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ABSTRACT  
Purpose- This paper explores the evolution and strategic role of green marketing in shaping sustainable business practices and influencing 
consumer buying behavior. It aims to align green marketing with corporate strategies, identify key factors driving green purchase intentions, 
and explore the persistent intention-behavior gap. It also integrates insights on consumer behavior, governance structures, regulatory 
influences, and technological shifts to develop a holistic understanding of sustainability-driven marketing strategies. The study highlights 
challenges and opportunities in implementing effective green marketing approaches for long-term sustainability and competitive advantage.     
Methodology- Peer-reviewed literature on green marketing was studied, synthesizing findings from multiple studies across industries. The 
methodological approach emphasized green marketing communication, eco-innovation, circular economy marketing, and green marketing 
orientation. Both empirical and theoretical studies examining green marketing and consumer purchasing behavior were included directly.     
Findings- The findings indicate that green marketing significantly influences consumer purchasing decisions, particularly when supported by 
clear eco-labeling, transparent communication, and tailored promotional strategies. Factors such as price, quality, convenience, 
environmental awareness, and demographic variables shape consumer behavior. Eco-innovation, circular economy practices, and integrated 
marketing mixes enhance brand value and competitiveness. However, challenges such as high costs, regulatory fragmentation, and the gap 
between consumer intention and actual behavior persist. Strong governance, adaptive strategies, and effective stakeholder engagement 
are critical for success. 
Conclusion- Green marketing has evolved from a promotional tool to a strategic necessity for sustainable development. Its successful 
implementation requires integration across organizational functions, alignment with consumer values, and support from policy frameworks. 
Businesses that embed sustainability into core strategies can enhance trust, profitability, and long-term competitiveness while contributing 
to environmental transformation. 
 
Keywords: Green marketing, sustainability, consumer behavior, eco-labeling, circular economy 
JEL Codes: D12, M31, Q56  
 

1. INTRODUCTION   

The growing global focus on sustainability has prompted significant changes in consumer behavior, corporate strategies, and 
decision-making processes. As consumers increasingly demand eco-friendly products, businesses are adapting by integrating 
sustainability into their core operations. Green marketing (GM), an essential response to these evolving consumer 
expectations, has become a fundamental aspect of branding and supply chain management. It is now viewed as a critical tool 
for businesses to align their objectives with the broader environmental and social concerns, ensuring both competitiveness 
and long-term growth. This review paper delves into the evolving role of GM, exploring how it influences consumer choices, 
drives corporate practices, and contributes to sustainable development. 

Green marketing, sustainable development, consumption behavior, and decision-making have demonstrated consistent 
growth, reflecting transformed corporate priorities and consumer expectations. Environmentally conscious strategies 
increasingly shape branding, supply chains, and planning. Rising sustainable product sales confirm competitive advantage, 
while businesses, consumers, and policymakers align decisions with embedded sustainability principles (Taktakishvili and 
Sachaleli, 2025). Green marketing decisions require alignment with organizational capabilities, market conditions, and 
financial viability. Scholars call for deeper inquiry into branding, advertising effectiveness, organizational culture, digital 
reporting, and cross-cultural frameworks to strengthen theoretical and practical advancement (Kumar, 2016). 

Despite favorable environmental attitudes, consumer behavior reveals persistent intention-behavior gaps shaped by price, 
quality, and convenience concerns. Segmentation underscores diverse commitment levels, demanding tailored strategies. 
Authentic messaging, ecolabeling, employee alignment, and balanced value propositions build trust, counter scepticism, and 
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enhance profitability through credible and differentiated green positioning (Ginsberg and Bloom, 2004). Contemporary 
research highlights green consumption, environmental awareness, and green supply chain integration as pivotal themes. 
Although awareness increases, purchasing gaps remain influenced by perceived costs and product quality. Transparent 
communication, stakeholder collaboration, and supply chain sustainability are essential for aligning economic objectives with 
ecological responsibility (Saputra and Asfiah, 2025).  

Overall, GM signifies a structural market transformation integrating sustainability into strategic, operational, and behavioral 
dimensions. Continued research, credible communication, and collaborative governance are necessary to bridge behavioral 
gaps, reinforce trust, and ensure long-term competitiveness grounded in environmental responsibility and resilient value 
creation. Green marketing has evolved from a mere promotional tool to a strategic approach aimed at addressing 
environmental concerns while enhancing business competitiveness. As eco-libelling continues to gain importance, a more 
holistic approach that integrates pricing, promotion, and distribution is necessary to make sustainability a core aspect of the 
market. Effective GM communication, which includes transparency, certifications, and clear messaging, can strengthen brand 
reputation and build consumer trust. A key research gap in GM lies in understanding the complex factors influencing 
consumer behavior and decision-making, particularly regarding eco-libelling, pricing, and communication strategies. There is 
also a need for more comprehensive studies on the integration of GM with business strategies, addressing barriers, and 
assessing its long-term impact across diverse industries and markets. 

