INTERNATIONAL SCIENTIFIC CONFERENCE "Modern Paradigms in
the Development of the National and World Economy", 18th Edition

CZU: 658.8:502.17 https://doi.org/10.59295/dnwe2025.37

GREEN MARKETING AND ITS ROLE IN ADVANCING SUSTAINABLE BUSINESS

Doina VICOL
Moldova State University, 60 Alexe Mateevici, Chisinau, Republic of Moldova
doina.vicol@usm.md
ORCID iD: 0009-0008-6379-596X

Purpose of the article: The article analyzes the impact of green marketing on sustainable business practices,
focusing on how environmentally responsible strategies influence consumer behavior, brand equity, and corporate
sustainability. It explores the extent to which green marketing contributes to eco-innovation, competitive advantage, and
alignment with global sustainability goals.

Methodology: The study employs a qualitative approach based on the review of academic literature, corporate
sustainability reports, and case studies published between 2018 and 2024. Comparative and thematic analyses are used
to evaluate how companies implement green marketing strategies and how these initiatives affect consumer trust,
environmental awareness, and business performance.

Conclusions: The findings show that green marketing enhances credibility, promotes eco-friendly production, and
encourages innovation, becoming a key factor in sustainable business transformation. Despite challenges such as
greenwashing risks and increased production costs, authentic and transparent communication fosters long-term
stakeholder trust and business growth.

Originality: The originality of the article lies in its integrated approach linking marketing strategy, environmental
responsibility, and corporate sustainability, offering insights into how green marketing can generate both economic and
social value.

Keywords: Green marketing, Sustainable business, Consumer environmental behavior, Brand equity, Eco-
innovation.
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INTRODUCTION

In this 21st century, the significant convergence of various environmental concerns along with
economic practices has directly led to the significant emergence of green marketing to be a pivotal
strategy for effectively promoting various sustainable businesses. Environmental degradation,
climate change as well as increasing consumer awareness have required a fundamental shift within
how the companies place their products and potentially engage with all the stakeholders (UN Global
Compact, 2021). Green Marketing specifically refers to the specific practice of promoting, developing
& selling products/services entirely based upon their offered environmental benefits. This is not just
a promotional tool but a significantly transformative approach, properly aligning corporate values
with ecological responsibility.

The primary problem that this research specifically addresses is the existing gap between
sustainability rhetoric as well as actual set of business practices. While most of the organizations
effectively promote environmentally friendly messages, few of them entirely integrate the set of
sustainable principles right into their marketing strategies along with operations (Leonidou et al., 2021).
This brings up questions regarding authenticity, long-term business viability as well as consumer trust.
In addition to this, the businesses mostly face several challenges such as increased costs of sustainable
production, greenwashing accusations along with an unclear regulatory environment.

In academic terms, green marketing necessarily intersects with the existing disciplines such as
the likes of consumer behavior, environmental economics, sustainability studies & corporate social
responsibility (CSR). This research is mainly motivated by the increasing body of literature that directly
emphasizes the effective importance of aligning all the marketing practices with that of the
sustainability objectives intended to drive both the economic as well as the environmental outcomes
(Kumar et al., 2020). The previous studies have effectively examined the associated importance of
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strategies related to green marketing along with their effective reception among all the consumers, but
the evolving globalized standards along with the consumer preferences warrant all the updated analysis.

This study directly aims at exploring how the aspect of green marketing together contributes
towards the specific advancement of all the sustainable business practices. The same focuses upon
identification of all the core components of effective green marketing, analyzing the impact that it
has upon the consumer behavior along with the brand performance as well as evaluation of its relevant
strategic & operational challenges the businesses effectively encounter. By placing this particular
inquiry across the broader context of the United Nations Sustainable Development Goals (SDGs)
along with the circular economy, the research puts forward various actionable insights meant for both
the academic and the industry.

MATERIALS AND METHODS

This study specifically adopts a qualitative and a descriptive research approach, appropriately
combining secondary data analysis along with a content review of all the scholarly articles, case
studies & corporate sustainability reports. All the key data sources mostly include the UN Global
Company, sustainability reports from recognized corporations as well as academic journals meant for
their green marketing practices such as IKEA, Patagonia as well as Unilever (Delmas & Burbano,
2021).

