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Exploring Skepticism Toward Green Advertising:

Abstract

There has been almost the analogous evolution of the
phenomenon of green marketing and advertising across
the globe though same is not so evident in consumption
of environment friendly/green products. The premise
of this research is centered upon the domain of green
advertising wherein individuals though environment-
conscious, tend to be skeptical about green advertising
subsequently affecting their attitude and furthering their
intention to purchase and consume green products. A
group of ten experts with varied background were pooled
in and introduced to the variables, identified through an
extensive literature review, for exploring the contextual
relationships. Interpretive Structural Modeling (ISM) and
MICMAC analysis was further employed to conceptualize
the inter-relationship between/among these variables.
Based on driving power and dependence of respective
variable, a framework signifying antecedents to
skepticism toward green advertising, is conceptualized
and proposed. The present study consolidates and
suggests a conceptual framework to understand
antecedents leading to skepticism towards green
advertising. It is an exploratory research and not the
conclusive. Though it proposes a research framework
but the same is subject to empirical investigation.

Keyword: Green Advertising, Skepticism, Environment
consciousness, ISM

INTRODUCTION

The concept of green marketing has evolved overly since
the time it was first introduced in the late 1980s (Peattie
& Crane, 2005) and so there has been the analogous
growth in green advertising. Consumers’ concern about
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the environment has increased considerably in recent
years and the development of green products and the
concomitant use of green advertising have continued
to grow (Royne et al., 2012). With a higher consumer
awareness of environmental issues, many companies
across globe, have jumped on the bandwagon by adopting
overtly “green” strategies (Ginsberg and Bloom, 2004;
Laroche et al., 2001; Polonsky and Rosenberger, 2001),
often making environmental claims in their advertising
campaigns with the aim of gaining an edge over their
competitors (Connolly and Prothero, 2003; Banerjee et
al., 1995; Carlson et al., 1993).

However various researches show that the evolved
environmental consumerism is not keeping pace with
the increasing number of consumers who report that
they are very concerned about the environment (Roper
Consulting, 2010) which implies that one’s environment
consciousness/concern is not resulting into one’s
consumption of such products i.e. green. There has
been a serious dilemma for marketers desiring to target
the environmentally conscious/green consumer who
is somewhat cynical about marketing activities and is
likely to discount particularly, advertising messages and
to distrust corporate motives (Zinkhan & Carlson, 1995).
Shrum et al., (1995), report that green consumers, though
are most likely to buy green products but also are more
skeptical of advertising in general and are not brand
loyal though past research has identified environmental
consciousness as an influential factor not only affecting
consumer responses to green advertisements (Schuhwerk
& Lefkoft-Hagius 1995) but also determining advertising
theme selection (D’Souza & Taghian 2005). Carlson et
al., (1993) too report that many green advertising claims
are both vague and ambitious. Marketers have a tendency
to “push the envelope,” especially when promoting
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products in new media or when creating new types of
appeals e.g., green appeals (Zinkhan & Carlson, 1995).
Consumers may be suspicious about green advertisers and
their overly ambitious claims. It has also been noted that
consumers often feel confused about the environmental
claims in advertisements (Mayer et al., 1992).

Despite the popularity of the environmental movement
and the recent increase in consumer environmental
concern, green products, and green advertising, the actual
purchasing of green products and patronage of green
firms is not representative of the level of self-professed
environmental concern by consumers (Gregory & Di Leo,
2003; Mayer et al., 1992; Shrum et al., 1995). Advertising
claims that are difficult for consumers to verify are likely
to prompt skepticism, consumer distrust, or disbelief of
marketer actions (Foreh & Grier, 2003). Not surprisingly,
environmental claims are often viewed skeptically and
are miscomprehended (Beltramini & Stafford, 1993;
Carlson et al., 1993; Shrum et al., 1995). Consumers with
very high levels of environmental skepticism would be
difficult to persuade with advertisements emphasizing
the environmental benefits of an eco-friendly product
(Royne et al., 2012). Interestingly, a wealth of research
has examined potential factors that might affect the
effectiveness of green advertising campaigns (e.g.
Obermiller, 1995; Schuhwerk & Lefkof-Hagius, 1995;
Zinkhan & Carlson, 1995; Chan, 2000; Hartmann &
Apaolaza-Ibafiez, 2009).

