Devi Mano (drdevimano@agmail.com) Downloaded: 1/19/2026 9:13:14 AM

Chapter 6
The Impact of Green
Marketing Strategies
on Consumer
Purchase Intention
of Green Product

Devi Mano
https://orcid.org/0009-0007-3707-8310

Vels Institute of Science, Technology, and Advanced Studies, India

D. Anitha Kumari
https://orcid.org/0009-0000-4863-8714

Vels Institute of Science, Technology, and Advanced Studies, India

N. Mari Anand
https://orcid.org/0000-0002-6443-249X

University of Technology and Applied Sciences, Salalah, Oman

ABSTRACT

As environmental awareness grows worldwide, both consumers and businesses are
becoming more conscious of sustainability. This study explores how green marketing
strategies influence consumers’ intentions to buy eco-friendly products. Companies
today are adopting various green practices—such as eco-labeling, sustainable
packaging, green advertising, and fair pricing—to appeal to environmentally aware
customers. The research aims to understand how these strategies shape consumer
trust, perception, and willingness to purchase green products. Using survey data
and quantitative analysis, the study examines the strength of the relationship be-
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tween different aspects of green marketing and consumers’ buying intentions. The
results reveal that honest, transparent, and credible green marketing practices can
significantly improve consumer attitudes and encourage eco-friendly purchasing
behavior. The paper also highlights ongoing challenges like greenwashing and the
need for greater consumer awareness.

INTRODUCTION

Growing concerns about climate change, pollution, and the depletion of natural
resources have brought sustainability to the center of global attention. As people
become more aware of environmental issues, both consumers and businesses are
rethinking their choices. Companies are moving away from traditional marketing
approaches and adopting green marketing, which focuses on creating, promoting,
and delivering products that are environmentally friendly and socially responsible.
The goal is not just to meet consumer needs but also to reduce the environmental
impact of production and consumption. In recent years, growing environmental
concerns and global sustainability movements have significantly influenced con-
sumer behavior and business practices. As issues such as climate change, resource
depletion, and pollution gain prominence, both consumers and organizations have
become increasingly aware of the need for eco-friendly alternatives. This shift has
given rise to green marketing, a strategic approach that emphasizes the promotion
of environmentally sustainable products and practices. Green marketing not only
focuses on highlighting the ecological benefits of products but also aims to build a
positive corporate image and foster long-term consumer trust.

In today’s marketplace, green consumerism is on the rise. Consumers are in-
creasingly making purchase decisions based on ethical and environmental values. To
meet these changing preferences, businesses across sectors—such as food, fashion,
electronics, and automobiles—are embracing green marketing strategies like eco-
labeling, recyclable packaging, green advertising, and sustainable pricing. These
initiatives aim to build trust and project an image of environmental care, appealing
to customers who value sustainability. However, the real effectiveness of these strat-
egies depends on how well they shape consumer attitudes, trust, and ultimately, their
intention to purchase green products.In today’s competitive marketplace, consumers
are increasingly evaluating products not only based on quality and price but also on
the ethical and environmental practices of the companies behind them. This shift in
consumer values has compelled businesses to integrate sustainability into their core
marketing philosophies. As a result, green marketing is no longer viewed merely as
a promotional tactic but as a holistic approach encompassing product innovation,
supply chain management, and corporate responsibility. Companies that demon-

126



Devi Mano (drdevimano@gmail.com) Downloaded: 1/19/2026 9:13:1

|P Address: 27

strate genuine commitment to environmental protection often experience stronger
brand loyalty, improved corporate image, and increased consumer trust. However,
skepticismregarding “greenwashing”—false or exaggerated environmental claims—
remains a significant challenge that can undermine consumer confidence. Thus, the
credibility and authenticity of green marketing communications play a crucial role
in determining their overall impact on consumer purchase intentions and behavior.

Even with the growing popularity of green marketing, several challenges remain.
Many consumers express positive attitudes toward eco-friendly products but do not
always follow through with actual purchases. This gap between what people say and
what they do—often called the attitude-behavior gap—is influenced by factors such
as price sensitivity, lack of product information, and skepticism caused by green-
washing (false or exaggerated environmental claims). Understanding how and why
green marketing affects consumer decisions is therefore crucial for both marketers
and policymakers.This study explores the impact of green marketing strategies on
consumer purchase intention of green products, seeking to determine how various
marketing efforts—such as environmental awareness campaigns, product labeling,
and brand credibility—influence consumer attitudes and decision-making. By ex-
amining this relationship, the research aims to provide valuable insights into how
organizations can effectively design and implement green marketing strategies that
not only support environmental goals but also drive market success.Despite the
increasing popularity of green products, there remains a gap between consumers’
positive environmental attitudes and their actual purchasing behavior—a phenom-
enon often referred to as the “attitude-behavior gap.” This gap raises important
questions about the factors that drive or hinder green purchase intentions. Elements
such as green advertising credibility, environmental labeling, perceived consumer
effectiveness, and brand image play a significantrole in shaping consumer decisions.
Understanding these factors can help marketers design more effective strategies that
convert environmental concern into actual purchase behavior.

