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RESUMEN

Este estudio explora la relaciéon dindmica entre las estrategias de marketing
ecolbgico y las decisiones de compra de los consumidores, profundizando en los
elementos criticos que configuran las actitudes de los consumidores hacia los
productos ecolégicos y ofreciendo informacién Gtil para las empresas que desean
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mejorar su posicion en el mercado mediante iniciativas sostenibles. A medida que la
conciencia medioambiental y la sostenibilidad siguen remodelando los mercados
modernos, las empresas adoptan cada vez mds técnicas de marketing ecolégico
para alinearse con los valores de los consumidores. Este estudio se centra en
componentes clave como los envases ecoldgicos, las prdcticas de reduccioén de
residuos, las innovaciones en productos ecolégicos, la transparencia del ciclo de vida
de los productos y la responsabilidad social corporativa, investigando cémo estos
factores influyen en el comportamiento, la lealtad y las intenciones de compra de
los consumidores. Este estudio concluye que las estrategias de marketing ecolégico
influyen significativamente en las decisiones de compra de los consumidores, siendo
los envases ecoldgicos y la responsabilidad social corporativa los factores mas
persuasivos. Las prdcticas de reduccién de residuos y la transparencia del ciclo de
vida de los productos tienen un impacto positivo en la lealtad de los consumidores.
Sin embargo, el precio y la calidad del producto suelen moderar la influencia directa
del marketing ecolégico en el comportamiento de compra. Los productos ecolégicos
ofrecen a los clientes una forma de demostrar que son socialmente conscientes y
responsables, y la presidn social y las normas sociales refuerzan esta relacion. Los
clientes se sienten mds conectados y suelen ser mds fieles cuando estdn satisfechos
con los productos ecologicos en términos de calidad, seguridad o innovacién. Por
lo tanto, al vincular la responsabilidad medioambiental con las acciones de los
consumidores, el marketing ecolégico genera un importante compromiso por parte
delos clientes. Al relacionar los conocimientos medioambientales con las estrategias
de marketing, este estudio presenta una perspectiva Unica sobre coémo las empresas
pueden sacar partido de la creciente demanda de productos sostenibles.

PALABRAS CLAVE

Marketing ecolégico; comportamiento del consumidor; envases ecolbgicos; responsabilidad
social corporativa; desarrollo sostenible; innovaciones en productos ecolbgicos; prdcticas de
reduccion de residuos.

ABSTRACT

This study explores the dynamic relationship between green marketing strategies
and consumer purchasing decisions by delving into the critical elements that shape
consumer attitudes toward eco-friendly products and offering actionable insights for
businesses that aim to boost their market positions through sustainable initiatives. As
environmental awareness and sustainability continue to reshape modern markets,
businesses are increasingly adopting green marketing techniques to align themselves
with consumer value. This study focuses on key components such as eco-friendly
packaging, waste reduction practices, green product innovations, product lifecycle
transparency, and corporate social responsibility, investigating how these factors
influence consumer behaviour, loyalty, and purchasing intentions. This study finds that
green marketing strategies significantly influence consumer purchasing decisions, with
eco-friendly packaging and corporate social responsibility being the most persuasive
factors. Waste reduction practices and product life-cycle transparency positively
impact consumer loyalty. However, price and product quality often moderate the direct
influence of green marketing on purchase behaviour. Green products give customers
a way to show that they are socially conscious and responsible, and peer pressure and
societal standards reinforce this relationship. Customers become more connected and
frequently loyal when they are satisfied with green products in terms of quality, safety,
or innovation. Therefore, by tying environmental responsibility to consumer actions,
green marketing generates significant customer engagement. By linking environmental
knowledge with marketing strategies, this study presents a unique perspective on how
businesses can capitalise on the growing demand for sustainable products.
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1. INTRODUCTION

The Development of Green Marketing, usually referred to as environmental marketing, has stea-
dily evolved over the past decades. Before the turn of the century, in the 1990s, green marketing
was first introduced as a result of regulations requiring businesses to enhance their reputation
and adhere to environmental regulations (Saleem et al, 2021). An HR workout might be used
to characterise many of these early attempts at environmental management, such as pain-
ting information on environmental legislation or making symbolic efforts towards environmental
sustainability, which needed little more than putting up basic recycling programs or making
cosmetic adjustments to the procedures. In the 2010s, green marketing advanced to a new level,
to obtain a methodical approach to sustainability (Longo & Téngring, 2025). Organisations and
managers began to incorporate sustainable practices into their production chains and com-
mercial operations. This shift was spurred in part by customer knowledge of the ongoing benefits
of green business solutions and, in part, by the expanding demand for green goods and services.
Today, people value green marketing far more than they did in the past. Companies like Teslaq,
Patagonia, and Unilever demonstrate that sustainable and successful business practices can
coexist (Mansour et al,, 2024).

Currently, there are challenges related to environmental degradation, climate change, and in-
creasing environmental concern. These difficulties have pushed companies and other organi-
sations to find new approaches and create new plans, such as green marketing, to assist them
in taking better care of the environment without negative consequences (Khanra et al.,, 2022).
This idea has several aspects since it can be connected to the type of items being advertised,
the type of marketing strategies employed, or to “fragile” consumers (young people, the elderly,
etc.). In this situation, ethical marketing needs to address the problems brought about by the
products in a responsible and moral manner, while also serving the interests of businesses and
the general public. One suggested strategy is to be responsible for sustainable marketing. The
concept of sustainable development has been incorporated into sustainable marketing. The
goal is to incorporate social responsibility while minimizing the environmental impact of mar-
keting planning and execution (Kowalik et al., 2024). New eco-friendly goods and services are
required to reduce the adverse effects on the environment (Kiyak & Grigoliene, 2023). Millennials
and Gen Z members are the most receptive to green marketing tactics, according to research
from emerging economies, especially when it comes to household and personal care products
(Deshmukh & Tare, 2023). Green marketing components, such as eco-friendly product place-
ment and promotion, have been shown by structural equation modelling to strongly influence
these groups’ intentions to make green purchases (Kaur & Gangwar, 2022). Environmental da-
mage is thought to be mostly caused by overpopulation over the last three decades, and waste
production as a result of excessive food, manufactured goods, and service consumption. There-
fore, to achieve sustainable growth, businesses and consumers must reduce negative environ-
mental effects. Consequently, a sizable segment of environmentally conscious consumers has
emerged in recent years, ready to buy eco-friendly goods and appreciate businesses that use
sustainable techniques (Garcia-Salirrosas & Rondon-Eusebio, 2022).
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Businesses use green marketing as an intentional reaction to customers’ growing environmental
concerns. Businesses aim to minimise the adverse effects of their activities on the environment
by using sustainable practices. It is crucial to use green marketing to effectively communicate
these initiatives to increase consumer knowledge and favourably affect their purchase decisions.
Sustainable marketing, sometimes referred to as green marketing, has become a popular tactic
for influencing consumers’ intentions to buy. Businesses that implement sustainable practices
attract the interest and trust of customers in a global context, where social and environmental
concerns are growing (Lima & Silva, 2024). Green customer satisfaction refers to the customer’s
perception that using the company’s goods or services falls within the scope of environmental
or green concerns without harming the environment and that it complies with environmental re-
gulations and community sustainability standards. In addition, the product meets the objectives
set to meet customer needs. A psychological concept known as “customer satisfaction” refers
to a feeling of comfort, prosperity, and well-being that arises when consumers receive all of their
needs and wants from a good or service. It encourages customers to purchase eco-friendly
goods (Amelia & Purwanto, 2023).

