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Abstract – Consumers with a strong environmental and ethical awareness are more and more present in the global market of 

today. This work is addressing the effect of ecologically oriented green marketing activities on consumer perception as well as 

on purchase intention. The study is based on a comprehensive empirical survey of 40 respondents with a diverse demographic 

and occupational background. A mixed-methods approach along with a structured questionnaire was used to analyze nine 

essential aspects of green consumer behavior. Among these aspects were eco-friendly brand recommendations, concerns 

regarding greenwashing, sustainability awareness, the influence of packaging, and the role of green marketing in solving 

environmental issues. The results point to a considerable positive relation between perceived sustainability and the intention to 

buy. More than half of the respondents (57.5%) indicated that product sustainability "Agree" with their purchase decisions. 

Nevertheless, there is also a significant gap between perception and behavior uncovered by the study. While 92.3% of 

consumers are agreeing or strongly agreeing with the statement that brands exaggerate environment-related claims, only 

25.6% of them are actively and carefully checking brand authenticity. The research finds that environmental concern (30%), 

brand reputation (30%), and product quality (20%) are the major factors that lead to eco-friendly purchase behavior, whereas 

eco-friendly packaging is the reason behind 61.5% of the purchase decisions. This research has important implications for the 

design and implementation of green marketing campaigns that are transparent, verifiable, and able to inspire the necessary 

consumer education process to close the perception-behavior gap of sustainable consumption. 

 

Keywords –  Green marketing, Sustainable consumption, Eco-friendly products, Consumer perception, Purchase 
intention. 

 
 

I. INTRODUCTION  
 

Background and Context 

The worldwide environmental crisis has been a major 

driver of significant changes in consumer expectations and 

corporate responsibility. The issues of climate change, 

resource depletion, and plastic pollution have elevated 

sustainability from being only a concern for a few to 

become a consumer priority of the mainstream. In their 

response to this trend, enterprises all over the world have 

adopted green marketing which is a strategic promotion of 

environmentally friendly products, services, and practices 

not only as an imperative of business but also as a way of 

contributing to the solution of ecological challenges. 

 

Green marketing refers to all marketing activities that 

promote products or services as environmentally friendly. 

It includes eco-friendly packaging, sustainable sourcing, 

carbon neutrality claims, and transparency in supply chain 

communication. The central idea is that consumers are 

more and more inclined to choose brands that are in line 

with their environmental values, and therefore those 

companies that can convincingly show their commitment 

to sustainability will have a competitive advantage. 

 

On the other hand, the vast number of environmental 

claims has led to the emergence of "greenwashing" - a 

practice that involves giving a false or exaggerated 

impression of the environmental impact of a product, 

service, or company. This phenomenon results in a crisis 

of credibility that leads to declining consumer trust and 

undermines the real sustainable business initiatives. 

 

Problem Statement 

Despite extensively documented importance of green 

marketing in shaping consumer attitudes, there still exists a 

crucial gap in comprehending the incongruity between 

consumers' perception of sustainability and their actual 

purchasing behavior. To be more precise: 1. Are 

consumers so stringent in verifying environmental claims 

before purchasing that they rarely if ever find them false, 

or do they uncritically accept marketing messages? 2. 

What factors influence the most the buyers of eco-friendly 

products and services: price, brand reputation, 

environmental concern, or product quality? 3. How much 

are consumers aware of sustainability concepts, and does 

this awareness lead them to verification activities? 4. How 

much do eco-friendly packaging and product 

sustainability-related communication contribute to final 

purchase decision? 5. Do consumers think that green 

marketing actually helps to solve the environmental issues, 

or do they consider it just another marketing strategy? 

 

Research Objectives 

This study is intended to: 1. Evaluate consumer awareness 

and perception of sustainability and green marketing 

concepts 2. Study the link between sustainability 

communication and purchase intention 3. Discover the 

main motivators that lead to the purchase of eco-friendly 

products 4. Examine the greenwashing issue and consumer 

skepticism towards environmental claims 5. Evaluate 
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consumer behavior in checking brand authenticity 6. 

Analyze demographic differences (gender, occupation) in 

green purchase intention 7. Close the perception-behavior 

gap by determining practical solutions that can be used by 

marketers and policymakers 

 

Significance of the Study 

This study represents a valuable addition to both scholarly 

knowledge and professional business application through: 

Providing real-life data on consumer green purchase 

intention in the context of the Indian market Identifying the 

specific obstacles to verification behavior which in turn 

facilitates greenwashing Offering the data-driven 

suggestions for authentic green marketing strategies 

Pointing out eco-friendly packaging's role as a purchase 

influencer Demonstrating the comparative importance of 

environmental concern versus price considerations 

 

II. LITERATURE REVIEW 

 
Green Marketing: Definition and Evolution 

Green marketing is also called environmental marketing or 

sustainable marketing, and it is a concept based on the 

promotion of products and services depending on their real 

or perceived benefits for the environment. The idea 

appeared in the 1970s with the first wave of environmental 

consciousness but really took off after 2000 when climate 

change became a well-known fact. 

 

Polonsky (1994) describes green marketing as "the holistic 

management process that is responsible for identifying, 

anticipating, and satisfying customer requirements, 

profitably and sustainably." His definition points out that 

real green marketing goes far beyond promotional claims 

and involves entire organizational systems, supply chains, 

and product lifecycles. 

 

Contemporary green marketings have four major 

areas: 

Product Development: Producing truly eco-friendly 

products through the use of sustainable materials, 

minimizing waste, and reducing carbon footprints 

Communication: Assuring that consumer are well informed 

about the environmental benefits without being 

exaggerated or misleading Pricing: Keeping prices at a 

level that consumers find acceptable despite possibly 

higher production costs Distribution: Making supply 

chains not only environmentally sustainable but also 

socially ethical 

 

Consumer Perception and Green Purchasing Behavior 

Consumer perception is an operation in which people take 

in, arrange and give significance to environmental claims 

and branding messages. It is influenced by the values of a 

person, his/her experience, the culture he lives in and the 

information that is available. 