This review discusses the importance of consumer segments, emphasizing how factors such as gender, education, and 
attitudes influence green purchase intentions. Furthermore, the paper explores how businesses can leverage GM strategies 
to enhance brand perception, drive consumer engagement, and contribute to long-term sustainability goals. The objective 
of this review paper is to examine the evolution of GM and its impact on consumer behavior, focusing on the integration of 
sustainability into business strategies. The paper aims to identify the key challenges businesses face in aligning GM with their 
corporate objectives and explore effective strategies to overcome barriers and foster long-term competitiveness. Additionally, 
it seeks to highlight the role of transparent communication, eco-libelling, and collaboration with stakeholders in promoting 
sustainable consumption, ultimately providing insights into how firms can enhance GM practices and contribute to 
environmental and economic sustainability.  

2. METHODOLOGY 

This review examined peer-reviewed literature from Google Scholar, Scopus, and ScienceDirect to assess advancements in 
the strategic integration of green marketing and its influence on consumer buying behavior. Priority was given to studies 
focusing on green marketing, sustainability, consumer behavior, eco-libelling, the circular economy, and eco-innovation. 
Articles were excluded if they were non-English, available only as abstracts, or primarily opinion-based. Both empirical and 
theoretical studies directly addressing green marketing and consumer purchasing behavior were included. The review 
consolidates key trends, identifies persistent challenges, and outlines opportunities for promoting sustainable practices. Its 
findings offer a structured framework to guide future research, encourage technological adoption, and support the 
development of sustainable and inclusive global marketing strategies. 

3. EVOLUTION AND IMPLEMENTATION OF GREEN MARKETING IN A SUSTAINABILITY-DRIVEN MARKETPLACE 

Green marketing has evolved in response to rising environmental awareness. Firms increasingly embed sustainability into 
operations, culture, and community responsibilities. Beyond eco-labelling, GM spans goods and services, driven by 
regulation, competition, and efficiency gains, requiring shared corporate and consumer accountability (Polonsky, 2008). 
Ecolabels remain important but insufficient tools, often targeting only environmentally committed consumers. A broader 
strategy integrating pricing, promotion, and distribution is necessary to mainstream green products. Businesses must act as 
co-creators of demand, embedding sustainability within diverse product appeals rather than confining it to niche positioning 
(Rex and Baumann, 2007). Growing global preference for environmentally responsible firms strengthens GM’s relevance. 
Consumers expect reduced emissions, recycling, and responsible resource management, yet face confusion over labeling and 
certification. Effective strategies reconfigure the marketing mix, balance profitability with sustainability, and foster systemic 
change across production and consumption ecosystems (Tiwari et al., 2011). 

Conceptual ambiguities persist regarding definitions, metrics, and implementation of GM. Strategic and operational 
integration-covering communication, logistics, product management, and corporate responsibility-is essential. Stakeholder 
collaboration supports sustainable development goals, positioning environmental stewardship alongside economic success 
within an evolving, accountability-driven business paradigm (Mukonza et al., 2021). Contemporary perspectives emphasize 
authenticity, transparency, and lifecycle thinking as foundations of successful green branding. Leading companies 
demonstrate that sustainability enhances competitiveness when embedded into identity and innovation. Trust, third-party 
endorsements, and digital engagement increasingly shape consumer decisions, elevating sustainability from fringe concern 
to mainstream strategic imperative (Ottman, 2017). Effective GM demands understanding consumers, ensuring transparency, 
maintaining product performance, and justifying pricing. Accessibility, education, and genuine alignment between claims and 
practices build credibility. Rather than targeting only niche segments, firms should promote inclusive sustainable behaviors, 
demonstrating measurable environmental and financial value through authentic market offerings (Tiwari et al., 2011). 
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Collectively, GM represents a comprehensive transformation requiring strategic clarity, operational integration, authentic 
communication, and collaborative stakeholder engagement. By aligning environmental values with performance, 
accessibility, and consumer trust, organizations can transition sustainability from a peripheral initiative to a central 
competitive advantage, fostering responsible consumption and long-term societal progress. 

4. GREEN MARKETING COMMUNICATION AND ITS INFLUENCE ON CONSUMER BEHAVIOR 

Consumers’ attention to GM communication affects their environmentally responsible purchasing behavior, considering 
gender, education, and green attitudes. Findings show a strong positive correlation, with educated consumers, 
environmentally conscious individuals, and females paying the most attention. Popular product categories include eco-
friendly cosmetics, organic foods, sustainable clothing, energy-efficient appliances, recycled goods, and green services. 
Participants expressed interest in clearer environmental information, though many admitted not thoroughly reading eco-
labels. Effective sustainability communication, including certifications and transparent messaging, can build trust, enhance 
reputation, and increase green purchasing, though the study’s internet-based, non-random sample limits generalizability. 
Expanding research across countries, product categories, and online/offline channels is recommended (Correia et al., 2023). 
Green marketing strategies also influence purchasing behavior for brands like Re-Kånken, known for eco-friendly products. 
Despite strong eco-brand messaging (81.96%), the overall effect on consumer behavior is modest, explaining 18.7% of 
purchases. Factors such as product design, popularity, and functionality significantly influence buying decisions. The study 
recommends partnering with environmentally conscious fashion influencers, environmental organizations, and eco-friendly 
retailers to enhance advertising and public engagement. These collaborations can increase awareness, strengthen consumer 
commitment to sustainable products, and support business growth while promoting environmental responsibility. Engaging 
campaigns and partnerships are essential to fostering a broader green purchasing culture (Chan et al., 2019). 

