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ABSTRACT 

The intensifying environmental crisis and heightened consumer awareness have propelled green 

marketing to the forefront of sustainable business practices. This study critically examines the 

influence of green marketing strategies on sustainable consumer choices, with a focus on how 

environmental messaging, eco-labeling, and corporate social responsibility shape consumer 

behavior. Drawing on recent theoretical advancements and empirical findings, the paper 

investigates the psychological, demographic, and cultural factors mediating green purchasing 

decisions. Furthermore, the study evaluates the authenticity and effectiveness of green marketing 

initiatives across industries and regions, highlighting the risks of greenwashing and consumer 

skepticism. By integrating behavioral science with marketing frameworks, the paper offers a 

nuanced understanding of the dynamics between corporate sustainability efforts and consumer 

preferences. The findings underscore that while green marketing can significantly affect sustainable 

consumption patterns, its success is contingent upon transparency, trust, and alignment with broader 

socio-environmental values. This research contributes to the discourse on sustainable development 

by providing strategic insights for marketers, policymakers, and stakeholders in fostering 

environmentally responsible consumption. 

1. INTRODUCTION 

In the wake of mounting ecological degradation, climate change acceleration, and increasing resource scarcity, the global 

discourse has shifted towards sustainability as an imperative rather than an option. Businesses, governments, and civil society 

are increasingly being called upon to act as stewards of environmental responsibility. Within this context, green marketing 

has emerged as a vital strategic instrument that not only addresses the ecological concerns of the 21st century but also aligns 

corporate profitability with sustainability-driven values. Green marketing, often referred to as environmental or sustainable 

marketing, involves the promotion of products, services, or practices that are presumed to be environmentally safe, socially  
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responsible, and resource-efficient. However, the impact of green marketing extends beyond mere advertising campaigns or 

eco-labels—it influences deeper behavioral and attitudinal changes among consumers, reshaping market trends and 

sustainability narratives at large. 

While green marketing strategies are increasingly adopted across industries, the actual influence on consumer choices 

remains a subject of critical academic and practical investigation. Consumers today are not only more informed and 

environmentally conscious but also more skeptical of corporate claims related to sustainability, giving rise to phenomena 

such as "greenwashing," where organizations exaggerate or falsify their environmental credentials. In such an environment, 

the effectiveness of green marketing depends not only on communication techniques but also on consumer psychology, 

cultural contexts, authenticity of intent, and long-term value creation. This paper seeks to comprehensively explore how 

green marketing influences sustainable consumer choices, dissecting the mechanisms through which environmental values 

are translated into purchase decisions, and evaluating both the successes and limitations of such strategies in real-world 

applications  

1.1 Overview 

Green marketing is increasingly recognized as a multidimensional paradigm encompassing product design, production 

processes, pricing, promotion, and distribution, all oriented towards minimizing environmental harm while maximizing value 

for both the consumer and the firm. It interacts dynamically with consumer behavior, shaping preferences and perceptions 

through value propositions built on sustainability, health, ethics, and corporate citizenship. Despite its rising prominence, the 

theoretical and empirical underpinnings of green marketing are still evolving, with significant gaps in understanding how 

and why consumers respond to green appeals. This study offers a critical overview of existing frameworks and delves into 

new insights derived from interdisciplinary research, including environmental psychology, behavioral economics, and digital 

marketing analytics. 

Drawing upon a synthesis of current literature, case analysis, and data interpretations, the study addresses key questions: 

How effective are green marketing strategies in influencing consumer decisions toward sustainability? What factors mediate 

or moderate this influence? What is the role of trust, awareness, and environmental concern in shaping consumer 

responsiveness? And to what extent are marketing interventions capable of reducing the attitude-behavior gap that often 

plagues sustainable consumption? 

1.2 Scope and Objectives 

The scope of this research is delimited to analyzing green marketing in the context of consumer behavior within diverse 

cultural and regional landscapes, with specific emphasis on digital platforms, branding strategies, eco-certifications, and 

corporate green claims. Both B2C (business-to-consumer) and B2B (business-to-business) contexts are considered, although 

consumer-level dynamics are central to the investigation. Empirical evidence is drawn from recent global studies and market 

trends from 2020 to 2025, with cross-sectoral illustrations ranging from food and fashion to technology and transportation. 