Research shows that factors like environmental awareness and brand credibility
play key roles in shaping green purchase intentions. For instance, green advertising
helps educate consumers, eco-labels build trust, and sustainable packaging improves
brand image. Studying these relationships can help companies develop marketing
strategies that not only promote sustainability but also drive genuine consumer
engagement and loyalty. The adoption of green marketing strategies has become
a vital tool for organizations seeking to align with the values of environmentally
conscious consumers. These strategies may include eco-labeling, sustainable pack-
aging, green advertising, and corporate social responsibility initiatives. However,
the effectiveness of such strategies ultimately depends on how they shape consumer
purchase intentions—the likelihood that a consumer will choose a green product
over conventional alternatives. Understanding the impact of green marketing on
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consumer purchase intentions is therefore essential for businesses striving to achieve
both environmental sustainability and competitive advantage.

This paper explores the impact of green marketing strategies on consumer
purchase intention toward green products by examining key elements such as eco-
labeling, green packaging, pricing, and advertising. It also draws insights from
consumer behavior, environmental psychology, and marketing theory to provide a
more complete understanding of how green marketing works.

The findings of this research are expected to guide businesses in building stronger
sustainability-oriented brands and help policymakers design programs that encour-
age eco-friendly consumption. As global markets move toward more circular and
responsible economies, understanding how green marketing influences purchasing
decisions has become not only a business advantage but also a vital step toward a
more sustainable future.

BACKGROUND OF THE STUDY

In recent years, green marketing has become an essential part of India’s move
toward sustainable business practices. As consumers become more environmentally
conscious, their buying habits increasingly reflect a preference for brands that show
genuine concern for the planet. Businesses are responding by adopting eco-friendly
approaches—such as recyclable packaging, environmental labeling, and digital
green campaigns—that not only appeal to these conscious consumers but also
strengthen their brand reputation (Kumar, 2024). This shift marks a broader trend
toward sustainable consumerism, where companies strive to balance profitability
with ecological responsibility.

Raturi and Bhatnagar (2023) explored how the components of the green mar-
keting mix—product, price, place, and promotion—affect consumers’ intention to
buy green products in urban India. Their study revealed that eco-friendly packaging,
reasonable pricing, and a positive brand image significantly encourage purchase
intentions, especially among younger, environmentally aware consumers.

Similarly, Verma (2024) examined how environmental concern, perceived be-
havioral control, and social norms influence green product purchases in cities like
Delhi and Bengaluru. They found that social influence and environmental awareness
play amajor role in shaping consumers’ willingness to choose eco-friendly products.

Kumar (2024) investigated how eco-label credibility and green packaging affect
consumer behavior in India’s FMCG sector. Their findings showed that trustworthy
third-party certifications and clear environmental labeling enhance consumer trust
and perceived product quality, ultimately increasing the intention to purchase green
products.
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Priya and Mehta (2025) looked at the role of digital marketing and influencer
campaigns in promoting green products in the retail sector. They found that social
media-based sustainability messages and endorsements from influencers create
stronger emotional connections with green brands, encouraging consumers to make
eco-friendly purchases.

Kauretal. (2025) analyzed how environmental concern mediates the relationship
between green advertising and purchase intention in northern India. Their study
concluded that authentic environmental messages and practical product usefulness
significantly strengthen both purchase intention and brand preference.

Kumar (2025) used structural equation modeling (SEM) to identify the main pre-
dictors of green purchase intention. His results showed that green brand knowledge
(B =0.55), eco-friendly packaging ( = 0.60), and brand trust (f = 0.70) are major
influencing factors. He emphasized the importance of transparency and consumer
education in converting environmental awareness into actual purchasing behavior.

Nair (2024) examined how corporate social responsibility (CSR) and green inno-
vation affect consumer behavior in southern India. They found that CSR activities
and innovative eco-friendly products build consumer trust and long-term loyalty
toward green brands.

Patel et al. (2024) explored post-purchase satisfaction and loyalty in the context
of green products sold through e-commerce platforms. Their findings revealed that
satisfaction with product performance and brand credibility strongly predict repeat
purchases and positive word-of-mouth for green products.

RESEARCH OBJECTIVES

1. To examine how key green marketing strategies—such as eco-labeling, green
advertising, sustainable packaging, and green pricing—influence consumers’
intention to purchase environmentally friendly products.

2. To analyze how consumer trust and environmental awareness act as mediating
factors in the relationship between green marketing practices and consumers’
purchase intentions.

3. To identify the major challenges and barriers—such as greenwashing, price
sensitivity, and doubts about product quality—that limit the effectiveness of
green marketing in encouraging actual green purchases.

4. To propose a strategic framework that helps businesses design more authentic
and effective green marketing initiatives, fostering consumer trust, promoting
sustainable consumption, and strengthening brand competitiveness in the green
marketplace.
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RESEARCH QUESTIONS

1. How dodifferent aspects of green marketing—Ilike green brand knowledge, eco-
friendly packaging, environmental awareness, and green labelling—influence
consumers’ willingness to buy environmentally friendly products?

2. How do factors such as brand trust and brand attitude help connect green mar-
keting efforts with consumers’ actual intention to purchase green products?

3. In what ways do demographic factors such as gender, age, and income shape
how consumers respond to green marketing strategies and decide whether to
buy green products?

4. Which mix of green marketing practices and brand-related factors most effec-
tively encourages consumers to choose sustainable products?

