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ABSTRACT

Green marketing has emerged as a key strategic approach for promoting environmental
sustainability by encouraging responsible consumer behaviour and eco-friendly business
practices. Despite its growing importance, achieving a sustained long-term impact remains
challenging. Several barriers, including economic limitations, inconsistent regulatory
frameworks, technological constraints, and consumer skepticism, hinder its effectiveness.
Moreover, concerns regarding greenwashing and lack of consumer trust further weaken the
credibility of sustainability claims made by organizations.

The present study aims to identify and analyze the major challenges affecting the
effectiveness of green marketing in supporting sustainable development. It adopts a mixed
primary and secondary data—based approach, drawing insights from scholarly journals,
industry reports, government policies, documented case studies and consumer responses. This
approach helps in understanding both global and regional trends in sustainable marketing
practices, along with the obstacles faced by organizations in implementing green strategies.

The findings reveal that while green marketing plays a vital role in promoting sustainability,
its success depends on transparent communication, strong environmental regulations,
technological innovation, and enhanced consumer awareness. The study also suggests
strategic recommendations for businesses, policymakers, and stakeholders to improve the
credibility and implementation of green marketing initiatives, thereby contributing to long-
term environmental and economic sustainability.

Keywords::Green Marketing, Sustainability, Sustainable Development, Greenwashing,
Consumer Awareness, Corporate Social Responsibility (CSR), Environmental Policies, Eco-

Friendly Products, Sustainable Business Practices.

INTRODUCTION:

The concept of green marketing has evolved gradually as
environmental concerns began to gain global attention.
The term “Green Marketing” was first discussed in an
academic context during the Ecological Marketing
Conference organized by the American Marketing
Association (AMA) in 1975. This event marked the
beginning of scholarly interest in environmentally
responsible marketing practices. Although environmental
awareness was emerging during the 1980s, the term green
marketing gained wider recognition in the late 1980s and
early 1990s. During this period, two influential books
titled Green Marketing were published, one by Ken
Peattie (1992) in the United Kingdom and another by
Jacquelyn Ottman (1993) in the United States. These
publications played a significant role in shaping the early
discourse and conceptual foundations of green marketing.

According to Peattie (2001), the development of green
marketing can be understood through three major phases.
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The first phase, commonly referred to as Ecological Green
Marketing,  focused  primarily on  addressing
environmental problems. Marketing activities during this
period were largely aimed at raising awareness about
ecological issues and promoting products that could
reduce environmental harm. The second phase, known as
Environmental Green Marketing, shifted attention
towards the adoption of cleaner technologies and the
development of innovative products designed to reduce
pollution and waste generation. In this phase, businesses
began to emphasize environmentally friendly production
processes and technological solutions. The third phase,
termed Sustainable Green Marketing, emerged in the late
1990s and early 2000s. This phase broadened the focus
beyond environmental protection to include the
improvement of overall quality of life by promoting
products, services, and ideas that support long-term
environmental sustainability.

Over time, green marketing has developed into a vital

strategy for advancing sustainability by encouraging both

responsible corporate conduct and environmentally
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conscious consumer behavior (Ottman, 2011). The
approach involves designing, promoting, and distributing
products that reduce negative environmental impacts
while encouraging sustainable consumption patterns
(Polonsky, 1994). As global concerns about climate
change, resource depletion, and environmental
degradation continue to intensify, organizations
increasingly view green marketing as a means of aligning
their operations with environmental responsibility and
sustainable development goals (Leonidou et al., 2013).

In the Indian context, green marketing has gained
considerable importance due to growing environmental
awareness among consumers and the introduction of
supportive government policies. The Indian government
has implemented several initiatives aimed at encouraging
sustainable practices. For example, the National Action
Plan on Climate Change (2008) and the Plastic Waste
Management Rules (2016) represent significant policy
measures designed to address environmental challenges
and promote responsible resource management (Ministry
of Environment, Forest and Climate Change, 2008;
Government of India, 2016). In addition to government
initiatives, several leading Indian corporations have
incorporated green marketing strategies into their business
models. Companies such as Tata and ITC have adopted
sustainability-driven marketing approaches,
demonstrating their commitment to environmental
responsibility and long-term sustainable development
(Kumar &Dhingra, 2012).

