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Abstract 

Purpose of this research paper is to study the influence of the social media marketing strategies 

including the green strategies on restaurant sales and growth.  

The methodology includes the mixed method in which empirical analysis was used and 

implications were drawn.  

Findings suggests that the ambiance, context, music, food quality and outlet outlay influences the 

restaurant sales significantly. Apart from that, if the restaurants are using green strategies, that also 

influences how the consumers perceives the influence of carbon foot print and allows the customer 

to make decisions about purchase. This is because after Covid 19, the consumers have become 

very conscious about the green strategies which can actually help the sustainable businesses.  

Implications include the role of businesses in creating green people, planet profit collaboration for 

sustainable green businesses (3P model for sustainable and SDG).  

 

Keywords: SDG, Green marketing, Sustainable business practices, Environmental sustainability, 

corporate social responsibility & Competitive advantage 

 

Introduction 

Platforms like YouTube where we watch different kind of content in the form of videos, Google, 

Instagram, snapchat, Facebook, Twitter have transformed into important marketing tools for the 

hospitality industry. This evolution is supported by research studies (DiPietro, 2012; Kwok and Yu, 

2013; Sparks and Bradly, 2014). The modern business landscape is experiencing a significant shift 
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towards sustainability due to heightened environmental concerns and evolving consumer 

preferences. In response, green marketing strategies have become essential tools for organizations 

striving to align their operations with sustainable practices while remaining competitive. This 

comprehensive review explores the intricate relationship between green marketing strategies and 

sustainable business practices by synthesizing diverse literature, theories, and empirical evidence. 

Through a thorough examination of existing knowledge, the review uncovers the various impacts 

of green marketing strategies on organizational sustainability, including the identification and 

analysis of key determinants influencing their intention and implementation. Furthermore, it delves 

into the challenges and opportunities inherent in this pursuit, while also shedding light on the 

effects of green marketing on environmental stewardship, corporate social responsibility, and the 

attainment of competitive advantage. Additionally, the review highlights emerging intentions and 

future directions in the field, emphasizing the importance of understanding consumer behavior, 

fostering green branding, and developing eco-friendly products to cultivate a culture of 

sustainability within organizations. Finally, it underscores the pivotal role of corporate 

sustainability initiatives in addressing environmental issues and meeting societal expectations. 

Green marketing strategies have become increasingly prevalent in the contemporary 

business landscape as companies respond to growing environmental concerns and shifting 

consumer preferences. These strategies, also known as sustainable marketing or eco-marketing, 

focus on promoting products, services, and corporate initiatives that prioritize environmental 

sustainability. In recent decades, heightened awareness of environmental issues such as climate 

change, pollution, and resource depletion has prompted consumers to seek out more eco-friendly 

alternatives in their purchasing decisions. This shift in consumer behavior has compelled 

businesses to adapt their marketing strategies to meet this demand and differentiate themselves in 

the marketplace. Green marketing strategies encompass a wide range of practices, including 

product design and development, packaging, distribution, advertising, and communication. They 

emphasize transparency, accountability, and social responsibility, aiming to minimize the negative 

environmental impact of products and operations while maximizing positive contributions to 

sustainability. By highlighting the environmental attributes of their products and services, 

companies can appeal to environmentally conscious consumers and gain a competitive advantage 

in the market. Green marketing strategies often involve communicating information about the 
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environmental benefits of products, such as energy efficiency, recyclability, use of renewable 

materials, or reduction of greenhouse gas emissions. Furthermore, green marketing extends 

beyond product attributes to encompass broader corporate sustainability initiatives, such as waste 

reduction, energy conservation, and support for environmental causes. Companies that adopt green 

marketing strategies not only enhance their brand image but also demonstrate their commitment 

to environmental stewardship and corporate social responsibility. 

 

Definition of Green Marketing: 

Green marketing, also known as environmental marketing or sustainable marketing, refers to the 

practice of promoting products, services, and corporate initiatives that are designed to minimize 

negative impacts on the environment or enhance environmental sustainability. This marketing 

approach encompasses a range of strategies and tactics aimed at addressing environmental 

concerns, such as reducing resource consumption, minimizing pollution and waste, conserving 

energy, and promoting the use of renewable materials. 

