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Abstract: Green marketing refers to the promotion of products and services based on their environmental 

benefits, focusing on sustainability and eco-friendliness. It encompasses strategies that highlight the 

environmental impact of a product, such as its energy efficiency, use of recyclable materials, or minimal 

carbon footprint. Sustainable consumer behaviour is the tendency of consumers to prefer products and 

services that contribute to environmental conservation and support social responsibility. This behaviour is 

driven by growing awareness of environmental issues and a desire to reduce ecological harm. As more 

consumers align their purchasing decisions with sustainability goals, businesses are increasingly adopting 

green marketing strategies to meet these demands. Both green marketing and sustainable consumer 

behaviour aim to foster a more eco-conscious society, ensuring that businesses and consumers alike 

contribute to a more sustainable future 
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I. INTRODUCTION 

Green marketing and sustainable consumer behaviour are closely intertwined concepts that reflect the growing 

importance of environmental consciousness in today's marketplace. Green marketing involves promoting products and 

services that have a minimal environmental impact, focusing on sustainability, energy efficiency, and the use of eco-

friendly materials. Companies are increasingly incorporating these values into their branding and marketing strategies 

as consumers demand more environmentally responsible choices. 

Sustainable consumer behaviour refers to the decisions and actions taken by individuals who prioritize environmental 

and social considerations in their purchasing habits. These consumers seek out products that align with their values, 

such as those made from renewable resources or those that contribute to the reduction of carbon footprints. As 

awareness of climate change and resource depletion grows, both green marketing and sustainable consumer behaviour 

are shaping the future of business practices, encouraging companies to adopt more responsible and eco-conscious 

strategies while fostering a shift toward a more sustainable global economy. 

 

Definition 

Green Marketing refers to the practice of promoting products and services based on their environmental benefits. This 

includes efforts to advertise a product's eco-friendly features, such as energy efficiency, sustainable sourcing, or 

minimal environmental impact during production and disposal. Green marketing aims to attract environmentally 

conscious consumers by highlighting the ecological advantages of the product or service, encouraging more sustainable 

consumption practices. 

Sustainable Consumer Behaviour refers to the purchasing decisions and consumption patterns of individuals that 

prioritize environmental, social, and economic sustainability. Consumers who engage in sustainable behaviour tend to 

choose products and services that are ethically produced, have a minimal environmental footprint, or support social 

causes. This behaviour often includes buying eco-friendly products, reducing waste, and supporting companies with 

strong environmental and ethical practices. 

 



I J A R S C T    

    

 

               International Journal of Advanced Research in Science, Communication and Technology  

                               International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

Volume 5, Issue 3, April 2025 

 Copyright to IJARSCT         DOI: 10.48175/IJARSCT-25021  87 

    www.ijarsct.co.in  

 
 

ISSN: 2581-9429 Impact Factor: 7.67 

 
Features of Green Marketing and Sustainable Consumer Behaviour 

Green Marketing Features: 

 Eco-friendly Products: Green marketing emphasizes the promotion of products that are environmentally 

friendly, using sustainable materials, recyclable packaging, or energy-efficient features. 

 Environmental Transparency: Companies often disclose their environmental practices, such as sourcing raw 

materials responsibly, reducing waste, or minimizing carbon footprints, to build trust with consumers. 

 Sustainability Certification: Products may carry eco-certifications, such as Energy Star, Fair Trade, or 

organic labels, signalling that they meet specific environmental or ethical standards. 

 Green Branding: Brands use green marketing to position themselves as environmentally responsible, 

appealing to consumers who prioritize eco-conscious values in their purchasing decisions. 

 

Sustainable Consumer Behaviour Features: 

 Ethical Purchasing: Consumers with sustainable behaviours prioritize ethical considerations, such as 

purchasing from companies with fair labour practices, humane animal treatment, or environmentally friendly 

processes. 

 Resource Conservation: Sustainable consumers tend to buy products that promote conservation, such as 

energy-efficient appliances, reusable items, or products made from renewable resources. 

 Preference for Eco-friendly Brands: These consumers actively seek out brands that align with their 

environmental values, often preferring companies that adopt green marketing practices. 

 Reduced Waste Generation: Sustainable consumers are mindful of their consumption patterns, opting for 

products with minimal packaging, or those that can be reused, repaired, or recycled. 

