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ABSTRACT

This study explores the complexities surrounding eco-friendly marketing tools, specifically environmental
advertisements, eco-labels, and eco-brands, and their influence on consumer choices towards sustainability. The
purpose of this research is to understand how these tools shape consumer preferences and impact real-world buying
behaviour amid the growing interest in eco-friendly products. The methodology involves a comprehensive review of
existing literature to identify key factors that drive sustainable consumer choices. Findings reveal that brand authenticity,
demonstrated through transparency and certifications, significantly influences consumer preferences. Eco-labels serve
as visual indicators that establish a product’s environmental credentials, while brand identity and corporate social
responsibility play crucial roles in shaping consumer behaviour towards environmentally conscious products. The study
highlights the importance of emotional appeal in environmental advertisements, the impact of persuasive messaging,
and the role of visual representations in influencing consumer behaviour. This research offers original insights into the
effectiveness of eco-friendly marketing tools and provides valuable recommendations for brands aiming to enhance
their sustainable marketing strategies.
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1. Introduction

The contemporary consumer landscape is based on sustainability, highlighting an enhanced awareness
of environmental problems and an evolving desire for eco-conscious consumption. In response to this
cultural shift, businesses are engaging various eco-friendly marketing tools including eco-labels, eco-brands,
and environmental advancement that can contribute to communicating their commitment to sustainability!-3.
This extensive study goal is to dissect “The Influence of eco-Friendly Marketing Tools on Sustainable
Consumer Choices,” to untangle the intricate dynamics of how these tools’ structure consumers' preferences
and crucially, affect actual purchasing behaviour.

Undeterred by the rush in interest and demand for eco-friendly products, there exists a notable space in
understanding how marketing tools are involved in structuring sustainable consumer preferences!l.
According to Kalaiselvi and Dhinakaran (2021)P), eco-labels serve as a visual cue of a product’s
environmental credentials and act as a point of reference for consumers. Eco-brands also go through
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individual products, holding a broader commitment to sustainability that aligns with environmentally
conscious consumers. Environmental improvements, with their visual narratives and emotional appeals,
make a gripping story around eco-friendly products!®’l. These tools collectively serve as conduits of
information, designing consumer perceptions and affecting the decision-making process This study asserts as
a response to this gap, focusing on offering a nuanced examination of the effect of eco-labels, eco-brands,
and environmental values, businesses must demonstrate the efficacy of these tools in steering consumer
behaviour to meet the growing demands of the market. Green marketing aims to develop effective strategies
that persuade consumers cognitively, fostering a belief in the importance of environmental issues. By
engaging consumers deeply in environmental concerns, green marketing endeavors to enhance
environmental knowledge and awareness. Green marketing tools can be understood as elements that are vital
in shaping customers preferences and perceptions towards environmental friendly product,

2. Literature review

2.1. Green marketing tool

As an enrichment of the knowledge of the customer about eco-friendly products, the three green
marketing tools are regarded in this study, eco-label, eco-brand, and Environmental advertisement. These
tools are used to increase awareness of green products and make easy perception about eco-friendly green
products. These tools are vital in steering customer behaviour towards their choices of environmentally
friendly products. Green marketing tools are instrumental in shaping customer preferences and perceptions
as well as disseminating environmentally conscious products!®’l. These tools are used to assist customers in
making the distinction between conventional products and green products.

According to Nek Mahmud and Fekete-Farkas, (2020)['%, green marketing aims to make an efficient
strategy of cognitive persuasion and make a belief that the high involvement of customers concerning the
issues of the environment has an impact on developing environmental knowledge.

Sharma (2021) 1, defines environmental marketing, or green marketing, as an action that is conscious
to present the need that has a minimal harmful effect on the environment.