Green marketing focuses on efficient promotional techniques, ecologically responsible product
designs, and manufacturing. According to research, businesses can significantly affect consu-
mers’ purchase intentions by implementing green marketing techniques including eco-labelling,
sustainable packaging, and ethical branding (Khanra & Kaur, 2022). The relationship between
green branding and customer perceptions of environmental sustainability is an important ele-
ment for boosting the adoption of green products worldwide (Attila & Molnar, 2022). The demand
for sustainable products by consumers worldwide has significantly increased. For example, in
the United States alone, the market for eco-friendly products increased from $136 billion in 2020
to $163 billion by 2022. By 2032, it is anticipated to grow to $355 billion. This indicates a significant
shift in consumer preferences, particularly among Gen Z members and millennials who prioritise
sustainability (Alkhatib & Kecskés, 2023).

The main objective of green marketing is the promotion of environmentally and socially respon-
sible products and services. As consumers become more aware of the impact their purchasing
decisions have on the environment, they search for more sustainable and eco-friendly items
(Basnet & Basyal, 2024). The growing global concern for the environment among businesses
and consumers has led to the development of green products (Tan & Sadig, 2022). Customers
now perceive businesses as entities that care about the welfare of their communities rather than
merely companies looking to make a profit. Consequently, companies have prioritised sustai-
nability and used green marketing strategies to entice customers to purchase eco-friendly pro-
ducts (Majeed & Aslam, 2022). The world in which we live is evolving constantly. For businesses to
succeed, function efficiently, and remain competitive, they must be able to adapt to the market
needs. However, it is also necessary to develop and implement effective marketing strategies.
Although customers have certain needs that must be satisfied, their main objectives are to in-
crease market share and maximise profits (Rusyani & Lavuri, 2021).

An empirical study conducted by Chou & Horng (2020) operationalised the relationship between
green marketing’s influence on consumer attitudes through the mediating role of the marketing
mix towards green products in the Taiwanese context. Mukonza & Swarts (2020) state that em-
ploying a green marketing strategy enhances corporate image and commercial performance.
Tjahjadi & Soewarno (2020) examine how green market orientation affects company perfor-
mance. Rustam & Wang (2020) focused on practical implications and broadened the theory of
planned behaviour by identifying the behavioural and non-behavioural factors that influence
environmentally responsible consumption. Therefore, the findings of this study provide new in-
sights into the relationship in the sustainability literature by altering a firm’s environmental ex-
posure to sustain greener consumption practices to protect the environmental damage caused
by human activities.
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Chen & Kwilinski (2021) explain that large Ukrainian production firms modify their strategies to
align with the emerging trend of shifting from excessive to environmentally friendly consump-
tion. Pimonenko & Bilan (2020) focused on greenwashing, an unfair marketing tactic used to
highlight a company’s green accomplishments, has become increasingly common. Eid & Aga
(2020) determined how green washing effect green branding. Guo & Nowakowska-Grunt (2020
in their study examined the features of sustainable development that is being developed in re-
lation to green technology. Qiu & Jie (2020) focused primarily on how green product innovation
affects dynamic green capability and competitive advantage in the Chinese manufacturing
sector. They claimed that resource integration, reconfiguration, and environmental understan-
ding capabilities of green dynamic capability serve as links between the creation of green pro-
ducts and a competitive advantage. Lavuri & Jabbour (2022) examine the impact of green fac-
tors on consumers’ propensity to buy high-end organic cosmetic products. Zhang & Sun (2020)
used the technology-organisation—environment paradigm to assess how equipped companies
are for green innovation in terms of organizational preparedness, technological readiness, and
environmental preparation which leads to a competitive advantage through the mediation bet-
ween environmental performance and business performance. Chen et al. (2020) applied the
structural equation model (SEM) and examined how green brand influences green purchasing
intentions as well as how green brand associations and attitudes work as mediators.

In the twenty-first century, people must find solutions to various issues, including pollution, de-
pletion of natural resources, global warming, and endangered animal species, regardless of
whether these issues arise on the supply or demand side of the market (Machové & Ambruset,
2022). Alamsyah & Othman (2020) examined consumer behaviour and how green advertising,
green brand perception, and consumer awareness of environmentally friendly products influen-
ce customer intention to purchase. Kautish & Sharma (2020) investigated the potential impact
of corporate environmental sustainability reporting on green consumerism (Rustam & Wang,
2020). The antecedents of green consumer behaviour (GCB) have been the subject of conflic-
ting research (Lioo & Wu, 2020). However, effective green marketing communication requires a
comprehensive understanding of the antecedents of GCB (Taufique, 2020).

This study investigates the intricate connection between consumer purchase decisions and
green marketing tactics and examines the key factors that influence consumers’ perceptions
of environmentally friendly goods. This study shows how important elements such as corporate
social responsibility, eco-friendly packaging, waste reduction strategies, green product deve-
lopment, and product lifecycle transparency affect customer behaviour, loyalty, and purchase
intentions, and fills the above-mentioned research gap. No previous study has focused on or
investigated all the factors in combination or in the context of developing countries.

