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Abstract

Purpose — The purpose of the study is to investigate how customer purchase
decisions are impacted by green marketing. It specifically looks at how
important elements like environmental awareness, eco-labeling, eco-friendly
packaging, eco-advertising, and sustainable pricing impact customers’
propensity to buy eco-friendly goods. By examining these components, the
study attempts to provide insightful information on how these components
influence consumers’ opinions about environmentally friendly goods.

Design/methodology/approach - The research adopted a quantitative
approach based on the survey conducted among 341 customers of green
products. A structured questionnaire featuring 5-point Likert scale items were
used to collect the first-hand data. The collected raw data were processed
through MS-Excel and SPSS. Descriptive statistics, correlation, and regression
analysis have been used to analyze the data and validate the generated
hypothesis.

Findings and Conclusion — Regression analysis revealed that customers’
decisions to buy green products are noticeably affected by green marketing.
Environmental awareness, eco-labeling, green pricing, and green packaging
are the important variables that have a significant impact on consumer
purchasing decisions. The study indicates that green marketing has a critical
role in shaping consumer preferences because of the increasing demand for
eco-friendly products. Therefore, firms in Nepal can improve profitability
and competitiveness while also helping to preserve the environment when
sustainable practices successfully combine with green marketing techniques.

Implications — Companies producing green products can use the study’s
findings to improve their green marketing strategies by emphasizing on green
marketing tools. Customers arebecoming more aware of green certificationsand
ingredients; therefore, transparency is essential to preventing greenwashing.
Offering true sustainable products with solid environmental claims should
be a top priority for businesses. Government regulations need to encourage
companies to use sustainable practices and promote the preservation of the
environment. This study highlights the mutual obligation of businesses and
customers to save the environment, while also offering managers an outline
for boosting reputation, profitability, and competitiveness.

Key Words: Buying decision, Eco-friendly, Green marketing, Green products,
Sustainable business
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1. Introduction

The rapidly increasing numbers of
environmental and  health  conscious
consumers is forcing companies to produce
ecofriendly products and conduct green
marketing activities (Dangelico & Vocalelli,
2017; Paiva, 2021). Companies are actively
adopting sustainable practices to contribute
positively to society and the environment
(Ansu-Mensah, 2021; Devina & Mardawati,
2022; Chaudhary & Chaudhary, 2023). Green
marketing is one of the key business tactics
used for sustainable growth (Mehraj & Qureshi,
2022). Green startups have gained popularity
as a result of the expanding awareness efforts
for sustainable development (Bhatnagar et
al.,, 2022; Silintowev, 2023). Green marketing
can definitely help businesses in the long run,
even though it may not be easy to execute
at first (Tulasipriya & Rodrigues, 2023).
Stricter regulation, environmental activism,
and consumer adoption are driving forces
behind the growth of green marketing, and
they can all have a big impact on minimizing
environmental harm and support sustainable
business (Machova et al., 2022; Bhardwaj et al.,
2023).

Marketing strategies that support ecologically
friendly products and practices are sometimes
referred to as ecological, sustainable, or
green marketing. These strategies are meant
to improve the standard of living for both
people and communities by encouraging
more  environmentally  friendly  and
sustainable consumption (Silintowev, 2023).
Many companies and organizations have
proposed sustainable frameworks to address
environmental, societal, and financial
concerns. In such times of uncertainty,
marketing  professionals recognize that
sustainability is a crucial issue in all business
sectors (Jung & Kim, 2023). Incorporating
the idea of environmental protection into
the process of product design, production,
and service is known as green marketing
(Hatta, 2019; Mehraj & Qureshi, 2022). This
increased attention is due to the recognition
that environmental concerns have become a
priority (Vilkaite-Vaitone et al., 2022).

Customers are choosing more carefully when it
comes to sustainable and eco-friendly items as
they become more conscious of environmental
harm (Shah, 2022; Bhardwaj et al., 2023). Green
marketing is an organization’s dedication
to creating safe, environmentally friendly
products and services through the use of easily
recyclable and decomposable packaging,
improved pollution control techniques, and
more energy-efficient operations (Mukonza
& Swarts, 2019; Maziri, 2020). Thus, with the
usage of green products, the government,
producers, and society are all playing a bigger
part in improving environmental protection
(Devina & Mardawati, 2022). Companies
employ green marketing techniques to satisfy
consumer demand for environmentally
friendly products and to assist in the
promotion of eco-friendly products as part of
their environmental responsibilities (Cronin et
al., 2011; Dangelico & Vocalelli, 2017).

