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This paper explores the relationship between green marketing 

strategies and their influence on consumer perception and 

preferences for eco-friendly products. Utilizing a 

qualitative approach through literature review and library 

research, the study synthesizes existing scholarly works and 

theoretical perspectives on the effectiveness of green 

marketing in shaping consumer attitudes and behaviors. Green 

marketing strategies, including environmental branding, 

sustainable product development, and eco-labeling, have 

become critical in the shift toward more responsible 

consumerism. The study finds that consumers are increasingly 

influenced by the environmental commitment of companies, 

particularly when these efforts are transparently 

communicated through marketing campaigns. The literature 

suggests that consumer perception plays a pivotal role in 

determining the success of eco-friendly products, as 

positive perceptions enhance trust and increase the 

likelihood of purchasing decisions. Moreover, the study 

highlights that while green marketing fosters awareness and 

preference for eco-friendly products, the gap between 

consumer intent and actual purchase behavior remains a 

challenge. This paper contributes to the existing body of 

knowledge by providing a comprehensive review of the 

strategies that impact consumer preferences in the context 

of sustainable consumption, emphasizing the role of 

effective communication in achieving consumer engagement. 

Future research is recommended to explore how cultural and 

demographic factors further moderate this relationship. 
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1. Introduction 

In recent years, the global shift towards sustainability and environmental 

responsibility has increasingly shaped the business landscape. As 

environmental degradation, climate change, and resource depletion 

continue to dominate public discourse, businesses face growing pressure to 

adopt sustainable practices and promote eco-friendly products. Consumers 

are becoming more conscious of their ecological footprint, and this 

awareness has fueled a demand for sustainable alternatives (Kotler, 2011; 

Sheth & Parvatiyar, 2021). Green marketing, which refers to the promotion 

of products based on their environmental benefits, has emerged as a key 

strategy for businesses seeking to align themselves with these values. 

Green marketing strategies, such as eco-labeling, sustainable product 

innovation, and environmental transparency, are crucial in building 

consumer trust and fostering a positive brand image (Leonidou et al., 2013; 

Delmas & Burbano, 2011). 

However, despite the increasing prevalence of green marketing, there 

remains a significant gap between consumers' stated environmental 

concerns and their actual purchasing behaviors. This phenomenon, often 

referred to as the "green gap," suggests that while many consumers express 

a preference for eco-friendly products, their purchasing decisions are still 

influenced by factors such as price, convenience, and brand loyalty 

(Johnstone & Tan, 2015; Gleim et al., 2013). Bridging this gap remains a 

critical challenge for businesses, especially as greenwashing—where 

companies exaggerate or falsify their environmental claims—undermines 

consumer trust in green marketing (TerraChoice, 2010; Parguel et al., 2011). 

Thus, understanding how different green marketing strategies impact 

consumer perception and actual product preferences is essential for 

advancing sustainable consumption. 

Although green marketing has been extensively studied, many existing 

works focus on individual strategies, such as the role of eco-labels or 

sustainable product design, without fully exploring how these strategies work 

collectively to shape consumer perceptions and behaviors (Goh & Balaji, 

2016; Papista & Krystallis, 2013). Moreover, research has largely been 

conducted in developed markets, with limited studies focusing on emerging 

markets where green consumerism is still in its nascent stages (D'Souza et 

al., 2006; Joshi & Rahman, 2015). This creates a significant research gap, 
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particularly in understanding how green marketing strategies influence 

consumers in different socio-economic contexts. 

Furthermore, the impact of the COVID-19 pandemic has reshaped consumer 

priorities and purchasing patterns. With increased attention to health, safety, 

and sustainability, many consumers are re-evaluating their consumption 

habits (GWI, 2021; Accenture, 2020). However, research examining how 

these changes affect consumer perception and preferences for eco-friendly 

products in the post-pandemic era is still limited. Addressing this gap is 

crucial to help businesses tailor their green marketing strategies to meet 

evolving consumer expectations. 