 

Studies show that a very strong positive connection exists 

between environmentally friendly awareness and 

willingness to buy green products, mainly targeting young 

people with higher education. However, such a link is not 

deterministic as there are many variables that mediate the 

final purchasing decision. 

 

Main perception factors include: 

 Environmental Concern: To what extent consumers 

consider ecological issues when making a decision 

 Brand Trust: The faith consumers have in the company's 

real commitment to sustainability 

 Product Quality: The belief that to-be-green products 

are equally good as their non-green counterparts 

 Price Sensitivity: The readiness to disburse extra money 

for sustainable products and services 

 Accessibility: The presence of green alternatives in 

one's favorite shopping places 

Ottman et al. (2006) unveil the existence of a crucial 

"green consumer attitude-behavior gap" which points to 

the fact that despite consumers' expression of 

environmental concerns, they don't follow them in their 

purchasing habits because they argue that price, 

convenience, and skepticism limit their choices. 

 

Greenwashing: The Credibility Crisis 

Greenwashing is a deliberate attempt to give the 

impression that a company's policies or products are more 

environmentally friendly than they really are. It has 

become the main obstacle in front of proper sustainable 

marketing. Some of the frequently used greenwashing 

methods are: 

 

Hidden Trade-offs: Promoting environmental benefits 

while at the same time disregarding bigger impacts (a good 

example would be) 

No Proof: Making claims that are not backed up by third-

party certification. 

Vague Language: Using vague words such as "natural" or 

"eco-friendly" without providing any specific meaning. 

 

Lesser of Evils: Presenting a product as being sustainable 

in comparison to other products in a non-sustainable 

industry. 

 

Irrelevant Claims: Highlighting the practices that are 

required by law as if they were voluntary environmental 

achievements. 

 

The Federal Trade Commission (FTC) estimates that 40-

60% of environmental claims are not adequately 

substantiated. The existence of greenwashing to such an 

extent that it causes consumer mistrust, especially among 

those consumers who are well-informed and realize that 

there is a mismatch between the claims and the real 

practices. 

 

Purchase Intention: Antecedents and Moderators 

Purchase intention, which is the likelihood that a consumer 

will buy a product, is dependent on a variety of 

psychological and contextual factors. The Theory of 
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Planned Behavior (Ajzen, 1991) lays down three main 

antecedents of the purchase intention: 

 

 Attitude: Positive or negative evaluation of the behavior 

(purchasing eco-friendly products) 

 Subjective Norm: The perception of social expectations 

with regard to sustainable consumption 

 Perceived Behavioral Control: Assurance of one's 

capability to purchase sustainable products 

successfully 

 

These factors, when applied to green purchasing, imply 

that: 

Positive attitude toward sustainability + strong 

environmental concern → Higher purchase intention. 

Social influence from friends, family, or reference groups 

→ Enhanced purchase intention 

Product availability and price competitiveness → Enabling 

behavioral control 

Several important moderating variables are: 

Demographics: Age, education, income level, gender 

Psychographics: Environmental consciousness, values, 

lifestyle orientation 

Product characteristics: Price, quality, brand reputation, 

packaging aesthetics 

Contextual factors: Product category, availability of 

alternatives, information accessibility 

 

Eco-Friendly Packaging as a Purchase Influencer 

Packaging has several roles: product protection, 

information communication, and brand differentiation. The 

eco-friendly packaging, which is the use of recyclable, 

biodegradable, or minimalist materials, has become a 

visible, tangible, and understandable to the user 

environmental commitment signal. 

 

Various studies have shown that changes in the packaging 

influence the buyers’ decisions through: 

 

 Visual Cues: Green colors, natural imagery, and 

sustainability certifications create positive associations 

 Functional Benefits: Recyclability, composability, and 

reduced volume attract environmentally conscious 

consumers 

 Brand Signaling: The use of eco-friendly packaging is 

one of the ways a company can communicate its 

values to customers and show product quality 

 Price Justification: When packaging shows the 

environmental effort, consumers are more willing to 

pay a higher price 

Nevertheless, packaging alone cannot defeat skepticism if 

the sustainability of the product is doubted. That is to say, 

holistic brand authenticity is more important than isolated 

packaging claims. 

 

The Role of Trust and Verification 

Consumer trust in green marketing claims is supported by 

different verification mechanisms, such as: 

One of the most reliable and objective is third-party 

certifications: eco-labels, sustainability standards (ISO, B 

Corp, Fair Trade) 

Open and honest communication: giving a clear account of 

production methods, supply chains, and environmental 

impact with data to support it Corporate track record: 

Historical consistency between claims and actual 

environmental performance Consumer reviews: Feedback 

from the users and their experience with the authenticity of 

the product According to the literature, verification-

focused consumers are more likely to purchase truly green 

products and be skeptical of greenwashing. 

 

III. RESEARCH METHODOLOGY 

 
Research Design 

This study utilizes a quantitative survey methodology 

together with a descriptive cross-sectional research design. 

A structured questionnaire was designed to record 

consumer perceptions, attitudes, and behaviors related to 

green marketing and sustainability-based purchase 

intention. The cross-sectional method provides a snapshot 

of consumer attitudes at a particular time, thus helping to 

understand the present market sentiments. 

 

Population and Sampling 

Population: The primary population is consumers from 

India who are 18 years and above and have either 

awareness of or interest in eco-friendly products. 

