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ABSTRACT

History
Revised format:

Growing environmental concerns, climate change, resource depletion,
pollution, and increasing waste generation have encouraged businesses

and consumers to reconsider conventional production and consumption
practices. Green marketing has emerged as an important business
strategy through which organizations design, price, promote, and
distribute products that create comparatively lower environmental
impacts. However, the success of green marketing depends not only on
corporate communication but also on consumers’ willingness to adopt
sustainable purchasing, consumption, reuse, and disposal behaviours.
This article examines the relationship between green marketing and
sustainable consumer behaviour, with particular attention to
environmental awareness, green trust, perceived value, social influence,
price sensitivity, product availability, and the credibility of
environmental claims. It argues that transparent and evidence-based
green marketing can strengthen environmental knowledge, reduce
uncertainty, develop consumer trust, and encourage sustainable
purchase intentions. Conversely, greenwashing, vague ecological
claims, high prices, and limited accessibility may create scepticism and
widen the gap between positive environmental attitudes and actual
purchasing behaviour. The article also discusses the relevance of green
marketing for Pakistan, where growing urbanization, environmental
degradation, plastic waste, energy shortages, and changing consumer
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preferences are increasing demand for environmentally responsible
products. It concludes that green marketing must be integrated into the
complete organizational value chain rather than treated as a promotional
technique. Businesses, policymakers, educational institutions, and

consumers must work together to establish reliable environmental
standards, improve product affordability, strengthen ecological literacy,
and encourage long-term sustainable lifestyles.
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Introduction:

Environmental sustainability has become a major concern for businesses, governments, communities, and
consumers around the world. Rapid industrialization, urban expansion, excessive dependence on fossil fuels,
plastic pollution, deforestation, and unsustainable patterns of consumption have created serious environmental
and social consequences. These challenges have increased pressure on organizations to reduce harmful emissions,
minimize waste, conserve natural resources, and offer products that are safer for consumers and the natural
environment. At the same time, consumers are becoming increasingly aware that their purchasing decisions
influence production systems, corporate practices, and environmental quality. Green marketing represents the
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development and promotion of products, services, and business practices that aim to reduce environmental
damage. It includes activities such as sustainable product design, recyclable packaging, energy-efficient
manufacturing, responsible sourcing, environmental labelling, carbon reduction, waste minimization, and
communication of ecological benefits. Green marketing is therefore broader than advertising a product as
environmentally friendly. It involves incorporating environmental responsibility into product development,
pricing decisions, supply-chain management, distribution, promotion, and post-consumption recovery.
Sustainable consumer behaviour refers to purchasing and consumption decisions that satisfy individual needs
while reducing negative environmental and social consequences. It may involve selecting energy-efficient
appliances, purchasing locally manufactured products, avoiding unnecessary packaging, reducing food waste,
reusing products, recycling materials, conserving water and electricity, and supporting organizations with credible
environmental practices. Sustainable behaviour also includes reducing unnecessary consumption rather than
simply replacing conventional products with products labelled as green. The relationship between green marketing
and sustainable consumer behaviour is complex. Consumers may express concern about environmental problems
but continue purchasing conventional products because of price, convenience, habits, limited availability,
inadequate information, or doubts about environmental claims. This difference between expressed environmental
concern and actual purchasing is commonly described as the green attitude—behaviour gap. Therefore,
organizations must understand the psychological, economic, cultural, and structural factors that transform
environmental awareness into sustainable action. Green marketing can help reduce this gap by providing
trustworthy information, improving access to sustainable alternatives, making environmental benefits personally
relevant, and demonstrating that green products offer acceptable quality and value. However, misleading
environmental communication can produce the opposite effect. When organizations exaggerate ecological
benefits or hide damaging practices, consumers may perceive such communication as greenwashing.
Greenwashing reduces trust not only in the organization responsible for the claim but sometimes in the broader
market for sustainable products. In developing economies such as Pakistan, green marketing and sustainable
consumption are becoming increasingly important. Pakistan faces serious environmental challenges, including air
pollution, water scarcity, inefficient waste management, plastic contamination, energy insecurity, and
vulnerability to climate-related disasters. Simultaneously, the country has a large and increasingly connected
young population that is exposed to environmental discussions through education, social media, international
brands, and digital commerce. This environment creates opportunities for companies that can offer credible,
affordable, and accessible sustainable products. The present article explains how green marketing influences
sustainable consumer behaviour. It evaluates the role of environmental awareness, green product value, trust,
digital communication, social norms, affordability, corporate responsibility, and public policy. It also considers
the barriers that prevent consumers from adopting sustainable lifestyles and provides recommendations for
organizations operating in emerging markets.