METHODOLOGY

This study adopts a qualitative research methodology, utilizing case studies and
literature review to analyze the impact of green marketing strategies on consumer
purchase intention of green products. Data is collected from academic journals,
industry reports, and documented marketing campaigns that focus on sustainable
branding, eco-labeling, and green advertising across various sectors.

ENHANCING CONSUMER PURCHASE INTENTION OF GREEN
PRODUCTS THROUGH GREEN MARKETING STRATEGIES

The growing focus on sustainability and the rise of eco-conscious consumerism
have transformed how companies design, market, and sell their products. Under the
expanding green economy, environmentally friendly products are gaining popularity—
butinfluencing consumer purchase decisions remains acomplex behavioral challenge.
Green marketing strategies such as eco-labeling, green advertising, and sustainability
messaging play a vital role in shaping these decisions. These approaches not only
raise awareness but also build trust, helping brands engage consumers meaningfully
and encourage environmentally responsible buying behavior.

The foundation of effective green marketing lies in understanding key psycho-
logical factors that shape consumer behavior—such as environmental concern, per-
ceived product effectiveness, and brand credibility. When consumers are repeatedly
exposed to genuine sustainability messages, they begin to associate green product
features with their personal values and lifestyle choices. This emotional and cognitive
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alignment strengthens their motivation to choose eco-friendly options in a crowded
marketplace filled with competing claims.

One of the biggest challenges in green marketing is overcoming greenwashing—
the use of misleading or exaggerated environmental claims. Such practices damage
trust and make consumers skeptical about green products. Kumar (2024) emphasizes
that transparency, backed by credible third-party certifications and clear communi-
cation, is far more effective than vague sustainability slogans in converting purchase
intention into real buying behavior. In a sense, just as cybersecurity systems detect
hidden threats, authentic green marketing must anticipate and counter consumer
skepticism to preserve credibility.

Digital green marketing has further transformed how businesses connect with
different consumer groups. By leveraging data analytics and personalization, mar-
keters can tailor sustainability messages to specific audience segments—whether
they are eco-conscious millennials, price-sensitive shoppers, or socially responsible
families. Rakhmatov (2025) found that targeted campaigns on social media and
through influencer collaborations generate stronger engagement and higher pur-
chase conversion rates, much like how advanced algorithms enhance performance
in other data-driven fields.

Moreover, the implementation of green marketing strategies allows companies
to gain continuous insights into consumer attitudes and behavior. Verma (2024)
notes that green marketing analytics can monitor consumer sentiment, categorize
behavioral patterns, and provide real-time feedback. This helps marketers refine
their messaging and product positioning proactively, ensuring that their campaigns
remain relevant and effective.

Automation tools have also become a key element in green marketing. These
systems manage repetitive promotional tasks while enabling real-time interaction
with consumers. Through automation, marketing teams can deliver eco-messages
efficiently, identify skeptical audiences, and initiate loyalty programs without manual
delays. Bharti et al. (2024) point out that this responsiveness helps prevent consumer
disengagement and keeps brands competitive in the fast-evolving green marketplace.

Scalability is another major advantage of digital green marketing. As consumer
expectations and product diversity grow, traditional marketing approaches often
struggle to adapt. Al-powered systems can analyze vast amounts of consumer data,
track shifting environmental priorities, and modify marketing strategies in real time
(Thapaliya & Bokani, 2024). This agility helps brands stay aligned with the dynamic
values of sustainability-oriented consumers.

Ultimately, green marketing strengthens brand equity by combining ethical
branding with consumer education. Unlike traditional marketing, green campaigns
must appeal to both the heart and the mind—addressing emotional connections
while providing rational evidence of environmental benefits. The success of green
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marketing depends on authenticity, consistency, and meaningful consumer engage-
ment. When done well, it fosters trust, loyalty, and advocacy; when done poorly, it
risks consumer indifference or backlash (Garcia, 2024).

EFFECTIVE INFLUENCE OF GREEN MARKETING
STRATEGIES ON CONSUMER PURCHASE
INTENTION OF GREEN PRODUCTS

The modern marketplace has evolved dramatically with the rising global focus
on environmental sustainability and responsible consumption. Green marketing
has reshaped traditional marketing practices by embedding eco-friendly values,
sustainable production methods, and honest communication about environmental
impact. Today, businesses are not just promoting product performance—they are
also aligning their campaigns with consumers’ ethical and environmental beliefs.
As aresult, green marketing has become a key driver of purchase intention across
diverse industries, including food, fashion, cosmetics, and technology.

The power of green marketing lies in its ability to create awareness and build
positive perceptions among consumers. Companies now rely on eco-labels, recy-
clable packaging, organic certifications, and sustainability claims to demonstrate
their commitment to the environment. These visible actions foster consumer trust
and enhance the perceived value of products, motivating eco-conscious buyers
to choose green options over conventional ones (Dahiya et al., 2025). Similarly,
transparent and authentic environmental advertising strengthens brand credibility,
leading to greater customer loyalty and even a willingness to pay more for genuinely
sustainable products.

A brand’s green image plays a crucial role in influencing consumer decisions.
People are more likely to support brands that consistently display ecological re-
sponsibility—from sourcing raw materials sustainably to managing waste respon-
sibly. When companies effectively communicate their environmental efforts, they
create an emotional connection with consumers who see the brand as a responsible
caretaker of the planet (Fernandes et al., 2024). This emotional attachment not only
strengthens loyalty but also encourages actual purchase behavior.