Sample Characteristics: The research had 40 participants 

from different occupational backgrounds included in the 

study: 

 

Students: 40% (16 respondents) 

Government Employees: 22.5% (9 respondents) 

Private Sector Employees: 22.5% (9 respondents) 

Business Owners/Entrepreneurs: 5% (2 respondents) 

Others: 10% (4 respondents) 

Gender Distribution: 65% Male (26 respondents), 35% 

Female (14 respondents) 

 

Sampling Method: Due to the convenience and practical 

limitations, convenience sampling was used. While there 

may be some sampling bias, the researchers ensured the 

diversity of the occupational categories relevant to the 

research objectives. 

 

Data Collection Instrument 

A structured self-administered questionnaire with nine key 

questions was created. The 5-point Likert scale (SA = 

Strongly Agree, A = Agree, N = Neutral, D = Disagree, 

SD = Strongly Disagree) was used for attitudinal 

questions, and multiple-choice options for demographic 

and behavioral questions. 

 

Questionnaire Dimensions: 

 Eco-Friendly Brand Recommendation (Q1): Measures 

the willingness to recommend brands that are 

sustainable 
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 Perception of Greenwashing (Q2): Gauges consumer 

skepticism toward inflated environmentally friendly 

claims 

 Sustainability Awareness (Q3): Measures consumer 

understanding of sustainability concepts 

 Verification Behavior (Q4): Shows the extent to which 

consumers verify brand authenticity 

 Motivating Factors (Q5): Points out the leading factors 

that drive consumers to buy eco-friendly products 

 Packaging Influence (Q6): Measures how much eco-

friendly packaging influences the consumer’s decision 

to buy 

 Product Sustainability Influence (Q7): Measures the 

degree to which sustainability affects purchase 

intention 

 Green Marketing Efficacy (Q8): Measures belief in 

green marketing’s environmental impact 

 Demographics (Q9-Q10): Gathers information on 

occupation and gender for comparative analysis 

 

Data Analysis Methods 

Descriptive Statistics: Frequencies and percentages were 

calculated for all the Likert-scale statements, and the 

results were presented in tabular form for easy 

visualization of the distribution of the respondents across 

the different response categories. 

 

Percentage Analysis: The number of responses per 

category was transformed into a percentage of the total 

respondents, thus making it possible to compare the survey 

items. 

 

Demographic Cross-tabulation: Analysis based on 

occupation and gender to see if specific demographic 

segments show different attitudes toward green marketing 

and sustainable purchase behavior. 

 

Thematic Interpretation: The qualitative interpretation of 

regularities that recognize the relationships between 

variables and their connection to the theoretical 

frameworks reviewed in the literature. 

 

Research Ethics and Limitations 

Ethical Considerations: The research was done ethically in 

all aspects: with participant consent, maintaining response 

confidentiality, and being truthful about the research aim. 

All data handling was done following ethical research 

protocols. 

 

Study Limitations: 

 Small Sample Size: The study was conducted on 40 

respondents, which makes it difficult to generalize the 

results to the larger Indian consumer populations 

 Convenience Sampling: There is a possibility of 

selection bias towards more educated, urban 

consumers 

 Self-reported Data: There exists the possibility of social 

desirability bias in the respondents' answers pertaining 

to environmental consciousness 

 Cross-sectional Design: The design used is unable to 

determine causal relationships or follow behavior 

changes over time 

 Limited Demographic Diversity: The predominantly 

male sample (65%) might not represent the different 

perspectives of the genders 

 Single-market Focus: The findings from the Indian 

context might not be fully applicable to other 

geographical markets 

 

Findings and Data Analysis 

Question 1: Does Eco-Friendly Brand 

Recommendation Predict Consumer Advocacy? 

 

Figure 1: Distribution of Responses: Does you recommend 

eco-friendly brands to others? (N=40) 

Main Results: 

Strongly Agree (SA): 5% (2 respondents) 

Agree (A): 50% (20 respondents) 

Neutral (N): 40% (16 respondents) 

Disagree (D): 5% (2 respondents) 

Strongly Disagree (SD): 0% (0 respondents) 

Interpretation: A strong majority (55%, n=22) of the 

people concerned either agree or strongly agree to the 

effect that they recommend eco-friendly brands to others, 

thus manifesting a brand advocacy positive attitude. Still, 

40% of the people questioned are neutral, thus indicating 

that the latter may recognize the value in eco-friendly 

products, but they do not actively promote them. The act 

of recommending eco-friendly brands is a behavioral 

indicator of consumer engagement, as people normally 

recommend products that are in line with their real 

values[1]. The 55% rate of brand advocacy shows a high 

level of green consumer engagement; however, it also 

indicates that less than half of the respondents are active 

supporters of sustainable brands, which may result in 

limited word-of-mouth marketing effectiveness. 

 

Question2: Greenwashing Perception and Consumer 

Skepticism 

Figure 2: Do you think many brands exaggerate their 

environmental claims? (N=39) 

Key Findings: 

Strongly Agree (SA): 7.7% (3 respondents) 

Agree (A): 48.7% (19 respondents) 

Neutral (N): 43.6% (17 respondents) 

Disagree (D): 0% (0 respondents) 

Strongly Disagree (SD): 0% (0 respondents) 

 

Interpretation: More than half of the people (56.4%, n=22) 

assert that brands exaggerate their environmental claims 

and thus express consumer skepticism towards green 

marketing messages. This result is consistent with the 

literature on greenwashing prevalence. Almost half of the 

people (43.6%) are neutral, and that might be due to either 

their non-engagement with the brand environmental 
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communication or lack of sufficient information to form an 

opinion. The absence of disagreement (0% in "D" and 

"SD" categories) implies that even the most skeptical 

respondents do not defend brand authenticity, which 

indicates that trust in corporate environmental claims is 

low across the board. 

