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Abstract  

 

Amid intensifying environmental concerns and growing consumer awareness, green marketing has 

emerged as a pivotal strategy for promoting sustainable consumption. This systematic literature 

review synthesizes peer-reviewed studies from 2000 to 2024 to examine the influence of green 

marketing on consumer behavior. Key thematic areas include environmental awareness, perceived 

product value, trust in environmental claims, demographic influences, and the role of digital media. 

Findings indicate that while green marketing can significantly shape consumer attitudes and 

purchase intentions, its effectiveness is moderated by factors such as trust, perceived authenticity, 

and socioeconomic variables. The review highlights the persistent attitude–behavior gap and 

underscores the importance of transparency, targeted messaging, and integrated digital strategies. 

Implications for marketing practitioners and directions for future academic inquiry are discussed to 

advance sustainable marketing practices and theory. 

________________________________________________________________________________ 

1. Introduction 

 

The intensifying environmental crisis has prompted consumers and companies to reconsider the 

ecological consequences of their consumption and production habits. In response, green marketing 

has emerged as a strategic tool to align business practices with sustainability goals while 

influencing consumer choices. Green marketing refers to the promotion of products or services 

based on their environmental benefits, often encompassing practices such as eco-friendly product 

design, sustainable packaging, and environmentally conscious branding (Peattie & Crane, 2005). 

As consumer awareness of environmental issues continues to rise, green marketing has become 

increasingly relevant in shaping purchasing behavior (Rahbar & Wahid, 2011; Delafrooz et al., 

2014). Consumers are no longer solely motivated by price and functionality; many now consider a 

company's environmental performance when making buying decisions (Leonidou et al., 2011). 

However, the extent and consistency of green marketing’s influence on consumer behavior remain 

areas of ongoing inquiry. While some consumers actively seek out green products, others remain 

skeptical of environmental claims or are deterred by higher costs and limited availability (Goh & 

Balaji, 2016). 
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Moreover, the rise of corporate social responsibility (CSR), environmental regulation, and the 

Sustainable Development Goals (SDGs) has heightened the relevance of green marketing. It 

represents an intersection of ethics, economics, and consumer psychology, demanding that 

marketers understand how ecological concerns translate into consumer decision-making (Boztepe, 

2012). 

This paper aims to systematically review the existing literature on how green marketing influences 

consumer behavior, thereby providing a comprehensive understanding of its effectiveness and 

underlying mechanisms. By identifying recurring themes and emerging trends in the literature, this 

review contributes to both academic knowledge and managerial practice in the field of sustainable 

marketing. 

2. Methodology 

 

This review follows the Preferred Reporting Items for Systematic Reviews and Meta-Analyses 

(PRISMA) guidelines. Databases including Scopus, Web of Science, JSTOR, and Google Scholar 

were searched using keywords such as "green marketing," "consumer behavior," "sustainable 

consumption," and "eco-friendly products." Peer-reviewed journal articles published between 2000 

and 2024 were included. After screening and eligibility assessment, 72 studies were selected for in-

depth analysis. 

 

3. Conceptual Framework of Green Marketing 

 

Green marketing encompasses a range of practices including product modification, sustainable 

packaging, and eco-labeling (Ottman, Stafford, & Hartman, 2006). It also involves promotional 

strategies that highlight environmental benefits to appeal to eco-conscious consumers. The 

underlying theory is often based on the Theory of Planned Behavior (Ajzen, 1991) and the Value-

Belief-Norm theory (Stern et al., 1999), which posit that attitudes and beliefs about the environment 

influence behavioral intentions. 

4. Influence of Green Marketing on Consumer Behavior 

4.1 Environmental Awareness and Attitude 

 

Environmental awareness is a significant antecedent of green purchasing behavior. Studies by do 

Paço and Raposo (2009), Joshi and Rahman (2015), and Mostafa (2007) show that consumers with 

higher environmental knowledge are more likely to respond positively to green marketing. 

