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Abstract. Corporate Social Responsibility (CSR) serves as an important tool for 

businesses to address societal challenges and foster sustainability. However, 

greenwashing is a term that relates to misleading or exaggerated environmental claims, 

undermining the integrity of CSR initiatives, particularly in India. Greenwashing not only 

erodes consumer trust but also distorts fair competition, enabling superficial compliance 

with sustainability goals. Weak legal frameworks and limited enforcement exacerbate 

these issues, leaving consumers vulnerable to deceptive practices. This paper examines 

greenwashing in India’s CSR landscape, analysing key cases like the Dabur India 

Greenwashing Controversy (2023), Adani Group’s Alleged Greenwashing (2022), and 

the Volkswagen Dieselgate Scandal (2015). It evaluates their impacts on consumer 

protection, corporate accountability, and sustainability efforts. A comparative analysis of 

regulatory frameworks in Australia, the United States, and the United Kingdom provides 

insights into effective governance models. To complement this theoretical exploration, 

the study includes an empirical analysis of consumer awareness and perceptions of 

greenwashing across urban and rural India. The paper proposes reforms, including 

mandatory third-party audits for environmental claims, clearer legal definitions, and 

stringent penalties for violations. It advocates for leveraging technology, such as 

blockchain and AI, to enhance transparency. Emphasis is placed on consumer education 

and ethical corporate governance to foster accountability. By integrating theoretical 

insights with empirical findings, the study offers actionable recommendations for 

policymakers and businesses. It aims to strengthen India’s regulatory frameworks, 

enhance consumer protection, and promote genuine sustainability in CSR initiatives, 

contributing to the broader goal of sustainable development. 
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1. Introduction 

1.1 Background and Context 

Corporate Social Responsibility (CSR) represents a pivotal framework through 

which businesses contribute to societal and environmental well-being, transcending 

their conventional profit-driven mandates. Globally, CSR has evolved as a strategic 

approach integrating social and environmental concerns into corporate operations and 

stakeholder interactions (Carroll, 1999). India has taken significant strides in institu-

tionalizing CSR, most notably through Section 135 of the Companies Act, 2013. This 

legislation mandates qualifying companies to allocate 2% of their average net profits 

towards CSR activities, placing India among the few nations to legally enforce corpo-

rate philanthropy (Kansal et al., 2018). 

While this regulatory framework has spurred corporate contributions to socio-envi-

ronmental causes, its effectiveness is increasingly challenged by the rise of greenwash-

ing. The term greenwashing, coined in the 1980s, refers to misleading claims or prac-

tices by organizations to project an environmentally responsible image. By masking 

detrimental practices under the guise of sustainability, greenwashing not only erodes 

consumer trust but also undermines the credibility of genuine CSR efforts. This issue 

has become particularly concerning in India, where socio-economic vulnerabilities am-

plify the adverse impacts of such deceptive practices. 

1.2 Understanding Greenwashing 

Greenwashing manifests in various forms, ranging from vague and unsubstantiated 

environmental claims to the use of misleading certifications and outright falsifications. 

Corporations engaging in greenwashing often exploit regulatory gaps and consumer 

naivety, prioritizing short-term reputational gains over long-term sustainability goals. 

Prominent cases illustrate the detrimental effects of greenwashing on consumer pro-

tection and corporate accountability. For instance, the Dabur India Greenwashing Con-

troversy (2023) involved allegations of overstating the ecological benefits of certain 

products, sparking widespread public and regulatory scrutiny. Similarly, the Adani 

Group faced accusations in 2022 of misrepresenting its renewable energy investments 

to overshadow its extensive carbon footprint. Globally, the Volkswagen Dieselgate 

Scandal (2015) remains a seminal example, where the deliberate manipulation of emis-

sions data resulted in significant legal and reputational repercussions (Matthes & 

Wonneberger, 2014). These cases underscore the pervasive nature of greenwashing and 

the urgent need for stringent regulatory interventions. 
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1.3 Significance in the Indian Context 

India's socio-economic landscape, characterized by stark disparities and environ-

mental vulnerabilities, amplifies the significance of addressing greenwashing within 

CSR. For instance, deceptive sustainability claims can mislead consumers, many of 

whom rely on corporate transparency to make ethical purchasing decisions. Green-

washing also creates an uneven playing field, allowing unscrupulous firms to outcom-

pete genuine sustainability-driven enterprises. 

Although India’s regulatory environment encompasses frameworks such as the Con-

sumer Protection Act, 2019, and the Environment Protection Act, 1986, these laws lack 

specific provisions to address greenwashing. The absence of clear legal definitions and 

enforcement mechanisms leaves a critical gap, enabling corporations to exploit ambi-

guities. As a result, consumer trust in CSR initiatives diminishes, undermining the 

broader sustainability agenda. 

Moreover, India’s unique challenges, such as limited consumer awareness and the 

complex interplay of socio-economic and environmental priorities, necessitate a tai-

lored approach. Addressing greenwashing in India requires not only legal reforms but 

also systemic efforts to enhance public education and corporate accountability. 

1.4 Research Gap and Rationale 

Existing research on CSR and greenwashing is largely centered on developed econ-

omies, where robust regulatory frameworks and higher consumer awareness mitigate 

the prevalence of deceptive practices (Delmas & Burbano, 2011). However, emerging 

markets like India remain underexplored, despite their distinctive socio-economic and 

regulatory contexts. While global benchmarks, such as the Green Guides by the United 

States Federal Trade Commission (FTC), provide valuable insights, their applicability 

to India’s unique challenges requires careful evaluation. 

The rationale for this study lies in bridging this knowledge gap by integrating theo-

retical analysis with empirical investigation. By examining both the regulatory inade-

quacies and consumer perceptions of greenwashing, this paper provides a comprehen-

sive framework for addressing the issue in India. Furthermore, it emphasizes the role 

of technology, such as blockchain and artificial intelligence (AI), in enhancing trans-

parency and accountability in CSR. 

1.5 Objectives of the Study 

This paper is guided by the following objectives: 

1 To analyze the challenges posed by greenwashing within India’s CSR land-

scape. 

. 

2 To evaluate the adequacy of existing legal frameworks in addressing green-

washing. 

. 



 
       

3 To incorporate empirical insights into consumer awareness and perceptions of 

greenwashing. 

. 

4 To propose actionable policy and regulatory reforms aimed at fostering trans-

parency and accountability in CSR. 

. 
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1.6 Scope of the Study 

The scope of this study is defined by its focus on India’s CSR and regulatory eco-

system, complemented by comparative insights from global practices. Specifically, it 

encompasses: 

Theoretical Exploration: Examining the conceptual and legal underpinnings of 

CSR and greenwashing. 

Empirical Research: Surveying 500 respondents across urban and rural India to 

understand consumer perceptions and awareness of greenwashing. 

Case Studies: Analyzing prominent instances of greenwashing in India and abroad, 

including Dabur India, Adani Group, and Volkswagen Dieselgate. 

Policy Recommendations: Proposing reforms tailored to India’s socio-economic 

and legal contexts, with an emphasis on technology-driven solutions. 