 

This high level of skepticism acts as a double-edged 

sword: while it shields consumers from greenwashing, it 

also causes a crisis of trust that makes it difficult for those 

genuine sustainable brands that want to communicate their 

real environmental benefits. 

 

Demographic Profile: Occupational Diversity 

Figure 3: Occupational Distribution of Survey 

Respondents (N=40) 

 

Key Findings: 

Students: 40% (16 respondents) 

Government Employees: 22.5% (9 respondents) 

 

Private Sector Employees: 22.5% (9 respondents) 

Business Owners: 5% (2 respondents) 

Others: 10% (4 respondents) 

Interpretation: The student-majority sample (40%) reflects 

accessibility of university-based data collection but also 

suggests that younger, more educated demographics drove 

response patterns. Government and private sector 

employees (combined 45%) provide representation of 

working professionals, though business owners are 

underrepresented (5%), limiting entrepreneurial 

perspectives on green marketing implementation. The 

occupational diversity enables analysis of whether 

professional experience and exposure to corporate 

sustainability practices influence green purchase intention, 

though the unequal distribution skews findings toward 

student perspectives. 

 

Question 4: Verification Behavior—The Critical 

Perception-Behavior Gap 

Figure4:Do you carefully check whether a brand is 

genuinely eco-friendly?..(N=39) 

 

Key Findings: 

Strongly Agree (SA): 5.1%(2 respondents) 

Agree (A): 59% (23 respondents) 

Neutral (N): 25.6% (10 respondents) 

Disagree (D): 10.3% (4 respondents) 

Strongly Disagree (SD): 0% (0 respondents) 

 

Interpretation: A mere 64.1% (n=25) of respondents 

declare that they are diligent in checking brand 

authenticity, whereas the prior data revealed that 56.4% 

are of the opinion that brands exaggerate their claims. The 

gap between perception and behavior here illustrates the 

paradox that even though consumers are aware of the 

existence of greenwashing, they do not actively engage in 

the verification of claims prior to their purchasing 

decision. Also, 25.6% of the respondents chose to remain 

neutral, which could mean that they are uncertain about 

their own verification methods, and 10.3% who have 

admitted that they do not verify, together they make up a 

total of 36% who are deficient in verification. 

 

The very critical finding here confirms the attitude-

behavior gap theory found in literature. The consumers 

voice their doubts yet lack the drive, knowledge or means 

to do so, hence they remain exposed to greenwashing 

despite their awareness. 

 

Question 5: Motivating Factors for Eco-Friendly 

Purchases 

Figure 5: What factors motivate you the most to buy eco-

friendly products? (N=40) 

Key Findings: 

Environmental Concern: 30% (12 respondents) 

Brand Reputation: 30% (12 respondents)  

Product Quality: 20% (8 respondents) 

Price: 15% (6 respondents) 

Trends/Social Influence: 5% (2 respondents) 

 

Interpretation: Environmental concern and brand 

reputation emerge as co-equal primary motivators (30% 

each), suggesting that consumers balance genuine 

ecological values with trust in corporate sustainability 

credentials. Product quality is the third most important 

factor (20%), thus consumers are making it clear that they 

expect the eco-friendly products to perform their 

functional role without resorting to the old trick of 

sacrificing the quality for the sake of the environment. 

Price, on the other hand, is ranked as fourth (15%) thus 

showing that at least 85% of the respondents are 

prioritizing factors beyond cost reduction. Social trends 

(5%) have very little impact, which indicates that green 

purchasing is driven by intrinsic values rather than 

conformity pressure. 

 

The fact that environmental concern and brand reputation 

are at the same level tells that companies cannot just 

depend on the authentic sustainability... 

 

Question 6: Eco-Friendly Packaging Influence 

Figure 6: Does Eco-friendly packaging influences your 

purchase decisions? (N=39) 

 

Key Findings: 

 Strongly Agree (SA): 7.7% (3 respondents)  

Agree (A): 61.5% (24 respondents)  

Neutral (N): 25.6% (10 respondents)  

Disagree (D): 5.1% (2 respondents)  

Strongly Disagree (SD): 0% (0 respondents) 

 

Interpretation: An overwhelming 69.2% (n=27) of 

respondents agree or strongly agree that eco-friendly 

packaging influences purchase decisions, confirming 

packaging as a critical purchase driver. Packaging serves 

as a visible, tangible signal of environmental commitment 

that consumers can immediately perceive at point-of-
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sale[1]. A quarter (25.6%) of the respondents chose to be 

neutral, indicating that there are some consumers who are 

indifferent to the sustainability of packaging, and only 

5.1% of them are actively disagreeing, thus indicating a 

minimal resistance to eco-packaging. 

 

This result has a substantial implication for the producers 

and producers advertising tactics if sustainably packaging 

is used by a company; then it can work as a differentiation 

strategy with high consumer receptivity particularly when 

combined with other sustainability initiatives 

 

Question 7: Product Sustainability Influence on 

Purchase Intention 

Figure 7: Does Sustainability of a product influences your 

decision to buy it? (N=40) 

 

Key Findings:  

Strongly Agree (SA): 2.5% (1 respondent) 

Agree (A): 57.5% (23 respondents) 

Neutral (N): 35% (14 respondents) 

 Disagree (D): 5% (2 respondents) 

 Strongly Disagree (SD): 0% (0 respondents) 

 

Interpretation: The majority of the people (60%, n=24) 

agree or strongly agree that the sustainability of the 

product is a factor in their purchase decision, thus 

providing direct evidence for the core hypothesis that 

green marketing influences consumer behavior. 