Green Marketing as a Strategic Business Approach

Green marketing should be understood as a strategic organizational approach rather than a temporary advertising
campaign. Traditional marketing primarily focuses on identifying customer needs and satisfying them profitably.
Green marketing expands this responsibility by considering the environmental effects of products throughout their
life cycles. A genuinely sustainable marketing strategy examines how raw materials are obtained, how products
are manufactured, how much energy is consumed, how products are transported, how long they remain useful,
and what happens after consumers dispose of them. Green product strategy begins with product design. Businesses
can reduce environmental impact by using renewable, recycled, biodegradable, non-toxic, durable, and energy-
efficient materials. Products that can be repaired, refilled, reused, or recycled are generally more sustainable than
disposable alternatives. Durability is particularly important because a product that requires fewer replacements
can conserve resources even when it is not explicitly promoted as a green product. Organizations should therefore
connect environmental innovation with quality, functionality, safety, and convenience. Green packaging is
another visible component of environmental marketing. Excessive packaging increases production costs,
transportation weight, landfill waste, and plastic pollution. Companies can respond by reducing unnecessary
layers, using recyclable or biodegradable materials, introducing refill systems, and providing clear disposal
instructions. However, packaging changes must preserve product safety and quality. Poorly designed sustainable
packaging that causes leakage, contamination, or product damage may increase waste rather than reduce it. Green
pricing concerns the financial value associated with environmentally responsible products. Sustainable products
may be more expensive because of certified materials, responsible labour practices, cleaner technology, limited
production scale, or investment in research and development. Consumers may accept a moderate price premium
when environmental benefits are understandable and when the product offers superior quality or long-term
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savings. Energy-efficient appliances, for example, may cost more initially but reduce electricity expenditure over
time. Green pricing communication should therefore explain the total value of ownership instead of focusing only
on the initial purchase price. Green distribution attempts to reduce the environmental impact of transportation,
storage, retailing, and delivery. Businesses can shorten supply chains, optimize delivery routes, use energy-
efficient warehouses, reduce empty transportation space, and source materials locally where practical. Digital
receipts, consolidated shipping, reusable delivery containers, and responsible reverse-logistics systems can also
support environmental objectives. In Pakistan, improvements in e-commerce delivery systems and urban logistics
could significantly reduce packaging and transportation waste. Green promotion communicates environmental
benefits through advertising, product labels, social media, websites, public relations, and sustainability reporting.
Such communication must be specific, measurable, relevant, and verifiable. Statements such as “100%
environmentally friendly” or “completely green” are often too broad to be meaningful. More credible claims
explain the exact improvement, such as a percentage reduction in plastic, water, electricity, or greenhouse-gas
emissions. Independent certification and transparent reporting can further increase consumer confidence. A
strategic approach also requires internal consistency. A company cannot build lasting green credibility by
promoting recyclable packaging while ignoring pollution, unsafe labour conditions, excessive energy
consumption, or irresponsible sourcing elsewhere in its operations. Consumers increasingly evaluate complete
organizational behaviour rather than isolated products. Consequently, green marketing must be supported by
environmental management, ethical governance, employee participation, supplier standards, and measurable
sustainability targets.

