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Abstract 

Green marketing, which promotes eco-friendly goods and methods, has become a key tactic for 

sustainable development. This article examines how organisations might minimise environmental 

damage and promote economic growth by implementing green marketing. It looks at how eco-labelling, 

innovative green products and sustainable supply chain management influence consumers to make more 

environmentally friendly decisions. The study also emphasises the difficulties organisations encounter 

when putting green marketing strategies into practice, including the trade-offs between environmental 

responsibility and profitability. Green marketing promotes long-term advantages for businesses and 

society by merging corporate social responsibility (CSR) with sustainable development goals (SDGs). 

The findings imply that adopting greener marketing methods not only improves brand image but also 

contributes to the global agenda of environmental conservation and sustainability. 
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Introduction 

In this era of development, marketing is also witnessing a bit of change in consumers’ attitudes. Nowadays 

people are being more conscious of their purchase choice and their effect on our environment. This 

change is affecting the marketing strategies of the companies. Companies are trying to be eco-friendly 

and encouraging green marketing and green products. Green marketing is the marketing of products & 

services based on environmental factors or awareness. According to the American Marketing Association 

(AMA), marketing products that are presumed to be environmentally safe is called Green Marketing (N. 

K. Sharma., 2015). Research indicated that 92% of MNCs from Europe changed their products to 
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address growing concerns about environmental pollution. Green marketing is an innovative practice of 

the development and advertisement of products on their real or perceived environmental sustainability 

(Sharma & Saini., 2014). A technique of choosing organizational goals as well as sustainability, it is a 

broader spectrum of achieving the environmental and organizational goals of the present and future. The 

business organization is engulfed in the dynamics of the business environment, and the ever-changing 

trends and needs of the market are always a matter of priority. Green Marketing has become the new 

dawn or it’s the change that which environment needs for sustainability. Nowadays customers are 

becoming more demanding and they have started to pay more attention to the environment. In essential 

terms, a green customer’s behaviour is the behaviour of a person who considers environmental or social 

issues while purchasing or non-purchasing decisions. Globally, studies on environmental issues have 

experienced many changes, reflecting the corresponding fluctuation in consumers’ environmental 

concerns. Survey statements on environmental issues echo customers being more conscious of the 

importance of environmental matters. Green marketing is not only about the advertisement of a product, 

but it includes start to end process of the production of any product. There is a wide range of activities 

covered under green marketing, which includes modifying the product, making changes in the production 

process and packaging, as well as modifying advertising or removing any activity that impacts the 

environment in a negative way. Green marketing campaigns help companies to show their intentions to 

be more environmentally. 

In today's world, growing environmental concerns have prompted businesses and consumers to prioritise 

sustainability (Cherian & Jacob, 2025). Green marketing, which involves promoting products and 

services based on their environmental benefits, has emerged as a critical pathway to reaching sustainable 

development goals. The notion of green marketing incorporates several tactics, including eco-labelling, 

green product creation, and sustainable packaging, all of which strive to reduce the negative impact of 

commercial activities on the environment (Wu & Chen, 2014). Consumers are becoming more aware of 

the environmental impact of their purchases, and businesses that integrate their marketing strategies with 

environmental sustainability experience increased brand loyalty and market distinction. Furthermore, 

green marketing promotes corporate social responsibility (CSR) programs and is consistent with global 

efforts to meet the United Nations' Sustainable Development Goals (Chowdhury, 2021). Despite its 

advantages, green marketing confronts several problems, including greenwashing, economic 

consequences, and customer scepticism. This article explores the role of green marketing as a means of 

achieving sustainable development, highlighting the potential for firms to generate positive 

environmental and societal change. 

 

Literature Review 

The literature on green marketing emphasises its importance in fostering sustainable development by 

incorporating environmental responsibility into the organisation's strategies. 

 T S (2017) analyses the changing landscape of green marketing and its effectiveness in increasing brand 

loyalty. The author contends that customers are increasingly choosing brands that share their 
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environmental values, implying that green marketing might provide a competitive edge. Companies that 

include sustainable practices in their marketing tactics can improve their brand image while also 

contributing to environmental sustainability. Huang et al. (2024) highlight the function of eco-labelling 

in green marketing, emphasising its significance in directing consumer choices towards ecologically 

friendly products. The study shows how eco-labels may successfully communicate the environmental 

benefits of items, impacting purchase decisions. However, the authors emphasise that the efficiency of 

eco-labelling is greatly dependent on customer awareness and understanding of these labels. Peattie & 

Crane (2005) investigate the idea of greenwashing, in which businesses deceptively market their products 

as ecologically benign. This technique can undercut real green marketing initiatives and foster consumer 

distrust. The authors emphasise the need for clear rules and laws to safeguard consumers and guarantee 

that green marketing claims are supported. Delmas & Burbano (2011) explore the effect of incorrect 

environmental statements on consumer trust. Their findings show that when consumers consider 

corporations to be engaging in greenwashing, their propensity to support such brands decreases. The 

authors contend that transparency and honesty are required for successful green marketing tactics. 