The companies that use green marketing are
seen as socially conscious, which increases
consumer pleasure by linking purchasing to
environmental and social health (Reddy et
al., 2022). Preference for eco-friendly products
is driven by consumers’ increased interest in
conserving the environment, which forces
marketers to adjust (Peattie & Crane, 2005).
Also, the sensitivity of consumers towards
benefits of green products for sustainable
development is growing in developing nations
(Mezger et al., 2020). Many studies indicated
that green marketing influences consumers’
purchasing decisions in western countries
thus far, particularly in the US and Western
Europe (Delafrooz et al.,, 2014). Considering
these facts, this paper is intended to explore the
connection between green marketing practices
and consumer buying decisions in developing
nation precisely in Nepalese context.

2. Literature Review and Hypotheses
Development

Green Marketing

The definition of green marketing has
undergone changes over the years, from its
inception in 1976 to the beginning of the
2020s. Initially, the focus was on corporate
responsibility for preventing pollution and
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conserving resources. However, in later
decades, the definition shifted to meeting
marketing needs and achieving organizational
goals. One of the original definitions of green
marketing referred to the examination of the
impacts of marketing activities on pollution,
as well as the depletion of energy and non-
energy resources, both in terms of their
positive and negative effects. The development
of green marketing over time has led to a
better integration between sustainability
and marketing strategies, improving the
relationship between the two (Jones et al,
2008).

The concept of green marketing is a recent
development that prioritizes the application
of eco-friendly methods, such as eco-
efficiency, material reuse, green labeling,
green management in resource flow, and
green advertising (Alharthey, 2019). Green
marketing involves the creation, design,
and advertisement of products or services
that meet consumers’ demands for quality,
affordability, accessibility, and performance,
while also minimizing any negative impact
on the environment, including the use of
raw materials and energy consumption
(Papadopoulos et al, 2010). The four
components of the marketing mix that make
up green marketing are product, price, place,
and promotions (Hadi et al., 2023).

Buying Decision

Purchasing behavior consists of five major
components such as the discovery of the need
to seek answers, evaluating those solutions,
making the decision to buy, and post-purchase
behavior (Delafrooz et al., 2014). During the
purchasing process, customers assess and
select a product using their knowledge of two
or more alternative options (Hung, 2015). A
purchasing decision should include the ability
to recognize all options for resolving issues
and to evaluate options methodically and
impartially in order to calculate the relative
gains or losses (Dwipamurti et al., 2018).
Also, Mahmoud (2018) stated that making
a purchase decision is a process in which
customers identify the issue, research a certain
brand or product, and carefully consider

all of the available options in order to find a
solution.

Green Product/Service

Natural products, non-toxic products created
from recycled materials, and items with
minimal packaging or eco-packaging are
all referred to as “green products” (Katt &
Meixner, 2020). The service organizations
have an advantage over manufacturing
companies in implementing green initiatives,
owing to the high efficiency of the service
industry. Unlike physical products, services
are consumed as they are produced, and
they possess intangible, perishable, and
heterogeneous characteristics (Alwis & Manel,
2020). Prior literature argues that innovation
positively influences firm performance (Chen
et al., 2010).

2.1 Relationship between Variables
Environmental Concerns and buying decision

Consumers who exhibit a greater level of
awareness towards environmental issues are
more inclined to acquire environmentally
friendly products, even if they come with
a higher price tag (Bang et al., 2000). People
with a high feeling of environmental care are
more likely to purchase green items, and the
vice versa (Kim & Choi, 2005). Also, Bamberg
(2003) found that customer concerns about the
environment have a favorable and significant
influence on their decisions to buy green
products. On this evidence, we hypothesize:

H1: Buying decisions are significantly influenced by
environmental concerns.

Green Labeling and buying decision

Labels may differ from little bits of paper to
intricate diagrams thatare part of the packaging
for the product. The presence of green labelling
significantly influences customers’ purchasing
decisions by providing information about the
product’s attributes and customers’ concerns
about the environment (Brécard, 2017).
There is a relationship between the purchase
intention of price-sensitive green consumers
and their adherence to the recommendation to
“always read labels,” even in cases when the
product is slightly more expensive (D’Souza
et al., 2006).
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H2: Green labeling has a significant impact on consumer
buying decision
2.4.3 Green Packaging and buying decision

Customers were made to feel good about
a product by a picture or packaging color
that was appropriate and vibrant, and by
a package design that was simple to open
and close (Deliya & Parmar, 2012). Green
packaging impacted perceptions toward green
brands, which in turn affected consumers’
intentions to make green purchases (Huang et
al., 2014). Purchasing decisions and consumer
behavior are significantly influenced by green
packaging in China (Yang & Zhao, 2019).

H3: Purchasing decisions of consumers are significantly
affected by green packaging.