Environmental awareness and knowledge also play an important part in shaping
green purchase intentions. Consumers who are more informed about sustainability
are better equipped to recognize authentic environmental benefits and value them.
However, the rise of greenwashing—where companies exaggerate or falsify their
environmental claims—can quickly damage trust. To avoid this, brands must ensure
transparency and support their claims with credible certifications and endorsements
(Li, 2025).
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Beyond awareness, perceived product quality remains a decisive factor. Consumers
evaluate not only how eco-friendly a product is but also how well it performs and
whether it’s affordable. When green products offer equal or superior quality com-
pared to traditional alternatives, consumers are more likely to buy them (Upadhyaya
& Sijoria, 2024). This shows that sustainability alone is not enough—performance
and value must go hand in hand with environmental responsibility.

Social and psychological factors further enhance the effectiveness of green
marketing. Social influence, peer recommendations, and shared cultural values en-
courage environmentally friendly behaviors, especially among younger generations
like Gen Z. This group is particularly responsive to digital marketing campaigns
that highlight sustainability, social ethics, and responsible production (Dubey et
al., 2024). By leveraging social media and influencer advocacy, brands can shape
collective norms and inspire widespread eco-conscious consumption.

Government policies and corporate social responsibility (CSR) initiatives also
play a critical role. Companies that integrate green supply chain practices, renew-
able energy, and proper waste management not only comply with regulations but
also gain public respect and long-term loyalty (Kathuria & Nigam, 2024). These
practices support national sustainability goals and reinforce a company’s credibility
in the eyes of the public.

The success of green marketing depends on a holistic approach that combines
ethical practices, consistent environmental communication, and genuine brand
integrity. When businesses align their marketing efforts with the values of envi-
ronmentally conscious consumers, they don’t just boost purchase intentions—they
help create a culture of sustainability. In doing so, they contribute to both long-term
brand success and the broader goal of preserving the planet for future generations.

MAJOR CHALLENGES IN ADOPTING GREEN MARKETING
STRATEGIES AND HOW TO ADDRESS THEM

In India’s growing green economy, businesses are increasingly recognizing the
importance of integrating sustainability into their marketing strategies. As environ-
mental awareness rises, many companies are adopting practices such as recyclable
packaging, green labeling, and carbon-neutral advertising to attract environmentally
conscious consumers. However, despite these efforts, several challenges continue to
hinder the effective implementation of green marketing— including high operational
costs, consumer skepticism, and a lack of clear regulatory direction (Kumar, 2024).

One of the key examples is ITC Limited, which has successfully linked sus-
tainability with marketing communication through its “Paperkraft” notebooks and
“Fiama” eco-friendly product lines. While these initiatives use recyclable materials
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and minimize plastic use, the company faces the challenge of maintaining afford-
ability. Green products often cost more due to expensive sustainable inputs, which
can limit consumer adoption (Raturi & Bhatnagar, 2023). To overcome this, ITC
focuses on life-cycle marketing — emphasizing long-term environmental and health
benefits rather than competing purely on price.

Similarly, Tata Consumer Products promotes its beverages through eco-labeling
and responsible sourcing claims. However, the company initially faced skepticism
from consumers who doubted the authenticity of its green claims. To strengthen
trust, Tata adopted credible third-party certifications like Rainforest Alliance and
Fairtrade, ensuring transparency and reinforcing consumer confidence (Kumar, 2025).

Hindustan Unilever Limited (HUL) provides another strong example through
its “Clean Future” initiative, which promotes detergents and personal care products
with lower carbon and water footprints. Yet, a major obstacle for HUL lies in com-
municating these technical sustainability benefits to consumers with different levels
of literacy and environmental understanding. To bridge this gap, HUL launched
educational and relatable green advertising campaigns that translate complex sus-
tainability messages into simple, meaningful narratives (Verma, 2024).

Patanjali Ayurved, known for its natural and herbal products, struggles with
the perception of greenwashing—where consumers question the authenticity of its
eco-friendly claims. To address this, the company enhanced transparency across its
supply chain by showcasing its sourcing and production processes through digital
storytelling and QR-based traceability systems. This move helped consumers see
the brand’s genuine environmental commitment, strengthening trust and purchase
intention (Desai & Mehta, 2025).

In the automotive industry, companies like Tata Motors and Mahindra Electric face
a different challenge: low consumer awareness about the environmental advantages
of electric vehicles (EVs). Many consumers still view EVs as expensive or imprac-
tical. To counter this, these brands focus their campaigns on educating consumers
about long-term savings, zero-emission benefits, and India’s sustainability goals.
By blending emotional appeal with factual evidence, they successfully position EVs
as both eco-friendly and technologically advanced (Nair, 2024).

The retail sector, represented by BigBasket and Reliance Fresh, has also adopted
green marketing practices through sustainable packaging and locally sourced prod-
ucts. Their biggest challenge lies in maintaining consistent environmental standards
across multiple regions. To solve this, these companies use Al-driven logistics
optimization and supplier training programs to ensure that sustainability goals and
product quality remain uniform nationwide (Patel et al., 2024).