Sapsanguanboon & Faijaidee (2024) analyse the relationship between green marketing and corporate 

social responsibility (CSR) efforts. They argue that incorporating sustainability into marketing 

techniques can improve a company's reputation and increase consumer loyalty. The authors propose that 

corporations use green marketing to demonstrate their commitment to social and environmental issues. 

Correia et al. (2023) highlight the growing consumer demand for environmentally friendly products. 

According to their findings, consumers prefer brands that prioritise sustainability, which motivates firms 

to implement green marketing methods. To address this rising market niche, the authors recommend 

effective communication tactics that emphasise product environmental benefits. Ginsberg and Bloom 

(2004) emphasise the strategic value of green marketing in balancing profitability and sustainability. The 

authors claim that organisations can achieve financial success by incorporating sustainable practices into 

their marketing activities. They present case studies that show how businesses that use green marketing 

can improve their market position. Majeed et al. (2022) explore the long-term competitive benefits that 

come with sustainable practices. The study discovers that organisations that implement green marketing 

tactics are more likely to enjoy increased brand loyalty and consumer satisfaction. According to 

the authors, sustainability can be an important driver of market innovation and growth. Dangelico & 

Vocalelli (2017) investigate the effects of green product innovation on market positioning. They 

contend that businesses that prioritise environmentally friendly solutions can differentiate themselves in 

crowded markets. The authors emphasise the need for enterprises to properly communicate their 

sustainability initiatives in order to gain consumer trust and loyalty. Hartmann & Apaolaza-Ibáñez 

(2012) investigated the emotional impact of green advertising. Their findings show that ecologically 

focused advertising can have a considerable impact on customer attitudes and purchase behaviour. The 

authors propose that emotional links to sustainability can improve the efficacy of green marketing 

initiatives. De Freitas Netto et al. (2020) emphasise the need for environmental openness in corporate 



  

communications. The study discovered that organisations that publicly communicate their sustainability 

efforts and performance data are more likely to gain consumer trust. The authors believe that 

transparency is critical to the legitimacy of green marketing strategies. Braik et al. (2023) highlight the 

strategic importance of green marketing in terms of financial performance and environmental 

sustainability. They suggest that organisations may add value by incorporating sustainable practices into 

their marketing efforts. The writers emphasise the need to connect marketing activities with company 

sustainability objectives in order to achieve long-term success. Purwanto et al. (2024) investigate the 

intersection of green marketing and regulatory frameworks. Their findings imply that government 

policies can have a considerable impact on the adoption of green marketing strategies by enterprises. The 

authors call for tighter rules to encourage genuine sustainability efforts while preventing greenwashing. 

Prakash (2002) looks into the relationship between green marketing and business image. According to 

the report, customers evaluate companies that engage in sustainable operations more favourably. Prakash 

believes that successful green marketing can improve a company's reputation and attract environmentally 

concerned customers. Rex & Baumann (2006) discuss the difficulties in converting environmental 

concerns into consumer behaviour. Their research shows that, while customers express a desire for 

sustainable items, their shopping habits frequently do not reflect these beliefs. The authors contend that 

more effective communication tactics are required to close this gap. Ogiemwonyi et al. (2023) investigate 

the role of green marketing on sustainable consumer decision-making. They discover that when it comes 

to making environmentally responsible purchases, customers are influenced by social norms and peer 

behaviour. The authors propose that firms might use these social dynamics to effectively promote green 

products. Szabo & Webster (2021) emphasise the need for true green marketing to overcome customer 

scepticism. According to their findings, consumers are becoming increasingly aware of greenwashing, 

which can lead to distrust in marketing promises. The authors call for open communication and genuine 

sustainability measures to restore customer trust. Cronin et al. (2011) explain how green marketing 

activities support business sustainability goals. The authors contend that good green marketing can 

strengthen a company's entire sustainability strategy, resulting in improved environmental consequences. 

They emphasise the need to align marketing efforts with sustainability objectives. Fella & Bausa (2024) 

emphasise the advantages of green marketing in improving company sustainability. According to their 

findings, organisations that implement green marketing methods can enhance their environmental 

performance while also increasing profits. The authors call for additional research into the long-term 

effects of green marketing on sustainability. Majid & Farooq (2024) investigate the importance of 

emerging markets in implementing green marketing strategies. The study discovers that as environmental 

awareness grows in these regions, businesses can use green marketing to reach new consumer groups. The 

authors emphasise the significance of tailoring marketing methods to specific local settings in order to 

effectively promote sustainability. 