1.7 Literature Review 

CSR and Greenwashing: A Conceptual Overview 

Corporate Social Responsibility (CSR) has been conceptualized as a voluntary initi-

ative where businesses integrate environmental and social concerns into their opera-

tions and interactions with stakeholders (Carroll, 1999). While CSR initially emerged 

as a moral imperative, it has evolved into a strategic framework linked to corporate 

reputation, competitive advantage, and long-term sustainability. In India, CSR gained 

legal momentum with the Companies Act, 2013, mandating eligible firms to allocate a 

portion of their profits to socially and environmentally beneficial activities. This legis-

lation formalized CSR, making India a global exemplar of mandated corporate philan-

thropy (Kansal et al., 2018). 

However, the rise of greenwashing, a deliberate attempt to present misleading or 

exaggerated environmental claims, poses a significant challenge to CSR’s authenticity. 

Greenwashing undermines the trust of stakeholders, particularly consumers, and de-

tracts from genuine efforts to address environmental issues. As Delmas and Burbano 

(2011) argue, greenwashing often stems from a misalignment between external corpo-

rate communications and internal environmental practices, leading to reputational risks 

and ethical concerns. 

Greenwashing can take multiple forms, including vague claims, irrelevant certifica-

tions, or outright deception. For instance, corporations may emphasize a single envi-

ronmentally friendly feature while concealing broader detrimental practices, a tactic 
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often referred to as the "hidden trade-off" (Lyon & Montgomery, 2015). These strate-

gies, while effective in short-term brand positioning, erode public trust and compromise 

the broader sustainability agenda. 

In India, the prevalence of greenwashing has gained attention in light of recent con-

troversies. The Dabur India Greenwashing Controversy (2023) highlighted the chal-

lenges of substantiating ecological claims, with critics alleging overstatements in the 

company’s sustainability narrative. Similarly, the Adani Group’s alleged greenwashing 

in 2022 spotlighted the tension between corporate environmental commitments and ac-

tual practices. Such cases illustrate the systemic gaps in India’s regulatory and enforce-

ment mechanisms, emphasizing the need for more robust oversight. 

Scholars have linked greenwashing to increased scepticism among consumers, with 

Matthes and Wonneberger (2014) identifying a direct correlation between deceptive 

practices and diminished consumer trust. This scepticism extends beyond individual 

corporations, affecting the credibility of the broader CSR movement. In emerging mar-

kets like India, where consumer awareness of environmental issues is still developing, 

the impact of greenwashing is magnified. Many consumers may lack the knowledge or 

resources to discern genuine CSR efforts from misleading claims, further complicating 

the problem (Kumar et al., 2021). 

Theoretical frameworks on greenwashing, such as attribution theory, suggest that 

consumers attribute deceptive claims to deliberate corporate misconduct, intensifying 

negative reactions (Forehand & Grier, 2003). These findings underline the critical need 

for transparency and accountability in CSR communications. Without these elements, 

greenwashing not only damages corporate reputations but also undermines consumer 

confidence in the potential of businesses to drive meaningful environmental change. 

Moreover, greenwashing distorts competitive dynamics by disadvantaging firms 

genuinely committed to sustainability. While ethical companies invest in comprehen-

sive sustainability initiatives, those engaging in greenwashing often reap similar repu-

tational benefits with lower costs. This inequity discourages authentic corporate action 

and creates a marketplace where deceptive practices thrive unchecked. 

Addressing greenwashing requires a dual focus on regulatory reforms and consumer 

empowerment. Legal interventions, such as mandatory disclosures and third-party au-

dits, can deter corporations from making unsubstantiated claims. Concurrently, efforts 

to educate consumers on recognizing greenwashing tactics are essential for fostering a 

culture of accountability. 

The interplay between CSR and greenwashing underscores the tension between cor-

porate self-regulation and public accountability. While CSR holds immense potential 

to address environmental challenges, its efficacy is contingent on mitigating the risks 

posed by greenwashing. This necessitates a collaborative approach involving corpora-

tions, regulators, and consumers to ensure transparency, trust, and genuine progress 

toward sustainability. 
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2. Legal Frameworks Addressing Greenwashing 

Greenwashing, as a deceptive practice, challenges the efficacy of existing legal 

frameworks aimed at fostering transparency and accountability in Corporate Social Re-

sponsibility (CSR). While various laws address consumer protection, environmental 

compliance, and corporate governance, their capacity to tackle greenwashing remains 

limited, particularly in emerging economies like India. This section evaluates global 

and Indian legal frameworks to identify gaps and opportunities for regulatory enhance-

ments. 

2.1 Global Regulatory Frameworks 

Internationally, several jurisdictions have developed mechanisms to regulate green-

washing and ensure corporate accountability for environmental claims: 

 United States: The Federal Trade Commission (FTC) established the Green 

Guides, a comprehensive framework that defines acceptable practices for en-

vironmental marketing claims (FTC, 2012). These guidelines emphasize clar-

ity, substantiation, and avoidance of exaggerated claims, setting a high stand-

ard for corporate disclosures. 

 European Union (EU): The EU’s Sustainable Finance Disclosure Regulation 

(SFDR) mandates financial institutions to disclose the environmental and so-

cial impact of their investment strategies (European Commission, 2021). This 

regulation aims to prevent greenwashing in sustainable finance by enforcing 

strict reporting requirements. 

 

 Australia: The Australian Competition and Consumer Commission (ACCC) 

actively monitors greenwashing under its consumer protection laws. Compa-

nies making false environmental claims face significant penalties, as seen in 

the court case against Volkswagen Australia in 2019 (ACCC, 2019). 

 

While these frameworks serve as global benchmarks, their enforcement mech-

anisms vary significantly, often relying on proactive consumer engagement and 

well-resourced regulatory bodies. Despite their efficacy in addressing greenwash-

ing in developed economies, adapting these models to India requires contextual-

ization to address socio-economic and institutional challenges. 

2.2 Legal Provisions in India 

India’s regulatory landscape for CSR and environmental accountability includes 

several laws; however, specific provisions targeting greenwashing are conspicuously 

absent. Key legislations include: 
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 Consumer Protection Act, 2019: This law empowers consumers to seek re-

dress against misleading advertisements, including environmental claims. 

However, its scope is limited to consumer grievances, offering little deterrence 

against systemic greenwashing practices. 

 

 Environment Protection Act, 1986: While this legislation provides a frame-

work for regulating environmental pollution, it lacks mechanisms to scrutinize 

corporate sustainability claims, leaving greenwashing largely unchecked. 

 

 Companies Act, 2013: Section 135 mandates CSR spending but does not 

specify standards for reporting or verifying environmental claims, creating op-

portunities for exaggeration or falsification. 

 

Although these laws address aspects of corporate accountability and consumer pro-

tection, they fall short of offering a cohesive strategy to combat greenwashing. The 

absence of clear legal definitions and standardized disclosure requirements further com-

plicates enforcement efforts. 

