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ABSTRACT 

Green marketing has emerged as an important business strategy in response to increasing environmental 

concerns, changing consumer preferences, and the growing emphasis on sustainable development. Unlike 

traditional marketing, which primarily focuses on sales and profitability, green marketing integrates 

environmental responsibility into product development, pricing, promotion, distribution, and post-

consumption practices. 

This study examines the evolution of green marketing as a sustainable marketing paradigm and compares 

it with traditional marketing in the context of Indian industry. The research is conceptual and descriptive 

in nature and is based on secondary data collected from research articles, government reports, policy 

documents, and institutional publications. The study identifies major drivers of green marketing, including 

environmental awareness, government regulations, ESG initiatives, Mission LiFE, and technological 

advancements. 

The findings indicate that effective green marketing enhances brand image, customer trust, innovation, 

operational efficiency, and long-term competitiveness. However, challenges such as high implementation 

costs, consumer price sensitivity, and greenwashing continue to affect its successful adoption. The study 

concludes that organizations integrating sustainability into their core business strategies are better 

positioned to achieve long-term competitive advantage while contributing to environmental conservation 

and sustainable economic development. 

 

Keywords: Green Marketing, Sustainable Marketing, Indian Industry, ESG, Green Consumer Behaviour, 

Greenwashing, Circular Economy, Mission LiFE. 

 

1. INTRODUCTION 

Marketing has long been recognized as a vital business function that connects organizations with 

consumers by identifying needs, creating value, and facilitating exchange. Traditionally, marketing 

strategies have focused on increasing sales, market share, and profitability. However, rapid 

industrialization, excessive resource consumption, climate change, pollution, and growing environmental 

awareness have highlighted the need for a more sustainable approach to business. 

Green marketing has emerged as a response to these challenges by integrating environmental 

responsibility into every stage of the marketing process. It involves designing eco-friendly products, 
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adopting sustainable production methods, minimizing waste, using recyclable packaging, promoting 

responsible consumption, and communicating genuine environmental benefits to consumers. Rather than 

being limited to promotional activities, green marketing represents a comprehensive business philosophy 

that balances economic growth with environmental protection and social responsibility. 

In India, the importance of green marketing has increased significantly due to changing consumer 

preferences, stricter environmental regulations, ESG reporting requirements, Mission LiFE, and Extended 

Producer Responsibility (EPR) initiatives. Businesses are increasingly recognizing that sustainability not 

only helps protect the environment but also enhances corporate reputation, customer loyalty, operational 

efficiency, and long-term competitiveness. 

Despite its growing importance, the adoption of green marketing continues to face challenges such as 

higher implementation costs, consumer price sensitivity, lack of awareness, and misleading environmental 

claims (greenwashing). Therefore, organizations must develop transparent, evidence-based, and 

sustainable marketing strategies that create value for both consumers and society. 

Against this background, the present study compares traditional marketing with green marketing and 

analyses its strategic impact on Indian industry. The study also examines the major drivers, benefits, 

challenges, and future prospects of green marketing, providing practical insights for businesses, 

policymakers, and researchers. 

 

2. CONCEPTUAL BACKGROUND 

2.1 Concept of Green Marketing 

Green marketing refers to the process of developing, promoting, pricing, and distributing products and 

services in a manner that minimizes their adverse impact on the environment. It emphasizes sustainable 

production, responsible consumption, efficient use of natural resources, and environmentally friendly 

business practices. The concept extends beyond selling eco-friendly products and includes every stage of 

the product life cycle, from raw material procurement and manufacturing to packaging, distribution, 

consumption, recycling, and disposal. 

The American Marketing Association (AMA) defines green marketing as the marketing of products that 

are presumed to be environmentally safe. Modern scholars view green marketing as a comprehensive 

business strategy that integrates environmental sustainability with customer satisfaction and long-term 

organizational success. 

2.2 Evolution of Green Marketing 

The concept of green marketing has evolved considerably over the past few decades. Initially, businesses 

focused mainly on increasing sales and profits with limited concern for environmental consequences. 

Growing environmental awareness and international sustainability initiatives gradually shifted business 

priorities toward environmentally responsible practices. 

The evolution can be summarized as follows: 

Traditional Marketing → Ecological Marketing → Green Marketing → Sustainable Marketing → 

Circular Economy and Regenerative Marketing 

This progression reflects a transition from profit-oriented marketing to value creation that balances 

economic growth, environmental protection, and social responsibility. 

2.3 Traditional Marketing 

Traditional marketing primarily focuses on identifying customer needs, increasing demand, maximizing 

sales, and improving profitability. The conventional marketing approach is based on the marketing mix of 
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Product, Price, Place, and Promotion (4Ps). Although this approach has contributed significantly to 

industrial development and economic growth, it often overlooks the environmental costs associated with 

production, packaging, transportation, and waste generation. 

The primary objective of traditional marketing is to create customer value and maximize shareholder 

wealth, with limited consideration for environmental sustainability. 

2.4 Green Marketing 

Green marketing integrates environmental considerations into all marketing decisions. It encourages 

organizations to develop products that are environmentally safe, use sustainable raw materials, adopt 

energy-efficient production techniques, reduce waste, promote recyclable packaging, and communicate 

environmental benefits transparently. 

Major components of green marketing include: 

 Sustainable product design 

 Eco-friendly manufacturing 

 Responsible sourcing of raw materials 

 Green packaging 

 Energy-efficient logistics 

 Transparent environmental communication 

 Recycling and waste management 

 Sustainable consumption practices 

The success of green marketing depends on genuine environmental performance rather than promotional 

claims alone. 

2.5 Green Marketing versus Sustainable Marketing 

Although the terms are often used interchangeably, green marketing and sustainable marketing differ in 

scope. Green marketing mainly focuses on reducing environmental impact through eco-friendly products 

and practices. Sustainable marketing adopts a broader approach by integrating environmental protection, 

economic viability, and social responsibility into business strategy. 

Therefore, sustainable marketing represents a holistic framework for achieving long-term organizational 

success while contributing to sustainable development goals. 