2. HYPOTHESIS DEVELOPMENT

Promoting sustainable development is one component of green marketing in commercial
operations. In addition to promoting environmentally friendly consumer habits and attitudes,
it involves selling products and services deemed green. To preserve sustainable development
and reduce its environmental impact, consumers actively support green products (Zaremohz-
zabieh & Ismail, 2021). Recently, many organisations have adopted tactics and initiatives that
have boosted their productivity while ignoring serious environmental issues (Kar & Harichandan,
2022). Efforts made by the current generation to conserve the environment will determine the
quality of life of the future generations. Professional buyers must purchase environment-friendly
products to obtain a competitive edge and contribute to a sustainable world (Gelderman &
Schijns, 2021). Businesses can increase their top and bottom lines by implementing green mar-
keting strategies. In the long run, altering business or production processes will save money even
if initial costs are incurred. Companies that develop new and improved products and services
with an eye toward the environment gain a competitive edge over businesses that advocate
less environmentally friendly options, open new markets, and enjoy notable profit improvements
(Dangelico & Vocalelli, 2017).
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2.1. Eco-Friendly Packaging and Waste Reduction Practices

Consumers base their purchasing decisions on various considerations including how packaging
affects environmental deterioration. It is a proven fact that buyers like ethical and environmen-
tally sustainable items (Mahmoud & Tsetse, 2022). The packing materials were discarded, which
significantly contributed to the waste production. Consequently, one of the most important
components of a safe product delivery strategy for customers is packaging material (Kingston
& Paulraj, 2023). The overuse of packaging is detrimental to the environment because it causes
pollution, land use, water use, carbon emissions (energy used in production and waste disposal),
and solid waste. By analysing the environmental footprint of the primary product and its packa-
ging, life cycle assessments (LCAs) are frequently used to investigate the environmental impact
of packaging (Bandara & Lakmali, 2022; Koch & Frommeyer, 2022). The following hypothesis was
developed on the previous discussion:

H1: Consumers’ purchase decisions are positively affected by environment-friendly
packaging.

H2: Customers are more inclined to purchase goods from businesses that actively
reduce waste.

2.2. Green Product Innovations

The use of green product innovations (GPIs) has increased over the last several years because
businesses view them as a way to remain competitive in the market (Khan & Dhir, 2021). Un-
like traditional product innovation, GPI minimises waste production, health, and safety risks and
protects ecosystems from excessive energy and raw material consumption by incorporating
environmental needs into the product design process and enacting relevant laws and regu-
lations (Zhang & Zeng, 2021). Most firms consider it unappealing to innovate without adopting
environmentally sustainable strategies. Additionally, managers have come to understand that
green innovation may provide them with a competitive edge and is a necessary component of
sustainable development (Medeiros & Garlet, 2022). When a company introduces a new revolu-
tionary product, it stops producing its previous model. Consequently, returned goods lose value,
which occurs regularly because of the quick release of new cutting-edge products (Sarkar &
Ullah, 2022). The following hypothesis was developed on the previous discussion:

H3: Consumers who care about the environment are more likely to be drawn toward
innovative green products.

2.3. Product Lifecycle Transparency

From a lifecycle perspective, consumers proceed with behaviours that align with the principles
of the circular economy. For example, by buying products in reusable packaging, using products
with short expiration dates, and disposing waste for recycling, customers can lower the amou-
nt of waste produced daily (Rusyani & Lavuri, 2021). Understanding the effects of an industry,
what must be changed, and how to motivate rival businesses to make changes, depends on
the transparency of the industry’s environmental consequences. Life cycle assessment (LCAs)
makes it possible to compare methods and goods, which can then be utilised to make decisions
and identify areas that need to be changed (Lee & Wang, 2021). Product lifetime, defined as the
duration between the purchase and disposal of a product, is influenced by a product’s functio-
nal durability and the consumer’s propensity to keep it in use. Until now, product lifespan has
been less important than environmental consumption (Jacobs & Hérisch, 2022). E-LCA exami-
nes the environmental aspects and possible environmental effects of a product at every stage
of its life cycle, including the extraction of raw materials, production, consumption, end-of-life
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treatment, recycling, and final disposal (e.g. usage of resources and environmental implications
of emissions). The collection of all fundamental input and output flows from and into the system
in terms of resource consumption and emissions is known as life-cycle inventory (Wang & Su,
2022). The following hypothesis was developed on the previous discussion:

H4: Products prefer products with comprehensive information regarding their lifeti-
me environmental impacts.

2.4. Corporate Social Responsibility

By utilising financial instruments such as green credit and suitable strategy inducements, green
investment is a strategic corporate social responsibility (CSR) activity that integrates environ-
mental policy through resource consumption and has raised awareness of environmentalism
among businesses and stakeholders. Green investment recognises the corresponding advan-
cement of economic units, the environment, and social revolution (Zhong & Berhe, 2022). Cor-
porate social responsibility (CSR) is currently incorporated into business operations. Some com-
panies employ consultancy services for CSR program formulation, execution, and coordination
(zhang & Ahmad, 2021). Green customers want firms to adopt a sustainable and ecologically
sensitive approach in addition to changing their purchasing habits. Because they produce and
market the products we use, they are essential in determining demand and the resulting envi-
ronmental effects. Over the past few decades, the significance of sustainability in business has
increased and several companies have significantly aided in promoting sustainable consump-
tion (Correia & Sousa, 2023). The following hypothesis was developed on the previous discussion:

H5: Companies with robust CSR programs typically attract environmentally cons-
cious clients.

2.5 Conceptual Framework

Figure 1: Components of Green Marketing (GM) that impact consumer purchasing decisions.

Eco-friendly
Packaging

Waste
Reduction
Practices

Green Product

. Consumer
Innovations

Purchase
Intensions

Product
Lifecycle
Transparencv

Corporate
Social
Responsibility

(Source: Developed by the researcher).
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The conceptual framework of this study examines how key green marketing strategies such as
eco-friendly packaging, waste reduction practices, green product innovations, product lifecycle
transparency, and corporate social responsibility (CSR) influence consumer purchase inten-
tions. These strategies are considered independent variables, whereas purchase intention is the
dependent variable. Additionally, the moderating roles of environmental knowledge and green
consumption habits are factored into, suggesting that consumers with a higher environmental
awareness are more responsive to green marketing.

Table 1: Hypotheses Development Process

Independent Variable

Hypotheses Development Process

Sources of Construct

Eco-friendly Packaging

Waste Reduction
Practices

Businesses aim to attract customers who
are more environmentally concerned by
emphasising the eco-friendly features

of their goods. Finding a solution can

be assisted by acknowledging the

threat posed by plastic pollution and
implementing waste-reduction measures.
A company'’s dedication to protecting the
environment can be demonstrated by
choosing eco-friendly products and using
less plastic in packaging.

By encouraging the use of recyclable
materials and minimising the use of
nonbiodegradable materials, eco-friendly
packaging significantly contributes to

the reduction of adverse environmental
effects. Regarding green packaging, this
suggests that a customer may choose a
product that is biodegradable or made of
sustainable, recyclable, and ecologically
friendly materials.

Consumer interest is influenced by
initiatives in the food business to adopt
eco-friendly packaging to achieve a zero-
waste lifestyle.

Among other stakeholders, such as
governments, policymakers, and public
agencies, sustainable entrepreneurs may
turn to crowdfunding platforms to seek
funds to reduce the amount of e-waste
that ends up on Earth.

To reduce waste and encourage circularity
throughout the value chain, it places
strong emphasis on strategic alliances with
suppliers, waste management firms, and
customers.

(Adi et al,, 2024); (Imran &
Effendee, 2024); (Lianita &
Harmini, 2024)

(Bandara & Lakmali, 2022);
(Diansyah & Pratminingsih,
2025); (Bhavya & Shamina,
2025)

(Hag & Nurhali, 2024).

