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ABSTRACT 

Globally, businesses and consumers are becoming increasingly concerned about environmental 

sustainability. Green marketing strategies are being used by businesses more frequently to promote eco-

friendly goods and services while lessening their negative effects on the environment. Green marketing 

incorporates sustainable practices into plans for distribution, pricing, promotion, and product development. 

Based on recent research, this review article investigates the practices, trends, and prospects for green 

marketing. The report identifies major issues in consumer behaviour, business sustainability strategies, and 

the adoption of green marketing by synthesising information from numerous academic sources published 

between 2018 and 2025. The results show that eco-friendly product design, sustainable packaging, green 

advertising, and digital transparency are examples of green marketing techniques that are becoming essential 

to business operations. Additionally, purchase decisions have been greatly impacted by consumer 

understanding of environmental issues. Effective adoption is still hampered by issues including 

greenwashing, expensive implementation, and a lack of standardised legislation. Emerging themes include 

circular economy models, sustainable branding, and technology-driven sustainability initiatives are 

highlighted in the report. The study's conclusion makes recommendations for future lines of inquiry that 

center on innovation, legal frameworks, and consumer involvement in green marketing 

Key Words: Green marketing, sustainable marketing, environmental sustainability, green 

consumer behaviour, eco-friendly products. 
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INTRODUCTION 

Climate change, resource depletion, and growing environmental concerns have prompted companies 

to incorporate sustainability into their operations. Green marketing has become a significant strategy 

that focuses on promoting sustainable and ecologically friendly goods and services. It places a strong 

emphasis on satisfying customer demands while reducing environmental damage. 

Eco-friendly product design, sustainable packaging, green advertising, and ecologically conscious 

supply chain management are some of the tactics used in green marketing. By using these strategies, 

businesses can enhance their brand recognition and draw in eco-aware customers. Businesses have 

adopted sustainable marketing strategies as a result of growing customer awareness of environmental 

issues. 

Governments, regulatory bodies, and customers have put more pressure on companies to conduct 

themselves ethically in recent years. Consequently, businesses are incorporating sustainability more 

and more into their marketing plans. e rapid development of e-commerce has increased competition 

among online retailers. As a result, user experience has become a significant distinction. Traditional 

text-based searches sometimes fail when customers lack the proper terms to explain what they're 

looking for. Visual search, made possible by advancements in computer vision, allows users to upload 

or capture an image and find related products instantaneously. This research looks at how visual 

search improves product discovery, the technology that powers it, and user opinions of its usefulness. 

According to research, corporate social responsibility programs and environmental concerns have 

greatly aided in the expansion of green marketing in a number of industries. Examining the 

development of green marketing techniques, analysing new trends, and determining future paths for 

sustainable marketing tactics are the goals of this review article. 

Concept of Green Marketing: 

The promotion of goods and services that are sustainable and made with eco-friendly methods is 

known as "green marketing." It entails integrating environmental factors into marketing plans for 

product design, manufacturing, packaging, distribution, and promotion. 

Three main goals are the focus of green marketing: 

 Minimising the influence on the environment 

 Encouraging environmentally friendly consumption 
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 Increasing corporate social responsibility 

In contrast to traditional marketing, green marketing places an emphasis on both economic and 

ecological sustainability. The goal of companies using green marketing techniques is to safeguard 

natural resources while adding value for consumers. 

Over time, the idea of "green marketing" has changed, evolving from straightforward eco-friendly 

product promotion to a more comprehensive sustainability strategy that incorporates ethical sourcing, 

environmental management, and sustainable innovation. 

Objectives of the Study: 

To comprehend the idea of green marketing and its significance in the contemporary corporate world. 

 To investigate the most recent developments in green marketing tactics used by businesses. 

 To examine how green marketing promotes eco-friendly goods and services. 

 To research how customer awareness and purchase behaviour are affected by green marketing. 

 To determine the prospects and future paths for sustainable marketing strategies. 

 To emphasise how crucial environmental sustainability is to marketing initiatives. 

Need of the Study: 

The need for this study arises from the growing environmental concerns and increasing awareness 

among consumers about sustainable products and eco-friendly practices. Businesses are under 

pressure from governments, regulatory bodies, and society to adopt environmentally responsible 

marketing strategies. Understanding green marketing practices is essential for organizations to remain 

competitive while contributing to environmental protection. Therefore, this study is necessary to 

examine how green marketing strategies can help organizations achieve both economic growth and 

environmental sustainability. 

Scope of the Study: 

The scope of the study focuses on analyzing green marketing practices adopted by organizations 

across different industries. It examines various aspects such as eco-friendly product development, 

sustainable packaging, green advertising, and environmentally responsible supply chain management. 

The study primarily relies on secondary data from academic journals, research articles, and industry 

reports to understand current trends and future directions of green marketing. The findings of the 

study provide useful insights for businesses, researchers, and policymakers interested in promoting 

sustainable marketing practices.  



                  

 

 
 

Volume – 1 I Issue -2 I September 2026 

_______________________________________________________________________________________ 

13 | P a g e  
© TRB Journal of Multidisciplinary Research (TRBJMR) 

 

 

LITERATURE REVIEW 

Sustainable consumption and environmental responsibility were highlighted in early studies on green 

marketing. According to Ken Peattie (2001), green marketing is a comprehensive management 

process that is in charge of recognising, predicting, and meeting societal and consumer demands in a 

way that is both profitable and sustainable. His research demonstrated the transition from 

conventional marketing techniques to eco-friendly tactics. 

