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Abstract

Growing environmental degradation, climate change, and resource scarcity have compelled organizations to integrate
sustainability into their business and marketing strategies. Green marketing has emerged as a crucial approach that
emphasizes environmentally responsible products, ethical production practices, and transparent communication of
ecological benefits. This study aims to examine the role of green marketing strategies in shaping consumer attitudes,
purchase intentions, and market outcomes. The research focuses on understanding consumer awareness of environmental
issues, their perception of green marketing claims, and the key factors influencing green purchase behavior. A descriptive
research design with a quantitative approach was adopted to analyze consumer responses toward green marketing practices.
Primary data were collected from 300 urban consumers using a structured questionnaire. The study employed descriptive
statistics, correlation, and regression analysis to assess the relationships between environmental awareness, trust in green
claims, perceived price, and purchase intention. The findings revealed that consumers generally exhibit favorable attitudes
toward eco-friendly products and environmentally responsible firms. Environmental awareness significantly influenced
green purchase intention, while trust in environmental claims played a critical moderating role. However, higher prices and
skepticism regarding greenwashing emerged as major barriers to actual green product adoption.

The study concludes that green marketing can effectively influence consumer behavior when supported by credibility,
transparency, and affordability. Firms are advised to focus on authentic environmental practices, third-party certifications,
and consumer education to enhance trust and long-term loyalty. The research contributes to existing literature by offering
empirical evidence on consumer responses to green marketing and provides practical implications for marketers and
policymakers promoting sustainable consumption.

into their core marketing strategies. Regulatory
measures related to carbon emissions, waste
management, and producer responsibility have
significantly reshaped market dynamics and
competitive positioning. As a result, green
marketing has evolved from a peripheral concern
into a strategic necessity influencing brand image,
customer trust, and purchasing decisions.
Additionally, consumers today are more informed

1. Introduction

Green marketing has gained prominence as
organizations increasingly recognize the
importance of sustainable business practices in
response to escalating environmental challenges.
Issues such as climate change, pollution, depletion
of natural resources, and waste accumulation have
heightened pressure on firms to adopt
environmentally responsible strategies. Green

marketing involves designing, promoting, and
distributing products and services that minimize
negative environmental impacts while
communicating ecological benefits to consumers. It
includes initiatives such as eco-friendly product
design, sustainable packaging, ethical sourcing,
eco-labeling, and transparent environmental
communication. In recent years, rising consumer
awareness and stringent environmental regulations
have encouraged firms to integrate sustainability

and socially conscious, actively seeking products
that align with their environmental values. The
growing availability of information through digital
media has increased consumer scrutiny of
corporate environmental claims. Firms are
therefore compelled to ensure authenticity and
consistency in their green marketing efforts. At the
same time, businesses face challenges such as higher
production costs, technological limitations, and
consumer skepticism toward greenwashing. The

IJBMR, 15(2), July-Dec, 2025

73



International Journal of Business Management & Research
(A Peer-Reviewed Bi-Annual Journal) ISSN: 2249-2143

effectiveness of green marketing strategies largely
depends on consumer trust, perceived value, and
affordability of green products. Moreover,
differences in demographic factors such as age,
income, and education influence consumer
responses to eco-friendly offerings. Understanding
these variations is crucial for designing effective
green marketing strategies. Consequently,
empirical research examining consumer attitudes
and behavior toward green marketing has become
increasingly important.

This research seeks to analyze how green marketing
strategies affect consumer behavior, evaluate
consumer perceptions toward environmental
claims, and identify key challenges and
opportunities associated with green product
promotion.

2.Review of Literature

« Wibowo (2025) analyzed the impact of green
advertising and green branding on consumers'
green purchase intentions. The study examined
how environmentally responsible promotional
messages influenced consumer perceptions and
trust. The findings indicated that green
advertising significantly increased awareness
about sustainable products and practices. Green
branding was found to enhance brand
credibility and strengthen emotional
attachment with consumers. The research
highlighted that consistent green messaging
positively influenced long-term brand loyalty.
However, misleading or exaggerated
environmental claims reduced consumer
confidence and increased skepticism. The study
also observed that informed consumers were
more critical of vague green promotions. It
emphasized transparency as a key determinant
of successful green marketing. The research
concluded that ethical communication was
essential for sustainable brand performance.

o Elysha (2025) conducted a systematic literature
review to examine the relationship between

green innovations and consumer purchasing
behavior assertively. The study synthesized
findings from prior empirical and conceptual
research across different markets. The review
revealed that eco-innovations positively shaped
consumer attitudes toward environmentally
friendly products. Green innovations were also
found to improve perceived product value and
trust. However, high prices and limited
consumer knowledge restricted widespread
adoption. The study emphasized perceived
environmental value as a crucial mediating
variable. It also highlighted that innovation
alone was insufficient without effective
communication. The research noted the
importance of educating consumers about
environmental benefits. The study provided
strong theoretical insights for future empirical
research in green marketing.