(Testa & Troise, 2024).

(Abdelmeguid & Afy-Shararah,
2024).
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Independent Variable

Hypotheses Development Process

Sources of Construct

Green Product
Innovations

Product Lifecycle
Transparency

Green innovation contributes to efforts

to lessen environmental burdens by
highlighted the significance of creative
approaches focus on sustainability. As
consumer behavior toward eco-friendly
items has important implications for
corporate decisions. as well as the
environment and society at large, research
on this topic is crucial.

Green product innovation and overall
performance are significantly affected by
green transformational leadership and
green entrepreneurial attitudes. Green
innovation has become one of the most
important strategies for encouraging
customers to buy environmentally friendly
products.

Businesses looking to follow eco-friendly
trends must understand how customers
make decisions in this situation.

Customers’ faith in a product category
may be significantly impacted if even

one manufacturer or brand engages in
greenwashing. When it comes to lowering
the uncertainty surrounding sustainable
products, the roles of transparency and
customer information seeking from various
sources are complex.

It is crucial to understand that these
components are sophisticated socio-
technical artefacts that actively shape
the transparency experience and mediate
its impact on customer perception,
development of trust, and subsequent
purchasing behaviour.

Privacy discoveries are a common example
of transparency artefacts.

(Mutmaina & Wahidhani,
2024).

(Asad & sulaiman, 2024);
(Elysha et al, 2025)

(Chen, 2024); (Khayru et al,,
2021)

(Damberg & Saari, 2024);
(Hina & Islam, 2025)

(Longo & Té&ngring, 2025).

(Dehling & Sunyaeyv, 2025).
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Independent Variable Hypotheses Development Process Sources of Construct

A business that sells simple green and
sustainable goods and services needs
to invest in educating the public about
environmental issues and how much
environmental damage may be avoided
with the right actions.

(Ramtiyal & Garg, 2024)

Corporate social responsibility and

consumer brand engagement to determine  (Cuesta-Valifio & Gutiérrez-
Corporate Social the steps necessary to create a plan for Rodriguez, 2024).
Responsibility consumer-responsible brand engagement.

Since local and international businesses

have started implementing sustainable

practices, corporate social responsibility

(CSR) have gained attention in recent (Nguyen-Viet & Tran, 2024);
years. Negative opinions about a (Yuan & Shahzad, 2024).
company'’s CSR efforts can lead to brand

disloyalty, and this effect can be amplified

by brand perception.

3. METHODOLOGY

3.1. Research Design and Data Collection

A quantitative research methodology was used to collect and process data in an organised
manner to investigate consumer views of green marketing elements and their impact on pur-
chase decisions. To address the need for human well-being, a company must execute fair
business practices with personnel, human capital, and community. This is the focus of social
sustainability. Customers who are aware of green marketing strategies and make eco-friendly
purchases constitute the target population. Expert buyers carry out boundary-spanning tasks,
suggesting that they play a critical role in choosing greener products and working with suppliers
who respect the environment (Gelderman & Schijns, 2021). Convenience sampling was emplo-
yed, focusing on readily available and consenting participants. As more companies produce
and market green products, the academic community is becoming more aware of green pur-
chasing behaviour, which is crucial to comprehend (Dangelico & Nonino, 2021). The final sample
comprised 354 responses. SPSS was used to analyse the data that had been gathered.

Questionnaire Design: A structured online survey was conducted using Google Forms to collect
data. The three primary sections of the questionnaire were divided. First section was Demogra-
phic data such as age, sex, income, and level of education of the respondents were recorded
in this section. Consequently, the sample profile was established. The analysis’s five primary
constructs—green product innovation, waste reduction strategies, eco-friendly packaging, pro-
duct lifecycle transparency, and corporate social responsibility (CSR)-were measured in the
second portion. Multiple items were created to reflect various aspects of consumer perception
and represent each construct. For instance, questions about eco-friendly packaging asked res-
pondents whether packaging affects their choice because it is recyclable, biodegradable, or
uses less plastic. Questions concerning consumer preferences for businesses that limit extra
materials or implement zero-waste policies are included in the waste reduction practices. The
main topic of articles on green product innovation is whether consumers perceive new eco-
friendly items as useful and practical. Consumers’ faith in brands that reveals their sourcing,
production, and disposal methods was tested using lifecycle transparency questions. Percep-
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tions of a business’s moral behaviour, just labour policies, and environmental responsibility were
among CSR-related topics. Section Three: Attitudes and behaviour of consumers’ trust, loyalty,
and buy intention are among the consumer outcomes covered in the last part. Enquiries have
evaluated whether exposure to green marketing techniques developed favourable word-of-
mouth recommendations, enhanced long-term brand loyalty, or raised the possibility of buying
eco-friendly products. Although the study acknowledges that the results should be interpreted
within the constraints of the sampling approach, it offers empirical data on how various green
marketing strategies jointly influence customer decision making.

The measurement of specific constructs, such as eco-friendly packaging, waste reduction prac-
tices, green product innovations, product lifecycle transparency, corporate social responsibility
(CSR), and environmental awareness was the main focus of this section on green marketing
components. Respondents were asked to score their degree of agreement using a 5-point Likert
scale, with 5 representing strongly disagree and 1 representing strongly agree. Data were collec-
ted both online and offline. Data were collected 15th January to 27 February 2025.

4.DATA ANALYSIS AND DISCUSSION

4.1. Demographic Factor Analysis

As they provide a coherent description of the data, descriptive statistics were crucial for this stu-
dy. This table 2 contains several types of data. Descriptive statistics offer clues about the analy-
sis, but do not permit a conclusion.

Table 2: Demographic Profile of the Respondents

Aspects Classification Frequency Percentage (%)
Age 18-25 years 176 49.7
26-35 years 127 35.9
36-45 years 34 9.6
45 and above 17 4.8
Gender Male 178 50.3
Female 175 494
Prefer not to say 1 0.3
Other 0 0
Education High School 1 0.3
College 24 6.8
Undergraduate 176 49.7
Graduate 109 30.8
Postgraduate 37 10.5
Other 7 2.0
Income Below 5000 104 294
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Aspects Classification Frequency Percentage (%)
5000-10,000 44 12.4
11,000-20,000 97 27.4
21,000-50,000 83 23.4
Above 50,000 26 7.3
Total 354 100

The age distribution of the respondents clearly shows a predominant emphasis on the younger
category (Table 2). The age gap between 18 and 25 years represented 49.7% of the participants,
the largest number among the samples. Digital natives, or GEN Z, are those born after 1995 and
have a strong interest in technology. GEN Z is concerned with pollution control, environmental
issues, and environmental protection. Additionally, it has come to light that environmental con-
cerns promote sustainable consumption. GEN Z has now joined the workforce and has become
an active consumer. The Sustainable Development Goals for 2030 and 2050 will therefore di-
rectly target Generation Z. Determining the push and pull factors and analysing GEN Z's purcha-
sing patterns are crucial (Baltaci et al, 2024). The 26-35-year category comes next, with 35.9%.
These two categories are the largest categories accounted for the majority of the total sample
(85.6%), implying that this study mainly covers young adults. The respondents were divided al-
most evenly between males and females in terms of their gender distribution. Of the 354 respon-
dents, 50.3% were male and 49.4% were female; only 0.3 % preferred not to reveal their gender.
Nearly half (49.7%) of the 354 respondents had completed a bachelor’s program, leading to
an increase in its prevalence as an educational level in the study’s respondents. The graduates
comprised 30.8% of those with postgraduate degrees (10.5%). The responses from 354 respon-
dents had a wide range of monthly incomes.