Research examining demographics, environmental awareness, and GM attributes finds that increased consciousness and 
marketing positively affect green purchases. Consumers are now more willing to pay premiums for eco-friendly products. 
Male consumers respond to promotion, awareness, pricing, and product features, whereas females focus mainly on 
promotion. Marital status, children, and age also shape purchasing decisions. Education and income further influence 
responsiveness to promotion and pricing. Companies should tailor GM strategies based on demographics, emphasizing 
promotion across most segments, while enhancing awareness and aligning product features with environmental and health 
benefits to drive sustainable consumption and support corporate social responsibility initiatives (Boztepe, 2012). Focusing on 
Generation Z, research on Le Minerale bottled water shows GM communication strongly impacts purchase decisions. Key 
drivers include transparency, message clarity, and communication channels. Generation Z consumers prefer brands that 
actively demonstrate sustainability commitments. Expanding future research to examine long-term loyalty and the influence 
of socio-cultural factors like education, income, and lifestyle could optimize GM effectiveness and inclusivity. These insights 
can guide businesses in improving sustainability messaging to foster stronger consumer engagement and responsible 
purchasing (Aprilianty et al., 2025). Overall, GM communication positively shapes environmentally responsible purchasing 
across demographics, brands, and regions. Effective strategies include clear eco-labeling, targeted promotion, influencer and 
organizational partnerships, and transparency. Consumer attention, education, gender, and environmental attitudes 
influence engagement. Tailored messaging enhances trust, commitment, and willingness to pay, supporting sustainable 
consumption and broader corporate social responsibility goals. 

5. UNDERSTANDING THE FACTORS INFLUENCING GREEN PURCHASE INTENTIONS 

The key factors influencing consumers’ green purchase intentions revealed that while age and education improve 
environmental literacy, income and gender do not significantly impact consumer behavior. The study emphasizes the role of 
environmental advertisements, pricing, and ecological packaging in shaping consumer purchase decisions. Green advertising 
shows the strongest correlation, followed by product pricing, while ecological packaging also influences purchases, but to a 
lesser degree. The study suggests that companies invest in GM and corporate social responsibility (CSR) initiatives to better 
engage environmentally conscious consumers and enhance brand perception. Future research should explore diverse 
consumer segments to improve sustainable business practices (Ansar, 2013). The study also finds that a comprehensive GM 
approach, incorporating products, pricing, promotion, and distribution strategies, significantly impacts consumer purchase 
intentions. Unlike isolated GM efforts, a combined strategy yields the strongest effect. The research underscores the need for 
companies to adopt an integrated marketing approach, as it strengthens consumer response and supports sustainability 
goals. By combining these four key GM strategies, businesses can maximize their influence on consumer behavior. The 
findings align with previous research on the positive impact of GM components, but this study enhances understanding by 
demonstrating the combined effect’s superiority (Ashoush and Kortam, 2022). 

Another important finding is the impact of media on green purchase intentions, especially in developing countries. The study 
shows that positive attitudes toward television can enhance environmental concern (EC) and perceived consumer 
effectiveness (PCE), which in turn foster green purchase intentions. Media campaigns effectively raise awareness, encourage 
individual environmental responsibility, and promote sustainable products. However, many consumers in developing 
countries demonstrate low EC and PCE, which limits engagement with green behaviors. Targeted campaigns can educate and 
inspire these consumers, influencing their attitudes and fostering eco-conscious behavior. Future research could explore 
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additional variables like Environmental Locus of Control to deepen understanding (Butt, 2017). In examining green brand 
image, perceived value, and social responsibility, the study shows that these factors significantly influence green purchasing 
intentions. Green brand image and perceived value positively correlate with consumer behavior, while trust and awareness 
showed no effect. The research indicates that companies should enhance their green brand image and emphasize social 
responsibility in marketing strategies to increase consumer engagement and promote environmental preservation. 
Governments can support these efforts through policies and campaigns that encourage green consumption. This 
comprehensive approach helps businesses align with environmental sustainability goals and drives consumer demand for 
eco-friendly products (Tahir, 2021). 

The research also highlights the importance of the GM mix-product, price, place, and promotion in shaping consumer 
attitudes and purchase intentions. By incorporating a well-designed GM mix, companies can foster eco-friendly attitudes and 
promote sustainable consumption patterns. The study demonstrates that combining these marketing variables effectively 
contributes to consumer decision-making regarding green products. Businesses, particularly in sectors like FMCG, can use 
these insights to develop targeted strategies that encourage green behaviors. An integrated approach to the marketing mix 
is crucial for promoting environmental responsibility and achieving long-term sustainability (Bahl and Chandra, 2018). The 
study further investigated the role of GM tools in shaping consumer behavior, particularly in Kathmandu. These tools, 
including eco-friendly product design, packaging, and branding, positively influence consumer purchase intentions. 
Environmental awareness plays a pivotal role in this process, with green packaging and labeling helping consumers make 
informed decisions. However, price remains a significant barrier, as many consumers are hesitant to pay a premium for green 
products. The study suggests that education on the benefits of green products and government support, such as subsidies, 
are key to overcoming these challenges and fostering sustainable consumer behavior (Shrestha, 2016). Collectively, GM 
strategies, including advertisements, product pricing, and ecological packaging, significantly influence consumer purchase 
intentions. Integrated approaches involving product, price, promotion, and distribution yield the best results. Media and 
environmental awareness also shape behavior, while green branding and social responsibility enhance engagement. 
Education, affordability, and government support can foster sustainable consumer behavior. 