This review emphasises the diverse character of green marketing and its vital role in fostering sustainable 

development, while also addressing the problems and opportunities connected with its implementation. 
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Despite the growing emphasis on green marketing and sustainability, there is still a considerable research 

gap in understanding the long-term effectiveness of green marketing strategies for both corporate success 

and environmental impact. While earlier research has looked into the benefits of eco-friendly marketing 

tactics, there is no empirical evidence about how these strategies directly contribute to sustainable 

development goals (SDGs) in various industries and countries. Furthermore, issues like as greenwashing 

and consumer scepticism have not been fully addressed. This study aims to close these gaps by assessing 

the actual impact of green marketing on sustainability, with implications for both firms and governments. 

Objectives of the Study 

1.  To scan the strategy adopted by organisations to promote green marketing practices  

2. To evaluate the effect of green marketing on an organization’s survival and growth 

3. To throw light on the opportunities and challenges of green marketing   

 

Methodology 

The research encompasses a thorough evaluation and analysis of current information including 

academic journals, books, and industry reports. The study will take a qualitative approach, synthesising 

major concepts, frameworks, and case studies about green marketing and sustainability. Secondary data 

from a variety of sources will be used to assess the link between green marketing strategies and 

sustainable development. Furthermore, this study will critically examine difficulties such as 

greenwashing and investigate how green marketing interacts with corporate social responsibility (CSR) 

and the United Nations' Sustainable Development Goals. 

 

Results and Discussions 

In conclusion, green marketing provides a powerful path to sustainable development by combining 

company goals with environmental responsibility and consumer expectations. Companies that use green 

marketing tactics not only improve their brand reputation and consumer loyalty, but they also help to 

achieve global sustainability goals like the United Nations' Sustainable Development Goals (SDGs). 

However, issues such as greenwashing, increased prices, and consumer scepticism must be addressed 

through transparency, innovation, and collaboration among firms, regulatory agencies, and consumers. 

Effective green marketing methods, when honestly executed, can drive both economic growth and 

environmental conservation, enabling a future in which enterprises prosper in harmony with the 

environment. The study's findings highlight the importance of fully integrating sustainability into 

fundamental company strategies to ensure long-term profitability and substantial contributions to 

global environmental and social well-being. 

Conclusion and Policy Implications 

In conclusion, green marketing provides a powerful path to sustainable development by combining 

company goals with environmental responsibility and consumer expectations. Companies that use green 



  

marketing tactics not only improve their brand reputation and consumer loyalty, but they also help to 

achieve global sustainability goals like the United Nations' Sustainable Development Goals (SDGs). 

However, issues such as greenwashing, increased prices, and consumer scepticism must be addressed 

through transparency, innovation, and collaboration among firms, regulatory agencies, and consumers. 

Effective green marketing methods, when honestly executed, can drive both economic growth and 

environmental conservation, enabling a future in which enterprises prosper in harmony with the 

environment. The study's findings highlight the importance of fully integrating sustainability into 

fundamental company strategies to ensure long-term profitability and substantial contributions to 

global environmental and social well-being. 

The findings of this study on green marketing highlight numerous important policy implications for 

promoting sustainable development. Policymakers should create comprehensive regulatory frameworks 

that encourage transparency and responsibility in green marketing activities, reducing the possibility of 

greenwashing. Enforcing tight criteria for eco-labelling and environmental claims can assist ensure that 

consumers obtain accurate information regarding product sustainability. Furthermore, financial 

incentives, such as tax breaks or subsidies, should be considered to encourage firms, particularly small 

and medium-sized organisations (SMEs), to engage in sustainable practices and green technology. 

Governments can also assist public awareness initiatives that inform consumers about the advantages 

of eco-friendly products and the significance of endorsing eco-friendly companies. Governments can 

promote the larger goal of sustainable development and help businesses prosper by establishing a 

conducive policy environment. This will ultimately lead to a healthier world and more resilient 

economies. 

To improve comprehension and efficacy, future studies on green marketing and its function in 

sustainable development should focus on a few important topics. In order to evaluate the long-term 

effects of diverse green marketing techniques on consumer behaviour and business performance across 

various industries and geographies, empirical research is first required. Furthermore, studies should 

look into how well certain eco-labels and certifications affect consumer confidence and purchase 

choices. It would be insightful to compare the difficulties small and medium-sized businesses (SMEs) 

and larger organisations experience when implementing green marketing strategies. Additionally, 

investigating how social media and digital marketing support green programs may provide new 

channels for interaction and instruction. Last but not least, interdisciplinary research that integrates 

viewpoints from sociology, economics, and environmental science would enhance the conversation on 

green marketing and aid in the creation of comprehensive plans for attaining sustainable growth in a 

world that is changing quickly. 
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