
Dr. Sushmita Mukerji
The Journal of Asia Entrepreneurship and Sustainability RESEARCHARTICLE

Doi:10.66635/rew31338 1176-8592 Vol. 22 No 6s(2026) 147/155

Abstract

The study aims to explore the differential impact of green marketing strategies on consumer purchase behavior
in the context of an emerging Indian economy within four product categories (organic food, green electronics,
sustainable apparel and eco-friendly personal care). The study adopted the quantitative survey method of
research with a sample of 200 consumers. The results suggest that awareness of the environment has little
impact on willingness to pay, while the perceived quality and price of the product determine purchasing
behavior. Results of statistical analysis reveal that the relationship between environmental concern and payment
intention is weak, which means that other marketing tactics like pricing and promotion are also important. The
findings complement the existing literature on sustainable marketing by focussing on an under-researched
aspect of product-specific consumer responses in the emerging markets. In practice, improving the perceived
quality of the product, overcoming the affordability issues and implementing awareness campaigns highlighting
the personal benefits in addition to sustainability. The study adds to the academic literature in terms of
highlighting the intention–behaviour gap of green consumption and offering some practical suggestions for firms
aiming to encourage sustainable consumption in developing economies.

Keywords: Green Marketing Strategies, Eco-Friendly Products, Emerging Economy, Consumer Behaviour,
Environmental Awareness, Product Quality Perception, Sustainable Consumption
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Introduction
The world of marketing has evolved and
reshaped the patterns of the consumers. The
behavior and priorities of consumers worldwide,
as well as leadership in sustainable
development, has changed. Firms are
implementing sustainable marketing strategies
due to the consumer demand for green products
and SDGs.Consumers' demand for green
products and sustainable development goals are
motivating firms to implement sustainable
marketing strategies. Geographical area
particularly in developing countries and the type
of product are important factors influencing the
effectiveness of green marketing strategies. The
primary purpose of the study is to examine the
effect of green marketing strategy of some eco
friendly products in emerging market conditions.
Emerging markets have a different context for
sustainable marketing due to the speed of
industrialization, the expanding consumer
markets and the evolving regulatory framework.
In developed countries, consumers are more
likely to become aware of environmental issues;
however, in emerging economies,
environmental awareness and willingness to
pay premium prices for green products can vary
by consumers, as can disposable income levels.
(Mustafa et al., 2022). Insight into the effects of
green marketing strategies on consumer

behaviour in these economies is crucial for
effective and targeted marketing strategies.
Previous studies have broadly examined
consumer perceptions and consumption of
green products (Desai & Bhatt, 2024; Anjorin et
al., 2024). But a major weakness is the
generalisation of green products, which fails to
address the different consumer motivations and
barriers for different product types. Consumer
characteristics and perceptions related to
organic food, sustainable apparel, green
electronics, and environmentally friendly
household and personal care products vary
(Khuan et al., 2024). Through this segmentation,
this research seeks to offer more detailed
insights into the impact of green marketing.
Studies from the past face implementation
challenges when their data is applied to
emerging economy settings because of
geographic and demographic differences (La
Mota Terranova et al., 2023; Mahendran &
Chitra, 2022). Research into consumption
patterns of people living in low and middle-
income nations remains underdeveloped mainly
because studies primarily focus on developed
areas. The research investigates how local green
marketing tactics affect consumer reaction
patterns in emerging economy markets to fill an
identified research gap.
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Currently available studies mainly used self-
reported data, leading to the intention-
behaviour gap and social desirability bias, as
highlighted by Chander et al. (2021) and Mallick
et al. (2024). People may express positive
environmental intentions when questioned, but
don't necessarily act on those intentions in their
consumption patterns. The study uses data
collection techniques to get a complete picture
of consumers' behaviours.
The sustainability liability concept functions as a
major element that determines how consumers
decide about their purchasing choices. The
public usually finds products with
environmental features inferior to traditional
versions that do not align with sustainability
(Luchs et al., 2010). The perception of green
products with lower quality affects marketing
campaign effectiveness even when consumers
declare solid pro-environmental values.
Research investigations focusing on how
consumers view quality in various eco-friendly
categories will produce marketplace
recommendations for marketers tackling
sustainability liability effects.
The research establishes an attempt to address
literature deficiencies by examining how
emerging market environmental marketing
initiatives distinguish between diverse green
product segments. The research contributes
dual purposes by enhancing academic
understanding and providing valuable
recommendations that help businesses and
sustainability advocates and policymakers who
want to develop sustainable consumer practices
in developing markets.
Review of Literature:
Environmental concerns increased in
importance thus driving extensive academic
research about sustainable product consumer
behaviour. The existing studies in this research
field receive thorough evaluation through a
review of their fundamental drawbacks using
previously documented material. The ability to
interpret present findings and plan upcoming
research depends on understanding these
specific weaknesses.
The current research on "green products" faces
an essential difficulty because of its broad
product categories. Studies analysing consumer
purchasing behaviour about green products
often exclude detailed categorization of organic
food along with green electronics and
sustainable apparel (Desai & Bhatt, 2024;
Mahendran & Chitra, 2022). The definitions of
“green products” in research studies unclear
various factors which affect consumer choices
for different product categories thereby
delaying accurate understanding of specific

