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Referring solely to the positive aspects of a product seems to be the modus operandi of
many advertising campaigns and/or marketing communication pieces. This, of course, is
justified by the very purpose of such media, combined with the short exposure time and the
context of stimulus saturation. In other words, it is known to be challenging to craft
communication that successfully delivers the desired content to the consumer market.
Considering this, the adoption of appealing messages becomes frequent, using simple and short
phrases, intentionally broad, yet designed to capture and retain the recipient's attention. The
examples are numerous: "good for you," "natural,” "chemical-free,” "social,” "environmental,"”
"nature-friendly,” or "environmentally friendly,” among many others. Visual appeals add to the
communication's composition, with symbols and colors alluding to the intended narrative.

Going further, there are attempts to associate products with "magical” human desires
and wishes, such as the PET bottle launched with less plastic, which featured in its
advertisement the phrase "Twist, make a wish, and attract good things" (WordPress, 2022). In
such cases, the "poetic" freedom in constructing playful and attractive narratives is argued,
aiming to generate consumer market engagement, even at the expense of the truthfulness of the

message and the offer.
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Examples like these were and still are very frequent in the marketing communications
of many products and brands. These "abuses™ have been pointed out and exposed for many
years, though with little effectiveness. It should be considered that changes in society’s
consumption perspective and in the social and environmental aspects of organizations were
(and still are) slow and gradual processes.

The discussion around these issues gained momentum starting in the 1950s, supported
by the evolution of the concept of organizations as open systems, a contribution from the
Systems Approach, which broadens the organizational scope of action, as well as its
responsibility. It is precisely in this decade that such questions converge, leading to the
formation of the term Corporate Social Responsibility, which, in turn, brings the focus back to
quality of life.

Despite this, there have been opposing manifestations to this paradigm shift. In a
historically grounded article, Levitt (1958) draws on the thoughts of Lord Acton (1834-1902),
who pointed out that in the 19th century, the dominant idea was that the market resembled a
battlefield, and that social justice "hindered" this struggle, where strategy, boldness, and non-
moral principles should guide actions. The author's perspective is made clear in the article's
headline, which provocatively suggests that managers are being seduced by empty words and
vague ideas, referring to accountability, and forgetting what they truly are: businesspeople.
Moreover, the conclusion is emphatic, stating that despite demagogic criticisms, organizations
must serve their primary purpose of long-term profit maximization.

Shortly thereafter, the book “Silent Spring” (Carson, 1962) was published, which,
although initially focused on the context of food production and pesticide use, became a
milestone in the discussion of organizations' socio-environmental responsibility. It spurred the
emergence of various movements aimed at questioning social and environmental issues related
to both organizational practices and consumption. During this period, the apparent inherent
incongruity or even divergence between the existential (profit-driven) purpose of organizations
and their responsibilities to their stakeholders began to attract attention. In other words, as
highlighted in the first major global meetings focused on environmental issues, such as the Club
of Rome in 1968, the initial paradigm was one of incompatibility between the economic aspect
and the social and environmental dimensions (Lira & Fraxe, 2014; Andreoli & Prearo, 2022).

Another important milestone in this context was the publication, in 1987, of the book
“Our Common Future: The Brundtland Report”, where the idea of sustainability is presented

with distinctive properties and definitions, especially in proposing an economic model that
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aligns economic interests with social and environmental concerns (Lira & Fraxe, 2014,
Andreoli & Prearo, 2022). This study resulted from the systematization of concepts conducted
by the World Commission on Environment and Development, particularly the Nairobi
Conference of 1982, indicating a path that began to influence the regulatory frameworks and
laws of many countries (Japiassi & Guerra, 2017). The aforementioned report also laid the
foundation for the United Nations Conference on Environment and Development (1992), which
reinforced these new arguments (Nascimento, 2012; Andreoli & Prearo, 2022).

In this context, the marketing activities of organizations also come into focus, possibly
due to being one of the administrative areas with the most interaction with the market. As a
consequence, several concepts emerged around the 1970s to emphasize the importance of more
responsible organizational actions, particularly in marketing terms. These include the concepts
of Societal Marketing and later Green Marketing, which are understood as enhancements to
traditional marketing practices through the incorporation of social and environmental values
(Andreoli et al., 2021).