Despite the increasing adoption of green marketing
practices, the transition toward sustainable marketing is
not without challenges. Several barriers limit the ability of
organizations to achieve a lasting environmental impact
through green marketing initiatives. One of the primary
challenges is the economic cost associated with adopting
environmentally friendly technologies, which can be
significantly higher than conventional alternatives (Rex &
Baumann, 2007). In addition, regulatory inconsistencies
across different regions create difficulties for companies
attempting to implement standardized sustainability
practices (Delmas&Burbano, 2011). Technological
constraints may also limit the scalability and effectiveness
of green innovations, while consumer skepticism
regarding the authenticity of environmental claims can
weaken the credibility of green marketing campaigns
(Chen & Chang, 2013).

Existing research also highlights a notable gap between
environmental awareness and actual purchasing behavior.
Although consumers increasingly recognize the
importance of environmental protection, their buying
decisions are often influenced by factors such as price
sensitivity and perceived compromises in product quality
(Peattie& Crane, 2005). In India, this gap is particularly
evident between urban and rural markets. Studies indicate
that urban consumers generally show a greater willingness
to purchase environmentally friendly products, whereas
rural consumers frequently face challenges related to
affordability, accessibility, and awareness (Jain &Kaur,
2006). This disparity highlights the complexity of
promoting sustainable consumption in diverse socio-
economic contexts.

In light of these challenges, the present research aims to
examine the major factors that hinder the effectiveness of
green marketing in promoting sustainable development.
By analyzing the barriers faced by organizations and
consumers, the study seeks to provide insights into how
green marketing strategies can be strengthened. The
research adopts a mixed-method approach, integrating
primary data collected through consumer surveys and
interviews with secondary data obtained from academic
literature, industry reports, and policy documents. The
findings are expected to provide valuable
recommendations for businesses, policymakers, and other
stakeholders seeking to improve the effectiveness of green
marketing initiatives and support long-term sustainability.

1.1 Background Context

Green marketing has evolved as a response to increasing
global environmental concerns such as climate change,
resource depletion, and pollution. Initially introduced in
the 1970s, it has progressed through ecological,
environmental, and sustainable phases, reflecting a shift
from awareness creation to long-term sustainability
integration. Over time, it has become a crucial strategy for
organizations to align business operations with
environmental responsibility.

In India, the relevance of green marketing has grown due
to rising consumer awareness and supportive government
initiatives such as environmental policies and
sustainability frameworks. Leading organizations have
adopted eco-friendly practices and sustainability-driven
marketing strategies. However, despite its growing
importance, several challenges—such as  high
implementation  costs, regulatory inconsistencies,
technological limitations, and consumer skepticism—
continue to hinder its effectiveness. The gap between
consumer awareness and actual purchasing behaviour
further complicates its success, especially across diverse
socio-economic segments.

1.2 Purpose of the Study

The primary purpose of this study is to analyze the role of
green marketing as a strategic tool for achieving long-term
environmental sustainability. The study seeks to identify
and examine the key challenges that limit the
effectiveness of green marketing practices.

Additionally, it aims to evaluate how factors such as
consumer awareness, regulatory support, technological
advancements, and organizational strategies influence the
success of green marketing initiatives. The study also
intends to provide practical recommendations to enhance
the credibility, implementation, and impact of green
marketing for businesses, policymakers, and stakeholders.

1.3 Research Questions

What are the major challenges affecting the effectiveness
of green marketing?

How do economic, technological, and regulatory factors
influence green marketing practices?
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What is the role of consumer awareness and trust in the
success of green marketing?

How can organizations overcome barriers such as
greenwashing and consumer skepticism?

What strategies can enhance the long-term impact of
green marketing on sustainability?

1.4 Objectives of the Study

The present study aims to examine the role of green
marketing in promoting sustainable development and to
identify the challenges affecting its long-term
effectiveness. The specific objectives of the study are:

To examine the concept and significance of green
marketing in promoting sustainable development.

To analyze the level of consumer awareness and
perception regarding green marketing and eco-friendly
products.

To identify the major challenges and barriers (economic,
technological, regulatory, and behavioral) affecting the
implementation of green marketing practices.

To examine the relationship between green marketing
practices and sustainable consumer behavior.

