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ABSTRACT 

Globalization and industrial expansion have heightened environmental concerns, encouraging businesses and 

consumers to embrace sustainability. As ecological awareness rises, corporate social responsibility has evolved into a 

strategic differentiator for enterprises. Consumers increasingly prefer environmentally conscious products such as 

energy-efficient gadgets, organic foods, lead-free paints, and biodegradable goods. This paper explores the 

interpretation of green products among consumers and identifies marketing practices that effectively promote green 

purchasing behavior. The research employs secondary data from existing scholarly works to analyze consumer 

perceptions, highlight potential gaps, and propose informed marketing approaches to enhance authentic green 

consumption. 

Keywords: Green Marketing, Consumer Perception, Sustainable Consumption, Marketing Strategy, Eco-Friendly 

Products. 

1. INTRODUCTION 

Growing environmental crises have shifted both corporate strategies and consumer behaviors toward eco-friendly 

practices. As sustainability becomes a critical issue, consumers evaluate products not only for quality and price but 

also for their environmental performance. Environmental sustainability has become a global imperative as societies 

grapple with escalating climate challenges. Consumers are increasingly favoring eco-friendly goods that minimize 

ecological degradation, prompting firms to integrate green marketing practices into their core operations. A product’s 

success in this domain depends greatly on how consumers conceptualize ―green‖ attributes and align them with 

personal values and purchasing motivations. 

Understanding consumer interpretation is thus essential for organizations aiming to design effective marketing 

strategies that foster sustainable consumption. While consumers generally express positive attitudes toward eco-

friendly products, research reveals inconsistencies between awareness and action. Many struggle to accurately judge a 

product’s ecological footprint due to limited transparency or miscommunication from producers, emphasizing the 

importance of evaluating consumer interpretation to close this perception gap. 

2. LITERATURE REVIEW 

Green consumerism has become a pivotal area of marketing and behavioral research. Multiple studies emphasize 

different yet converging aspects of consumer behavior toward eco-friendly products: 

 Andreica & Mihuț (2025) applied an integrated framework of the Theory of Planned Behavior, Norm Activation 

Theory, and Innovation Resistance Theory to identify predictors of green purchase intention. Results underscored 

environmental consciousness, subjective norms, and attitude as the strongest influences on purchasing eco-friendly 

products. 

 Li et al. (2025) found that green advertising and environmental knowledge substantially enhance purchase 

intention. Their findings emphasize that targeted, evidence-based messaging is more effective than symbolic green 

branding in shaping informed decisions. 

 Agarwal (2025) conducted a systematic literature review on consumer trust in circular economy marketing, 

revealing that transparent sustainability communication and measurable outcomes are pivotal to reducing skepticism 

and establishing durable consumer–brand bonds. 

 Jha & Corlett (2025) outlined key 2025 trends in sustainable marketing, emphasizing that sustainability is 

transitioning from optional to essential across markets. Their work highlighted carbon transparency, accountability, 

and ethical consumerism as future standards for marketing success. 

 Khalid & Ahmad (2025) analyzed the impact of greenwashing on brand trust, establishing that consumer 

skepticism intensifies when sustainability claims lack certification. Authentic reporting and measurable impact data 
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were shown to restore trust and enhance customer loyalty.Bharadwaj (2023) highlighted labeling and trust as decisive 

factors driving eco-friendly purchase choices. 

 Fenta (2024) examined determinants of consumers’ green purchase intentions using structured surveys, validating 

that environmental awareness and personal norms are statistically significant predictors. The study argued that 

perceived consumer effectiveness mediates between awareness and actual purchase behavior. 

 Chen (2024) innovatively connected eco-innovation to corporate sustainability, showing that integrating green 

production and marketing management strengthens business credibility while reducing environmental costs. This 

study from Journal of Cleaner Production reinforced that sustainability-oriented innovation is both a marketing and 

operational imperative. 

 Do et al. (2024) investigated how the green marketing mix (4Ps) shapes consumer intentions in Vietnam. This 

quantitative analysis showed that product design and place strategy most significantly affect purchase intention, while 

price and promotion produce secondary influences when awareness is high. 