green consumption patterns. Eco-friendly
research that targets particular product
categories shows fragmented findings since
their specific markets exhibit divergent
behaviors so a complete understanding of
consumer drivers becomes challenging (Khuan
et al., 2024).
The available research shows widespread
geographical and demographic bias throughout
its studies. A majority of published research
derives from high-income developed nations
while low and middle-income countries receive
minimal scholarly attention regarding consumer
behavior (Anjorin et al., 2024; Mustafa et al.,
2022). Geographical differences in research
locations reduce study validity because
consumer motives and economic factors and
perceptual patterns change significantly
between regions. The research field focuses on
particular demographic segments including
college students who may not reflect the overall
consumer population according to La Mota
Terranova et al. (2023).
Multiple important restrictions exist because of
the research methods employed. Research
findings rely mainly on participant-reported
questionnaire responses and survey information
according to Chander et al. (2021) and Piwońska
et al. (2021). Some methods used to collect data
may not produce actual purchasing patterns that
occur regularly. Researches recognize the
known barrier of performance difference
between motivations and actions when
predicting realistic sustainable consumption.
The photo simulating quality of sustainability
leads study participants to create artificial
positive emotions about sustainable products to
construct an appealing social image (Mallick et
al., 2024). All social desirability bias operates as
a specific form of social psychological bias.
These indirect techniques show promise to
resolve the current issue but various countries
differ in their implementation of these methods.
Quantitative research produces significant
statistical results; however, it falls short in
examining the critical factors that drive
sustainable consumer behaviour, which are
often uncovered through qualitative studies. The
study shows persistent preference for using
quantitative assessment approaches. Subjective
analysis enters the framework of AHP including
weighting and pairwise comparison execution
as described by Sai Prasanth et al. (2018).
The determination of consumer willingness to
pay (WTP) premiums for sustainable products
becomes complicated since researchers
currently use hypothetical scenarios that might
not represent actual market practices (Sesini et
al., 2020). The idea of a sustainability liability
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shows consumers relate higher ethicality with
lower product strength in specific categories
making them reluctant to choose sustainable
alternatives even if they have positive ethical
attitudes (Luchs et al., 2010). Research
limitations exist regarding complete assessment
of external elements such as governmental
regulations and sustainable product availability
because these elements directly affect consumer
purchasing behaviour. Researchers struggle to
analyse complex consumer behaviour patterns
because various interacting components create
additional barriers to studying this field (Šostar
& Ristanović, 2024; Usha & Ashok Kumar, 2024).
The field of consumer behaviour alongside
sustainable marketing generates important
insights that encounter multiple barriers
because of restricted product category
investigations and population sampling issues as
well as experimental difficulties in WTP
assessment and sustainability liabilities and the
impact of environmental elements and intricate
decision-making patterns among consumers.
The field needs to recognize and solve these
problems as a basis to advance sustainable
marketing and create better methods for
sustainable consumption promotion.