To evaluate the role of government policies and corporate
strategies in promoting effective green marketing
initiatives.

1.5 Hypotheses Development

Based on the conceptual framework, the study proposes
the following hypotheses to examine the relationship
between green marketing practices, consumer behavior,
and sustainability outcomes.

H1: Consumer awareness of environmental issues has a
significant positive influence on the effectiveness of green
marketing practices.

H2: Corporate green marketing practices significantly
influence sustainable consumer behavior.

H3: Environmental policies and corporate social
responsibility (CSR) initiatives have a positive impact on
the adoption of green marketing practices.

H4: Effective green marketing practices positively
influence sustainable consumer behavior.

HS: Sustainable consumer behavior significantly
contributes to sustainable development outcomes.

H6: Economic constraints negatively influence the
effectiveness of green marketing practices.

H7: Technological limitations negatively affect the
implementation of green marketing strategies.

H8: Consumer skepticism toward green claims negatively
influences consumer trust and reduces the effectiveness of
green marketing practices.

2. LITERATURE REVIEW

2.1 Concept of Green Marketing

Green marketing has emerged as an important concept in
modern marketing practices, focusing on environmentally
responsible production and consumption. It refers to the
development, promotion, and distribution of products and
services that reduce negative environmental impacts while
fulfilling consumer needs. The concept emphasizes
sustainable resource utilization, eco-friendly production
processes, and corporate accountability toward
environmental protection. According to Jacquelyn Ottman
(2011), green marketing involves incorporating
environmental considerations into product design,
packaging, promotion, and distribution in order to
minimize ecological damage and promote sustainability.
Similarly, Michael Jay Polonsky (1994) defined green
marketing as all marketing activities that facilitate
exchanges satisfying human needs while reducing
harmful impacts on the natural environment.

With growing global concern over climate change and
environmental  degradation,  organizations  have
increasingly incorporated green marketing into their
sustainability strategies. Businesses now focus on eco-
friendly product innovation, recyclable packaging, waste
reduction, and environmentally responsible supply chains.
Such initiatives not only help reduce environmental
impact but also enhance brand reputation and strengthen
relationships with environmentally conscious consumers
(Leonidou et al., 2013).

2.2 Green Marketing and Sustainable Development

Green marketing is closely associated with the broader
concept of sustainable development, which emphasizes
meeting present needs without compromising the ability
of future generations to meet their own requirements. By
promoting environmentally friendly products and
encouraging responsible consumption patterns, green
marketing contributes to achieving sustainability
objectives.

Research indicates that organizations implementing green
marketing strategies often experience improved brand
image, increased customer loyalty, and enhanced
competitive advantage. According to Ken Peattie and
Andrew Crane (2005), green marketing provides firms
with opportunities to innovate and differentiate their
offerings in competitive markets while simultaneously
addressing environmental concerns. In addition,
sustainability-oriented marketing initiatives contribute to
strengthening corporate social responsibility (CSR)
commitments and improving the overall reputation of
organizations among environmentally aware consumers.

Companies integrating sustainability into their marketing
strategies also contribute to environmental conservation
by encouraging consumers to adopt eco-friendly
consumption habits. As a result, green marketing plays a
significant role in supporting global sustainability goals.

2.3 Consumer Awareness and Green Purchasing
Behaviour

Consumer awareness is a critical factor influencing the
effectiveness of green marketing initiatives. As
environmental challenges such as pollution, climate
change, and resource depletion receive increasing global
attention, consumers have become more conscious of the
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environmental impact of their purchasing decisions.
However, research suggests that a gap often exists
between consumers’ environmental attitudes and their
actual buying behaviour.

Peattie and Crane (2005) observed that although many
consumers  express favorable attitudes toward
environmentally friendly products, their purchasing
decisions are frequently influenced by factors such as
price, product availability, and perceived performance.
Similarly, Chen and Chang (2013) found that skepticism
regarding environmental claims significantly affects
consumer trust. When consumers suspect exaggeration or
misleading environmental claims, the credibility of green
marketing campaigns is reduced.

In the Indian context, Jain and Kaur (2006) reported
increasing environmental awareness among consumers,
particularly in urban areas. However, purchasing
decisions are often influenced by affordability and
accessibility concerns. This indicates that although
awareness of environmental issues is growing, actual
adoption of green products remains limited and requires
stronger marketing strategies and policy support.