6. GLOBAL INSIGHTS ABOUT GREEN MARKETING AND CONSUMER BEHAVIOR 

Green marketing has become essential for companies aiming to meet growing consumer demand for sustainability while 
maintaining profitability. By promoting eco-friendly products through advertising, labeling, and branding, firms can attract 
environmentally conscious buyers, reduce costs, enhance brand value, and obtain government incentives. Success relies on 
ethical commitments, understanding consumer needs, product affordability, convenient distribution, and trained personnel, 
while avoiding greenwashing to build trust and competitive advantage (FuiYeng and Yazdanifard, 2015). The effects of GM 
tools-eco-labels, eco-brands, and environmental advertisements-on consumer purchasing behavior were evaluated. Findings 
reveal that environmental advertisements have the strongest impact, followed by eco-labels, while eco-brands exert the least 
influence. Collectively, these tools explain 66.3% of behavioral variance, highlighting the importance of awareness campaigns, 
credible labels, and targeted strategies for eco-conscious segments, particularly younger and affluent consumers (Delafrooz 
et al., 2014). A systematic review identifies five categories of GM practices-green products/services, green business image, 
green advertising, green purchasing experience, and GM mix-that influence consumer behavior factors like awareness, 
satisfaction, attitudes, purchase intentions, trust, loyalty, and responsible consumption. The study introduces the “Green 
Consumption Cycle for Sustainable Value,” offering businesses a framework to enhance eco-conscious engagement, align 
with Sustainable Development Goals, and structure future research, though broader databases and empirical testing are 
needed (García-Salirrosas et al., 2022). 

Research in Egypt highlighted that health benefits, eco-labels, and product placement strongly affect green product 
purchases. Consumers trust verified labels, prefer clear packaging explanations, and favor prominent displays in 
hypermarkets. While price and advertising were less influential, aligning strategies with local values, emphasizing personal 
benefits, ensuring credibility, and avoiding greenwashing remain critical. Policymakers can enhance adoption through 
education, incentives, and support for sustainable initiatives (Sedky and AbdelRaheem, 2022). A study of young, educated 
Bangladeshi consumers applies an extended Theory of Planned Behavior to analyze green purchasing decisions. 
Environmental concern, perceived benefits, price awareness, willingness, and future expectations positively influence buying 
decisions, whereas perceived quality may deter purchases. Clear communication, eco-labels, advertising, and youth 
engagement are essential to build trust, drive sustainable consumption, and involve stakeholders across production and 
marketing to achieve long-term environmental impact (Nekmahmud and Fekete-Farkas, 2020). 

Overall, evidence across multiple countries demonstrated that GM tools-advertising, labels, and branding-significantly shape 
consumer behavior when strategies are tailored to local contexts, emphasize personal and environmental benefits, ensure 
credibility, and engage key demographics. Integrating education, transparency, and regulatory support enhances adoption 
and aligns marketing practices with sustainable development goals. Green marketing significantly influences consumer 
purchasing by leveraging advertisements, eco-labels, and branding. Effectiveness depends on credibility, local adaptation, 
and emphasizing health or environmental benefits. Targeted strategies for younger, educated, and eco-conscious consumers, 
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supported by education, incentives, and regulatory frameworks, promote sustainable consumption, build trust, and advance 
both corporate performance and environmental objectives. 

7. THE ROLE OF GREEN MARKETING IN ENHANCING COMPETITIVENESS ACROSS INDUSTRIES 

Sustainable marketing strategies, particularly GM, influence competitiveness in various sectors facing environmental and 
economic challenges. Findings highlight the importance of integrating GM into broader business strategies to achieve 
competitive advantage. Environmental turbulence, such as market volatility, can impact the effectiveness of GM, but dynamic 
and adaptable approaches can help businesses navigate uncertainty and drive long-term value creation. The application of 
green marketing across industries, its major findings, and representative references are summarized in Table 1. 

Table 1: Major findings on the application of green marketing across industries 

Industrial Application of GM  Major Findings References 

Fashion and Textile Industry 
(Iran) 

GM enhances competitiveness, but environmental turbulence reduces 
effectiveness; aligning eco-initiatives with broader strategies, innovation, 
and sustainable branding is essential for long-term success. 

Vehbi et al., 
2025 

Hospitality Industry (Iraq) GM and strong brand image significantly influence eco-friendly purchasing; 
integrating sustainability with branding strategies enhances consumer 
behavior and promotes environmental responsibility in the hospitality sector. 

Atshan et 
al., 2025 

Insurance Industry (Global) Insurance emissions mainly arise from electricity and product use; adopting 
energy efficiency, renewable energy, green products, and transparent 
communication improve customer engagement and strengthens brand 
value. 

Lin et al., 
2025 

Manufacturing Sector 
(Malaysia) 

Green HRM promotes eco-friendly behavior, innovation, and a sustainability 
culture; supportive environmental policies strengthen its effectiveness, 
improving environmental performance and driving better organizational 
sustainability outcomes significantly. 