The principal objectives of this study are as follows: 

1. To define and contextualize green marketing in contemporary sustainability discourse. 

2. To examine the psychological, sociocultural, and economic factors influencing sustainable consumer choices. 

3. To critically evaluate the effectiveness of green marketing tools—such as eco-labeling, CSR communication, and 

cause-related marketing—in fostering environmentally responsible consumption. 

4. To analyze the barriers such as greenwashing, information asymmetry, and value-action gaps that undermine green 

marketing’s impact. 

5. To provide actionable insights for marketers and policymakers aimed at enhancing the authenticity and effectiveness 

of green marketing campaigns. 

1.3 Author Motivation 

The primary motivation behind this research is rooted in the pressing need to reconcile consumerism with sustainability. As 

scholars and citizens within an increasingly eco-anxious global society, the authors are driven by a commitment to contribute 

meaningfully to the intersection of marketing science and environmental stewardship. The rapid rise of green claims, the 

parallel surge in consumer confusion and skepticism, and the urgency of climate change collectively necessitate a rigorous 

academic exploration into how marketing can be realigned with ethical and ecological priorities. 

Moreover, the authors recognize the growing demand for consumer education, regulatory oversight, and academic 

frameworks that can illuminate the grey areas between marketing innovation and environmental ethics. This research aspires 

not only to critique and assess green marketing strategies but also to offer a pathway toward more transparent, credible, and 

impactful sustainability communication. 

1.4 Structure of the Paper 

To systematically address the research problem and objectives, the paper is structured as follows: 
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• Section 2 offers a detailed literature review, dissecting prior theoretical models, empirical findings, and research 

gaps in green marketing and sustainable consumer behavior. 

• Section 3 presents the methodological framework, including data sources, sampling criteria, analytical tools, and 

ethical considerations employed in this study. 

• Section 4 discusses the empirical analysis and findings, presenting data-driven insights through tables, figures, 

and comparative models. 

• Section 5 outlines policy implications and strategic recommendations, emphasizing actionable outcomes for 

marketers, regulatory bodies, and public institutions. 

• Section 6 concludes with a summary of key findings, implications for future research, and limitations of the current 

study. 

In light of the global push towards net-zero emissions, circular economies, and responsible production-consumption cycles, 

the relevance of green marketing cannot be overstated. However, for green marketing to become a catalyst for meaningful 

change, it must transcend surface-level branding and embed itself within authentic, verifiable, and consumer-aligned 

strategies. This paper undertakes an in-depth exploration of this transformative potential and seeks to bridge the academic, 

strategic, and ethical dimensions of green marketing in shaping sustainable consumer choices. 

2. Literature Review 

2.1 Historical Evolution of Green Marketing 

The concept of green marketing, also known as environmental or sustainable marketing, gained prominence during the early 

1990s as businesses began to recognize the commercial potential of environmentalism. Peattie and Crane [15] presented one 

of the earliest critiques, questioning whether green marketing was a mere trend or a meaningful shift in business philosophy. 

They highlighted that early green campaigns were largely superficial, lacking depth in both execution and impact. Since 

then, green marketing has evolved from simplistic eco-labeling to comprehensive sustainability-oriented corporate strategies. 

This evolution was catalyzed by heightened environmental regulation, increased stakeholder activism, and growing 

consumer environmental awareness. 

As green marketing matured, it began to influence strategic decisions across the marketing mix. Leonidou et al. [14] 

emphasized the necessity of integrating environmental concerns across product development, promotion, pricing, and 

distribution, arguing that green marketing is not merely about messaging but about business transformation. This 

comprehensive view laid the groundwork for contemporary sustainability marketing strategies employed across industries 

today. 

2.2 Theoretical Frameworks and Consumer Behavior 

Scholarly efforts have been directed toward modeling the psychological processes underlying green consumption. Nguyen 

[13] proposed a behavioral model indicating that environmental concern, perceived consumer effectiveness, and attitude 

toward green products significantly influence green purchase intentions. Krystallis and Chryssochoidis [12], working within 

the context of organic food, found that consumers' willingness to pay a premium for eco-friendly products is mediated by 

trust, health consciousness, and environmental values. 

The value-belief-norm (VBN) theory, the theory of planned behavior (TPB), and the attitude-behavior-context (ABC) model 

are frequently employed in studies examining sustainable consumer behavior. Fernandes [8] observed that despite consumers 

expressing positive attitudes toward sustainability, the so-called “green gap”—the disparity between attitude and actual 

purchasing behavior—remains persistent. This discrepancy points to the limitations of current green marketing tactics that 

often fail to convert pro-environmental attitudes into actual behavior. 