2.4 Corporate Strategies and Green Marketing Practices

Organizations worldwide are increasingly adopting green
marketing practices as part of their corporate
sustainability strategies. Businesses are implementing
initiatives such as eco-labeling, green branding, energy-
efficient production technologies, and sustainable supply
chain management.

According to Leonidou et al. (2013), companies that
integrate  environmental responsibility into  their
marketing strategies can achieve significant competitive
advantages by improving brand credibility and
strengthening long-term customer relationships. Firms
that actively communicate their commitment to
sustainability often gain positive perceptions from
consumers and stakeholders.

In the Indian corporate sector, sustainability-driven
marketing initiatives are gradually gaining prominence.
Large organizations such as Tata and ITC have adopted
eco-friendly strategies, including renewable energy
adoption, responsible sourcing, and sustainable packaging
solutions. These initiatives contribute not only to
environmental protection but also to improved corporate
image and enhanced market competitiveness (Kumar
&Dhingra, 2012).

2.5 Challenges and Barriers in Green Marketing

Despite its increasing importance, the implementation of
green marketing practices faces several obstacles. One of
the major challenges is the high cost associated with
adopting environmentally friendly technologies and
sustainable production systems. Rex and Baumann (2007)
noted that the financial investment required for green
technologies can discourage many organizations,
particularly small and medium-sized enterprises.

Another challenge relates to inconsistent environmental
regulations and policy frameworks across different
regions. Delmas and Burbano (2011) argued that weak
regulatory enforcement and policy inconsistencies may
create uncertainty for businesses attempting to implement
standardized green practices.

Technological limitations also hinder the widespread
adoption of environmentally sustainable innovations.
Many companies struggle to integrate advanced green
technologies while maintaining economic efficiency. In
addition, consumer skepticism regarding environmental
claims poses a significant challenge. When companies
engage in misleading environmental communication or
“greenwashing,” it can undermine consumer trust and
reduce the effectiveness of green marketing initiatives
(Chen & Chang, 2013).

2.6 Role of Government Policies in Promoting Green
Marketing

Government policies and environmental regulations play
a crucial role in promoting sustainable business practices
and encouraging green marketing initiatives.
Environmental legislation encourages organizations to
adopt eco-friendly production processes and responsible
resource management practices.

In India, several government initiatives have been
introduced to promote environmental sustainability.
Policies such as the National Action Plan on Climate
Change (2008) and the Plastic Waste Management Rules
(2016) aim to reduce environmental degradation and
encourage responsible waste management (Ministry of
Environment, Forest and Climate Change, 2008;
Government of India, 2016). These regulatory
frameworks  encourage  businesses to  adopt
environmentally responsible practices and contribute to
the development of sustainable markets.

However, effective implementation and monitoring of
these policies remain essential to ensure long-term
environmental sustainability.

2.7 Recent Studies on Green Marketing and Sustainability

Recent academic studies have further explored the
evolving role of green marketing in promoting sustainable
consumption. Hooda and Jaggarwal (2021) examined the
concept of green marketing in India and identified both
opportunities and challenges associated with eco-friendly
business practices. Their findings indicated that while
consumer demand for environmentally friendly products
is increasing, businesses often face challenges such as
higher production costs and the need for greater consumer
awareness.

Similarly, Mayakkannan (2019) analyzed green
marketing practices in India and emphasized the growing
importance of innovative marketing strategies for eco-
friendly products. The study highlighted the need for
businesses to redesign the traditional marketing mix in
order to effectively promote sustainable products.
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Global research has also examined the development of
green marketing from a sustainability perspective. Xie et
al. (2022) conducted a bibliometric analysis of green
marketing literature and observed a growing integration of
sustainability principles within marketing strategies.
However, their study also identified challenges such as
economic constraints and technological barriers that limit
the effectiveness of green marketing initiatives.

Research focusing on emerging markets has also
highlighted the role of green marketing orientation in
improving business performance. Yakin and Maryati
(2022) found that green innovation and competitive
advantage significantly influence the marketing
performance of small and medium-sized enterprises
(SMEs). However, limited resources and consumer
skepticism often restrict the successful implementation of
green marketing strategies.