4.2. Factor Analysis

To verify the extent of connectivity between the questionnaires and the respondents, we conduc-
ted a Factor Analysis. This statistical technique assists us in obtaining more reliable and detailed
information from respondents, while simultaneously dealing with other problematic overlaps.
It further purges ambiguous items; hence, more precise data emerge after the factor analysis.
Had we not conducted factor analysis, it is possible that the study would have been dubious and
devoid of clarity. During Factor Analysis, we used the Kaiser- Meyer Olkin Measure of Sampling
Adequacy and Bartlett's sphericity test (KMO and Bartlett's test).

Table 3: KMO and Bartlett's Test

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .951
Approx. Chi-Square 4541.038
df 78

Bartlett’s Test of Sphericity

sig. .000
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The value for Kaiser-Meyer-0Olkin (KMO) measure of sampling adequacy is 0.951, which is exce-
llent and shows that the sample size is adequate for factor analysis. A KMO value above 0.9, it
was considered excellent, indicating that the structure of the data was suitable for analysis.

Bartlett's Test of Sphericity yielded an approximate chi-square value (0.000 at p < 0.05) indica-
ted that the correlation between the variables was strong during the factor analysis process. A
significant finding (p < 0.05) confirms the existence of structured relationships in the data suita-
ble for dimensional reduction.

Table 4: Communalities

Communalities

Initial Extraction
Eco_Packaging_3 1.000 875
Eco_Packaging_4 1.000 .864
Waste_Reduction_]1 1.000 .926
Waste_reduction_2 1.000 .828
Green_Product_]1 1.000 .902
Green_Product_2 1.000 .890
Product_Lifecycle_1 1.000 .864
Product_Lifecycle_2 1.000 .873
Product_Lifecycle_3 1.000 .893
Product_Lifecycle_4 1.000 .859
Social_Responsibility _2 1.000 816
Social _Responsibility _3 1.000 .883
Social_Responsibility _4 1.000 .851

Extraction Method: Principal Component Analysis.

The PCA-extracted factors (Table 4) showed considerable variance for each variable. All va-
riables had high communalities, with values varying between 0.816 and 0.926, indicating that
these factors explained the largest part of their variance. For example, Waste_Reduction_1 had
a communality of 0.926, implying that the extracted factors captured 92.6 % of the variance. Si-
milarly, variables like Green_Product_1 have relatively respectable communalities (0.902) while
Product_Lifecycle_3 works well with components because 0.893.” In general, this implies a good
fit between our observed dataset and our model which implies that the extraction is useful for
future analysis.
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Table 5: Total Variance Explained

Total Variance Explained

Initial Eigenvalues Extraction Sums . of Squared Rotation Sums of Squared Loadings
Loadings
Component
% of Cumulative % of Cumulative % of Cumulative
Total . o Total . o Total . o
Variance % Variance % Variance %
1 9.073 69.789 69.789 9.073 69.789 69.789 3172 24.400 24.400
2 791 6.087 75.876 791 6.087 75.876 2.605 20.039 44.438
3 .590 4541 80.418 .590 4541 80.418 2.028 15.600 60.038
4 487 3.749 84.166 487 3.749 84.166 1.879 14.456 74.494
5 .384 2.950 87.116 .384 2.950 87.116 1.641 12.622 87.116

Extraction Method: Principal Component Analysis.
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Table 5, which explains the total variance, shows how much of the variance in the dataset is ac-
counted for by each component. Initially, the first component explained 69.79 % of the variance,
which was a significant portion. After extraction and rotation, variance was redistributed across
the five components to provide a clearer and more interpretable structure. The first component
after rotation explained 24.40 % of the variance, followed by the second (20.04%), third (15.60 %),
fourth (14.46 %), and fifth (12.62%) components. Together, these five components accounted for
87.12% of the total variance, indicating that they collectively captured most of the dataset infor-
mation and were useful for further analysis. The rotation spreads the explained variance more
evenly across the components to improve interpretability. Principal component analysis was
used to complete the factor analysis with a small coefficient suppression value of 0.60. The vari-
max rotation method was used to identify research components. For further regression analysis
total 5 components were identified and few variables were removing such as Eco_Packaging]
and 2, Waste_Reduction3 and 4, Green_Product 3 and 4 and Social_Responsibility _1. The rela-
tive significance of each predictor is shown by beta coefficients. Corporate social responsibility
and environmentally friendly packaging have greater beta values, indicating that they have the
greatest impact on customer purchase decisions. On the other hand, although statistically sig-
nificant, waste reduction strategies and product lifecycle transparency showed somewhat lower
beta values, indicating a more supportive than direct impact on purchase intention. Innovation
in green products also has a significant effect, improving consumer perceptions of environmen-
tally friendly goods.

Table 6: Rotated Component Matrix

Rotated Component Matrixa

Component

1 2 3 4 5

Eco_

Packaging_3 810

Eco_

Packaging_4 797

Waste _

Reduction_1 838

Waste _

reduction_2 662

Green_

Product_1 698

Green_

Product_2 683

Product_

Lifecycle _1 726

Product_

Lifecycle_2 739

Product_

Lifecycle_3 748
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Rotated Component Matrixa

Component
1 2 3 4 5
Lfocycls._a 706
gggsolﬁsibnity_z 678
g(e)(s:g](lﬁsibility_S 753
Social_ 749

Responsibility_4

Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser normalisation.

a) The rotation converges over six iterations.