Ogiemwon
yi et al., 
2023 

Human Resource 
Management (Digital 
Technology) 

Digital HR technologies enhance efficiency, fairness, and decision-making 
through automation and AI; effective adoption requires leadership, 
upskilling, and human-centered approaches supporting sustainable HR 
practices organization-wide. 

Sharma et 
al., 2025 

Green HRM in Circular 
Economy (Malaysia) 

Green HRM supports circular economy adoption via sustainable recruitment, 
training, and appraisal; human capital plays a vital role in resource efficiency, 
waste reduction, and long-term sustainability improvements. 

Shah et al., 
2024 

Tourism Industry (China) GM influences tourist behavior through values, identity, and moral 
obligation; environmentally focused campaigns enhance eco-friendly 
decisions, increasing tourist loyalty, engagement, and sustainable tourism 
development outcomes. 

Zhang et 
al., 2025 

Experience Economy 
(Tourism, Pulau Bakut 
Nature Park) 

Experience economy enhances memorable tourism and sustainability-
oriented loyalty; immersive experiences and factors like novelty foster 
engagement, supporting environmental awareness and alignment with 
sustainable development goals. 

Naparin, 
2025 

Footwear Industry (Peru) Green distribution strongly influences brand value, while pricing may 
negatively affect it; eco-logistics, tailored pricing, and sustainable distribution 
strategies are critical for improving sustainability in emerging markets. 

Jave-Chire 
et al., 2025 

Port Operations (Global) Ports adopt green marketing strategically but lack implementation, raising 
greenwashing concerns; frameworks emphasize performance metrics, 
dedicated roles, and alignment between sustainability goals and operational 
execution practices. 

Lam and Li, 
2019 

Circular Economy (Brazilian 
Textile Industry) 

Product and organizational eco-innovations directly improve performance, 
while process innovation strengthens capabilities; integrating technological 
and organizational approaches is essential for sustainability and long-term 
business success. 

de Oliveira 
Brasil et al., 
2016 
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8. GLOBAL COMPETITIVENESS AND GREEN MARKETING ORIENTATION IN SUSTAINABLE STRATEGY 
DEVELOPMENT 

In an increasingly competitive global marketplace shaped by technological change and shifting consumer behavior, adaptive 
marketing strategies are vital for international success. Firms must innovate continuously, localize messaging, leverage digital 
technologies, manage pricing strategically, and integrate sustainability to strengthen competitiveness and achieve resilient, 
long-term global growth (Sudirjo, 2023). As sustainability becomes central to strategy, Green Marketing Orientation (GMO) 
offers a structured framework encompassing strategic, tactical, and internal dimensions. Empirical validation confirms 
reliability and performance relevance, while highlighting the need for broader sectoral testing and objective environmental 
metrics to accurately assess ecological and marketing outcomes (Papadas et al., 2017). Expanding the traditional marketing 
mix, the green 7Ps significantly influence brand equity and premium willingness among young consumers. Evidence 
emphasizes the strong roles of green people and physical evidence in shaping loyalty, perceived quality, and associations, 
encouraging phased investments in human capital and experiential sustainability initiatives (Nguyen et al., 2025). 

Environmental marketing also advances green economy objectives by aligning competitiveness with ecological stewardship. 
Within emerging economies, integrating sustainability into strategy, research, and operations enhances global positioning. 
Embedding green principles across enterprises strengthens product image, supports resource efficiency, and fosters 
environmentally responsible consumer behavior (Yulchiev, 2025). An effective GM must originate in product design, where 
lifecycle impacts are determined. Early integration of environmental considerations, supported by source reduction and 
concurrent development approaches, enhances innovation and reduces harm. Managerial commitment ensures 
sustainability becomes embedded within organizational processes and long-term competitive strategy (Bhat, 1993). 
Collectively, integrating adaptive global marketing with comprehensive green orientation, lifecycle design, and stakeholder 
engagement strengthens competitiveness and sustainability. By aligning innovation, organizational culture, consumer value, 
and ecological responsibility, firms can achieve durable growth while contributing meaningfully to environmental protection 
and evolving international market expectations. 

9. INTEGRATION AND PERFORMANCE IMPLICATIONS OF GREEN MARKETING 

Green marketing has evolved from superficial promotion to a strategic imperative balancing environmental responsibility and 
profitability. Consumer skepticism, fueled by opportunistic “green hype,” has undermined trust in corporate claims. 
Embedding sustainability into core strategy rather than relying on tactical greening is essential for legitimacy and enduring 
competitive advantage (Polonsky and Rosenberger III, 2001). Advancing this strategic perspective, research introduces a 
validated Green Marketing Orientation framework encompassing strategic, tactical, and internal dimensions. Empirical 
evidence confirms that holistic alignment across planning, initiatives, and organizational culture enhances firm performance. 
The integrative measurement scale strengthens theoretical clarity and managerial capacity to implement sustainability-driven 
marketing (Papadas et al., 2017). Green marketing extends beyond modifying the traditional marketing mix, requiring credible 
communication, regulatory awareness, and systemic transformation. Consumer apathy often stems from limited trustworthy 
information and skepticism toward claims. Effective strategies prioritize transparency, stakeholder engagement, and 
accessible environmental data, positioning GM within broader institutional and policy contexts (Prakash, 2002). 