With the increasing digitalization of marketing activities,
digital platforms have also begun to influence green
marketing strategies. Iriani et al. (2024) conducted a
systematic literature review examining the role of digital
marketing in promoting sustainable products. Their
findings suggested that while digital platforms provide
new opportunities for communication and consumer
engagement, they also raise concerns regarding
authenticity and trust due to the prevalence of
greenwashing.

Another significant issue discussed in recent literature is
the “green gap.” Schmitt (2022) highlighted the disparity
between consumers’  positive  attitudes  toward
sustainability and their actual purchasing behavior.
Factors such as higher prices, limited product availability,
and lack of reliable information often prevent consumers
from adopting sustainable consumption practices.

2.8. Research Gap

The existing literature on green marketing highlights its
growing importance in  promoting  sustainable
consumption and environmentally responsible business
practices. Several studies have examined the conceptual
development of green marketing, consumer awareness
toward eco-friendly products, and the role of corporate
strategies in promoting sustainability (Ottman, 2011;
Polonsky, 1994; Leonidou et al., 2013). Previous research
has also explored the relationship between green
marketing and sustainable development, emphasizing its
potential to improve brand reputation, enhance consumer
trust, and encourage environmentally responsible
consumption behavior (Peattie& Crane, 2005).

Despite these contributions, several gaps remain in the
current body of knowledge. First, a significant portion of
the existing literature primarily focuses on the conceptual
and theoretical aspects of green marketing, while
relatively fewer studies examine the practical challenges
and barriers that hinder the long-term effectiveness of
green marketing strategies. Issues such as economic
constraints,  technological limitations, regulatory

inconsistencies, and consumer skepticism have been
identified in the literature, yet comprehensive research
integrating these factors remains limited (Rex &
Baumann, 2007; Delmas&Burbano, 2011).

Second, although consumer awareness regarding
environmental issues has increased, many studies indicate
a persistent gap between consumer attitudes and actual
purchasing behavior, often referred to as the “green gap”
(Schmitt, 2022). However, limited research has explored
the underlying reasons for this discrepancy in the context
of developing economies, particularly India.

Third, while recent studies have investigated green
marketing practices in various sectors, there is a lack of
integrated research that simultaneously examines
corporate strategies, consumer behavior, and policy
frameworks in promoting sustainable marketing practices.
Additionally, the role of emerging trends such as digital
marketing and technological innovation in strengthening
green marketing initiatives has not been sufficiently
explored in existing research (Iriani et al., 2024).

Furthermore, in the Indian context, most studies focus on
consumer awareness and green product adoption, while
limited research has examined the combined influence of
economic, regulatory, technological, and behavioral
factors affecting the long-term impact of green marketing
on sustainable development.

Therefore, the present study attempts to address these
gaps by examining the major challenges that influence the
effectiveness of green marketing in promoting sustainable
development. The study aims to provide a comprehensive
understanding of the barriers faced by organizations and
consumers while also offering strategic recommendations
to enhance the long-term impact of green marketing
practices.

2.9 Conceptual Framework of the Study

The conceptual framework illustrates the relationship
between green marketing drivers, moderating barriers,
and sustainability outcomes. The model explains how
different factors influence the effectiveness of green
marketing in promoting sustainable consumer behavior
and sustainable development.The framework begins with
Green Marketing Drivers, which include consumer
awareness, corporate green practices, and environmental
policies along with corporate social responsibility (CSR).
These factors act as the primary forces that encourage
organizations to adopt environmentally responsible
marketing strategies. Consumer awareness increases
demand for eco-friendly products, while corporate green
practices and CSR initiatives motivate companies to
integrate sustainability into their marketing and
operational activities. Environmental regulations and
policies further support the implementation of green
initiatives by encouraging businesses to adopt sustainable
practices.
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These drivers collectively influence Green Marketing
Practices and Effectiveness, which forms the central
component of the model. Effective green marketing
involves the development, promotion, and distribution of
environmentally friendly products and services. When
organizations successfully implement green marketing
strategies, they can positively influence consumer
attitudes and purchasing decisions.