Environmental Awareness and Green Purchase Intention

Environmental awareness is one of the strongest foundations of sustainable consumer behaviour. Consumers are
more likely to consider green products when they understand environmental problems and recognize how their
personal behaviour contributes to those problems. Awareness may arise through formal education, media
coverage, environmental campaigns, personal experience of pollution or climate events, government
communication, and information supplied by businesses. The Theory of Planned Behaviour explains that
behavioural intention is influenced by attitudes, subjective norms, and perceived behavioural control. Applied to
sustainable consumption, consumers are more likely to purchase a green product when they view the behaviour
positively, believe that important people support it, and feel capable of performing it. Green marketing can
influence all three components by communicating benefits, normalizing sustainable consumption, and making
green products easier to identify and purchase. Environmental knowledge can be divided into general and product-
specific knowledge. General knowledge concerns issues such as climate change, plastic pollution, water scarcity,
biodiversity loss, and resource depletion. Product-specific knowledge concerns the environmental performance
of a particular product, including its materials, energy requirements, recyclability, emissions, and expected life.
General concern may motivate consumers to search for sustainable alternatives, but product-specific information
is often required to complete the purchase. Green marketing can translate complex environmental information
into practical consumer guidance. Energy-efficiency ratings, recycling symbols, environmental certifications,
ingredient disclosures, carbon information, and disposal instructions can reduce uncertainty. Consumers are more
likely to act sustainably when information is simple enough to understand but detailed enough to be credible.
Overly technical claims may confuse buyers, while overly general claims may appear unreliable. Emotional
engagement also affects green purchase intention. Environmental messages frequently use images of pollution,
endangered wildlife, extreme weather, or future generations. Such messages can create concern, empathy, and a
sense of responsibility. Nevertheless, fear-based communication should be balanced with achievable solutions.
Consumers may disengage when environmental problems are presented as catastrophic and impossible to solve.
Positive messages that demonstrate how individual and collective actions produce measurable improvements may
be more effective in sustaining long-term participation. Personal relevance is equally important. Consumers do
not always purchase green products solely to protect distant ecosystems. They may also be motivated by health,
safety, financial savings, social recognition, convenience, or improved product performance. Organic food may
be associated with health, solar energy with lower electricity costs, reusable bottles with convenience, and public
transportation with reduced travel expenses. Effective green marketing connects environmental benefits with these
direct consumer outcomes without misrepresenting the product. Awareness alone does not guarantee behaviour.
A consumer may understand environmental issues but lack access to affordable sustainable alternatives. Others
may prioritize immediate financial needs over long-term ecological benefits. Therefore, green marketing must be
accompanied by product availability, competitive pricing, convenient distribution, and supportive infrastructure.
Environmental education creates motivation, but market and policy conditions determine whether that motivation
can be translated into action.
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Green Trust, Credibility, and the Problem of Greenwashing

