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Abstract: 

This review synthesizes contemporary research on green marketing strategies, focusing on Small and 

Medium-Sized Enterprises (SMEs), emerging and developed economies, and the intersection of 

sustainability, innovation, and consumer behavior. It examines the influence of biospheric values, eco-

innovation, corporate social responsibility (CSR), and stakeholder engagement on organizational 

performance, brand perception, and sustainable consumption. The study highlights mediating roles of 

green product innovation, sustainability practices, and brand image, alongside contextual moderators 

including demographic shifts, technological integration, and regulatory frameworks. Findings 

demonstrate that eco-labeling, green pricing, ethical promotions, sustainable packaging, and digital 

marketing significantly impact consumer trust, loyalty, and purchase intentions while addressing 

greenwashing and price sensitivity challenges. The review underscores the critical importance of 

authenticity, transparency, and strategic communication in fostering long-term environmentally 

responsible behavior, emphasizing how social media, Industry 5.0 technologies, and policy support 

enhance adoption and engagement. Furthermore, it identifies barriers such as limited awareness, 

stakeholder resistance, infrastructure gaps, and perceived costs, offering insights into balancing 

ecological benefits with economic considerations. Recommendations include leveraging technology-

driven sustainability initiatives, integrating CSR into marketing strategies, educating consumers, and 

promoting inclusive, transparent, and innovative approaches to green marketing. Overall, the paper 

provides actionable guidance for marketers, policymakers, and researchers aiming to optimize 

sustainable business practices, strengthen consumer engagement, and advance long-term ecological, 

social, and economic objectives across global and emerging markets, highlighting the evolving role of 

green marketing as a strategic tool for organizational competitiveness and environmental stewardship. 

Keywords: 

Green Marketing, Sustainable Consumption, Eco-Innovation, Corporate Social Responsibility, 

Consumer Behavior, Industry 5.0 

Submitted: 2026-04-12. Revised: 2026-05-10. Accepted: 2026-05-23. 

https://doi.org/10.51137/wrp.ijsbe.717
http://www.wr-publishing.org/
mailto:dsndri33@gmail.com


International Journal of Sustainability in Business and Economics (ISSN: 3052-6752) 

Volume: 02 Issue: 03 Year: 2026 

https://doi.org/10.51137/wrp.ijsbe.717   

 

 

 

 

Discover publication opportunities: 
www.wr-publishing.org 

Introduction 

Sustainability has emerged as a strategic priority for emerging economies, driven by environmental 

concerns, regulatory pressures, and competitive market dynamics. Green marketing (GM) serves as a 

pivotal mechanism to integrate ecological responsibility with business performance, influencing 

consumer behavior, loyalty, and brand perception. GM involves aligning organizational marketing 

strategies with profit generation, customer satisfaction, and environmental sustainability objectives. 

Increasing global concern regarding sustainability has encouraged researchers and practitioners to 

examine the role of green marketing in emerging economies (Sedky and AbdelRaheem, 2022). 

Emerging markets are rapidly developing economies characterized by industrial growth, expanding 

consumer populations, and increasing participation in global trade. In these markets, rising 

environmental awareness and evolving business dynamics significantly influence sustainable consumer 

behavior and green purchasing decisions. Businesses operating in emerging economies can integrate 

environmental objectives into their marketing activities to achieve sustainable outcomes and strengthen 

green-oriented organizational goals. From strategic and operational perspectives, green marketing 

incorporates sustainable practices involving products, promotion, production, and consumer 

engagement. Prior studies emphasize issues such as green consumer behavior, integrated marketing 

communication, sustainable product management, green logistics, corporate social responsibility, 

transparency, greenwashing concerns, and organizational performance outcomes (Mukonza et al., 

2021). Furthermore, consumers are more likely to purchase green products when they perceive positive 

health and environmental benefits. Therefore, organizations should develop effective campaigns 

emphasizing these advantages, while eco-labeling and point-of-purchase strategies can further 

influence green purchasing behavior (Sedky and AbdelRaheem, 2022).  

Strategic Green Marketing (SGM) has emerged as a critical approach for integrating environmental 

sustainability within business marketing practices, promoting ecological stewardship while enhancing 

organizational performance. This integration is particularly crucial for Small and Medium-Sized 

Enterprises (SMEs), which represent over 90% of global businesses and often face unique challenges 

in balancing sustainability with profitability (Tan et al., 2025). Research emphasizes the significance of 

green market orientation (GMO) in driving green product innovation and achieving sustainable 

performance (Sulaiman, 2025). Additionally, technological innovations, social media engagement, and 

targeted GM strategies significantly influence corporate reputation, consumer perception, and long-term 

business sustainability (Hanaysha & Alhyasat, 2025). Applications across manufacturing, tourism, and 

service sectors illustrated SGM’s potential to combine environmental responsibility with organizational 

resilience (Oduro & Matarazzo, 2025; Andriyansah et al., 2025). Moreover, SGM encompasses 

sustainability-driven business practices aligned with green economy transitions, corporate social 
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responsibility (CSR) initiatives, and supply chain strategies, highlighting the role of green 

entrepreneurship and profit-enhancing approaches in emerging markets (Bobojonova, 2025; Huang et 

al., 2021). 