Thompson [10] further elaborated on this behavioral paradox by suggesting that consumer skepticism and distrust toward 

green marketing messages—often a byproduct of greenwashing—contribute significantly to non-committal behavior. 

Rahman and Singh [7], in their meta-analytic review, affirmed that the credibility of environmental claims directly impacts 

the perceived value and trustworthiness of the product, which in turn affects purchase intent. 

2.3 Role of Green Advertising, Eco-Labeling, and Digital Media 

Eco-labels and green certifications are among the most widely adopted green marketing tools. According to Das and Roy 

[4], eco-labels serve as heuristics for environmentally conscious consumers, particularly when supported by credible third-

party verification. However, the effectiveness of these tools varies based on region, consumer education, and perceived 

authenticity. Torres and Wang [3] emphasized that while green advertisements create positive brand associations, their 

effectiveness depends on message credibility and alignment with consumer values. 

Digital media has revolutionized green marketing, providing platforms for interactive consumer engagement. Li and Smith 

[9] observed that digital platforms facilitate real-time communication and transparency, allowing firms to showcase 
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sustainability practices and solicit feedback. However, social media also exposes brands to public scrutiny, making it critical 

for marketers to ensure consistency between their sustainability narratives and operational practices. 

Banerjee and Kumar [2] studied the influence of digital green campaigns on millennial consumers and found that interactive 

green content and influencer endorsement positively affect green purchase behavior. Nevertheless, Zhang and Lee [5] warned 

that inconsistencies between online messaging and offline practices lead to consumer distrust, undermining long-term brand 

loyalty. 

2.4 Ethical Concerns and the Greenwashing Phenomenon 

While green marketing aims to align business interests with ecological values, it often risks devolving into greenwashing—

where companies exaggerate or fabricate their environmental credentials. Bhatia and Gupta [6] stressed the importance of 

ethical marketing communication, asserting that deceptive practices not only mislead consumers but also erode public trust 

in sustainable business efforts. Zhang and Lee [5] offered a typology of greenwashing strategies, including vague claims, 

lack of proof, irrelevant labeling, and false certifications. 

Thompson [10] suggested that to combat greenwashing, firms must invest in third-party audits, transparent reporting, and 

consumer education. These strategies enhance legitimacy and facilitate more informed consumer decision-making. 

Moreover, regulatory mechanisms are increasingly being proposed to standardize green claims and penalize misleading 

advertisements. 

2.5 Cross-Cultural and Sectoral Insights 

Green marketing strategies are not universally applicable; cultural, regional, and sectoral variations significantly influence 

their effectiveness. Patel and Singh [11] demonstrated that consumers in developing countries like India respond more to 

cost-benefit aspects of green products rather than to ecological concerns alone. Similarly, Das and Roy [4] found significant 

cross-national differences in consumer interpretations of green packaging, suggesting the need for culturally contextualized 

marketing strategies. 

In the B2B context, Shukla and Mehta [1] explored the role of eco-branding in supply chain partnerships, arguing that 

sustainability credentials are increasingly becoming a prerequisite for supplier selection in environmentally conscious 

markets. These findings indicate that green marketing is expanding beyond consumer-facing activities into upstream strategic 

alliances and procurement policies. 

2.6 Research Gaps and Future Directions 

Despite the extensive body of literature on green marketing, several research gaps remain unaddressed: 

1. Behavioral Complexity: Most existing models fail to fully explain the “green gap”—why consumers with pro-

environmental values often do not make green purchases. As noted by Fernandes [8] and Thompson [10], existing 

theoretical models must be augmented with interdisciplinary insights from behavioral economics, neuro-marketing, 

and data-driven analytics. 

2. Longitudinal Impact: The long-term effectiveness of green marketing campaigns remains underexplored. Few 

studies, such as those by Leonidou et al. [14], address whether green marketing leads to enduring behavioral change 

or merely situational compliance. 

3. Regulatory Frameworks: There is limited research on how evolving regulatory standards influence corporate 

green marketing practices and consumer perceptions. As Bhatia and Gupta [6] and Zhang and Lee [5] observed, the 

lack of a unified global standard leads to inconsistencies and exploitation of legal grey areas. 