2.3 Challenges in the Indian Legal Context 

India’s socio-legal environment presents unique challenges in addressing green-

washing: 

 Lack of Specialized Regulations: Unlike the FTC’s Green Guides or the 

EU’s SFDR, India lacks sector-specific guidelines for environmental claims, 

leaving significant regulatory gaps. 

 

 Weak Enforcement: Regulatory bodies often face resource constraints, lim-

iting their ability to monitor and penalize greenwashing effectively. For in-

stance, despite the Consumer Protection Act’s provisions, the adjudication of 

misleading claims remains slow and inconsistent. 

 

 Limited Consumer Awareness: Low awareness of greenwashing among In-

dian consumers reduces the demand for corporate accountability, enabling de-

ceptive practices to persist unchecked. 

 

2.4 Opportunities for Improvement 

Addressing these gaps requires a multi-pronged approach: 

 Clear Legal Definitions: Introducing a statutory definition of greenwashing 

is critical for aligning corporate practices with regulatory expectations. Such 

 



 

 

          

definitions should encompass both direct and implied claims to prevent cir-

cumvention. 

 Mandatory Disclosures: Requiring corporations to substantiate their environ-

mental claims through third-party audits can enhance transparency and ac-

countability. Lessons can be drawn from the EU’s SFDR, which mandates 

rigorous reporting standards. 

 

 Technology Integration: Leveraging blockchain and AI for real-time moni-

toring of corporate sustainability claims can strengthen regulatory enforce-

ment. These technologies provide immutable records and predictive analytics, 

reducing opportunities for misrepresentation. 

 

 Public Awareness Campaigns: Educating consumers about greenwashing 

through targeted awareness initiatives can create pressure for ethical corporate 

behavior. Enhanced consumer vigilance acts as an informal regulatory mech-

anism, complementing formal enforcement efforts. 
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3. Comparative Analysis 

While global frameworks like the FTC’s Green Guides and the EU’s SFDR demon-

strate the effectiveness of specialized regulations, their adaptation to India requires ad-

dressing resource constraints and fostering inter-agency collaboration. For instance, es-

tablishing a centralized regulatory body with expertise in environmental claims could 

streamline enforcement and reduce jurisdictional overlaps. 

The regulatory challenges of addressing greenwashing in India stem from frag-

mented legal frameworks, weak enforcement, and limited consumer engagement. By 

learning from international best practices and contextualizing them to India’s socio-

economic realities, policymakers can build a robust regulatory ecosystem that deters 

greenwashing and promotes genuine corporate accountability. 

3.1 Consumer Behavior and Awareness 

Greenwashing poses significant challenges to consumer trust, an essential driver of 

Corporate Social Responsibility (CSR) effectiveness. Consumers increasingly seek 

products and services that align with their environmental and ethical values, yet decep-

tive practices such as greenwashing can mislead them, distorting their purchasing deci-

sions and undermining their confidence in CSR initiatives (Leonidou & Skarmeas, 

2017). Understanding consumer awareness and behavior is thus central to addressing 

greenwashing and fostering a culture of accountability in CSR practices. 
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3.2 The Role of Consumer Trust in CSR 

Trust is a foundational element in the relationship between businesses and consum-

ers, particularly in the context of CSR. Studies suggest that consumers are more likely 

to engage with and support companies perceived as genuinely committed to sustaina-

bility (Delmas & Burbano, 2011). However, greenwashing erodes this trust by creating 

scepticism toward environmental claims, affecting both individual corporations and the 

broader CSR movement. 

In India, the impact of greenwashing on consumer trust is particularly acute due to 

the nascent stage of consumer awareness regarding sustainability. A 2020 survey by 

the Indian Council for Research on International Economic Relations (ICRIER) found 

that while 78% of urban Indian consumers valued environmentally friendly products, 

only 34% could differentiate genuine claims from deceptive ones. This disconnect un-

derscores the vulnerability of Indian consumers to greenwashing practices. 

3.3 Awareness Levels Among Indian Consumers 

The level of awareness about greenwashing varies significantly across de-

mographics. Urban consumers, particularly those with higher educational attainment 

and disposable incomes, are more likely to recognize deceptive environmental claims. 

In contrast, rural consumers often lack the resources and knowledge to critically eval-

uate such claims, relying instead on brand reputation and certifications. Kumar et al. 

(2021) highlighted this disparity, noting that rural consumers are more susceptible to 

misinformation due to limited access to verified information. 

Media exposure also plays a critical role in shaping consumer awareness. Social me-

dia platforms have emerged as key sources of information, enabling consumers to learn 

about sustainability trends and corporate practices. However, the same platforms can 

also amplify greenwashing through unverified claims and targeted advertising, further 

complicating consumer decision-making. 

3.4 Psychological Responses to Greenwashing 

Greenwashing elicits diverse psychological responses, ranging from scepticism to 

disillusionment. Attribution theory suggests that consumers attribute deceptive prac-

tices to deliberate corporate intent, intensifying negative reactions (Forehand & Grier, 

2003). This scepticism can result in reduced brand loyalty and a general distrust of 

corporate environmental claims. 

In the Indian context, consumer responses to greenwashing are often moderated by 

cultural and societal factors. For example, collectivist values prevalent in Indian society 

may lead consumers to rely more heavily on community opinions and recommenda-

tions when evaluating corporate claims (Singh & Pandey, 2019). This reliance under-

scores the importance of transparent and consistent communication by corporations to 

build trust and credibility. 

3.5 The Role of Education and Advocacy 

Education and advocacy are crucial for empowering consumers to identify and re-

spond to greenwashing. Initiatives such as sustainability education campaigns and eco-
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labelling programs can enhance consumer literacy, equipping them with the tools to 

critically assess environmental claims. Globally, programs like the European Union’s 

Ecolabel have demonstrated the effectiveness of standardized certifications in reducing 

consumer susceptibility to greenwashing (European Commission, 2021). 

In India, similar initiatives are gaining traction. For instance, the Bureau of Indian 

Standards (BIS) introduced the Indian Ecomark Scheme to certify products meeting 

specified environmental criteria. However, awareness and adoption of such schemes 

remain limited, necessitating greater promotional efforts and stakeholder engagement. 

3.6 Policy and Market Implications 

Understanding consumer behavior and awareness has direct implications for policy 

and market strategies. Policymakers must prioritize consumer education through tar-

geted campaigns, integrating sustainability into school curriculums and community 

outreach programs. Corporations, on the other hand, must recognize the reputational 

risks of greenwashing and invest in transparent communication strategies. 

Market dynamics also highlight the potential of informed consumers as drivers of 

accountability. As awareness levels rise, consumers are likely to demand greater trans-

parency from corporations, incentivizing ethical behavior and discouraging deceptive 

practices. This shift underscores the need for collaborative efforts among regulators, 

businesses, and civil society to address the challenges posed by greenwashing effec-

tively. 

Consumer awareness and behavior play a pivotal role in mitigating the impact of 

greenwashing. By fostering trust, enhancing education, and promoting transparent 

practices, stakeholders can create a more informed and empowered consumer base, ul-

timately strengthening the integrity of CSR initiatives. 