2.4.4 Green Advertising

Green advertising is a type of marketing that
emphasizes how environmentally beneficial
a company or product is. Young female
consumers of organic food in Malaysia
had higher awareness of and intentions to
purchase organic food as a result of efficient
promotion in magazines, newspapers, and TV
channels (Mansori, 2012). Customers’ mistrust
of producers’ marketing efforts was caused
by deceptive product advertising. As a result,
it was necessary to promote green products
transparently, as this greatly influenced
customers’ decisions to make green purchases
(Podvorica & Ukaj 2020).

H4: Buying decisions of consumers are significantly
affected by green advertising.

2.4.5 Green Pricing

Consumers are likely to buy things to which
they have an emotional attachment and are
prepared to pay a premium price (Rahbar &
Wahid, 2011; Bukhari, 2011). Because their
constituents may be more expensive than those
in conventional products, green products
are typically more expensive (Ferraz et al,,
2017). Pro-environmental sentiments boost
the intention to make green purchases, and
price sensitivity plays a moderating impact in
a negative way (Ghosh, 2020).

H5: Purchasing decisions of consumers are significantly
influenced by green pricing.

Independent Variables
Dependent Variable

Green Marketing
Environmental Concern

- Green Labeling

Buying
- Green Packaging Decision
- Green Advertising

- Green Pricing

Figure 1: Research framework

Source: (Juwaheer et al., 2012; Devina et al., 2022)
Methods

3.1 Research Design

The present research is quantitative in nature.
The paper used descriptive cum correlational
research design to describe the current
situation of green marketing in Kathmandu
valley. Besides, it described the relationship of
dependent variable and independent variable.
Pant (2016) argued that correlational research
approach can be used to identify patterns
and associations between variables as well
as to foresee future events based on available
information and data. This design has used to
explored the causal relation of green marketing
to buying decision.

3.2 Population and Sampling

The study population consist of costumers of
green products in Kathmandu valley who are
well aware of green or ecofriendly products.
However, there no any authentic source to
show real number of such customers. Hence,
the researcher selected 341 customers as
sample for this considering Hair et al. (2016)
as suggested that the sample size be five times
(minimum) or ten times (maximum) bigger
than the used items while using advanced
multivariate analysis. Despite the fact that
more than 400 questionnaires were distributed
during the data collection, only 341 of them
were fully completed and found useful for
further analysis. The sample were selected
purposive sampling technique.

3.3 Source of Measurements

For the collection of data, a structured
questionnaire was used as instruments. Close
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ended questions have been used to collect
appropriate responses. The questionnaire
made up with three sections. First section
includes personal detailsincluding age, gender,
occupation, and income of respondents.
Questions with single and multiple answers,
as well as yes/no questions, were asked in
the second section. The third part include
five point Likert scale items to measure the
variables. To measure the green marketing, the
scales are brought from Mudrika et al. (2024);
Rajeshwori and Suganya (2023). Similarly,
to measure the buying decision, scales are
brought from Devina et al. (2022). The scales
were ranging from 1 to 5, where 1 indicated
“strongly disagree” and 5 indicated “strongly
agree”.

3.4 Data Analysis Tools

The IBM SPSS v25 and Microsoft Excel were
utilized for processing the data for thisresearch.
The data was organized and collected using
a standardized questionnaire in preparation
for analysis. The data were examined using
a variety of statistical techniques, such as
frequency, percentage, mean, standard
deviation, correlation and regression. While
regression analysis evaluated the impact of
green marketing on purchasing decisions,
correlation analysis investigated the links
between the research variables. Furthermore,
Cronbach’s alpha was utilized to assess the
data’s reliability. These analytical techniques
offered a thorough way to comprehend the
key factors influencing customer behavior
with regard to green marketing strategies.

Table 1. Reliability Test

Items Cronbach's Alpha No of Items
Environmental Concern 0.874 5
Green Labeling 0.844 5
Green Packaging 0.653 3
Green Advertising 0.852 5
Green Pricing 0.870 5
Buying Decision 0.841 6

The Cronbach’s Alpha test was employed to
evaluate the internal consistency, efficacy,
and reliability of the questionnaire items.
It can be considered appropriate when the

Cronbach’s Alpha value is 0.7 or greater.
Every scale in this research has a Cronbach’s
Alpha coefficient more than 0.70, representing
high consistency (Nunnally, 1978). This
indicates to the reliability and dependability
of the questionnaire’s items in measuring the
desired variables.