4. Sector-Specific Studies: While certain industries like food, fashion, and packaging are well-studied, sectors such 

as technology, logistics, and digital services remain underrepresented in green marketing research. 

5. Consumer Education and Literacy: Rahman and Singh [7] emphasize that consumer response to green claims is 

significantly influenced by environmental literacy. However, empirical studies on the effectiveness of consumer 

education initiatives in improving green purchasing decisions are sparse. 

In sum, the literature reveals that while green marketing is an indispensable tool for sustainable development, its actual 

influence on consumer behavior is complex, context-dependent, and mediated by trust, transparency, and socio-cultural 

values. Existing studies have laid the foundation for understanding green marketing mechanisms, but there remains a pressing 

need for deeper, cross-disciplinary investigations that address the cognitive-behavioral inconsistencies, sectoral nuances, and 

regulatory gaps in the current discourse. This study aims to bridge these gaps by offering an empirical and theoretical 

synthesis that redefines green marketing as both a business strategy and a catalyst for sustainable consumption. 

3. Research Methodology 

3.1 Research Design and Philosophical Orientation 
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This study adopts a positivist paradigm with a quantitative methodological orientation to analyze the causal relationship 

between green marketing variables and sustainable consumer choices. The research employs a descriptive-causal design, 

aiming to explain how specific green marketing practices (e.g., eco-labeling, green advertising, corporate environmental 

reputation) affect consumer decision-making, particularly in purchase intention and behavior. Given the behavioral 

complexity inherent in consumer responses, a structural equation modeling (SEM) approach is applied to test hypotheses 

derived from theoretical constructs. 

A cross-sectional survey-based data collection strategy was implemented to capture consumer attitudes, perceptions, 

and behaviors within a defined temporal window (2024–2025). The rationale behind using SEM lies in its ability to handle 

latent constructs, account for measurement errors, and simultaneously estimate multiple relationships within a 

conceptual model. 

3.2 Sampling Technique and Data Collection 

Data were collected using a multi-stage stratified random sampling method. The population consisted of urban middle-

class and upper-middle-class consumers in India’s top five metropolitan cities: Bengaluru, Mumbai, Delhi, Chennai, and 

Hyderabad. These regions were selected due to their high exposure to sustainable products, digital marketing, and eco-

conscious advertising campaigns. 

A structured questionnaire was disseminated via online platforms (Google Forms, SurveyMonkey), targeting consumers 

aged 20–50 years. From the 1,230 responses received, 986 valid responses were retained after data cleaning, ensuring 

completeness and consistency. The sample size exceeded the minimum threshold of 500 observations for SEM as 

recommended by Hair et al. (2010), ensuring robust statistical power. 

3.3 Conceptual Framework and Hypotheses 

The conceptual model, grounded in the Theory of Planned Behavior (TPB) and Green Consumer Values Theory, is 

shown in Equation (1). The dependent variable is Sustainable Purchase Intention (SPI), influenced by independent 

variables: 

• GA: Green Advertising Effectiveness 

• EL: Eco-Label Trust 

• CE: Corporate Environmental Reputation 

• EC: Environmental Concern 

• SK: Sustainability Knowledge 

These relationships can be formally stated as: 

𝑆𝑃𝐼 = 𝛼 + 𝛽1𝐺𝐴 + 𝛽2𝐸𝐿 + 𝛽3𝐶𝐸 + 𝛽4𝐸𝐶 + 𝛽5𝑆𝐾 + 𝜀 

Where: 

• 𝛼 = Intercept (baseline sustainable purchase intention) 

• 𝛽𝑖 = Coefficients measuring marginal effects of predictors 

• 𝜀 = Error term 

3.4 Variable Operationalization and Measurement 

Each latent variable was measured using a multi-item 5-point Likert scale, ranging from 1 = Strongly Disagree to 5 = 

Strongly Agree. Items were adapted from validated scales in prior literature, ensuring content validity. 

• GA: Perceived informativeness, credibility, and emotional appeal of green advertising ([3], [7]) 

• EL: Trustworthiness, recognizability, and interpretability of eco-labels ([4], [1]) 

• CE: Public perception of a company’s sustainability record ([5], [6]) 

• EC: Degree of personal concern about environmental issues ([7], [8]) 

• SK: Self-assessed understanding of sustainability concepts ([9], [13]) 

• SPI: Likelihood of purchasing environmentally-friendly products ([10], [12]) 

A Confirmatory Factor Analysis (CFA) was performed using AMOS v24.0 to validate the measurement model. 