Nevertheless, 35% are neutral, which means that one-third 

of the consumers merely acknowledge the concept of 

sustainability but do not prioritize it in their decision-

making. Only 5% of the people are actively against the 

concept, thus there is only a slight resistance and a vast 

amount of ambivalence. 

 

The difference between those influenced by packaging 

(69.2%) and those influenced by product sustainability 

(60%) suggests that visible, immediate cues (packaging) 

prove more persuasive than abstract sustainability claims, 

potentially because packaging provides tangible 

verification while sustainability claims require trust. 

 

Question 8: Belief in Green Marketing's 

Environmental Efficiency 

Figure 8: Do you believe that green marketing helps 

reduce environmental problems? (N=39) 

 

Key Findings: 

Strongly Agree (SA): 5.1% (2 respondents) 

Agree (A): 59% (23 respondents) 

Neutral (N): 33.3% (13 respondents) 

Disagree (D): 2.6% (1 respondent) 

Strongly Disagree (SD): 0% (0 respondents) 

 

Interpretation: As much as 64.1% (n=25) of the people 

think that green marketing helps the environment, a 

theoretical assumption that consumer see green marketing 

as a real way to help the environment is supported. 

However, 33.3% of the people are neutral in their opinion, 

and only 2.6% of them are skeptical of green marketing, 

telling that this system is largely trusted but not fully 

trusted. 

 

This is quite a significant finding: consumers are 

conditionally optimistic about green marketing, they 

recognize the potential but at the same time have their 

doubts with regard to the sincerity of the implementation. 

The 33% neutrality rate might be a reflection of the 

greenwashing skepticism that was identified earlier - 

consumers believe that green marketing can be of help but 

they doubt if the current practices are really doing so. 

 

Question 9: Sustainability Awareness Levels 

 

Figure 9: How familiar are you with the concept of 

sustainability? (N=40) 

Key Findings: 

Very Familiar: 17.5% (7 respondents) 

Somewhat Familiar: 55% (22 respondents) 

Not Very Familiar: 27.5% (11 respondents) 

Not Familiar at All: 0% (0 respondents) 

 

Interpretation: Altogether, 72.5% (n=29) of respondents 

declare that they are at least moderately familiar with the 

concept of sustainability, which means that a solid baseline 

awareness can be inferred from the data. However, only 

17.5% of the respondents claim to be highly familiar, and 

27.5% of them admit that they are not very familiar. The 

fact that no one declared complete unfamiliarity (0%) can 

be taken as evidence that sustainability has become a 

concern for the general public, though the depth of 

understanding may differ greatly. 

 

The 55% of people who answered "somewhat familiar" is 

quite an indication that most of the respondents know what 

sustainability is, but they may not have a detailed 

understanding of the aspects, the implementation, or the 

verification process - which may be the reason why quite a 

few respondents recognize greenwashing while they do not 

actively verify the claims. 

 

Demographic Characteristics: Gender Distribution 

Figure 10: Gender Distribution of Survey Respondents 

(N=40) 

Key Findings: 

Male: 65% (26 respondents) 

Female: 35% (14 respondents) 

Other: 0% (0 respondents) 

Interpretation: A significant male overrepresentation (65% 

vs. 35% female) may lead to gender bias of the findings. 

According to the literature, female consumers are more 

likely to demonstrate higher environmental consciousness 

and a willingness-to-pay premiums for eco-friendly 

products. Since the sample was mostly male, the green 

purchase intention among the general population might 

have been underestimated. Gender balance should be 

actively maintained in future studies to see if there are any 
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significant differences between men and women in terms 

of greenwashing skepticism, verification behavior, and 

how sustainability affects purchase decisions. 
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Synthesis and Discussion 

Integrating Key Findings with Theoretical Frameworks 

The research findings provide empirical validation for 

several theoretical propositions while revealing important 

nuances: 

 

Finding 1: Strong Green Purchase Intention with 

Qualification 

The evidence reveals that positive perception of 

sustainability goes hand in hand with the intention to 

purchase (60% agree sustainability influences purchases; 

69.2% agree packaging influences purchases). This is in 

line with the Theory of Planned Behavior which predicts 

that positive attitudes towards sustainable consumption 

lead to behavioral intention. Still, the 35% neutral 

response to sustainability influence indicates that the 

conversion of attitude into behavior is not automatic and 

not of everyone. 

 

Theoretical Insight: An environmentally positive attitude is 

a prerequisite for green purchase intention but still not 

enough - besides that one, there are other moderating 

factors (e.g. brand trust, price accessibility, product quality 

assurance) which need to be on the right side for the actual 

behavior to be carried out. 

 

Finding 2: The Perception-Behavior Gap in Verification 

There is a crucial gap here: 56.4% are of the opinion that 

brands overstate their environmental claims, while only 

64.1% acknowledge that they check the authenticity of 

these claims and the real verification is far behind the self-

reports due to social desirability bias. This finding is a 

direct confirmation of Ottman et al.'s (2006) green gap 

theory and it also accounts for the fact that consumer 

skepticism does not lead to verification of defensive 

behavior. 

 

Theoretical Insight: A consumer aware of greenwashing 

and without the proper verification tools (such as easily 

accessible certifications, transparent corporate reporting, 

or independent auditing) will not change his behavior but 

will be struck by psychological dissonance instead. 

Consumers can deal with this by rationalization instead of 

taking action. 