 

4.2 Perceived Value and Quality of Green Products 

 

Perceptions of quality and value significantly mediate the relationship between green marketing and 

purchase intention. Chen and Chang (2012) found that consumers often question the efficacy and 

quality of green products, which can undermine green marketing efforts if not addressed effectively. 

Yadav and Pathak (2016) support this by showing that perceived value has a strong influence on 

green purchase intention in emerging economies. 
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4.3 Trust and Credibility in Green Claims 

 

Trust in a company’s green claims is critical. Misleading environmental claims, or greenwashing, 

can lead to skepticism and reduced consumer trust (Delmas & Burbano, 2011). Studies highlight the 

importance of transparency and third-party certifications in building credibility (Chen & Chang, 

2013). 

 

4.4 Demographic and Psychographic Variables 

 

Age, income, education level, and cultural context influence the effectiveness of green marketing. 

Young, educated consumers in developed countries tend to be more responsive to eco-friendly 

initiatives (Dangelico & Vocalelli, 2017). Psychographic factors such as environmental concern and 

personal norms also play a role in shaping responses to green messages (Biswas & Roy, 2015). 

 

 

4.5 Influence of Green Branding and Labeling 

 

Green branding and eco-labels serve as powerful cues for environmentally conscious consumers. 

Research by Wahid, Rahbar, and Shyan (2011) indicates that recognizable green labels can enhance 

trust and simplify decision-making for consumers. Additionally, effective green branding 

contributes to the perception of corporate social responsibility, reinforcing consumer loyalty (Gleim 

et al., 2013). 

 

4.6 Social Influence and Subjective Norms 

  

Social pressure and the perceived behavior of peers significantly shape consumer responses to green 

marketing. According to Gupta and Ogden (2009), subjective norms can drive green purchases, 

especially in collectivist cultures where group norms are influential. The integration of green values 

into social identity also boosts the effectiveness of green messaging (Barber et al., 2014). 

 

4.7 Role of Digital Media and Online Influencers 

 

The rise of digital platforms has significantly altered how green marketing messages are delivered 

and received. Studies highlight that digital media—especially social media—serves as a critical 

touchpoint for eco-conscious branding and consumer education. Influencers who advocate 

sustainable lifestyles can sway followers’ purchase decisions (Marques et al., 2020). According to 

Lim et al. (2022), visual storytelling and user-generated content can enhance credibility and deepen 

emotional engagement with green messages. 

 

4.8 Behavioral Intention versus Actual Purchase Behavior 

 

A consistent finding across green marketing literature is the gap between positive environmental 

attitudes and actual green purchase behavior. This discrepancy is often due to perceived 

inconvenience, price sensitivity, or lack of availability (Vermeir & Verbeke, 2006). Nguyen et al. 

(2020) argue that addressing this gap requires marketers to focus on ease of access, competitive 

pricing, and integrating sustainability into lifestyle aspirations rather than moral obligations. 
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5. Challenges in Green Marketing 

 

Despite its benefits, green marketing faces challenges including consumer skepticism, higher costs 

of green products, and inconsistent regulatory standards. The complexity of consumer decision-

making in green contexts requires nuanced and authentic marketing strategies (Peattie & Crane, 

2005; Leonidou & Hultman, 2011). 

 

6. Implications for Marketers 

 

Marketers must ensure that their green marketing strategies are authentic, informative, and 

supported by credible evidence. Integration of digital platforms, storytelling, and emotional 

branding has been shown to enhance the effectiveness of green marketing campaigns (Nguyen et 

al., 2020; Lim et al., 2022). 

7. Future Research Directions 

 

Future studies should examine the long-term effects of green marketing on consumer loyalty and 

brand equity. Cross-cultural comparative studies and research on emerging markets will provide a 

more global perspective. Additionally, the role of social media in shaping green consumerism 

warrants further exploration. 

 

8. Key Findings 

 

The review revealed that green marketing strategies significantly influence consumer attitudes and 

purchase intentions when they are perceived as credible and aligned with consumer values. 