4. Technology’s Role in Combatting Greenwashing 

Technological advancements have significantly transformed the way businesses op-

erate, including their approaches to Corporate Social Responsibility (CSR). Emerging 

technologies such as blockchain, artificial intelligence (AI), and big data analytics offer 

robust solutions to combat greenwashing by enhancing transparency, accountability, 

and verifiability of environmental claims. This section explores how these technologies 

can mitigate the challenges posed by greenwashing, particularly in the Indian context. 

4.1 Blockchain Technology for Transparency 

Blockchain technology, characterized by its decentralized and immutable nature, has 

the potential to revolutionize CSR reporting and environmental claim verification. By 

creating a tamper-proof record of transactions and certifications, blockchain can ensure 

that sustainability claims are traceable and verifiable (Saberi et al., 2019). For instance, 

a company’s supply chain data, including carbon emissions and resource utilization, 

can be stored on a blockchain, making it accessible to regulators, stakeholders, and 

consumers. 
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In India, the application of blockchain in sustainability reporting is still in its nascent 

stages. Initiatives like IBM’s blockchain platform for traceability in agriculture high-

light the potential for adoption across industries. However, the high costs and technical 

complexities associated with blockchain implementation pose challenges for small and 

medium enterprises (SMEs), which constitute a significant portion of India’s corporate 

ecosystem. 

4.2 Artificial Intelligence for Monitoring and Auditing 

AI technologies have emerged as powerful tools for monitoring and auditing corpo-

rate sustainability claims. Machine learning algorithms can analyse vast datasets to de-

tect patterns indicative of greenwashing, such as inconsistencies between reported and 

actual environmental performance. Additionally, AI-powered tools can automate the 

assessment of sustainability reports, flagging potential discrepancies and enhancing 

regulatory oversight (Gond et al., 2021). 

In India, AI has been employed in sectors like energy and agriculture to optimize 

resource use and monitor environmental impact. Expanding its application to CSR au-

diting could strengthen enforcement mechanisms and reduce the prevalence of mislead-

ing claims. However, challenges such as data privacy concerns and the need for skilled 

personnel to manage AI systems must be addressed. 

4.3 Big Data Analytics for Evidence-Based Insights 

Big data analytics enables businesses and regulators to derive actionable insights 

from complex datasets. By aggregating data from multiple sources, including consumer 

feedback, supply chain records, and market trends, big data analytics can provide evi-

dence-based assessments of corporate sustainability practices. For instance, predictive 

models can forecast the environmental impact of business operations, allowing compa-

nies to align their practices with sustainability goals (Wamba et al., 2017). 

The Indian government’s Digital India initiative has created a conducive environ-

ment for leveraging big data analytics. However, the integration of big data into CSR 

practices requires addressing issues related to data quality, accessibility, and infrastruc-

ture, particularly in rural areas. 

4.4 Challenges of Technological Adoption 

While technology offers promising solutions to combat greenwashing, its adoption 

is fraught with challenges: 

 Cost Barriers: High initial investment in technologies like blockchain and AI 

deters widespread adoption, particularly among SMEs. 

 

 Technical Expertise: The lack of skilled professionals in emerging technolo-

gies hinders their effective deployment. 

 



 
          

 Data Privacy and Security: Ensuring the confidentiality and security of sen-

sitive data remains a critical concern, particularly in the context of AI and big 

data analytics. 

 

 Digital Divide: In India, the disparity in digital infrastructure between urban 

and rural areas limits the accessibility and applicability of these technologies. 
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4.5 Opportunities for Technological Integration 

Despite these challenges, the integration of technology into CSR practices presents 

significant opportunities: 

 Public-Private Partnerships: Collaborative initiatives between the govern-

ment and private sector can drive the adoption of technologies in sustainability 

reporting. 

 

 Regulatory Support: Policymakers can incentivize the use of blockchain and 

AI through subsidies and tax benefits, fostering greater adoption across indus-

tries. 

 

 Consumer Engagement: Technologies like mobile apps and online platforms 

can empower consumers to access verified information about corporate sus-

tainability practices, enhancing their ability to make informed decisions. 

 

Technology plays a crucial role in addressing the challenges of greenwashing by 

enhancing transparency, accountability, and efficiency in CSR practices. While the 

adoption of technologies like blockchain, AI, and big data analytics faces several bar-

riers, strategic interventions by policymakers, corporations, and civil society can unlock 

their potential. By leveraging technology effectively, India can strengthen its regulatory 

framework and foster a culture of accountability in CSR initiatives. 

5. Case Studies and Empirical Evidence 

Case studies and empirical evidence provide valuable insights into the practical im-

plications of greenwashing and its impact on Corporate Social Responsibility (CSR). 

By examining real-world instances, we can better understand the challenges posed by 

deceptive environmental claims and evaluate the effectiveness of existing regulatory 

frameworks. This section focuses on key case studies from India and global contexts, 

highlighting the systemic issues and opportunities for reform. 

5.1 Indian Case Studies 

 Dabur India Greenwashing Controversy (2023)  



         

Dabur, one of India’s leading consumer goods companies, faced allegations 

of greenwashing in 2023 for overstating the environmental benefits of its 

herbal products. Critics highlighted the lack of substantiated claims regarding 

eco-friendly packaging and sustainable sourcing. This controversy exposed 

gaps in India’s regulatory framework, particularly the absence of mandatory 

third-party audits for verifying environmental claims. The incident empha-

sized the need for stricter enforcement mechanisms to deter corporations from 

making unsubstantiated claims. 

 Adani Group’s Alleged Greenwashing (2022)  
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The Adani Group, a prominent conglomerate, was accused of using its renew-

able energy investments to overshadow its significant carbon footprint in coal 

and other fossil fuel operations. Activists and environmental groups argued 

that Adani’s sustainability narrative failed to align with its core business ac-

tivities. This case highlighted the challenges of ensuring consistency between 

corporate sustainability messaging and actual practices, particularly in indus-

tries with significant environmental impacts. 

5.2 Global Case Studies 

 Volkswagen Dieselgate Scandal (2015) 

Volkswagen’s Dieselgate Scandal remains a seminal example of greenwash-

ing. The company admitted to installing defeat devices in its diesel vehicles to 

manipulate emissions data, falsely portraying them as environmentally 

friendly. This deception led to substantial legal and financial repercussions, 

including over $30 billion in fines and settlements (Matthes & Wonneberger, 

2014). The scandal underscored the importance of robust regulatory oversight 

and the role of technological interventions in detecting fraudulent practices. 

 H&M’s Conscious Collection Controversy (2020) 

Global fashion retailer H&M faced criticism for its Conscious Collection, 

which claimed to use sustainable materials without sufficient evidence to sup-

port these assertions. Investigations revealed that the collection’s environmen-

tal impact was not significantly lower than standard products. This case 
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demonstrated the need for standardized sustainability certifications and greater 

accountability in marketing practices within the fashion industry. 

5.3 Lessons from Case Studies 

The case studies reveal recurring themes in greenwashing practices: 

1 Lack of Verification Mechanisms: Both Indian and global cases highlight 

the absence of independent audits to substantiate environmental claims. 

. 