Moreover, during this period, Macromarketing was also consolidated, understood as the
study of marketing systems and their interaction with society, especially in terms of their impact
and potential consequences (Hunt, 1977). This is further reinforced by the creation of the
“Journal of Macromarketing”, an important publication in the marketing field, which began in
1981. Its scope is defined as follows (Journal of Macromarketing, 2024):

“The Journal of Macromarketing examines important social issues, how they are
affected by marketing, and how society influences marketing conduct. The journal generally
focuses on the following topics:

e How markets and marketing systems operate;

e Classic and non-traditional examinations of marketing's role in socioeconomic
development;

e The origins, growth, and development of marketing history as an activity and marketing
thought;

e The commercialization of products, services, or programs to improve the quality of life
for consumers, families, communities, countries, and regions;

e Explanatory theory, empirical studies, or methodological treatment of tests for topics of
greatest interest to macromarketing scholars, including competition and markets,
history, globalization, environment, socioeconomic development, ethics and

distributive justice, and quality of life”.
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More specifically, due to being the most visible part, marketing communication (i.e., the
promotional variable of the marketing mix) becomes the target of scrutiny, especially when contrasted
with the stance of the issuing organization. Thus, cases of irresponsible communication practices, which
promote misleading marketing narratives, popularly known as “washings”, start gaining increasing
notoriety.

The discussion around misleading marketing communications is relatively recent, spreading
from the seminal expression “whitewashing” around the 1980s, used to describe the process of cleansing
an organization's reputation by concealing corporate missteps (Andreoli, Costa & Prearo, 2022).
Following this, various terms began to gain popularity, with different branches, all maintaining the use
of the suffix “washing” to denote the process of washing, cleaning, covering up, or painting to keep a
product, brand, or organization's image intact and/or to enhance some attribute.

For example, an advertisement from the 2010s claimed that the company's new vehicles polluted
only 5% as much as those from the 1950s. However, the significant issue was that it was unclear what
the previous pollution levels were, making it difficult to assess whether the new vehicles could truly be
considered "green." Or, around the same time, but much more "blatant,” a television commercial for a
car whose name included the term "eco" depicted a fantasy world where the landscape transformed into
nature as the car moved, suggesting its contribution to the creation and preservation of the environment.
Notably, the transformative effect was emphasized in one of the main pollutants produced by the
product—exhaust smoke—which was portrayed as turning into harmless cotton.

As an early exponent, the emergence of the term “greenwashing” is attributed to Jay Westervelt,
an American environmentalist, in 1986 (Wang et al., 2023). Three decades later, a mapping of academic
production (Andreoli, Crespo & Minciotti, 2017) revealed a still limited body of research on this topic,
with around 40 articles, despite growing interest and a future outlook of expansion. Since then, there
has been a proliferation of published studies, covering a wide range of perspectives and areas of
application, justified by the academic, managerial, and social importance of the subject (Liu et al., 2023).

Despite this, the complexity associated with the practice of greenwashing can be observed
through the recurring efforts to systematize and review academic production, which aim not only to
consolidate current knowledge but also to highlight the existing research gaps (Freitas Netto et al., 2020;
Wang et al., 2023; Liu et al., 2023; Montgomery & Lyon, 2023; Santos, Coelho & Marques, 2023). In
this regard, in alignment with the mentioned authors, it is safer to assert that the understanding of the
topic has not yet reached a fully satisfactory point, especially considering the continued proliferation of
the practice within the organizational environment.

A report released by Terra Choice in 2009 became an important reference for identifying the
practice of greenwashing, summarizing the main signs of its occurrence, known as the sins of
greenwashing (Andreoli, Costa & Prearo, 2022). Despite this contribution, there is an increasing

diversification of the practice, encompassing different marketing aspects, such as packaging and
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environmental labeling, promotional messages, and the disclosure of indicators, organizational
performance reports, and balances with an environmental component (Wang et al., 2023).

