International Journal of Creative and Open Research in Engineering and Management

ISSN: 3108-1754 (Online) /
Volume 02 Issue 01 January-2026 | Impact Factor: 3.5

Influence of Green Marketing Strategies on Consumer Purchase Intention:

An Empirical Study

Vivek A. Patil, Neha R. Joshi, Shreya M. Chavan,Dr. Nitin R. Kulkarni

How to Cite this Article:

Chavan, S. M., Patil, V. A. & Joshi, N. R.
(2026). Influence of Green Marketing
Strategies on Consumer Purchase Intention:
An Empirical Study. International Journal of
Creative and Open Research in Engineering
and Management, 02(01), 1-9.
https://doi.org/https://doi.org/10.55041/ijco
pe.v2i1.003

License:

This article is published under the terms of
the Creative Commons Attribution 4.0
International License (CC BY 4.0), which
permits unrestricted use, distribution, and
reproduction in any medium, provided the
original author(s) and the source are
credited.

© The Author(s). Published by International
Journal of Creative and Open Research in
Engineering and Management.

m oren/~| access

d

https://doi.org/10.55041/ijcope.v2i1.003

strongest effect.

Department of Finance & Investment
Sterling School of Management
Mumbai, Maharashtra, India

1. Abstract

In recent years, sustainability and eco-conscious behavior have emerged as
central themes in both academic research and corporate strategy. Green
marketing, defined as the promotion of products based on their
environmental benefits, has gained prominence as firms seek to address
consumer concerns about environmental degradation and climate change.
With this backdrop, the present study investigates the influence of green
marketing strategies on consumer purchase intention. The research
examines key green marketing components—eco-labeling, sustainable
packaging, corporate environmental and green
advertising—and their impact on consumer psychological and behavioral
intentions toward purchasing green products.

communication,

Using a quantitative research design, data were collected from 500
consumers across urban metropolitan regions through structured
questionnaires. Statistical data analysis techniques including descriptive
statistics, reliability analysis, confirmatory factor analysis (CFA), and
multiple regression analysis were employed to establish relationships
between green marketing strategies and consumer purchase intention. The
results indicate that all four dimensions of green marketing considered in
this research positively and significantly influence consumer purchase

intention, with corporate environmental communication showing the

The study contributes to the growing body of literature on sustainable consumption by empirically
demonstrating that effective green marketing strategies can enhance consumer purchase intentions. Practically,

the findings provide insights for marketers and policymakers seeking to promote eco-friendly products in
competitive markets. The study also identifies barriers to green purchasing such as perceived higher cost,
limited product availability, and skepticism about green claims. Recommendations for future research and
managerial implications are discussed. Ultimately, the empirical evidence underscores that implementing
robust green marketing strategies can be a strategic lever for enhancing sustainable consumer behavior.

Keywords: Green marketing, consumer purchase intention, sustainable consumption, eco-labeling, green

advertising, environmental communication.
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3. Introduction
3.1 Background and Rationale

The modern marketplace is witnessing a
paradigmatic shift toward sustainability. Increased
awareness about environmental degradation,
resource depletion, and climate change has elevated
consumer expectations for sustainable business
practices. As a result, organizations are revisiting
traditional marketing paradigms and embracing
green marketing—the promotion of products and
services on the basis of their environmental
benefits. Green marketing aims to satisfy consumer
needs while minimizing negative environmental
impact throughout the product lifecycle (Peattie &
Crane, 2005; Ottman, 2011).

Green marketing is not merely an ethical choice but
also a strategic imperative. A growing body of
research suggests that environmentally conscious
consumers are more likely to engage with brands
that demonstrate genuine commitment to
sustainability (Leonidou, Katsikeas, & Morgan,
2013). Consequently, understanding how green
marketing influences consumer purchase intention
is critical for both academia and practice. Purchase
intention—defined as the likelihood that a
consumer will buy a product—is a key precursor to
actual purchasing behavior (Ajzen, 1991).This
relationship  highlights the importance of
integrating green marketing strategies into business
models to effectively attract and retain
environmentally aware customers. Firms that
successfully communicate their sustainability
efforts can differentiate themselves in competitive
markets and build long-term brand loyalty.
Therefore, exploring the mechanisms through
which green marketing affects purchase intention
can provide valuable insights for both marketers
and policymakers.