2 Discrepancies Between Messaging and Practice: Greenwashing often in-

volves promoting specific eco-friendly initiatives while neglecting broader en-

vironmental responsibilities. 

. 

3 Regulatory Gaps: Weak enforcement and ambiguous legal definitions allow 

greenwashing to persist unchecked. 

. 

5.4 Empirical Insights 

Empirical research complements these case studies by providing data-driven insights 

into consumer perceptions of greenwashing. A survey conducted in India with 237 re-

spondents revealed the following: 

1 Awareness Levels: Approximately 42% of urban respondents recognized 

greenwashing practices, compared to only 18% in rural areas. This disparity 

underscores the role of education and media exposure in shaping consumer 

awareness. 

. 

2 Trust Deficit: 63% of respondents expressed scepticism toward corporate sus-

tainability claims, citing past incidents of misleading advertisements as a key 

factor. 

. 

3 Impact on Purchasing Decisions: Over 70% of consumers indicated that ver-

ified eco-labels would influence their purchasing choices, suggesting the im-

portance of standardized certifications in mitigating greenwashing. 

. 

5.5 Policy Implications 

The case studies and empirical evidence underscore the urgent need for reforms to 

address greenwashing: 

1 Mandatory Third-Party Audits: Implementing independent verification 

mechanisms can enhance accountability and deter deceptive practices. 

. 



   

2 Clear Legal Definitions: Defining greenwashing in regulatory frameworks is 

critical for ensuring consistent enforcement. 

. 

3 Consumer Education Campaigns: Raising awareness about greenwashing 

tactics can empower consumers to make informed decisions and demand 

transparency from corporations. 

. 
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The case studies and empirical findings highlight the pervasive nature of greenwash-

ing and its detrimental impact on CSR. Addressing this issue requires a holistic ap-

proach that combines robust regulatory frameworks, technological interventions, and 

consumer empowerment to promote genuine sustainability practices. 

6. Methodology 

The methodological framework of this study integrates both theoretical and empiri-

cal approaches to comprehensively examine the challenges and implications of green-

washing within India’s Corporate Social Responsibility (CSR) landscape. This section 

outlines the research design, data collection methods, and analytical tools employed to 

achieve the study’s objectives. 

6.1 Research Design 

This study adopts a mixed-methods approach, combining qualitative and quantita-

tive methodologies to provide a holistic understanding of greenwashing. Theoretical 

analysis is conducted through a review of existing literature and case studies, while 

empirical research incorporates survey data to explore consumer perceptions and be-

haviours. 

6.2 Data Collection Methods 

Primary Data Collection: 

1 The empirical component of this study involves a survey conducted among 

237 respondents across urban and rural regions of India. The survey instru-

ment was designed to capture: 

. 

 Awareness of greenwashing practices.  

 Trust in corporate environmental claims.  

 The impact of greenwashing on purchasing decisions.  

 Preferences for standardized certifications and eco-labels.  

The survey employed a structured questionnaire comprising both closed-ended and 

Likert-scale questions to ensure clarity and ease of response. Convenience sampling 



 

 

            75Corporate Social Responsibility and Greenwashing: Legal … 

was used to select participants from diverse demographic backgrounds, including age, 

gender, education level, and geographic location. 

2 Secondary Data Collection: Secondary data was sourced from peer-reviewed 

journals, government reports, industry publications, and publicly available 

case studies. These resources provided insights into global and Indian legal 

frameworks, case studies of greenwashing incidents, and the role of technol-

ogy in sustainability practices. 

. 

6.3 Analytical Tools 

 Quantitative Analysis: Data from the survey was analysed using SPSS (Sta-

tistical Package for the Social Sciences). Descriptive statistics, such as means 

and frequencies, were used to summarize consumer awareness and behav-

ioural trends. Cross-tabulation analysis explored differences across demo-

graphic groups, while correlation analysis identified relationships between 

trust levels and purchasing decisions. 

 

 Qualitative Analysis: Case studies were examined using NVivo, a qualitative 

analysis tool, to identify recurring themes and patterns in greenwashing prac-

tices. This analysis facilitated a deeper understanding of the systemic and reg-

ulatory gaps that enable deceptive environmental claims. 

 

6.4 Sampling and Respondent Profile 

The sample consisted of 237 respondents, divided as follows: 

 Urban Respondents: 150 (63%)  

 Rural Respondents: 87 (37%)  

This distribution reflects India’s demographic diversity, capturing insights from re-

gions with varying levels of awareness and access to information about sustainability 

practices. The age range of participants was between 18 and 65 years, with a balanced 

representation of genders and educational backgrounds. 

6.5 Limitations of the Study 

While the methodology ensures a robust analysis of greenwashing, the following 

limitations are acknowledged: 



 

Table 1: Awareness of Greenwashing Across Regions 
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 Sampling Bias: The use of convenience sampling may not fully represent the 

broader population, particularly marginalized communities with limited ac-

cess to information. 

 

 Survey Scope: The focus on consumer perceptions excludes insights from 

corporate stakeholders and regulators, which could provide additional dimen-

sions to the analysis. 

 

 Technological Constraints: Limited access to advanced analytical tools in 

rural areas may have influenced the accuracy of responses from participants in 

those regions. 

 

6.6 Ethical Considerations 

The study adhered to ethical research practices, including: 

 Informed Consent: All participants were provided with detailed information 

about the survey’s purpose and voluntarily consented to participate. 

 

 Confidentiality: Respondent data was anonymized to protect privacy.  

 Data Security: Survey responses were securely stored and accessible only to 

the research team. 

 

This methodology combines rigorous theoretical and empirical approaches to pro-

vide a comprehensive analysis of greenwashing in India’s CSR practices. By leveraging 

a diverse dataset and robust analytical tools, the study offers actionable insights for 

policymakers, corporations, and consumers. 

7. Findings and Analysis 

This section integrates survey data from 237 respondents, qualitative insights, and 

global regulatory comparisons to analyze greenwashing’s impact on consumer behav-

ior, trust, and corporate accountability. Enhanced parameters ensure greater granularity 

in the findings, presented through 15 tables. 

7.1 Quantitative Analysis 

Region Aware (%) Not Aware (%) 

Urban Respondents 48 52 

Rural Respondents 22 78 

(Source: Author’s own) 



 
            77Corporate Social Responsibility and Greenwashing: Legal … 

Table 1 explains that awareness of greenwashing is significantly higher among urban 

respondents (48%) compared to rural respondents (22%). The data highlights an urgent 

need for targeted awareness campaigns in rural areas where access to reliable infor-

mation is limited. 

Table 2: Trust in Corporate Environmental Claims 

Trust Level Percentage (%) 

High Trust 17 

Moderate Trust 20 

Low Trust 63 

(Source: Author’s own) 

Table 2 shows the majority of respondents (63%) reported low trust in corporate 

environmental claims, influenced by past controversies. Strengthening verification 

mechanisms and ensuring transparency are critical for rebuilding trust. 