A recurring challenge across industries is consumer behavioral inertia—where
people express environmental concern but fail to act on it when making purchases.
Overcoming this requires strategies that make green purchasing a social norm.
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Techniques like behavioral reinforcement marketing, influencer advocacy, and
public-private partnerships help bridge this gap. For instance, initiatives such as
the Swachh Bharat Green Consumer Campaign integrate government awareness
programs with corporate green messaging to encourage consistent eco-friendly
choices (Kaur et al., 2025).

The success of green marketing in India depends on how effectively companies
address challenges of trust, cost, education, and standardization. Businesses that
prioritize transparency, credible certification, and consumer engagement are more
likely to build loyalty and long-term brand strength. By aligning marketing strate-
gies with consumer psychology and sustainable values, companies not only boost
purchase intentions but also contribute meaningfully to India’s journey toward a
greener and more responsible economy.

KEY COMPONENTS IN A RESILIENT AND EFFECTIVE
GREEN MARKETING FRAMEWORK FOR ENHANCING
CONSUMER PURCHASE INTENTION OF GREEN PRODUCTS

A strong and resilient green marketing framework is essential for promoting
sustainable consumption and building consumer trust in India’s rapidly evolving
marketplace. To be effective, such a framework must combine multiple strategic
elements that influence consumer perceptions, encourage eco-friendly behavior,
and ensure long-term competitiveness.

The first and most fundamental component is green brand knowledge, which
shapes how consumers perceive a company’s environmental responsibility. When
consumers understand abrand’s eco-friendly values, sustainable production methods,
and environmental initiatives, they are more likely to form positive attitudes and
intentions to purchase. Clear and consistent communication—through informative
advertising, eco-labels, and transparency about sustainability practices—builds
credibility and trust (Kumar, 2024).

The second vital element is eco-friendly product packaging, which serves as a
visible expression of acompany’s commitment to the environment. Using biodegrad-
able materials, reusable containers, or minimal plastic packaging appeals strongly
to environmentally conscious consumers. Leading Indian brands like ITC and HUL
have adopted such practices across product lines like Aashirvaad Nature’s Super-
foods and Love Beauty and Planet. These initiatives not only reduce environmental
impact but also resonate with consumers’ ethical and social values, motivating them
to choose green products (Kumar, 2024).

Another essential pillar is green labeling, which bridges the information gap
between companies and consumers. Recognized eco-labels and certifications—such
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as EcoMark, Energy Star, and Rainforest Alliance—indicate that a product meets
specific environmental standards. These labels enhance authenticity, reduce con-
sumer uncertainty, and help differentiate genuine green products from misleading
claims. In the Indian market, where skepticism about sustainability is still common,
credible labeling plays a crucial role in influencing consumer trust and purchase
decisions (Kaur et al., 2025).

Environmental awareness and education form the next major component of the
framework. Awareness initiatives—whether through digital media, sustainability
workshops, or corporate social responsibility (CSR) programs—help cultivate eco-
consciousness among consumers. For instance, Tata Motors and Godrej Consumer
Products actively engage in community outreach and environmental education
programs that encourage responsible consumption. Such efforts shape positive so-
cial norms and increase consumers’ likelihood of purchasing eco-friendly products
(Verma, 2024).

Equally important is green advertising and communication transparency. Honest,
evidence-based communication about environmental benefits, certifications, and
sustainable practices is key to building long-term credibility. Misleading or exagger-
ated claims—known as greenwashing—can severely damage consumer trust. Brands
such as Patanjali and Dabur have addressed this by using authentic messaging that
connects environmental sustainability with health, purity, and tradition, making
their campaigns relatable and trustworthy (Desai & Mehta, 2025).

A well-designed pricing strategy is also critical. While green products often
cost more to produce, pricing them competitively is essential in a price-sensitive
market like India. Companies can adopt a value-based pricing approach, highlight-
ing long-term savings, product durability, and health benefits instead of focusing
only on upfront costs. In addition, government incentives—such as tax reductions
or subsidies for eco-friendly goods—can make green products more affordable and
appealing to consumers (Raturi & Bhatnagar, 2023).

In recent years, digital green marketing and social media engagement have
become transformative tools for influencing consumer behavior. Social platforms
allow brands to interact directly with young, environmentally aware audiences
through creative campaigns, influencer partnerships, and community storytelling.
By promoting sustainable lifestyles, companies like Fablndia and Forest Essentials
build emotional connections with consumers that translate into higher purchase
intentions (Patel et al., 2024).

Finally, corporate environmental responsibility (CER) and supply chain trans-
parency strengthen overall brand credibility. Companies that integrate sustainability
into every stage of their operations—from raw material sourcing to production,
distribution, and recycling—demonstrate genuine ethical commitment. This not only
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enhances environmental outcomes but also boosts consumer loyalty and advocacy
(Nair, 2024).

A robust green marketing framework combines several interrelated components:
green brand knowledge, eco-friendly packaging, credible labeling, environmental
education, transparent advertising, strategic pricing, digital engagement, and re-
sponsible corporate practices. Together, these elements create an ecosystem where
green products are seen not just as alternatives, but as meaningful choices for a
sustainable lifestyle. When effectively implemented, this framework helps busi-
nesses drive consumer purchase intention, strengthen brand equity, and contribute
to India’s broader journey toward sustainable economic growth.