4. Results and Findings

Table 2. Demographic profile of the respondent

Variables Frequency (N) Percentage (%)

Gender

Male 185 543
Female 156 45.7
Age (in years)

20-30 254 74.5
31-40 51 15.0
41-50 17 5.0
Above 51 19 5.6
Education

Intermediate 52 15.2
Bachelor’s Degree 190 55.7
Master’s Degree 99 29.0
Monthly Household Income

Below 20,000 46 13.5
20,001-40,000 55 16.1
40,001-60,000 84 24.6
Above 60,000 156 45.7
Occupation

Employee 121 35.5
Entrepreneurship 55 16.1
Student 146 428
Housewife 19 5.6

The demographic profile of the participants
provides information about their personal
and socio-economic attributes, such as gender,
age range, educational attainment, job status,
and monthly household earnings. Table 2
displays the socio-demographic features of
the 341 participants chosen as a sample for
the research. Regarding the gender of the
respondents, majority of respondents were
male i.e. 54.3% followed by 45.7% female.
Regarding the age group, the percentage of
age group 20-30 is highest and the lowest
percentage is of age group 41-50. Therefore,
74.5% were under the age group 20-30, 15%
belonged to the age group 31-40, and 5% of
respondents belonged to age group 41-50
whereas, 5.6% of the respondents were above
51. The academic information of respondents
showing majority had completed Bachelor’s
Degree ie. 55.7%, 152% had completed
Intermediate level and 29% had completed
Master's Degree. Regarding the monthly
income, 13.5% had income of below 20,000,
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16.1% of respondents belonged to the range
of 20,001- 40,000 and 24.6% of the respondents
belonged to the range 40,001- 60,000. The
highest percentage i.e. 45.7% of respondents
belonged to above 60,000. In the category of
occupation, majority of respondents were
student i.e. 42.8% followed by employee i.e.
35.5%, 16.1% entrepreneurship and 5.6%
homemaker.

Table 3. Correlation Analysis

Variables Buying decision
Environmental concern 678"
Green Labeling 713"
Green packaging 644"
Green advertising 676"
Green pricing .689™

** Correlation is significant at the 0.01 level
(2-tailed)
(Source: Based on Authors Calculation)

Table 3 displayed Pearson’s correlation matrix,
which displays significant relations among
the variables. It illustrates the connection
between the dependent variable buying
decision and green marketing components
as environmental concern, green pricing,
green labeling, green packaging, and green
advertising. The correlation coefficient (r)
for the relationship between buying decision
and environmental beliefs is 0.678 that means
there is moderate positive relationship
between them at the significance level of 0.01.
A high positive association is indicated by the
correlation coefficient of 0.713 between green
labeling and buying decision; a positively
moderate relationship is represented by the
correlation coefficient of 0.644 between green
packaging and buying decision; a positively
moderate relationship is indicated by the
correlation coefficient of 0.676 between green
advertising and buying decision; and a
statistically significant moderate relationship
is represented by the correlation coefficient
of 0.689 between green pricing and buying
decision.

Table 4. Model Summary

Adjusted R
Square

Std. Error of the

Model R Estimate

R Square

1 0.818 0.670 0.665 0.50676

a. Predictors: (Constant), Environmental
Concern, Green Labeling, Green Packaging,
Green Advertising, Green Pricing

b. Dependent Variable: Buying Decision

Table 4 presents an overview of the regression
model utilized in this study. The adjusted
R square value of 0.670 for all the variables
examined implies that dependent variable, or
buying decision, is said to be 67% explained
by the independent variables (environmental
concern, green labeling, green packaging,
green advertising, and green pricing).

Table 5. ANOVA

Sum of

Model Squares

df Mean Square F Sig.

Regression 174.476 5 34.895 135.883 .000

Residual 86.030 335 0.257
Total 260.506 340

a. Dependent Variable: Buying Decision
b. Predictors: (Constant), Environmental

Concern, Green Labeling, Green Packaging,
Green Advertising, Green Pricing

The ANOVA table 5 shows the significance
of regression model used in this study. The
overall significance of the regression model
was measured using the F-statistics and p
value; the value of F-statistics and p = 0.000
indicates that in overall the regression model
is significant and supports the previously
stated hypothesis.

Table 6. Regression Coefficient

Model B Std. Error t Sig.
(Constant) 499 132 3.766 .000
Environmental 187 046 4033 .000
concern

1 Green labeling 181 .047 3.880 .000
Green packaging 145 .048 3.018 .003
Green advertising  .095 .048 1.987 .048
Green pricing 269 .039 6.893 .000

a. Dependent Variable: Buying Decision

Table 6 demonstrates that buying decisions
are positively impacted by environmental
concerns ({3 = 0.187). The decision to purchase
is increased by 0.187 units for every unit rise
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in environmental considerations. Given that
the p-value is less than 0.05, it can be said
that environmental concerns significantly
influence consumers’ decisions to purchase
eco-friendly products. The findings showed
that purchasing decisions are significantly
influenced positively by green labeling (3 =
0.181, p < 0.05). It suggests that the decision
to buy green product will rise by 0.181 units
for every unit increase in green labeling.
Every unit increase in green packaging had a
favorable and substantial effect on consumers’
decision to purchase green items, according
to their view of green packaging (3 =145,
p <0.05). An increase of 0.145 units in the
buying decision. Likewise, green advertising
has demonstrated a favorable and significant
impact on purchasing decisions ( =.095,
p < 0.05). Additionally, green pricing has
demonstrated a strong favorable influence
on purchasing decisions (f =269, p <0.05).
Regression  analysis's overall findings
demonstrate that all of the hypothesis is
accepted because all of the P-values support it.
Also, it showed that consumers’ decisions to
purchase eco-friendly items in the Kathmandu
Valley are significantly influenced positively
by green marketing factors.