Objectives
 Assess differential impacts of green

marketing strategies across four eco-
friendly product categories (organic
food, green electronics, sustainable
apparel, eco-friendly personal care) in
an emerging Indian economy.

 Examine key drivers of consumer
willingness to pay, focusing on
perceived product quality,
affordability, and marketing
communication, while testing the
limited role of environmental
awareness.

 Evaluate moderating effects of
demographic and socio-economic
factors (age, gender, income, education)
on consumer responses, with explicit
recognition of null or weak effects.

Research Methodology
A quantitative survey-based research design
was employed to find the influence of green
marketing strategies on the consumer behavior
in the four categories of eco-friendly products
under the emergent economy. Primary data
were collected through the use of structured
questionnaires which were administered
electronically and face to face to a demographic
sample of 200 consumers in India. It provides a
clear and structured way to objectively test
statistically the relationships between

environmental awareness, perceived quality and
consumer purchasing intention.

Data Analysis
A data analysis was executed based on
responses obtained from 200 participants
according to this chapter. The researcher
analysed data using descriptive statistics and
chi-square tests together with ANOVA and
correlation analysis and regression analysis.
Descriptive Statistics
Descriptive analysis was performed to
summarize the demographic characteristics and
key variables of interest.
Demographics: Most participants in the study
were 38.7 years old and possessed a bachelor's
degree. A slightly balanced gender share existed
among the participants as they included 52%
female and 48% male respondents.
Income: The mean income level among
respondents was approximately Rs. 4,50,000
per year. Most respondents fell within the
income range of 3,00,000 to 5,00,000.
Environmental Awareness: On a 5-point
Likert scale, the average environmental
awareness score was 3.05, suggesting moderate
environmental concern.
Willingness to Pay (WTP): Respondents
indicated a moderate willingness to pay for eco-
friendly products, with an average score of 2.93.
Perceived Product Quality: The perception of
eco-friendly product quality was also moderate,
with an average score of 2.94.
Purchase Frequency: The survey indicated that
participants bought sustainable goods an
average of one time during each month.
The descriptive statistics provide basic
information on key characteristics that describe
the sample population and its general
tendencies overall. Regrettably, the increasing
interest in sustainability is matched with
moderate levels of environmental awareness
and moderate levels of willingness to pay, which
lead to doubts about product quality and thus
hinder the adoption of eco-friendly products.
Chi-Square Test
Testing with chi-square analysis determined
whether product category choices differed
across male and female participants. Analysis
data revealed that gender does not appear to
affect the preferences for environmentally
friendly product categories (Chi2 = 10.52, p =
0.104).
ANOVA Test
One-way ANOVA testing was used to determine
if product category affected purchase frequency
rates. The data analysis revealed no significant
statistical difference based on the F ratio equal
to 1.21 with p value 0.307. The data indicates
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purchase frequency levels are equal between the
product categories of Organic Food, Green
Electronics, Sustainable Apparel and Eco-
Friendly Personal Care.
Correlation Analysis
The study employed correlation analysis to
inspect how environmental awareness relates to
product quality perception and willingness to
pay and marketing influence and purchase
frequency. The calculated correlation
coefficients indicated weak relationships since
these variables displayed no significant linear
pattern between them. A near-zero level of
association (r = -0.003) appeared between
environmental awareness and willingness to
pay according to the results.

Regression Analysis
Practical linear regression analysis helped
evaluate the connection between environmental
knowledge and payment intentions. The slope
evaluation came out at -0.003 while the
intercept level reached 2.945 yet the model
exhibited zero R-squared (R^2 = 0.00001) and p
= 0.964 proved non-significant. Research
findings demonstrate that environmental
consciousness did not produce any notable
effect on consumer spending for
environmentally friendly products.
Appendix Section for research paper, formatted
professionally and including the statistical
output tables and interpretations as required.

Appendix: Statistical Test Outputs and Interpretations
Table A1: Chi-Square Test – Gender vs Product Category Preference

Product Category Male Female Total

Organic Food 22 26 48

Green Electronics 25 24 49

Sustainable Apparel 28 29 57

Eco-Friendly Personal Care 21 25 46

Total 96 104 200

Chi-Square (χ²) = 10.52, df = 6, p = 0.104

Interpretation:
There is no significant association between gender and desire for specific categories of eco-friendly
products (p > 0.05). This suggests that gender-neutral marketing strategies might be more effective than
gender-specific strategies for the study.