 

Literature Review  

Social media platforms are a popular and convenient way for restaurant marketers to connect with 

customers digitally. The importance of platforms is highlighted (Bilgihan et al., 2014). SNSs play 

a significant role in the purchasing decisions of casual-dining restaurant customers. Influence 

comes from ideas of prior users, family members, and friends, making SNSs powerful in shaping 

opinions. Marketers use social media engagement techniques to measure shares of post or any 

content also the likes that any kind of content on social media get, and comments on online 

marketing platforms. This technique helps in assessing the effectiveness of digital marketing 

strategies (Leung, 2015; Lim, 2015). Popular SNSs are utilized by casual-dining restaurants to 

reach target audiences, enhance brand visibility, and generate leads or sales. Digital platforms 

contribute significantly to the marketing efforts of these restaurants (DiPietro, 2012; Kwok and 

Yu, 2013). Generation Z is identified as the most targeted customer category for marketers on 

digital platforms. 

The constant presence of Generation Z on the internet and social media makes them a prime focus 

for restaurant marketers. Online purchasing has become a intentiony behavior among Generation 
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Z, further emphasizing the importance of digital platforms in reaching this demographic (Chakola, 

2022). 

 

Kajal, K. S. (2023) focus in this research were twofold: first, to explore how integrating 

sustainable innovation into e-commerce platforms, product packaging, and last-mile delivery 

services could impact consumer attitudes and behaviors toward online shopping in Haryana; and 

second, to assess the effectiveness of green marketing strategies and eco-labeling in influencing 

consumer perceptions and purchasing decisions within the region. Employing a mixed-methods 

approach comprising both quantitative and qualitative data collection methods, the study surveyed 

500 online shoppers in Haryana and conducted in-depth interviews with selected participants. 

Statistical analyses, including descriptive and inferential statistics, were utilized to analyze the 

data. The study's findings revealed that sustainable innovations in e-commerce platforms, 

packaging, and delivery significantly influenced consumer attitudes and behaviors toward online 

shopping in Haryana. 

Kumar, D. N. (2022) examined the variables influencing consumers' purchases of environmentally 

friendly goods. The paper reports on a survey conducted in Thoothukudi among 110 consumers. 

Primary data gathered from the respondents forms the basis of the study. Furthermore, an analysis 

was conducted of the respondents' socioeconomic characteristics. The data was analysed using 

factor analysis, Likert's scaling approach, percentage analysis, and Garrett ranking technique. 

Green marketers in India have a wide range of sizable and varied consumer categories to serve. 

Munamba, R., & Nuangjamnong, C. (2021) investigates how green marketing mix, green brand 

knowledge, and attitude towards green products affect Generation Y consumers' purchase intention 

of green products in Bangkok, Thailand. The quantitative data are collected via an online 

questionnaire distributed to people who fulfilled the sample size requirements: Generation Y 

consumers residing in Bangkok and have minimal knowledge about environmentally friendly or 

green products. In order to get a meaningful result, the researcher needed to conduct the 

questionnaire from a minimum of 400 respondents, in which the researcher has conducted 403 

questionnaires. The researcher used statistical procedures to analyze the data. After the descriptive 

analysis and linear regression analysis, the results revealed that all six variables positively 

influence purchase intention. 
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Kilumile, J. W., John, J. K., & Kihombo, S. S. (2020)  aimed at identifying the level of green 

marketing intention among agro-processing businesses in the context of Tanzania and studying the 

influence of business size on green marketing intention. Data were collected from 120 micro, small 

and medium enterprises operating in agro-processing sector in Morogoro region. The findings 

show that, the level of intention of green marketing practices is low as most businesses adopted 

relatively few practices. Also, it was found that, there is an association between business size and 

level of intention of green marketing practices. It has to be noted that, the findings are limited to 

agro processing industry in Morogoro since the applicability of these findings to other industries 

is uncertain as data were collected in agro-processing industry. 