5. Discussion and Conclusion

The paper intended to examine how green
marketing initiatives affect the buying decision
of green products. The study findings revealed
that environmental concerns, green labeling,
green packaging, green advertisement and
green pricing all have a significant impact on
consumers’ green product buying decisions.
The study’s results supported the hypothesis
that consumers’” environmental concerns
have a significant and positive impact on
their decision to purchase green products.
Study results supported the hypothesis that
consumers who prioritize environmental
concerns and hold strong beliefs in eco-
friendliness are more likely to make green
purchases. This suggests that people who are
conscious of the environment tend to buy green
products more often. The results are consistent
with those of Juwaheer et al. (2012), Kim and
Choi (2005), and Bamberg (2003), indicating

a positive correlation between environmental
beliefs and green purchasing behavior. The
research also shows that green packaging has
a strong influence on consumers’ decisions to
purchase eco-friendly products, which is in
line with the findings of Huang et al. (2014),
Yang and Zhao (2019), and Juwaheer et al.
(2012). Finally, the research shows that green
advertising has a notable effect on consumers’
decisions to purchase green products, which
is in line with the findings of Juwaheer et al.
(2012) and See and Mansori (2012). However,
it is inconsistent to the findings of Leonidou et
al. (2014) and Podvorica and Ukaj (2020), who
discovered that misleading advertising caused
consumers to be doubtful of environmental
promises, which made them hesitant to base
their decisions on such advertisements.

The study found that a green price had a
significant and positive impact on the decision
to purchase green products, which is in line
with the findings of Juwaheer (2012) and
Rahbar and Wahid (2011). Additionally,
consumers who perceive green premium
pricing favorably are more likely to purchase
organic and sustainable goods. The results
for the study acknowledged that green
advertising and environmental concerns
have a big influence on consumers’ purchase
decisions. This implies that buyers who care
about the environment are more inclined to
select eco-friendly goods. Hence, this study
emphasizes how consumers’ purchasing
decisions are influenced by green marketing,
demonstrating the increasing significance
of sustainability in influencing consumer
behavior in Nepal. Customers are more likely
to select green products when environmental
issues grow, provided that they believe these
products will actually help the environment.
The study comes to the conclusion that
consumer trust and purchase decisions are
significantly influenced by green marketing
practices that work, such as green pricing,
green leveling, environmental awareness, and
green packaging. In conclusion, the increasing
demand for environmentally conscious
products means that green marketing will
remain a critical factor in shaping customer
preferences. When sustainable practices are
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combined with successful green marketing
techniques, businesses in Nepal can become
more profitable and competitive while also
helping to protect the environment.

3. Implications

Businesses in Nepal that produce eco-
friendly goods can use the study’s findings to
optimize their green marketing strategies by
concentrating on the components that work
best such as eco-friendly pricing, eco-friendly
packaging, eco-friendly leveling, and green
packaging before implementing other crucial
green marketing strategies that are required
to shape consumer decisions. Businesses
need to put an emphasis on openness and
stay clear of greenwashing as customers
grow more conscious of green certifications
and ingredient lists. Rather, they need to
concentrate on providing really sustainable
goods, supported by reliable environmental
promises and actions. Government regulations
should also be created and upheld to support
environmental preservation, providing a
framework that encourages businesses to
produce and market sustainable goods and
services. For the service industry to function
in an ecologically conscious manner, green
marketing strategies should be implemented.

The results of this study highlight the fact
that corporations and consumers both have
a responsibility to save the environment.
As a result, managers and marketing
experts can use this research as guidance to
adopt sustainable practices that improve a
company’s reputation while also increasing
profitability and competitiveness.

4. Limitations and Direction for Future
Research

This study only looks at five factors, even
though a variety of marketing techniques have
animpacton consumers’ decisions tobuy green
products. In order to provide a more thorough
understanding of the variables influencing
green purchasing behavior, future research
should investigate how to combine these
findings with extra marketing instruments.

Similarly, to enhance strategic practices of
green marketing on consumer behavior
toward the green products and services, the
research’s scope might be expanded to cover
businesses and concerned industries. In
addition to focus on survey, future study may
focus on additional qualitative techniques.