CASE STUDY EXAMPLES

Case Study 1: Forest Essentials — Luxury Ayurveda
and Environmental Stewardship (2025)

Forest Essentials combines luxury branding with sustainable product creation,
using recyclable glass bottles, eco-refills, and organically grown ingredients. The
brand positions itself as both environmentally ethical and culturally rooted, aligning
Ayurveda with modern sustainability ethics. Its campaigns emphasize purity, tra-
dition, and respect for nature—values that deeply resonate with Indian consumers.

According to research by Kumar (2025), Forest Essentials’ strategy has increased
consumer loyalty and repeat purchase intention by associating personal well-being
with ecological balance. The case demonstrates that cultural relevance combined
with environmental ethics can form a powerful driver of purchase intention in India’s
high-end market segment.

Case Study 2: Dabur India’s Eco-Labeling
and Herbal Green Strategy (2024)

Dabur’s focus on eco-labeling, herbal authenticity, and sustainable sourcing
represents another successful application of green marketing. In 2024, the company
introduced new labeling standards for its Dabur Nature Care and Real Juices product
lines, ensuring transparency in ingredient sourcing and recyclability information.

This move significantly boosted consumer trust and purchase intention among
environmentally aware buyers (Patel et al., 2024). The case confirms that authentic
labeling and verifiable product claims are key to influencing consumer choice,
especially in markets where greenwashing remains a concern.

137



Devi Mano (drdevimano@gmail.com} Downloaded: 1/19/2026 9:13:1

Case Study 3: Godrej Consumer Products —
‘Good & Green’ CSR Initiative (2023)

Godrej’s ‘Good & Green’ initiative integrates green manufacturing, waste reduc-
tion, and sustainable packaging into its brand identity. The company communicates
these efforts through its CSR reports, digital campaigns, and community awareness
programs. By linking sustainability with social progress—such as skill development
and green livelihood training—Godrej built a multidimensional brand perception.

A survey conducted by the Indian Journal of Sustainable Business (Verma,
2024) found that CSR-oriented green marketing enhances corporate image and
consumer purchase intention, especially among educated, urban populations. This
case illustrates how sustainability-driven CSR initiatives can transform corporate
credibility into tangible consumer loyalty.

DISCUSSION

Green marketing has become a powerful approach for companies aiming to
promote environmentally friendly products while influencing consumer purchasing
behavior. By incorporating eco-friendly branding, sustainable packaging, and green
labeling, organizations are successfully shifting consumer perception toward sus-
tainability. Today’s consumers are not just looking for low prices—they are seeking
products that reflect their values and support environmental and ethical causes. In
this changing landscape, green marketing serves as both a business growth strategy
and a driver of environmental responsibility, helping brands build stronger equity
and long-term trust.

Research across India shows that green brand knowledge, environmental aware-
ness, and the credibility of eco-labels play a major role in shaping consumer purchase
intention. Consumers are more likely to buy green products when they believe the
brand’s environmental claims are authentic and transparent (Mehtaetal., 2025). This
underlines how crucial trust and information reliability are in converting positive
environmental attitudes into actual buying behavior.

Another significant factor is eco-friendly packaging and sustainable product
design. These not only demonstrate a company’s environmental commitment but
also visually communicate quality and sincerity. Studies in the Indian FMCG sector
reveal that innovative, sustainable packaging—Iike biodegradable or minimal plas-
tic materials—creates emotional appeal and improves brand perception, especially
among younger and urban buyers (Raturi & Bhatnagar, 2023).

The rise of digital media and influencer marketing has also transformed how
green marketing messages reach consumers. Social media storytelling, eco-influencer
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collaborations, and transparency tools allow companies to connect sustainability
narratives with individual lifestyles. These digital strategies build emotional en-
gagement and help consumers feel more in control of their green choices (Desai &
Mehta, 2025).

However, a major barrier that persists is consumer skepticism toward
greenwashing—when brands exaggerate or falsify their environmental claims. This
distrust can seriously undermine purchase intentions. To overcome it, companies
must use third-party certifications, authentic eco-labels, and transparent sustainabil-
ity reporting. Such actions improve credibility and reduce consumer uncertainty,
especially in developing markets like India where awareness levels differ widely
(Kaur et al., 2025).

Demographic factors also influence how consumers respond to green marketing.
Educated, urban consumers with higher income levels are typically more receptive
to environmental messages, whereas rural or price-sensitive buyers often prioritize
practicality and cost over sustainability. Hence, brands need to develop tailored
marketing strategies that combine ecological messaging with tangible economic
benefits to broaden green product adoption (Nair, 2024).

Furthermore, the integration of corporate social responsibility (CSR) within
green marketing adds another dimension of trust and engagement. When compa-
nies showcase sustainability through social initiatives—such as clean energy use,
community reforestation, or waste management programs—consumers view them
as genuinely responsible and socially conscious. This CSR alignment strengthens
emotional loyalty and creates a meaningful bond between consumers and the brand
(Singh & Verma, 2024).

For long-term success, green marketing must evolve into a holistic and adaptive
framework that blends innovation, transparency, and consumer education. Incor-
porating feedback mechanisms, digital traceability, and sustainability audits can
enhance accountability while building consistent consumer confidence. In India,
growing government support, credible eco-certification systems, and increased
public awareness are collectively accelerating the move toward a more circular and
sustainable economy.