 

Finding 3: Multiple Co-Equal Motivators Rather Than 

Hierarchical Drivers 

 

Traditionally, consumer behavior models assume a major 

purchase driver while in actual fact the data show three 

sources of motivation: environmental concern (30%), 

brand reputation (30%), and product quality (20%) 

together making up 80% of purchase motivation. This 

suggests an integrative model where consumers 

simultaneously evaluate multiple dimensions: 

 

Altruistic/Values Dimension: Environmental concern 

Trust Dimension: Brand reputation 

Functional Dimension: Product quality 

Theoretical Insight: Marketing communication should 

simultaneously address all three aspects; highlighting the 

environmental benefits without support from the brand 

trustworthiness or product functionality will not be 

enough. 

 

Finding 4: Packaging as a Tangibility Bridge 

Environmentally friendly packaging seems to have 

considerably more influence (69.2% agreement) than an 

abstract concept of a sustainable product (60% agreement), 

which means that people are more influenced by the 

tangible and visible things rather than being intangible 

when making a purchase decision. Three psychological 

functions can be provided by packaging: 

Verification: By looking at the materials one can 

personally verify rather than just rely on the corporate 

claims 

Symbolism: Eco-packaging serves as a very clear and 

immediate way of communication to the consumer of the 

brand’s values at the point of sale Behavioral Reminder: 

Packaging durability/recyclability requirements are one of 

the ways to keep environmental consciousness even after 

the purchase Theoretical Insight: For green marketing to 

be successful, it must involve delivering the very abstract 

sustainability concepts in the form of easily visible and 

tangible product attributes which consumers can verify on 

their own and also continuously experience 

 

The Greenwashing Crisis and Consumer Trust Erosion 

The three findings coming together uncover a trust crisis of 

systemic nature: 

 56.4% perceive brands exaggerating environmental 

claims 

 Only 64.1% account for brand authenticity by 

verification 

 64.1% think that green marketing can help in solving 

environmental problems (even though being skeptical) 

This pattern of compartmentalized skepticism indicates 

that consumers are critical towards individual brands but 

still have trust in the green marketing system. They deal 

with this cognitive dissonance by selectively trusting 

heuristics: 

Green Heuristic: Agree eco-packaging stands for overall 

sustainability 
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Reputation Heuristic: Trust environmental claims of 

established brands Avoidance Heuristic: Shun verification 

effort and rationalize through general optimism Critical 

Implication: Greenwashing policies should not only close 

the loop that consumer skepticism does not lead to 

verification thus allowing for inauthentic claims, but also 

be able to identify the broken feedback loop 

 

Demographic Insights: The Student-Skewed Sample 

The 40% student representation (vs. around 5% in the 

general population) probably exaggerates the estimates of 

green purchase intention while at the same time possibly 

lowering the price sensitivity levels. The environmental 

commitment of students is frequently a reflection of their 

idealistic values which have not yet been tested by limited 

post-graduation budgets.  

 

The male overrepresentation (65%) may be a factor in the 

underestimation of actual green purchase intention since 

research shows that women have a higher level of 

environmental consciousness and are more willing to pay. 

Subsequent studies should ensure a balance in gender and 

occupational representation.  

 

Implications for Practice 

RecommendationsforMarketersandBrandManagers 

1. Authenticate Sustainability Through Transparency  

Due to the skepticism that is felt almost everywhere 

(56.4% of the people think that brands exaggerate), 

marketers should not only make claims but also verify 

them transparently:  

 

Independent Evaluation: Instead of creating self-claims, 

companies should get hold of real and accepted eco-labels 

like Fair Trade, Rainforest Alliance, and B Corp that 

verify the compliance of the companies to the eco 

standards Supply Chain Openness: Get ready to share 

detailed data related to manufacturing, sourcing, and even 

a thorough carbon footprint 

 

Accountability Mechanisms: Help the public in checking 

the environmental account big data by arranging 

independent auditing and regular reporting  

Verification Communication: Brand websites, third-party 

platforms, and QR codes could be the facilitators of easy 

access to certification details  

Expected output: By lowering the verification friction and 

increasing the claim credibility, 36% of consumers who do 

not actively verify will become confident buyers.  

 

Leverage Eco-Friendly Packaging as a Differentiation 

Strategy  

As 69.2% of the consumers say that packaging affects their 

buying decision, marketers have to:  

Invest in Visible Packaging Innovation: Biodegradable, 

recycled, or minimalist materials should be used in such a 

way that customers can verify them personally  

Educate on Packaging Benefits: Information about the 

material used, the recyclability of the product, and the 

environmental impact should be included Premium 

Pricing: Put the value of eco-packaging as an add-on, not 

as a cost-saving option, thus allowing price parity or 

positioning at a premium price Consistent Holistic 

Implementation: Guarantee that packaging sustainability is 

in line with the actual product sustainability to avoid the 

perception of greenwashing Expected result: The company 

can utilize consumer receptivity to the cues in packaging 

and thus turn the consumer's interest into premium pricing 

and brand differentiation.  

 

Build Trust-Based Brand Reputation Through 

Consistency  

Brand reputation is a strong purchasing factor that goes 

hand in hand with environmental concern (both around 

30%) and therefore brand managers should:  

Construct Genuine Sustainability Stories: Link not only the 

company history but also the values and the actions to the 

environment in a consistent way Communicate with 

Modesty: Limitations and areas for improvements should 

be presented instead of perfection 

 Long-Term Investment: Understand that reputation 

building takes 3-5+ years of consistent actions and 

communication  

Engagement of Stakeholders: Employees, customers, and 

local community members should be engaged in 

sustainability initiatives to become real advocates  

Expected Outcome: Convert those 40% of consumers who 

are neutral towards brand recommendations into real 

advocates that actively communicate brand values.  