 Pallavi and Rini (2023) emphasized the importance of green marketing awareness in influencing consumer 

education and improving trust in sustainable products. 

 Zhang (2023) analyzed the relationship between green loyalty and purchase intention, discovering that long-term 

brand engagement and credible sustainability communication heavily influence consumer retention. The review 

concluded that ―green loyalty‖ mediates between attitude and purchase behavior—a critical link for building 

consistent sustainability identity among consumers. 

 Hemalatha (2023) explored empirical approaches to eco-marketing strategies and found that businesses promoting 

resource conservation through transparent branding and consumer education succeed in enhancing purchase intention 

 Ashoush and Kortam (2022) validated that green marketing strategies positively affect consumer purchase 

intentions when authenticity is perceived. 

 Lim et al. (2022) found that consumers in the food sector increasingly prioritize sustainability and eco-labeling in 

decision-making. 

 Yang and Chai (2022) demonstrated that environmental attitudes and green marketing mix strategies influence 

consumption intent. 

3. OBJECTIVES 

1. To assess consumer awareness and interpretation of eco-friendly products. 

2. To identify perception–action gaps in green product purchasing. 

3. To recommend strategies that enhance consumer engagement with sustainable products. 

4. METHODOLOGY 

This research is based on secondary data collected from peer-reviewed journals, reports, and sustainability-related 

publications. A systematic literature review was carried out through thematic coding and comparative analysis, 

emphasizing consumer decision psychology and green marketing efficacy. 

Ensuring validity and reliability, the sources analyzed include internationally indexed journals with transparent peer-

review standards. 

5. DATA ANALYSIS AND INTERPRETATION 

Sr. No Consumer Perception Statements Yes % No % Total 

1 
Buying eco-friendly products reflects a 

sense of social responsibility. 
81 81.0% 19 19.0% 100 

2 
Environmental concern motivates 

purchases of green products. 
85 85.0% 15 15.0% 100 

3 
Consumers are aware of the environmental 

effects of their consumption. 
89 89.0% 11 11.0% 100 

4 
Companies offering green products enjoy 

better reputations. 
77 77.0% 23 23.0% 100 

5 
Eco-friendly products are perceived as 

safer and healthier. 
85 85.0% 15 15.0% 100 
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6 
Accessibility increases consumers’ 

likelihood to buy green products. 
72 72.0% 28 28.0% 100 

7 
Green products are viewed as higher in 

quality and reliability. 
80 80.0% 20 20.0% 100 

8 
Awareness programs effectively shift 

consumer perception. 
69 69.0% 31 31.0% 100 

The analysis reveals high consumer awareness regarding eco-friendly products but highlights a partial reliance on 

visual appeal and packaging cues instead of scientific eco-credentials. While 89% of consumers demonstrate 

environmental awareness, only 69% acknowledge that awareness campaigns meaningfully alter buying behavior, 

revealing both engagement and skepticism. 

6. FINDINGS 

1. Consumers associate green products with personal health and corporate social responsibility rather than 

measurable environmental benefit. 

2. Misleading packaging still influences perception, sustaining the risk of greenwashing. 

3. Accessibility and affordability strongly determine purchase intent, regardless of eco-certifications. 

4. Transparent labelling and credible certification remain underutilized yet crucial marketing assets. 

7. RECOMMENDATIONS 

 Green Packaging Innovation: Use recycled and biodegradable materials that align with aesthetic preferences. 

 Collaborative Campaigns: Engage environmental organizations and community partnerships to improve message 

legitimacy. 

 Localized Messaging: Align eco-conscious communication with cultural values of environmental harmony. 

 Educational Outreach: Leverage interactive education tools and certifications to teach buyers how genuine green 

differs from imitation claims.\ 

 Verifiable Transparency: Brands should adopt traceable sourcing, carbon labelling, and third-party certifications. 

8. CONCLUSION 

Consumers increasingly favor green products but struggle to distinguish authentic sustainability from deceptive 

branding. This perception gap can be bridged by transparent marketing, verifiable certification, and education that 

aligns ecological impact with personal and societal benefit. Sustainable marketing thus requires consistency between a 

brand’s environmental narrative and its tangible contribution to ecological welfare. 
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