Behaviour
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Source: Yusiana et al. (2021), Pg.- 49112

Figure 1. Framework.
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2.2. Perception of eco-labelling

Eco-labels are important green marketing tools that are involved as an indicator of the environmental
credentials of a product. It is evident by exploring the literature, that eco-labels play a vital role in giving a
shape to customer perceptions!!>!3l, In promoting the recognition of green products, marketers utilize
environmental labels which are now increasing day by day. It supplies information about the product which
has an environmental performance. It works as an environmental claim on the product's packaging that
makes it easier for the consumers to comprehend the determination of environmental concerns at the time of
purchasing the product. By proper authorization, it is awarded to the manufacturer. For eco-labels, a
considerable guide is ISO 14020. As per as Yokessa and Marette (2019)[14), certification is one of the vital
factors that influence this perception. It is also evident in this study that customers often relate eco-labels to
product legitimacy which considers certification as a mark of loyalty to environmental standards. The
practice of transparency in labelling builds the trust of the customers. A positive response from the customers
is based on clear communication about the eco-friendly attributes of the products. To make the eco-labels
more effective trust-building works as a cornerstone!!). After building trust in the eco-label's authenticity,
the customer's preference and attitudes towards the eco-labelled products become positive.
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Figure 2. Consumers on the acceptable premium rates on eco-labelled seafood.

2.3. Perception of eco-brand

In this changing environment of today, there is also a change in the definition of branding as the
previous definition of branding was merely on the making of the aware of customer about the product. In the
present world, companies are acquiring a new and unique concept of branding which is called eco-
Branding!'”. Eco-brand is a product, tool, design, or symbol that is harmless and sustainable for the
environment. They said the customers in making a distinction between this product and any other non-
environmental or non-green products. These tools have eco-friendly implications that make them sustainable
in corporate social responsibility (CSR). In this study, the sustainable influence over customer perceptions of
eco-brand products is revealed. As mentioned by Hayat et al. (2022)!'8], the identification of the brand is
conscious environmentally and it vitally shapes the perceptions of the customers. In the activities of CSR, the
brands are actively engaged and are specifically associated with environmental causes that garner effective
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responses. Through genuine and consistent environmental efforts, the credibility of the brand is built which
reinforces customer allegiance and trust. In choosing products from eco-friendly brands, the customers are
more inclined and therefore it contributes to sustainable customer choices.

2.4. Environmental advertisements

To influence customer behaviour, the most useful tools are environmental advertisements. This study
highlights the importance of visuals, emotional appeal, and messaging in the campaigns of eco-friendly
advertising. On the perception and memory of the customer, visual representations of environmental
conservation endeavours establish a strong effect[!”). In this study, there is an implication that advertisements
portrayed an interconnection between the positive environmental outcomes and the specifically effective
products. Communication by messaging associates the companies with the broader societal and
environmental benefits to choose eco-friendly products by the customers. According to Durgude et al.
(2022)12% invoking feelings of responsibility, emotional appeal, and positive contribution to the planet,
improves the environmental advertisements’ effectiveness. The resonant messaging, and well-crafted
campaigns that combine compelling visuals, and emotional appeal can vitally influence the attitudes and
preferences of the customers towards eco-friendly products. Through the newspapers or media, most
organizations have selected their environmental advertisements, and this is a method of introducing that
introduces their products to environmentally responsible customers. To persuade the buying behaviour of
customers by encouraging them to buy products that are sustainable for the environment is the primary
objective of the green advertisements, and it also directs the attention toward positive outcomes of their

purchase behaviour!?!],

2.5. Consumer’s actual purchase behaviour

Author & Year Theme Outcome
Pattnaik  et.al., Relationship  between Companies and customers have a relationship based on sentimental
(2022) Companies and Customers  attachments and emotional investments.

Eco-labels, eco-brands, and environmental advertisements positively

Pattnaik  et.al., Influence on Customer influence customer perceptions, leading to sustainable purchasing decisions.
(2024),Pichierri Perceptions and  Buying Perception is positively influenced through these tools. Multiple factors bridge
et.al.,(2023) Behavior action and perception, including product availability, price sensitivity, and

individual values.