The effectiveness of green marketing strategies in India depends on authentic
communication, consumer awareness, and brand trust working together. When these
factors align, they not only drive stronger purchase intentions but also promote sus-
tainable consumption patterns—supporting both business growth and environmental
well-being in the evolving green economy.
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MAIN FINDINGS

The study finds that green marketing strategies have a strong and positive impact
on consumer purchase intentions toward environmentally friendly products across
multiple industries in India. Consumers respond favorably to sustainable practices
such as eco-labeling, recyclable packaging, and transparent communication of
environmental benefits. Integrating green brand values into marketing activities
enhances both brand image and consumer trust—two essential drivers of green
purchasing behavior.

A key finding highlights the importance of green brand knowledge. Consumers
who are aware of a brand’s environmental performance and sustainable product
features tend to show greater willingness to purchase green products. When com-
panies share clear, verifiable, and honest environmental information through their
advertising, packaging, and corporate communication, it builds consumer confidence
and long-term brand loyalty.

The study also identifies eco-friendly packaging and credible labeling as among
the most influential factors shaping consumer behavior. Buyers often associate
biodegradable, recyclable, and minimalistic packaging with high product quality
and brand responsibility. Labels with authentic eco-certifications or sustainability
claims create trust and transparency, helping reduce uncertainty and encouraging
consumers to pay a modest premium for environmentally safer options.

Furthermore, environmental awareness and personal values emerge as powerful
motivators for green purchasing. Consumers who are more environmentally con-
scious view green products as a reflection of their ethical and social responsibility.
Awareness-building efforts through environmental education, social media cam-
paigns, and sustainability reporting have been shown to strengthen this consciousness,
especially among urban and semi-urban audiences.

Digital marketing also plays a transformative role. The study finds that social
media engagement, influencer partnerships, and online storytelling help brands
connect emotionally with consumers and build sustained interest in green products.
Interactive digital communication enhances credibility and strengthens behavioral
intention, particularly among younger, tech-savvy consumers.

However, the findings also caution that greenwashing and lack of transparency
remain major obstacles. When brands exaggerate or falsify their environmental claims,
consumer skepticism rises, weakening trust and purchase intention. The research
stresses the importance of honest communication supported by third-party certifi-
cations and verifiable data to build authenticity and credibility in the Indian market.

Socio-demographic factors such as age, education, and income further influ-
ence how consumers respond to green marketing. Younger, educated, and urban
consumers are generally more receptive to sustainability messages, while rural and
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price-sensitive segments tend to focus on practicality and affordability. This suggests
that brands must design segment-specific strategies that balance ecological benefits
with economic value.

Another important insight is the positive effect of corporate social responsibility
(CSR)integration within green marketing. When brands connect their green products
to larger sustainability goals—Iike renewable energy use, community initiatives, or
waste reduction—consumers view them as more ethical and socially responsible.
This perception increases both trust and long-term loyalty.

Results from the structural equation modeling (SEM) analysis confirm that all the
main dimensions—green brand knowledge, eco-friendly packaging, environmental
awareness, and green labeling—have a significant positive impact on purchase
intention. Among these, green brand knowledge and eco-friendly packaging show
the strongest influence, indicating their central role in shaping consumer attitudes
and behavior.

Overall, the study concludes that the success of green marketing in India depends
on the synergy of authenticity, awareness, and perceived value. Companies that
combine transparent communication, consumer education, and genuine sustainabil-
ity practices are better positioned to build consumer trust, achieve environmental
objectives, and strengthen competitiveness in the growing green economy.

SUGGESTIONS
1. Invest in authentic green marketing practices

Organizations should prioritize genuine and transparent green marketing efforts
that truly align with their sustainability goals. Green initiatives must be supported
by measurable environmental actions rather than symbolic or exaggerated claims.
Establishing internal sustainability audits, obtaining third-party certifications, and
maintaining open communication with consumers can reduce skepticism and build
trust. These measures will encourage stronger purchase intentions and long-term
loyalty toward green products.

2. Integrate sustainability across the entire value chain

For green marketing to be truly effective, sustainability must be embedded
throughout the product life cycle—from raw material sourcing and production to
packaging, logistics, and waste management. Companies should adopt eco-friendly
designs, energy-efficient technologies, and recyclable packaging solutions. This
holistic approach enhances corporate credibility and reflects a genuine, long-term
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commitment to the environment, motivating consumers to choose green products
over conventional ones.

3. Strengthen consumer education and awareness programs

Raising public awareness is essential for promoting sustainable consumption.
Businesses and policymakers should work together to organize awareness campaigns,
workshops, and educational programs that highlight the benefits of eco-friendly
products. When consumers understand how their purchasing decisions contribute
to environmental preservation, they are more likely to make conscious, sustainable
choices. Integrating environmental education at school and community levels can
also nurture long-term eco-conscious behavior.

4. Adopt digital and social media—driven green strategies

Digital platforms play a crucial role in shaping modern consumer behavior.
Companies should use social media, influencer marketing, and digital storytelling
to communicate their sustainability efforts in a relatable and engaging manner.
Visual campaigns that showcase real environmental actions—such as tree-planting
drives, plastic-free operations, or renewable energy adoption—can build emotional
connections and increase trust. Additionally, digital tools like QR codes that share
product sustainability information can help consumers verify claims easily and boost
confidence in green brands.