The urgency of this research is underscored by the growing global focus on 

achieving the United Nations' Sustainable Development Goals (SDGs), 

particularly Goal 12: Responsible Consumption and Production (United 

Nations, 2020). As companies are increasingly held accountable for their 

environmental impact, understanding how to effectively communicate their 

sustainability efforts to consumers has become a business imperative 

(Peattie & Belz, 2010). This research is critical in helping businesses not only 

capitalize on the growing green consumer segment but also contribute to 

broader environmental goals by promoting sustainable consumption 

patterns. 

Additionally, addressing the green gap and mitigating the effects of 

greenwashing are urgent issues, as these challenges threaten the credibility 

of green marketing and, by extension, the broader sustainability movement 

(Delmas & Burbano, 2011). If consumers lose trust in the authenticity of 

green claims, the adoption of sustainable products may slow, which would 

hinder efforts to reduce environmental harm. 

Previous studies have highlighted the influence of green marketing on 

consumer behavior. Leonidou et al. (2013) found that green marketing 

strategies positively affect consumer attitudes, particularly when these 

strategies are supported by transparent communication about environmental 

benefits. Borin et al. (2011) demonstrated that eco-labels significantly 

enhance consumer trust and lead to higher purchase intentions for green 

products. Similarly, Gleim et al. (2013) identified that barriers such as cost 

and perceived inconvenience reduce the likelihood of consumers purchasing 

eco-friendly products, despite their positive environmental attitudes. These 

studies underline the importance of well-designed marketing strategies but 
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also point to the persistent challenges in converting green consumer intent 

into action. 

Research by Ottman (2017) further suggests that successful green 

marketing requires more than just promoting product attributes; it involves 

aligning brand values with the growing consumer demand for transparency, 

authenticity, and ethical business practices. However, as Parguel et al. 

(2011) emphasize, the rise of greenwashing threatens to erode consumer 

trust in green marketing, making it crucial for businesses to ensure that their 

environmental claims are verifiable and credible. 

Green marketing strategies refer to the initiatives and approaches 

businesses employ to promote environmentally friendly products, services, 

and practices. These strategies are designed to appeal to consumers who 

are increasingly concerned about environmental sustainability and seek 

products that minimize harm to the planet. A central aspect of green 

marketing is the emphasis on sustainability in product design, production 

processes, and packaging, often coupled with transparent communication 

about these practices. Companies using green marketing often highlight their 

commitment to reducing carbon footprints, utilizing renewable resources, 

and minimizing waste, positioning their products as eco-friendly alternatives 

to traditional offerings. 

One of the most commonly used green marketing strategies is eco-labeling, 

where products are certified by third-party organizations to meet specific 

environmental standards. These labels, such as Energy Star or Fair Trade, 

give consumers assurance that the products they purchase have been 

produced with minimal environmental impact. Another effective strategy is 

sustainable product innovation, which involves creating products that are 

inherently more sustainable, such as items made from recycled materials or 

products designed to be biodegradable. Environmental transparency is also 

key in green marketing, as companies that openly share their sustainability 

efforts, such as carbon emissions reductions or renewable energy usage, 

tend to build stronger consumer trust. 

Green marketing strategies are increasingly essential as more consumers 

demand corporate responsibility and sustainable business practices. 

Companies adopting these strategies can differentiate themselves from 

competitors and appeal to environmentally conscious consumers, while also 

potentially reducing operational costs through sustainable practices. 

However, to be successful, these strategies must be authentic and avoid 
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greenwashing—exaggerating or making false environmental claims—since 

misleading green marketing can erode consumer trust and harm a brand’s 

reputation in the long term 

This study offers a novel contribution by integrating various green marketing 

strategies—eco-labeling, environmental transparency, sustainable product 

development—and examining their collective impact on consumer 

perception and eco-friendly product preferences. In contrast to previous 

studies that focus on individual strategies or specific markets, this research 

takes a holistic approach and considers the evolving consumer landscape in 

light of the COVID-19 pandemic. Additionally, by employing a qualitative 

literature review and library research method, this study provides a 

comprehensive analysis of existing theories and empirical findings, offering 

new insights into how businesses can bridge the green gap and foster 

deeper consumer engagement with sustainable products. 