Pefia-Garcia et Variety-seeking, . ) ) )
) Customers exhibit four types of purchase behavior: Variety-seeking,
al. (2020) and Habitual, Complex, ) ] ) ) )
) ) Habitual, Complex buying, and Dissonance-reducing behaviors.
Hota(2022a) Dissonance-reducing
Pefia-Garcia et Factors influencing customer purchase behavior include cultural, social,
Influence on Purchase ) o
al. (2020) and N psychological, and personal aspects. These factors significantly shape
Behavior
Hota(2022a) environmental purchasing behavior.

Green marketing enhances customer knowledge and shifts purchasing
Impact of  Green
Zhang and behavior towards green products. Marketers should emphasize ecological
Marketing on  Customer
Dong (2020) benefits in products, organization, and advertisements to modify customer
Knowledge and Behavior
purchasing behavior effectively.
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3. Methodology

The research paper has been formulated based on a secondary research method. The chosen data
collection method is a systematic review. The collected data is a qualitative data type. The main method that
has been used to collect the data involves identification of keywords that are relevant to the research topic on
green marketing tools and consumer choice that determines buying of green and sustainable products. The
keyword search strategy involved the usage of Boolean operators as part of the advanced search strategy in
the databases used for the collection of the research papers. The databases such as ProQuest, Google Scholar,
Research Gate, and Science Direct, have been used to collect the research papers. After collection the
research papers have been sorted based on predetermined inclusion and exclusion criteria. Based on this
irrelevant research papers, duplicate records, papers with low impact factors, non-peer reviewed papers were
rejected from the process. Only research papers that catered to the inclusion criteria of being relevant to the
topic and being peer reviewed with high impact factor have been included in the research process. The main
papers taken found related were of Yusiana et al. (2021)and of Vitale et al. (2020) .After the choice of the
research papers, many other papers have been reviewed and has been read thoroughly to identify similar
ideas and concepts which have been merged to form themes. The themes have been used to manually analyse
the findings and illustrate discussion.

The reason for choice of secondary research method-based systematic review is its ability to impact in-
depth research capability in a short period of time. The research process can be duplicated and is easy to
execute making it a preferable choice for the research process. In addition, there are no major ethical issues
in this research process making it easy to execute. However, due to dependence on secondary data there can
be higher degree of bias in data and lack of misinterpretation and absence of relevant information. Such
issues have been resolved with the usage of grey literature in the research such as reports, research articles to
support with evidence all the claims. The main papers taken found related were of Yusiana et al. (2021) and
of Vitale et al. (2020) and after analysing these papers, many other papers have been considered.

4. Findings
This extensive systematic study goal is to explain the intricate dynamics of eco-friendly marketing tools

including specifically eco-brands, and environmental advertisements, and their effect on consumer insights
and actual purchasing behaviour.

Theme 1: consumer emphasise on buying products with a sustainable public image

According to Kamboj et al. (2023)/?7], the commercial success observed by-products bearing eco-labels
and eco-brands acts as a compelling testament to the potent influence of green marketing tools on designing
sustainable consumer choices. Behind the domain of more environmental awareness, this success
understands an intense shift in consumer behaviour. No longer restricted to being a passing trend, the hold of
eco-conscious consumerism highlights a paradigm shift in desire and preferences. Consumers, in their
purchasing decisions, potentially prioritize eco-friendly aspects, waving a fundamental change in their value
system. This shift goes through the instant transaction; it signals a commitment to environmentally
responsible selections that resonate with the growing societal consciousness concerning the ecological
influence of consumerism. The transformative power of green marketing tools reclines not just in evolving
awareness but in encouraging a collective mindset geared toward sustainability. Essential to this success is
the understanding of the pivotal role played by a potential public image in creating the success of eco-
friendly products in the market. Consumers are no longer submissive; they potentially try to find alignment
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with brands that promote sustainability. This line in position creates a positive feedback cycle where a
brand’s commitment to environmental consciousness not only improves its reputation but also engages an
enhancing base of eco-friendly-conscious consumers. According to Kamboj et al. (2023) ?7), this mutual
relationship between consumers and eco-friendly brands increases the impact of green marketing tools. From
a practical attitude, businesses and markets can grip these profound insights to rectify and improve their
green marketing strategies. The study understands that locating the strategic significance of trust-building
initiatives within eco-labeling and branding can have an important influence on consumer behaviour. As per
Puspitasari (2020)1?8], implementing and building trust in the eco-friendly claims of a product can, in turn,
contribute to enhancing consumer confidence and loyalty. Moreover, the study reveals the intricate interplay
between a positive public image and brand loyalty. Determining this dynamic opens a path for businesses to
not only engage new customers but also encourage long-term relationships through sustained sustainability
efforts. The possibility for customer relationship control becomes evident as a brand’s commitment to the
environmentally friendly line in the evolving expectations of consumers who prioritize sustainability.

