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Dear Dr. Nguyen Tien Trung, Editor-in-Chief,

         Editorial Board of Quy Nhon University Journal of Science,

My name is Loi Duc Nguyen, Lecturer at the Faculty of Business Administration, Banking Academy of Vietnam. I am writing as the corresponding author, together with Ms. Uyen Dang Thi, MBA, to submit our manuscript entitled “How greenwashing forestalls intention to purchase shopping goods: the detrimental impact of green confusion, green perceived risk, and green skepticism” for your kind consideration for publication in Quy Nhon University Journal of Science.

This study addresses a gap in the greenwashing literature by exploring how greenwashing raises consumer psychology obstacles and not only remains focused around whether it generates green confusion or risk perceptions but also integrates green skepticism within a consolidated framework to broaden the measuring of cognitive barriers as well as help fully understand the causes of green consumption breakdowns. To the best of our knowledge, all three paths have been shown to reduce intention, with green skepticism having the strongest influence, while green confusion appears to be less severe. The study provides evidence that greenwashing has far-reaching negative effects on consumer behavior, not merely failing to sell products but also poisoning the confidence that green marketing must depend upon. 

We believe this manuscript is appropriate for publication in Quy Nhon University Journal of Science because it closely aligns with the journal’s in-depth discussion of sustainable marketing and business by criticizing greenwashing practices and highlighting its contribution to the green efforts and strategic direction, with greenwashing being the key detrimental challenge. This paper offers theoretical insights and actionable implications for both scholars and practitioners, particularly in the fields of sustainable marketing, business ethics, and consumer behavior.

We declare that this article is original and has not been published elsewhere or is in the process of being submitted to another journal. On top of that, we commit that there is no conflict of interest between the authors. In addition, the process related to this manuscript will be contacted on behalf of the corresponding author, Loi Duc Nguyen (loind@hvnh.edu.vn).
We would like to thank the Journal for your consideration of this manuscript.

Best regards,
Nguyen Duc Loi
Faculty of Business Administration, Banking Academy of Vietnam, Vietnam
Email: loind@hvnh.edu.vn