Trust is central to the relationship between green marketing and sustainable consumer behaviour because
consumers cannot independently verify every environmental claim. They usually depend on product labels,
corporate reports, certifications, retailers, government standards, media coverage, and online reviews. When these
information sources are perceived as reliable, consumers are more willing to purchase green products and remain
loyal to environmentally responsible brands. Green trust refers to the willingness of consumers to rely on a
product, brand, or organization because they believe its environmental claims and performance are credible. Trust
is strengthened by consistency, transparency, independent verification, measurable evidence, and honest
communication about both achievements and limitations. Companies that publish clear sustainability targets and
regularly report progress are more credible than those that use environmental language without supporting data.
Environmental labels can reduce information asymmetry between companies and consumers. However, the large
number of labels, symbols, and self-created sustainability claims may also produce confusion. Consumers may
not know which labels are regulated, independently certified, or meaningful. Governments and industry
associations should therefore establish standardized definitions and reliable certification systems. Businesses
should explain what a certification measures rather than assuming that consumers recognize its significance.
Greenwashing occurs when an organization creates a misleading impression about its environmental performance.
It may involve vague language, irrelevant claims, hidden trade-offs, unsupported statements, selective disclosure,
misleading images, or promotion of a minor improvement while ignoring a larger environmental harm. For
instance, a company may promote recyclable packaging while its manufacturing process remains highly polluting.
Such communication may generate short-term attention but creates serious reputational risks. The effects of
greenwashing extend beyond a single organization. Repeated exposure to false or exaggerated claims can make
consumers sceptical of the entire green product category. Genuine environmental innovators may then struggle to
differentiate themselves from companies that merely adopt green language. This situation weakens market
incentives for meaningful environmental investment. Digital media has increased both transparency and risk.
Consumers can quickly compare claims, review company records, share negative experiences, and challenge
misleading advertisements. Environmental organizations, journalists, researchers, and social-media users can
publicly examine inconsistencies between corporate messages and operational practices. Companies must
therefore assume that unsupported claims may be questioned and widely circulated. To build green trust,
organizations should disclose the boundaries of their claims. If a product uses 50 percent recycled material, the
company should state that exact percentage rather than implying that the entire product is recycled. If an
organization has reduced emissions in one facility but not across its complete supply chain, the communication
should make that limitation clear. Honest acknowledgement of ongoing challenges can improve credibility
because sustainability is generally a gradual process rather than an immediate achievement. Green trust also
depends on corporate history. Consumers are more likely to accept environmental claims when a company has
demonstrated long-term commitment through investment, product redesign, operational improvements, and
responsible governance. Occasional green advertising without corresponding organizational change is less likely
to influence informed consumers. Therefore, green marketing credibility is created through accumulated evidence
rather than a single promotional message.

Social, Cultural, and Economic Influences on Sustainable Consumption

Consumer behaviour is influenced not only by individual attitudes but also by social, cultural, and economic
conditions. Family members, friends, colleagues, community leaders, influencers, and social groups can shape
perceptions about which products are desirable, responsible, or socially acceptable. When sustainable
consumption becomes associated with positive social identity, consumers may adopt green products to
communicate responsibility, modernity, health consciousness, or social status. Social norms can be descriptive or
injunctive. Descriptive norms concern what people commonly do, while injunctive norms concern what people
believe should be done. Green marketing can use descriptive norms by showing that increasing numbers of
households are conserving energy, carrying reusable bags, or selecting sustainable products. Injunctive norms
may be communicated by highlighting community approval of environmentally responsible behaviour. However,
marketers should avoid inventing social statistics or exaggerating public participation. Cultural values determine
how environmental messages are interpreted. Individualistic messages may emphasize personal choice, self-
expression, health, and personal savings. Collectivist messages may emphasize family well-being, community
responsibility, national resources, and protection of future generations. In Pakistan, messages connected with
family health, social responsibility, cleanliness, resource conservation, and religious or ethical stewardship may
be more relevant than communication based solely on abstract global environmental concerns. Economic
conditions significantly affect sustainable purchasing. Consumers with limited disposable income may support
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environmental protection in principle but prioritize affordability, durability, and immediate household needs. A
high green price premium can therefore restrict sustainable products to wealthier market segments. This may
create the false impression that sustainable consumption is a luxury rather than a shared social responsibility.
Businesses can address affordability through smaller package sizes, refill systems, leasing, repair services,
financing arrangements, energy-saving calculations, and locally sourced materials. Government incentives can
also reduce costs through tax relief, subsidies, green financing, and support for clean technologies. Increasing
production scale may gradually lower prices as sustainable products move from specialized markets into
mainstream retail. Convenience is another decisive factor. Consumers are less likely to purchase sustainable
products when they are difficult to find, poorly displayed, unavailable online, or incompatible with existing
routines. Likewise, consumers may be willing to recycle but unable to do so because collection facilities are
absent. Sustainable behaviour should therefore be made easier than or at least as convenient as unsustainable
alternatives. Habits can prevent behavioural change even when sustainable alternatives are available. Consumers
often repeatedly purchase familiar brands without actively evaluating their environmental impact. Green
marketing can interrupt habitual behaviour through visible labels, trial offers, product demonstrations, reminders,
loyalty incentives, and easy switching options. Once a sustainable product becomes part of a consumer’s routine,
repeat purchasing may become more likely. Product quality remains essential. Consumers rarely continue
purchasing a green product that performs poorly, regardless of its environmental benefits. Green marketing must
not require consumers to choose between sustainability and functionality. Successful products combine
environmental performance with reliability, convenience, design, safety, and value. This principle helps avoid
green marketing myopia, in which organizations focus so heavily on environmental features that they neglect the
consumer’s primary needs.