Ampol, C. (2019) aimed to investigate the key factors affecting green product awareness and 

purchase decisions in green or eco-friendly products. The researched population was green 

consumers or people who purchased green products in Phetchabun province, Thailand. The author 

randomized three districts of this province for data collection. The purposive sampling method 

was performed in targeted areas. A total of 450 usable questionnaires were analyzed in this study. 

Descriptive statistics, correlation analysis, and multiple regression analysis with the stepwise 

method have been employed. The results found that (1) all key factors of the study were at high 

level to reflect the alignment of consumers’ opinions with the factors, (2) four key factors including 

green promotion, environment concern, green purchase attitudes, and reference groups had a 

positive and significant influence on consumers’ green product awareness, (3) green product 

attributes and green product attitudes had a positive effect on consumers’ purchase decision, and 

(4) consumers’ green product awareness had positive significant influence on their purchase 

decision 

Karurkar, S., Unnikrishnan, S., & Panda, S. S. (2018) focus in this paper is to study the 

sustainability intentions in Indian automobile manufacturing industry and to study the importance 

given to various green practices such as recycling, green marketing, green logistics etc. in Indian 

automobile industry. The questionnaire focused on the certain factors in the automobile industry: 

The second part of the questionnaire looked at the importance given to adverse safety and 

environmental impacts. The results of the study show that the automobile industry of India 

considers Green Logistics and green power as the highest prioritized criteria and Green 

Procurement has been given the least importance.  
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R, G., & G, L. (2017) current empirical study examined the Green Consumption Behavioral 

Intentions among consumers in metropolitan cities of Bangalore and Hyderabad. An effort was 

also made to explicate the interconnectedness between Green Consumption Behaviour (GCB), 

Green Production (GP) and Green Marketing (GM) using a descriptive design and e-survey 

technique. Sample size was confined to 64 elements. The key learning outcomes of this study show 

that there is an increased concern to preserve and protect environment and eco-system across the 

groups of producers, consumers and distributors. There is a paradigm shift in the buyers' intention 

and purchase behaviour of consumers as they are now aware of the benefits that accrue from a 

green life style. 

Obaid, T. (2016) aims to investigate the influence of green marketing strategy on sales growth of 

green cars in Jordan. The study analyses the data of 332 car dealers during 2010-2014. The results 

reveal both positive (green product, green promotion and green process) and negative (green price, 

green physical evidence, green people, green distribution on sales growth) influence of green 

marketing strategy on sales growth. The study further finds that intention of green marketing 

strategy may significantly increase the sales volume of green cars. However, the intention of 

marketing strategies may decline the sales volume of non-green cars comparing with the green 

cars. 

Panigrahi, A. (2015)  primary aim of this research is to investigate the awareness and attitudes of 

both urban and rural consumers towards green products, services, and marketing initiatives in the 

cities of Cuttack, Bhubaneswar, and 10 surrounding villages within a 70 km radius. The study 

utilized stratified random sampling and a five-point Likert scale to collect data from these regions. 

Subsequent analysis involved employing various statistical methods. Results indicate that green 

marketing has a more significant impact on consumers in Cuttack and Bhubaneswar compared to 

those residing in rural areas. 

Divya, A. (2014) focused on examining production and marketing aspects of major pulses in 

Raigarh district, Chhattisgarh. It aimed to assess the growth in area, production, and productivity 

of pulses from 2001-02 to 2011-12, alongside estimating cultivation costs and analyzing marketing 

patterns. While overall production performance was negative and non-significant, pigeon pea 

showed positive growth in area, production, and productivity. Positive intentions were also 
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observed in the production and productivity of black gram and horse gram. Constraints were 

identified, and policy recommendations were made based on the findings.  

Visual Appeal: The aesthetic quality of social media posts related to casual dining 

restaurants, including images, videos, and graphics. 