This research period necessarily covers all the publications and the reports starting from 2018
to 2024 intended to ensure contemporary relevance. The geographical focus necessarily includes a
globalized scope, having a significant emphasis upon all the companies operating across Europe,
North America as well as specific parts of Asia-Pacific where the practices of green marketing are
increasingly mature & applied in a systematic manner.

The methodology mainly involves a thematic analysis of various corporate strategies along with
marketing campaigns for identification of all the best practices and the common pitfalls present in
green marketing. This is mainly supplemented by a significant review of the consumer perception
surveys and the third-party sustainability audits for assessment of alignment between the marketing
messages and the actual performance (Kotler et al., 2021). Various keywords such as “sustainability”,
“Green branding”, “CSR marketing” as well as “eco-labelling” had been used to search the relative
literature & documents.
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Figure-1. Aspects of Green Marketing.
Source: Created by the Author.

This study also effectively evaluates the relevant role of regulatory & certification frameworks
such as ISO 14001, the EU’s Green Deal as well as the Global Reporting Initiative (GRI) in properly
shaping the standards of green marketing. The relevant insights are entirely synthesized for drawing
the conclusions regarding how the aspect of green marketing properly serves as a specific catalyst
meant for a sustainable business transformation.
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RESULTS AND DISCUSSIONS

The relevant findings have revealed that the aspect of green marketing carries out a multi-
dimensional role in the advancement of a set of sustainable business practices (Peattie & Crane,
2020). All of these roles can be categorized broadly into 4 major themes, which are Enhancing brand
value, Influencing consumer behavior, Promotion of sustainable production and Alignment with the
policy frameworks.

Influencing Consumer Behavior: One of the most notable evidential impacts of green marketing
is its influence upon the preferences of the consumer as well as purchasing decisions. The consumers,
specifically the Gen Z and the millennials, offer an increased value to products that entirely reflect
their responsibility towards the environment (European Commission, 2022). Various companies such
as Tesla, Body Shop as well as Ecover have properly positioned all of their brands surrounding the
green values, directly leading to enhanced customer loyalty as well as market differentiation.

According to the 2022 Nielsen study, nearly 73% of the global consumers stated they would
definitely or might change their habits of consumption to bring a reduction of impact upon the
environment (NielsenlQ, 2023). This particular trend necessarily underscores the relative power of
green marketing for creation of demand meant for sustainable goods as well as encourage the changes
in lifestyle. However, the relevant credibility of greenery entirely claims and remains a primary factor.
The significant presence of certifications, eco-labels & transparent communication brings notable
improvement to consumer trust.

Promotion of Sustainable Production & Innovation: An effective green marketing is mostly
rooted right into the procedures of sustainable production. The same motivates all the businesses to
make notable investments into the environmentally friendly technologies, waste reduction, ethical
sourcing & well as the environmental outcomes (Kumar et al., 2020). The previous studies have
effectively examined the associated importance of strategies related to green marketing along with
their effective reception among all the consumers, but the evolving globalized standards along with
the consumer preferences warrant all the updated analysis.

This particular study directly aims at exploring how the aspect of green marketing together
contributes towards the specific advancement of all the sustainable business practices. The same
focuses upon identification of all the core components of the effective green marketing, analyzing the
impact that it has upon consumer behavior along with the brand performance as well as evaluation of
its relevant strategic & operational challenges the businesses effectively encounter. By placing this
particular inquiry across the broader context of the United Nations Sustainable Development Goals
(SDGs) along with the circular economy, the research puts forward various actionable insights meant
for both the academic and the industry.

CONCLUSION

Green marketing carries out an important role in advancing the sustainable business by properly
shaping the individual preferences of the consumers, bringing enhancement to the brand reputation
and potentially driving innovation within the eco-friendly product. When properly implemented in an
authentic manner, the same helps in fostering a long-term value along with a policy alignment.
However, challenges such as greenwashing & cost barriers should be properly addressed for
maintenance of trust & achievement of various genuine sustainability outcomes.
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