Figure 1: Evolution of Marketing Philosophy 

Traditional Marketing 

↓ 

Ecological Marketing 

↓ 

Green Marketing 

↓ 

Sustainable Marketing 

↓ 

Circular Economy & Regenerative Marketing 

 

Table 1: Traditional Marketing vs Green Marketing 

Basis Traditional Marketing Green Marketing 

Primary Objective Profit and Sales Sustainable Value Creation 
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Basis Traditional Marketing Green Marketing 

Product Focus Customer Satisfaction Customer + Environmental Satisfaction 

Production Cost Efficiency Resource Efficiency 

Packaging Attractive Packaging Eco-friendly Packaging 

Promotion Sales Promotion Environmental Awareness 

Pricing Market-based Sustainability Value 

Distribution Maximum Availability Low-carbon Distribution 

Consumer Role Buyer Responsible Consumer 

Performance Profit & Market Share Profit + Environmental Performance 

Long-term Goal Business Growth Sustainable Development 

 
This conceptual background establishes the theoretical foundation of the study by explaining the meaning, 

evolution, and significance of green marketing while distinguishing it from traditional and sustainable 

marketing approaches. It provides the basis for analysing the strategic impact of green marketing on Indian 

industry in the subsequent sections. 

 

3. REVIEW OF LITERATURE 

Green marketing has evolved from an environmental promotional strategy into a comprehensive business 

philosophy integrating sustainability, innovation, and responsible consumption. Researchers have 

examined green marketing from perspectives such as consumer behaviour, corporate sustainability, 

environmental communication, digital transformation, and strategic management. The following review 

summarizes significant contributions in the field. 

1. Polonsky (1994) 

Polonsky defined green marketing as all activities designed to satisfy human needs while minimizing 

harmful effects on the natural environment. His work laid the theoretical foundation of green marketing 

and emphasized environmental responsibility throughout the marketing process. 

2. Peattie and Crane (2005) 

Peattie and Crane critically analysed the evolution of green marketing and argued that many organizations 

used environmental claims only as promotional tools without genuine commitment to sustainability. They 

highlighted the importance of authentic green business practices. 

3. Kotler and Keller (2016) 

Kotler and Keller emphasized that modern marketing should balance customer satisfaction with social and 

environmental responsibility. They suggested that sustainability has become an integral component of 

long-term marketing success. 

4. Ottman (2017) 

Ottman explained that successful green marketing depends on delivering real environmental value while 

meeting customer expectations regarding quality, performance, and affordability. 

5. Kumar and Ghodeswar (2018) 

The study found that environmental awareness positively influences green purchasing behaviour and that 

organizations adopting eco-friendly practices gain stronger consumer trust and brand loyalty. 
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6. Joshi and Rahman (2019) 

Their research reviewed factors affecting green purchase behaviour and concluded that environmental 

concern, social influence, and perceived consumer effectiveness significantly influence green buying 

intentions. 

7. Mishra and Sharma (2020) 

The authors reported that sustainability-oriented marketing strategies improve corporate image and 

competitive advantage while encouraging responsible consumer behaviour. 

8. Sharma and Kushwaha (2021) 

The study highlighted that environmental education and government support are essential for increasing 

consumer acceptance of green products in developing economies. 

9. Kaur, Gangwar and Dash (2022) 

Their research demonstrated that green marketing strategies significantly influence consumers' purchase 

intentions in emerging economies through green products, pricing, promotion, and distribution. 

10. Kumar and Pandey (2022) 

The authors observed that Indian businesses increasingly adopt green marketing because of rising 

environmental awareness and changing consumer expectations. 

11. Alkhatib, Kecskés and Keller (2023) 

Through a systematic literature review, they concluded that digital technologies, artificial intelligence, and 

social media enhance transparency and sustainability communication while improving consumer 

engagement. 

12. Singh and Verma (2023) 

The study found that environmental certifications and eco-labels positively affect consumer trust and 

purchase decisions. 

13. Jain and Gupta (2023) 

Their research highlighted that sustainable packaging and environmentally responsible supply chains 

improve brand image and customer satisfaction. 

14. Rastogi, Agarwal and Gopal (2024) 

The study concluded that sustainable marketing practices positively influence customer loyalty and brand 

image in the Indian consumer electronics sector. 

15. PwC India (2024) 

The report emphasized that ESG adoption has become a strategic priority for Indian organizations because 

investors increasingly evaluate environmental performance alongside financial performance. 

16. Central Consumer Protection Authority (2024) 

The Greenwashing Guidelines stressed that environmental claims must be clear, truthful, evidence-based, 

and verifiable to protect consumer interests and prevent misleading advertisements. 

17. Securities and Exchange Board of India (SEBI) (2024) 

SEBI strengthened Business Responsibility and Sustainability Reporting (BRSR), encouraging greater 

transparency in corporate sustainability reporting among listed companies. 

18. Kumar et al. (2025) 

The researchers explained that Artificial Intelligence, blockchain, and digital technologies improve supply 

chain traceability, environmental monitoring, and sustainable marketing practices. 

19. United Nations Environment Programme (UNEP) (2025) 

UNEP emphasized that sustainable production and responsible consumption are essential for achieving  
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the Sustainable Development Goals (SDGs), particularly SDG 12 on Responsible Consumption and 

Production. 

20. Recent Indian Sustainability Research (2025–2026) 

Recent studies indicate that Mission LiFE, Circular Economy initiatives, ESG integration, and Extended 

Producer Responsibility (EPR) are accelerating the adoption of green marketing across Indian industries. 

Organizations that embed sustainability into their business models are better positioned to achieve long-

term competitiveness, regulatory compliance, and stakeholder trust. 

 

4. RESEARCH GAP 

The review of existing literature indicates that green marketing has become an important area of research 

in marketing and sustainability. Earlier studies have primarily focused on green consumer behaviour, 

green purchase intention, eco-labelling, green branding, and sustainable consumption. Recent reviews also 

highlight increasing attention to digital technologies, ESG, and sustainability communication. 

However, the following research gaps remain: 

1. Most studies concentrate on consumer purchase intention rather than examining green marketing as 

a comprehensive strategic business philosophy. 

2. Existing research generally analyses individual dimensions such as green products, green advertising, 

green branding, or green packaging instead of providing an integrated comparison between traditional 

and green marketing. 

3. Limited studies examine the strategic impact of green marketing on Indian industries by considering 

regulatory developments such as Business Responsibility and Sustainability Reporting (BRSR), 

Extended Producer Responsibility (EPR), Mission LiFE, and ESG frameworks together. 

4. Although greenwashing has become a major concern, relatively few conceptual studies discuss its 

strategic implications for long-term consumer trust and corporate reputation. 