The present study is exploratory in nature wherein author
has tried to conceptualize and propose a framework
signifying antecedents to skepticism toward green
advertising, using Interpretive Structural Modeling
(ISM). An extensive literature review was carried out
to identify various antecedents of skepticism toward
green advertising. ISM was employed to conceptualize
the inter-relationship between/among antecedents and
the skepticism toward green advertising. Subsequently
MICMAC analysis of developed ISM model was carried
out and various propositions weremade. Finally the
research and managerial implications were discussed.

Theoretical Underpinning

Extensive review of literature using key words like green
marketing, advertising and skepticism etc.,was carried
out and as a result, number of variables were identified,
which are shown in table 1.
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Skepticism toward Green Advertising

Skepticism toward advertising in general was addressed
by different researchers in past, where in efforts were
also made to define the same (Kanter & Wortzel, 1985;
Lutz, 1985; MacKenzie & Lutz, 1989; Ford et al., 1990;
Boush et al., 1994; Friestad & Wright, 1995; Calfee &
Ringold, 1994; Mangleburg & Bristol, 1998; Obermiller
& Spangenberg, 1998, 2005). The consumer’s lack of
trust in advertising has been identified as a common
thread across various definitions of Skepticism toward
advertising (Boush et al., 1994; Mangleburg & Bristol,
1998; Obermiller & Spangenberg, 1998), along with
dimensions like mistrust ofadvertiser motives and disbelief
in advertisement (Boush et al., 1994), the perceived
motivation of advertisers as well as the claims made by
them (Mangleburg & Bristol, 1998) thus suggesting Ad
Skepticism as a multi-dimensional construct. However
Obermiller and Spangenberg (1998) found it as uni-
dimensional construct referring to consumers’ tendency
toward the disbelief of advertising claims. A clear
distinction has also been made between Ad Skepticism
and the general attitude toward advertising (Obermiller &
Spangenberg, 1998). Similarly, the message source which
is contextual and manipulable, should not be considered a
dimension of Ad Skepticism (Hardesty et al., 2002). Thus,
Advertising claims that are difficult for consumers to
verify are likely to prompt skepticism, consumer distrust,
or disbelief of marketer’s actions (Foreh & Grier, 2003).In
continuation to the same, environmental claims are often
viewed skeptically and are miscomprehended (Beltramini
& Stafford, 1993; Carlson et al., 1993; Shrum et al.,
1995; Bickart & Ruth, 2012). Thus, skepticism toward
green advertising can be referred as consumer’s tendency
toward the disbelief of claims in green advertising and
can have dimensions like disbelief of environmental/
green claims as well as mistrust of advertiser’ motives.

Environment Consciousness

Environmental consciousness is defined as a
psychological tendency to engage in pro-environmental
behavior that reflects the individual’s recognition of,
and value judgments and behavior intentions towards,
environmental issues (Schlegelmilch et al., 1994;
Zelezny & Schultz, 2000; Zheng, 2010). Invariably
it has been found to be driving varied purchasing and
consumption behavior of individuals (Roberts, 1996)
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including the likely assessment of post-consumption
impact on environment by individuals (Zinkhan &
Carlson, 1995) thus limiting the available consumption
choices for individuals (Sherif et al., 1965). Thus the
degree of environment consciousness has some impact on
green consumerism. Green consumers were found to be
skeptical about advertisers’ environmental/green claims
as per the various researches conducted in developed
countries particularly (Shrum et al. 1995; Zinkhan &
Carlson 1995; Manrai et al. 1997; Mohr et al. 1998) thus
suggesting the likely relationship between the degree of
environment consciousness and skepticism toward green
advertising.