5. Standardize eco-labeling and certification systems

To eliminate confusion and ensure credibility, the government and industry asso-
ciations should collaborate to establish a unified national eco-labeling framework. A
standardized and scientifically validated labeling system will help consumers easily
identify authentic green products and reduce the impact of misleading marketing
claims. Clear, accessible, and trustworthy labeling enhances consumer confidence
and encourages more informed purchasing decisions.

6. Build organizational capacity and employee expertise
Companies need to invest in training and capacity-building initiatives focused
on sustainability and green marketing management. Educating employees about

environmental practices and effective sustainability communication ensures that
marketing messages are both accurate and authentic. Partnerships with universities
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and environmental organizations can bridge skill gaps, promote innovation, and
foster a corporate culture rooted in genuine environmental responsibility.

7. Incorporate consumer feedback into
green strategy development

Understanding consumer perceptions and expectations is vital for improving
green marketing effectiveness. Businesses should implement feedback systems,
such as surveys, focus groups, and Al-based sentiment analysis, to assess how
consumers respond to green initiatives. Using these insights, companies can refine
their messages, enhance transparency, and develop products that align more closely
with consumer preferences and values.

8. Encourage cross-sector collaboration
for sustainable transformation

The transition to a green economy requires collective action among government
agencies, corporations, NGOs, and consumers. Collaborative initiatives such as
sustainability fairs, green product expos, and public-private partnerships can create
stronger market visibility and credibility for eco-friendly products. Moreover, policy
interventions like tax incentives, subsidies, and grants for certified green products can
make sustainable options more accessible and appealing to the broader population.

FUTURE IMPLICATIONS
1. Al and Data Analytics:

Future green marketing will rely on artificial intelligence and big data to un-
derstand evolving consumer behavior. Predictive analytics will help firms design
targeted campaigns and personalize messages that match eco-conscious preferences.
This data-driven approach will improve marketing accuracy and influence purchase
intentions more effectively.

2. Circular Economy Integration:
Companies will move beyond traditional eco-friendly practices to adopt circu-
lar economy models focused on recycling, reuse, and waste reduction. Marketing

will highlight sustainable production cycles and resource recovery. This shift will
strengthen long-term consumer trust and brand loyalty toward sustainable businesses.
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3. Digital Transparency and Technology:

The integration of blockchain, IoT, and QR-based tracking will allow consumers
to verify the authenticity of green claims. By accessing product lifecycle and supply
chain data digitally, customers can make informed decisions. Such transparency will
minimize greenwashing and build credibility for genuine green brands.

4. Standardized Green Certification:

The future will bring uniform national eco-labels and certification systems that
verify sustainability standards. These standardized labels will simplify consumer
understanding of eco-friendly claims and enhance trust. As aresult, more businesses
will be motivated to follow verified sustainable practices.

5. Collaborative Green Ecosystems:

Partnerships among governments, corporations, and NGOs will become essen-
tial for spreading environmental awareness. Joint initiatives like green expos and
educational drives will promote eco-friendly consumption. This collective effort
will create a strong foundation for sustainable market transformation.

6. Personalized Sustainability Marketing:

Al-powered profiling will enable marketers to tailor green campaigns based on
lifestyle, values, and psychographics. Personalized sustainability communication
will make consumers feel emotionally connected to eco-friendly brands. This deeper
engagement will lead to stronger purchase intentions and loyalty.

7. Sustainability Education in Marketing:

Future campaigns will focus on educating consumers about the environmental
impact of their choices. Storytelling and cause-based marketing will help nurture
responsible consumption habits. Such awareness-driven marketing will create a
more environmentally conscious customer base.

8. Policy-Driven Green Consumerism:

Strong government policies—such as tax incentives for green products and manda-
tory eco-labeling—will shape the future of sustainable marketing. Regulatory support
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will encourage fair competition and authentic environmental claims. This policy
framework will ensure the long-term growth of ethical green marketing practices.

CONCLUSION

Green marketing has become a powerful force in shaping how modern consum-
ers think and act, especially as more people seek out environmentally responsible
products. Traditional marketing alone no longer connects with today’s audience,
who value transparency, ethics, and sustainability. This study confirms that key
elements such as eco-friendly packaging, green labeling, environmental awareness,
and green brand knowledge have a strong positive impact on consumers’ intentions
to purchase green products. Together, these factors build trust, strengthen brand
authenticity, and increase consumers’ willingness to pay for sustainable options.

The findings highlight that when companies communicate their sustainability
efforts honestly and clearly, consumers respond more favorably to green products.
Beyond influencing individual choices, green marketing supports the broader goals
of sustainable production and consumption across India. However, challenges like
greenwashing, limited public awareness, and consumer skepticism remain obstacles
to genuine progress.

To make green marketing truly effective, businesses must align their marketing
strategies with long-term environmental goals. This means backing every sus-
tainability claim with real action, transparent labeling, and verified certifications.
Collaboration among industries, government, and consumers—supported by strong
environmental policies and awareness programs—is essential to drive meaningful
change.

Overall, green marketing will continue to play a crucial role in the future of
sustainable business. As environmental awareness grows and digital communica-
tion evolves, success will depend on authenticity, data-driven insights, and social
responsibility. Companies that embrace transparency and genuine sustainability
will not only earn consumer loyalty but also contribute meaningfully to global
environmental preservation and the growth of a greener economy.
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