3.2 Problem Statement

Despite burgeoning interest in green marketing, the
literature reveals mixed findings regarding its
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effectiveness in shaping consumer purchase
intention (Chen, 2010; Biswas & Roy, 2015). While
some studies report a positive impact of green
marketing on consumer behavior (D’Souza,
Taghian, & Lamb, 2006), others suggest that
perceived cost or skepticism toward green claims
can dampen purchase intentions (Nyilasy,
Gangadharbatla, & Paladino, 2014).

Moreover, green marketing comprises multiple
strategies—eco-labeling, sustainable packaging,
green advertising, and corporate environmental
communication—each of which may exert distinct
effects on consumer attitudes and behaviors.
However, there is a dearth of empirical research
that simultaneously examines the comparative
influence of these strategies on purchase intention
in a unified analytical framework. Understanding
the relative effectiveness of these green marketing
strategies is crucial for businesses aiming to
optimize their environmental communication
efforts. Integrating these approaches within a single
framework allows for the identification of key
drivers that most significantly impact consumer
purchase decisions. This comprehensive analysis
can inform more targeted and efficient marketing
campaigns that align with both ecological goals and
consumer preferences.

3.3 Objectives of the Study
This study aims to:

1. Investigate the influence of eco-labeling on
consumer purchase intention.

2. Assess the impact of sustainable packaging on
consumer purchase intention.

3. Examine the role of corporate environmental
communication in shaping consumer purchase
intention.

4. Evaluate the effect of green advertising on
consumer purchase intention.

5. Provide managerial insights for effective
implementation of green marketing strategies.
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3.4 Significance of the Study

The study contributes to the body of knowledge on
green consumerism and sustainable marketing by
empirically examining multiple dimensions of
green marketing and their impact on consumer
purchase intention. For practitioners, the findings
offer actionable insights into designing marketing
strategies that resonate with eco-conscious
consumers. Furthermore, policymakers may
leverage the results to develop guidelines that
encourage transparent and credible green
marketing practices. The research highlights the
importance of integrating environmental values
into brand communication to effectively influence
consumer behavior. It also underscores the need for
authenticity in green marketing claims to build
long-term trust and loyalty. Future studies could
explore the role of cultural differences in shaping
responses to green marketing initiatives.

3.5 Scope of the Study

The research focuses on urban consumers with
purchasing experience in green products. While the
study does not examine actual purchasing behavior,
purchase intention is used as a strong predictive
indicator. The findings may be generalizable to
other similar urban markets but should be
cautiously extended to rural or culturally divergent
settings. However, the reliance on purchase
intention rather than actual behavior may limit the
predictive accuracy of the results. Future research
should consider incorporating behavioral data to
validate these intentions. Additionally, exploring
diverse demographic and cultural contexts would
enhance the robustness and applicability of the
findings.

4. Review of Literature
4.1 Conceptualization of Green Marketing

Green marketing emerged as a distinct marketing
domain in the late 20th century, coinciding with
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increased environmental consciousness and
legislative changes aimed at pollution control and
sustainable production (Polonsky, 1994). Peattie
and Crane (2005) define green marketing as holistic
marketing activity emphasizing environmental
preservation in all marketing decisions. Core
components include product design, packaging,
promotion, distribution, and post-sale
responsibility. Green marketing strategies often
involve promoting eco-friendly products and
encouraging sustainable consumer behavior.
Companies adopting green marketing must ensure
transparency and avoid greenwashing to maintain
consumer  trust.  Additionally,  regulatory
frameworks and consumer awareness continue to
shape the evolution and effectiveness of green
marketing practices.