Green Issue Proximity

Green issue proximity refers to the degree of closeness
between an individual and the green/environmental
issue(s) which is evaluated on the basis of spatial distance
(Chang, 2012). The proximity or low and high degree
of closeness with green/environmental issue(s) has
likely impact upon individuals’ sensitivity towards such
problems (Takéacs-Santa, 2007) thus having varied
perceptions in this context (Kollmuss & Agyeman,
2002) particularly when the change in environment is
incremental and not immediately tangible (Kollmuss
& Agyeman, 2002). The social impact theory (Latané
1981; Latané & Bourgeois 2001) indicates the possible
impact of issue proximity, in forming the perceptions
and subsequently, in assessing the effectiveness of green
marketing/advertising (Chang, 2012).

Credibility of Green Messages

The credibility of any advertisement in general refers
to the positive and favorable perception formed by
individual(s)/audience(s)/consumer(s) about the claims
made to be truthful, convincing and believable in the
said advertisement (MacKenzie & Lutz, 1989; Kim &
Dambhorst, 1999; Goldsmith et al., 2000). The message
is perceived to be credible if the same is trustworthy
(Szymecko, 2003). The credibility of green messages is
made to establish through different means like eco-labeling
(Nimon & Beghin, 1999; Thorgersen, 2002), elaborating
product specification particularly environmental attributes
(Buda & Zhang, 2000), emphasizing recycling credentials

(Karna et al., 2001) and establishing communicators’
credibility (Szymecko, 2003) etc. However, in general
the credibility of green advertising is considered to be
relatively low (do Paco & Reis, 2012) thus it might lead
to skepticism toward green advertising.

Perceived Brand Credibility

Individuals’ perceived brand credibility is the believability
of the product position information contained in a brand,
which entails consistently delivering what is promised
(Erdem & Swait, 2004). It leads to various outcomes like
positive and favorable consumers’ attitudes (Goldsmith
et al., 2000), increase in customer loyalty (Ginsberg
& Bloom, 2004) and increase in sales (Marshall &
Mayer, 1992) etc. It is pertinent to say that brand(s) is
not only an important and rich source of information to
consumer(s) for making purchase (Branthwaite, 2002)
and consumption decision but also a source of competitive
advantage for firm(s) (Grace and O’Cass, 2002). In this
regard Goldsmith et al., (2000) postulate that higher levels
of perceived deception were found to be associated with
lower levels of perceived brand credibility thus forming
less favorable attitude toward the advertisement as well as
the advertised brand.

Attitude toward Green Advertiser

Individuals’ attitude toward the advertiser in general,
is defined as a learned predisposition to respond in a
consistently favorable or unfavorable manner toward
the sponsoring organization (MacKenzie & Lutz, 1989)
and is supposedly contributing in the formation of one’s
attitude toward the advertisement (MacKenzie & Lutz,
1989). Advertisers have relied on both informational
and emotional appeals to help form and change attitudes
and to convince consumers to purchase (Edell & Burke,
1987; Ratchford, 1987; Rossiter et al., 1991). The
resultant perceived credibility of an advertiser determines
the extent to which the audience perceives the claims
made to be truthful and believable (Kim & Damhorst,
1999; Goldsmith et al., 2000; Phau & Ong, 2007). Thus
individuals’ attitude toward green advertiser can be
interpreted as individual’s perception formed on the basis
of truthfulness and believable green claims made in the
said advertisement.
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Green Ad Guilt Appeal

Appeal(s) as tool in advertising, with the elements of guilt,
viewed as complex negative emotional reaction (Festinger,
1962; Ghingold, 1981) on the part of individual(s),
reportedly influences individuals’ attention, attitude(s)
toward product(s), and intention(s) to purchase (Coulter
& Pinto 1995; Huhmann & Brotherton 1997; LaBarge &
Godek 2006; Basil et al. 2006, 2008; Hibbert et al. 2007;
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Hill & Moran 2011; Chang 2011). However, there has
been inconsistency and contradiction reported in various
research with respect to the guilt appeal(s) whether or not
same works or backfires (e.g. Coulter & Pinto 1995; Cotte
et al., 2005; Turner et al. 2009). In the context of green
advertising, same has been reportedly used to influence
consumer behavior (Banerjee et al., 1995; Huhmann &
Brotherton 1997; Hibbert et al., 2007; Chang, 2011) thus
it can be referred as one of the determinants of attitude

Variables

towards green advertising, skepticism particularly.

