
 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR250240102 Volume 7, Issue 2, March-April 2025 1 

 

Green Marketing Strategies: Assessing 

Consumer Perceptions and Preferences towards 

Sustainable Products and Brands 
 

Dr. Supriya Rai1, Shourya Tak2, Khushboo Singhi3, Hitesh Salwani4 
 

1Associate Professor, Jain (Deemed-to-be University)- Centre for Management Studies, Bangalore, 

India. 
2,3,4Students, Jain (Deemed-to-be University)- Centre for Management Studies, Bangalore, India. 

 

Abstract: 

As global sustainability concerns grow, businesses are increasingly combining green marketing techniques 

to balance revenue and environmental responsibility. Green marketing is the promotion of 

environmentally friendly products and sustainable company operations in order to meet consumer 

expectations, comply with legislation, and increase brand loyalty. This research paper examines the 

evolution, impact, and challenges of green marketing using key insights from previous literature. The 

findings indicate that, while green marketing improves consumer perception, competitive advantage, and 

business reputation, its efficacy is dependent on factors such as transparency, innovation, and legislative 

support. Greenwashing, high production costs, and consumer scepticism are all obstacles to realising its 

full potential. Furthermore, the gap between consumer intention and purchase behaviour remains a 

significant barrier to market acceptance. As firms negotiate this landscape, the study focuses on techniques 

for successfully implementing green marketing while maintaining profitability and sustainability. This 

paper adds to the larger discussion on sustainable business transformation and offers insights for 

organisations looking to incorporate ethical and effective green marketing practices into their core 

strategies. 
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Chapter 1- 

Introduction: 

As global concerns about environmental sustainability rise, firms are increasingly using green marketing 

as a strategic tool to attract environmentally concerned customers. Green marketing refers to a variety of 

strategies that promote environmentally friendly products, sustainable business operations, and ethical 

customer behaviour. Companies use green marketing methods not simply to comply with rules, but also 

to stand out in a competitive market, improve brand reputation, and encourage long-term consumer 

loyalty. Green marketing is being driven by increased consumer awareness, government laws, and a 

broader business emphasis on sustainability and social responsibility. Furthermore, the global push for 

carbon neutrality and the growing demand for eco-friendly alternatives have prompted many businesses 

to reconsider their traditional marketing strategies and embrace sustainability as a core value. 
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Consumer perceptions and preferences are critical factors in determining the effectiveness of green 

marketing campaigns. Studies show that while many consumers express a willingness to support 

sustainable brands, actual purchase behaviour frequently depends on factors such as price, convenience, 

product performance, and belief in the company's environmental statements.The rising issue of 

greenwashing, in which organisations fraudulently claim to be environmentally beneficial, has raised 

consumer scepticism, making transparency and authenticity critical components of effective green 

marketing. Companies must not only implement sustainable practices, but also effectively communicate 

their environmental commitments in order to gain consumer trust and long-term participation. Clear 

labelling, third-party certifications, and transparent sustainability reporting have become critical 

instruments for closing the trust gap between businesses and consumers. 

The evolution of green marketing has seen firms shift from perceiving sustainability as a compliance need 

to recognising it as a key market differentiation. Sustainability efforts were once limited to niche 

industries, but green marketing is now a mainstream commercial need. Companies from several industries 

are incorporating sustainable product creation, eco-friendly packaging, carbon footprint reduction, and 

ethical branding into their primary marketing strategy. Corporate social responsibility (CSR) plays an 

increasingly important role in attracting environmentally concerned consumers and maintaining regulatory 

compliance. Furthermore, the rise of digital marketing and social media has allowed businesses to engage 

with customers in real time, emphasising their sustainability efforts through interactive campaigns, 

influencer collaborations, and customer testimonials. 

Despite its expanding importance, green marketing confronts numerous hurdles. High production costs, 

complex regulatory systems, and continuing consumer scepticism are all impediments to mainstream 

adoption. Furthermore, the disparity between consumer intention and actual purchasing behaviour remains 

a major concern. While many consumers claim to support sustainable products, pricing and accessibility 

frequently affect their purchase decisions. To ensure that green products stay feasible and appealing in the 

market, businesses must discover inventive ways to reconcile sustainability and cost-effectiveness. 

Strategies such as economies of scale, government incentives, and investment in sustainable supply chain 

management can assist businesses in overcoming these barriers and driving more consumer adoption of 

green products. 