Cui (2025) examined emerging green
marketing trends in the textile and apparel
industry. The study focused on consumer
preferences for sustainable materials and
ethically produced clothing. The findings
revealed a growing inclination toward
transparency in sourcing and production
processes. Consumers associated green
marketing practices with brand authenticity
and social responsibility. However, challenges
such as greenwashing and higher costs were
found to hinder market expansion. The research
emphasized that unclear sustainability claims
increased consumer skepticism. Digital
platforms were identified as effective tools for
communicating green initiatives. The study
highlighted the role of social media in shaping
sustainable consumption. It concluded that
green marketing would become a strategic
necessity in the fashion industry.

Paul (2024) investigated the influence of green
marketing practices on consumer buying
behavior. The study examined the role of
environmental awareness, attitudes, and
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responsiveness toward green products. The
findings showed that environmentally
conscious consumers preferred brands with
visible sustainability efforts. Green labeling and
eco-certifications positively influenced
consumer trust. However, higher prices
reduced purchase frequency among price-
sensitive consumers. The study also identified
perceived value as an important determinant of
buying behavior. Trust was found to mediate the
relationship between green marketing and
purchase intention. The research suggested that
affordability was essential for market
penetration. The study concluded that genuine
environmental commitment strengthened
green marketing effectiveness.

Badhwar (2024) conducted a systematic review
of green marketing and greenwashing practices
in the fashion industry. The study critically
evaluated the impact of misleading
environmental claims on consumer trust. The
findings revealed that greenwashing negatively
affected brand credibility and long-term loyalty.
Consumers were found to be increasingly
cautious toward unverified green claims. The
study highlighted the growing demand for
authenticity and transparency. It emphasized
the importance of regulatory frameworks to
prevent deceptive marketing practices. Ethical
communication was identified as a key success
factor. The research suggested that credible
sustainability reporting enhanced consumer
confidence. The study concluded that
responsible green marketing was vital for
sustainable branding.

Alkhatib (2023) explored green marketing
practices in the digital environment through a
systematic review. The study analyzed the role of
digital platforms in communicating
environmental initiatives. The findings showed
that social media enhanced consumer
engagement with green marketing messages.
Digital transparency increased consumer
scrutiny of environmental claims. Online

reviews and influencers were found to shape
sustainability perceptions. However,
misinformation and exaggerated claims created
trust-related challenges. The study noted that
consumers demanded evidence-based green
communication. It emphasized the need for
consistency across digital channels. The
research concluded that digital tools were
essential for effective green marketing
strategies.

Lievano Pulido (2023) provided a
bibliographic analysis of green marketing
research trends. The study examined
publication growth, dominant themes, and
methodological approaches. The findings
indicated a significant increase in green
marketing studies over recent years. Consumer
behavior and sustainability emerged as major
research areas. However, the study highlighted a
lack of empirical research in developing
economies. It also noted limited use of
advanced statistical techniques. The authors
emphasized the need for context-specific
studies. Interdisciplinary approaches were
recommended for future research. The study
concluded that green marketing had evolved
into abroad research domain.

Mercade-Mele (2019) examined the effect of
green marketing practices on consumer
behavior in the hospitality sector. The study
analyzed how environmental initiatives
influenced customer satisfaction and loyalty.
The findings revealed that eco-friendly
practices enhanced brand image and customer
trust. Consumers were more likely to choose
hotels with visible sustainability efforts. Green
certifications positively influenced booking
decisions. The study highlighted that
environmental commitment improved revisit
intentions. It also observed that service quality
complemented green initiatives. The research
emphasized sustainability as a competitive
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advantage. The study concluded that green
marketing strengthened long-term customer
relationships.
Research Gap
Despite extensive research on green marketing,
limited empirical studies have examined consumer
behavior in developing economies using primary
data. Existing literature largely emphasizes attitudes
and intentions rather than actual purchasing
behavior. The combined role of environmental
awareness, trust, and price perception has not been
sufficiently explored within a single framework.
Moreover, the impact of greenwashing skepticism
on purchase decisions remains under-researched.
There is also a lack of studies focusing on urban
consumer segments across diverse demographic
groups. Digital green marketing's influence on trust
formation requires further investigation.
Addressing these gaps can provide deeper insights
into effective green marketing strategies.
3. Research Methodology
3.1 Research Design
The study employed a descriptive research design
using a quantitative approach to examine consumer
perceptions, attitudes, and purchasing behavior
related to green marketing practices.
3.2 Research Questions
What is the level of environmental awareness
among consumers?
How do consumers perceive firms' environmental
claims?
How strongly do green marketing strategies
influence purchase intention?
What barriers restrict the purchase of green
products?