According to Jacquelyn Ottman (2017), businesses must incorporate sustainability into their product 

design, packaging, pricing, and communication methods in order to engage in green marketing. She 

maintained that openness and customer confidence in environmental claims are essential for effective 

green marketing. 

Yung-Shen Chen's (2010) study looked at the connection between competitive advantage and green 

innovation. The study found that green marketing initiatives positively influence brand image and 

customer loyalty, encouraging companies to adopt sustainable marketing strategies. 

Another significant addition comes from Philip Kotler and Kevin Lane Keller (2016), who clarified 

that growing consumer environmental consciousness has made green marketing an essential part of 

contemporary marketing strategy. 

According to Rambalak Yadav and Govind Swaroop Pathak's (2013) analysis of green marketing 

strategies in India, companies are progressively implementing sustainable production methods and 

eco-friendly products to meet consumer demand. 

In a similar vein, Hansini Premi, Monica Sharma, and G. S. Dangayach (2021) undertook a 

comprehensive analysis of the literature on green marketing and emphasised the increasing 

significance of environmental values and green consumer behaviour in marketing tactics. According 

to their research, consumers are aware of the advantages green products have for the environment, 

but their greater price frequently influences their decision to buy. 

In a different study, Ambica Prakash Mani and Samridhi Bhandari (2022) looked at green 

marketing strategies used by Indian businesses and discovered that, in order to comply with 

environmental regulations, businesses are increasingly using eco-friendly production methods, 

recycling programs, and sustainable packaging. Additionally, the report noted the rise of "green 

consumers," who favour eco-friendly goods. 
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Furthermore, Sunit Sharma and Ajaypal Singh (2025) examined the strategic aspects of green 

marketing in India and highlighted how consumer awareness, corporate social responsibility 

programs, and governmental regulations support sustainable marketing strategies. According to their 

research, green marketing has developed in India from an ethical idea to a calculated commercial 

strategy. 

MAJOR GREEN MARKETING PRACTICES 

Green Marketing 

Practice 

Description Benefits 

Green Product Design Development of eco-friendly products 

using sustainable materials 

Reduces environmental 

impact 

Sustainable Packaging Use of recyclable and biodegradable 

packaging materials 

Reduces waste 

Green Advertising Promotion of environmental benefits 

through marketing campaigns 

Improves brand image 

Green Supply Chain Sustainable sourcing and transportation 

practices 

Reduces carbon footprint 

Eco-Labeling Certification labels showing 

environmental compliance 

Builds consumer trust 

RESEARCH METHODOLOGY 

This study adopts a secondary data-based research methodology to examine the trends and future 

directions of green marketing practices. The data were collected from various secondary sources, 

including research publications, books, scholarly journals, conference papers, and online academic 

databases. Major academic sources such as Google Scholar, Scopus-indexed journals, and other 

relevant scholarly publications were consulted to identify and review existing research on green 

marketing. The study considered literature published during the period 2018 to 2025, thereby 

providing a contemporary understanding of developments in the field. A systematic literature review 

approach was employed to identify, organize, and critically examine relevant studies concerning 

green marketing practices. The collected literature was further analyzed using thematic analysis to 

identify major patterns, emerging trends, key challenges, research gaps, and potential future 

directions in green marketing strategies. This methodology provides a structured basis for 

synthesizing existing knowledge and understanding the evolving role of green marketing in 

promoting sustainable business practices. 
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LIMITATIONS OF THE STUDY: 

 No primary data was gathered for the study; instead, it relies solely on secondary data gathered 

from published journals, publications, and internet sources. 

 The scope of fresh insights may be limited by the analysis's reliance on earlier research findings. 

 The study does not go into great detail about particular businesses; instead, it focuses primarily 

on generic green marketing strategies. 

 Due to restricted access to specific databases or publications, some pertinent studies might not 

have been included. 

 FINDINGS OF THE STUDY 

 Green marketing has grown in importance as a tactic for advertising eco-friendly goods and 

services. 

 Sustainable production methods and environmentally friendly product design are being used by 

numerous businesses. 

 Green advertising and sustainable packaging are popular strategies for promoting eco-friendly 

goods. 

 Customers are becoming more conscious of sustainability and environmental preservation. 

 Organisations can enhance their competitive edge, consumer trust, and brand image by 

implementing green marketing strategies. 

 Some organisations struggle with issues like inadequate IT infrastructure and expensive 

implementation costs. 

 Consumer trust in green marketing promises is adversely affected by the problem of 

greenwashing. 

 SUGGESTIONS OF THE STUDY 

 Businesses should incorporate sustainability into their main marketing plans. 

 Businesses should concentrate on creating recyclable and environmentally friendly products. 

 To prevent greenwashing, companies must make sure that environmental statements are 

transparent. 
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 To promote green marketing initiatives, governments should establish clear environmental 

norms and standards. 

 Businesses should spend money on R&D to create sustainable solutions. 

 Consumers should be educated about sustainable consumption and green products through 

awareness campaigns. 

CONCLUSION 

For businesses looking to solve environmental issues and achieve sustainable growth, green 

marketing has become an essential strategy. Consumers' growing knowledge of environmental issues 

has prompted businesses to implement sustainable packaging, eco-friendly products, and ethical 

marketing techniques. Organisations must overcome obstacles relating to implementation costs and 

regulatory concerns, despite the fact that green marketing offers numerous advantages, including 

enhanced brand image and consumer loyalty. The combination of cutting-edge technologies, 

environmentally friendly production techniques, and open communication tactics will determine the 

direction of green marketing. Businesses can gain long-term competitive benefits and help protect the 

environment by using efficient green marketing strategies. 
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