However, the framework also highlights several
moderating barriers that can affect the effectiveness of
green marketing. These barriers include economic
constraints,  technological limitations, regulatory
inconsistencies, and consumer skepticism. Economic
constraints arise from the higher costs associated with
eco-friendly technologies and sustainable production
processes. Technological limitations may restrict the
scalability  of  green  innovations.  Regulatory
inconsistencies across regions can create uncertainty for
businesses implementing green practices. Additionally,
consumer skepticism, often caused by greenwashing or
misleading environmental claims, can weaken consumer
trust in green marketing initiatives.

Despite these challenges, effective green marketing
practices can lead to sustainable consumer behavior,
where consumers make purchasing decisions that consider
environmental impacts. Such behavior encourages the
consumption of eco-friendly products and supports
environmentally responsible lifestyles.

Ultimately, sustainable consumer behavior contributes to
the broader objective of sustainable development, which
aims to balance economic growth, environmental
protection, and social well-being. Therefore, the
framework demonstrates that while green marketing has
the potential to promote sustainability, its long-term
impact depends on addressing the barriers that influence
its effectiveness.

3. METHODOLOGY
3.1 Research Design

The present study adopts a descriptive and analytical
research design to examine the role of green marketing in

promoting sustainable development and to identify the
challenges affecting its long-term impact. The research
integrates both primary and secondary data to provide a
comprehensive understanding of green marketing
practices and their implications for sustainability.

3.2 Data Sources

The study utilizes both primary and secondary sources of
data. Primary data has been collected through a structured
questionnaire survey administered to consumers to
understand their awareness, perceptions, and purchasing
behavior regarding green products and sustainable
consumption. Secondary data has been obtained from
research journals, books, government reports, policy
documents, industry publications, and previous empirical
studies related to green marketing and sustainability.

3.3 Sampling Design

The target population of the study comprises consumers
who either purchase or are aware of eco-friendly or
environmentally sustainable products. Due to ease of
access and time constraints, the study will adopt a
convenience sampling technique to gather responses from
the selected participants. A sample size ranging from 150
to 250 respondents is considered adequate for the study,
as it will provide sufficient data to effectively analyze
consumer perceptions, attitudes, and behavior toward
green marketing practices.

3.4 Variables of the Study

The study incorporates a set of variables derived from the
conceptual framework to examine the dynamics of green
marketing and sustainability. The independent variables
include consumer awareness, corporate green marketing
practices, and environmental policies along with CSR
initiatives, which are expected to influence outcomes.
Additionally, moderating or barrier variables such as
economic  constraints,  technological limitations,
regulatory inconsistencies, and consumer skepticism may
affect the strength and direction of these relationships.
The dependent variables of the study are sustainable
consumer behavior and sustainable development
outcomes, which reflect the overall impact of green
marketing efforts and environmental initiatives.
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3.5 Measurement Scale 2.  Reliability = Analysis (Cronbach’s  Alpha)
Used to test the internal consistency and reliability of the

The questionnaire items will be measured using a five- . .
questionnaire items.

point Likert scale, where 1 represents strongly disagree, 2

represents disagree, 3 represents neutral, 4 represents 3. Correlation Analysis
agree, and 5 represents strongly agree. This scaling Used to examine the relationship between green
technique will be used to assess respondents’ perceptions, marketing variables and sustainable consumer behavior.
attitudes, and opinions regarding green marketing 4. Multiple Regression Analysis

practices, environmental awareness, and sustainable
purchasing behavior in a structured and quantifiable
manner.

Used to analyze the influence of independent variables
(consumer awareness, corporate green practices, and
policies) on dependent variables (sustainable consumer
3.6 Data Analysis Techniques behavior and sustainability outcomes).

To analyze the collected data, the following statistical

tools will be used: 4. Data Analysis and Discussion

1. _ Descriptive _ Statistics 4.1 Reliability Analysis
Used to summarize respondent characteristics and general
trends in consumer awareness and attitudes. Reliability analysis was conducted using Cronbach’s

Alpha to test the internal consistency of the measurement
scale used in the questionnaire.

Variable Number of Items Cronbach’s Alpha
Consumer Awareness 4 0.84
Corporate Green Practices 4 0.71
Environmental Policies & CSR 3 0.79
Economic Constraints 3 0.76
Technological Limitations 3 0.74
Consumer Skepticism 3 0.82
Sustainable Consumer Behavior 4 0.76
Sustainable Development Outcomes 3 0.70

The Cronbach’s Alpha values for all variables are above 0.70, which indicates good internal consistency and reliability of
the measurement scale. Therefore, the collected data is considered reliable for further statistical analysis.