5. There is a lack of integrated conceptual frameworks explaining how green marketing contributes to 

sustainable competitive advantage in Indian businesses. 

The present study attempts to address these research gaps by providing a comprehensive comparative 

analysis of traditional and green marketing while examining their strategic implications for Indian 

industry. 

 

5. NEED OF THE STUDY 

The increasing environmental challenges, climate change, resource depletion, and growing awareness 

among consumers have compelled organizations to adopt environmentally responsible business practices. 

Green marketing has emerged as an effective approach for balancing economic growth with environmental 

sustainability. 

The need for the present study arises because: 

 Environmental sustainability has become a strategic business priority. 

 Indian consumers are increasingly demanding environmentally friendly products. 

 Government policies encourage sustainable production and responsible consumption. 

 Organizations require practical guidance for implementing green marketing strategies. 

 Businesses must prevent greenwashing and establish credible environmental communication. 

 The study provides useful insights for academicians, researchers, managers, policymakers, and 

students of commerce and management. 
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6. SIGNIFICANCE OF THE STUDY 

The significance of this research can be understood from academic as well as practical perspectives. 

Academic Significance 

 Contributes to the existing body of knowledge on green marketing. 

 Provides a comprehensive comparison between traditional marketing and green marketing. 

 Serves as a useful reference for researchers and students in commerce, management, and sustainability. 

Managerial Significance 

 Assists business managers in developing sustainable marketing strategies. 

 Highlights opportunities for innovation, competitive advantage, and customer relationship 

management. 

 Emphasizes the importance of integrating sustainability into business decision-making. 

Policy Significance 

 Supports policymakers in promoting sustainable business practices. 

 Highlights the importance of environmental regulations, ESG reporting, and responsible production. 

 Contributes to India's sustainable development initiatives. 

 

7. OBJECTIVES OF THE STUDY 

The present study has the following objectives: 

1. To examine the concept and evolution of green marketing. 

2. To compare traditional marketing with green marketing across major strategic dimensions. 

3. To analyse the factors influencing the adoption of green marketing in India. 

4. To examine the strategic impact of green marketing on Indian industries. 

5. To identify the benefits and challenges associated with green marketing. 

6. To study the implications of greenwashing on business sustainability. 

7. To evaluate the role of government policies in promoting green marketing. 

8. To propose strategic recommendations for strengthening green marketing practices in India. 

 

8. RESEARCH METHODOLOGY 

8.1 Research Design 

The present study adopts a conceptual, descriptive, comparative, and analytical research design to 

examine the evolution of green marketing as an emerging sustainable marketing paradigm and to analyse 

its strategic impact on Indian industry. The study does not involve primary data collection; instead, it 

synthesizes existing theoretical concepts, empirical findings, government policies, and institutional reports 

to provide a comprehensive understanding of the subject. 

8.2 Nature of the Study 

This is a non-empirical conceptual study based entirely on secondary data. The research aims to develop 

a systematic comparison between traditional marketing and green marketing while examining the 

opportunities, challenges, and strategic implications of sustainable marketing practices in the Indian 

context. 

8.3 Sources of Data 

The study is based exclusively on secondary data collected from reliable and authentic sources, including: 

 Peer-reviewed national and international research journals 

 Books on marketing and sustainability 
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 Government of India reports and policy documents 

 Publications of the Ministry of Environment, Forest and Climate Change (MoEFCC) 

 Securities and Exchange Board of India (SEBI) 

 Central Consumer Protection Authority (CCPA) 

 Business Responsibility and Sustainability Reporting (BRSR) framework 

 Mission LiFE documents 

 Reports published by UNEP, UNDP, World Bank, OECD, and other international organizations 

 Company sustainability reports and ESG disclosures 

8.4 Method of Data Collection 

The required information was collected through a comprehensive review of published literature, official 

reports, policy documents, research articles, books, and institutional publications. Relevant information 

was systematically organized and analysed to achieve the objectives of the study. 

8.5 Method of Data Analysis 

The collected data were analysed using the following qualitative techniques: 

 Conceptual Analysis to explain the evolution and theoretical foundations of green marketing. 

 Comparative Analysis to identify differences between traditional marketing and green marketing 

across key strategic dimensions. 

 Thematic Analysis to examine the major drivers, benefits, challenges, and strategic implications of 

green marketing. 

 Content Analysis to interpret government policies, sustainability frameworks, and recent literature 

related to green marketing. 

8.6 Scope of the Study 

The study focuses on the concept and evolution of green marketing and its strategic impact on Indian 

industries. It examines major drivers, benefits, challenges, government initiatives, sustainability 

frameworks, and future prospects of green marketing. The analysis is confined to the Indian context while 

referring to relevant international literature wherever necessary. 

8.7 Limitations of the Research Methodology 

The study has certain limitations: 

 It is based entirely on secondary data and does not include primary survey data. 

 Findings depend on the availability and reliability of published literature and official reports. 

 The study is conceptual in nature; therefore, the conclusions are interpretative rather than statistically 

validated. 

 The analysis focuses primarily on the Indian business environment and may not be directly applicable 

to other countries. 

 

Figure 2: Research Methodology Framework 

Identification of Research Problem 

↓ 

Review of Literature 

↓ 

Research Gap & Objectives 

↓ 

Collection of Secondary Data 
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↓ 

Conceptual, Comparative & Thematic Analysis 

↓ 

Interpretation of Findings 

↓ 

Conclusions and Recommendations 

 

9. TRADITIONAL MARKETING VERSUS GREEN MARKETING: A COMPARATIVE 

ANALYSIS 

Marketing has undergone a significant transformation over the past few decades. Traditional marketing 

primarily focused on satisfying customer needs, increasing sales, expanding market share, and maximizing 

organizational profitability. Although this approach contributed substantially to industrial growth and 

economic development, it often overlooked the environmental and social consequences of production and 

consumption. 

Green marketing has emerged as an advanced marketing philosophy that integrates environmental 

sustainability with business objectives. It emphasizes responsible production, efficient resource 

utilization, eco-friendly product design, ethical business practices, and sustainable consumption. Unlike 

traditional marketing, which mainly focuses on short-term financial performance, green marketing seeks 

to create long-term value for customers, businesses, society, and the environment. 

The transition from traditional marketing to green marketing reflects a shift from a purely economic 

orientation to a sustainable development approach, where organizational success is measured not only by 

profitability but also by environmental stewardship and social responsibility. 