This proliferation of characterization of "washing" forms related to a wide variety of sustainable
development issues makes the practice of greenwashing more frequent, further complicating its
identification by the consumer market. In this sense, Andreoli (2023) describes the current scenario as
a vicious cycle: the effectiveness of greenwashing, with its proven ability to influence consumer
behavior (who easily buys into the "falsely" marketed image), combined with the lack of effective
regulation, acts as a stimulus for its replication and perpetuation. Moreover, there is an inherent difficulty
in creating a regulatory framework, as the "appeals” in communications for various products do not
exhibit enough regularity to form legislation. Thus, the encouragement of self-regulatory bodies is of
fundamental importance.

Secondly, the term bluewashing emerges (with blue alluding to the UN's color and the Global
Compact — UN, 2024), presented as a parallel to greenwashing, but focused on social issues. A recent
mapping of academic production on bluewashing (Andreoli, 2024) illustrated growing interest in the
topic, though with an almost complete lack of studies that had truly delved into the investigation.
Although less frequent, other terms addressing the issue are also observed, such as socialwashing
(Lanzalonga et al., 2023) and CSR-washing, referring to the washing of Corporate Social Responsibility
(Boiral, Heras-Saizarbitoria & Testa, 2017).

Bluewashing encompasses the organizational environment in a broad sense, in both directions:
internal, when related to employees (Verbicaro, Silva & Simdes, 2021), and external, concerning
suppliers and in marketing communications aimed at the consumer market (Sailer, Wilfing & Straus,
2022; Andreoli, 2023). A recurring reference to bluewashing is related to the United Nations Global
Compact, where organizations "wear the blue flag" to take advantage of the promotion of its sustainable
principles, which are not effectively enforced or monitored (Andreoli, 2024; Berliner & Prakash, 2015).

Thus, considering the aforementioned points, the need for a deeper understanding of the social
aspect of misleading marketing communication becomes even more evident. Moreover, new terms are
beginning to proliferate as potential more specific branches of this misleading communication regarding
organizational social responsibility. Some of the most prominent examples include “diversity washing”,
related to diversity issues (Andreoli & Freitas, 2024; Lanzalonga et al., 2023); “pinkwashing”, which
has a diverse understanding, referring either to its seminal definition related to breast cancer (Agostino
& Middlemost, 2022) or more recently to the LGBTQIAP+ community (Sanchez-Soriano & Jiménez,
2020), also studied as “rainbow washing” (Wulf et al., 2022); and issues concerning the female gender
expression audience (Venturelli et al., 2024), among many others.

It is important to mention that a similar process also occurred with greenwashing, with the
emergence of terms such as “veganwashing” (Bertuzzi, 2022) and “organic washing” (Andreoli &

Santos, 2023; Nunes, 2021). Also, organizations' exaggerations regarding their climate commitments,

5

Braz. Jour. Mark. - BJ]M
Rev. Bras. Mark — ReMark, Sao Paulo, Special Issue 24(1), p. 1-10, Jan./Mar. 2025



https://periodicos.uninove.br/index.php?journal=remark&page=index
https://periodicos.uninove.br/index.php?journal=remark&page=index

ANDREOLLI, Tais Pasquotto; SILVA, Dirceu; BOIRAL, Olivier. (Eds.). (2025, Jan./Mar.).
Bl M KT Misleading marketing communication

BRAZILIAN JOURNAL OF MARKETING Editorial

their performance in this area, or their claims of carbon neutrality are sometimes referred to as climate-
washing (Chan et al., 2023; Ballan & Czarnezki, 2024; Law et al., 2024). In light of this, more recently,
new propositions have emerged, such as “SDG-washing” (Heras-Saizarbitoria, Urbieta & Boiral, 2022),
referring to the Sustainable Development Goals, and “ESG-washing”, related to Environmental, Social,
and Governance practices (Todaro & Torelli, 2024; Huang et al., 2024). This profusion of terms related
to misleading marketing communications highlights the problem involved in the practice, with severe
managerial and social consequences.