Strategically integrating green initiatives across marketing, operations, human resources, and alliances enhances triple-
bottom-line outcomes. Core approaches include eco-innovation, greening internal processes, and forming sustainability 
partnerships. Despite growing relevance, marketing scholarship underexplores competitive implications, highlighting the 
need for deeper inquiry into stakeholder expectations and performance impacts (Cronin et al., 2011). In hospitality, GM 
adoption varies by organizational capacity and managerial orientation. Research in Hong Kong hotels reveals a stronger 
commitment among larger establishments with formal systems, while smaller hotels implement basic measures. Avoiding 
greenwashing and tailoring strategies to capabilities enhances credibility and strengthens engagement with environmentally 
conscious consumers (Chan, 2013). Overall, GM demands strategic integration, measurable orientation, credible 
communication, and cross-functional alignment. Moving beyond tactical claims toward embedded sustainability enables 
firms to build trust, improve performance, and meet stakeholder expectations. Continued research and responsible 
implementation are vital for transforming GM into a durable source of competitive and environmental value. 

10. GOVERNANCE AND MARKET REACTIONS IN ADVANCING GREEN MARKETING PERFORMANCE 

Green marketing significantly enhances corporate performance, yet its effectiveness depends on board governance 
structures. Independent and gender-diverse boards strengthen positive outcomes, whereas leadership duality weakens 
them. As global demand for sustainable products expands, integrating lifecycle responsibility into strategy and governance 
maximizes financial and environmental benefits (Luo et al., 2025). Stock market reactions to GM announcements reveal 
investor skepticism, with average declines following promotional disclosures. Credible firms experience milder negative 
responses, indicating that financial strength shapes perceptions. Superficial environmental claims risk reputational damage, 
underscoring the necessity for authentic, operationally grounded sustainability communication strategies (Mathur and 
Mathur, 2000). In B2B contexts, GM capabilities enhance competitive advantage and align with ESG engagement, particularly 
in developed European markets. Commitment to sustainability strengthens resilience and innovation, while emerging 
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markets must invest strategically. Marketing agility and integration of environmental objectives are essential for sustaining 
long-term competitive performance (Tzanidis et al., 2024). 

Evidence from Slovakia’s automotive supply chain confirms a positive relationship between GM practices and competitive 
positioning. Although managers often overlook this linkage, empirical analysis highlights benefits including innovation, cost 
savings, transparency, and stakeholder responsiveness, emphasizing the strategic complexity of sustainability 
implementation (Moravcikova et al., 2017). In emerging economies such as Saudi Arabia, green practices enhance business 
performance primarily through corporate social responsibility mediation. Green marketing indirectly improves outcomes by 
strengthening CSR engagement, supporting stakeholder theory. Policy incentives and transparency mechanisms further 
reinforce sustainable strategies aligned with national development agendas (Alkandi, 2025). Green bonds complement 
corporate sustainability by mobilizing capital for environmentally responsible projects under strict disclosure standards. 
Alignment with ESG frameworks and regulatory standardization enhances investor confidence and financing efficiency. 
Expanding issuances and financial innovations position green bonds as foundational instruments in global sustainable 
development (Bobojonova, 2025). Overall, governance quality, credible communication, strategic capability, and sustainable 
finance collectively determine GM’s performance impact. Firms that embed environmental responsibility into leadership 
structures, stakeholder engagement, and financial strategies are better positioned to achieve durable competitiveness while 
advancing broader economic and ecological transformation. 

11. STRATEGIES FOR CIRCULAR ECONOMY MARKETING AND SUSTAINABLE TRANSFORMATION 

Circular Economy Marketing redefines sustainability by prioritizing resource efficiency, waste reduction, and lifecycle 
extension within regenerative business models. Strategies such as product-service systems, eco-design, reverse logistics, and 
digital transparency tools strengthen trust and loyalty. However, high costs, scalability barriers, and regulatory fragmentation 
hinder widespread implementation (Paiva, 2025). Sustainability marketing has evolved beyond green promotion toward 
systemic transformation encompassing circularity, anti-consumption, regulation, and ethical responsibility. Progress depends 
on coordinated system-driven, business-driven, and consumer-driven changes. Integrated approaches linking policy 
instruments, corporate innovation, and informed consumption are essential for addressing complex environmental 
challenges (White et al., 2025). The green economy framework advances sustainable development by integrating ecological 
preservation with economic growth and social equity. Emphasizing renewable energy, clean technologies, green finance, and 
policy incentives, it positions sustainability as a driver of competitiveness and resilience, requiring education, collaboration, 
and international cooperation (Jumayeva, 2025). Findings show eco-labeling, green pricing, ethical promotions, sustainable 
packaging, and digital marketing strengthen consumer trust, loyalty, and purchase intentions despite greenwashing and price 
sensitivity. Authenticity, transparency, technology, CSR, consumer education, policy support, and innovation promote 
sustainable behavior through strategic communication effectively (Singh, 2026). 