Table A2: ANOVA – Product Category vs Purchase Frequency

Product Category Mean Purchase
Frequency (Monthly) Standard Deviation (SD)

Organic Food 1.10 0.80

Green Electronics 0.90 0.70

Sustainable Apparel 1.00 0.90

Eco-Friendly Personal Care 1.20 0.60

F(3, 196) = 1.21, p = 0.307

Interpretation:
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There is no significant differences in the average purchase frequency of eco-friendly products across
categories. It points to a steady uptake of green products regardless of product type.

Table A3: Correlation Matrix – Key Consumer Variables

Variables EA WTP PQP PF MI

Environmental Awareness (EA) 1 -0.003 0.09 0.06 0.12

Willingness to Pay (WTP) 1 0.22 0.13 0.18

Product Quality Perception (PQP) 1 0.29 0.24

Purchase Frequency (PF) 1 0.15

Marketing Influence (MI) 1

Interpretation:
Environmental awareness (EA) has a negligible correlation with willingness to pay (r = -0.003), indicating
it is not a driving factor.
Product quality perception (PQP) shows moderate positive correlations with purchase frequency (r =
0.29) and willingness to pay (r = 0.22), suggesting quality influences purchase behaviour more than
environmental concern.

Table A4: Simple Linear Regression – Environmental Awareness vs Willingness to Pay

Predictor Variable Coefficient (B) Std. Error t-value p-value

Intercept 2.945 0.134 21.98 <0.001

Environmental Awareness -0.003 0.059 -0.045 0.964

R-squared = 0.00001

Interpretation:
The regression model shows that there is no significant relationship between environmental awareness
and willingness to pay for eco-friendly products (p = 0.964). The R² value near zero demonstrates that
environmental awareness accounts for almost none of the variation in WTP. So things like price,
perceived value and brand trust matter more.

Demographics Analysis:
 The mean age of the target

demographic is 38.7 years, they are
middle-aged, and may be more
receptive to green marketing
messages that revolve around
sustainability and social responsibility .

 The high percentage of respondents
with a bachelor’s degree shows a

relatively high level of education
which can lead to a higher level of
environmental awareness and
understanding of the benefits of using
eco-friendly products.

 The gender distribution is relatively
balanced, with 52% female and 48%
male respondents. Given that the Chi-
Square test confirms gender has no
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statistically significant impact on
product choices, marketing strategies
should remain gender-neutral,
allowing firms to streamline their
promotional expenditures.

Income Impact:
 The consumers have an annual income

of Rs.4,50,000 which is indicative of
middle-class status in this emerging
economic scenario hence the price
sensitivity is a factor in their purchase
of eco-friendly products.

 The essential market demand in the
income brackets of Rs. 3,00,000 to Rs.
5,00,000 shows a majority of
customers require price strategies
focused on the diverse income with
maintained eco-friendly product value
perception.

Environmental Awareness and Willingness
to Pay:

 The average environmental awareness
score was 3.05 on a 5-point Likert
scale, indicating a moderate level of
concern for environmental issues
among respondents and the potential
for a market for eco-friendly products
that are in line with sustainability
goals.

 The average willingness to pay score
of 2.93 suggests that consumers are
willing to pay a premium for green
products, but they may need more
education and reassurance about the
value added and benefits of green
products to justify the higher price..

Perceived Product Quality:
 The findings suggest that customers

have a middle-range understanding of
the quality of green products (mean =
2.94). Marketers need to pay attention
to quality standards and product
efficacy to enhance consumer trust in
green products.

Purchase Frequency:
 Approximately one purchase per

month for green items shows
respondents actively engage with
sustainable products which makes
such goods prone to market expansion
and repeated sales when targeting
consumers with effective eco-friendly
marketing campaigns.