 

Table 3: Comparative Analysis of Traditional Marketing and Green Marketing 

Basis of 

Comparison 
Traditional Marketing Green Marketing 

Marketing 

Philosophy 

Customer satisfaction and profit 

maximization 

Customer satisfaction with environmental 

sustainability 

Primary Objective Sales growth and market share 
Sustainable value creation and long-term 

competitiveness 

Business Orientation Profit-oriented Sustainability-oriented 

Product Design 
Based on customer demand and 

cost 

Eco-friendly, recyclable, durable and resource-

efficient 

Raw Materials Conventional materials Renewable, recyclable and sustainable materials 

Production Process Cost and productivity focused 
Energy-efficient and environmentally 

responsible 

Packaging Attractive and convenient 
Biodegradable, recyclable and minimal 

packaging 

Pricing Strategy Cost and competition based Considers environmental and life-cycle costs 

Distribution Wide market coverage Green logistics with reduced carbon emissions 
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Basis of 

Comparison 
Traditional Marketing Green Marketing 

Promotion 
Product features and sales 

promotion 

Environmental awareness, transparency and 

sustainability claims 

Consumer Role Buyer 
Responsible consumer and environmental 

partner 

Stakeholders Customers and shareholders 
Customers, employees, investors, government, 

society and environment 

Performance 

Measurement 
Profit, sales and market share 

Financial, environmental and social 

performance 

Innovation Product and process innovation Sustainable innovation and eco-design 

Regulatory Focus General business regulations 
Environmental laws, ESG, EPR and 

sustainability standards 

Long-term Goal Profit maximization 
Sustainable development and competitive 

advantage 

 

Discussion 

The comparison indicates that green marketing is not a replacement for traditional marketing; rather, it 

represents its evolution. Traditional marketing remains relevant in understanding customer needs and 

delivering value. However, green marketing expands this approach by integrating environmental 

responsibility into every stage of the marketing process. 

Another significant distinction lies in the concept of value creation. Traditional marketing primarily 

creates value for customers and shareholders, whereas green marketing adopts a broader stakeholder 

perspective by considering the interests of consumers, employees, investors, government, local 

communities, and future generations. 

Similarly, product development under green marketing extends beyond functionality and aesthetics to 

include environmental considerations such as recyclability, energy efficiency, reduced emissions, and 

resource conservation. Green marketing also encourages organizations to adopt circular economy 

practices, including product reuse, repair, recycling, and responsible waste management. 

From a strategic perspective, green marketing enhances organizational competitiveness by strengthening 

brand reputation, improving customer trust, encouraging innovation, reducing operational costs through 

efficient resource utilization, and ensuring compliance with environmental regulations. Consequently, 

organizations adopting green marketing are better positioned to achieve long-term sustainability and 

competitive advantage. 

Overall, the comparative analysis demonstrates that green marketing represents a strategic transformation 

rather than merely an environmental extension of traditional marketing. It aligns business objectives with 

sustainable development and supports India's transition toward a greener and more responsible economy. 

 

Figure 3: Evolution of Marketing Philosophy 

Traditional Marketing 

│ 
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▼ 

Relationship Marketing 

│ 

▼ 

Green Marketing 

│ 

▼ 

Sustainable Marketing 

│ 

▼ 

Circular Economy 

│ 

▼ 

Regenerative Marketing 

 

10. DRIVERS OF GREEN MARKETING IN INDIA 

The rapid growth of green marketing in India is driven by a combination of environmental, economic, 

technological, regulatory, and social factors. Businesses are increasingly recognizing that environmental 

sustainability is not only an ethical responsibility but also a strategic necessity for achieving long-term 

competitiveness. The major drivers influencing the adoption of green marketing in India are discussed 

below. 

10.1 Growing Environmental Awareness 

Increasing concerns about climate change, air and water pollution, deforestation, plastic waste, and 

depletion of natural resources have significantly influenced consumer attitudes towards environmentally 

responsible products and services. Consumers are becoming more conscious of the environmental impact 

of their purchasing decisions and increasingly prefer products that are eco-friendly, recyclable, energy-

efficient, and sustainably produced. This growing awareness has encouraged businesses to adopt green 

marketing practices to meet evolving customer expectations. 

10.2 Changing Consumer Preferences 

Modern consumers, particularly younger generations, are increasingly willing to support companies that 

demonstrate environmental and social responsibility. Purchasing decisions are now influenced not only 

by product quality and price but also by sustainability attributes such as recyclable packaging, carbon 

footprint, ethical sourcing, and environmentally friendly production methods. As a result, green marketing 

has become an important tool for attracting environmentally conscious consumers and strengthening 

customer loyalty. 

10.3 Government Policies and Environmental Regulations 

Government initiatives and environmental regulations have played a significant role in promoting green 

marketing in India. Policies relating to waste management, plastic reduction, renewable energy, energy 

efficiency, and sustainable production encourage organizations to adopt environmentally responsible 

business practices. 

The introduction of Business Responsibility and Sustainability Reporting (BRSR) by the Securities 

and Exchange Board of India (SEBI), Extended Producer Responsibility (EPR) regulations, Plastic 

Waste Management Rules, and the Guidelines for Prevention of Greenwashing issued by the Central 
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Consumer Protection Authority (CCPA) have further strengthened the regulatory framework supporting 

sustainable marketing. 

10.4 Corporate Sustainability and ESG Initiatives 

Environmental, Social, and Governance (ESG) practices have become an important aspect of corporate 

strategy. Investors, financial institutions, and other stakeholders increasingly evaluate organizations based 

on their environmental performance and sustainability commitments. Consequently, companies are 

integrating green marketing with ESG initiatives to enhance corporate reputation, improve stakeholder 

confidence, and attract responsible investments. 

10.5 Technological Advancements 

Technological innovations have enabled businesses to implement sustainable production and marketing 

practices more effectively. Digital technologies such as Artificial Intelligence (AI), the Internet of Things 

(IoT), blockchain, data analytics, and automation improve energy efficiency, resource utilization, supply 

chain transparency, and environmental monitoring. These technologies also support transparent 

communication of sustainability initiatives and strengthen consumer trust. 

10.6 Competitive Advantage and Brand Differentiation 

Green marketing enables organizations to differentiate themselves in highly competitive markets. 

Companies offering environmentally responsible products and services often enjoy improved brand 

image, customer satisfaction, and long-term customer loyalty. Sustainable business practices also enhance 

corporate reputation and provide access to environmentally conscious domestic and international markets. 