Theme 2: Eco-Label have a positive effect on Consumer Perceptions and eco-Brand consciousness
influences strongly on Consumer Attitudes

The study by Nekmahmud and Fekete-Farkas (2020)!'%1 provides a substantial positive effect of eco-
labels on consumer perceptions. Respondents who offer products with eco-labels regularly exhibit
heightened awareness of environmental attributes. Statistical analysis suggested an important correlation
between the presence of certification and enhanced consumer attitudes. Transparency in categorizing
practices appears as an essential factor, with consumers responding more encouraged to clear and extensive
eco-labelling. Nguyen-Viet et al. (2023)?°! research findings acknowledge the leading role of eco-brands in
designing consumer attitudes. Products related to environmentally conscious brands were always favoured
by respondents. Statically analysis acknowledges a strong positive correlation between brand identity,
corporate social responsibility (CSR), and consumer preferences for eco-friendly products which allignes
with SDG 12.

Theme 3: Environmental Advertisement are effective in driving consumer perception

Environmental advertisements appear as a powerful influence of consumer behaviour. Statistical
analysis suggests an important correlation between exposure to well-crafted environmental advertisements
and practical shifts in consumer attitudes. Optical components, messaging, and emotional appeal within
advertisements were selected as essential elements influencing consumer perceptions!*?, This examination is
for the vital role of strategic environmental advertising in practically structuring consumer preferences and it
allignes with SDG 12 and 13.

Theme 4: Strong link between Perceptions and Actual Purchasing Behaviour

The study by Ebrahimi et al. (2023)!1 and Hota(2022b)!*?! analyses the crucial aspects of consumer
perceptions of designed eco-labels, eco-brands, and environmental advertisements and their actual
purchasing behaviour. Statistical analysis provides a strong correlation between positive attitudes encouraged
by these green marketing tools and consumers’ tendency to select sustainable products. However, the
findings also clarify the exact factors influencing the translation of attitudes into action. Price sensitivity
appears as an important factor, with consumers indicating a willingness to pay a high quality for eco-friendly
products if recognized as economically viable. Product efficiency and individual values were addressed as
additional determinants affecting the line in consumer perceptions with actual purchasing behaviour.
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Green Marketing Themes: Frequency Chart for Components
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Figure 3. Green marketing themes.

Theme 5: Integration Green Marketing Tools are effective in influencing consumers

Advanced analyses were organized to evaluate the relative effectiveness of eco-labels, eco-brands, and
environmental improvements. The outcomes suggest that each tool separately affected marketing campaigns.
Respondents exposed to a mixture of eco-labels, eco-brands, and environmental advancements reveal the
most effective positive shifts in both perceptions and purchasing behaviour.
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Figure 4. Green marketing tools.

In summary, study offered compelling evidence of the important effect of eco-friendly marketing tools
on sustainable consumer preferences**l. eco-labels, eco-brands, and environmental developments separately
contribute to designing positive consumer perceptions. The integration of these tools in marketing strategies
appears as a potent approach, providing a comprehensive means to not only improve awareness but also
search through actual purchasing behaviour towards sustainable and eco-friendly alternatives. These findings
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provide valuable insights for businesses and marketers to find a wide range of effective strategies that
reverberate with environmentally conscious consumers and is alligned with SDG 12 and 13.