4.2 Descriptive Statistics

Descriptive statistics were used to analyze respondents’ general perceptions of green marketing and sustainability.

Variable Mean Standard Deviation
Consumer Awareness 4.12 0.65
Corporate Green Practices 3.95 0.71
Environmental Policies & CSR 3.88 0.74
Economic Constraints 3.67 0.82
Technological Limitations 3.54 0.79
Consumer Skepticism 3.73 0.76
Sustainable Consumer Behavior 4.01 0.69

The mean values indicate that respondents show high awareness of environmental issues (Mean = 4.12) and generally support
sustainable consumer behavior (Mean = 4.01). However, moderate mean values for economic constraints and consumer
skepticism indicate that these factors act as barriers to effective green marketing practices.

4.3 Correlation Analysis

Correlation analysis was conducted to examine relationships among the major variables.
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Variables CA CGP CSR SCB SD
Consumer Awareness (CA) 1

Corporate Green Practices (CGP) 0.56 1

Environmental Policies & CSR 0.49 0.58 1

Sustainable Consumer Behavior (SCB) 0.61 0.64 0.52 1

Sustainable Development (SD) 0.48 0.55 0.50 0.67 1

The correlation results indicate positive and significant relationships among green marketing drivers and sustainability
outcomes. Consumer awareness shows a strong positive relationship with sustainable consumer behavior (r = 0.61),
suggesting that higher awareness encourages environmentally responsible purchasing decisions.

4.4 Multiple Regression Analysis
Regression analysis was performed to determine the influence of green marketing factors on sustainable consumer behavior.

Dependent Variable: Sustainable Consumer Behavior

Independent Variable Beta t-value Sig.
Consumer Awareness 0.38 5.42 0.000
Corporate Green Practices 0.41 6.13 0.000
Environmental Policies & CSR 0.29 4.18 0.001
Economic Constraints -0.21 -3.27 0.002
Technological Limitations -0.18 -2.94 0.004
Consumer Skepticism -0.25 -3.76 0.000

R?=0.63

F-value =42.51

p <0.001

The regression results show that consumer awareness, corporate green practices, and environmental policies positively
influence sustainable consumer behavior. Corporate green practices demonstrate the strongest impact ( = 0.41). In contrast,
economic constraints, technological limitations, and consumer skepticism show negative effects, indicating that these factors
reduce the effectiveness of green marketing strategies.

The R? value of 0.63 indicates that approximately 63% of the variation in sustainable consumer behavior is explained by the
independent variables in the model.

4.5 Hypothesis Testing Summary

Hypothesis | Statement Result

Hl Consumer awareness positively influences green marketing effectiveness Supported
H2 Corporate green practices influence sustainable consumer behavior Supported
H3 Environmental policies and CSR influence green marketing adoption Supported
H4 Green marketing practices influence sustainable consumer behavior Supported
HS Sustainable consumer behavior contributes to sustainable development Supported
H6 Economic constraints negatively influence green marketing Supported
H7 Technological limitations negatively affect green marketing implementation | Supported
H8 Consumer skepticism reduces effectiveness of green marketing Supported
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The results support all the proposed hypotheses,
indicating that green marketing drivers such as consumer
awareness, corporate practices, and policy support
significantly promote sustainable consumer behavior,
while barriers such as economic costs, technological
limitations, and consumer skepticism weaken the
effectiveness of green marketing initiatives.

5. Findings of the Study

The findings of the study emphasize the effectiveness of
green marketing in promoting sustainability, while also
highlighting key challenges affecting its long-term
impact. The analysis shows that consumer awareness is a
critical factor, as individuals with greater knowledge of
environmental issues such as pollution and climate change
are more likely to prefer eco-friendly products and adopt
sustainable consumption practices. Corporate green
marketing practices, including eco-friendly packaging,
green  product  innovation, and  transparent
communication, significantly enhance consumer trust and
positively influence sustainable consumer behavior.

The study also identifies the important role of government
policies and CSR initiatives in encouraging organizations
to adopt environmentally responsible strategies, thereby
improving both consumer perception and organizational
reputation. Effective green marketing further contributes
to sustainable consumer behavior by motivating
individuals to make environmentally responsible
purchasing decisions, supporting overall sustainable
development.