An increasing number of organizations are aware of these pitfalls, as evidenced by the growing
trend to deliberately minimize communications about environmental or social measures to avoid
accusations of greenwashing or socialwashing. The widely publicized lawsuits against polluting
companies that have exaggerated their environmental achievements have certainly contributed to this
trend, sometimes referred to as greenhushing or brownwashing. (Kim & Lyon, 2015; Heras-
Saizarbitoria et al., 2020; Huang, Francoeur & Brammer, 2022).

It is also important to emphasize that, generally, there is a consensus among studies (in their
various directions) pointing to the current alarming proliferation of “washing” practices. For this reason,
it is undeniable that the understanding of this issue falls short of what is necessary. Therefore, among
the various existing research gaps, it becomes essential to investigate and propose pathways that can
help mitigate the aforementioned situation.

Once the reader has been introduced to the various types of potential misleading marketing
communication, this special edition aims to address precisely this need, covering eight articles. The first
article begins the discussion by presenting a systematic literature review on the relationship between
Corporate Social Responsibility (CSR), Brand Equity (BE), and Corporate Reputation.

Next, we have four articles focused on the theme of greenwashing, divided into two main
directions. The first approach investigates eco-labeling and its influence on consumers' purchase
intentions, as well as the study of the effects of greenwashing on purchase intention and consumer
perceptions of quality. In the second section, there is an analysis of transparency in the communication
of small sustainable fashion brands on Instagram, as well as an examination of corporate identity based
on ESG actions promoted in luxury fashion.

The sixth article delves into a discussion on the focus on diversity, offering a systematic review
centered on the theme of the “organizational diversity facade”, exploring the conceptualizations and
dimensions present in academic literature. Even more specific, the seventh study investigates consumer
reactions to “pinkwashing”, examined as false marketing discourse aimed at the LGBTQIAP+
community.

Concluding the edition, the final article presents a discussion on “greenhushing”, understood as

the counterpoint to “greenwashing”, mapping and assessing the academic production on the topic.
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Referir-se apenas aos aspectos positivos de um produto parece ser o modus operandi de muitas
campanhas publicitarias e/ou pecas de comunicacdo de Marketing. Claro que isso se justifica pelo
préprio propdsito de tais veiculagdes, somada ao curto tempo de oportunidade de exposicao, além do
contexto de saturacdo de estimulos. Ou seja, sabe-se ser desafiador o processo de construcdo de uma
comunicagdo que consiga satisfatoriamente entregar o contetido desejado ao mercado consumidor.
Considerando isso, também se torna recorrente a adog¢do de mensagens apelativas, com frases simples e
curtas, intencionalmente amplas, mas que servem para chamar e reter a atencdo do receptor. Os
exemplos sdo diversos: “faz bem”, “natural”, “sem quimica”, “social”, “ambiental”, “amigo da
natureza” ou “amigo do meio ambiente”, entre tantos outros. Os apelos visuais se somam a composi¢ao
da comunicacéo, com simbolos e cores alusivas a narrativa pretendida.

Indo além, tém-se tentativas de associar produtos aos desejos e vontades “magicos” humanos,
tal como a garrafa PET que foi langcada com menor quantidade de plésticos e que tinha na peca
publicitaria “Torga fagca um pedido e atraia coisas boas” (WordPress, 2022). Nestes casos, argumenta-
se a liberdade “poética” na construgdo de narrativas que sejam ludicas e atrativas, a fim de gerar
engajamento do mercado consumidor, mesmo que em detrimento da veracidade da exposicao e da oferta.

Exemplos como esses eram e ainda sd@o muito frequentes nas comunicacfes de Marketing de

muito produtos e marcas. Esses “abusos” tém sido indicados ¢ expostos ha muitos anos, ainda que sem
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muita efetividade. Deve-se ponderar que as mudancas da perspectiva de consumo da sociedade e dos
aspectos sociais e ambientais das organizac6es foram (e sdo) processos lentos e graduais.

A discussdo sobre tais questfes ganha forca a partir dos anos 1950, respaldada pela evolugdo na
concepcao das organizacGes como sistemas abertos, contribuicdo oriunda da Abordagem Sistémica, que
amplia 0 escopo de atuacio do meio organizacional, bem como sua responsabilidade. E justamente nesta
década que tais questionamentos convergem para a formacdo do termo Responsabilidade Social
Corporativa, que resgata a rolddo a qualidade de vida.