The Rotated Component Matrix (Table 6) resulting from principal component analysis (PCA) re-
vealed the structural relationships among the variables related to environmental sustainability
practices. Component 1 is primarily characterised by high loadings from the Product Lifecycle
variables, with values ranging from 0.706 to 0.748, indicating a strong association with product
lifecycle transparency. Component 2 captures the essence of Corporate Social Responsibility,
as evidenced by loadings between 0.678 and 0.753 for the related variables, suggesting that
a company’s social initiatives significantly influence consumer preferences. Component 3 was
dedicated to Eco-friendly Packaging, with substantial loadings of 0.810 and 0.797 for the packa-
ging variables, highlighting the importance of sustainable packaging in purchasing decisions.
Component 4 focused on Waste Reduction, with Waste Reduction 1loading at 0.838 and Waste
Reduction 2 loading at 0.662, underscoring the relevance of waste management strategies in
consumer choice. Finally, Component 5 encapsulates Green Product Innovations, as demons-
trated by the loadings of 0.698 and 0.683 for the respective green product variables. Overall, the
analysis effectively delineates five distinct components, each representing key themes that align
with the research hypotheses regarding environmental sustainability and consumer behaviour.

4.3: Regression Analysis

Regression analysis is a statistical method used to estimate relationships between various va-
riables. We determine its effect on the average dependent variable by adjusting for one of the
independent variables. Numerous techniques are available for modelling and analysing mul-
tiple datasets. Our example is based on linear regression, in which we conducted a statistical
investigation during the research period. The regression analysis provides insights into the re-
lationship between the five factors (eco-friendly packaging, waste reduction practices, green
product innovations, product lifecycle transparency, and Corporate Social Responsibility) and
the dependent variable, Consumer Purchase Intentions. The following is a detailed interpretation
of the results.
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Table 7: Variables Entered/Removed

Variables Entered/Removeda

Model Variables Entered Variables Removed Method

Social_Responsibility,
Waste_Reduction, Eco_
1 Packaging, Product_ . Enter
Lifecycle, Green_
Product_Innovationb

a) Dependent Variable: Consumer_Purchase_Intensions

b) All the requested variables were entered.

Table 8: Model Summary

Model Summary

Std. Error of the

Model R R Square Adjusted R Square Estimate

1 .994a .988 .987 .05528

a) Predictors: (Constant), REGR factor score 5 for analysis 1, REGR factor score 2 for analysis 1, REGR
factor score 1for analysis 1, REGR factor score 4 for analysis 1, REGR factor score 3 for analysis 1

The model’s R Square value of 0.988 (Table 8) indicates that eco-friendly packaging, waste re-
duction strategies, corporate social responsibility, product lifecycle transparency, and green
product innovation account for approximately 98.8% of the variation in consumer purchase in-
tentions. This remarkably strong explanatory power highlights how the integration of several
green marketing methods significantly influences customer behaviour and demonstrates the
robustness of the model. The model’s stability and dependability are further supported by the
adjusted R2 value of 0.987, which indicates that the predictors continue to be very successful in
describing customer intentions, even after taking possible overfitting into consideration. These
results emphasise the importance of using a holistic strategy for green marketing, as every ele-
ment works together to influence consumers to make environmentally conscious purchases.

4.4. Model Summary

R = 0.994 indicates a strong correlation between the independent variables (five factors) and
consumer purchase intention.

R Square = 0.988 shows that 98.8 % of the variation in consumer purchase intentions is explained
by the five factors in the model. This implied a nearly perfect fit.

Adjusted R Square = 0.987 is close to R Square, confirming that the model is robust even when
adjusted for the number of predictors. The Standard Error of the Estimate was low (0.05528),
which indicated that the model predictions were accurate.
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Table 9: ANOVA

ANOVAaq
Model Ssquurzrc:s df S':ﬁg:‘e F Sig.
Regression 83.661 5 16.732 5476.237 .000b
! Residual 1.054 345 .003
Total 84.715 350

a) Dependent Variable: Consumer _Purchase_Intensions

b) Predictors: (Constant), Social_Responsibility, Waste _Reduction, Eco_Packaging, Product_Lifecycle,
Green_Product_Innovation

ANOVA (Table 9) provides a comprehensive analysis of the regression model used to predict
consumer purchase intentions based on various factors related to eco-friendly practices. The
table indicates that the regression model is statistically significant, as evidenced by the F-statis-
tic of 5476.237, accompanied by a p-value of less than 0.001. This finding suggests a strong likeli-
hood that the independent variables collectively explain a significant portion of the variability of
the dependent variable. The “Sum of Squares” for the regression is 83.661, indicating the amount
of variation explained by the model, while the residual sum of squares is 1.054, which reflects the
variation not accounted for by the model. The degrees of freedom (df) for the regression were
five, corresponding to the number of predictors included in the model, whereas the residual
degrees of freedom were 345, indicating a substantial sample size. The mean square values
(16.732 for regression and 0.003 for residual) further illustrate the overall efficiency of the model
in explaining consumer purchase intentions. Overall, the ANOVA results confirm that the model
is robust, and that the independent variables are effective predictors of the dependent variable.
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Table 10: Coefficients

Coefficientsa

Statistics
. Unstandardized Standardized
Model Variables Coefficients Coefficients .
t Sig.
B Std. Error Beta
(Constant) 4117 0.003 1395.524 0
Eco_ 0.263 0.003 0.535 89.071 0
Packaging
Waste_
Reduction 0.231 0.003 0.47 78.31 0
1 Green_
Product_ 0.209 0.003 0.426 70.904 0
Innovation
Product_ 0194 0.003 0.396 65.861 0
Lifecycle
Social_ 0185 0.003 0.377 62.841 0

Responsibility

a) Dependent Variable: Consumer _Purchase_Intensions

4.5. Coefficients Interpretation

The coefficients indicate the extent to which each factor contributes to the prediction of con-
sumers’ purchase intentions. All the factors had significant t-values (p < 0.001), suggesting that
each factor had a strong impact.

1. Eco-friendly Packaging
B = 0.263, Beta = 0.535

This is the most significant predictor with the highest beta value, indicating that eco-friendly
packaging has the strongest positive impact on consumers’ purchase intentions. This supports
H1, confirming that environmentally friendly packaging significantly influences consumers’ de-
cisions.

2. Waste Reduction Practices

B = 0.231, Beta = 0.470

Waste reduction practices also strongly affected purchase intentions, although they were slightly
less effective than eco-friendly packaging. This supports H2, which indicates that customers are
more inclined to purchase the predicted consumer waste.

3. Green Product Innovations
B = 0.209, Beta = 0.426
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Green product innovations positively impact consumer decisions, but to a lesser extent than the
first two factors. This finding supports H3, suggesting that innovative green products attract en-
vironmentally conscious consumers.

4. Product life cycle transparency
B = 0.194, Beta = 0.396

Product life-cycle transparency has a moderate positive influence on purchase intention, con-
firming H4. Consumers prefer products that provide clear information about their environmental
impact.

5. Corporate Social Responsibility:

B = 0.185, Beta = 0.377

Corporate social responsibility has the smallest yet significant impact on consumer decisions,
supporting H5. Companies with strong CSR initiatives appeal to eco-aware customers.