Green Marketing and Sustainable Consumer Behaviour in Pakistan

Pakistan provides a significant context for understanding the potential and limitations of green marketing. The
country faces air pollution, water shortages, plastic waste, inadequate municipal waste management, declining
urban environmental quality, and increasing exposure to floods, heatwaves, and other climate-related risks. These
challenges affect public health, agricultural productivity, infrastructure, household finances, and national
development. Environmental awareness is increasing among Pakistani consumers, particularly in urban areas and
among younger, educated, and digitally connected groups. Social media campaigns, university activities, non-
governmental organizations, international sustainability debates, and visible environmental problems have
encouraged interest in reusable products, solar energy, energy-efficient appliances, organic food, electric mobility,
sustainable clothing, and plastic reduction. The expansion of solar energy provides an important example of the
relationship between environmental and economic motivations. Many households and businesses consider solar
systems not only because they reduce dependence on conventional energy sources but also because they can lower
long-term electricity costs and provide greater energy security. Green marketing in this sector is most effective
when it explains system quality, expected performance, warranty conditions, maintenance requirements, and
realistic financial savings. The textile and fashion industries also offer opportunities for green marketing in
Pakistan. Organizations can promote responsibly sourced cotton, water-efficient dyeing, recycled fibres, durable
clothing, repair services, and transparent labour practices. However, sustainability claims must be supported by
traceable supply chains and evidence. Consumers may respond negatively when environmental marketing is
disconnected from labour rights or industrial pollution. Plastic pollution is another area in which green marketing
can influence behaviour. Retailers can encourage reusable bags, refillable containers, reduced packaging, and
proper waste disposal. Yet voluntary consumer action alone will not solve the problem. Businesses require
supportive regulations, recycling infrastructure, waste collection, and coordination with local authorities. Green
marketing should therefore form part of a wider system of environmental management. Small and medium-sized
enterprises can participate in green markets by offering locally produced, repairable, reusable, organic, or low-
waste products. Local businesses may benefit from shorter supply chains and closer relationships with customers.
Nevertheless, they may lack financing, technical expertise, certification, and access to sustainable materials.
Public and private institutions should provide training, green financing, and market support to help these
organizations improve environmental performance. Pakistani companies should also communicate in languages
and formats that different consumer groups can understand. English-only sustainability reports may reach
professional audiences but fail to influence the broader population. Environmental instructions, labels, and
campaigns should also be available in Urdu and, where appropriate, regional languages. Visual explanations may
be especially useful for recycling, energy conservation, and product disposal. Trust remains a major challenge.
Consumers may question whether products labelled as organic, natural, biodegradable, or environmentally
friendly genuinely meet recognized standards. Stronger consumer protection, environmental labelling rules,
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certification systems, and enforcement mechanisms are required. Companies that voluntarily provide detailed
information and third-party verification may gain a competitive advantage as consumer awareness develops.
Educational institutions can support sustainable consumer behaviour by integrating environmental literacy into
business, economics, engineering, and social-science programmes. Universities can also reduce their own
environmental impact through energy management, waste separation, plastic reduction, sustainable procurement,
and public awareness campaigns. Students who experience sustainability in institutional practice may be more
likely to adopt it in their personal and professional lives.