Environmental awareness, trust, and perceived value emerged as the strongest predictors of green 

consumer behavior (Joshi & Rahman, 2015; Chen & Chang, 2013). Demographic factors such as 

education and income also moderate responses to green marketing (Dangelico & Vocalelli, 2017). 

However, a persistent attitude-behavior gap indicates that positive attitudes do not always translate 

into actual purchases (Vermeir & Verbeke, 2006). The influence of digital media and social norms 

has grown considerably in recent years, making them essential components of effective green 

marketing campaigns (Marques et al., 2020; Lim et al., 2022). 

 

9. Suggestions 

 

1. Enhance Transparency: Companies should avoid greenwashing by substantiating their 

claims with credible certifications and transparent communication (Delmas & Burbano, 

2011). 

2. Target Specific Demographics: Segment marketing efforts based on consumer 

demographics and psychographics to improve message relevance and engagement (Biswas 

& Roy, 2015). 

3. Leverage Digital Media: Utilize social media platforms and eco-influencers to foster 

emotional engagement and spread green messages effectively (Lim et al., 2022). 

4. Bridge the Attitude–Behavior Gap: Make green products more accessible, affordable, and 

convenient to purchase (Nguyen et al., 2020). 
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5. Promote Long-term Loyalty: Focus on brand equity and trust-building strategies that 

reinforce a consistent green image over time (Chen & Chang, 2013). 

 

 

 

 

Conclusion 

Green marketing has become a vital strategy to encourage environmentally responsible consumer 

behavior amid growing ecological challenges. This review shows that green marketing positively 

influences environmental attitudes and purchase intentions, though its impact is moderated by 

factors such as environmental awareness, perceived product quality, trust in green claims, and 

socio-demographic characteristics (Joshi & Rahman, 2015; Chen & Chang, 2012; Dangelico & 

Vocalelli, 2017). Despite positive attitudes, a persistent attitude–behavior gap remains due to 

concerns over product performance, price premiums, and skepticism toward greenwashing (Vermeir 

& Verbeke, 2006; Delmas & Burbano, 2011). Transparency and credible third-party certifications 

are crucial to building consumer trust and authenticity (Chen & Chang, 2013; Leonidou et al., 

2013). The growing role of digital media and social influencers further enhances green marketing 

effectiveness by fostering emotional connections and community engagement (Marques et al., 2020; 

Lim et al., 2022; Mangold & Faulds, 2009). 

Cultural and psychological factors also significantly influence green marketing’s success, 

highlighting the need for tailored strategies that resonate with specific consumer segments (Biswas 

& Roy, 2015; Gupta & Ogden, 2009; Rahbar & Wahid, 2011). Theoretical frameworks like the 

Theory of Planned Behavior and Value-Belief-Norm theory provide valuable insights into green 

purchase decisions (Ajzen, 1991; Stern et al., 1999). Practically, companies should focus on 

innovation, affordability, and convenience alongside eco-friendly attributes to reduce consumer 

resistance (Peattie & Crane, 2005; Yadav & Pathak, 2016). Overall, green marketing’s success 

requires a multidimensional approach involving transparency, consumer education, cultural 

sensitivity, and digital innovation. Future research should address long-term consumer loyalty, 

cross-cultural differences, and digital ecosystem roles to bridge the attitude–behavior gap and 

promote sustainable consumption (Gleim et al., 2013). 

In conclusion, green marketing presents significant opportunities to advance sustainable 

consumption, but its effectiveness hinges on a multidimensional approach encompassing 

transparency, consumer education, cultural sensitivity, and digital innovation. Future research 

should explore longitudinal impacts on consumer loyalty, cross-cultural variations in green 

consumerism, and the evolving role of digital ecosystems in sustainability marketing. Such research 

will be crucial to refining strategies that can effectively close the attitude–behavior gap and foster 

enduring sustainable consumption patterns. 
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