain poorly understood, and the emerging trend
of greenhushing is almost entirely unknown. This aligns with the theoretical
frameworks proposed by Font and his colleagues (2017) and Carlos and Lewis
(2018), confirming that corporate strategies of ,,strategic silence” currently bypass
consumer scrutiny, as buyers lack the conceptual foundation to identify or challenge
them. This difficulty in distinguishing between genuine sustainability and mere
appearances is further explained by signaling theory; misleading communications
aim to foster overly positive beliefs among stakeholders, even when actual
environmental practices remain deficient. Recent empirical studies, such as Margariti
and her colleagues' (2024) analysis of consumer attitudes, demonstrate that positive
psychological predispositions toward green purchases do not necessarily translate
into actual buying behavior, especially when market trust is compromised by

concerns about greenwashing.

The surprisingly low recall of major international greenwashing scandals indicates a
rapid decay in reputational damage. Corporate misconduct, unless directly affecting
the consumet's daily life or physical safety, fades quickly from public memory. This

collective amnesia effectively shields companies from long-term market discipline.
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Consumers fail to execute disciplinary purchasing decisions, which explains why
heavily polluting entities can maintain market share despite documented
environmental violations (Persakis et al., 2025; Yang et al., 2020). As noted by Torelli
and his colleagues (2020), the level of greenwashing significantly shapes how
stakeholders perceive corporate responsibility and how they respond to such
scandals, yet the lack of awareness in the domestic market prevents these reactions

from serving as a deterrent.

A critical shift identified in this study is the displacement of traditional, objective
certifications by social media heuristics. As Firész and her colleagues (2025) note,
the quality of information transfer in digital spaces fundamentally shapes energy
awareness and sustainability attitudes. The reliance on digital platforms,
compounded by the growing influence of interactive online communities
(Venkateswaran et al., 2024), exposes buyers to unverified or artificially generated
narratives. In this context, the role of social media influencers (SMls) becomes
paramount, particularly for Generation Z consumers who comprise a large portion
of the active digital audience. Research by Faisal and his colleagues (2026) indicates
that while influencers might not always directly drive purchase intentions, they exert
a positive influence on both green trust and green attitudes, which are essential
mediators in the sustainable decision-making process. The pronounced ,label
fatigue” observed in the sample supports recent empirical findings suggesting that
an overabundance of green signals leads to systemic consumer skepticism. When
buyers reject official certifications as ,,unimportant,” they default to evaluating brand

reputation through subjective, often manipulated, digital media lenses.

Ultimately, respondents across all demographics' inability to identify the
TerraChoice ,,Seven Sins” demonstrates that current consumer education is
inadequate. Achieving genuine market transformation requires comprehensive
initiatives that provide concrete evaluative tools, empowering consumers to navigate
complex corporate communications effectively. Supporting this necessity,
Volschenk and his colleagues (2022) found that general environmental education is
often insufficient for developing the ability to detect deceptive claims. Instead,
specific literacy regarding greenwashing itself is required to enable consumers to
identify false claims and impose a ,greenwash penalty” — a significant shift in
willingness to pay and purchase intent once deception is recognized. A critical

approach to green marketing will allow stakeholders to more easily distinguish



R. Balku et al.: Greemwashing and Greenbushing in the Hungarian Consumer Market 641

between legitimate companies that are responsible and those companies that simply

appear to be responsible.

Acknowledgment
This study was supported by the S.M.A.R.T. International Research Group.
References

Agarwal, S., Kweh, L. Q., Goh, W. K., & Wider, W. (2025). Redefining marketing strategies through
sustainability: Influencing consumer behavior in the circular economy: A systematic review
and future research roadmap. Cleaner and Responsible Consumption, 18, 100298,
https://doi.org/10.1016/j.clrc.2025.100298

Carlos, W. C., & Lewis, B. W. (2018). Strategic Silence: Withholding Certification Status as a
Hypocrisy Avoidance Tactic. Administrative Science Quarterly, 63(1), 130-169.
https://doi.org/10.1177/0001839217695089

Csiszarik-Kocsir, A. (2023). A pénziigyi tudatossig és a generaciés hovatartozis hatdsa a magyarok
megtakatitasképzésére [The impact of financial awareness and generational affiliation on the
savings formation of Hungarians|. Polgiri Szemle [Civic Review], 19(1-3), 152—168.
https://doi.org/10.24307 /psz.2023.0910