Table 1: Variables Identified

Author(s)

Carlson et al. (1993); Beltramini & Stafford
(1993); Boush et al. (1993), 1994; Shrum et al.

Inferences

Tendency toward disbelief of ad claims.

Skepticism (1995); Mangleburg & Bristol (1997); Mohr et al. | It often refers to the consumer’s lack of trust in ad-
toward Green | (1997); Obermiller & Spangenberg (1997);Crane | vertising.
Advertising (2000); Laroche et al. (2001); Karna et al. (2001); | Consumers with very high levels of environmental
Forehand & Grier (2003); Cone 2011; Finisterra do | skepticism would be difficult to persuade.
Paco & Reis (2012); Royne et al. (2012)
Zinkhan & Carlson (1995); Shrum et al. (1995); | A psychological tendency to engage in pro-envi-
Environment Schlegelmilch et al. (199); Roberts (199); Manrai | ronmental behaviors that reflects the individual’s
Consciousness | etal. (1996); Mohr et al. (1997); Zelezny & Schultz | recognition of, and value judgments and behavior

(2000); Cotte et al. (2005); Zheng (2010)

intentions towards, environmental issues.

Green Issue

Latané (1971); Latané & Bourgeois (2001); Koll-
muss & Agyeman (2002); Takacs-Santa (2006);

The degree of closeness between a person and the
issue.

People tend to be less sensitive to environmental
problems arising far from their own place of living.

The extent to which the consumer perceives claims
made about the brand in the ad to be truthful and
believable.

Important factors that will influence the response
to an advertisement are the manner in which the
message is framed and the perceived credibility of
the source.

Proximity Chang (2012)
MacKenzie & Lutz (1979); Nimon & Beghin
Credibility of | (1999); Kim & Damhorst (1999); Goldsmith et al.
Green Mes- (2000); Buda & Zhang (2000); Karna et al. (2001);
sages Thorgersen (2002); Szymecko (2003); Phau & Ong
(20006)
Brand Cred- Goldsmith et al. (2000); Grace & O’Cass (2002);
ibility Branthwaite (2002); Ginsberg & Bloom (2004)

The higher levels of perceived deception were as-
sociated with lower levels of perceived credibility,
and with less favorable attitudes toward the adver-
tisement and the advertised brand.

Attitude to-
ward Green
Advertiser

MacKenzie & Lutz (1979)

A learned predisposition to respond in a consis-
tently favorable or unfavorable manner toward the
sponsoring organization.

Green Ad Guilt
Appeal

Ghingold (1971); Banerjee et al. (1995); Coulter &
Pinto (1995); Huhmann & Brotherton (1996); Cotte
et al. (2005); Block (2005); LaBarge & Godek
(200); Basil et al. (200); Hibbert et al. (2006); Basil
et al. (2007); Turner et al. (2009); Hill & Moran
(2011); Chang (2011), (2012)

A complex emotional reaction on the part of indi-
viduals and can be seen as a combination of nega-
tive emotions, such as regret, remorse and self-
blame.

Guilt appeals may work or backfire.
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Conceptualizing Framework through
Interpretive Structural Modeling (ISM)

In order to conceptualize the framework signifying
antecedents of Skepticism toward Green Advertising,
Interpretive Structural Modeling (ISM) was utilized. ISM,
first proposed by J. Warfield (1974, 1976), is an interactive
learning process in which a set of different and directly
related variables affecting the issue under consideration
are structured into a comprehensive systemic framework.
It can act as a tool for imposing order and direction on the
complexity of relationships amongst elements pertaining
to an issue (Sage, 1977; Watson, 1978). It has been used
in varied contexts, to explore a wide range of issues (e.g.
Saxena & Vrat, 1992; Mandal & Deshmukh, 1994; Singh
et al., 2003; Ravi & Shankar, 2004; Bolanos et al., 2005;
Huang et al., 2005; Thakkar et al., 2006; Agarwal et
al., 2007; Srivastava & Singh, 2010; Pfohl et al., 2011
etc.). In ISM, no knowledge of the underlying process is
required for the participants rather a basic understanding
of the subject is sufficient enabling them to respond to the
series of relational queries (Srivastava & Singh, 2010).
ISM guides and records the results of group deliberations
on complex issues in an efficient and systematic
manner thus producing a structured model or graphical
representation of the original problem situation that can
be communicated more effectively to others (Sage, 1977,
Watson, 1978). The subsequent section deals with the
ISM process where in the various sequential steps of the
ISM process, are explicated.