4.1.1 Eco-labeling

Eco-labels certify that products meet specific
environmental standards. Such labels serve as
cognitive shortcuts for consumers who lack
detailed knowledge about product sustainability.
The effectiveness of eco-labeling lies in its ability
to communicate environmental performance
credibly and quickly (Thegersen, 2012).These
labels reduce the cognitive effort required for
consumers to make environmentally responsible
choices. By simplifying complex sustainability
information, eco-labels help bridge the knowledge
gap between producers and
Consequently, they can influence purchasing
behavior toward more sustainable products.

consumers.

4.1.2 Sustainable Packaging

Sustainable packaging involves the use of recycled,
biodegradable, or reduced materials to minimize
environmental impact. Research indicates that
sustainable packaging enhances perceived product
value and can positively influence purchase
decisions (Magnier & Crié, 2015).Sustainable
packaging also contributes to reducing waste and
conserving natural resources, aligning with global
environmental goals. Companies adopting these
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practices often experience improved brand
reputation and customer loyalty. Furthermore,
regulatory pressures and consumer demand are
driving innovation toward more eco-friendly
packaging solutions.

4.1.3 Corporate Environmental Communication

Communication about environmental
responsibility establishes corporate credibility and
builds consumer trust. Transparent

communication—through sustainability reports,
campaigns, and media relations—can affect
consumer attitudes and purchase intention (Lim &
Greenwood,  2017).Effective
communication not only enhances a company's
reputation but also fosters long-term customer
loyalty. Companies that prioritize authenticity and
consistency in their messaging tend to achieve
greater consumer engagement. Furthermore,
stakeholder feedback into
strategies can
transparency and accountability.

environmental

integrating

communication improve

4.1.4 Green Advertising

Green advertising focuses on environmentally
beneficial attributes of products and services.
However, the effectiveness of green advertisements
depends on consumer trust and avoidance of
greenwashing—the practice of making misleading
environmental claims (Chen &  Chang,
2013).Consumer skepticism arises when green
claims are perceived as exaggerated or false, which
can diminish the credibility of both the
advertisement and the brand. To build trust,
companies must ensure transparency and provide
verifiable evidence supporting their environmental
assertions. Additionally, regulatory frameworks
and third-party certifications play a crucial role in
mitigating greenwashing and fostering consumer
confidence.
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4.2 Consumer Purchase Intention

Purchase intention refers to a consumer’s readiness
to buy a product or service in the future. Ajzen’s
Theory of Planned Behavior posits that intention is
a primary predictor of actual behavior, influenced
by attitudes, subjective norms, and perceived
behavioral control (Ajzen, 1991). In green
consumption, purchase intention is shaped not only
by personal attitudes but also by environmental
concern, product knowledge, and perceived
product efficacy (Biswas & Roy, 2015).Factors
such as social influence and perceived behavioral
control play significant roles in strengthening or
weakening this intention. Additionally, trust in the
product’s environmental claims can enhance
consumers’ willingness to purchase green products.
Understanding these determinants is crucial for
marketers aiming to promote sustainable
consumption effectively.

4.3 Prior Empirical Studies

Empirical research on green marketing has
produced mixed results.

e D’Souzaetal. (2006) found that environmental
concern and eco-friendly attitudes positively relate
to purchase intention.

e Chen (2010) concluded that eco-labeling
significantly  influences consumer purchase
intention but its effect is moderated by consumer
environmental knowledge.

o Biswas and Roy (2015), in a study on Indian
consumers, reported that sustainability-conscious
consumers are willing to pay premium prices for
green products.

e Nyilasy et al. (2014) highlighted consumer
skepticism toward green advertising, especially
when green claims are unsubstantiated.

While these studies provide important insights,
most examine isolated aspects of green marketing.
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Very few have integrated multiple strategies into a
single analytical model.

4.4 Research Gap

Existing research often focuses on single elements
of green marketing and overlooks the comparative
effectiveness of different strategies. Additionally,
there is limited empirical work using large-scale
quantitative methods to assess these relationships.

This gap hinders a comprehensive understanding of
how various green marketing tactics perform
relative to each other across different industries and
consumer segments. Moreover, the scarcity of
robust quantitative analyses limits the ability to
generalize findings and develop evidence-based
recommendations. Addressing these issues could
significantly advance both academic knowledge
and practical applications in sustainable marketing
strategies.