VARIABLE 1- VISUAL APPEAL 
 

S.no Topic Author/journal Gaps Objective Variables 

1. Social media 

impact on 

culinary 

tourism- 

Studying social 

media impact 

on consumer 

behavior within 

culinary 

tourism 

Jade & godfrain, 

Oscar 

Jyväskylä: jamk university of applied 

sciences, september 2020, 40 pages. 

Only deductive 

research method is 

used in this study 

The study is 

restricted to the 

same country and 

most of its 

respondents are 

french 

Also the number of 

respondents limits 

its reliability and 

accuracy 

(i) to understand 

the impact of sm 

on consumer 

attitudes towards 

local food; 

(ii) understand the 

impact of cuisine 

media content 

(pictures, videos 

and articles) on 

consumers' 

booking intention 

within culinary 

tourism; 

(iii) to analyze the 

impact factors of 

sm on consumer 

booking intention 

within culinary 

tourism. 

Local food cuisine interest 

(lfci), 

local food cuisine pictures 

(lfcp), 

local food cuisine videos 

(lfcv), 

local food cuisine articles 

(lfcart). 

Local food cuisine attitude 

(lfca), 

local food cuisine booking 

intention (lfcb). 

2. The influence 

of social media 

on the tourism 

industry: a 

content analysis 

of culinary 

tourism brands 

via instagram 

Angela white 

east tennessee state university 
Electronic theses and dissertations. Paper 

4009. Https://dc.etsu.edu/etd/4009 

A broader collection 

of data could have 

revealed stronger or 

different brand 

tendencies. 

For this study, only 

major and award- 

winning accounts 

were chosen and 

studied. 

This research 

examines the 

content of 

Instagram account 

metadata and 

photo composition 

in eight famous 

culinary tourist 

destinations. 

Instagram analytics, 

Image composition, 

And image contents. 

   
This study is based 

on the assumption 

that the food tastes 

well and is more 

concerned with the 

visual appeal of the 

food. 

  

   
For brand success, 

business insights 

must be 

investigated. 
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3. Promotion 

strategy or 

building brand 

Stefanie1, golan hasan2 
Conference on community engagement 

project 

https://journal.uib.ac.id/index.php/concept 

Vol. 3, no. 

1, (2023) 

There is no mention 

of a conceptual 

framework. 

To assist in the 

development of 

social media for 

Social media posts 

Advertising 

 image on All of the elements the business so that  

 digital/online are not thoroughly it may be used and  

 media at rizh’s explored or studied. maximised as a  

 café & resto  promotional  

   medium to help  

   establish brand  

   awareness and  

   brand image at the  

   restaurant, and to  

   assist in the future  

   expansion of sales  

   at the restaurant.  

4. Generating 

competitiveness 

through 

intentioning 

marketing 

strategies, case 

of gen z 

consumers in 

the restaurant 
industry 

Jen yng tan 

Loh yee chan 

Sze che tan 

En yee wong 

Kamelia chaichi 

Http://ijmmu.com editor@ijmmu.com issn 

2364-5369 volume 10, issue 4 april, 2023 

pages: 471-496 

1. study is based on 

recent intentions 

in digital 

marketing. 

2. to include other 

emerging factors, 

such as tik tok for 

better results. 

This study 

investigates the 

impact of several 

intentiony 

marketing 

methods on the 

competitiveness of 

the restaurant 

business among 

gen z consumers. 

1) Service robot 

2) social media 

3) website experience 

4) online advertisements 

5) brand love 

6)competitiveness 

    By better 

understanding gen 

z consumers, 

developing 

appropriate 

marketing 

techniques, and 

changing practice 

in the restaurant 

business, the 

research has 

practical 

ramifications. 

 

5. The more the 

better? 

Strategizing 

visual elements 

in social media 

marketing 

Irene Cheng Chu Chan a, Zhaoyu Chen b, *, 

Daniel Leung 

 

Journal of Hospitality and Tourism 

Management 54 (2023) 268–289 

journal homepage: 

www.elsevier.com/locate/jhtm 

The study can enhance 
experimental realism by 
including multiple posts 
so that “attention” may 
also be measured in the 
AIDA model 

1)This study aimed 

to complement the 

social media 

marketing literature 

by investigating 

how different visual 

strategies, including 

visual volume, 

variety, and 

dynamism, 

interactively affect 

viewers’ emotional 

and behavioral 

responses to social 

media posts. 