The primary objective of this research is to examine the influence of green 

marketing strategies on consumer perception and preferences for eco-

friendly products. The study aims to analyze the effectiveness of various 

strategies, such as eco-labeling and environmental transparency, in shaping 

consumer behavior. By doing so, it seeks to provide insights into how these 

approaches can foster positive perceptions and influence purchasing 

decisions. Additionally, the research investigates the barriers that prevent 

consumers from converting their environmental awareness into actual 

purchase behavior, addressing the "green gap" that often exists between 

consumer intent and action. Finally, the study explores the role of cultural, 

demographic, and socio-economic factors in moderating the impact of green 

marketing strategies, offering a comprehensive understanding of how these 

elements interact to influence consumer preferences across different 

contexts. 

The benefits of this research extend to both academia and industry. 

Academically, it contributes to the literature on green marketing by providing 

an integrative perspective on how various strategies impact consumer 

perceptions. For practitioners, the findings offer actionable insights into how 

businesses can refine their marketing efforts to better engage 

environmentally conscious consumers and enhance the market penetration 

of eco-friendly products. 
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2. Research Method 

This study employs a qualitative research design, specifically a literature 

review approach, to explore the influence of green marketing strategies on 

consumer perception and preferences for eco-friendly products. The 

literature review method was chosen as it allows for a comprehensive 

synthesis of existing academic research and theoretical frameworks on 

green marketing, providing a broad understanding of the topic (Snyder, 

2019). By reviewing and analyzing various scholarly sources, this method 

helps to identify trends, gaps, and insights related to the effectiveness of 

green marketing strategies, such as eco-labeling, environmental 

transparency, and sustainable product innovation. 

The data for this research is drawn from secondary sources, including peer-

reviewed journal articles, books, and reports related to green marketing, 

consumer behavior, and eco-friendly product preferences. Key databases 

such as Google Scholar, ScienceDirect, and JSTOR were used to locate 

relevant studies, ensuring the selection of high-quality sources from the last 

decade to maintain the relevance of findings (Boell & Cecez-Kecmanovic, 

2015). Inclusion criteria focused on articles discussing green marketing 

strategies, consumer perceptions, and sustainability in marketing. Exclusion 

criteria were applied to remove sources that were outdated, irrelevant, or 

lacked empirical evidence. 

The data collection technique involved systematically identifying, 

categorizing, and reviewing the selected studies to extract relevant 

information regarding green marketing strategies and their impact on 

consumer behavior. The data analysis method followed a thematic analysis 

approach, where recurring themes and patterns across the reviewed 

literature were identified and categorized. This method allowed the study to 

explore how green marketing strategies influence consumer perceptions 

and preferences, while also identifying barriers to the adoption of eco-

friendly products (Braun & Clarke, 2006). The analysis focused on 

synthesizing insights into how green marketing practices can be optimized 

to enhance sustainable consumption, providing a basis for future research 

and practical application in the marketing field. 
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3. Result and Discussion 

The following table presents the findings from a literature review conducted 

for the journal article titled Green Marketing Strategies and Their Impact on 

Consumer Perception and Eco-Friendly Product Preference. The table 

includes ten selected articles, which were carefully filtered from numerous 

related articles. These articles were chosen based on their relevance, 

recency, and contribution to the study of green marketing strategies and 

their effects on consumer perception and eco-friendly product preference. 

The selected articles focus on various aspects of green marketing 

strategies, such as eco-labeling, environmental transparency, sustainable 

product innovation, and the challenges of greenwashing. 

 

Author Year Title Findings 

Leonidou, 

Katsikeas, & 

Morgan 

2013 Greening the 

marketing mix 

Environmental 

branding 

positively 

impacts 

consumer 

attitudes. 

Chen & Chang 2012 Enhance green 

purchase 

intentions 

Green trust 

mediates the 

relationship 

between green 

marketing and 

purchase 

intentions. 