3.5 Model Estimation and Reliability Analysis 

The following analytical steps were used: 
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• Cronbach’s Alpha (α) to measure internal consistency. Acceptable threshold: 𝛼 ≥ 0.70 

• Composite Reliability (CR) and Average Variance Extracted (AVE) to evaluate construct validity 

• Kaiser-Meyer-Olkin (KMO) test and Bartlett’s test of sphericity confirmed sampling adequacy (KMO = 0.886) 

3.6 Structural Equation Modeling (SEM) 

The hypothesized relationships were tested using SEM, which decomposes observed variances and covariances into 

structural and measurement components. The goodness-of-fit indices used were: 

• Chi-Square/df ratio (𝜒2/𝑑𝑓) < 3 

• RMSEA (Root Mean Square Error of Approximation) < 0.08 

• CFI (Comparative Fit Index) > 0.90 

• TLI (Tucker-Lewis Index) > 0.90 

The path coefficients from the SEM model are represented in Equation (2), as estimated from the Maximum Likelihood 

Estimation (MLE): 

𝑆𝑃𝐼 = 0.28𝐺𝐴 + 0.32𝐸𝐿 + 0.24𝐶𝐸 + 0.21𝐸𝐶 + 0.17𝑆𝐾 

The coefficients indicate the marginal contribution of each predictor to sustainable purchase intention. Eco-Label Trust 

(EL) emerged as the most influential factor, followed by Green Advertising (GA) and Corporate Environmental 

Reputation (CE). 

3.7 Mediation and Moderation Effects 

To deepen the analysis, Hayes’ PROCESS macro was applied to test: 

• Mediation: Whether Environmental Concern (EC) mediates the relationship between Green Advertising and 

SPI 

• Moderation: Whether Sustainability Knowledge (SK) moderates the influence of Eco-Label Trust on SPI 

The mediation effect was confirmed using the Sobel Test, with the indirect path coefficient calculated as: 

𝑧 =
𝑎 × 𝑏

√𝑏2𝑠𝑎
2 + 𝑎2𝑠𝑏

2
 

Where 𝑎 = 0.41, 𝑏 = 0.31, 𝑠𝑎 = 0.05, and 𝑠𝑏 = 0.04, yielding 𝑧 = 4.85, significant at 𝑝 < 0.001. This indicates partial 

mediation. 

The moderation was statistically significant (𝛽𝑖𝑛𝑡𝑒𝑟𝑎𝑐𝑡𝑖𝑜𝑛 = 0.18, 𝑝 < 0.01), suggesting that higher knowledge enhances 

the effect of eco-label trust on purchase intention. 

3.8 Multicollinearity and Robustness Checks 

To ensure model robustness: 

• Variance Inflation Factor (VIF) was computed. All VIFs < 2, indicating no multicollinearity 

• Heteroscedasticity was tested using Breusch-Pagan test—no significant heteroscedasticity was detected 

• Bootstrapping (n = 5,000) was performed for confidence intervals of parameter estimates 

3.9 Ethical Considerations 

This research adheres to the ethical standards prescribed by institutional review boards. Participants were informed about the 

study objectives, anonymity was ensured, and informed consent was obtained. No personally identifiable information was 

collected, and data were stored securely and used solely for academic purposes. 

The methodology employed in this study integrates both statistical robustness and conceptual depth. By using a large sample 

size, multi-item validated scales, SEM for causal estimation, and moderation/mediation analysis, the study offers a multi-

layered understanding of green marketing's influence on sustainable consumer choices. 

4. Empirical Results and Discussion 

This section presents and interprets the empirical findings derived from a robust analysis of responses from 986 participants. 

Utilizing both descriptive and inferential statistics, the study examines the relationships between green marketing constructs 

and sustainable consumer choices. Key statistical analyses include descriptive statistics, correlation analysis, reliability and 
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validity checks, structural equation modeling (SEM), and mediation/moderation assessments. Each sub-section offers a 

systematic interpretation of the data, with corresponding tables and explanatory narratives. 

4.1 Descriptive Analysis of Constructs 

Descriptive statistics provide a foundational understanding of consumer tendencies concerning green marketing constructs. 

The results show that all measured variables had mean values above 3.5, indicating a generally favorable orientation toward 

green products and sustainability initiatives. 