Interest in the restaurant 

Desire for the restaurant 

Intention to visit the 

restaurant 

Realism 

Visual volume 

Visual variety 

Memory of the post 

Visual dynamism 

https://journal.uib.ac.id/index.php/concept
http://ijmmu.com/
mailto:editor@ijmmu.com
http://www.elsevier.com/locate/jhtm
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6. Role of the 

Built and 

Online Social 

Environments 

on Expression 

of Dining on 

Instagram 

Vishwali Mhasawade 1, Anas Elghafari 1, 

Dustin T. Duncan 2 and Rumi Chunara 1,3,* 

 

Int. J. Environ. Res. Public Health 2020, 17, 

735; doi:10.3390/ijerph17030735 

can incorporate image 

processing to identify 

objects in the Instagram 

posts. 

 

Further data collection 

could also be done to add 

a temporal dimension to 

the posts from users and 

their network to establish 

temporal precedence in 

the mediation, and also 

consider post-specific 

built-environment 

mediation effects, not just 

those for a user’s home 

built environment. 

We study the role 

of the built and 

online social 

environments in 

the expression of 

dining on 

Instagram in Abu 

Dhabi; a 

ubiquitous social 

media platform, 

city with a vibrant 

dining culture, and 

a topic (food posts) 

which has been 

studied in relation 

to public health 

outcomes. 

User Dining Posts 

Neighborhood Built 

Environment Built 

environment 

Dining Expression on 

Online Social Environment 
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7. Impact of 

digital 

marketing on 

the 

competitiveness 

of the 

restaurant 

industry 

Shiwangi singh a, 

Gurtej singhb, 

Sanjay dhirc 

Journal of foodservice business research 

https://doi.org/10.1080/15378020.2022.2077088 

 

Saboureau, 

The study can be targeted 

at generation z. 

 

The digital marketing 

strategy variables are not 

exhaustive 

To identify the 

factor of digital 

marketing that 

impacts the 

competitiveness of 

the firm. 

To examine the 

significance of the 

identified factor of 

digital marketing 

that impacts the 

competitiveness of 

the restaurants. 

1) Competitiveness 

 

2) online advertisements 

 

3) Online branding 

 

4) Online service quality 

5)post-service quality 

6)social media 

     
7)Website experience 

Research Gap Identified Study 

Many studies have been done to examine 

consumers' purchasing behavior in the 

restaurant industry, we will seek to add 

emotional elements such as personal 

touch, perceived excitement, and 

enjoyment. 

Jeetesh Kumar, Rupam Konar, Kandappan 

Balasubramanian (2020), 

Studies in which on other key variables, 

such as pricing, location, and service 

quality, were overlooked, but we will we 

studying influence all these variables on 

customer behavioral intention 

Jade & Godfrain, Oscar (2020), Jeetesh 

Kumar, Rupam Konar, Kandappan 

Balasubramanian (2020), 

There are studies that have not focused on 

information on the demographics of the 

reviewers. 

Large-scale quantitative and mixed 

methodologies studies can be designed. 

Mihir Bhargava (2021), Agustina Multi 

Purnomo And Syukur Pulu Hamu Ratu 

(2023) 

Studies have not categorized restaurants 

which made the research concept broader 

but we will mainly focus on the casual 

dining restaurants in this study. 

Ms Gifty Efua Koufie ,Dr Hema Kesa 

(2020) 
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Many studies where few variables 

proposed in conceptual model are not 

discussed in detail, but we will discuss 

each proposed variable and its influence in 

detail. 

Canet, Lena N.1,De Luna, Maria Cecilia 

E., Pulumbarit, Catherine B., Zapata, 

Christine 

(2023) 

H1: Visual appeal influences social media marketing impact on customer intention to visit 

casual dining. significantly. 