Gleim et al. 2013  Against the 

green 

Barriers such 

as price and 

convenience 

limit green 

consumption 

despite positive 

perceptions 

Johnstone & 

Tan 

2015 Exploring the 

gap between 

There is a gap 

between green 
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rhetoric and 

behavior 

rhetoric and 

actual 

consumer 

purchase 

behavior 

Delmas & 

Burbano 

2011 The drivers of 

greenwashing 

Greenwashing 

diminishes 

consumer trust 

in green 

marketing 

claims. 

Ottman 2017 The new rules 

of green 

marketing 

Authentic 

communication 

about 

environmental 

benefits 

enhances 

consumer trust. 

Goh & Balaji 2016 Linking green 

skepticism to 

green purchase 

behavior 

Green 

skepticism 

affects 

consumer 

willingness to 

buy eco-

friendly 

products. 

Papista & 

Krystallis 

2013 Investigating 

the types of 

value and cost 

of green brands 

Consumers 

value green 

products when 

they are seen 

as adding 

personal and 

environmental 

value. 

Borin, Cerf, & 

Krishnan 

2011  Consumer 

effects of 

Eco-labels 

significantly 

enhance trust 
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environmental 

labeling 

and purchase 

intention. 

Parguel, 

Benoît-Moreau, 

& Larceneux 

2011 How 

sustainability 

ratings might 

deter 

greenwashing 

Sustainability 

ratings help 

reduce 

greenwashing 

and improve 

consumer trust. 

 

This table summarizes key studies that provide insight into how green 

marketing strategies affect consumer behavior. The analysis demonstrates 

that while green marketing can improve consumer perceptions and trust, 

challenges like greenwashing and cost barriers continue to limit the full 

impact on purchasing behavior. These findings are valuable for businesses 

seeking to refine their green marketing efforts and build stronger, more 

trustworthy relationships with consumers. 

  The literature review summarized in the table provides a comprehensive 

overview of the major findings related to green marketing strategies and 

their influence on consumer perceptions and eco-friendly product 

preferences. The studies chosen explore various facets of green marketing, 

ranging from branding and eco-labeling to the challenges posed by 

greenwashing and consumer skepticism. A key theme that emerges across 

the studies is the complex relationship between green marketing efforts and 

consumer behavior. Although green marketing has the potential to positively 

shape consumer perceptions, several barriers, such as skepticism and 

perceived value, remain significant obstacles to widespread eco-friendly 

purchasing behaviors. 

  First, many of the selected studies emphasize the positive impact of well-

executed green marketing strategies on consumer attitudes. For example, 

Leonidou, Katsikeas, and Morgan (2013) demonstrate that environmental 

branding can effectively improve consumer attitudes towards a brand by 

aligning the brand with sustainability values. Similarly, Chen and Chang 

(2012) found that green trust—consumers’ belief in a company’s 

commitment to environmental practices—plays a mediating role between 

green marketing strategies and the intention to purchase eco-friendly 

products. This indicates that consumers are more likely to buy 
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environmentally friendly products when they believe in the authenticity of a 

company’s green claims. 

  However, the literature also reveals a significant gap between positive 

consumer perceptions of green products and actual purchasing behavior. 

This discrepancy is highlighted by Gleim et al. (2013) and Johnstone & Tan 

(2015), who find that while consumers may express favorable attitudes 

towards green products, factors such as higher prices, limited availability, 

and convenience issues prevent these attitudes from translating into 

consistent green purchasing decisions. Gleim et al. particularly focus on the 

practical barriers consumers face, indicating that despite their awareness 

and positive perceptions, price sensitivity and the convenience of non-green 

alternatives often outweigh the perceived benefits of eco-friendly products. 

  Moreover, the risk of greenwashing—where companies falsely exaggerate 

their environmental efforts—emerges as a recurring theme that undermines 

consumer trust. Delmas and Burbano (2011) illustrate how greenwashing 

can have a detrimental effect on consumer confidence in green marketing 

claims, potentially leading to long-term damage to a brand’s reputation. 

Parguel, Benoît-Moreau, and Larceneux (2011) offer a potential solution by 

suggesting that sustainability ratings can serve as a safeguard against 

greenwashing. By providing third-party verification of a company's 

environmental efforts, these ratings can help restore and enhance 

consumer trust in green products. 