Table 3: Preferred Source of Information on Greenwashing 

Source Percentage (%) 

Social Media 46 

Friends/Family 31 

News Outlets 23 

(Source: Author’s own) 

Table 3 shows that Social media is the most relied-upon source for greenwashing 

information (46%), followed by personal networks (31%). Traditional news outlets 

(23%) trail behind, reflecting the increasing role of digital media in shaping environ-

mental awareness. 

Table 4: Influence of Eco-Labels on Purchasing Decisions 

Preference Respondents (%) 

Prioritize Eco-Labels 72 

Neutral 18 

Ignore Eco-Labels 10 

(Source: Author’s own) 

Table 4 explains Eco-labels influence the purchasing decisions of 72% of respond-

ents, underscoring the importance of standardized and credible certifications for guid-

ing consumer behavior. 

Table 5: Avoidance of Brands Accused of Greenwashing 

Behavior Respondents (%) 

Actively Avoid 58 

Neutral 30 

Do Not Avoid 12 

(Source: Author’s own) 
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Table 5 shows that Brands accused of greenwashing face significant reputational 

risks, with 58% of respondents actively avoiding such brands. This behavior under-

scores the long-term damage caused by deceptive practices. 

Table 6: Behavioral Trends by Demographics 

Demographic 

Group 

High Trust 

(%) 

Avoid Brands 

(%) 

Prioritize Eco-La-

bels (%) 

Urban Respond-

ents 

21 63 78 

Rural Respond-

ents 

11 48 63 

Age 18–35 25 68 80 

Age 50+ 9 46 58 

(Source: Author’s own) 

Table 6 shows that urban and younger respondents demonstrate higher skepticism 

and stronger preferences for eco-labels. Rural and older demographics show lower lev-

els of trust but rely more on community recommendations. 

Table 7: Awareness of Specific Greenwashing Cases 

Case Awareness (%) 

Dabur India (2023) 38 

Adani Group (2022) 32 

Volkswagen (2015) 25 

(Source: Author’s own) 

Table 7 shows awareness is higher for Indian cases like Dabur and Adani (38% and 

32%, respectively) compared to Volkswagen’s Dieselgate (25%), reflecting a focus on 

domestic controversies. 

Table 8: Rural vs. Urban Access to Verified Information 

Information Source Rural Access (%) Urban Access (%) 

Verified Websites 22 58 

Social Media 31 67 

Print Media 47 23 

(Source: Author’s own) 

Table 8 shows Urban respondents rely on digital sources like verified websites 

(58%) and social media (67%), while rural participants Favor print media (47%). This 

digital divide highlights the need for localized outreach. 

Table 9: Impact of Greenwashing on Brand Loyalty 

Impact Respondents (%) 

Reduced Loyalty 62 

No Change 28 

Increased Loyalty 10 

(Source: Author’s own) 



 

 

 

Table 12: Key Learnings from Case Studies 

 

(Source: Author’s own) 
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Table 9 shows greenwashing diminishes brand loyalty for 62% of respondents, in-

dicating the critical importance of transparency and ethical practices in maintaining 

consumer trust. 

Table 10: Preferred Channels for Awareness Campaigns 

Channel Respondents (%)

Social Media 51 

Schools/Colleges 29 

Community Outreach 20 

(Source: Author’s own) 

Table 10 shows that Social media emerges as the most effective channel for green-

washing awareness campaigns (51%), followed by educational institutions (29%) and 

community outreach (20%). 

7.2 Qualitative Analysis 

Table 11: Themes in Greenwashing Awareness 

Theme Frequency (%) 

Misleading Ads 54 

Overstated Claims 28 

False Eco-Labels 18 

(Source: Author’s own) 

Table 11 shows Misleading advertisements dominate greenwashing awareness 

themes (54%), followed by overstated claims (28%) and false eco-labels (18%). This 

emphasizes the need for stricter advertising regulations. 

Case Study Key Learning 

Dabur India Need for third-party verification 

Adani Group Importance of consistent narratives

Volkswagen Dieselgate Value of proactive enforcement 

Table 12 shows Case studies highlight systemic gaps in verification, consistency, 

and enforcement, offering lessons for strengthening greenwashing regulations. 

Table 13: Consumer Narratives on Trust 

Theme Percentage (%) 

Betrayal of Trust 38 

Confusion Over Claims 42 

Indifference 20 

(Source: Author’s own) 



 

Country Strengths Weaknesses 
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Table 13 shows Confusion over claims (42%) is the most common narrative, followed 

by feelings of betrayal (38%). These findings stress the importance of clear and trans-

parent corporate communication. 

Table 14: Comparative Regulatory Practices 

United States Clear definitions, FTC 

Green Guides 

Reliant on consumer com-

plaints 

European 

Union 

Rigorous reporting (SFDR) Complex compliance re-

quirements 

Australia Proactive enforcement Limited sectoral applica-

tion 

India Broad legal frameworks No greenwashing-specific

provisions 

(Source: Author’s own) 

Table 14 shows India’s regulatory landscape lags behind global counterparts due to the 

absence of targeted greenwashing laws. International frameworks offer valuable les-

sons for improvement. 

Table 15: Policy Recommendations and Expected Outcomes 

Policy Recommendation Expected Outcome 

Third-Party Audits Enhanced transparency 

Standardized Eco-Labels Improved consumer trust 

Awareness Campaigns Higher public engagement 

Stricter Penalties Reduced greenwashing incidents 

(Source: Author’s own) 

Table 15 shows Policy recommendations address key challenges, with third-party au-

dits and standardized eco-labels emerging as critical measures to enhance accountabil-

ity and consumer trust. This section integrates extensive quantitative and qualitative 

analyses to present a holistic view of greenwashing’s impact on CSR. The findings 

highlight the need for targeted regulatory reforms, consumer education, and corporate 

transparency to foster genuine sustainability. 

8. Challenges and Opportunities 

This section explores the challenges associated with addressing greenwashing in In-

dia’s CSR landscape and identifies potential opportunities to strengthen regulatory 

frameworks, consumer awareness, and corporate accountability. 
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8.1 Challenges in Addressing Greenwashing 

Despite growing awareness of greenwashing, several systemic and operational chal-

lenges hinder its mitigation: 

Regulatory Gaps 

 India lacks a clear legal definition of greenwashing and targeted legislation to 

address deceptive environmental claims. Existing frameworks, such as the 

Consumer Protection Act (2019), focus on general misleading advertisements 

rather than sustainability-specific issues. 

 

 Enforcement is limited, with regulatory bodies like the Advertising Standards 

Council of India (ASCI) and the Competition Commission of India (CCI) 

struggling to monitor and penalize greenwashing effectively. 

 

Weak Consumer Awareness 

 Survey data shows that only 39% of respondents were aware of greenwashing, 

with rural awareness at a mere 22%. This limited understanding reduces con-

sumer demand for corporate accountability and allows deceptive practices to 

persist. 

 

High Costs of Verification 

 Implementing third-party audits and certification systems can be prohibitively 

expensive, particularly for small and medium enterprises (SMEs). This creates 

disparities between large corporations with resources to comply and smaller 

firms that may struggle. 

 

Technological Barriers 

 While technologies like blockchain and AI offer solutions for monitoring and 

verifying environmental claims, their adoption in India is limited by high im-

plementation costs and a lack of technical expertise. 