Apesar disso, registram-se manifestacfes contrarias a tal movimentacdo de mudanca de
paradigma. Em um artigo com fundo histérico, Levitt (1958) se vale do pensamento de Lorde Acton
(1834 -1902), que havia apontado que no séc. XIX era dominante a ideia de que o mercado se
apresentava como um cenario de guerra, e que a justiga social “atrapalha” essa luta, em que a estratégia,
a ousadia e 0s preceitos ndo morais devem permear as acoes. A perspectiva do autor fica clara ja na
chamada do artigo, em que se expde a provocacdo de que os gestores estariam sendo seduzidos por
palavras vazias e ideias vagas, em referéncia a responsabilizacdo, esquecendo-se do que de fato sdo:
homens de negdcios. Ainda, a conclusdo é enfatica, de que apesar das criticas demagogas, as
organizagdes devem servir ao seu prop6sito dominante de maximizacao de lucros a longo prazo.

Logo depois, é publicado o livro Silent Spring (Carson, 1962), que, ainda que inicialmente
centrado no contexto de producéo de alimentos e uso de pesticidas, tornou-se um marco para a discusséo
da responsabilizacdo socioambiental das organizagbes, impulsionando o surgimento de diversos
movimentos voltados ao questionamento das problematicas sociais e ambientais relacionadas tanto a
atuacdo das organizagdes quanto ao consumo. Nesse interim, desperta a atengdo a aparente inerente
incongruéncia ou mesmo divergéncia entre a finalidade existencial (lucrativa) das organizacdes e suas
responsabilidades perante seus publicos de interesse. Ou seja, assim como evidenciado nos primeiros
grandes encontros mundiais voltados a discussdo das questdes ambientais, como foi o Clube de Roma,
de 1968, o paradigma inicial era de incompatibilidade entre o aspecto econémico e as dimensdes social
e ambiental (Lira & Fraxe, 2014; Andreoli & Prearo, 2022).

Outro marco importante nesse cenario foi a publicacdo, em 1987, do livro Nosso Futuro Comum
Relatorio Brundtland, onde a ideia de sustentabilidade aparece com propriedades e definicGes
marcantes, principalmente ao se propor um modelo econémico que alinhasse os interesses econémicos
as questdes social e ambiental (Lira & Fraxe, 2014; Andreoli & Prearo, 2022). Tal estudo foi fruto da
sistematizacdo de concepgdes realizados pela Comissdo Mundial sobre Meio Ambiente e
Desenvolvimento, em especial a Conferéncia de Nair6bi, de 1982, indicando um caminho que passa a
influenciar os marcos regulatorios e as leis de muitos paises (Japiassi & Guerra, 2017). O referido
relatorio também embasou a Conferéncia das Nagdes Unidas sobre Meio Ambiente e Desenvolvimento
(1992), que reforgou essas novas argumentacgdes (Nascimento, 2012; Andreoli & Prearo, 2022).

Nesse contexto, ganha foco de atengdo também a atuagdo mercadoldgica das organizages,
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possivelmente por ser uma das areas administrativas de maior interface com o mercado. Como
consequéncia disso, alguns conceitos sao cunhados por volta da década de 1970, a fim de reforcar a
importancia da atuagdo organizacional mais responsavel, em especial em termos mercadologicos, como
sdo os casos do Marketing Societal e, depois, do Marketing Verde, entendidos como aprimoramentos
da préatica mercadol6gica tradicional, a partir da incorporacao de valores sociais e ambientais (Andreoli
etal., 2021).