  In addition to trust, the perceived value of green products plays a crucial 

role in shaping consumer preferences. Papista and Krystallis (2013) 

highlight that consumers are more likely to purchase eco-friendly products 

when they perceive both personal and environmental benefits. This 

suggests that successful green marketing strategies must not only 

emphasize the environmental impact of a product but also highlight the 

personal advantages, such as health benefits or long-term savings. Eco-

labeling, as discussed by Borin, Cerf, and Krishnan (2011), further supports 

this notion by providing consumers with clear information about a product’s 

environmental credentials, thereby enhancing both trust and purchase 

intention. 

  Finally, consumer skepticism remains a significant barrier to the success of 

green marketing strategies, as explored by Goh and Balaji (2016). Their 

study reveals that skepticism about the authenticity of green claims can 

directly hinder consumers' willingness to buy eco-friendly products. Ottman 

(2017) reinforces this by emphasizing the need for transparent and 



447 
 

 

 

 

 

authentic communication about a company’s environmental benefits. For 

green marketing to be truly effective, businesses must prioritize honest and 

credible messaging, ensuring that their claims align with their actual 

environmental practices. By fostering transparency and reducing 

greenwashing, companies can build more trustworthy and sustainable 

relationships with their consumers. 

The findings from the literature review suggest that while green marketing 

strategies have the potential to positively influence consumer perceptions 

and enhance eco-friendly product preferences, challenges such as 

skepticism, greenwashing, and cost barriers must be addressed. 

Companies that focus on transparent, authentic, and value-driven green 

marketing efforts are more likely to succeed in gaining consumer trust and 

fostering sustainable purchasing behaviors. Additionally, addressing 

practical barriers, such as price and convenience, will be key to closing the 

gap between consumers’ positive attitudes and their actual buying habits. 

 

Discussion 

  The findings from the literature review underscore the growing significance 

of green marketing strategies in shaping consumer perceptions and 

influencing their preferences for eco-friendly products. However, the extent 

of this influence varies considerably depending on the effectiveness of the 

marketing strategies used, as well as the broader market dynamics and 

consumer attitudes that have emerged in recent years. As environmental 

concerns become more prominent in public discourse, companies are 

increasingly adopting green marketing practices. Yet, as evidenced by the 

findings from the selected studies, these strategies face several obstacles 

that limit their full potential in driving consumer behavior toward 

sustainability. 

  One of the key takeaways from the literature is the positive impact of 

environmental branding on consumer attitudes. Leonidou, Katsikeas, and 

Morgan (2013) highlight how companies that successfully incorporate 

environmental values into their branding efforts tend to foster more positive 

consumer perceptions. This aligns with the Brand Equity Theory, which 

posits that brand value is enhanced when consumers perceive a brand to 

be credible and aligned with their own values. In this case, consumers who 

prioritize environmental sustainability are more likely to engage with brands 

that reflect their eco-conscious preferences. This finding is relevant today, 
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as companies like Patagonia and Tesla have built strong consumer loyalty 

through their clear commitment to environmental responsibility. 

  However, as demonstrated by Chen and Chang (2012), building trust 

remains a critical factor in transforming green perceptions into purchase 

intentions. Their findings on the mediating role of green trust are supported 

by Trust Theory, which suggests that consumer trust is essential for 

fostering long-term relationships and encouraging repeat purchasing. In 

today’s market, trust is particularly fragile due to the widespread prevalence 

of misleading green claims, or greenwashing. Companies that can establish 

trust through transparent and consistent environmental practices, such as 

those demonstrated by Borin, Cerf, and Krishnan (2011) with eco-labeling, 

are more likely to convert positive perceptions into actual purchases. 

  Despite the potential of green marketing to enhance consumer perceptions, 

Gleim et al. (2013) and Johnstone & Tan (2015) reveal a significant gap 

between consumer rhetoric and behavior. This gap can be attributed to 

practical barriers, such as higher prices and perceived inconvenience. 