 

Advantages of Green Marketing 

 Increased Consumer Loyalty: Companies that adopt green marketing practices often build stronger 

relationships with environmentally conscious consumers, fostering greater customer loyalty and repeat 

business. 

 Competitive Advantage: Green marketing can differentiate a brand in a crowded market, giving it a unique 

selling proposition (USP) that appeals to consumers who prioritize sustainability. 

 Enhanced Brand Image: Promoting eco-friendly products can improve a company’s reputation, presenting it 

as a socially responsible business that cares about environmental and societal issues. 

 Compliance with Regulations: As governments worldwide impose stricter environmental regulations, green 

marketing allows businesses to stay ahead of compliance requirements, reducing potential legal risks and 

penalties. 

 

Advantages of Sustainable Consumer Behaviour 

 Reduction in Environmental Impact: Sustainable consumer behaviour leads to less waste, reduced carbon 

footprints, and conservation of natural resources, contributing to a healthier planet. 

 Improved Quality of Life: By choosing products that are environmentally friendly, consumers support a 

cleaner, safer environment, leading to better health outcomes and overall well-being. 

 Support for Ethical Business Practices: Consumers who prioritize sustainability often choose companies that 

are socially and environmentally responsible, encouraging businesses to adopt fair labour practices and ethical 

sourcing. 

 Long-term Savings: Sustainable consumers often make purchasing decisions that result in long-term savings, 

such as investing in durable, energy-efficient products or reducing waste through reusable goods. 
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Disadvantages of Green Marketing 

 Higher Costs: Developing eco-friendly products or implementing green marketing strategies can be costly. 

Sustainable sourcing, production methods, and certifications often require more investment, which could be 

passed on to consumers. 

 Green washing Risk: Companies that claim to be environmentally friendly but fail to meet sustainable 

standards risk being accused of "green washing." This can damage a brand's reputation and consumer trust if 

the claims are found to be misleading or deceptive. 

 Limited Consumer Understanding: Not all consumers fully understand what "green" or "eco-friendly" 

means, which can lead to confusion or scepticism about the authenticity of a product’s environmental benefits. 

 Inconsistent Regulations: Green marketing practices can be affected by varying regulations across different 

regions. What may be considered eco-friendly in one country could not meet the standards in another, creating 

challenges for global marketing strategies. 

 

Disadvantages of Sustainable Consumer Behaviour 

 Higher Prices: Sustainable products are often more expensive due to ethical sourcing, eco-friendly materials, 

and environmentally conscious production processes. This can make sustainable options less accessible to 

price-sensitive consumers. 

 Limited Availability: Eco-friendly products are not always available in every market or retail location, which 

can make it difficult for consumers to find sustainable alternatives, especially in less developed regions. 

 Inconvenience: Adopting sustainable behaviours, such as buying products with minimal packaging or using 

energy-efficient appliances, may require more effort, time, and planning, which some consumers may find 

inconvenient. 

 Lack of Education and Awareness: Many consumers may not be fully informed about sustainable practices 

or the long-term benefits of environmentally friendly products, which can limit the adoption of sustainable 

consumer behaviour. 

 

II. CONCLUSION 

Green marketing and sustainable consumer behaviour are critical drivers in the movement toward a more sustainable 

and eco-conscious future. As consumers become increasingly aware of the environmental and social impacts of their 

purchasing decisions, businesses are adopting green marketing strategies to meet the rising demand for eco-friendly 

products and services. Green marketing, which focuses on promoting the environmental benefits of products, not only 

helps businesses differentiate themselves in a competitive market but also contributes to a broader social shift toward 

sustainability. 

On the other hand, sustainable consumer behaviour plays a crucial role in shaping this shift, as consumers prioritize 

environmental and ethical considerations in their buying decisions. While green marketing offers various advantages 

such as enhanced brand image and customer loyalty, it also comes with challenges like the risk of green washing and 

higher costs. Similarly, sustainable consumer behaviourleads to reduced environmental impact and promotes ethical 

business practices, but it can be hindered by factors like higher prices, limited product availability, and lack of 

awareness. 

Ultimately, both green marketing and sustainable consumer behaviour are essential in fostering a more sustainable 

global economy. The collaboration between businesses and consumers will be key to achieving long-term 

environmental goals, ensuring that future generations can enjoy a healthier and more sustainable planet. To maximize 

the benefits of both, it is important for businesses to maintain transparency, authenticity, and continuous education on 

sustainability while consumers continue to prioritize eco-friendly choices. 
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