Beyond organizational performance, SGM directly shapes consumer behavior by influencing intentions 

to purchase sustainable products. Key mechanisms include eco-labeling, green packaging, ethical 

pricing, CSR initiatives, and brand image, while addressing challenges such as greenwashing that 

undermine trust and adoption (Majeed et al., 2022; Suki et al., 2016; Chen et al., 2020). Consumer 

responses are mediated by trust, awareness, and perceived barriers, while individual traits, such as 

skepticism, age, and income, modulate reactions to green demarketing (Holloway, 2025; Shao et al., 

2025). Corporate green image, marketing efforts, and salesperson expertise further influence 

satisfaction, loyalty, and engagement, and organizations leveraging eco-friendly strategies gain a 

competitive advantage while promoting CSR outcomes (Ali et al., 2025; Onditi, 2016). 

Green entrepreneurship and strategic marketing are increasingly essential for achieving sustainability 

goals, fostering eco-innovation, and promoting responsible consumption. Incentive-based government 

policies, coupled with corporate integration of green practices, drive adoption, yet disparities in 

awareness, infrastructure, and research remain significant barriers. Empirical studies in India, Egypt, 

and other emerging markets reveal gaps between consumers’ positive perceptions and actual green 

purchasing behavior (Reddy et al., 2023; Bhatia & Jain, 2013). Despite growth, research gaps remain 

in green satisfaction, GM mix strategies, and cross-market consumer behavior comparisons (Saleem et 

al., 2021).By synthesizing theoretical foundations, empirical evidence, and practical strategies, this 

review emphasizes how GM aligns organizational objectives with environmental stewardship, fosters 

ethical consumption, and positions businesses competitively within Industry 5.0 and globally evolving 

sustainable economies. 

The primary objective of this review is to synthesize and critically evaluate existing research on GM 

practices within SMEs and across diverse industrial and geographic contexts, identifying key drivers, 

mediators, and contextual moderators that influence sustainable business performance and consumer 

behavior. The study aims to integrate environmental values, technological innovations, and stakeholder 

perspectives to develop a holistic framework supporting strategic decision-making, eco-friendly product 

design, pricing, packaging, and CSR initiatives. Additionally, the review seeks to examine consumer 

awareness, loyalty, and engagement while assessing the effectiveness of eco-labeling, digital 

marketing, and promotional strategies in shaping sustainable consumption patterns. It further addresses 

barriers such as greenwashing, demographic and generational differences, and regulatory challenges, 

providing actionable insights for policymakers, marketers, and educators. By bridging theoretical and 

practical gaps, this review intends to offer evidence-based recommendations to optimize GM strategies, 
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enhance organizational competitiveness, and foster long-term environmental stewardship and 

consumer trust in emerging and developed markets. 

Methodology 

This review paper adopted a structured literature review methodology to examine strategic green 

marketing and sustainable consumer behavior in emerging markets. A comprehensive search was 

conducted using Google Scholar, Scopus, and ScienceDirect to identify peer-reviewed studies 

published mainly during the last five years. Keywords including green marketing, sustainable 

consumption, eco innovation, corporate social responsibility, consumer behavior, and Industry 5.0 were 

applied to capture interdisciplinary research connected with sustainability and marketing practices. 

Studies were included if they were published in English, peer reviewed, and directly related to green 

marketing, consumer engagement, strategic marketing, or operational efficiency within sustainable 

contexts. Nonacademic sources, duplicate studies, abstract-only papers, non-English publications, and 

research with methodological limitations or weak relevance to green marketing applications were 

excluded. 

The selected literature was analyzed through thematic content analysis to identify recurring patterns, 

emerging trends, and research gaps associated with sustainable consumer behavior and green 

marketing strategies. Initially, abstracts were screened for relevance, followed by detailed full-text 

evaluations of selected studies. Findings were synthesized into three thematic clusters: strategic 

integration of green marketing, shifts in sustainable consumer behavior, and global challenges affecting 

sustainability initiatives. Particular attention was given to environmentally responsible purchasing 

decisions, technological advancement, corporate sustainability practices, and barriers limiting green 

marketing effectiveness in emerging economies. This methodological approach provided a systematic 

understanding of how strategic green marketing influences sustainable consumer behavior while 

identifying opportunities for future research, policy formulation, and inclusive business practices 

supporting long-term sustainability goals across developing markets worldwide today. 

Strategic Green Marketing for Sustainable Consumer and Corporate Practices 

Green marketing research has expanded globally, identifying five emerging directions: greenwashing, 

green consumerism, eco-innovation, low-carbon economy, and increased scholarly output from 

developing nations (Saleem et al., 2021). The evolution of GM emphasizes green brand positioning over 

traditional product positioning. Consumers are willing to pay premiums for environmentally beneficial 

products. Supply chain innovations, reverse logistics, and eco-friendly packaging support sustainable 

marketing, while the Internet enhances targeting but requires assessment of its environmental impact 

(Dangelico and Vocalelli, 2017). Green marketing adoption in India faces obstacles, including limited 
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consumer awareness, enforcement gaps, and perceptions of high costs. Government and NGO 

campaigns have promoted environmental consciousness, but education, incentives, and regulatory 

frameworks remain essential to enhance sustainable consumer behavior and organizational adoption of 

eco-friendly practices (Jain and Kaur, 2004). Macro-level sustainability concepts remain marginalized, 

requiring interdisciplinary integration of ecological principles, social responsibility, and systemic 

reflection to drive meaningful environmental transformation (Kilbourne, 1998). Overall, these studies 

underscore GM as a dynamic, evolving field with strategic importance for sustainable production, 

consumption, and business practices. 