Delmas, M. A., & Burbano, V. C. (2011). The drivers of greenwashing. California Management Review,
54(1), 64-87. https://doi.org/10.1525/cmr.2011.54.1.64

Faisal, A., Hindardjo, A., & Ramadhan, R. (2026). Green Social Media Influencers: Shaping Gen Z’s
Green Purchase Intentions through Trust and Attitude. International Journal of Applied Business
Research, 8(01). https://doi.org/10.35313/ijabr.v8i01.551

Fekete-Berzsenyi, H., Molnarné Barna, K., & Kozma, D. E. (2025). Levels of corporate
environmental strategies in Hungary and the associated environmental management control
tools. Journal of Infrastructure Policy and Development, 9(1), 1-23.
https://doi.org/10.24294 /jipd9357

Font, X., Elgammal, 1., & Lamond, 1. (2017). Greenhushing: the deliberate under communicating of
sustainability practices by tourism businesses. Journal of Sustainable Tonrism, 25(7), 1007-1023.
https://doi.org/10.1080/09669582.2016.1158829

Flrész, A., Szeberényi, A., & Kovics, I. M. (2025). The Evolution of Energy Awareness in Hungary:
Examining Consumer Awareness, Attitudes and Individual Responsibility in the Context of
the Energy Crisis. 9th FEB International Scientific Conference, 199—208.
https://doi.org/10.18690/um.epf.5.2025.19

Firész, A., Bozsik, N., & Szeberényi, A. (2026). Public Acceptance of Renewable Energy in a Post-
Socialist, Energy Import-Dependent Context: Evidence from Hungary. Energies, 19(4), 931.
https://doi.org/10.3390/en19040931

Katherine, H. A., Suci, N., Riana, S., Iskandar, M., Ramadas, K., & Balku, R. (2025). Strategic impact
of integrated sustainability reporting on financial performance: Evidence from developing
countries. AVE Trends in Intelligent Technoprise Letters, 2(4), 202-211.
https://doi.org/10.64091/ATITP.2025.000183

Kozma, D. E., & Bosnyak-Simon, N. (2022). A fenntarthatésag kérnyezeti elemeinek megjelenése a
hazai nagyvallalatok gyakorlatdban [The appearance of environmental elements of
sustainability in the practices of domestic large enterprises]. In Obadovics, Cs. , Resperger,
R., & Széles, Zs. (Eds.), Pandémia — Fenntarthaté Gazdalkodas — Kérnyezettudatossag
[Pandemic — Sustainable Management — Environmental Awareness| (pp. 149-164).
University of Sopron Press. https://doi.org/10.35511/978-963-334-411-
8_s3_Kozma_Bosnyak-Simon



642 SUSTAINABLE GOVERNANCE IN THE AGE OF ARTIFICIAL INTELLIGENCE

Malovics, G., Racz, G., & Kraus, S. (2007). The role of environmental management systems in
Hungary—Theoretical and empirical insights. Journal for East Eurgpean management studies, 180—
204. https:/ /www.jstor.org/stable /23280972

Margariti, K., Hatzithomas, L., & Boutsouki, C. (2024). Elucidating the Gap between Green
Attitudes, Intentions, and Behavior through the Prism of Greenwashing Concerns.
Sustainability, 16(12), 5108. https://doi.org/10.3390/su16125108

Pap, J., Mako, C., Horvath, A., Baracskai, Z., Zelles, T., Bilinovics-Sipos, J., & Remsei, S. (2024).
Enhancing Supply Chain Safety and Security: A Novel Al-Assisted Supplier Selection
Method. Decision Making: Applications in Management and Engineering, 8(1), 22—41.
https://doi.org/10.31181/dmame8120251115

Persakis, A., Nikolopoulos, T., Negkakis, I. C., & Pavlopoulos, A. (2025). Greenwashing in
marketing: A systematic literature review and bibliometric analysis. Inernational Review on Public
and Nonprofit Marketing, 22, 957-992. https://doi.otg/10.1007/s12208-025-00452-x