Further study should look at how the
companies and their green marketing
initiatives align with consumer buying
behavior and companies sustainable strategy.
Future researchers might also refer to this work
to investigate how green marketing strategies
might develop over time and how certain
contextual factors such as socio-demographic
factors might become important in influencing
customers’ decisions to buy green products.
Future studies can examine more green
services for customers, such as green banking
services, green hotel services, etc. while the
current study is restricted to green products.
The consumer’s post-purchase behavior is not
covered in this study. Therefore, it is possible
to monitor consumer decision-making over
time using longitudinal research, which
will also record post-purchase behavior
and provide insight into the sustainability
and stability of green purchasing decisions.
Finally, the study highlights research gaps,
including the need to look into long-term
consumer behavior change, cultural variations
in green marketing, and the function of digital
platforms in promoting sustainable products.

References

Alharthey, B. K. (2019). Impact of green marketing
practices on consumer purchase intention
and buying decision with demographic
characteristics as moderator. International
Journal of Advanced and Applied
Sciences, 6, 62-71. https://doi.org/10.21833/
ijaas.2019.03.010

Alwis, P. D. S. M., & Manel, D. P. K. (2022). Green
marketing inclination: a study of green
marketing mix strategies for the service
sector in Srilanka. http://dr.lib.sjp.ac.lk/
handle/123456789/12486

Ansu-Mensah, P. (2021). Green product awareness

144


https://doi.org/10.21833/ijaas.2019.03.010
https://doi.org/10.21833/ijaas.2019.03.010
http://dr.lib.sjp.ac.lk/handle/123456789/12486
http://dr.lib.sjp.ac.lk/handle/123456789/12486

effect on green purchase intentions of
university students’: An emerging market’s
perspective. Future Business Journal, 7(1),

1-13. https://doi.org/10.1186/s43093-021-
00094-5

Bamberg, S. (2003). How does environmental
concern influence specific environmentally
related behaviors? A new answer to an
old question. Journal of environmental
psychology, 23(1), 21-32. https://doi.
org/10.1016/S0272-4944(02)00078-6.

Bang, H. K. Ellinger, A. E. Hadjimarcou, ],

& Traichal, P. A. (2000). Consumer
concern, knowledge, belief, and
attitude toward renewable energy:

An application of the reasoned action
theory.  Psychology &  Marketing,
17(6), 449-468.https://doi.org/10.1002/
(SICI)1520-6793(200006)17:6<449:  AID-
MAR2>3.0.CO;2-8

Bhardwaj, S., Nair, K., Tarig, M. U., Ahmad, A., &
Chitnis, A. (2023). The State of =~ Research
in Green Marketing: A Bibliometric
Review from 2005 to 2022. Sustainability,
15(4),  2988.  https://doi.org/10.3390/
sul15042988

Bhatnagar, M., Taneja, S., & Ozen, E. (2022). A
wave of green start-ups in India: the
study of green finance as a support
system for sustainable entrepreneurship.
Green Finance, 4(2), 253-273. https://doi.
org/10.3934/gf.2022012

Bokil, Y., & Sinha, D. K. (2021). Green Marketing
and Mindful Consumption for Sustainable
Development. Central Asian Journal of
Innovations on Tourism Management and
Finance, 2(9), 4-7. https://doi.org/10.47494/
cajitmf.v2i9.142

Boztepe, A. (2012). Green marketing and its impact
on consumer buying behavior. European
Journal of Economic & Political Studies,
5(1).

Chaudhary, M. K., & Chaudhary, R. K. (2023).
Green human resource management for
organizational sustainability, Journal of
Emerging Management Studies, 1(1), 1-19.
https://doi.org/10.3126/jems.v1i1.60159

Chen, Y. S, Lin, Y. H, Lin, C. Y., & Chang, C.

W. (2015). Enhancing green absorptive
capacity, green dynamic capacities and
green service innovation to improve firm
performance: An analysis of structural
equation modeling (SEM). Sustainability,
7(11), 15674-15692. https://doi.org/10.3390/
su71115674

Cronin, J. J., Smith, J. S., Gleim, M. R., Ramirez, E.,
& Martinez, J. D. (2011). Green marketing
strategies: An examination of stakeholders
and the opportunities they present. Journal
of the Academy of Marketing Science,
39(1), 158-174. https://doi.org/10.1007/
s11747-010-0227-0

Dangelico, R. M., & Vocalelli, D. (2017). Green
Marketing: An analysis of definitions,
strategy steps, and tools through a
systematic review of the literature. Journal
of Cleaner production, 165, 1263-1279.
https://doi.org/10.1108/17515631111118194