 

Address the Motivation-Behavior Gap in Verification  

The most important thing is that consumers spot 

greenwashing even without verifying the claims which 

suggest a need for:  

Making it easier: Easy-to-use verification resources (apps, 

browser extensions) that give instant results regarding 

authenticity should be developed Education: Work with 

environmental groups to educate consumers about 

greenwashing and verification  

Social Proof: Use consumer verification experience to 

create crowd-sourced authenticity ratings 

 Incentivization: Enable behavior verification through 

loyalty schemes or by giving access to an exclusive 

community  

Expected outcome: The acknowledgment of greenwashing 

will be turned into actual consumer verification that will 

generate market pressure for authentic brands and, at the 

same time, inauthentic competitors will be punished.  

 

Recommendations for Policymakers and Regulators 

Set Up Unambiguous Enforced Requirements for  

 

Environmentally Safe Brands  

The 43.6% of people who answered neutrally when asked 

if brands exaggerate their claims indicate that people are 

not quite sure what to expect from environmental 

marketing. Regulators need to:  
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Draw up clear regulation standards for green marketing: 

Include detailed criteria for terms such as "eco-friendly," 

"sustainable," "natural," and "green" 

Certification Requirements: Impose a requirement for 

third-party verification if environmental-climate-related 

announcements exceed a certain level 

Transparency Requirements: Require disclosure of the 

supply chain, production, and carbon footprint data 

Comparative Restrictions: Bar "lesser of evils" claims 

depriving the consumers of truthful information and 

positioning that could benefit the unsustainable industries 

Expected Outcome: The most significant result will be the 

reduction of greenwashing incidences that will increase the 

consumer trust and at the same time create a competitive 

advantage of authentic sustainable brands over others.  

 

Help Innovate Means for Consumer Verification  

Around one out of three consumers (36%) say they do not 

verify brand authenticity. This is an indication that there 

are very few ways to do such verification. Policymakers 

should:  

Invest in verification platforms: Provide government 

support to the development of an app/database that verifies 

environmental claims 

Standardize Eco-labels: Integrate different certification 

standards into one that is easily recognizable by people 

Public Education Campaigns: Be a part in educating 

consumers on the tricks of greenwashing and ways of 

verifying 

Price Subsidies for Certified Products: Give concession on 

taxes or make their prices affordable for those who are 

willing to buy certified sustainable products 

Expected Outcome: The gap between what people 

perceive and what they do will be bridged by lessening the 

challenges of verification and by removing economic 

barriers for green purchases.  

 

Strengthen the Enforcement of Penalties  

One of the reasons for greenwashing being a common 

practice even though the consumers are aware of it, is the 

fact that there are not enough consequences. Enforcers 

should:  

Expand the fines and penalties: The amount of punitive 

damages occurrence should be at levels far beyond the 

ROI of greenwashing in marketing 

Executive Accountability: Get the individuals who are 

responsible for green marketing claims in the organization 

not only the companies  

History Consequences: Publish registers of companies that 

have been found to commit greenwashing violations  

Criminal Thresholds: Take into consideration criminal 

prosecution for systematic, intentional greenwashing 

Expected Outcome: It should increase the cost of 

greenwashing when compared to authentic sustainability 

investment, thus changing the competitive incentives.  

 

Recommendations for Future Research  

In light of the study limitations, subsequent research 

should:  

Expand participant number: Carry out research with 300+ 

participants to strengthen the research findings and make 

them applicable to a larger 

population</li><li>Demographics Balance: Obtain gender 

split 50/50 and fair occupational 

representation</li><li>Longitudinal Design: Measure 

changes in consumer attitudes and behaviors over 1-2 

years to get an idea of stability and getting 

conversion</li><li>Qualitative Depth: Conduct interviews 

to explore the reasons why consumers say they verify when 

there are no behavioral verification 

evidence</li><li>Actual Behavior Measurement: Get 

consumer data from retailers to verify that the consumers' 

statements are true</li><li>Multi-market Comparison: 

Compare Indian results with other global markets to find 

differences in culture</li><li>Intervention Testing: Create 

and test the effects of communication strategies 

(transparency, packaging, education) on verification 

behavior and purchase intention 

 

Limitations and Caveats 

Methodological Limitations 

Small Sample (N=40)  

The number of respondents is only 40, which limits the 

statistical power, and the findings cannot be applied to the 

larger Indian consumer population (1.4 billion+). There 

are wide confidence intervals, and the number of 

subgroups (by occupation, gender) is very small, which 

makes it difficult to find reliable patterns. The results 

obtained should be seen as a 'first approach' rather than 

'final ones'.  

 

Convenience Sampling Bias  

The method used for sampling was non-random 

(convenience sampling), and, therefore, the results might 

be biased towards more educated, urban, and 

environmentally conscious consumers. Students, whose 

values may not be representative of the wider population, 

make up 40% of the sample and probably overstate green 

purchase intention. The number of business owners is very 

low (5%), which restricts the perspectives on the 

implementation of corporate sustainability.  

 

Self-Report and Social Desirability Bias  

Respondents may exaggerate environmentally positive 

beliefs and underreport price sensitivity due to social 

desirability bias. The assertion that 64.1% of people 

"carefully verify" brand authenticity is probably a behavior 

that is doubly because there were no objective methods of 

verification. Subsequent studies should use objective 

measures (purchase data, eye-tracking, choice 

experiments) to confirm self-reported intentions. 

 

Cross-sectional Design Limitations 

The snapshot design captures the attitudes of people at one 

time and cannot identify causal relationships or changes in 

behavior. From this data, it is impossible to establish a 

causal relationship between packaging influence and 

purchase intention - packaging preference may be a 
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reflection of already existing sustainability values rather 

than being the reason for them. 

 

Construct Validity Concerns 

Measurement Ambiguity 

The questionnaire's Likert-scale items lack operational 

specificity. The respondents "carefully checking" brand 

authenticity (Q4) was not defined, so the respondents 

applied different personal standards. "Environmental 

concern" (Q5) was not separated from "environmental 

awareness" or "environmental guilt," thus probably 

merging different psychological constructs unintentionally. 