 

Conceptual Model 

Research Methodology 

Data collection methods such as surveys, interviews, or observation may be employed to gather 

primary data from businesses implementing green marketing strategies and engaging in sustainable 

practices. 100 Questionnaire Sent Through Mail But Out That 60 Were Found Suitable For The 

Study. Percentage and chi square test were applied to test and validate the hypotheses. The 

collected data are then analyzed using appropriate descriptive statistical techniques to summarize 
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and present key findings regarding the impact of green marketing strategies on sustainable business 

practices. Finally, the results are interpreted in light of existing literature and theoretical 

frameworks to draw meaningful conclusions and implications for theory and practice. 

Distribute online surveys through social media platforms, ensuring a wide reach. Schedule and 

conduct in-depth interviews either in person or virtually, based on participant preferences. 

 

Data Analysis & Interpretation  

 

 Reliability Analysis 

Scale: ALL VARIABLES 

 

Case Processing Summary 

N % 

Cases Valid 133 100.0 

Excludeda 0 .0 

Total 133 100.0 

a. Listwise deletion based 
on all variables in the 
procedure. 

 

 

Reliability Statistics 

 

 

 

Interpretation: The reliability analysis results present the value of Cronbach's Alpha which is 

0.976 which is more than 0.5. This indicates high reliability of the measuring variables and high 

level of internal consistency. 

 

 

 

Cronbach's Alpha N of Items 
44 .976 
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Factor Analysis 

Communalities 

Initial Extraction 

visual_percept 1.000 .723 
soc_med_posts 1.000 .782 
visual_appeal 1.000 .803 
soc_med_behav 1.000 .754 
graphics_image 1.000 .713 
content_decision 1.000 .617 
content_aware 1.000 .690 
promotions_soc_med 1.000 .579 
content_percep_influence 1.000 .712 
grahics 1.000 .788 
influencers 1.000 .757 
atmosphere_ambiance 1.000 .737 
influencers_expectations 1.000 .669 
influencer_behav 1.000 .715 
infleuncer_visit 1.000 .713 
reco_expect 1.000 .679 
like_comment_share 1.000 .661 
ewom 1.000 .700 
accuracy_authenticity 1.000 .667 
ewom_easy 1.000 .642 
amb_seat_arrangement 1.000 .716 
interior_decor 1.000 .626 
mod_wifi_fac 1.000 .704 
welcome_atmosphere 1.000 .682 
esthetically_please_spots 1.000 .639 
images_videos 1.000 .773 
reviews 1.000 .763 
auth_content 1.000 .678 
infrastructure 1.000 .664 
intention_influencers 1.000 .721 
caption_description 1.000 .665 
interior_seat 1.000 .697 
wom_reviews 1.000 .699 
engage_posts 1.000 .785 
endorsement 1.000 .654 
intent_visual_appeal 1.000 .676 
ambiance 1.000 .675 
reviews_intent 1.000 .758 
image 1.000 .784 
content_power 1.000 .754 
geographical_proximity 1.000 .737 
visual 1.000 .672 
location 1.000 .698 
casual_dining_trendy 1.000 .655 
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Extraction Method: Principal Component Analysis. 

Table 1: Visual appeal will determine the level of consumer purchase intention 

Level of acceptance  Frequency  Percentage  Cumulative per cent   

Strongly Disagree 04 6.67 6.67 

Disagree  09 15.00 21.67 

Undecided  10 16.67 38.34 

Agree  20 33.33 71.67 

Strongly Agree  17 28.33 100 

Total  60 100  

Table 2 

The above table shows that there is varying degrees of agreement among respondents regarding 

the influence of visual appeal and environmental beliefs on consumer purchase intentions. 

Specifically, 6.67per cent express strong disagreement, while 15per cent disagree with this notion. 

Moreover, 16.67per cent remain undecided on the matter. On the other hand, a significant portion 

of respondents, comprising 33.33per cent, agree that environmental beliefs play a role in 

determining consumer purchase intentions, with 28.33per cent expressing strong agreement. These 

findings suggest a spectrum of perspectives among respondents, highlighting the complexity of 

the relationship between environmental beliefs and consumer behavior. 