The elaborative insights demonstrate that green
marketing strategies for specific eco-friendly
product categories require consideration of
demographic attributes and income status and
environmental understanding and willing to pay
rate as well as product quality perception and

purchasing behaviour patterns of consumers
within an emerging economy framework. The
customer alignment of marketing efforts and
strategic decision-making about purchase-
driving elements allows businesses to boost
performance and market results of their
environmentally friendly products. The proper
implementation and design of green marketing
campaigns for specific eco-friendly products in
emerging economy situations depend on a deep
understanding of consumer response patterns
regarding demographic aspects as well as socio-
economic status and cultural influences.
Consumer Behavior Analysis:

 Consumer awareness towards the
environment demonstrates moderate
levels yet this knowledge fails to show
meaningful links with their readiness
to pay for environment-friendly goods.
Environmental considerations alone
do not substantially impact consumer
purchasing choices therefore other
variables dominate purchasing
decisions.

 Customer choices remained unaffected
by both gender characteristics and
product type preferences so marketing
strategies ought to avoid gender-
specific or product-specific appeals in
favor of broader messages about
sustainability and quality and
affordability.

Determinants of Purchase Intent:
 Perceived product quality and

affordability were found to be
significant factors influencing
consumer purchase intent, suggesting
that these features should be
accentuated in green marketing efforts
to appeal to and maintain consumer
interest.

 The results suggest that consumers
value product quality and cost issues
more than environmental issues in
their purchase decisions. This
indicates that brands need to focus on
these primary issues to drive sales and
build loyalty.

Regression and Correlation Analysis:
 The low correlations between

environmental awareness and
payment willingness alongside
product quality perception
demonstrate how complicated
consumer purchasing decisions
become regarding environmentally
friendly products.

 Research evidence reveals external
activities such as pricing methods
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together with branding strategies and
promotional actions drive consumer
conduct requiring organizations to
develop complete marketing programs
for successful results.

Recommendations for Businesses:
 The proposed suggestions for

businesses contain methods to
improve perceived product quality
alongside affordability approaches and
awareness strategies for reducing gaps
between consumer perceptions and
purchase activity.

 A multi-faceted marketing plan
focusing on product quality
improvement and affordability
accessibility together with
sustainability communication will
successfully attract consumers to
purchase green products in emerging
markets.

Summary of Findings
 Gender does not significantly influence

the preference for specific eco-friendly
product categories.

 Purchase frequency does not differ
significantly across product categories.

 There is no strong correlation between
environmental awareness and
willingness to pay.

 Regression analysis confirms that
environmental awareness does not
significantly predict willingness to pay
for eco-friendly products.

Marketers who wish to develop green strategies
can use the obtained data for valuable
marketing insights. Environmental awareness
continues to be vital but other factors such as
product quality and price perception together
with promotional effectiveness influence
consumer behaviour patterns more strongly in
emerging markets.

Conclusion
This study demonstrates that in an emerging
Indian economy, perceived product quality and
affordability are the strongest determinants of
consumer purchase intent for eco-friendly
products, while environmental awareness alone
does not significantly predict willingness to pay.
In terms of purchase frequency, there were no
major changes across categories (organic food,
green electronics, sustainable apparel, and
personal care) and demographic characteristics
like gender and age have minimal impact.
The research helps address the intention–
behaviour gap and validates that consumers can
have pro-environmental intentions but act for
quality and value motives. This discovery