ISM starts with formation of the group of people with
relevant knowledge, skills and backgrounds. In this study
for identifying the contextual relationship among the
variables ten experts were pooled in and consulted who
are well conversant with the green marketing practices,
particularly green advertising. The group had equal
representation from industry as well as academia.These
experts were, then introduced to the variables which
had beenldentified and selected for the study through an
extensive literature review. The variables are listed in
Table 2.

The expert group was asked to deliberate upon and suggest
the pair-wise relationships amongst the variables in order
to develop the Structural self-interaction Matrix (SSIM).
On the basis of possible contextual relationship for each
variable, the existence of a relationship between any two
variables and the associated direction of the relationship

was questioned. Four symbols were used to denote the
direction of relationship between the variables (a & b):

Table 2: List of Variables

Vi Environment Consciousness

V2 Green Issue Proximity

V3 Credibility of Green Messages

V4 Skepticism toward Green Advertising
V5 Brand Credibility

V6 Attitude toward Green Advertiser

V7 Green Ad Guilt Appeal

V: a is related to b but b is not related to a.
A: ais not related to b but b is related to a.
X: a and b both are related to each other.

O: a and b both are not related to each other.

The Structural self-interaction Matrix (SSIM), thus
developed is shown in Table 3.

Table 3: Structural Self-interaction Matrix (SSIM)

Variables 7 6 5 4 3 2
V1 Environment Consciousness |O [V |O |V [V |A
V2 Green Issue Proximity O|V]|O |V |V
V3 Credibility of Green Mes- |A [A | X |V
sages
V4 Skepticism toward Green |A |A | A
Advertising
V5 Brand Credibility O [A
V6 Attitude toward Green Ad- | A
vertiser
V7 Green Ad Guilt Appeal

The SSIM was transformed into a binary matrix, known
as reachability matrix by substituting V, A, X, and O by 1
and 0 as per the case. The rules for the substitution of 1’s
and 0’s are as follows:

V If a is related to b but b is not related to a, then a—b=1,
b—a=0.

A a is not related to b but b is related to a, then a—b=0,
b—a=1.

X a and b both are related to each other, then a—b=1,
b—a=1.
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O a and b both are not related to each other, then a—b=0, Table 5: Iteration 1
b—a=0.
Reachability matrix thus developed, was checked for Variables  Reachability Antecedents  Intersection Levels
transitivity. It states that if a variable A is related to B St Set
and B is related to C, then A is necessarily related to C ! 13,46 1,2 !
(Table 4). In this table, the driving power and dependence 2 1,2,3.4.6 2 -
of each variable was also shown. The driving power 3 34,5 1,2,3,5,7 3,5
of a particular variable is the total number of variables 4 4 1,2,3,4,5,6,7 4 I
(including the said variable itself) which it may help to 5 3,45 3,5,6 3,5
achieve. The dependence is the total number of variables 6 4,5,6 1,2,6 6
which may help in achieving it. 7 3,4,6,7 7 7
Table 4: Reachability Matrix Table 6: Iteration 2
Variables 1 (2 |3 |4 |5 |6 |7 |Driver Power Variables ~ Reachability  Antecedents  Intersection  Levels
Vi1 1{0]1(1]0(1]O0 4 Set Set Set
V2 1|1 ]1{1]0((1]O0 5 1 1,3,6 1,2 1
V3 ojofrfrf1ry0o01]o0 3 2 1,2,3,6 2 2
V4 0O[o0lO0O|1[O|O0O]O 1 3 3.5, 1,2,3,5,7 3,5 II
\E oO(ojr|1j1107]0 3 5 3,5 3,5,6 3,5 1T
Vo Ojo0|JO0[1]1|1]O0 3 6 5,,6 1,2,6 6
v7 ojofrfrfof1j]1 4 7 3,6,7 7 7
Dependence | 2 | 1 | 5|7 |3 |41