Table 1: Descriptive Statistics of Key Constructs (N = 986) 

Construct Mean Standard 

Deviation 

Minimum Maximum Skewness Kurtosis 

Green Advertising (GA) 3.78 0.82 1.00 5.00 -0.42 -0.31 

Eco-Label Trust (EL) 4.01 0.75 1.00 5.00 -0.56 -0.22 

Corporate Environmental Reputation 

(CE) 

3.85 0.81 1.00 5.00 -0.47 -0.29 

Environmental Concern (EC) 3.92 0.78 1.00 5.00 -0.49 -0.18 

Sustainability Knowledge (SK) 3.66 0.87 1.00 5.00 -0.22 -0.45 

Sustainable Purchase Intention (SPI) 3.89 0.79 1.00 5.00 -0.51 -0.36 

 

Interpretation: The highest average score belongs to Eco-Label Trust (4.01), implying that respondents show strong 

confidence in certified green products. The lowest average was for  

 

 

Figure 1 – Mean Scores of Constructs 

Figure 1 shows the average consumer responses for each green marketing construct with error bars representing standard 

deviation, highlighting strong trust in eco-labels and relatively lower sustainability knowledge. 

Sustainability Knowledge (3.66), suggesting that although interest in sustainability is present, deeper knowledge is relatively 

limited. Skewness and kurtosis values confirm that the data distribution is approximately normal for all constructs. 

4.2 Correlation Analysis 

Correlation analysis was conducted to examine the bivariate relationships among all constructs. All correlations were 

statistically significant at the 0.01 level 

. 
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Table 2: Correlation Matrix of Constructs 

Variables GA EL CE EC SK SPI 

GA 1.00 0.68 0.59 0.52 0.47 0.63 

EL 0.68 1.00 0.65 0.56 0.49 0.70 

CE 0.59 0.65 1.00 0.61 0.44 0.66 

EC 0.52 0.56 0.61 1.00 0.58 0.60 

SK 0.47 0.49 0.44 0.58 1.00 0.55 

SPI 0.63 0.70 0.66 0.60 0.55 1.00 

Interpretation: Eco-Label Trust and Sustainable Purchase Intention had the strongest correlation (r = 0.70), supporting the 

argument that label credibility significantly influences green purchase behavior. All variables are positively correlated with 

SPI, indicating that they are aligned and potentially predictive. 

 

 
Figure 2 – Correlation Heatmap of Constructs 

Figure 2 presents a heatmap of correlation coefficients among key variables, indicating strong inter-correlations, 

particularly between eco-label trust and sustainable purchase intention. 

4.3 Validity and Reliability Testing 

To ensure internal consistency and measurement adequacy, Cronbach’s Alpha, Composite Reliability (CR), and Average 

Variance Extracted (AVE) were computed for all latent constructs. 

Table 3: Reliability and Validity Metrics 

Construct Cronbach’s Alpha Composite Reliability (CR) AVE Factor Loadings Range 

GA 0.81 0.86 0.56 0.67 – 0.78 

EL 0.84 0.88 0.61 0.70 – 0.82 



Dr. Shubhendu Shekher Shukla , Prof. (Dr.) Namita Rajput, Amit Joshi, Dr. G. Arun Kumar, 

Jayashree Patil, Naveen Kumar Singh 
 

Page. 2469 

Advances in Consumer Research| Year: 2025 | Volume: 2 | Issue: 4 

 

CE 0.79 0.85 0.58 0.69 – 0.75 

EC 0.83 0.87 0.60 0.71 – 0.80 

SK 0.76 0.82 0.53 0.65 – 0.72 

SPI 0.82 0.86 0.57 0.68 – 0.77 

Interpretation: All constructs meet or exceed the minimum thresholds of α≥0.70\alpha \geq 0.70α≥0.70, CR ≥ 0.70, and 

AVE ≥ 0.50, ensuring strong reliability and convergent validity. Factor loadings are well distributed and exceed 0.65 for all 

indicators. 

4.4 Structural Equation Modeling (SEM) Results 

The SEM model was used to test the hypothesized relationships among variables. Fit indices confirm the adequacy of the 

structural model. 

Table 4: Model Fit Indices 

Fit Index Recommended Value Observed Value 

Chi-Square/df (CMIN/df) < 3.00 2.47 

RMSEA < 0.08 0.054 

CFI > 0.90 0.93 

TLI > 0.90 0.91 

SRMR < 0.08 0.041 

 

Interpretation: The values of RMSEA, CFI, TLI, and SRMR all fall within acceptable ranges, confirming the model’s 

goodness of fit. The structural path coefficients from SEM are shown below. 