Integrated Green Marketing Strategies and Sustainability Drivers in SMEs 

Sustainability has become a strategic priority for SMEs, driven by environmental concerns and 

competitive pressures. GM plays a crucial role in aligning business performance with ecological 

responsibility. Green market orientation enhances sustainable performance directly and indirectly 

through green product innovation. SMEs in emerging economies increasingly adopt eco-friendly 

innovations to meet regulatory and consumer demands, improve efficiency, and strengthen 

competitiveness, emphasizing the importance of aligning innovation strategies with sustainability goals 

(Sulaiman, 2025). Owners’ and managers’ biospheric values significantly influence sustainable green 

market orientation by shaping perceptions of competitive advantage and improving business 

performance. This relationship is moderated by stakeholder pressures, behavioral control, and 

perceived risks, integrating personal, social, and rational decision-making dimensions (Tan et al., 2025). 

Technological innovation, GM, and social media usage positively influence corporate reputation, with 

sustainability acting as a full mediator. Social media plays a critical role in stakeholder engagement, 

enabling transparent communication and reinforcing trust, while integrated strategies enhance long-term 

organizational performance and brand image (Hanaysha and Alhyasat, 2025). GM components, 

including product, pricing, promotion, and distribution, moderately improve SME performance, with 

promotion having the strongest effect. Contextual factors such as culture, industry, and economic 

conditions significantly moderate these relationships, highlighting the need for tailored strategies across 

diverse business environments (Oduro and Matarazzo, 2025). Environmental protection and green 

knowledge strongly drive GM adoption and sustainable tourism practices. Despite challenges such as 

high costs and limited resources, MSMEs can enhance sustainability through strategic planning, 

training, and community engagement, ensuring improved performance and long-term environmental 

and economic benefits (Andriyansah et al., 2025). Overall, the integration of environmental values, 

innovation, and stakeholder engagement drives improved performance outcomes.  
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Sustainable Green Entrepreneurial Marketing Across Emerging and Global 

Economies 

Green entrepreneurship promotes eco-friendly industries, job creation, and sustainable consumption 

through resource conservation, waste reduction, and renewable energy adoption. Uzbekistan’s 2025 

policy supports certified “Green Entrepreneurs” with incentives and compliance requirements, aligning 

national development with global sustainability models and practices (Bobojonova, 2025). Financial 

incentives strongly influence renewable energy and sustainable agriculture adoption, while stakeholder 

engagement supports GM growth. Strengthening investment, education, and digital platforms is 

essential for inclusive, effective, and scalable sustainability implementation in Jordan (Ali and Salhab, 

2025). 

Green marketing research has expanded globally, especially post-pandemic, enhancing consumer 

awareness and corporate responsibility. Despite growth, greenwashing and regional research disparities 

remain key challenges. Stronger regulation, transparency, and education are needed to support trust, 

sustainability, and SDG-aligned marketing frameworks (Ezeh and Dube, 2025). Supply chain 

collaboration and corporate social responsibility (CSR) integration improve product greenness, pricing 

efficiency, and profitability across manufacturers and retailers. Power structures influence strategic 

decisions, while shared CSR enhances demand and welfare. Active CSR engagement strengthens 

competitiveness, sustainability, and long-term value creation in supply chains (Huang et al., 2021). 

Green Marketing and Consumer Behavior Across Global Contexts 

Green marketing, promoting eco-friendly products and practices, significantly influences consumer 

behavior, though price and quality often outweigh environmental considerations (Bukhari, 2011). Key 

strategies such as eco-labeling, green pricing, packaging, and environmental beliefs enhance trust, 

willingness to pay, and sustainable choices in the UAE (Shabbir et al., 2020). Global studies highlight 

diverse drivers, including CSR, regulatory frameworks, and digital engagement, impacting awareness, 

loyalty, and ethical consumption in India, Slovakia, and Generation Z consumers (Pradeep and Akhil, 

2016; Dragolea et al., 2023; Machová et al., 2022). Peer-to-peer platforms and hotel industry 

applications demonstrate trust and loyalty mediation, emphasizing transparency and experiential 

engagement (Huang et al., 2025; Mercade Mele et al., 2019). Higher education fosters long-term 

sustainability motivation (Prieto-Sandoval et al., 2022), while digital platforms and social media amplify 

adoption (Madduri and Niveditha, 2025; Salam et al., 2024). Table 1 summarizes key green marketing 

factors, their impact on consumer behavior, illustrative examples, and supporting references. 
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Factor Description Consumer Behavior 

Response 

Example References 

Green 

marketing 

Promotion of 

environmentally 

friendly products and 

sustainable practices 

Consumers value 

environmental 

responsibility but 

prioritize price and 

quality 

Companies are 

improving their 

green initiatives 

communication to 

engage 

consumers 

Bukhari, 

2011 

UAE - Green 

Marketing 

Factors 

Eco-labeling, green 

product pricing, green 

packaging/branding, 

environmental 

concerns 

Eco-labels and premium 

pricing enhance trust, 

willingness to pay, and 

positive environmental 

behavior; packaging less 

effective; beliefs strongly 

motivate attitudes 

UAE consumers 

show readiness to 

purchase eco-

labeled or 

premium green 

products 

Shabbir et 

al., 2020 

Behavioral 

intentions & 

instantiators 

Non-economic factors 

and moderators 

affecting green 

purchases 

Bridge the gap between 

intention and actual 

buying behavior 

Government 

incentives like tax 

rebates for electric 

vehicles 

Groening et 

al., 2018 

Sustainability 

education 

Non-compulsory 

courses on 

sustainability and 

circular economy 

Increases awareness, 

motivation, and informed 

ecological choices 

University courses 

influencing student 

consumption 

Prieto-

Sandoval et 

al., 2022 

India - GM 

Drivers 

Diversified consumer 

interest, extended 

producer 

responsibility, 

regulatory control, 

competitive 

advantage, waste 

utilization, and 

strategic 

communication 

Drives brand preference, 

loyalty, market 

expansion, trust, 

awareness, and 

sustainable 

consumption adoption; 