Table 7: Iteration 3
The reachability matrix was decomposed into different

levels in order to create structural framework. The
reachability and antecedent set for each variable was found

Variables  Reachability — Antecedents  Intersection  Levels

Set Set Set

out from the reachability matrix where in the reachability 1 L6 12 1
set for a particular variable consists of the variable itself - -

. S . 2 1,2,6 2 2
and the other variables, which it may help to achieve
while the antecedent set consists of the variable itself and 6 6 1,2.6 6 1
the other variables, which may help in achieving it. 7 6,7 / /
Subsequently, the intersection of these sets was derived for Table 8: Iteration 4
all variables. The variable for which the reachability and
the intersection sets are the same is assigned the top-level Variables  Reachability ~— Antecedents  Intersection  Levels
in the ISM hierarchy, which would not help achieve any Set Set Set

other variable above its own level. After the identification
of the top-level variable, it was discarded from the other
remaining variables. From Table 5, it can be seen that
skepticism toward green advertising (V4) was found at
Level I. Thus, it would be positioned at the top of the [ISM Table 9: Iteration 5
framework. This iteration was continued till the levels of
each variable were found out. The identified levels aid in
building the digraph and the final framework of ISM. The
variables, along with their reachability set, antecedent set,
intersection set and the levels, are shown in Tables 5-9.

Variables  Reachability = Antecedents  Intersection Levels

Set Set Set
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This provided a multi-level interpretive structural
framework in which the relations amongst variables were
clarified (Figure 1).

Skepticism toward
Green Advertising (V4)

Brand Credibility Gfer:gﬁ'e'ga‘;s -

(V5) v3)

Attitude toward
Green Advertiser 111
(V6)

Environment Green Ad
Consciousness Guilt Appeal
(V1) V7)

v

Green Issue
Proximity (V2) v

Fig. 1: ISM Framework for Skepticism toward
Green Advertising

Subsequently, MICMAC analysis (Duperrin & Godet,
1973) was carried out to classify variables into four
clusters (Figure 2) with an objective to analyze the driving
power and the dependence of the respective variables. The
taxonomy for the said clusters consists of the autonomous
variables, the dependent variables, the linkage variables
and the independent variables respectively. This clustering
was done on the basis of reachability matrix (Table 4)
wherein the driving power and the dependence of each of
the respective variables had been identified.

I I
7 Cluster IV: Cluster III:
Independ: Linkage
6 Variable Variable
5 V2
s
4| v | Wi
LY
$
£ 3 vs || ve | v3
=2
Q
2 Cluster I: Cluster II:
Autonomous Dependent
1 Variable Variable V4
| 1
1 2 3 4 5 6 7
Dependence

Fig. 2: MICMAC Analysis

The first cluster of autonomous variable(s) is characterized
with weak dependence as well as weak driving powers.
These variables though are relatively disconnected from
the said phenomenon but may have few links, sometimes
strong one. In the present study, variable Brand Credibility
(V5) was found to be classified as autonomous variable.
The second cluster of dependent variable(s), characterized
with weak driving power but strong dependence, includes
the wvariables Credibility of Green Messages (V3),
Skepticism toward Green Advertising (V4) and Attitude
toward Green Advertiser (V6). No variable was found
to be part of third cluster of linkage variable(s) which
has characteristics of strong driving power along with
strong dependence. The fourth and last cluster consisting
of independent variables signifies strong driving power
and weak dependence thus same is often termed as key
variable(s) (Ravi & Shankar, 2005). This cluster includes
variables Environment Consciousness (V1), Green Issue
Proximity (V2) and Green Ad Guilt Appeal (V7).