Delafrooz, N., Taleghani, M., & Nouri, B. (2014).
Effect of green marketing on consumer
purchase behavior. QScience Connect,
2014(1), 5. https://doi.org/10.5339/
connect.2014.5

Y. H., Kastaman, R., & Mardawati, E.
(2022). Green marketing strategy increases
the effect of green knowledge on green
purchase intention. Advance in Food
Science, Sustainable Agriculture and
Agro-industrial Engineering, 5(2), 182-
192.  https://afssaae.ub.ac.id/index.php/
afssaae/article/download/440/132

Dwipamurti, I. G. A. N., Mawardi, M. K, &
Nuralam, I. P. (2018). The effect of green
marketing on brand image and purchase
decision (Study on consumer of Starbucks
Cafe). Journal Administrasi Bisnis, 61(3),
57-64.

Ghosh, B. (2020). Effect of the high price of green
products on the purchase decisions of
environmentally concerned consumers.
International  Journal of Advanced
Research in Commerce, Management
& Social Science, 3(3), 93-99. https://
www.inspirajournals.com/uploads/
Issues/450155973.pdf

Hair, Jr., J.F., Sarstedt, M., Matthews, L.M. and

Devina,

145


https://doi.org/10.1016/S0272-4944(02)00078-6
https://doi.org/10.1016/S0272-4944(02)00078-6
https://doi.org/10.3390/su15042988
https://doi.org/10.3390/su15042988
https://doi.org/10.3934/gf.2022012
https://doi.org/10.3934/gf.2022012
https://doi.org/10.3126/jems.v1i1.60159
https://doi.org/10.3390/su71115674
https://doi.org/10.3390/su71115674
https://doi.org/10.1007/s11747-010-0227-0
https://doi.org/10.1007/s11747-010-0227-0
https://doi.org/10.1108/17515631111118194
https://doi.org/10.5339/connect.2014.5
https://doi.org/10.5339/connect.2014.5
https://afssaae.ub.ac.id/index.php/afssaae/article/download/440/132
https://afssaae.ub.ac.id/index.php/afssaae/article/download/440/132
https://www.inspirajournals.com/uploads/Issues/450155973.pdf
https://www.inspirajournals.com/uploads/Issues/450155973.pdf
https://www.inspirajournals.com/uploads/Issues/450155973.pdf

Ringle, C.M. (2016). Identifying and
treating unobserved heterogeneity with
FIMIX-PLS: part I — method. European
Business Review, 28(1) 63-76. https://doi.
org/10.1108/EBR-09-2015-0094

Hatta, I. H. (2019). Green marketing analysis and
corporate image factors. International
Journal of Business and Management
Invention, 8(2), 31- 35.

Huang, Y. C, Yang, M., & Wang, Y. C. (2014).
Effects of green brand on green purchase
intention. Marketing Intelligence &

Planning, 32(3), 250-268. https://doi.

org/10.1108/MIP-10-2012-0105

Hung, A. W.-S-H. (2015). Influence of green
marketing toward purchase intention of
green products through attitude: survey
on Indonesian and Taiwanese students.
International Journal of Humanities and
Management Sciences, 3(4), 198-202.

Jones, P. C.-H. (2008). Marketing and Sustainability.
Marketing Intelligence and Planning,
26(2), 123-130. 10.1108/02634500810860584

Jung, Y. ], & Kim, Y. (2023). Research trends of
sustainability and marketing research,

2010-2020: Topic modeling analysis.
Heliyon, 9(3). https://doi.org/10.1016/j.
heliyon.2023.e14208

Juwaheer, T. D., Pudaruth, S, & Noyaux, M.
M. E. (2012). Analysing the impact of
green marketing strategies on consumer

purchasing  patterns in  Mauritius.
World Journal of Entrepreneurship,
Management and Sustainable
Development, 8(1), 36-59. https://doi.

org/10.1108/20425961211221615.

Katt, F., & Meixner, O. (2020). A systematic review of
drivers influencing consumer willingness
to pay for organic food. Trends in Food
Science & Technology, 100, 374-388.
https://doi.org/10.1016/j.tifs.2020.04.029

Khadka, T. (2021). Planning to switch to eco-
friendly products. Where to find it in
Nepal?
eco-friendly-products

Kim, Y., & Choi, 5. M. (2005). Antecedents of green
purchase behavior: An examination of
collectivism, environmental concern, and

https://www .nepalitrends.com/

PCE. ACR North American Advances,32,
592-599.