Modern marketing increasingly embeds environmental stewardship, transparent communication, and community 
engagement into strategic planning. Effective green initiatives enhance loyalty, advocacy, and long-term brand equity. Multi-
platform communication, immersive education, and shared-value communities strengthen relationships between 
organizations and environmentally conscious consumers (Dellyana and Aldianto, 2025). Empirical evidence from 
manufacturing sectors demonstrates that GM and eco-innovation significantly improve sustainable performance, particularly 
when reinforced by circular economy practices. Eco-innovation mediates performance outcomes, while circular principles 
amplify benefits. Investment in technology, training, and regulatory support facilitates transition from linear to regenerative 
production systems (Chen et al., 2024). Global green growth strategies underscore eco-innovation, financial incentives, and 
institutional reform as catalysts for sustainable competitiveness. Leading economies demonstrate how regulatory 
frameworks, tax mechanisms, and environmental finance mobilize industry transformation, highlighting the critical role of 
policy coherence and international collaboration (Raximova, 2025). Collectively, circular economy marketing integrates 
strategic innovation, systemic policy alignment, eco-innovation, and stakeholder engagement to drive sustainable value 
creation. Coordinated action among businesses, governments, and consumers is essential to overcome structural barriers 
and accelerate the global transition toward regenerative, competitive, and environmentally responsible economic systems. 

12. CHALLENGES AND OPPORTUNITIES FOR THE ADAPTATION OF GREEN MARKETING 

The evolving environmental and social landscape presents significant challenges and opportunities for marketing. In the short 
term, businesses must adapt to rising consumer awareness and regulatory pressures around sustainability. Long-term success 
requires a paradigm shift, integrating sustainability into core practices. Green marketing, which promotes environmentally 
friendly products and practices, offers companies an opportunity to align their operations with consumer demand for 
sustainable solutions, driving long-term value creation. The challenges and opportunities associated with green marketing 
are summarized in Table 2. 

A significant challenge in GM is addressing the intention-behavior gap, where consumer interest in eco-friendly products does 
not always translate into purchases due to concerns over price, product quality, and accessibility. Overcoming scepticism 
through transparent, clear, and authentic sustainability messaging is crucial for building consumer trust. Additionally, aligning 
GM goals with organizational culture and market demands remains a hurdle. Companies must balance profitability with 
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ecological responsibility, ensuring that green products meet consumer expectations for pricing and performance. Other 
challenges include conceptual ambiguities in sustainability definitions, confusion over eco-libelling, and the complexity of 
targeting diverse consumer segments. Addressing these barriers requires innovation, regulatory support, and a holistic, 
transparent approach to sustainability that resonates with consumers and promotes long-term ecological responsibility. 

Table 2: Challenges and opportunities related to green marketing  
 

Challenges Opportunities References 

Rising consumer awareness and regulatory 
pressure on sustainability. 

Companies can capitalize on the growing demand for 
sustainable products and ethical practices. 

Peattie, 2016 

Marketing must evolve to integrate 
sustainability into core practices for long-term 
value. 

Green marketing serves as a tool to bridge business, 
policy, and public behavior for a sustainable future. 

Peattie, 2016 

The paradigm shift is needed across industries, 
including agriculture, tourism, and finance. 

New marketing strategies could promote eco-friendly 
products and support sustainable business practices. 

Singal et al., 
2013 

Green marketing cannot drive systemic change 
alone but must support broader institutional 
shifts. 

Educational efforts can increase consumer awareness, 
creating a more sustainable market for green products. 

Singal et al., 
2013 

Challenges related to balancing production 
needs with environmental safety in developing 
nations. 

Collaboration with eco-friendly organizations and 
influencers can boost GM's reach and impact. 

Mishra and 
Sharma, 2010 

Skepticism towards GM claims due to 
"greenwashing." 

Companies can benefit from demonstrating 
transparency, building trust, and fostering customer 
engagement. 

Vermillion 
and Peart, 
2010 

High costs of green products, which may deter 
purchase decisions. 

By educating consumers about the long-term benefits 
of green products, companies can overcome pricing 
concerns. 

Vermillion 
and Peart, 
2010 

Inconsistent communication strategies across 
industries regarding eco-friendly products. 

Companies have the opportunity to strengthen their 
brand image through sustainable practices and 
certifications. 

Savale et al., 
2012 

Developing countries face barriers like resource 
dependency and trade balance concerns. 

Green marketing can be expanded to serve as a 
mainstream practice in both developed and emerging 
economies. 

Savale et al., 
2012 

Green marketing tools often underperform in 
certain product categories. 

By leveraging green advertising and labeling, firms can 
increase demand for green products across sectors. 

Butt, 2017 

 

13. IDENTIFIED RESEARCH GAPS 

While GM strategies have evolved significantly, notable gaps remain in understanding their full impact, particularly in the 
areas of branding effectiveness, organizational culture, and cross-cultural influences. There is insufficient research into the 
role of digital reporting, advertising credibility, and how GM shapes consumer decision-making. These gaps hinder a deeper 
understanding of how GM can be integrated into broader business practices, limiting its full potential in driving sustainable 
development. Future studies must focus on quantifying the long-term effects of GM, enhancing empirical frameworks, and 
offering strategic recommendations for businesses. 

Furthermore, while GM has garnered increasing interest, many conceptual ambiguities persist, particularly regarding its 
definitions, metrics, and operational integration across sectors. For example, there is a lack of clarity on how to effectively 
integrate GM into communication, logistics, and product management strategies across industries. Collaborative efforts 
among stakeholders are necessary for advancing sustainable development goals, but research in this area is underdeveloped. 
Also, more exploration is needed on regional differences in consumer responses to GM, the influence of socio-cultural factors, 
and the role of offline marketing channels. Studies that bridge these gaps will contribute to a more robust understanding of 
the complex factors that drive sustainable consumer behavior, offering valuable insights for both theory and practice. 