Consumers may express interest in eco-friendly products but are often 

deterred by cost-related concerns. This challenge is particularly relevant in 

the current economic climate, where inflation and rising costs of living may 

make consumers more price-sensitive, prioritizing affordability over 

sustainability. The Theory of Planned Behavior (TPB) supports this notion 

by suggesting that intentions do not always translate into actions, 

particularly when external factors like cost and convenience exert a stronger 

influence. 

  The issue of greenwashing, highlighted by Delmas and Burbano (2011), 

presents a major challenge to the effectiveness of green marketing 

strategies. As public awareness of environmental issues grows, companies 

may feel pressured to appear more sustainable than they are. However, as 

consumers become more informed, they are increasingly skeptical of such 

claims. This skepticism undermines the credibility of green marketing 

initiatives and may damage brand reputation in the long term. Goh and 

Balaji (2016) further explore how this skepticism directly impacts consumer 

purchasing behavior, suggesting that overcoming greenwashing is critical 

for establishing genuine consumer trust. Companies that engage in 

authentic environmental practices, validated by third-party certifications or 

sustainability ratings, as suggested by Parguel, Benoît-Moreau, and 

Larceneux (2011), are better positioned to mitigate the effects of 

greenwashing and restore consumer confidence. 
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  Another key factor in the success of green marketing is the perceived value 

that consumers associate with eco-friendly products. Papista and Krystallis 

(2013) demonstrate that consumers are more likely to purchase green 

products when they perceive both personal and environmental benefits. 

This aligns with Value Perception Theory, which suggests that consumers 

evaluate products based on the benefits they provide in relation to their 

costs. Today’s consumers, particularly younger generations, are 

increasingly valuing products that not only contribute to environmental 

sustainability but also offer personal advantages, such as health benefits or 

long-term savings. Brands that can communicate these dual benefits 

effectively may be able to increase consumer willingness to pay a premium 

for green products. 

  Eco-labeling, as discussed by Borin, Cerf, and Krishnan (2011), plays a 

crucial role in enhancing the perceived value and trustworthiness of green 

products. With consumers becoming more discerning about the authenticity 

of environmental claims, the role of certifications and labels has never been 

more critical. Current trends in the marketplace show a surge in demand for 

products with recognized eco-labels, such as Energy Star, USDA Organic, 

or Fair Trade, which provide clear, third-party validation of environmental 

claims. These labels serve to reduce the information asymmetry between 

consumers and producers, thus fostering greater confidence in the 

purchase of eco-friendly products. 

  In contrast, Ottman (2017) emphasizes the importance of authentic 

communication in green marketing. In today’s digital age, where 

misinformation can spread rapidly through social media, brands are under 

increased scrutiny from both consumers and advocacy groups. Transparent 

communication regarding a company’s sustainability efforts, backed by 

tangible actions rather than mere rhetoric, is essential for maintaining 

consumer trust. Authenticity, in this sense, is key to differentiating true 

environmental commitment from opportunistic marketing practices. For 

instance, Patagonia’s “Don’t Buy This Jacket” campaign successfully 

communicated the brand’s environmental values by encouraging 

consumers to reduce consumption—a bold move that reinforced the 

company's genuine commitment to sustainability. 

  Moreover, companies must also address the barriers of cost and 

convenience, as discussed by Gleim et al. (2013). Even as consumer 

attitudes toward green products improve, the higher cost of sustainable 

alternatives remains a persistent obstacle. Current market trends show that 

while some consumers are willing to pay more for eco-friendly products, the 
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majority still prioritize affordability. To overcome this, companies need to 

explore ways to reduce production costs of sustainable products, such as 

through innovations in green technologies or economies of scale. 

Additionally, brands could focus on educating consumers about the long-

term savings or health benefits associated with eco-friendly products to 

justify higher initial costs. 

The findings from the literature review indicate that while green marketing 

strategies can positively shape consumer perceptions and enhance trust in 

eco-friendly products, practical challenges such as greenwashing, cost 

barriers, and skepticism limit their full impact on purchasing behavior. 

Companies that prioritize transparency, authenticity, and value-driven 

marketing strategies are more likely to succeed in building long-lasting, 

trustworthy relationships with their consumers. As the demand for 

sustainable products continues to grow, brands that can effectively navigate 

these challenges and offer clear, credible, and valuable green alternatives 

will be better positioned to capitalize on the shift towards more 

environmentally conscious consumption. 