Szeberényi, A., Soltani, A., Najafloo, A., & Balku, R. (2025). Interactive and immersive advertising in
the metaverse: User perceptions and engagement compared to traditional online
environments. Acta Carolus Robertus, 15(Special Issue), 3—19.
https://doi.org/10.33032/act.7019

Szép, ., Major, Z., Szigeti, C., & Lubloy, E. (2025). The Ecological Footprint and Fire Resistance of
Concrete Mixtures. Journal of Sustainable Development of Energy Water and Environment Systems,
13(3), 1130597. http://dx.doi.org/10.13044/j.sdewes.d13.0597

Torelli, R., Balluchi, F., & Lazzini, A. (2020). Greenwashing and environmental communication:
Effects on stakeholders' perceptions. Business Strategy and the Environment, 29(2), 407-421.
https://doi.org/10.1002/bse.2373

UL Solutions. (2025). Sins of Greenwashing. Available at: https:/ /www.ul.com/insights/sins-
greenwashing Retrieved on 12 February, 2026.

Venkateswaran, P. S., Rukshana, M. A., Sivakumar, A., Balku, R., & Sudha, P. (2024). A study on
consumer engagement in online brand communities. FMDB Transactions on Sustainable Social
Sciences Letters, 2(3), 137-148. https:/ /doi.org/10.69888 /FTSSSL.2024.000318

Volschenk, J., Gerber, C., & Santos, B. A. (2022). The (in)ability of consumers to perceive
greenwashing and its influence on purchase intent and willingness to pay. Souzh African Journal
of Economic and Management Sciences, 25(1), a4553. https:/ /doi.org/10.4102/sajems.v25i1.4553

Yang, Z., Nguyen, T. T. H., Nguyen, H. N., Nguyen, T. T. N., & Cao, T. T. (2020). Greenwashing
behaviours: Causes, taxonomy and consequences based on a systematic literature review.
Journal of Business E jes and Ma t, 21(5), 1486—1507.
https://doi.org/10.3846/jbem.2020.13225

Zhang, S., Wu, C., Yan, X., Chen, Y., & Shi, H. (2025). Unverifiable Green Signals and Consumer
Response in E-Commerce: Evidence from Platform-Level Data. Sustainability, 17(13), 5678.
https://doi.org/10.3390/sul7135678

About the authors

Robert Balku is an MBA student at the Budapest Metropolitan University, Institute of Marketing and
Communication, Department of Marketing. He has been working in information technology
operations and development for two decades. Concurrently, he brings valuable industry experience
from his role at Oracle Global Services Hungary Kft. His primary professional interests include the
performance analysis and troubleshooting of IT systems and databases, identifying bottlenecks, query
optimization, and improving the efficiency of cloud-based operations.

Agnes Fiirész is a PhD student at the Hungarian University of Agriculture and Life Sciences (MATE),
Doctoral School of Economic and Regional Sciences. She has nine years of experience as a marketing
and communications professional, specializing in internal and external corporate communication as
well as social media management, with industry experience at MAVIR ZRt. Her current research
focuses on consumer behavior, patterns, and attitudes related to renewable energy and energy



R. Balku et al.: Greemwashing and Greenbushing in the Hungarian Consumer Market 643

awareness. Additionally, she investigates the role of online communication and attificial intelligence in
promoting energy consciousness.

Matyas Imre Kovacs is a PhD student at Széchenyi Istvan University, Doctoral School of Regional
Sciences and Business Administration. He has been actively working in the field of online
communication for eight years. His main academic and professional interests revolve around the
intersection of modern digital solutions and environmental consciousness. Specifically, his research
investigates sustainability, blockchain technology, and the broader economic and social impacts of
cryptocurrencies on modern markets.

Dr. habil. Andras Szeberényi is a Habilitated College Professor and the Head of the Marketing
Department at Budapest Metropolitan University, Institute of Marketing and Communication. He
holds a habilitation in Economics and Organizational Sciences. He has been researching various
dimensions of sustainability since 2012, with a strong focus on regional and generational studies. Since
2022, his research has expanded to examine the socio-psychological effects of climate anxiety and the
integration of artificial intelligence in these domains. He possesses significant expertise in higher
education, training, and scientific research.



644 SUSTAINABLE GOVERNANCE IN THE AGE OF ARTIFICIAL INTELLIGENCE