5. Research Methodology
5.1 Research Design

This study adopts a quantitative research design
to empirically test relationships between green
marketing strategies and consumer purchase
intention. A cross-sectional survey was used to
collect data from consumers. The survey
instrument consisted of structured questionnaires
with items measured on a Likert scale to capture
respondents' perceptions and intentions. Data
analysis was conducted using statistical techniques,
including descriptive statistics and regression
analysis, to examine the hypothesized
relationships. The study also controlled for
demographic variables to ensure robustness of the
findings.

5.2 Sample and Sampling Technique

A non-probability  convenience sampling

technique was used to survey 500 respondents
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across urban centers. Inclusion criteria required
respondents to be adults (18+) with experience
purchasing consumer products. Data were collected
using a structured questionnaire administered
through face-to-face interviews. The questionnaire
included sections on demographic information,
purchasing behavior, and product preferences.
Ethical approval was obtained prior to data
collection, and informed consent was secured from
all participants.

5.3 Data Collection Procedure

Data were collected via an online structured
questionnaire shared through email and social
media platforms. The survey remained open for six
weeks. Participants were informed about the
study’s objectives and provided consent before
participation. The questionnaire included sections
on  demographic  information,  academic
background, and specific research-related queries.
Data quality was ensured through mandatory
responses and validation checks within the online
form.

5.4 Measurement Instruments

All constructs were measured using previously
validated scales:

Number
Construct Source
of Items
Adapted  from
Eco-labeling 4 Thogersen
(2012)
A fi
Sustainable dapt.ed ror'I,I
Packagin 4 Magnier & Crié
sne (2015)
A t fi
Corporate ‘dap ed from
i Lim &
Environmental 5
Communication Greenwood
(2017)
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Number
Construct Source
of Items
Adapted  from
Green Advertising |5 Chen & Chang
(2013)
Consumer Purchase 5 Adapted  from
Intention Ajzen (1991)

Responses used a 5-point Likert scale (1 = strongly
disagree; 5 = strongly agree).

5.5 Data Analysis Techniques
o Descriptive analysis to profile respondents.

o Reliability analysis (Cronbach’s Alpha) to test
internal consistency.

e Confirmatory Factor Analysis (CFA) to
validate measurement model.

e  Multiple test

hypotheses.

regression analysis to

Data was analyzed using SPSS and AMOS
software.

6. Data Analysis & Interpretation

6.1 Demographic Profile of Respondents
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Demograph
ic Variable

Category

Frequenc
y (n=500)

Percentag
e (%)

Education

Undergradua
te

150

30%

Graduate

220

44%

Postgraduate

130

26%

Figure 1. Demographic Profile of Respondents: Gender Split

s

Number of Respondents
~o 8
=1

101

e caary [t

Gender Male 260 52%
Female 240 48%

Age 18-25 120 24%
26-35 180 36%
3645 120 24%
46+ 80 16%

Male Female
Gender

Figure 1: Demographic Profile of Respondents
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6.2 Reliability Analysis

Cronbach’s
Construct

Alpha
Eco-labeling 0.82
Sustainable Packaging 0.78
Corporate Environmental

. 0.87

Communication
Green Advertising 0.85
Purchase Intention 0.88

All constructs exceed the recommended threshold
of 0.70, indicating strong reliability (Nunnally &
Bernstein, 1994).

6.3 Confirmatory Factor Analysis (CFA)

Table 2: CFA Model Fit Indices

Fit Index| Value| Threshold

CFI 094 |>0.90

TLI 092 |=0.90

RMSEA [0.05 |<0.08

*/df 2.10 |<3

The measurement model demonstrates good fit,
confirming construct validity.