H1: There is significant positive correlation between green management practices on 

consumer purchase intention when the prices are as per the customer’s affordability range. 
Scales  Observed 

Frequency  

Expected 

Frequency  

(O-E)2  (O-E)2/E  

Strongly agree  04 12 64 5.33 

Disagree  09 12 09 .75 

Undecided  10 12 04 .33 

Agree  20 12 64 5.33 

Strongly disagree  17 12 25 2.08 

 60   13.82 
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Table 3 

The above table shows that the result of the four-degree-of-freedom chi-square test was 13.82. It 

is clear that the calculated value is greater than the tabulated value when comparing this calculated 

value to the 9.49 tabulated value. As a result, the alternate hypothesis is accepted and the null 

hypothesis—which suggests a positive association between environmental attitudes and consumer 

purchase intentions—is rejected. This result suggests that there is sufficient evidence in the 

observed data to support the hypothesis that there is a strong positive link between consumer 

purchasing intentions and environmental beliefs. Essentially, the statistical study indicates that 

there is correlation between people’s shopping behavior and their environmental convictions.  

Table 4: Green marketing strategies influences consumers’ consumption behavior 

Level of acceptance  Frequency  Percentage  Cumulative per cent   

Strongly Disagree 11 18.33 18.33 

Disagree  09 15.00 33.33 

Undecided  04 06.67 40.00 

Agree  18 30.00 70.00 

Strongly Agree  18 30.00 100 

Total  60   

The table above shows that the diverse perspectives among respondents regarding the influence of 

green marketing tactics and tools on customers' consumption behavior. Specifically, 15.00per cent  

of respondents express disagreement with the notion, while 18.33per cent  strongly disagree. 

Moreover, 6.67per cent remain uncertain, while a significant portion, comprising 30.00per cent , 

agree with the statement. Similarly, another 30.00per cent  of respondents strongly believe that 

green marketing techniques do impact customers' purchasing habits. These findings underscore 

the variability in respondents' views on the influence of green marketing campaigns on consumer 

behavior. While a considerable percentage agrees with the statement, a notable portion remains 

uncertain or disagrees, suggesting differing levels of awareness or perception regarding the effects 

of green marketing initiatives on consumer consumption patterns.  
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H2: Green marketing strategies and tools have a positive influence on consumers’ 

consumption behaviour. 

Scales  Observed 

Frequency  

Expected 

Frequency  

(O-E)2  (O-E)2/E  

Strongly agree  11 12 01 .083 

Disagree  09 12 09 .75 

Undecided  04 12 64 5.33 

Agree  18 12 36 3.00 

Strongly disagree  18 12 36 3.00 

 60   12.16 

Table 5 

The chi-square test conducted with 4 degrees of freedom yielded a calculated value of 12.16, which 

is found to be less than the tabulated value of 9.49. As a result, the null hypothesis, which posits 

that green marketing strategies and tools have no influence on consumers' consumption behavior, 

is rejected. This rejection suggests that there is evidence to support the alternate hypothesis, 

indicating that green marketing strategies and tools do indeed have a positive influence on 

consumers' consumption behavior. The statistical analysis implies that there exists a significant 

relationship between the implementation of green marketing initiatives and consumers' 

consumption patterns. This finding underscores the importance of green marketing efforts in 

shaping consumer behavior towards more environmentally sustainable choices.  

 

Findings  

The statistical analysis implies that there exists a significant relationship between the 

implementation of green marketing initiatives and consumers' consumption patterns. 

This result suggests that there is sufficient evidence in the observed data to support the hypothesis 

that there is a strong positive link between consumer purchasing intentions and environmental 

beliefs. Essentially 
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Challenges 

The challenges of green marketing encompass various factors that can hinder the successful 

implementation and intention of environmentally friendly practices by businesses. Some of these 

challenges include: 

Consumer skepticism: Despite increasing environmental awareness, some consumers remain 

skeptical about the sincerity of green marketing efforts by companies. They may doubt the 

authenticity of eco-friendly claims and perceive them as mere greenwashing tactics. 