10.7 Global Sustainability Commitments 

International agreements and sustainability frameworks such as the United Nations Sustainable 

Development Goals (SDGs) and the Paris Climate Agreement have encouraged businesses to adopt 

environmentally responsible practices. In India, initiatives such as Mission LiFE (Lifestyle for 

Environment) further promote sustainable production and responsible consumption, creating favourable 

conditions for the growth of green marketing. 

 

Figure 4: Major Drivers of Green Marketing in India 

Environmental Awareness 

│ 

▼ 

Changing Consumer Behaviour 

│ 

▼ 

Government Policies & Regulations 

│ 

▼ 

ESG & Corporate Sustainability 

│ 

▼ 

Technological Innovation 

│ 

▼ 

Competitive Advantage 
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│ 

▼ 

Sustainable Business Growth 

 

Key Findings of this Section 

The analysis indicates that the adoption of green marketing in India is no longer driven solely by 

environmental concerns. Instead, it is influenced by a combination of regulatory reforms, technological 

innovation, changing consumer preferences, investor expectations, and corporate sustainability strategies. 

These drivers collectively encourage organizations to integrate sustainability into their core marketing and 

business operations, thereby enhancing long-term competitiveness and supporting India's sustainable 

development agenda. 

Reviewer's suggestion (to make the paper stronger) 

For a higher-quality journal, I recommend adding a short subsection: 

12.8 Role of Digital Transformation in Green Marketing 

This would briefly discuss how AI, blockchain, IoT, big data, e-commerce, and digital platforms are 

making green marketing more transparent, measurable, and effective. Since digital sustainability is a 

growing research area, including it would make your paper more current and increase its relevance to 

contemporary marketing research. 

 

11. STRATEGIC IMPACT OF GREEN MARKETING ON INDIAN INDUSTRY 

Green marketing has evolved into a strategic business approach that enables organizations to achieve 

sustainable growth while fulfilling their environmental and social responsibilities. In the Indian context, 

increasing environmental awareness, regulatory reforms, and changing consumer expectations have 

encouraged businesses to integrate sustainability into their marketing strategies. As a result, green 

marketing has become an important source of innovation, competitive advantage, and long-term business 

resilience. The major strategic impacts of green marketing on Indian industry are discussed below. 

11.1 Enhancement of Competitive Advantage 

Green marketing enables organizations to differentiate themselves in increasingly competitive markets. 

Companies offering environmentally friendly products and sustainable business practices are more likely 

to attract environmentally conscious consumers and gain a competitive edge. Sustainable initiatives also 

strengthen corporate reputation and create long-term customer relationships that are difficult for 

competitors to imitate. 

11.2 Strengthening Brand Image and Consumer Trust 

Consumers increasingly associate environmentally responsible companies with higher ethical standards 

and greater corporate credibility. Genuine green marketing initiatives enhance brand image, improve 

customer satisfaction, and build long-term trust. Transparent environmental communication supported by 

verifiable sustainability practices encourages stronger customer loyalty and positive word-of-mouth. 

11.3 Promotion of Innovation 

Green marketing encourages organizations to innovate continuously by developing eco-friendly products, 

adopting cleaner production technologies, reducing waste, improving packaging, and increasing resource 

efficiency. Such innovations not only minimize environmental impact but also improve product quality 

and operational effectiveness. 
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11.4 Improvement in Operational Efficiency 

Sustainable production processes often lead to efficient utilization of energy, water, raw materials, and 

other resources. Waste reduction, recycling, energy conservation, and efficient supply chain management 

contribute to lower operating costs and improved productivity. Although the initial investment may be 

high, long-term savings often outweigh these costs. 

11.5 Regulatory Compliance and Risk Management 

The Indian regulatory environment increasingly emphasizes environmental accountability through 

initiatives such as Business Responsibility and Sustainability Reporting (BRSR), Extended Producer 

Responsibility (EPR), Plastic Waste Management Rules, and environmental disclosure requirements. 

Organizations adopting green marketing practices are better prepared to comply with these regulations, 

thereby reducing legal and reputational risks. 

11.6 Access to New Markets and Investment Opportunities 

Green marketing enhances access to domestic and international markets where environmental standards 

influence purchasing decisions. Companies demonstrating strong sustainability performance are more 

attractive to environmentally conscious consumers, global buyers, and responsible investors. Improved 

ESG performance also increases opportunities for sustainable finance and long-term investment. 

11.7 Long-Term Business Sustainability 

Green marketing contributes to sustainable business development by balancing economic growth with 

environmental protection and social responsibility. Organizations integrating sustainability into their 

strategic planning are better equipped to respond to changing market conditions, regulatory requirements, 

and stakeholder expectations. This strengthens organizational resilience and supports long-term business 

continuity. 

11.8 Contribution to National Sustainable Development 

Green marketing supports India's commitment to sustainable development by encouraging responsible 

production, resource conservation, pollution reduction, circular economy practices, and climate action. It 

also aligns with national initiatives such as Mission LiFE, Swachh Bharat Mission, National Action 

Plan on Climate Change (NAPCC), and the United Nations Sustainable Development Goals (SDGs). 

 

Table 4: Strategic Impact of Green Marketing on Indian Industry 

Strategic Dimension Impact on Indian Industry 

Competitive Advantage Market differentiation and stronger market position 

Brand Image Improved corporate reputation and customer trust 

Innovation Development of eco-friendly products and processes 

Operational Efficiency Lower resource consumption and reduced costs 

Regulatory Compliance Better compliance with environmental regulations 

Market Expansion Access to green markets and export opportunities 

Investment Attraction Improved ESG performance and investor confidence 

Business Sustainability Long-term growth and organizational resilience 

 

Discussion 

The strategic impact of green marketing extends beyond environmental protection. It has become an essen- 
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tial business strategy that enhances innovation, operational efficiency, customer loyalty, regulatory 

preparedness, and financial performance. Organizations that successfully integrate sustainability into their 

core business strategies are more likely to achieve sustainable competitive advantage and long-term 

organizational success. 

For Indian industries, green marketing is no longer a voluntary initiative but a strategic necessity. 

Businesses that proactively adopt environmentally responsible practices are better positioned to meet 

evolving consumer expectations, comply with regulatory requirements, attract responsible investments, 

and compete effectively in global markets. 