Based on the regression analysis, we interpret each hypothesis as follows.
HI: Eco-friendly Packaging
Hypothesis: Consumer purchase decisions are positively affected by environment-
friendly packaging.

Interpretation: The results show a significant positive relationship between eco-
friendly packaging and consumer purchase intention. With a Beta of 0.535, it has
the strongest impact among all the factors, confirming that consumers are highly
influenced by eco-friendly packaging when making purchase decisions. Therefore,
H1is supported.

H2: Waste Reduction Practices

Hypothesis: Customers are more inclined to purchase goods from businesses that
actively reduce waste.

Interpretation: The coefficient for waste reduction practices is also significant, with
a beta of 0.470, indicating that it strongly influences consumers’ purchasing deci-
sions. This confirms that consumers prefer businesses that adopt waste-reduction
measures. Thus, H2 is supported.

H3: Green Product Innovations

Hypothesis: Consumers who care about the environment are more likely to be drawn
toward innovative green products.

Interpretation: Green product innovation has a positive impact on consumer pur-
chase intention with a beta of 0.426. Although it is nhot the most significant predictor,
it still has a strong influence, suggesting that eco-conscious consumers are attrac-
ted to innovative green products. Therefore, H3 is supported.

H4: Product Lifecycle Transparency

Hypothesis: Consumers prefer products with comprehensive information regarding
their lifetime environmental impact.

Interpretation: A Beta of 0.396 indicates that product life cycle transparency has a
moderate yet significant effect on purchase intention. Consumers value transpa-
rency regarding a product’s environmental impact, thus supporting H4.

H5: Corporate Social Responsibility
Hypothesis: Businesses with strong corporate social responsibility initiatives tend to
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attract more eco-aware customers.

Interpretation: Corporate social responsibility initiatives also positively affect con-
sumer purchase intentions, with a Beta of 0.377. Although it had the smallest impact
compared to the other factors, it still played a significant role. Therefore, H5 is sup-

ported.
5. DISCUSSION:
Table 11: Tabular Summary of Hypothesis
: Hypothesis . Significance (p-
Hypothesis Statement Beta Coefficient value) Support
Consumer
purchase
H1: Eco-friendly g?:g:)c?s?t?vely
Packaging affected by 0.535 0.000 Supported
environmentally
friendly packaging
Customers are
more inclined to
H2: Waste purchase goods
Reduction from businesses
Practices that actively 0.470 0.000 Supported
reduce waste.
Consumers who
care about the
H3: Green environment are
Product more likely to be
. drawn toward 0.426 0.000 Supported
Innovations . .
innovative green
products.
Consumers prefer
products with
comprehensive
H4: Product information
Lifecycle regarding 0.396 0.000 Supported
Transparency their lifetime
environmental
impact.
Businesses
with strong
H5: Corporate  corporate social
Social responsibility 0.377 0.000 Supported
Responsibility initiatives tend to

attract more eco-
aware customers.
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The regression analysis validates all five hypotheses, indicating that consumer purchasing deci-

sions are significantly impacted by eco-friendly packaging, green product innovations, product
lifecycle transparency, waste reduction practices, and corporate social responsibility.

Figure 2: Green Marketing Components Framework.
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Both male and female 354 respondents were interested in the green marketing concept and
provided the data for this study. Marketing involves more than just advertising and sales. It en-
compasses a wide range of additional duties including product development, manufacturing,
packaging, promotion, and distribution. Similarly, the broad field of green marketing encompas-
ses product design and redesign, green manufacturing, integrated marketing communication,
and other marketing strategies (Saleem et al., 2021).

Consumers understand Green Marketing (GM) and green purchasing (GP). They agree to pay
more for green products (Khayru et al. 2021). In the last few decades, environmental preservation
and related issues have presented significant difficulties for civilisation. These concerns, which
impact consumers’ decisions to purchase products either directly or indirectly, include global
warming and depletion of natural resources (Correia & Sousa, 2023). Among respondents, 55.6 %
agreed to pay more for eco-friendly products. The findings of the current study showed a po-
sitive correlation between green purchasing intention and all described constructs, including
eco-friendliness, waste reduction, green product innovation, product lifecycle transparency, and
corporate social responsibilities. All hypotheses were supported by this study. Customer percep-
tions of the environment act as mediators of the interaction between eco-labelling and green
buying intentions.

Liu et al. (2024) mentioned, the main goal of the current study is to examine how GSCM procedu-
res offer empirical insights to the developing fields of EP, Gl, and zero waste management. Mo-
dern businesses work to attain zero waste and Gl by implementing corporate-level procedures
that support social, economic, and environmental goals. This study highlights environmentally
friendly actions as a crucial component of the decision-making process and presents an origi-
nal approach to zero waste practices. Another author (Chakravarty & Prasad, 2025) said that,
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with an emphasis on how green packaging contributes to environmental sustainability, this stu-
dy examines the new trends, difficulties, and possibilities related to this practice. Green packa-
ging includes biodegradable, recyclable, reusable materials, and creative designs that reduce
environmental effects across product life cycles. Adopting such techniques is not without diffi-
culty, even though it offers encouraging opportunities to cut waste, preserve resources, and im-
prove brand reputation. High production costs, low consumer awareness, regulatory obstacles,
and supply chain complexity are some of the challenges businesses must overcome. In another
study gl?/looroof & Dedeoglu, 2025), all aspects of green marketing, removing the idea of waste,
reusing the product concept, elucidating the relationship between the product price and cost,
and making environmental orientation profitable, have a positive correlation and influence. The
results of this study are consistent with earlier research on specific facets of green marketing,
and it is crucial to remember that no recent study has fully addressed every element that was
examined in the present investigation. This distinguishes the current study because it combines
these disparate but related elements to offer a more thorough comprehension of their combi-
ned influence on environmentally conscious consumer behaviour.

In other words, we contend that consumers’ environmental attitudes enable businesses to em-
ploy eco-labelling to boost green purchases (Majeed & Aslam, 2022). The findings show that bu-
siness and consumer behaviour researchers are becoming more interested in analysing green
marketing strategies. This underscores the significance of the societal challenges of climate
change, environmental protection, and resource conservation (Wandosell & Parra-Merofio,
2021). Time-series statistics illustrating each market’s performance are required to examine the
connections between the global green bond market and several important traditional financial
and energy sectors (Ferrer & Shahzad, 2021). The growth of the manufacturing sector is ack-
nowledged as having the potential to create value because it encourages the creation of new
job possibilities, which enables swift and extensive improvement in quality of life (Appolloni &
Jabbour, 2022).