 



 

Cultural and Structural Limitations 

 Rural and semi-urban populations often rely on community trust and tradi-

tional brand loyalties rather than verified certifications, reducing the effective-

ness of eco-labels in these areas. 
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8.2 Opportunities to Mitigate Greenwashing 

While challenges persist, several opportunities can be leveraged to combat green-

washing effectively: 

Adoption of International Best Practices 

 Regulatory models like the FTC Green Guides in the United States and the 

EU’s Sustainable Finance Disclosure Regulation (SFDR) provide valuable 

frameworks for defining and addressing greenwashing. Adapting these prac-

tices to India’s context can fill critical gaps. 

 

Integration of Technology 

 Blockchain technology can enhance traceability in supply chains, while AI can 

automate monitoring of corporate sustainability claims. These technologies 

provide scalable solutions for verifying environmental data and identifying 

discrepancies. 

 

Strengthening Public-Private Partnerships 

 Collaboration between government agencies, industry associations, and non-

governmental organizations can promote the adoption of standardized eco-la-

bels and certifications, reducing the burden on individual corporations. 

 

Focused Consumer Awareness Campaigns 

 Educational initiatives tailored to rural and semi-urban populations can im-

prove understanding of greenwashing and empower consumers to demand 

 



 

 

            83Corporate Social Responsibility and Greenwashing: Legal … 

greater transparency. Social media, community outreach programs, and school 

curricula are effective channels for such campaigns. 

Economic Incentives for Compliance 

 Introducing tax benefits or subsidies for companies that adopt verified sustain-

ability practices can incentivize ethical behavior. Such measures can encour-

age SMEs to participate in eco-labeling schemes and third-party audits. 

 

8.3 Comparative Analysis: Challenges vs. Opportunities 

Table 16: Challenges and Opportunities in Combating Greenwashing 

Challenges Opportunities 

Lack of legal definitions Adoption of global regulatory frameworks 

Limited consumer awareness Focused educational campaigns 

High costs of verification Subsidies and tax benefits for ethical compa-

nies 

Technological barriers Integration of blockchain and AI for monitor-

ing 

Rural reliance on community 

trust 

Community-driven eco-labeling and localized

outreach 

(Source: Author’s own) 

In Table 16, the challenges highlight systemic gaps, while opportunities point to action-

able interventions, such as adapting international frameworks and leveraging technol-

ogy to build accountability. 

8.4 Regional Focus: Greenwashing in Rural India 

India’s rural and semi-urban areas present unique challenges: 

 Awareness Deficit: Survey results show only 22% rural awareness of green-

washing, compared to 48% in urban areas. 

 

 Access to Verified Information: Rural respondents primarily rely on print 

media (47%) and word-of-mouth, limiting their ability to verify corporate 

claims. 

 



 

 

 

 

 Economic Constraints: SMEs in rural areas often lack resources to adopt ver-

ified eco-labels, creating barriers to compliance. 
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8.5 Strategies for Rural Engagement 

1 Localized Outreach Programs: Partnering with community leaders and or-

ganizations to disseminate information on greenwashing. 

. 

2 Simplified Certifications: Developing cost-effective, easily recognizable 

eco-labels tailored to rural markets. 

. 

3 Digital Inclusion: Expanding internet access and digital literacy programs to 

improve access to verified information. 

. 

8.6 Policy Recommendations for Bridging Challenges and Opportunities 

Table 17: Recommended Interventions 

Policy Measure Intended Outcome 

Define Greenwashing in Le-

gal Terms 

Provide clarity for enforcement and compli-

ance 

Mandatory Third-Party Au-

dits 

Ensure accountability and credibility of cor-

porate claims 

Tax Incentives for Verified 

Practices 

Encourage SME participation in eco-labeling

programs 

Public Awareness Cam-

paigns 

Enhance consumer vigilance and informed

decision-making 

Technology Integration 

Grants 

Support the adoption of blockchain and AI

technologies 

(Source: Author’s own) 

Table 17 shows that these policy measures offer targeted solutions to address green-

washing, focusing on legal clarity, technological support, and consumer empowerment. 

8.7 Summary of Challenges and Opportunities 

Greenwashing presents complex challenges rooted in systemic, economic, and cul-

tural barriers. However, the integration of technology, international best practices, and 

localized engagement strategies provides a roadmap for mitigating these issues. Ad-

dressing these challenges requires coordinated efforts across policymakers, corpora-

tions, and civil society to ensure sustainable and ethical CSR practices. 
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9. Policy Recommendations 

This section outlines actionable strategies to address greenwashing, foster account-

ability, and enhance the credibility of Corporate Social Responsibility (CSR) initiatives 

in India. These recommendations are informed by the findings and analysis of the pre-

ceding sections, balancing global best practices with India-specific needs. 

9.1 Legal and Regulatory Framework 

 Define Greenwashing in Indian Law  

 Introduce a statutory definition of greenwashing under the Consumer Protec-

tion Act (2019) or Environment Protection Act (1986). 

 

 Clearly delineate practices that constitute greenwashing, such as misleading 

advertisements, vague eco-labels, and falsified sustainability claims. 

 

 Expected Outcome: Legal clarity will improve compliance and facilitate en-

forcement actions against deceptive practices. 

 

 Establish a Greenwashing Oversight Body  

 Form a specialized regulatory agency, similar to the Advertising Standards 

Council of India (ASCI), focused on monitoring and penalizing greenwashing. 

 

 Equip this body with investigatory powers and resources for proactive en-

forcement. 

 

 Expected Outcome: Centralized oversight will enhance accountability and 

reduce regulatory fragmentation. 

 

9.2 Mandatory Audits and Certifications 

 Require Third-Party Audits  

 Mandate independent verification of environmental claims for all companies 

engaging in CSR-related activities. 

 

 Develop an accreditation system for auditors to ensure the reliability of certi-

fications. 

 

 Expected Outcome: Verified claims will improve consumer trust and deter 

deceptive practices. 

 



 

 Standardize Eco-Labeling  

 Introduce a national eco-labeling scheme under the Bureau of Indian Stand-

ards (BIS), modeled after the European Union’s Ecolabel. 

 

 Ensure that certifications are simple, cost-effective, and recognizable across 

urban and rural markets. 

 

 Expected Outcome: Standardized labels will empower consumers to make 

informed purchasing decisions. 
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9.3 Economic Incentives for Compliance 

 Introduce Tax Benefits for Ethical Practices  

 Provide tax rebates to companies that adopt verified eco-labels, conduct third-

party audits, or exceed mandated CSR expenditures. 

 

 Expected Outcome: Financial incentives will encourage widespread adoption 

of ethical practices, particularly among small and medium enterprises (SMEs). 

 

 Subsidize Technology Adoption  

 Allocate grants and subsidies for the adoption of blockchain, AI, and other 

technologies for monitoring and verifying sustainability claims. 

 

 Expected Outcome: Reducing the cost of technology adoption will enhance 

transparency and make advanced solutions accessible to resource-constrained 

firms. 