There is a possibility of various antecedents leading to
skepticism toward green advertising which further may
affect individuals’ behavioral dispositions particularly the
consumption of products supposedly green or environment
friendly. The ISM framework and the subsequent
MICMAC analysis suggest various propositions though
those are subject to empirical investigation.

The study suggests that environment consciousness, green
issue proximity and green ad guilt appeal can primarily be
identified as the variables directly as well as indirectly
leading to skepticism toward green advertising since these
are the variables falling in the cluster of independent/key
variable(s) (Figure 2), which is characterized with strong
driving power but weak dependence. Thus the proposition
can be made that the level of environment consciousness
may have positive and significant impact on the degree
of skepticism toward green advertising (Zinkhan &
Carlson, 1995; Phau & Ong, 2007; Chang, 2012; do
Paco & Reis, 2012; Bickart & Ruth, 2013; Matthes &
Wonneberger, 2014). Environment consciousness can
further be hypothesized as driver forming attitude toward
green advertiser (Zinkhan & Carlson, 1995) and affecting
credibility of green messages (Phau & Ong, 2007). The
attitude toward green advertiser is further hypothesized
to be driven by green issue proximity and green Ad guilt
appeal (Cotte et al., 2005; Chang, 2012) while credibility
of green messages is hypothesized to be driven by green
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issue proximity and green Ad guilt appeal (Cotte et al.,
2005; Chang, 2012) as well as brand credibility (Phau
& Ong, 2007). The variables skepticism toward green
advertising, credibility of green messages and attitude
toward green advertiser are identified as dependent
variables since the MICMAC analysis classifies them into
second cluster of dependent variables with weak driving
power but strong dependence. Here skepticism toward
green advertising might be getting influenced by the said
credibility of green messages (Cotte et al., 2005) and
attitude toward green advertiser (Cotte et al., 2005).

The ISM framework further suggests that proximity to
green issue(s) can be hypothesized as a factor influencing
not only the degree of skepticism toward green advertising
(Chang, 2012) but also the level of environment
consciousness, hence it can be treated as moderating
variable in the said proposition. The guilt appeal in green
Ad might form favorable or unfavorable attitude toward
the said green advertiser and subsequently might affect
the degree of skepticism toward green advertising (Chang,
2012).

Further the cluster of autonomous variable(s) with the
characteristics of weak dependence as well as weak driving
powers can be hypothesized as mediating variable(s)
affecting skepticism toward green advertising. Thus
variable brand credibility is hypothesized to be driven
by attitude toward green advertiser and also influencing
the degree of skepticism toward green advertising. Here
brand credibility and credibility of green messages may
be treated as co-variant as both are hypothesized to be
influencing each other (Phau & Ong, 2007).

Conclusion and Research Implications

The study is exploratory in nature and thus does not
conclude. Theinterpretive structural modeling employedin
the study, results a framework which provides a conceptual
understanding about the possible factors influencing the
degree of skepticism toward green advertising. However
this is primarily a theoretical framework which needs to
be tested empirically. Based on the ISM framework and
subsequent MICMAC analysis various propositions have
been formulated. This further requires operationalization
of each of those variables identified and suggested in
the framework and same can be subjected to empirical
investigation. Multiple regression analysis or structural
equation modeling (SEM) can be used to validate the

Volume 5 Issue 1 April 2017

framework. However SEM seems to be more feasible
in this regard since the framework incorporates certain
latent variables and also comprises of variables with dual
nature, that is, being antecedent as well as consequence
at the same time, thus the prepositions will be tested as
a standard two step approach of SEM. It is a powerful
multivariate technique which is used to establish the
linear relationship between different variables of the study
and is particularly useful in testing theories that contain
multiple equations involving dependence relationships. It
helps to identify direct and indirect effects in a complex
system of variables, and allows including the mediating
variables in the analysis easily. It provides a method of
dealing with multiple relationships simultaneously and
comprehensively for determining the goodness of fit
measure of the sequential model (Bentler, 1990; Hair et
al., 2007).
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