14. CRITICAL DISCUSSION 

Green marketing has gained significant momentum, but persistent intention-behavior gaps hinder its full potential. Despite 
growing consumer demand for eco-friendly products, barriers such as cost, convenience, and product quality continue to 
shape purchasing decisions. While eco-labels and green branding have proven effective in influencing some consumer 
behaviors, they alone are insufficient. Businesses must adopt comprehensive, multi-faceted strategies that involve product 
innovation, competitive pricing, and transparent communication to create a genuine demand for sustainable products. 
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Aligning internal operations with sustainability principles and maintaining authentic employee engagement are essential to 
fostering long-term consumer trust and bridging the green gap effectively. 

Green marketing’s success also depends on how well it integrates across business operations and addresses consumer 
skepticism. While advertising and ecolabels significantly influence purchasing behavior, their impact diminishes when 
consumers perceive green claims as superficial or misleading. Transparency, clear environmental data, and authentic 
sustainability efforts are crucial in overcoming greenwashing concerns and ensuring the legitimacy of GM efforts. Moreover, 
industries such as fashion, tourism, and manufacturing have experienced success in incorporating GM into their strategies, 
but challenges like price sensitivity and regulatory barriers persist. Green marketing must go beyond branding and 
promotions, creating systemic change through collaboration with policymakers and addressing the complex dynamics of 
consumer behavior, market volatility, and technological advancements. Through these efforts, GM can drive meaningful 
environmental progress while simultaneously enhancing business competitiveness. 

15. IMPLICATIONS OF GREEN MARKETING 

The implications of integrating GM into corporate strategies are profound for both businesses and policymakers. For 
businesses, aligning GM with core operations, ranging from supply chain management to consumer engagement, is crucial 
for achieving long-term competitiveness and sustainability. Companies must reconfigure their marketing mix to balance 
profitability with eco-friendly practices, emphasizing transparency, clear communication, and stakeholder collaboration. 
Adapting green strategies to consumer demands and expectations while fostering trust through certifications, eco-labeling, 
and transparent messaging is essential for sustainable consumption. For policymakers, creating supportive frameworks 
through incentives, regulations, and awareness campaigns can encourage the widespread adoption of green practices. By 
providing education, subsidies, and reinforcing ethical marketing, they can ensure businesses integrate sustainability into 
their operations and communicate their efforts credibly to consumers. Moreover, integrating eco-innovation, circular 
economy principles, and lifecycle design into business practices fosters competitive advantage while advancing sustainability 
goals. Therefore, businesses that align with sustainability and innovation are better equipped to thrive in a competitive and 
environmentally responsible market, meeting evolving consumer expectations and contributing to global development. The 
collaborative role of policymakers and businesses is pivotal in ensuring GM contributes effectively to sustainability efforts 
across industries and regions. 

16. PROSPECTS OF GREEN MARKETING 

The prospects for GM are highly promising, driven by growing consumer demand for sustainable products and practices. As 
businesses increasingly embrace digital engagement and transparent communication, they can strengthen their brand 
identity and influence consumer behavior. Collaboration across industries and stakeholders will enhance green supply chain 
integration, fostering sustainability. Regulatory support and consumer education will further propel sustainable consumption, 
creating opportunities for companies to innovate and gain a competitive edge. The rise of GM will continue to transform 
market dynamics, with firms focusing on eco-friendly innovations, clear communication, and alignment with sustainability 
goals. By leveraging technological advancements and expanding GM frameworks, companies can secure long-term 
profitability while contributing to environmental well-being. Additionally, as global focus on sustainability intensifies, 
businesses can position themselves as leaders in the green economy, driving both ecological and economic growth. The future 
of GM is intertwined with the success of circular economy models, eco-innovation, and government incentives, offering 
substantial long-term benefits for businesses that align with these principles. 

17. CONCLUSION  

This review highlights the transformative role of GM in aligning business practices with sustainability goals. Green marketing 
is no longer a niche initiative but a core business strategy that can significantly influence consumer behavior and enhance 
competitiveness. By embedding sustainability into corporate operations, product development, and marketing efforts, 
companies can foster consumer trust and drive long-term value creation. However, achieving success in GM requires 
overcoming several challenges, including consumer scepticism, greenwashing, and the complexity of aligning environmental 
goals with profitability. Transparent communication, authenticity, and cross-sector collaboration are essential in overcoming 
these barriers and fostering meaningful change. 

The future of GM relies on continued research, innovation, and regulatory support to ensure its effectiveness in driving 
sustainable business practices. Businesses must adapt to the evolving demands of eco-conscious consumers by integrating 
GM into their core strategies and operations. By promoting clear eco-libelling, providing transparent messaging, and engaging 
in educational initiatives, companies can cultivate a culture of sustainability. Furthermore, collaboration with policymakers, 
stakeholders, and consumers is essential in overcoming challenges like high costs, regulatory fragmentation, and limited 
consumer awareness. When strategically implemented, GM has the potential to reshape industries, contributing not only to 
a competitive advantage for businesses but also to a sustainable future for the planet. 
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