What happens when companies tell the truth about their sustainability
efforts? The influence of message sidedness on consumer skepticism

Francine Bagatini
FGV EAESP
Marcelo Perin
FGV EAESP
Dilney Gongalves
IE Business School — IE University

Acknowledgements:
This study was financed in part by the Coordenacao de Aperfeicoamento de Pessoal de
Nivel Superior - Brasil (CAPES) - Finance Code 001.

Cite as:
Bagatini Francine, Perin Marcelo, Gongalves Dilney (2025), What happens when
companies tell the truth about their sustainability efforts? The influence of message

sidedness on consumer skepticism. Proceedings of the European Marketing Academy,
54th, (125907)

Paper from the 54th Annual EMAC Conference, Madrid, Spain, May 25-30, 2025

EUROPERREMARKEENG ACADEALY




What happens when companies tell the truth about their sustainability

efforts? The influence of message sidedness on consumer skepticism

Abstract:

Previous studies on message sidedness show that communicating both positive and negative ideas
can positively influence consumer perceptions, enhance message credibility, and increase purchase
intention. However, is this communication strategy always well-received? Our study reveals a
novel outcome regarding the influence of negative information, demonstrating that presenting both
positive and negative arguments about sustainability initiatives is not the best strategy for reducing
consumer skepticism toward companies’ sustainability speech. Through three experimental

studies, this research shows that assuming negative ideas can be a double-edged sword.
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