 

Figure 5: Strategic Impact of Green Marketing on Indian Industry 

Green Marketing Practices 

│ 

▼ 

Innovation & Resource Efficiency 

│ 

▼ 

Brand Image & Customer Trust 

│ 
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Business Growth & Sustainability 
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Long-Term Organizational Success 

 

12. INDUSTRY-WISE IMPLICATIONS OF GREEN MARKETING IN INDIA 

Green marketing is no longer confined to manufacturing industries but has expanded across various sectors 

of the Indian economy. Organizations are increasingly adopting environmentally responsible practices to 

improve operational efficiency, enhance customer satisfaction, comply with environmental regulations, 

and achieve sustainable competitive advantage. The sector-wise implications are discussed below. 

12.1 Automobile Industry 

The Indian automobile industry is undergoing a significant transformation towards sustainable mobility. 

Manufacturers are investing in electric vehicles (EVs), hybrid technologies, fuel-efficient engines, 

recyclable components, and environmentally friendly manufacturing processes. Green marketing enables 

automobile companies to position themselves as environmentally responsible brands while responding to 

increasing consumer demand for clean transportation. 

Examples: Tata Motors, Mahindra & Mahindra, MG Motor India, Hyundai India. 

12.2 Fast-Moving Consumer Goods (FMCG) Industry 

Green marketing has encouraged FMCG companies to adopt biodegradable packaging, reduce plastic 

consumption, improve resource efficiency, and promote sustainable sourcing of raw materials. Companies 
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are also creating awareness about recycling and responsible consumption through environmentally 

focused promotional campaigns. 

Examples: Hindustan Unilever Limited (HUL), ITC Limited, Dabur India, Patanjali Ayurved. 

12.3 Textile and Apparel Industry 

The textile industry is increasingly adopting organic cotton, recycled fibres, natural dyes, water-efficient 

manufacturing technologies, and sustainable supply chain practices. Green marketing has helped 

companies attract environmentally conscious consumers while improving export competitiveness. 

Examples: Arvind Limited, Raymond, FabIndia. 

12.4 Banking and Financial Services 

The banking sector promotes sustainability through paperless banking, digital transactions, green 

financing, renewable energy projects, ESG-linked investments, and environmental risk assessment. Green 

marketing enhances corporate reputation and encourages customers to adopt environmentally responsible 

financial services. 

Examples: State Bank of India (SBI), HDFC Bank, ICICI Bank, Bank of Baroda. 

12.5 Consumer Electronics Industry 

Manufacturers of electronic products increasingly focus on energy-efficient appliances, recyclable 

materials, e-waste management, and environmentally responsible production processes. Green marketing 

strengthens consumer confidence by highlighting product durability and environmental performance. 

Examples: LG India, Samsung India, Whirlpool India. 

12.6 Hospitality and Tourism Industry 

Hotels and tourism organizations are implementing energy conservation, rainwater harvesting, waste 

management, plastic reduction, and sustainable tourism practices. Green marketing enables hospitality 

businesses to attract environmentally conscious domestic and international tourists. 

Examples: Indian Hotels Company Limited (Taj Hotels), ITC Hotels, Club Mahindra. 

12.7 E-Commerce and Retail Industry 

E-commerce companies are increasingly adopting sustainable packaging, electric delivery vehicles, 

carbon-neutral logistics, digital invoicing, and eco-friendly warehousing practices. Green marketing 

enhances customer trust and supports sustainable retail operations. 

Examples: Amazon India, Flipkart, Reliance Retail. 

 

Table 5: Industry-wise Applications of Green Marketing in India 

Industry Major Green Marketing Practices Strategic Benefits 

Automobile 
Electric vehicles, fuel efficiency, recyclable 

components 

Competitive advantage, reduced 

emissions 

FMCG Eco-friendly packaging, sustainable sourcing Customer loyalty, brand image 

Textile Organic fibres, water conservation, recycling 
Export competitiveness, 

sustainability 

Banking 
Paperless banking, green finance, ESG 

investments 

Corporate reputation, operational 

efficiency 

Consumer 

Electronics 

Energy-efficient products, e-waste 

management 

Consumer trust, regulatory 

compliance 
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Industry Major Green Marketing Practices Strategic Benefits 

Hospitality 
Green buildings, waste management, 

renewable energy 
Sustainable tourism, cost savings 

E-commerce Sustainable packaging, green logistics 
Customer satisfaction, operational 

efficiency 

 
Discussion 

The industry-wise analysis demonstrates that green marketing has become a strategic business practice 

across diverse sectors of the Indian economy. While the nature of implementation varies according to 

industry characteristics, the common objective is to create sustainable value by balancing economic 

performance with environmental responsibility. 

Organizations adopting green marketing are increasingly benefiting from enhanced brand image, stronger 

customer relationships, improved operational efficiency, regulatory compliance, and long-term business 

sustainability. As environmental awareness and sustainability expectations continue to grow, green 

marketing is expected to become an integral component of corporate strategy across all sectors of Indian 

industry. 

 

13. MAJOR CHALLENGES OF GREEN MARKETING IN INDIA 

Although green marketing offers significant strategic advantages, its successful implementation in India 

is constrained by several economic, technological, organizational, and behavioural challenges. These 

barriers affect both businesses and consumers and often slow the transition towards sustainable marketing 

practices. The major challenges are discussed below. 

13.1 High Initial Investment 

One of the major obstacles to adopting green marketing is the high initial cost associated with sustainable 

technologies, eco-friendly raw materials, renewable energy systems, green product design, environmental 

certifications, and cleaner production processes. Small and Medium Enterprises (SMEs), in particular, 

often face financial constraints in implementing these initiatives. 

13.2 Consumer Price Sensitivity 

Although environmental awareness has increased, a large segment of Indian consumers remains highly 

price-sensitive. Green products often involve higher production costs, resulting in higher selling prices. 

Consequently, many consumers prefer conventional products over environmentally friendly alternatives 

despite being aware of environmental issues. 

13.3 Lack of Consumer Awareness 

Many consumers still have limited knowledge about green products, eco-labels, environmental 

certifications, and sustainable consumption. Misunderstanding of environmental claims often influences 

purchasing decisions and reduces the effectiveness of green marketing campaigns. Therefore, 

organizations must invest in consumer education and awareness programmes. 