overcomes initial cost 

and skepticism barriers 

Brands like Surf 

Excel, LG 

campaigns, CSR 

initiatives, and 

sugarcane 

recycling 

industries 

Pradeep and 

Akhil, 2016 
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Generation Z 

sustainable 

behaviors 

Eco-conscious 

attitudes among 

young consumers 

Driven by personal 

satisfaction, the limited 

influence of the 

company's GM 

Sustainable 

choices by Gen Z 

Dragolea et 

al., 2023 

Digital GM Use of websites and 

social media for eco-

friendly promotion 

Influences adoption and 

fosters long-term 

behavioral change 

Online marketing 

of organic products 

in India 

Madduri and 

Niveditha, 

2025 

Palm oil 

labeling 

Clear labeling 

emphasizing 

sustainability 

Increases willingness to 

pay for eco-friendly 

products 

Palm oil-free 

product labeling in 

Slovakia 

Machová et 

al., 2022 

Peer-to-peer 

(P2P) GM 

Green initiatives by 

P2P platforms 

Improves trust, 

engagement, and pro-

environmental intentions 

Airbnb-style 

platform 

sustainable 

practices 

Huang et al., 

2025 

Hotel GM Sustainable practices 

communicated in the 

hospitality sector 

Indirectly enhances 

trust, loyalty, and word-

of-mouth 

Energy-saving 

certifications in 

Spanish hotels 

Mercade 

Mele et al., 

2019 

Table 1: Key green marketing factors and their influence on consumer behavior 

Influence of Green Marketing Tools and Strategies on Consumer Behavior 

Green marketing tools, including eco-labels, eco-brands, and environmental advertising, enhance 

consumer trust, awareness, and purchasing behavior, while credibility and education are critical for 

adoption (Rahbar and Wahid, 2011). Social media content strengthens brand attitude and word-of-

mouth, moderated by cultural context and greenwashing risks (Nabivi, 2025). Consumer green values 

influence attitudes variably across demographics, requiring experimental research (Bailey et al., 2018). 

Sustainability-oriented design, pricing strategies, and dynamic regulations promote competitiveness and 

innovation (Ülkü and Hsuan, 2017; Chen and Sheu, 2009). Incentive-driven participation and Generation 

Z preferences necessitate tailored, transparent, digitally engaging strategies (Bae and Rishi, 2018; 

Salam et al., 2024). Factors affecting consumer reactions to green marketing, with examples and 

references, are summarized in Table 2. 
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Factor Description Impact on Consumer 

Response 

Example References 

Green social 

media content 

Eco-friendly posts 

using visuals, 

storytelling, and 

interactive 

elements on digital 

platforms 

Enhances 

informativeness, 

entertainment, 

relevance, brand 

attitude, purchase 

intention, and word of 

mouth  

Eco-themed 

Instagram 

campaigns with 

polls and 

sustainability 

storytelling 

Nabivi 

(2025) 

Green 

consumption 

values 

(GREEN 

scale) 

Consumer 

environmental 

values influencing 

attitudes toward 

eco-friendly brands 

Shapes attitudes and 

intentions, but varies by 

age and demographics 

Older consumers 

show a stronger 

attitude-intention 

linkage than 

younger groups 

Bailey et al. 

(2018) 

Product 

modularity & 

sustainability 

design 

Eco-efficient 

product design 

enabling reuse and 

cost reduction 

Improves 

competitiveness, 

demand, and green 

consumer appeal 

Modular electronics 

with return/reuse 

systems 

Ülkü and 

Hsuan 

(2017) 

Environmental 

regulation & 

Extended 

Producer 

Responsibility 

(EPR) policies 

Dynamic 

government 

policies promoting 

recyclability and 

producer 

responsibility 

Encourages gradual 

sustainability adoption 

and firm compliance 

Increasing 

recyclability targets 

under EPR 

frameworks 

Chen and 

Sheu (2009) 

Green pricing 

incentives 

Monetary and non-

monetary 

incentives in 

energy/green 

markets 

Increases participation, 

but varies across 

consumer types 

Tax credits, green 

mileage programs, 

and fuel cell energy 

preference 

Bae and 

Rishi (2018) 
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Eco-labels, 

eco-brands, 

advertising 

Certification marks, 

brand identity, and 

environmental 

advertising 

messages 

Builds trust, awareness, 

and significantly drives 

purchase behavior 

Eco-label-certified 

green household 

products 

Rahbar and 

Wahid 

(2011) 

Generation Z 

consumer 

behavior 

Digital-native 

consumers valuing 

sustainability, 

personalization, 

and authenticity 

Strong preference for 

ethical, transparent, and 

socially responsible 

brands 

Social media-driven 

sustainable fashion 

engagement 

Salam et al. 