 

4. Conclusion 

The findings of this study demonstrate that green marketing strategies play 

a crucial role in shaping consumer perceptions and influencing their 

preferences for eco-friendly products. Effective environmental branding, 

eco-labeling, and transparent communication have been shown to 

positively impact consumer attitudes and build trust. However, despite the 

potential benefits, a significant gap remains between consumer perceptions 

and actual purchasing behavior. Practical barriers such as cost and 

convenience, as well as widespread skepticism due to greenwashing, limit 

the full effectiveness of green marketing strategies. These obstacles 

suggest that while consumers are increasingly aware of environmental 

issues, translating this awareness into consistent purchasing behavior 

requires overcoming significant challenges. 

Moreover, the analysis indicates that consumer trust is central to the 

success of green marketing efforts. Trust can be bolstered through third-

party certifications, sustainability ratings, and genuine transparency about 

a company's environmental practices. When consumers believe in the 

authenticity of a company’s green claims, they are more likely to exhibit 

loyalty and preference for eco-friendly products. Nonetheless, the 
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persistence of greenwashing continues to undermine this trust, indicating 

that companies must focus on authentic, verifiable sustainability efforts to 

avoid damaging their brand reputation. The role of perceived value is also 

crucial, as consumers are more likely to purchase green products when 

they see both personal and environmental benefits, especially if these 

products are competitively priced. 

Future research should focus on exploring innovative ways to reduce the 

cost of sustainable products and make eco-friendly options more accessible 

to a broader audience. Given the significant barrier that price presents, 

studies could investigate how advancements in green technologies or 

production methods might lower costs. Additionally, further research is 

needed to explore how consumer education can effectively address 

skepticism toward green marketing claims, particularly in the context of 

greenwashing. Another promising area for future research is the role of 

social influence in driving eco-friendly purchasing decisions, examining how 

peer pressure or societal norms might encourage more sustainable 

consumption. Lastly, longitudinal studies tracking changes in consumer 

behavior over time, in response to evolving green marketing practices, 

would provide valuable insights into the long-term effectiveness of these 

strategies. 

 

5. References 

Borin, N., Cerf, D. C., & Krishnan, R. (2011). Consumer effects of 

environmental labeling. Journal of Consumer Marketing, 28(1), 76-86. 

https://doi.org/10.1108/07363761111101976 

Chen, Y. S., & Chang, C. H. (2012). Enhance green purchase intentions: 

The roles of green perceived value, green perceived risk, and green 

trust. Management Decision, 50(3), 502-520. 

https://doi.org/10.1108/00251741211216250 

Delmas, M. A., & Burbano, V. C. (2011). The drivers of greenwashing. 

California Management Review, 54(1), 64-87. 

https://doi.org/10.1525/cmr.2011.54.1.64 

Gleim, M. R., Smith, J. S., Andrews, D., & Cronin, J. J. (2013). Against the 

green: A multi-method examination of the barriers to green 



452 
 

 

 

 

 

consumption. Journal of Retailing, 89(1), 44-61. 

https://doi.org/10.1016/j.jretai.2012.10.001 

Goh, S. K., & Balaji, M. S. (2016). Linking green skepticism to green 

purchase behavior. Journal of Cleaner Production, 131, 629-638. 

https://doi.org/10.1016/j.jclepro.2016.04.122 

Johnstone, M. L., & Tan, L. P. (2015). Exploring the gap between consumers’ 

green rhetoric and purchasing behaviour. Journal of Business Ethics, 

132(2), 311-328. https://doi.org/10.1007/s10551-014-2316-3 

Leonidou, C. N., Katsikeas, C. S., & Morgan, N. A. (2013). “Greening” the 

marketing mix: Do firms do it and does it pay off? Journal of the 

Academy of Marketing Science, 41(2), 151-170. 

https://doi.org/10.1007/s11747-012-0317-2 

Ottman, J. A. (2017). The new rules of green marketing: Strategies, tools, 

and inspiration for sustainable branding (2nd ed.). Greenleaf 

Publishing. 