Inclusive, consolida-se igualmente nesta época 0 Macromarketing, entendido como o estudo dos
sistemas de marketing e sua interacdo com a sociedade, principalmente em termos de seu impacto e
eventuais consequéncias (Hunt, 1977). Isso é reforcado pela criagdo do Journal of Macromarketing,
importante publicacdo da area de Marketing, iniciada em 1981, cujo escopo € assim definido (Jounal of
MacroMarketing, 2024):

“O Journal of Macromarketing examina questdes sociais importantes, como elas sdo afetadas
pelo marketing e como a sociedade influencia a conduta do marketing. O peridédico geralmente se
concentra nestes topicos:

e Como os mercados e 0s sistemas de marketing operam

e Exames classicos e ndo tradicionais do papel do marketing no desenvolvimento
socioecondmico

e As origens, o crescimento e o desenvolvimento da histéria do marketing como atividade
e pensamento de marketing

¢ A comercializacdo de produtos, servigos ou programas para melhorar a qualidade de vida
dos consumidores, familias, comunidades, paises e regides

e Teoria explicativa, estudos empiricos ou tratamento metodoldgico de testes para topicos

de maior interesse para estudiosos de macromarketing, incluindo concorréncia e

mercados, historia, globalizagdo, meio ambiente, desenvolvimento socioeconémico,

ética e justiga distributiva e qualidade de vida”.

Mais especificamente, por ser a parte mais visivel, a comunicacdo mercadolédgica (ou seja, a
variavel promocional do composto de marketing) passa a ser alvo de escrutinio, principalmente se e
quando contrastada a postura da organizacdo emissora. Dessa forma, comecam a ganhar crescente
notoriedade casos de praticas comunicacionais irresponsaveis, que divulgam falsos discursos
mercadologicos, popularmente conhecidos como ‘washing ’s.

A discussao sobre as comunicacdes mercadoldgicas enganosas € relativamente recente, tendo
se disseminado a partir da expressdo seminal whitewashing, por volta da década de 80, usada para
configurar o processo de limpeza da reputagdo de uma organizacdo, escondendo eventuais equivocos
corporativos (Andreoli, Costa & Prearo, 2022). Depois disso, comecaram a se popularizar diversos
termos, com diferentes ramificagdes, todos mantendo o uso do sufixo “washing”, a fim de denotar o
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processo de lavagem, limpeza, maquiagem ou pintura realizado para manter a intacta a imagem de um
produto, marca ou organizacdo e/ou melhorar algum atributo.

Por exemplo, um anuncio dos anos de 2010 que afirmava que os veiculos novos da empresa
poluiam apenas 5% daqueles dos anos de 1950, mas com o grande problema de ndo se saber qual era o
nivel de poluicdo antigo, para julgar se 0s novos podem ser considerados “verdes”. Ou, na mesma época,
mas muito mais “descarado”, um comercial televisivo de um automoével cujo nome ja leva a composicao
de “eco”, que retrata um mundo fantasioso, no qual a paisagem vai se transformando em natureza
conforme o carro se locomove, a fim de sugerir sua contribui¢do para a criagdo e manutencdo do meio
ambiente. Destaca-se, inclusive, a acdo transformadora em um dos principais poluentes gerados pelo
produto, a fumaca no escapamento, que é apresentada como se tornando um inofensivo algodéo.

Como primeiro expoente, o surgimento do termo greenwashing é atribuido a Jay Westervelt,
um ambientalista norte-americano, no ano de 1986 (Wang et al., 2023). Trés décadas depois, um
mapeamento da producdo académica (Andreoli, Crespo & Minciotti, 2017) mostrou uma ainda limitacédo
da produgéo académica concernente a esse tema, em torno de 40 artigos, apesar do crescente interesse,
com uma perspectiva futura de ampliacdo. Depois disso, 0 que se observa é uma profusao de estudos
publicados, com as mais variadas vertentes e ambitos de aplicacdo, justificados pela importancia
académica, gerencial e social (Liu et al., 2023).

Apesar disso, a complexidade atrelada a pratica de greenwashing pode ser observada pela
recorréncia de esforgos atuais de sistematizacdo e revisdo da producdo académica, que buscam nédo
apenas consolidar o conhecimento atual, mas apontar as ainda existentes lacunas de pesquisa (Freitas
Netto et al., 2020; Wang et al., 2023; Liu et al., 2023; Montgomery & Lyon, 2023; Santos, Coelho &
Marques, 2023). Nesse sentido, em congruéncia com os autores citados, torna-se mais seguro afirmar
gue a compreensdo acerca da tematica ainda ndo chegou a um ponto efetivamente satisfatorio, em
especial considerando a ainda proliferacdo da pratica pelo meio organizacional.