(2024) 

Theory of 

Planned 

Behavior 

(TPB)-based 

GM behavior 

Green pricing, 

promotion, and 

physical evidence 

influencing planned 

behavior 

Strong predictor of pro-

environmental 

purchasing; pricing & 

promotion are most 

effective 

Green pricing 

campaigns 

influence 

sustainable product 

purchases 

Haryono et 

al. (2025) 

Table 2: Factors influencing consumer response to green marketing 

Consumer Behavior, Brand Trust, and Sustainability Insights for Green 

Marketing 

The GM philosophy encourages businesses to adopt sustainable and ethical practices across 

stakeholder relationships. Governments and public organizations increasingly prioritize environmental 

issues, implementing measures to reduce pollution, combat global warming, and promote sustainable 

production practices (Bhatia and Jain, 2013). Green products are defined by characteristics like energy 

efficiency, low emissions, safety, recyclability, durability, renewability, and third-party certifications. 

Companies in India are increasingly adopting GM strategies, though research on consumers’ 

awareness, attitudes, and behaviors remains limited (Bhatia and Jain, 2013). Consumers display strong 

environmental values and knowledge of eco-friendly products, but have limited awareness of 

governmental or NGO green initiatives. Newspapers are key information sources, while challenges like 

pricing, availability, and communication gaps persist, suggesting a need for more targeted awareness 

campaigns (Reddy et al., 2023).  

In Egypt, green brand image, satisfaction, and trust positively influence consumer green brand 

preference, while green awareness shows weaker effects. Age, income, and education shape 
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responses, emphasizing the need to strengthen brand image and trust for effective GM (Mourad and 

Serag, 2012). Green advertising receptivity and brand image significantly influence green brand trust, 

which in turn drives purchase intention. Transparency alone does not sufficiently build trust, highlighting 

the managerial importance of advertising strategies and strong environmental branding to foster 

sustainable purchasing behavior (Rahman and Nguyen‐Viet, 2023). Consumers in India exhibit high 

awareness and strong green values, showing a willingness to support environmentally friendly products. 

Regression analysis indicated that green values, consumer awareness, and perceived corporate 

commitment to sustainability significantly influence preferences, though government and NGO initiatives 

remain not effectively communicated (Bhatia and Jain, 2013). Key drivers of green purchasing include 

environmental concern, eco-label recognition, prior experiences, and perceived usefulness, while 

barriers such as limited knowledge, higher costs, perceived risk, and weak organizational image 

contribute to the attitude-behavior gap. The study proposes a green purchase decision-making 

framework to guide marketers in bridging this gap (Sharma, 2021). In summary, GM is crucial for 

sustainable consumer behavior, influencing purchase intentions through brand trust, CSR, and eco-

friendly practices 

Consumer Purchase Intentions and Sustainable Consumption Behavior 

Growing environmental concerns have intensified interest in GM and sustainable consumption behavior. 

GM strategies significantly increase consumers’ willingness to purchase eco-friendly products. Green 

brand image and environmental attitudes strengthen this relationship, enhancing trust and purchase 

intentions. Firms should adopt sustainable production, eco-packaging, and branding practices to attract 

eco-conscious consumers and build long-term loyalty (Majeed et al., 2022). CSR plays a mediating role 

in strengthening GM effects on consumer behavior. Environmental awareness increases when firms 

integrate CSR activities like eco-product displays and campaigns. Such initiatives enhance awareness, 

trust, and purchase intention, improving profitability and reinforcing sustainable marketing effectiveness 

in retail contexts (Suki et al., 2016). Greenwashing negatively affects consumer willingness to purchase 

green products by damaging brand image and loyalty. It weakens trust and reduces sustainable 

purchasing behavior. Authentic environmental practices, transparency, and strong green branding are 

essential to build credibility and promote long-term eco-conscious consumer engagement (Chen et al., 

2020). Overall, these factors significantly shape consumer willingness to purchase eco-friendly products 

and determine the overall effectiveness of sustainability-oriented marketing strategies. 

Consumer Loyalty and Strategic Perspectives on Green Marketing 

Consumers prioritize transparency and authenticity in GM, favoring companies with verifiable 

sustainability practices and third-party certifications. Trust drives adoption, while higher costs, product 

performance concerns, and limited access hinder broader acceptance. Strategies include competitive 
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pricing, innovation, and wider distribution, targeting Millennials and Generation Z (Holloway, 2025). 

Demographics and psychological traits shape consumer responses to green demarketing, with 

skepticism, age, and income influencing reactions, whereas gender is less significant. Tailored 

marketing strategies enhance communication effectiveness, especially in foodservice, promoting 

sustainable behaviors among target audience segments and reinforcing environmentally responsible 

consumption patterns (Shao et al., 2025). 

Green marketing strengthens customer loyalty by enhancing corporate green image, product quality 

perception, and salesperson expertise. Alignment between brand messaging and consumer evaluations 

increases satisfaction, translating into loyalty. Apparel firms benefit from managing external marketing 

and sales interactions strategically for sustained green consumer engagement (Ali et al., 2025). Various 