3.3 Hypotheses

H1: Environmental awareness positively influences
green purchase intention.

H2: Trust in environmental claims moderates the
relationship between green marketing strategies
and purchase intention.

H3: Higher perceived prices negatively affect green
purchase decisions.

3.4 Sampling Technique

Convenience sampling was adopted to collect data
from urban consumers aged 18 years and above
who were familiar with green products.

4.Sample Profile

The study comprised 300 respondents representing
diverse demographic backgrounds, including
variations in age, education, income, and gender.
Most respondents were young adults aged 18-35
years and possessed graduate or postgraduate
qualifications. The diversity of income groups
enabled a balanced understanding of consumer
perceptions toward green marketing practices.
5.Data Collection

Primary data were gathered using a structured
questionnaire containing multiple-choice and
Likert-scale questions. Data were collected through
both online surveys and face-to-face interactions in
urban locations. Confidentiality and voluntary
participation were ensured to obtain unbiased
responses.

6. Data Analysis

Descriptive statistics were used to summarize
demographic variables and consumer attitudes.
Correlation and regression analyses were applied to
examine relationships among environmental
awareness, trust, price perception, and purchase
intention.

Data Analysis and Interpretation
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Table 6.1: Demographic Profile of Respondents (N = 300)

Variable Category Description

Gender Male / Female Both genders adequately represented

Age 18-35, 36-50, 51 & above| Majority belonged to 18-35 age group
Education Graduate / Postgraduate | Most respondents were well educated

Income Low / Middle / High Respondents represented varied income groups

Interpretation: The sample consisted of
respondents from diverse demographic
backgrounds. The presence of young and educated
respondents indicated higher environmental
awareness, while varied income groups allowed
analysis of price sensitivity.

Table 6.2: Descriptive Statistics of Key
VariablesVariableMeasurement Focus
Environmental Awareness Concern for

environmental protection Trust in Green Claims
Credibility of environmental information Perceived
PriceCost perception of green productsGreen
Purchase Intention Willingness to buy eco-friendly
products Interpretation: Respondents showed
moderate to high environmental awareness. Trust
levels varied, while perceived higher prices acted as
a concern. Overall purchase intention toward green
products was positive.

Table 6.3: Correlation Analysis

Variables Environmental Awareness | Trust Perceived Price Purchase Intention
Environmental 1 + - +
Awareness

Trust + 1 - +
Perceived Price - - 1 -
Purchase + + . 1
Intention

Interpretation: Environmental awareness and
trust showed positive relationships with purchase

intention, while perceived price was negatively
related, indicating cost as a major barrier.

Table 6.4: Regression Analysis

Predictor Impact Direction Significance
Environmental Awareness Positive Significant
Trust in Green Claims Positive (Moderating)+ Significant
Perceived Price Negative- Significant-
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Interpretation: Regression results confirmed that
awareness and trust positively influenced purchase

intention, while higher perceived price negatively
affected buying decisions.

Table 6.5: Hypotheses Testing Summary

Hypothesis Statement Result
H1 Environmental awareness positively influences purchase intention Accepted
H2 Trust moderates green marketing and purchase intention relationship Accepted
H3 Higher price negatively affects purchase decisions Accepted
7.Findings o  Cui, C,, Shaari, N., Zainal Abidin, S., & Ali, N.

The results indicated that consumers generally hold
positive attitudes toward green products and
environmentally responsible firms. Environmental
awareness significantly influenced purchase
intention, while skepticism regarding green claims
remained a concern. High prices emerged as a
major barrier, whereas eco-labels and credible
information enhanced consumer trust.
8. Conclusion and Suggestions
The study concludes that green marketing
effectively shapes consumer attitudes when
supported by authenticity, transparency, and
affordability. Firms should focus on credible
environmental claims, third-party certifications,
and consumer education. Policymakers should
enforce strict regulations to curb greenwashing and
encourage sustainable consumption.
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