Um relatério divulgado pelo Terra Choice em 2009 se tornou uma importante referéncia na
identificacdo da pratica de greenwashing, sintetizando os principais indicios de sua ocorréncia,
denominados de pecados do greenwashing (Andreoli, Costa & Prearo, 2022). Em que pese tal
contribuicdo, observa-se cada vez maior diversificacdo da pratica, abarcando diferentes aspectos
mercadoldgicos, como a embalagem e a rotulagem ambiental, as veiculagdes promocionais, até a
publicizacdo de indicadores, balancos e relatorios de desempenhos organizacionais com o componente
ambiental (Wang et al., 2023).

Essa proliferacdo de formas de caracterizacdo de lavagens relacionadas com uma grande
variedade de questdes de desenvolvimento sustentavel torna a pratica do greenwashing mais frequente,
dificultando ainda mais a sua identificacdo pelo mercado consumidor. Nesse sentido, Andreoli (2023)
argumenta o atual cenario como um circulo vicioso: a eficcia da préatica de greenwashing, com a

atestada capacidade de influéncia do comportamento do consumidor (que acaba comprando facilmente
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a imagem “falsamente” vendida), diante da auséncia de regulacdo efetiva, funciona como um estimulo
para a sua replicacdo/perpetuacdo. Ainda, € inerente a dificuldade de se criar um marco regulatorio, pois
os “apelos” nas comunica¢des dos mais variados produtos ndo permite que se tenha regularidades para
se criar a legislacdo. Assim sendo, o fomento de entidades autor reguladoras é de fundamental
importancia.

Em segundo lugar, surge o termo bluewashing (blue em alusdo a cor da ONU e ao pacto global
— ONU, 2024), apresentado como o paralelo do greenwashing, direcionado as questdes sociais. Um
recente mapeamento da producdo académica sobre o bluewashing (Andreoli, 2024) ilustrou um
crescente interesse na tematica, mas com quase auséncia de estudos que haviam de fato se aprofundado
na investigagdo. Ainda que menos frequentes, também se verificam outras formas de se enderecar ao
tema, com a expressdo socialwashing (Lanzalonga et al., 2023) e CSR-washing, de lavagem da
Corporate Social Responsability, ou Responsabilidade Social Corporativa (Boiral, Heras-Saizarbitoria
& Testa, 2017).

O bluewashing compreende o ambiente organizacional de maneira abrangente, podendo ter
direcionamento tanto interno, quando relacionado ao corpo de funcionarios (Verbicaro, Silva & Simdoes,
2021), quanto externo, quando da relacdo com fornecedores e no caso de comunicagdes mercadoldgicas
dirigidas ao mercado consumidor (Sailer, Wilfing & Straus, 2022; Andreoli, 2023). Uma forma
recorrente de alusdo ao bluewashing se refere ao Pacto Global das Nag¢6es Unidas, no sentido em que as
organizagdes se vestem da sua bandeira azul para aproveitar a divulgagdo dos principios sustentaveis
defendidos por ele, que ndo sdo efetivamente cobrados nem fiscalizados (Andreoli, 2024; Berliner &
Prakash, 2015).

Dessa forma, considerando os pontos supracitados, a necessidade de maior compreensao sobre
a vertente social do falso discurso mercadoldgico se mostra ainda mais evidente. Inclusive, comegam a
se proliferar novos termos como possiveis ramificacdes mais especificas dessa divulgacdo enganosas
acerca da responsabilizacdo organizacional social. S&o alguns os exemplos mais proeminentes, como o
diversity washing, relacionado a questdo da diversidade (Andreoli & Freitas, 2024; Lanzalonga et al.,
2023), o pinkwashing, cujo entendimento é diverso, podendo se referir & definicdo seminal relacionada
ao cancer de mama (Agostino & Middlemost, 2022), ou, mais recente, referente a comunidade
LBGTQIAP+ (Sanchez-Soriano & Jiménez, 2020), também estudado como rainbow washing (Wulf et
al., 2022), ou ao publico de expressdo de género feminino (Venturelli et al., 2024), entre tantos outros.