GM practice elements, including advertising, pricing, supply chain management, and green self-identity, 

positively influence perceived corporate green image, which mediates loyalty outcomes. Alignment 

between brand image and consumer values strengthens loyalty responses, offering insights for NEV 

brands seeking authentic, sustainable marketing strategies (Yang et al., 2025). Supermarkets utilize GM 

through product, pricing, promotion, and distribution to achieve a competitive advantage and CSR 

benefits. Eco-innovation expands market reach, enhances profitability, and reduces environmental 

impact. Strategic education, regulatory enforcement, and partnerships further strengthen adoption, 

supporting sustainability and socio-economic development (Onditi, 2016). Overall, GM positively 

influences consumer trust, loyalty, and sustainable behavior when combined with transparency, product 

quality, and aligned messaging 

Future Trends in Consumer Behavior and Green Marketing 

Green purchasing patterns in the FMCG sector reveal that green labeling, product identification, and 

advertising influence consumer trust and pro-environmental attitudes. Demographics, health benefits, 

natural ingredients, and certifications affect purchasing behavior, while resistance persists. Enhanced 

marketing strategies can stimulate sustainable consumption and inform policy decisions (Surender and 

Sreeramulu, 2026). Industry 5.0 introduces human-centric (Singh, 2026), sustainable, technology-driven 

practices that redefine GM from CSR to strategic necessity. AI, IoT, robotics, blockchain, and Big Data 

enhance sustainability communication, ethical business practices, and consumer engagement, 

supporting CO₂ reduction, responsible consumption, and competitive advantage in digitally advanced 

enterprises (Chygryn et al., 2026). 

Green marketing’s influence on consumer behavior encompasses eco-friendly product design, 

sustainable packaging, pricing, and promotion. Demographic factors, environmental awareness, and 

perceived value moderate responses. Authentic communication, transparency, and CSR initiatives 

strengthen trust, engagement, and pro-environmental behavior, providing actionable guidance for 
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marketers and policymakers (Chitrao et al., 2026). In developing countries, sustainable marketing 

strategies, ethical celebrity endorsements, promotions, and packaging affect consumer behavior, 

mediated by green brand image. Sustainable packaging exerts the strongest impact. Insights emphasize 

ethical branding, consumer trust, loyalty, and strategic guidance for advancing green economy 

objectives (Zain ul Abidin et al., 2026). Green advertising, eco-labeling, green branding, and 

environmental awareness influence purchase intentions in India, with green branding and awareness 

being strongest. Structured surveys and regression analyses reveal 28% variation in purchase behavior, 

underscoring the importance of authentic communication, strategic branding, and consumer education 

for sustainable consumption (Datta et al., 2026). 

Key Findings of the Research 

The review reveals that biospheric values, green market orientation, and innovation are significant 

drivers of sustainable performance, with green product innovation and sustainability serving as critical 

mediators and contextual factors moderating outcomes. Integrated GM strategies, supported by 

technological innovation and social media, enhance corporate reputation, competitiveness, and long-

term organizational success. Eco-brand positioning, premium pricing, eco-friendly packaging, supply 

chain innovations, reverse logistics, and digital marketing expand reach and operational efficiency, while 

consumer education, regulatory frameworks, and incentives foster adoption across developed and 

developing countries. Incentives promote renewable energy and sustainable agriculture, CSR 

strengthens product greenness and profitability, and trust underpins consumer responsiveness. 

Effectiveness depends on transparency, cultural adaptation, segmentation, and generational targeting, 

though greenwashing and behavioral inconsistencies hinder impact. Purchase intentions increase when 

brand image, CSR, environmental attitudes, and awareness are aligned, while greenwashing reduces 

loyalty and credibility. Eco-labeling and pricing strongly shape consumer perceptions, with packaging 

and branding showing weaker effects; education campaigns and digital platforms amplify engagement, 

especially among youth. Demographics, skepticism, and generational trends further moderate adoption. 

SMEs and large firms benefit from aligned GMP practices, CSR, eco-innovation, and transparent 

communication, which collectively enhance trust, satisfaction, loyalty, and pro-environmental behavior. 

Ethical promotions and celebrity endorsements increase engagement, while integration of technology, 

supply chain strategies, and authentic messaging strengthens consumer commitment, bridging the gap 

between green intentions and sustainable purchase behavior across diverse global markets. The 

interrelationships among green marketing drivers, mediating factors, and performance outcomes have 

been developed and presented in Figure 1. 
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Figure 1: Overview of green marketing tools and mediating factors for sustainable consumer outcomes 

Implications of Green Marketing 

The findings offer substantial implications for managers, policymakers, and researchers by emphasizing 

the strategic integration of innovation, technology, and stakeholder engagement within GM initiatives. 

SMEs should align sustainability strategies with local and sectoral contexts, leveraging eco-labels, 

sustainable product design, and CSR to enhance corporate reputation, consumer trust, and competitive 

advantage. Policymakers are encouraged to implement incentive-based policies, enforce labeling and 

regulatory standards, and facilitate educational campaigns to improve awareness and adoption of eco-

friendly practices. Digital platforms and interactive marketing tools can amplify engagement, particularly 

among younger consumers, enabling transparency, value alignment, and community involvement. 

Organizations must prioritize authenticity, avoid greenwashing, and integrate environmental 

responsibility into pricing, communication, and supply chain management to foster long-term loyalty and 

measurable pro-environmental behaviors. Collaboration across industries and supply chains enhances 

profitability and sustainability outcomes, while regulators can reinforce trust by promoting standards and 

certifications. Educational and awareness initiatives help consumers make informed purchasing 

decisions, bridging the gap between intention and behavior. The strategic use of Industry 5.0 

technologies, including AI, IoT, and data analytics, enables targeted, credible sustainability 
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communication while supporting resource efficiency and ethical production. Collectively, these insights 

guide firms and policymakers to optimize GM adoption, align organizational objectives with ecological 

stewardship, and advance inclusive, transparent, and scalable practices that benefit businesses, 

consumers, and the broader environment globally. 