Strategic Recommendations

Organizations should begin green marketing with genuine operational improvement. Environmental
communication should follow measurable changes in product design, sourcing, manufacturing, packaging,
transportation, and waste management. Marketing claims that are not supported by organizational practices create
legal, ethical, and reputational risks. Businesses should use precise and understandable environmental claims.
Statements should indicate what has improved, by how much, compared with what baseline, and how the
information was verified. Technical details can be provided through websites or QR codes, while product
packaging can present clear summaries. Third-party certification should be adopted where reliable systems are
available. Certification does not replace corporate responsibility, but it can reduce uncertainty and strengthen
consumer trust. Governments and industry associations should prevent misuse of environmental labels and
establish consistent definitions for terms such as recyclable, biodegradable, organic, renewable, and carbon
neutral. Green products should be designed around consumer value. Environmental benefits should be combined
with quality, durability, convenience, health, safety, and financial savings. Marketers should clearly explain long-
term value, particularly when green products have higher initial prices. Organizations should segment consumers
according to environmental awareness, financial capacity, lifestyle, and purchasing motivation. Highly committed
consumers may respond to detailed environmental information, while less involved consumers may respond more
strongly to quality, convenience, health, or cost-saving benefits. Segmentation should not exclude low-income
consumers from sustainable markets. Digital platforms should be used to improve transparency and engagement.
Companies can publish environmental data, answer consumer questions, demonstrate production processes, and
provide repair or recycling instructions. Social media should encourage informed participation rather than relying
on symbolic green imagery. Policymakers should support green consumption through standards, incentives,
infrastructure, and enforcement. Environmental education is less effective when consumers lack access to
recycling systems, public transport, energy-efficient products, or affordable clean technology. Sustainable
consumer behaviour depends on an enabling environment.

lllustrative Relationship Between Green Marketing Credibility
and Sustainable Purchase Intention
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Summary

Green marketing has the potential to influence sustainable consumer behaviour by increasing environmental

awareness, communicating product benefits, reducing uncertainty, strengthening trust, and making sustainable

choices more socially acceptable. However, promotional communication alone cannot create lasting behavioural
change. Green marketing must be supported by authentic environmental improvements throughout product
design, sourcing, manufacturing, packaging, distribution, use, and disposal. Consumers generally evaluate green
products through a combination of environmental and personal considerations. They may be motivated by
ecological responsibility, health, safety, quality, social identity, convenience, or financial savings. Therefore,
successful green marketing connects environmental benefits with the broader value expected by consumers.
Products must perform effectively and remain reasonably affordable and accessible. The attitude—behaviour gap
continues to be a major challenge. Many consumers express concern about the environment but fail to purchase
sustainable products because of high prices, limited availability, weak infrastructure, habitual behaviour,
confusing information, or distrust of environmental claims. Organizations can reduce these barriers by offering
credible evidence, competitive value, convenient access, and clear product guidance. Green trust is especially
important because consumers cannot personally verify every environmental statement. Transparent reporting,
third-party certification, measurable claims, and long-term organizational commitment can increase credibility.
Greenwashing, by contrast, damages corporate reputation and creates broader scepticism toward environmental
products and initiatives. In Pakistan, green marketing can contribute to addressing plastic pollution, energy
shortages, waste generation, water scarcity, and urban environmental degradation. The growing youth population,
digital connectivity, solar-energy adoption, and increasing environmental awareness provide important
opportunities. Nevertheless, progress requires stronger regulation, reliable certification, consumer education,
green financing, local innovation, and improved waste-management infrastructure. The transition toward
sustainable consumer behaviour is a shared responsibility. Businesses must provide responsible products and
truthful information. Governments must establish supportive policies and infrastructure. Educational institutions
must develop environmental literacy. Consumers must evaluate their needs, reduce unnecessary consumption, and

support credible sustainable alternatives. When these actors cooperate, green marketing can become more than a

promotional strategy; it can contribute to the development of responsible markets and long-term environmental

sustainability.
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