5. Discussion and implication

Exploring the relationship between green marketing tools that include eco-label, eco-brand, and
environmental advertisements and the actual purchase behaviour of the customers is the primary objective of
this study 3. With the modification that resulted from the factor analysis, the emergence of a changed
research model arose, and one more dimension was added to green marketing tools which was called the
name of trust in eco-brand, and eco-label.

An investigation of the number of every dimension of green marketing tools demonstrates the eco-brand
and trust in eco-brand and eco-label as the products have been commercially successful in the context of the
positive public image which leads the customer to buy and causes the development of brand loyalty.

The exploration of the connections between green marketing tools, specifically eco-labels, eco-brands,
and environmental advertisements, and actual consumer purchasing behaviour has provided profound
insights that have far-reaching suggestions for businesses, marketers, policymakers, and the wider consumer
landscape.

5.1. Transformative power of green marketing tools

The study acknowledges the transformative power of eco-friendly marketing tools in structuring
sustainable consumer choices**!. The evidence reveals that these tools extend beyond minimal environmental
awareness, actively affecting consumers to consider eco-friendly aspects in their purchasing decisions. This
pattern shift highlights a fundamental change in consumer expectations and preferences, recommending a
growing taste for sustainable products.

5.2. Refinement of green marketing strategies

For businesses and markets, the study offers actionable insights into developing green marketing
strategies 3. Highlighting trust-building initiatives within eco-labeling and branding appears as a crucial
factor affecting consumer behaviour. The study suggests that businesses should develop strategies that
improve consumer confidence in the authenticity of eco-friendly claims, fostering loyalty and positive
perceptions in line with SGD 12, 13 and 15.

5.3. Long-term customer retention

The study implicit businesses that hold sustainable practices can achieve long-term customer retention.
As consumer perceptions enhance, sustained sustainability efforts contribute to the creation of a loyal
customer base. The loyalty expands through the instant transaction, highlighting a commitment to eco-
friendly choices that echo societal consciousness.

5.4. Leveraging eco-friendly marketing tools

The findings recommend that businesses can grip eco-friendly marketing tools that can contribute to
enhancing impact. Eco-labels, eco-brands, and environment consciousness, when blended into marketing
strategies, show the most effective positive shifts in both consumer preferences and purchasing decisions!*”).
This integrated approach provides an extensive means to improve awareness and search through actual
purchasing behaviour toward sustainable alternatives which compliments SDG 15 and 17.

6. Limitations and suggestions of the study for the future research
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Green marketing is a most significant tool that has been rapidly spread across the universe. The impact
of these tools increased its significance in the life of human beings. The necessity of becoming a green
customer and adopting environmentally friendly products is now understood by human beings. To find the
effect of green marketing tools including eco-labels, eco-brands, and environmental advertising on the
purchasing behaviour of customers, has been conducted in this study. It is found in the research that the
customers are aware of green marketing or eco-friendly products and half of them respond positively to the
fact that in protecting the environment eco-friendly products are essential as can be inferred from SDG 12,
13 and 15.

This study unfolded the fact that the customers are strongly aware of the product that is associated with
eco-labels and they have the prerequisite knowledge about the purchase of the eco-labels influence product
though they lack trust in the labels. So, it is important to stress the necessity of the building trust of the
customer by encouraging them with eco-label products.

This study also displayed that as customers are aware of the brands their purchasing decisions could be
influenced by the trust of the customer. It also helped the customers to differentiate the eco-brand products
from the other unconventional brands. In this context, environmental advertising also plays an important role.
The customers know environmental advertising but still, they need to get motivation as they lack trust in
these tools.

Moreover, the government has also the responsibility to monitor the trustworthiness and credibility of
the messages in these three tools and should inform the citizens of the country about the availability and
meaning of the new and unique eco-labels, eco-brands, and environmental advertisements in the market. This
assists the customer to know the benefits of the usefulness of the tools on the environment.
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