Importante mencionar que processo semelhante aconteceu também com o greenwashing, com
0 surgimento de termos como o veganwashing (Bertuzzi, 2022) e o organic washing (Andreoli & Santos,
2023; Nunes, 2021). Além disso, 0s exageros das organiza¢Ges em relacdo aos seus compromissos
climéticos, ao seu desempenho nesta area ou aos seus apelos de neutralidade de carbono séo, por vezes,
referidos como climate-washing (Chan et al., 2023; Ballan & Czarnezki, 2024; Law et al., 2024). Tendo

iISSO em vista, mais recente, presenciam-se novas proposi¢des, como o SDG-washing (Heras-
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Saizarbitoria, Urbieta & Boiral, 2022), com referéncia aos Sustainable Development Goals, ou objetivos
de desenvolvimento sustentavel, ou mesmo o ESG washing, alusivo ao Environmental, Social and
Governance, ou Ambiental, Social e Governanca (Todaro & Torelli, 2024; Huang et al., 2024). Essa
profusdo de termos concernentes as comunicag¢fes mercadoldgicas enganosas evidencia a problemaética
envolvida na préatica, com graves consequéncias gerenciais e sociais.

Um namero crescente de organizacBes estd consciente destas armadilhas, como evidenciado
pela tendéncia crescente de minimizar deliberadamente as comunicac6es sobre medidas ambientais ou
sociais para evitar acusacfes de greenwashing ou bluewashing. Os processos judiciais amplamente
divulgados contra empresas poluidoras que exageraram as suas realiza¢cBes ambientais contribuiram
certamente para esta tendéncia, por vezes referida como greenhushing ou brownwashing. (Kim & Lyon,
2015; Heras-Saizarbitoria et al., 2020; Huang, Francoeur & Brammer, 2022).

Deve-se ressaltar, inclusive, que, de maneira geral, a argumentagdo consensual entre os estudos
(em seus mais variados direcionamentos) é de um atual quadro alarmante de proliferacdo da pratica dos
washing. Por esse motivo, torna-se inegavel que a compreensdo acerca dessa tematica esta aquém do
necessario. Sendo assim, dentre as diversas lacunas de pesquisa existentes, desponta-se como
imprescindivel a investigacdo e a consequente proposi¢do de caminhos que possam contribuir para
dirimir o quadro supracitado.

Uma vez apresentado ao leitor os diversos tipos de possiveis falsos discursos mercadoldgicos,
essa edicdo especial busca sanar justamente essa necessidade, abrangendo oito artigos. O primeiro artigo
inicia a discussdo trazendo uma revisdo sistematica da literatura concernente & relagdo entre
Responsabilidade Social Corporativa (RC), Brand Equity (BE) e Reputagcdo Corporativa.

Em seguida, temos quatro artigos voltados a tematica de greenwashing, com dois grandes
direcionamentos. No primeiro viés, ha a investigagcdo da rotulagem ecoldgica e a sua influéncia na
intencdo de compra dos consumidores, assim como o estudo dos efeitos do greenwashing na intengéo
de compra e na percepcdo de qualidade pelo consumidor. J& no segundo bloco, tem-se a andlise da
transparéncia na comunicacdo de pequenas marcas de moda sustentavel no Instagram, bem como a
verificacdo da identidade corporativa a partir das ac6es de ESG divulgadas na moda de luxo.

O sexto artigo se envereda para uma discusséo sobre o enfoque na diversidade, com uma reviséo
sistematica voltada a tematica de fachada de diversidade organizacional (organizational diversity
facade), explorando as conceitualizacBes e dimensdes presentes na producdo académica. Ainda mais
especifico, o sétimo estudo investiga a reacdo do consumidor ao pinkwashing, trabalhado como o falso
discurso mercadoldgico voltado a comunidade LGBTQIAP+.

Encerrando a edicdo, o ultimo artigo apresenta uma discussdo sobre o greenhushing, entendido

como o contraponto do greenwashing, mapeando e apreciando a producao académica.
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