 

Missing Variables 

The study failed to measure several variables that were 

theorized to influence green purchase intention: 

Actual Price Premiums: Did not measure willingness-to-

pay or price sensitivity beyond a single "Price" factor 

Product Category Effects: Responses may vary 

dramatically between food, fashion, and home goods 

Information Sources: Did not measure where consumers 

access sustainability information 

Trust in Specific Sectors: Did not differentiate trust in 

different industries (luxury vs. necessity goods) 

 

Demographic Representativeness Issues 

 Male Overrepresentation (65% vs. 50% population 

baseline) 

 The gender skew probably understates green purchase 

intention as studies show that female consumers are 

more environmentally conscious. The results may not 

be applicable to female consumer segments who might 

behave differently in verification and price sensitivity. 

 Student Overrepresentation (40% vs. ~5% in the 

workforce) 

 Students' idealistic environmental values may break 

down after they graduate when they are limited by 

budgets and family responsibilities. The green 

purchase intention might be overestimated by 20-30% 

compared to the general population. 

 Urban/Educated Bias 

 Convenience sampling in educational institutions most 

likely attracted a disproportionately urban and 

educated group of respondents who were highly 

environmentally aware. Consumers in rural areas and 

those with lower education levels might have 

completely different behavior patterns when it comes 

to greenwashing skepticism and verification. 

 

IV. CONCLUSION 

 
This study investigates the role of green marketing and 

sustainability messaging in consumer perception and 

purchase intention through a survey of 40 respondents 

from various occupational backgrounds. The research 

uncovers a paradoxical consumer environment with strong 

environmental awareness coexisting with behavioral 

skepticism and the verification gap. 

Major Findings Summary 

 Positive Purchase Intention Despite Skepticism 

 60% agree that product sustainability influences 

purchase decisions 

 69.2% agree that eco-friendly packaging influences 

purchase decisions 

 55% actively recommend eco-friendly brands to others 

 Yet 56.4% simultaneously believe brands exaggerate 

environmental claims 

 Critical Perception-Behavior Gap 

 While 56.4% recognize greenwashing, only 64.1% 

claim to verify authenticity 

 36% either don't verify or remain uncertain about 

verification practices 

 The gap makes possible the continued existence of 

greenwashing, which is not in line with consumer 

awareness 

 Multi-Dimensional Purchase Motivation 

 Environmental concern (30%) and brand reputation 

(30%) were ranked as the primary motivators of equal 

importance 

 Product quality (20%) was ranked third, indicating that 

consumers expect functional equivalence 

 Price (15%) and social trends (5%) are less influential 

than was predicted 

 Successful green marketing has to deal simultaneously 

with values, trust, and functionality 

 Tangibility as Verification Bridge 

 Eco-friendly packaging shows a higher influence 

(69.2%) than abstract sustainability claims (60%) 

 Consumers are less dependent on corporate claims and 

more on the visible, personally verifiable cues 

 Packaging acts as a tangibility bridge for the abstract 

nature of sustainability concepts 

 Moderate Sustainability Awareness with Depth Gaps 

 72.5% report at least moderate familiarity with 

sustainability 

 Only 17.5% claim high familiarity, thus there may be 

potential gaps in understanding 

 Recognition of greenwashing without a nuanced 

understanding can lead to the persistence of claims 

 

Theoretical Contributions 

The present study contributes to green marketing literature 

by: 

 Providing empirical evidence in support of the Theory 

of Planned Behavior which posits that environmental 

attitudes lead to purchase intentions and also 

recognizing the verification behavior as a critical 

moderator 

 By showing that the perception-behavior gap is not 

simply a matter of misalignment of attitudes and 

behaviors but rather a systemic problem of failure of 

verification infrastructure thereby extending Ottman et 

al.'s green gap theory 

 Bringing to light the less appreciated importance of 

tangible cues (packaging) versus intangible claims in 

green purchase decision-making, thus suggesting the 
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existence of a hierarchy of credibility based on 

verifiability 

 Reporting the widespread existence of 

compartmentalized skepticism – doubt about 

individual brands coexisting with trust in the green 

marketing system – thus pointing to psychological 

coping mechanisms rather than rational evaluation 

 

Practical Implications 

The results suggest to marketers that building authenticity 

through transparent certification, easy verification 

methods, and consistent reputation management will 

provide them with longer-lasting competitive advantages 

than merely clever messaging. Eco-friendly packaging's 

high acceptability is a prompt, tangible differentiating 

opportunity for those brands that are willing to put money 

into visible sustainability innovation. 

 

For government regulators, the results reveal that 

consumers are aware of greenwashing but this awareness 

does not lead to verification activities due to a lack of 

proper verification infrastructure. Solutions based on 

regulations should aim at creating environmental standards 

for claims, facilitating tools for verification and setting fair 

penalties for greenwashing in order to restore competitive 

pressure towards genuine sustainability. 

 

Future Directions 

This pilot study identifies baseline results that call for a 

more extensive, long-term study with: 

An expanded sample size (300+ respondents) that would 

make it possible to carry out tests of statistical significance 

and analysis of demographic subgroups Balanced 

demographic representation that would make it possible to 

compare gender and occupational groups A longitudinal 

design that would allow tracking of the alignment between 

attitudes and behaviors over time Objective measurement 

of behavior through purchase data and choice experiments 

Multi-market comparison that would focus on cultural 

variations in green purchase intention Intervention testing 

of specific communication strategies to improve 

verification behavior Communication of strategies through 

intervention testing to enhance verification behavior 
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