Machov3, R., Ambrus, R., Zsigmond, T., & Bako, F.
(2022). The impact of green marketing on
consumer behavior in the market of palm
oil products. Sustainability, 14(3), 1364.
https://doi.org/10.3390/su14031364

Mahmoud, T. O. (2018). Impactof g r e e n

marketing mix on  purchase

intention.  International Journal of
Advanced and applied sciences, 5(2),
127-135. https://doi.org/10.21833/

ijaas.2018.02.020

Mehraj, D., & Qureshi, I. H. (2022). Evaluating the
emerging opportunities and challenges
from green marketing practices among
Indian manufacturing industries. Business
Strategy and Development, 5(3), 142-152.
https://doi.org/10.1002/bsd2.186

Mezger, A. Cabanelas, P. Loépez-Miguens,
M. J, Cabiddu, F., & Riidiger, K.
(2020). Sustainable development and

consumption: The role of trust for
switching towards green energy. Business
Strategy and the Environment, 29(8), 3598-
3610. https://doi.org/10.1002/bse.2599

Papadopoulos, 1., Karagouni, G., Trigkas, M., &
Platogianni, E. (2010). Green marketing:
The case of Greece in certified and
sustainably managed timber products.
EuroMed Journal of Business. https://doi.
org/10.1108/14502191011079308.

Pickett-Baker, J., & Ozaki, R. (2008).
environmental  products:  marketing
influence on  consumer  purchase
decision. Journal of consumer
marketing, 25(5), 281-293. https://doi.
org/10.1108/07363760810890497

Podvorica, G., & Ukaj, F. (2020). The role of
consumers’ behavior in applying green

Pro-

marketing: An economic analysis of
the non-alcoholic beverages industry
in Kosova. Wroclaw Review of Law,
Administration & Economics, 9(1), 1-25.

https://doi.org/10.1515/wrlae-2018-0061

Rahbar, E., & Wahid, N. A. (2011). Investigation
effect on
consumers’ purchase behavior. Business

of green marketing tools’

146


https://doi.org/10.1108/EBR-09-2015-0094
https://doi.org/10.1108/EBR-09-2015-0094
https://doi.org/10.1108/MIP-10-2012-0105
https://doi.org/10.1108/MIP-10-2012-0105
http://dx.doi.org/10.1108/02634500810860584
https://doi.org/10.1016/j.heliyon.2023.e14208
https://doi.org/10.1016/j.heliyon.2023.e14208
https://doi.org/10.1108/20425961211221615
https://doi.org/10.1108/20425961211221615
https://doi.org/10.1016/j.tifs.2020.04.029
http://www.nepalitrends.com/eco-friendly-products
http://www.nepalitrends.com/eco-friendly-products
https://doi.org/10.3390/su14031364
https://doi.org/10.21833/ijaas.2018.02.020
https://doi.org/10.21833/ijaas.2018.02.020
https://doi.org/10.1002/bsd2.186
https://doi.org/10.1002/bse.2599
https://doi.org/10.1108/14502191011079308
https://doi.org/10.1108/14502191011079308
https://doi.org/10.1108/07363760810890497
https://doi.org/10.1108/07363760810890497
https://doi.org/10.1515/wrlae-2018-0061

strategy series, 12(2), 73-83. https://doi.
org/10.1108/17515631111118194

Shah, M. H. (2022). Impact of green marketing
strategy on business performance:
mediating role of corporate image in
construction industry of Kenya. Journal
of Business Management and Accounting,
6(1), 1-11. https://journallifescifi.com/
index.php/art/article/view/199

Silintowe, Y. B. R. (2023). Green Innovation in
Marketing  Research: A  Systematic
Literature Review and Bibliometric
Analysis. environmental pollution, 9, 4.
https://doi.org/10.2991/978-94-6463-076-3

Tulsipriya, B. & Rodrigues, L. J. (2023). Startups use
green marketing strategies for exponential
growth: reality or myth. Journal of
Propulsion Technology, 44(4), 5657-5665.
https://doi.org/10.52783/tjjpt.v44.i4.1963

Vilkaite-Vaitone, N., Skackauskiene, 1., & Diaz-
Meneses, G. (2022). Measuring green
marketing: Scale development and
validation. Energies, 15(3), 718 https://doi.
org/10.1108/17515631111118194

Yang, Y.-C. & Zhao, X. (2019). Exploring the
relationship of green packaging design
with consumers’ green trust, and green
brand attachment. Social Behavior and

Personality: An International Journal, 47(8),
1-10 https://doi.org/10.2224/sbp.8181

147


https://doi.org/10.1108/17515631111118194
https://doi.org/10.1108/17515631111118194
https://journal.lifescifi.com/index.php/art/article/view/199
https://journal.lifescifi.com/index.php/art/article/view/199
https://doi.org/10.2991/978-94-6463-076-3
https://doi.org/10.52783/tjjpt.v44.i4.1963
https://doi.org/10.1108/17515631111118194
https://doi.org/10.1108/17515631111118194
https://doi.org/10.2224/sbp.8181