13.4 Greenwashing 

Greenwashing refers to the practice of making false, exaggerated, or misleading environmental claims 

without implementing genuine sustainable practices. Such practices reduce consumer confidence, damage 

corporate reputation, and undermine the credibility of green marketing. Preventing greenwashing requires 

transparency, third-party verification, and compliance with environmental regulations. 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260585765 Volume 8, Issue 5, September-October 2026 18 

 

13.5 Lack of Standardization and Certification 

India still faces challenges regarding uniform environmental standards and certification systems. Different 

eco-labels and certification procedures often confuse consumers and make it difficult to compare products. 

A standardized certification framework would improve transparency and strengthen consumer trust. 

13.6 Supply Chain and Infrastructure Constraints 

Successful green marketing depends upon sustainable sourcing, eco-friendly manufacturing, efficient 

logistics, recycling systems, and effective waste management infrastructure. Many organizations face 

difficulties in coordinating sustainable practices across the entire supply chain due to limited infrastructure 

and inadequate technological support. 

13.7 Organizational Resistance to Change 

The transition from conventional marketing to green marketing often requires changes in organizational 

culture, employee skills, production processes, and business strategies. Resistance to change, lack of 

management commitment, and insufficient technical expertise may delay the adoption of sustainable 

marketing practices. 

13.8 Technological and Financial Limitations 

The adoption of advanced green technologies, renewable energy systems, digital monitoring tools, and 

environmentally friendly production techniques requires significant financial resources and technical 

expertise. Many organizations, particularly SMEs, find it difficult to invest in such technologies due to 

limited capital and inadequate government support. 

 

Table 6: Major Challenges of Green Marketing in India 

Challenge Impact on Business 

High Initial Investment Increases implementation costs 

Consumer Price Sensitivity Reduces demand for green products 

Lack of Consumer Awareness Low adoption of sustainable products 

Greenwashing Loss of trust and corporate credibility 

Lack of Standardization Consumer confusion and inconsistent environmental claims 

Supply Chain Constraints Difficulty in implementing sustainable operations 

Organizational Resistance Slow adoption of green practices 

Technological & Financial Limitations Limited innovation and delayed sustainability initiatives 

 

Discussion 

The analysis indicates that the challenges of green marketing extend beyond environmental concerns and 

involve economic, technological, organizational, and behavioural factors. While increasing environmental 

awareness and supportive government policies have accelerated the adoption of green marketing, issues 

such as high implementation costs, consumer price sensitivity, inadequate infrastructure, and 

greenwashing continue to limit its widespread acceptance. 

To overcome these challenges, organizations should adopt a long-term strategic approach that combines 

innovation, stakeholder engagement, transparent communication, employee training, and continuous 

investment in sustainable technologies. Collaboration between businesses, government agencies, research 
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institutions, and consumers will also play a crucial role in strengthening the green marketing ecosystem 

in India. 

 

14. STRATEGIES FOR PROMOTING GREEN MARKETING IN INDIA 

To ensure the successful implementation of green marketing, organizations must adopt a strategic 

approach that integrates environmental sustainability into every aspect of business operations. The 

following strategies can strengthen green marketing practices in India. 

14.1 Develop Sustainable Products 

Organizations should design products that are environmentally friendly, durable, recyclable, energy-

efficient, and manufactured using sustainable raw materials. Sustainable product innovation helps reduce 

environmental impact while meeting changing consumer expectations. 

14.2 Strengthen Environmental Communication 

Companies should communicate environmental claims honestly, transparently, and with supporting 

evidence. The use of recognized eco-labels, environmental certifications, and sustainability reports can 

enhance consumer confidence and minimize the risk of greenwashing. 

14.3 Promote Consumer Awareness 

Consumer education plays a crucial role in encouraging sustainable purchasing behaviour. Businesses, 

educational institutions, and government agencies should conduct awareness campaigns highlighting the 

benefits of green products, responsible consumption, recycling, and environmental conservation. 

14.4 Invest in Green Technologies 

Organizations should adopt energy-efficient machinery, renewable energy, digital technologies, water 

conservation systems, and waste reduction practices. Technological innovation not only reduces 

environmental impact but also improves productivity and long-term operational efficiency. 

14.5 Strengthen Green Supply Chain Management 

Sustainable sourcing, eco-friendly transportation, optimized logistics, and responsible waste management 

should be integrated across the supply chain. Collaboration with suppliers and business partners is 

essential for achieving environmental sustainability. 

14.6 Encourage Government Support 

Government incentives, tax benefits, subsidies, environmental certifications, and favourable regulatory 

policies can encourage businesses, particularly MSMEs, to adopt green marketing practices more 

effectively. 

14.7 Integrate ESG into Business Strategy 

Organizations should align green marketing initiatives with Environmental, Social, and Governance 

(ESG) principles. Integrating sustainability into strategic planning improves corporate reputation, investor 

confidence, and long-term business performance. 

14.8 Continuous Monitoring and Improvement 

Businesses should regularly evaluate environmental performance through measurable sustainability 

indicators such as carbon emissions, energy consumption, water usage, recycling rates, and waste 

reduction. Continuous improvement ensures long-term effectiveness of green marketing strategies. 

 

Table 7: Strategies for Strengthening Green Marketing in India 

http://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR260585765 Volume 8, Issue 5, September-October 2026 20 

 

Strategy Expected Outcome 

Sustainable Product Development Eco-friendly products and innovation 

Transparent Environmental Communication Increased customer trust 

Consumer Awareness Programmes Higher demand for green products 

Adoption of Green Technologies Improved operational efficiency 

Sustainable Supply Chain Reduced environmental impact 

Government Support Greater adoption of green marketing 

ESG Integration Enhanced corporate reputation 

Continuous Performance Monitoring Long-term sustainability 

 

15. MAJOR FINDINGS OF THE STUDY 

1. Based on the review of literature, comparative analysis, and conceptual evaluation, the following 

major finGreen marketing represents an evolution of traditional marketing rather than its 

replacement. While traditional marketing emphasizes customer satisfaction and profitability, green 

marketing expands this perspective by incorporating environmental sustainability and social 

responsibility into business strategies. 

2. The adoption of green marketing is increasing rapidly in India. Rising environmental awareness, 

changing consumer preferences, government regulations, ESG initiatives, Mission LiFE, and 

Extended Producer Responsibility (EPR) have accelerated the transition towards sustainable 

marketing practices. 