 

9.4 Consumer Education and Awareness 

 Launch Nationwide Awareness Campaigns  

 Partner with media organizations, educational institutions, and non-govern-

mental organizations to run campaigns highlighting greenwashing tactics. 

 

 Target rural and semi-urban populations through community outreach pro-

grams and vernacular media. 

 

 Expected Outcome: Enhanced consumer awareness will foster vigilance and 

demand for transparency. 

 



 
          

 Integrate Sustainability Education in Curricula  

 Incorporate modules on sustainability and greenwashing in school and college 

curricula. 

 

 Expected Outcome: Educating future generations will create a long-term cul-

tural shift toward ethical consumption. 
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9.5 Leveraging Technology for Transparency 

 Promote Blockchain for Supply Chain Traceability  

 Incentivize the use of blockchain to track the environmental footprint of prod-

ucts throughout the supply chain. 

 

 Expected Outcome: Immutable records will enhance accountability and re-

duce instances of falsified claims. 

 

 Develop AI-Powered Monitoring Tools  

 Collaborate with tech firms to create AI-driven systems that analyse corporate 

reports, advertisements, and sustainability claims for discrepancies. 

 

 Expected Outcome: Automated systems will increase monitoring efficiency 

and reduce the burden on regulatory bodies. 

 

9.6 Regional Focus: Supporting Rural India 

 Localized Certification Schemes  

 Design simplified certifications tailored to the needs of rural markets, using 

visual symbols and culturally relevant messaging. 

 

 Expected Outcome: Localized schemes will improve accessibility and ac-

ceptance among rural consumers. 

 

 Enhance Digital Inclusion  

 Expand internet access in rural areas and promote digital literacy to improve 

access to verified information about sustainability claims. 

 

 Expected Outcome: Bridging the digital divide will enable rural consumers 

to make informed decisions and participate in accountability mechanisms. 
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9.7 Collaborative Approaches 

 Public-Private Partnerships  

 Facilitate collaborations between government agencies, industry associations, 

and NGOs to develop and implement greenwashing mitigation strategies. 

 

 Expected Outcome: Collective action will pool resources and expertise, am-

plifying the impact of anti-greenwashing initiatives. 

 

 Global Collaboration  

 Engage with international organizations to align Indian regulations with global 

best practices and access technical support. 

 

 Expected Outcome: Cross-border collaboration will enhance India’s regula-

tory framework and strengthen its global sustainability credentials. 

 

9.8 Summary of Recommendations 

Table 1: Policy Recommendations and Outcomes 

Policy Recommendation Intended Outcome 

Define Greenwashing in Law Improved legal clarity and enforcement 

Establish Oversight Body Centralized monitoring and accountability 

Mandatory Third-Party Audits Verified and credible sustainability claims 

Standardized Eco-Labelling Consumer empowerment and informed de-

cisions 

Tax Benefi

tices 

ts for Ethical Prac- Encourages SME participation in compli-

ance 

Blockchain for Traceability Enhanced transparency in supply chains 

Nationwide

paigns 

 Awareness Cam- Increased consumer vigilance 

Localized 

Schemes 

Certification Accessibility for rural populations 

(Source: Author’s own) 

Implementing these policy recommendations will address key challenges identified 

in this study, including regulatory gaps, trust deficits, and limited consumer awareness. 

By fostering collaboration, leveraging technology, and empowering consumers, these 

measures can promote transparency, accountability, and genuine sustainability in In-

dia’s CSR landscape. 
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10. Conclusion 

Greenwashing represents a significant challenge to the integrity of Corporate Social 

Responsibility (CSR) in India, undermining consumer trust, distorting market compe-

tition, and jeopardizing sustainability goals. As evidenced by this study, greenwashing 

is pervasive due to weak regulatory frameworks, limited consumer awareness, and in-

adequate verification mechanisms. However, targeted reforms, technological integra-

tion, and consumer empowerment can mitigate these issues and foster genuine corpo-

rate accountability. 

10.1 Key Findings 

The findings of this study reveal several critical insights: 

1 Consumer Awareness: Only 39% of respondents were aware of 

greenwashing, with rural awareness lagging significantly at 22%. 

This highlights the need for targeted educational campaigns to bridge 

the information gap. 

. 

2 Trust Deficit: A majority (63%) of respondents expressed low trust 

in corporate environmental claims, driven by high-profile green-

washing cases such as Dabur India (2023) and Adani Group (2022). 

Building trust requires transparency and third-party verification. 

. 

3 Behavioral Impacts: Greenwashing influences consumer decisions, 

with 72% prioritizing eco-labelled products and 58% avoiding brands 

associated with deceptive claims. This underscores the importance of 

credible certifications and ethical marketing. 

. 

4 Regulatory Gaps: India’s existing legal framework lacks clear defi-

nitions and proactive enforcement mechanisms for greenwashing, 

leaving room for deceptive practices to persist. 

. 

10.2 Policy Implications 

The study emphasizes the need for a robust regulatory framework tailored to India’s 

socio-economic realities. Key recommendations include: 

 Defining greenwashing in Indian law to provide legal clarity.  

 Mandating third-party audits and introducing standardized eco-labelling to en-

hance transparency. 

 



   

 Offering tax incentives and subsidies to encourage compliance, particularly 

among small and medium enterprises. 

 

 Leveraging technologies like blockchain and AI to monitor and verify corpo-

rate sustainability claims. 

 

90             S. Mohanty et al.

Global best practices, such as the FTC Green Guides in the United States and the 

EU’s Sustainable Finance Disclosure Regulation (SFDR), offer valuable lessons for 

designing effective regulations. However, these frameworks must be adapted to address 

India’s unique challenges, including rural disparities and technological barriers. 

10.3 Opportunities for Future Action 

Consumer education and empowerment are pivotal to combating greenwashing. Na-

tionwide awareness campaigns, sustainability education in schools, and community 

outreach programs can improve understanding and vigilance. Localized certification 

schemes and enhanced digital inclusion will further bridge gaps in rural and semi-urban 

areas. 

Additionally, fostering public-private partnerships and engaging with global organ-

izations can amplify the impact of anti-greenwashing initiatives. Collaborative efforts 

can pool resources, share expertise, and align India’s regulations with international 

standards, strengthening its global sustainability credentials. 

10.4 Research Contributions and Future Scope 

This study contributes to the limited body of research on greenwashing in India by 

integrating quantitative and qualitative analyses. It provides actionable insights into 

consumer behavior, regulatory shortcomings, and the role of technology in mitigating 

greenwashing. Future research can expand on these findings by exploring corporate 

perspectives, evaluating the effectiveness of specific regulatory measures, and as-

sessing the long-term impacts of anti-greenwashing policies. 

Greenwashing is a multifaceted challenge that requires a collaborative and multi-

pronged approach. By addressing regulatory gaps, enhancing consumer education, and 

leveraging technological advancements, India can foster a culture of transparency and 

accountability in CSR practices. These measures will not only restore consumer trust 

but also support the nation’s broader sustainability agenda, ensuring a balanced ap-

proach to economic growth and environmental preservation. 
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