Papista, E., & Krystallis, A. (2013). Investigating the types of value and cost 

of green brands: Proposition of a conceptual framework. Journal of 

Business Ethics, 115(1), 75-92. https://doi.org/10.1007/s10551-012-

1367-6 

Parguel, B., Benoît-Moreau, F., & Larceneux, F. (2011). How sustainability 

ratings might deter ‘greenwashing’: A closer look at ethical corporate 

communication. Journal of Business Ethics, 102(1), 15-28. 

https://doi.org/10.1007/s10551-011-0901-2 

Peattie, K. (1995). Environmental marketing management: Meeting the 

green challenge. Pitman Publishing. 

Polonsky, M. J., & Rosenberger, P. J. (2001). Re-evaluating green 

marketing: A strategic approach. Business Horizons, 44(5), 21-30. 

https://doi.org/10.1016/S0007-6813(01)80057-4 

Rex, E., & Baumann, H. (2007). Beyond ecolabels: What green marketing 

can learn from conventional marketing. Journal of Cleaner Production, 

15(6), 567-576. https://doi.org/10.1016/j.jclepro.2006.05.013 



453 
 

 

 

 

 

Schlegelmilch, B. B., & Bohlen, G. M. (1996). The link between green 

purchasing decisions and measures of environmental consciousness. 

European Journal of Marketing, 30(5), 35-55. 

https://doi.org/10.1108/03090569610118740 

Smith, S. M., & Alcorn, D. S. (1991). Cause marketing: A new direction in the 

marketing of corporate responsibility. Journal of Consumer Marketing, 

8(3), 19-35. https://doi.org/10.1108/07363769110135210 

Testa, F., Iraldo, F., Vaccari, A., & Ferrari, E. (2015). Why eco-labels can be 

effective marketing tools: Evidence from a study on Italian consumers. 

Business Strategy and the Environment, 24(4), 252-265. 

https://doi.org/10.1002/bse.1821 

Thøgersen, J. (2000). Psychological determinants of paying attention to eco-

labels in purchase decisions: Model development and multinational 

validation. Journal of Consumer Policy, 23(3), 285-313. 

https://doi.org/10.1023/A:1007122319675 

Walker, K., & Wan, F. (2012). The harm of symbolic actions and green-

washing: Corporate actions and communications on environmental 

performance and their financial implications. Journal of Business 

Ethics, 109(2), 227-242. https://doi.org/10.1007/s10551-011-1122-4 

Wenzel, K., Meyer, R., & Hanf, C. H. (2010). Determinants of consumer 

perceptions towards eco-labelled products. Food Economics, 7(4), 

77-90. https://doi.org/10.1080/14393935.2010.9686050 

White, K., Habib, R., & Hardisty, D. J. (2019). How to shift consumer 

behaviors to be more sustainable: A literature review and guiding 

framework. Journal of Marketing, 83(3), 22-49. 

https://doi.org/10.1177/0022242919825649 

Young, W., Hwang, K., McDonald, S., & Oates, C. J. (2010). Sustainable 

consumption: Green consumer behaviour when purchasing products. 

Sustainable Development, 18(1), 20-31. 

https://doi.org/10.1002/sd.394 



454 
 

 

 

 

 

Zaman, A. U., & Lehmann, S. (2013). The zero waste index: A performance 

measurement tool for waste management systems in a “zero waste 

city”. Journal of Cleaner Production, 50, 123-132. 

https://doi.org/10.1016/j.jclepro.2012.11.041 

Zhu, Q., Sarkis, J., & Lai, K. (2012). Green supply chain management 

innovation diffusion and its relationship to organizational 

improvement: An ecological modernization perspective. Journal of 

Engineering and Technology Management, 29(1), 168-185. 

https://doi.org/10.1016/j.jengtecman.2011.09.012 

Zinkhan, G. M., & Carlson, L. (1995). Green advertising and the reluctant 

consumer. Journal of Advertising, 24(2), 1-6. 

https://doi.org/10.1080/00913367.1995.106 