3. Green marketing contributes significantly to organizational competitiveness. Organizations 

adopting green marketing practices experience improvements in brand image, customer trust, 

innovation, operational efficiency, and long-term competitive advantage. 

4. Sustainability has become a strategic business imperative. Green marketing is no longer viewed 

merely as an environmental initiative but as an integral component of corporate strategy that supports 

long-term business growth and resilience. 

5. Consumer behaviour plays a crucial role in the success of green marketing. Increasing 

environmental consciousness encourages the demand for eco-friendly products; however, purchase 

decisions are still influenced by factors such as price, quality, availability, and perceived value. 

6. Greenwashing remains a major challenge. Misleading environmental claims reduce consumer 

confidence and negatively affect the credibility of genuine green marketing initiatives. Transparent 

communication and regulatory compliance are therefore essential. 

7. Technological innovation acts as an important enabler of green marketing. Digital technologies, 

artificial intelligence, blockchain, and sustainable supply chain management improve transparency, 

traceability, and resource efficiency. 

8. Government support has significantly influenced the growth of green marketing in India. 

Policies promoting sustainable production, environmental reporting, renewable energy, and 

responsible consumption have encouraged organizations to adopt environmentally responsible 

business practices. 

9. The implementation of green marketing is not uniform across industries. Sectors such as 

automobiles, FMCG, banking, textiles, hospitality, and consumer electronics have adopted green 
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marketing at different levels depending on technological capability, regulatory requirements, and 

consumer demand. The long-term success of green marketing depends on integrating 

sustainability into core business sdings have been derived: 

10. trategy rather than using it solely as a promotional tool. Organizations that genuinely adopt 

sustainable practices are more likely to achieve durable competitive advantage and contribute to 

sustainable development. 

 

16. MANAGERIAL IMPLICATIONS 

The findings of the study provide several important implications for business managers and corporate 

decision-makers. 

 Green marketing should be integrated into the overall corporate strategy rather than treated as a short-

term promotional activity. 

 Managers should invest in sustainable product development, eco-friendly technologies, and resource-

efficient production systems to improve both environmental and financial performance. 

 Transparent environmental communication supported by verifiable evidence is essential to build 

consumer trust and prevent greenwashing. 

 Organizations should strengthen collaboration with suppliers, distributors, and other stakeholders to 

develop sustainable supply chains. 

 Employee training and organizational awareness programmes should be conducted regularly to 

promote sustainability-oriented thinking across all business functions. 

 Businesses should monitor environmental performance through measurable indicators and publish 

sustainability reports to improve transparency and accountability. 

 Continuous investment in innovation and digital technologies can further strengthen green marketing 

initiatives and improve organizational competitiveness. 

 

17. POLICY IMPLICATIONS 

The findings of this study have important implications for policymakers, regulatory authorities, and 

industry stakeholders. The Government of India should continue strengthening environmental regulations 

and sustainability policies to encourage wider adoption of green marketing practices. Financial incentives, 

tax benefits, and subsidies should be provided to organizations, particularly MSMEs, investing in green 

technologies and sustainable production. 

Standardized eco-labelling and stricter monitoring of environmental claims are essential to reduce 

greenwashing and enhance consumer confidence. Public awareness programmes should be strengthened 

to educate consumers about sustainable products and responsible consumption. 

Furthermore, greater collaboration among government agencies, industries, educational institutions, and 

environmental organizations can accelerate the transition towards a green economy. Promoting ESG 

reporting, circular economy practices, renewable energy, and sustainable innovation will further support 

India's sustainable development goals. 

 

18. PRACTICAL RECOMMENDATIONS 

Based on the findings of the study, the following recommendations are suggested to promote the effective 

implementation of green marketing in Indian industries: 
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1. Integrate Sustainability into Business Strategy: Organizations should embed environmental 

sustainability into their vision, mission, and long-term strategic planning rather than treating it as a 

marketing initiative. 

2. Promote Green Product Innovation: Businesses should invest in eco-friendly product design, 

sustainable packaging, and resource-efficient production technologies to meet changing consumer 

expectations. 

3. Ensure Transparent Environmental Communication: Environmental claims should be accurate, 

verifiable, and supported by credible evidence to prevent greenwashing and strengthen consumer trust. 

4. Strengthen Consumer Awareness: Companies should conduct awareness campaigns and 

educational programmes to encourage responsible consumption and improve understanding of green 

products. 

5. Adopt Sustainable Supply Chain Practices: Organizations should collaborate with suppliers, 

distributors, and logistics partners to reduce environmental impacts throughout the value chain. 

6. Invest in Green Technologies: The adoption of renewable energy, digital technologies, waste 

management systems, and energy-efficient processes can improve operational efficiency and 

environmental performance. 

7. Enhance ESG and Sustainability Reporting: Organizations should regularly disclose environmental 

performance through sustainability reports to improve transparency and stakeholder confidence. 

8. Encourage Government–Industry Collaboration: Strong coordination between government 

agencies, industries, research institutions, and environmental organizations can accelerate the adoption 

of green marketing practices. 

 

19. CONCLUSION 

Green marketing has emerged as a strategic business approach that integrates economic growth with 

environmental sustainability. The comparative analysis demonstrates that green marketing extends beyond 

traditional marketing by emphasizing responsible production, sustainable consumption, and long-term 

stakeholder value. 

The study concludes that green marketing enhances organizational competitiveness through improved 

brand image, customer trust, innovation, operational efficiency, and regulatory compliance. However, 

challenges such as high implementation costs, limited consumer awareness, and greenwashing continue 

to hinder its widespread adoption. 

For Indian industries, green marketing should be viewed as a long-term strategic investment rather than 

merely a promotional tool. Organizations that genuinely incorporate sustainability into their business 

models will be better positioned to achieve sustainable competitive advantage while contributing to 

environmental conservation and inclusive economic development. 

 

20. LIMITATIONS OF THE STUDY 

 The study is based solely on secondary data. 

 It does not include primary data or empirical analysis. 

 The findings are limited to the Indian context. 

 Rapid changes in environmental regulations and consumer behaviour may influence future outcomes. 
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21. SCOPE FOR FUTURE RESEARCH 

Future research may focus on: 

 Empirical analysis of green marketing practices across different industries. 

 Consumer perception and purchase behaviour towards green products. 

 The impact of ESG and digital technologies on green marketing. 

 Comparative studies between developed and developing economies. 

 The role of AI and circular economy practices in sustainable marketing. 

  
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