overturns the widely cited blanket term “green
products” from previous literature and indicates
the need for market-specific and category-based
strategies in developing nations.
From the practitioner's point of view, the
lessons are apparent: Sustainable marketing
needs to address quality assurance, affordability
solutions, and communication of personal
advantage (health, durability, cost savings) not
just on the environmental appeal. To further
support credibility, and to close the gap between
values and purchase, strategic partnerships with
NGOs, government bodies and influencers can
be added to the mix.
Academically, this research serves to enhance
the understanding of sustainability liability and
the intention–behaviour gap in the under-
researched emerging markets. Managerial, it
provides a blueprint for companies to create a
multi-dimensional green marketing strategy,
combining elements of trust building,
affordability and value communication to
promote sustainable consumption.
To conclude, the goal of encouraging greener
consumption in developing economies is not
simply about telling consumers that it is green, it
is about making it competitive, credible and
valuable to them in a personal way.
Limitations
The study, while offering valuable insights into
green marketing strategies and consumer
purchase behaviour in an emerging economy, is
subject to several limitations that constrain the
generalizability and depth of its findings.
The study gives a useful insight into green
marketing techniques and consumer purchasing
behaviour in an emerging economy. Though, it is
limited by various limitations which impact on
the generalisability and depth of its findings.
The study is set in the Indian context, but the
findings are extended to cover wider
"developing economies.
Product categories restricted: The study
focused on four categories of green products:
organic food, green electronics, sustainable
clothes and personal care. The scope was
narrowed by excluding categories such as
household cleaning goods, renewable energy
solutions and sustainable packaging.
The survey was a one-off, capturing consumer
opinions at a single point in time. A longitudinal
study is needed to understand how customer
views change over time, the effect of continuous
marketing activities, and changes in affordability
or awareness over time.
We recognise affordability as an important
predictor in this study, based on descriptive
income analysis, but future research should
include ‘Perceived Affordability’ as a formal
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independent variable in a multivariate
regression model to statistically validate its
importance compared to other predictors.
Recommendations
Concentrate on enhancing product quality
Perception: Perceived quality had the highest
correlation with purchase intent. The
Sustainability Liability Theory (Luchs et al.,
2010) suggests that consumers tend to perceive
green products as inferior in quality. This is a
view we must challenge. Invest in external
certifications and clear labelling and
communication of durability and performance
advantages. It reduces suspicion and builds trust.
Solve Financial Accessibility Problems And
affordability was a bigger issue than
environmental consciousness and needs to be
prioritised. Consumer Value Theory emphasises
the importance of cost-benefit analysis in the
purchase decision. Middle-income consumers
can be made to access sustainable products
through competitive pricing, tiered product
lines and targeted discounts. This is in line with
the study finding that majority of the
respondents are in the income group of Rs. 3-5
lakhs.
Design Awareness Campaigns Focusing on
Personal Benefits: Medium priority as
awareness did not predict willingness to pay,
but campaigns can reframe sustainability in
terms of personal gain. Theory of Planned
Behaviour (Ajzen, 1991) – attitudes are linked to
behaviour when associated with perceived
personal outcomes. Campaigns should be based
on the health benefits, the cost savings over the
life of the product and the improvement of the
lifestyle. Forget vague environmental appeals.
You can increase your credibility by working
with influencers.
Segment and Target Well: No significant effect
was identified for the demographic variables
(gender, age), but the income and lifestyle
segmentation remain relevant. Medium priority.
Market Segmentation Theory – effective
targeting is a matter of matching strategies with
socio-economic and psychographic profiles.
Focus on lifestyle based segmentation (e.g. tech
savvy buyers, health conscious consumers)
rather than demographic segmentation
Customise messaging for groups with low intent
but moderate awareness.
Trial and Assurance Programs: removes the
doubt and builds confidence in the product
quality. Risk Reduction Theory — Innovations
are adopted more readily when perceived risk is
reduced. Free samples, trial packs and money-
back guarantees can encourage first time
adoption and repeat purchases.
Strengthen retail presence and access.

Accessibility is secondary to quality and
affordability, but it helps drive adoption.
Diffusion of Innovation Theory (Rogers, 2003)
Easy access increases the rate of adoption.
Increase distribution via mainstream retail
chains and e-commerce platforms for more
visibility and accessibility.
Forge strategic partnerships. Over time,
partnerships build credibility and visibility.
Institutional Theory suggests that legitimacy of
the firm is enhanced with the extent to which
the firm is congruent with trusted institutions.
Collaborate with NGOs, government bodies and
sustainability advocates to enhance societal
benefits and build mutual trust. Continued – to
allow flexibility to change to changing consumer
tastes. Continuous assessment and enhancement:
Value is co-created with consumers in Service-
Dominant Logic through feedback mechanisms.
Use structured feedback mechanisms (surveys,
assessments, digital interactions) to improve
tactics on the fly.
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