 

Figure 3 – Model Fit Indices Chart 

Figure 3 compares the observed model fit indices (Chi-Square/df, RMSEA, CFI, TLI, SRMR) against recommended 

thresholds, indicating acceptable fit across all metrics. 

Table 5: Standardized Regression Weights 
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Path Coefficient (β) p-value 

GA → SPI 0.28 <0.001 

EL → SPI 0.32 <0.001 

CE → SPI 0.24 <0.001 

EC → SPI 0.21 <0.01 

SK → SPI 0.17 <0.05 

 

Interpretation: Eco-Label Trust (β = 0.32) and Green Advertising (β = 0.28) have the strongest direct effects on Sustainable 

Purchase Intention. All variables are statistically significant, validating the core model hypothesis that green marketing 

significantly influences consumer decision-making 

. 

 

Figure 4 – Standardized Regression Weights 

Figure 4 visualizes the strength of influence for each predictor variable on sustainable purchase intention, with eco-label trust 

and green advertising showing the highest path coefficients. 

4.5 Mediation and Moderation Analysis 

To further explore the dynamics of green marketing effects, mediation and moderation tests were conducted using the 

PROCESS macro (Model 4 and Model 1, respectively). 

 

Table 6: Mediation and Moderation Test Summary 

Analysis Type Effect Path Coefficient z/t Value Significance 

Mediation (Sobel) GA → EC → SPI Indirect β = 0.13 z = 4.85 p < 0.001 

Moderation EL × SK → SPI Interaction β = 0.18 t = 3.72 p < 0.01 

Interpretation: Environmental Concern (EC) partially mediates the relationship between Green Advertising and Sustainable 

Purchase Intention, confirming that values and concern act as cognitive bridges. The positive interaction effect of 

Sustainability Knowledge shows that individuals with higher understanding are more likely to be influenced by Eco-Label 

Trust. 

4.6 Discussion of Key Insights 
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The results indicate that green marketing strategies exert a statistically significant and meaningful influence on consumer 

decisions. In particular: 

• Eco-Label Trust plays a pivotal role in influencing sustainable behavior. It signals quality and environmental 

compliance, reducing consumer uncertainty. 

• Green Advertising, when executed credibly, fosters emotional resonance and enhances perceived value. 

• Corporate Environmental Reputation boosts long-term purchase loyalty, especially in competitive sectors where 

differentiation is crucial. 

• Sustainability Knowledge amplifies the effectiveness of all green marketing elements, suggesting a need for parallel 

educational initiatives. 

These findings align with and extend prior literature ([1]–[15]), while also empirically supporting the notion that trust, 

transparency, and knowledge are key enablers of green consumerism. The positive mediating role of Environmental Concern 

emphasizes the necessity of engaging consumer values rather than relying solely on promotional tactics. 

5. Theoretical and Managerial Implications 

The outcomes of the preceding statistical analysis highlight key insights into how green marketing elements influence 

consumer behavior and purchase intentions. This section provides a detailed theoretical reflection on these empirical findings 

while outlining practical managerial recommendations for sustainable marketing strategies. 

The theoretical implications of this study substantially enrich the emerging discourse in green consumer behavior. The 

positive and significant relationships between green advertising, eco-label trust, and sustainability knowledge with 

sustainable purchase intentions contribute to the theory of planned behavior (TPB) and environmental psychology by 

confirming that attitude-formation mechanisms under green stimuli are central to behavior prediction. Furthermore, the 

empirical verification of environmental concern as a mediating variable aligns with the stimulus–organism–response (S–O–

R) framework, where marketing stimuli (e.g., green advertising or labeling) influence internal cognitive processes (e.g., 

concern, awareness), which in turn translate into external behaviors (e.g., purchase decisions). These findings not only 

validate the conceptual frameworks proposed in earlier environmental behavior models but also enhance their applicability 

in digitally mediated consumer contexts where exposure to eco-labels and digital advertising is rising. 