However, several challenges limit the effectiveness of
these initiatives. Economic constraints, particularly high
costs associated with green technologies, pose difficulties
for many organizations, especially small and medium
enterprises. Technological limitations and lack of
advanced resources also restrict the implementation of
sustainable  innovations.  Additionally,  consumer
skepticism due to greenwashing reduces trust in
environmental claims. Finally, a noticeable gap exists
between consumer awareness and actual purchasing
behavior, influenced by factors such as high prices,
limited availability, and performance concerns, indicating
the need for better alignment between awareness and
action.

5.1 Limitations of the Study

Despite offering valuable insights into green marketing
practices and sustainability challenges, the study has
certain limitations. The findings are based on a relatively
small sample size, which may restrict their
generalizability, and the use of a convenience sampling
technique may introduce bias, limiting representation of
the broader consumer population. Additionally, the study
is geographically confined to a specific region, which may
not accurately reflect consumer perceptions in other areas
or countries. Time constraints also prevented a long-term
analysis of green marketing practices and their
sustainability outcomes. Furthermore, the study focuses
on selected drivers and barriers, while other factors such
as cultural influences, lifestyle patterns, and digital
marketing strategies were not considered. Future research
can overcome these hmltatlons by 1nc0rp0rat1ng larger

including  additional variables to gain  more
comprehensive insights.

5.2 Conclusion

Green marketing has emerged as a vital strategy for
promoting environmental sustainability and encouraging
responsible consumer behavior, especially in the context
of growing global environmental challenges. The study
concludes that factors such as consumer awareness,
corporate green practices, and supportive environmental
policies significantly enhance the effectiveness of green
marketing initiatives. Organizations that adopt transparent
communication, eco-friendly  innovations, and
responsible marketing strategies are better positioned to
influence consumer attitudes and encourage sustainable
consumption patterns.

However, the study also identifies key challenges that
hinder the long-term success of green marketing,
including economic constraints, technological limitations,
and consumer skepticism, particularly due to
greenwashing practices that reduce trust in environmental
claims. To ensure meaningful and lasting impact,
businesses must prioritize genuine sustainability efforts
over superficial promotional tactics. Strengthening
regulatory  frameworks,  fostering  technological
advancements, and enhancing consumer awareness are
crucial for improving the credibility and effectiveness of
green marketing. Overall, the study highlights that while
green marketing holds strong potential for supporting
sustainable development, its success depends on
coordinated efforts among businesses, governments, and
consumers to address existing barriers and promote
authentic environmental responsibility.

5.3 Implications of the Study

The study offers significant implications across
managerial, policy, and academic domains, providing a
comprehensive understanding of how green marketing
can be effectively leveraged to promote sustainability.
From a managerial perspective, organizations should
prioritize authentic sustainability practices rather than
using green marketing merely as a promotional tool.
Investment in eco-friendly product innovation,
sustainable packaging, and transparent communication is
essential to build consumer trust and enhance brand
loyalty. Integrating sustainability into long-term corporate
strategies and CSR initiatives can further strengthen
organizational commitment toward environmental
responsibility.

From a policy perspective, the study emphasizes the need
for stronger regulatory frameworks and institutional
support to encourage sustainable business practices.
Governments should implement stricter environmental
regulations, promote eco-friendly technologies through
financial incentives, and establish standardized eco-
labeling systems to reduce consumer confusion and
prevent misleading claims. Additionally, enhancing
consumer awareness through education and campaigns,
along with supporting small and medium enterprises with
financial and technological assistance, can significantly
improve the adoption of green marketing practices.
Collaboratlon among govemment bodles industries, and
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sustainable markets and encouraging responsible
production and consumption patterns.

Academically, the study contributes to the existing body
of knowledge by offering a holistic analysis of the drivers
and barriers influencing green marketing effectiveness. It
underscores the importance of integrating consumer
behavior, corporate strategies, and policy frameworks in
sustainability research. Furthermore, the study provides a
strong conceptual foundation for future research in areas
such as digital green marketing, technological innovation,
and sustainable business models, thereby opening avenues
for more comprehensive and interdisciplinary exploration.
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