6. PRACTICAL AND MANAGERIAL IMPLICATIONS

This study makes significant contributions to both the theoretical understanding and practical
application of green marketing. From a “theoretical perspective”, it enhances the comprehen-
sion of how green marketing elements such as eco-friendly packaging, waste reduction prac-
tices, green product innovations, and corporate social responsibility (CSR) influence consumer
purchasing behaviour. This study supports the existing literature, which highlights the growing
importance of environmental concerns in shaping consumer choices (Nguyen-Viet, 2022). The-
se findings resonate with those of Riskos & Dekoulou (2021), who emphasised that modern con-
sumers are increasingly driven by their environmental consciousness, leading to a preference
for eco-friendly products. This study further reinforces the role of green marketing as a pivo-
tal factor in sustainable consumerism, and adds nuance to the understanding of how specific
green strategies appeal to different consumer segments.

From a “managerial standpoint”, the study provides actionable insights for businesses looking
to integrate sustainability into their marketing strategies. First, companies are encouraged to
prioritise “eco-friendly packaging” because it has been shown to positively impact consumer
purchasing decisions (Tan & Sadig, 2022). This aligns with previous studies that suggest that
environmentally conscious consumers prefer products with minimal or recyclable packaging.
Businesses that invest in packaging appeal to consumers and gain a competitive edge. Second,
adopting ‘waste reduction practices is critical. As noted by Majeed & Aslam (2022), businesses
that actively reduce waste throughout their supply chains are more likely to attract eco-cons-
cious consumers, while also achieving cost savings and improving operational efficiency.

“Green product innovations” are also essential for maintaining a competitive advantage. Com-
panies should consistently innovate by introducing sustainable products that have been shown
to attract environmentally aware consumers and enhance brand loyalty (Khanra & Kaur, 2022).
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By leveraging sustainable materials and technologies, businesses can differentiate themselves
within an increasingly saturated market. Lastly, companies must emphasise their commitment
to “CSR initiatives”. Garcia-Salirrosas & Rondon-Eusebio (2022) highlighted that robust CSR ini-
tiatives focusing on environmental protection can enhance brand reputation and consumer
trust, further solidifying long-term relationships with eco-conscious customers.

The managerial implications of this study suggest that businesses aligning their operations with
green marketing strategies stand to gain not only consumer loyalty but also stronger market
presence. By embracing eco-friendly practices, companies can position themselves as sustai-
nable leaders, thereby meeting growing demand for environmentally responsible products and
services. These green marketing techniques can be used by company managers to achieve
long-term environmental and financial objectives. Additionally, public and private banks may
offer subsidised loans to the nation’s green branding companies, and the government may offer
incentives such as a reduced cooperative tax on green product sectors (Zhang & Sami, 2024).

7. CONCLUSION

This study investigated the ways in which various facets of green marketing influence customers’
purchasing decisions. Based on the responses of the 354 participants, this study illuminates the
role of green marketing strategies in influencing customer preferences and behaviour. The re-
sults showed that eco-friendly packaging, waste reduction practices, green product innovations,
product lifecycle transparency, and corporate social responsibility (CSR) are green marketing
elements that have a significant impact on consumers’ intent to make purchases. The most sig-
nificant characteristics are eco-labels and environmental awareness, implying that buyers are
becoming increasingly aware of how their purchases affect the environment. Green marketing
emphasises actions to preserve survival through environmental preservation and avoidance of
consumptive practices that contribute to environmental harm, in addition to global warming.

Although the outlook is encouraging, this study highlights certain limitations. The long-term suc-
cess of green marketing campaigns may depend on establishing openness and credibility as
some consumers continue to doubt the veracity of green claims. Since these are the evaluation
standards that consumers use to weigh their options, product features serve as both qualifiers of
products and determinants of product purchases in marketing and consumer behaviour studies
(Marcon & Ribeiro, 2022).

Marketers should concentrate on informing customers about environmentally friendly policies,
ensuring that their supply chains are transparent, and using reliable and understandable eco-
labels to convey the environmental advantages of their products. Businesses must acknowled-
ge that their suppliers’ marketing campaigns can influence them. Experienced purchasers may
believe that they are in a position to “manage suppliers” and “develop suppliers” (Gelderman &
Schijns, 2021). In summary, this study shows that when done right and openly, customer purcha-
sing behaviour can be greatly influenced by the green marketing strategies used by businesses.
As environmental concerns continue to grow, businesses must prioritise sustainability to suit the
evolving needs of modern consumers and benefit society positively.

However, customers’ appreciation of green initiatives, pricing, and product performance con-
tinue to influence their purchase decisions. This implies that green marketing tactics work best
when combined with competitive pricing and an unwavering quality. Overall, the findings show
that when combined, green marketing elements offer a potent framework for influencing con-
sumer behaviour by fusing short-term purchase incentives with long-term trust and loyalty mo-
tives. Practically speaking, these results have important ramifications for companies. In addition
to continuing to engage in product innovation and open communication throughout the product
lifecycle, companies looking to boost sales and foster customer loyalty should prioritise sustai-
nable packaging options and obvious CSR actions. Long-term client connections and brand
trust can be further strengthened by waste reduction tactics, certifications, and clear labelling.
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7.1. Scope of Future Study

The current investigation offers prospects for additional research, even though it offers valua-
ble insights into the connection between green marketing elements and customer behaviour.
Although sufficient for quantitative analysis, the sample size of 354 respondents used in this stu-
dy restricts the extent to which the findings can be applied. By gathering information from larger
and more varied samples, future studies could overcome this constraint and enable a higher
statistical power and wider applicability of the results. Furthermore, this study only used quanti-
tative methods; to learn more about customer attitudes, motivations, and perceptions of green
marketing strategies, future research could use mixed methods or qualitative approaches. Fu-
ture researchers could also conduct surveys from companies.

Another crucial avenue for future research is geographical expansion. Although the current stu-
dy focuses on a particular country, developing economies such as Vietnam, India, Nepal, the
Philippines, and Bhutan also face sustainability difficulties and rising environmental consumer
awareness. Cross-national or comparative studies in these areas will improve our knowledge of
how social, cultural, and economic variations affect the success of green marketing campaigns.
Future researchers can offer a more thorough understanding of how green marketing strategies
influence customer behaviour in various circumstances by broadening the scope of these ways.

7.2. Limitation of the Study

Despite its contributions, the research presented here has limitations. First, the study only inclu-
ded 354 respondents, which is a small sample size that limits the applicability of the findings
to larger populations. The results might have been more reliable with a larger and more varied
sample size. Second, there may have been a sampling bias because the data were only gathe-
red online, which might have omitted people without Internet access or those who were less
accustomed to using digital platforms. Third, this study used a cross-sectional design to record
the attitudes and actions of consumers at a particular moment in time. This makes it difficult to
track how attitudes and buying patterns evolve over time. Fourth, because the study was limited
to a single country, cultural, economic, and social differences in other nations were not conside-
red. Finally, this study used only quantitative techniques. Although the statistical analysis yielded
quantifiable insights, it was unable to capture the more profound motives, perceptions, or fee-
lings that qualitative approaches might disclose.
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