Critical Discussion of Green Marketing and Consumer Behavior 

The review underscores the multifaceted nature of GM adoption, shaped by rational, social, and 

contextual factors, with innovation and sustainability enhancing performance, yet industry- and region-

specific variations present challenges. Integrating multiple theoretical perspectives strengthens 

understanding, but behavioral and emotional dimensions remain underexplored, limiting insights into 

sustainable decision-making. While GM shows promise, superficial application often fails to challenge 

consumption-driven paradigms, highlighting the need for systemic, interdisciplinary approaches that 

integrate ecological principles, social responsibility, and macro-level strategies. Green entrepreneurship 

and CSR initiatives improve sustainability, yet structural barriers, regulatory weaknesses, and uneven 

implementation reduce efficacy, emphasizing the need for integrated frameworks balancing economic 

growth, environmental protection, and equitable outcomes. Behavioral gaps persist despite heightened 

awareness, constrained by industrial systems, policy inconsistencies, and cultural differences, while 

perception-based research limits causal inference. Consumer trust and loyalty are highly sensitive to 

authenticity, transparency, and ethical consistency, with greenwashing undermining outcomes. 

Effectiveness depends on aligning brand image, product quality, advertising, and CSR with consumer 

values, yet challenges include price sensitivity, skepticism, stakeholder resistance, and cross-cultural 

differences. Digital and experiential marketing offer engagement opportunities, particularly under 

Industry 5.0, but require careful integration with traditional strategies. Overall, successful GM 

necessitates holistic approaches that combine credible communication, technological innovation, and 

strategic behavioral insights to bridge intention-behavior gaps, foster adoption, and promote sustainable 

consumption across sectors, demographics, and emerging and developed market contexts. 

Research Gap of Green Marketing and Consumer Behavior 

Despite extensive literature on GM, significant gaps remain in understanding the full spectrum of factors 

influencing sustainable consumer behavior and organizational adoption. Current studies predominantly 

emphasize rational, structural, and economic drivers, while underexploring emotional, psychological, 

and behavioral influences. Limited integration of technological, environmental, and social variables 

constrains the development of comprehensive, interdisciplinary frameworks for sustainability adoption, 

particularly in SMEs and emerging markets. Most research relies on survey-based methodologies and 

single-city sampling, restricting generalizability across regions, cultures, and industries. Longitudinal 

studies assessing the long-term effectiveness of GM, consumer behavioral change, and mitigation of 
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greenwashing remain scarce. Additionally, cross-cultural, cross-market, and multi-sector analyses are 

limited, leaving questions regarding demographic, psychographic, and cultural moderators insufficiently 

addressed. Empirical studies examining digital transformation impacts, policy interventions, and Industry 

5.0 integration are minimal, creating a need for experimental designs and real behavioral data to capture 

causality and practical insights. 

Further gaps include insufficient exploration of green entrepreneurship policies, CSR-driven supply 

chain dynamics, and sector-specific marketing strategies in developing economies. The influence of 

self-identity, brand image alignment, and trust on green purchase behavior remains underexamined, 

while emerging consumer segments, such as Generation Z, are underrepresented in empirical research. 

Current studies also neglect non-economic motivators, inclusive sustainability frameworks, and the 

interaction between corporate initiatives and consumer engagement. There is limited evidence on GM 

mix optimization (4Ps), eco-labeling effectiveness, and the interplay between digital platforms, social 

media, and consumer adoption. Addressing these gaps requires multi-regional, cross-industry, and 

longitudinal research integrating psychological, behavioral, technological, and policy-related variables 

to provide actionable strategies for advancing sustainable marketing practices globally. 

Challenges in Green Marketing  

Adopting GM presents multifaceted challenges for SMEs, particularly in emerging and developing 

economies, where high implementation costs, limited technological access, and resource constraints 

constrain adoption. GM faces short- and long-term challenges due to rising environmental and social 

concerns. Short-term pressures include consumer awareness, regulatory compliance, and societal 

expectations, while long-term strategies require integrating sustainability into core practices. Ecosystem 

degradation necessitates rethinking production, distribution, and consumption across industries 

(Peattie, 2016). GM promotes eco-friendly products through sustainable packaging, production, process 

changes, and advertising. Firms must adapt the marketing mix, product, price, place, and promotion to 

reduce waste and energy use. CSR initiatives, transparency, consumer empowerment, and government 

support enhance adoption, overcome barriers, and ensure long-term sustainability benefits for 

businesses, consumers, and the environment (Sharma et al., 2015). 

Resistance to organizational change and lack of expertise hinder integration, while infrastructure 

limitations, socio-economic disparities, and weak regulatory enforcement exacerbate barriers. 