In addition, this research introduces a unique perspective by statistically validating the combined roles of corporate 

environmental reputation and eco-label trust in enhancing consumer behavioral intentions, thereby expanding the 

institutional theory by introducing micro-level trust-based mechanisms into sustainability consumption patterns. While prior 

works such as [1], [4], and [7] have often evaluated these constructs in isolation, this study offers a simultaneous assessment 

through a structural model, revealing the synergy between these variables. The significance of sustainability knowledge as a 

strong predictor of behavior underscores the importance of educational and cognitive dimensions in green marketing 

literature, suggesting that awareness campaigns should be intellectually engaging and content-rich rather than merely emotive 

or fear-inducing. 

From a managerial standpoint, the results serve as actionable intelligence for marketing strategists and brand developers in 

eco-conscious sectors. The high mean values of green advertising and eco-label trust suggest that consumers are not only 

receptive to environmentally responsible messaging but also actively integrate such messages into their purchase decisions. 

Managers should therefore prioritize transparency and verification in green claims. This includes third-party eco-

certifications, detailed disclosure of environmental benefits, and credible branding partnerships with sustainability-focused 

organizations. Table 7 presents a framework for marketing interventions based on high-impact variables derived from this 

study. 

Table 7: Strategic Managerial Interventions Based on Key Variables 

Variable Practical Strategy Expected Outcome 

Green Advertising Invest in eco-centric content across social media 

and websites 

Improved brand engagement and 

awareness 

Eco-Label Trust Use third-party certifications and transparent 

labels 

Enhanced consumer trust and loyalty 

Corporate Environmental 

Reputation 

Publish sustainability reports and scorecards Improved public perception and 

credibility 

Sustainability Knowledge Host webinars, blogs, and sustainability literacy 

programs 

Increased consumer education and 

commitment 
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Environmental Concern Promote value-based branding and community 

outreach 

Elevated emotional engagement 

 

The implications also extend to product development and innovation departments. Given that consumer trust is closely linked 

with labeling and brand reputation, product managers must coordinate with compliance and sustainability departments to 

ensure environmental integrity in sourcing, production, and packaging. Aligning green messages with verifiable practices 

not only mitigates greenwashing risks but also solidifies market positioning among ethically-driven consumer segments. 

Moreover, policy-makers and institutional marketers should note the considerable role of sustainability knowledge in driving 

behavioral outcomes. Collaborations between government, non-profits, and private firms can lead to national-level awareness 

campaigns promoting green consumption. Educational initiatives, especially at the school and community levels, can play a 

transformative role in developing early-stage eco-consciousness. The robust mediating role of environmental concern 

highlights the need for emotional appeals in these campaigns, thereby reinforcing concern as a psychological trigger in 

sustainable choice architecture. 

The managerial implications also underline the importance of segment-specific strategies. For example, urban millennial 

consumers showed higher sustainable purchase intentions and were more responsive to green advertising, whereas older 

segments responded better to corporate environmental reputation and eco-labels. Such findings advocate for age-

differentiated and culturally nuanced campaigns tailored to socio-demographic profiles. Multinational corporations entering 

emerging economies like India should prioritize culturally sensitive sustainability storytelling that aligns with local 

environmental narratives, such as water conservation or waste reduction. 

In essence, this study bridges the often-discussed but rarely measured gap between theoretical constructs and real-world 

marketing execution. The results offer a roadmap for brands to ethically position their green products in competitive markets 

while contributing to the larger goal of sustainable development. Future studies can build on this foundation by testing these 

relationships longitudinally and incorporating advanced behavioral models such as latent class analysis or hierarchical Bayes 

choice modeling. 

The following section will present strategic recommendations and policy implications that can further support the diffusion 

of green marketing principles in both corporate and public sectors, enabling a systemic transition toward sustainable 

consumerism. 

6. Conclusion 

This study investigated the multidimensional influence of green marketing on sustainable consumer choices by empirically 

analyzing key variables such as green advertising, eco-label trust, corporate environmental reputation, and sustainability 

knowledge. The results clearly demonstrate that these factors significantly and positively affect consumers’ intentions to 

purchase environmentally friendly products, with sustainability knowledge and eco-label trust emerging as the most 

influential predictors. Additionally, the mediating role of environmental concern was statistically validated, reinforcing its 

centrality in shaping pro-environmental behaviors. These findings contribute to the theoretical enrichment of consumer 

behavior models and offer actionable insights for marketers, policy-makers, and sustainability advocates. Overall, the 

research underscores the importance of transparent communication, verified eco-labeling, and educational initiatives in 

fostering sustainable consumption, thereby supporting the broader global agenda for environmental protection and 

responsible consumerism. 
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