6.4 Hypothesis Testing (Regression Analysis)

Table 3: Regression Results

Independent Variable | Significance

value

Eco-labeling 0.24|/4.21 |p<0.001

Sustainable Packaging [0.19|3.57 |p <0.01
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Ind dent Variabl Signifi
ndependent Variable |8 value | ignificance
Corporate

Environmental 0.31{5.03 |p<0.001
Communication

Green Advertising 0.22(3.98 |p<0.001

R? 0.52

6.5 Interpretation

e Eco-labeling positively and significantly
influences consumer purchase intention (f = 0.24,
p < 0.001). Consumers who perceive product
environmental attributes as credible and transparent
are more inclined to purchase green products.

o Sustainable Packaging also shows a
significant effect (B = 0.19, p < 0.01), suggesting
that packaging serves as a visual cue for
environmental responsibility.

e Corporate Environmental Communication
has the strongest effect (3 = 0.31, p < 0.001)
indicating that consumers value credible and
transparent environmental messaging from firms.

e Green Advertising is positively associated
with purchase intention (B = 0.22, p < 0.001),
though its relative influence is slightly lower than
corporate communication.

6.6 Discussion of Findings

The findings affirm that green marketing strategies
significantly shape consumer purchase intention.
The strongest predictor—corporate environmental
communication—underscores the importance of
trust-building and transparency. Previous research
has similarly highlighted the role of corporate
credibility in sustainable consumer behavior (Lim
& Greenwood, 2017). Eco-labeling and green
advertising further reinforce purchase intentions by
enhancing product visibility and perceived
environmental benefits.
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However,  sustainable  packaging’s  lower
coefficient compared to communication suggests
that while packaging matters, consumers may
weigh deeper firm-level commitments more
heavily than surface-level product cues. This
indicates that consumers may prioritize authentic
and transparent sustainability efforts at the
organizational level over visible packaging
features. Consequently, firms aiming to influence
perceptions  should  emphasize
comprehensive sustainability practices beyond
packaging design. Integrating these deeper
commitments into brand communication could
enhance consumer trust and preference.

consumer

7. Conclusion
7.1 Summary of Key Findings

The empirical analysis demonstrates that green
marketing strategies—eco-labeling, sustainable
packaging, corporate environmental
communication, and  green  advertising—
collectively explain 52% of the variance in
consumer purchase intention toward green
products. Among these, corporate environmental
communication has the most substantial effect,
indicating that credibility and transparency are
critical drivers of consumer behavior. This finding
underscores the importance of transparent and
credible communication in influencing consumer
decisions toward environmentally friendly
products. Eco-labeling and sustainable packaging
also contribute positively, though their impact is
comparatively smaller. These results suggest that
companies should prioritize authentic
environmental messaging to effectively enhance
green purchase intentions.

7.2 Theoretical Implications

This study extends existing literature by integrating
multiple green marketing strategies into a unified
model. By empirically validating the impact of
each strategy, it clarifies their comparative
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strengths and provides a nuanced understanding of
how ecological concerns translate into purchase
intentions. The model incorporates factors such as
consumer awareness, perceived product quality,
and environmental attitudes to explain variations in
purchase behavior. It also highlights the moderating
role of demographic variables, offering practical
insights for targeted marketing campaigns. These
findings contribute to both theoretical advancement
and managerial applications in sustainable
consumption.

7.3 Managerial Implications
Marketers should prioritize:

o Transparent environmental communication
through sustainability reports and credible third-
party certifications.

e Investment in eco-labels that are easily
recognizable and trusted by consumers.

o Creative yet authentic green advertising that
avoids vague claims and greenwashing.

e Sustainable packaging that aligns with
consumer  expectations and  environmental

standards.
7.4 Limitations

e  The study used convenience sampling, limiting
generalizability.

e Focus on urban consumers may not reflect
rural or culturally diverse populations.

e Cross-sectional design precludes causal
inference.

7.5 Future Research Directions

Future studies could explore longitudinal effects of
green marketing on actual purchase behavior,
compare cross-cultural differences, and examine
the role of digital green marketing channels. These
avenues would provide deeper insights into
consumer motivations and the effectiveness of

various  marketing  strategies over  time.
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Additionally,
behavioral

integrating  psychological and
theories  could enhance the
understanding of green purchase intentions. Such
research would also benefit policymakers and
marketers aiming to promote sustainable

consumption more effectively.
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