Greenwashing, inconsistent CSR practices, and misalignment between marketing strategies and actual 

ecological outcomes undermine credibility, trust, and consumer engagement. Limited consumer 

awareness, price sensitivity, cultural variability, and demographic differences further complicate 

adoption, requiring context-specific approaches and effective segmentation. Firms face difficulties in 

balancing short-term profitability with long-term sustainability objectives, standardizing practices across 

https://doi.org/10.51137/wrp.ijsbe.717
http://www.wr-publishing.org/


International Journal of Sustainability in Business and Economics (ISSN: 3052-6752) 

Volume: 02 Issue: 03 Year: 2026 

https://doi.org/10.51137/wrp.ijsbe.717   

 

 

 

 

Discover publication opportunities: 
www.wr-publishing.org 

regions, and addressing generational differences in attitudes and behaviors. Reliance on self-reported 

data, digital communication gaps, and inconsistent eco-certification systems reduces reliability and 

transparency. Stakeholder resistance, market heterogeneity, and inadequate policy enforcement 

highlight the need for coordinated governance, capacity-building, and monitoring frameworks. Industry 

5.0 integration introduces additional challenges, demanding technological literacy, infrastructure 

readiness, and strategic alignment of digital tools with sustainability goals. Overcoming these obstacles 

necessitates credible, transparent communication, standardized metrics, and incentives to promote 

behavioral adoption. Additionally, firms must maintain authenticity, avoid greenwashing, and employ 

adaptive strategies tailored to local and cultural contexts, ensuring that GM initiatives achieve 

meaningful environmental impact while supporting profitability, consumer trust, and long-term 

organizational resilience across diverse markets globally. 

Future Prospects of Green Marketing  

The future of GM in SMEs and broader business contexts is promising, driven by technological 

advancements, rising environmental awareness, and evolving regulatory frameworks. Integration of AI, 

IoT, Big Data, and digital personalization will enhance sustainability communication, operational 

efficiency, and consumer engagement, enabling firms to align environmental responsibility with 

competitive advantage. Expanding research into behavioral insights, generational differences, and 

cross-cultural comparisons will improve understanding of green consumption, facilitating tailored 

marketing strategies. Opportunities exist in optimizing the GM mix, enhancing eco-labeling, sustainable 

packaging, and pricing, and leveraging circular economy principles to drive long-term adoption. Policy 

innovations, CSR-driven supply chains, and global collaborations can support standardized practices, 

anti-greenwashing measures, and scalable sustainability initiatives, particularly in developing nations 

with untapped potential. Digital platforms, gamified awareness campaigns, and data-driven analytics will 

enable real-time monitoring, personalized engagement, and transparency, strengthening trust and brand 

loyalty. SMEs can integrate these strategies into mainstream operations, fostering organizational 

resilience, ecological stewardship, and profitability. Expanding green entrepreneurship ecosystems and 

embedding sustainable practices within production, distribution, and corporate strategies will drive 

systemic impact.  

To overcome social desirability bias in examining the gap between green intentions and actual 

purchasing behavior, future researchers should employ multi-method and multi-source data collection 

approaches. Relying solely on self-reported surveys should be avoided, as they often overstate 

environmentally responsible intentions. Instead, studies should incorporate objective behavioral data 

such as scanner panel purchases, loyalty card transactions, mobile payment records, and online 

shopping analytics to capture real consumption patterns. Experimental approaches, including field 

experiments and choice-based conjoint analysis, can help reveal actual preferences under realistic 
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conditions. Indirect questioning techniques, such as randomized response and projective methods, may 

reduce respondent pressure to provide socially desirable answers. Longitudinal research designs are 

also recommended to track changes between intentions and actual behavior over time and improve 

causal interpretation. In addition, qualitative methods like in-depth interviews and ethnographic 

observation can help uncover the underlying motivations behind inconsistencies. Ensuring anonymity, 

using neutral wording, and incorporating behavioral validation checks further enhance data accuracy 

and reliability. Future research should emphasize cross-industry comparisons and inclusive frameworks 

combining technological, behavioral, and policy dimensions. Ultimately, integrating innovation, 

authenticity, and regulatory support will position firms to capitalize on increasing consumer demand for 

eco-conscious products, shaping sustainable consumption patterns, driving competitive differentiation, 

and advancing global environmental and socio-economic objectives while ensuring long-term 

organizational and ecological sustainability. 

Conclusion 

This review explores GM strategies, emphasizing their critical role in enhancing sustainability, 

competitiveness, and consumer engagement in dynamic global markets. Findings highlight that 

integrating environmental values, innovation, and stakeholder collaboration drives improved 

organizational performance, eco-conscious consumer behavior, and long-term business resilience. GM 

adoption enhances trust, loyalty, and satisfaction when paired with transparent communication, 

authentic brand image, eco-labeling, and CSR initiatives. Digital platforms, generational targeting, and 

technological innovations, including Industry 5.0 tools, further amplify engagement and facilitate 

behavioral shifts toward sustainable consumption. Despite progress, persistent challenges such as 

greenwashing, cost barriers, skepticism, and inconsistent regulatory frameworks limit adoption and 

impact. The review underscores that strategic alignment of marketing, sustainability initiatives, and 

policy enforcement is essential for maximizing ecological, social, and economic outcomes. Coordinated 

action across firms, policymakers, and educators ensures that GM not only influences purchase 

intentions but also promotes systemic environmental responsibility, consumer awareness, and long-term 

sustainable development. 

This review also identifies critical gaps and future directions, including the need for longitudinal, cross-

cultural, and experimental studies to understand behavioral-action gaps, demographic influences, and 

sector-specific effectiveness. Addressing infrastructure disparities, policy inconsistencies, and 

technological adoption challenges will strengthen global GM frameworks. Integrating behavioral, 

economic, and psychological insights alongside CSR and regulatory mechanisms can enhance 

authenticity, consumer trust, and adoption rates. Overall, strategic GM represents a transformative 

pathway for bridging commercial objectives with environmental stewardship. By fostering transparent, 
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ethical, and technologically enabled practices, firms can achieve competitive advantage, drive 

sustainable consumption, and contribute meaningfully to global sustainability agendas, ensuring that 

business growth aligns with long-term ecological and societal well-being. 
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