Lack of standardized definitions and regulations: The absence of clear and standardized 

definitions of terms like "eco-friendly," "sustainable," and "green" makes it challenging for 

consumers to differentiate genuinely environmentally friendly products from those that are not. 

Additionally, the lack of strict regulations and oversight can lead to misleading or exaggerated 

green marketing claims. 

Higher production costs: Implementing green initiatives often requires significant investments 

in research, development, and production processes. Companies may face challenges in balancing 

these additional costs while remaining competitive in the market, especially if consumers are not 

willing to pay premium prices for sustainable products. 

Limited consumer awareness and education: Many consumers may lack awareness of 

environmental issues or have limited understanding of the environmental impact of their 

purchasing decisions. This lack of awareness can hinder the demand for green products and 

services and make it challenging for companies to justify investing in sustainable practices. 

Supply chain complexities: Green marketing initiatives often involve coordinating with suppliers 

and partners to ensure that products are sourced and manufactured using environmentally 

responsible methods. Managing the complexities of the supply chain, including tracking and 

verifying sustainable practices, can be challenging, particularly for companies operating on a 

global scale. 

Product performance and quality concerns: Some consumers may associate green products 

with inferior quality or performance compared to traditional alternatives. Overcoming these 
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perceptions and demonstrating the efficacy and reliability of eco-friendly products is essential for 

gaining consumer trust and acceptance. 

 

Remedies  

To address the challenges of green marketing and foster more effective implementation of 

environmentally friendly practices by businesses, several remedies can be considered: 

Enhanced transparency and accountability: Companies can strive to provide transparent and 

accurate information about their environmental initiatives and product attributes. This includes 

adopting standardized labeling and certification schemes to help consumers make informed 

choices and build trust in green claims. 

Education and awareness campaigns: Increasing consumer awareness and understanding of 

environmental issues can help stimulate demand for green products and services. Companies can 

play a role in educating consumers about the benefits of sustainable consumption and the 

environmental impact of their purchasing decisions. 

Innovation and product development: Investing in research and development to improve the 

performance, quality, and affordability of green products can help overcome consumer perceptions 

of inferiority. Innovation in sustainable materials, manufacturing processes, and packaging can 

also drive competitive advantage in the market. 

Collaboration and partnerships: Collaborating with suppliers, industry associations, NGOs, and 

government agencies can help businesses overcome supply chain complexities and share best 

practices for sustainability. Partnerships can also facilitate knowledge sharing, resource 

optimization, and collective action on environmental issues. 

Regulatory compliance and standards: Governments can play a crucial role in establishing clear 

regulations and standards for green marketing claims, ensuring that companies adhere to 

environmental laws and guidelines. Compliance with regulatory requirements can help build 

consumer trust and level the playing field for businesses. 
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Consumer engagement and empowerment: Companies can actively engage with consumers 

through marketing campaigns, social media, and interactive platforms to solicit feedback, address 

concerns, and build brand loyalty. Empowering consumers to participate in sustainability 

initiatives and providing incentives for eco-friendly behavior can also drive positive change. 

 

Conclusion 

The summary of findings emphasises how important green marketing campaigns are in 

encouraging good organisational change towards sustainable practices as well as increasing 

consumer awareness of environmental issues. Research has repeatedly demonstrated how effective 

green marketing can be in enhancing customer demand for environmentally friendly products, 

building brand recognition, and spurring innovation in sustainable product creation and production 

techniques. Nevertheless, in spite of these encouraging results, our analysis also points out a 

number of obstacles that must be overcome for green marketing tactics to be successfully 

implemented. Some of them are the lack of uniform definitions and laws, consumer scepticism 

about the veracity of green promises, and the expenses and complexity that come with producing 

and marketing sustainable goods. Notwithstanding these challenges, the research we conducted 

highlights the tremendous potential that green marketing offers companies to balance 

environmental responsibility with revenue. Moving forward, companies must take the initiative 

and put openness, sincerity, and cooperation at the front of their green marketing campaigns.  
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