The research topic looks at how green marketing methods influence consumer attitudes, preferences, and 

purchase decisions. By examining key drivers such as eco-labeling, corporate social responsibility, and 

sustainable product innovation, this study hopes to provide light on how businesses can effectively express 

their environmental values and strengthen consumer connections. Understanding customer attitudes 

towards sustainable products and brands is critical for businesses seeking to reconcile profitability with 

environmental responsibility in the ever-changing global marketplace. As sustainability continues to 

influence business tactics, organisations who successfully integrate green marketing will gain a 

competitive edge while also contributing to a more sustainable and responsible global economy. 

 

Chapter 2 

Literature Review: 

Green marketing has evolved significantly over the decades, transitioning from early environmental efforts 

in the 1970s to a strategic approach that businesses use today to align with consumer demand for 

sustainable products. It involves promoting goods and practices that minimize environmental harm while 
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integrating sustainability into the marketing mix—product, price, place, and promotion. This approach not 

only helps businesses achieve their sustainability goals but also fosters innovation and corporate social 

responsibility. The key drivers of green marketing include regulatory compliance, rising consumer 

awareness, and competitive pressures. However, challenges such as high costs and consumer skepticism 

persist. 

Various strategies have been identified to enhance green marketing effectiveness. These include 

developing eco-friendly products, adopting sustainable pricing strategies, and ensuring transparent 

communication of environmental benefits. Companies must balance sustainability with product quality 

expectations and avoid misleading green claims to maintain credibility. Engaging and educating 

consumers on the environmental impact of their choices is also crucial in promoting sustainable behaviors. 

Studies indicate that businesses embracing green marketing can gain a competitive advantage, but 

challenges remain, particularly in developing markets where awareness of sustainability issues is still 

emerging. 

Research by Murali et al. (2016) explores government intervention in promoting green product 

development, particularly in competitive markets where firms have varying levels of credibility in their 

environmental claims. Osman et al. (2016) highlight the increasing consumer awareness of environmental 

issues and the role of companies in addressing these concerns through sustainable practices. M.D. and 

Akhil (2017) emphasize that green marketing extends beyond product promotion to include sustainable 

innovations in production, fair pricing, and ethical advertising. Similarly, Baral and P. (2019) discuss the 

growing importance of green marketing, especially in developing economies like India, where it plays a 

crucial role in sustainable development. 

The role of green energy in sustainability has also gained attention. Cihat K., Setareh K., and Salih K. 

(2021) analyze how financial mechanisms, technological advancements, and policy frameworks 

contribute to green energy adoption, particularly in OECD countries. Their findings emphasize the need 

for international collaboration and financial incentives to scale renewable energy transitions. Further, 

Kandpal and Jaswal (2023) explore the integration of renewable energy with circular economy principles 

and ESG (Environmental, Social, and Governance) frameworks. Their research highlights the importance 

of embedding sustainability into corporate governance and policy decisions, reinforcing the need for 

collaboration among governments, businesses, and communities. 

In addition to green marketing, digital marketing has gained prominence, with numerous studies exploring 

its impact. Haddad et al. (2005) examine how internet use has transformed shopping behaviors, 

particularly in the Greater Amman region. A review of literature by Kannan and Li (2017) categorizes 

digital marketing research into themes such as environmental impact, corporate strategies, marketing 

outcomes, and technological advancements. Digitalization in logistics has also contributed to 

sustainability efforts, with studies highlighting the role of technologies like the Internet of Things (IoT), 

big data analytics, and automation in optimizing supply chains. However, research on the direct impact of 

these technologies on emissions reduction remains limited. 

Efforts to mitigate greenhouse gas (GHG) emissions in the shipping and logistics sectors have been widely 

studied. Various strategies, including slow steaming, hull modifications, and the adoption of renewable 

energy sources, have been proposed. However, there is no consensus on the most effective combination 

of measures to achieve comprehensive emissions reductions. 

The promotion of green brands as a strategy to attract green investment has been explored extensively in 

sustainability literature. Green brands are defined as symbols, signs, or words that convey a company’s 
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commitment to environmentally responsible practices (Kotler & Keller, 2016). Key factors influencing 

green brands include green brand equity, trust, and consumer satisfaction (Chen, 2010; Hartmann et al., 

2015). Research suggests that green brand equity mediates the relationship between trust and satisfaction 

(Kim et al., 2012), while effective green marketing strategies prioritize transparency, authenticity, and 

stakeholder engagement to prevent greenwashing (Delmas & Burbano, 2011; Lyon & Montgomery, 

2015). Regulatory oversight and the regular publication of non-financial reports further enhance 

accountability and stakeholder trust (EU Commission, 2014). 

In today’s digital landscape, both consumers and businesses place significant importance on sustainability 

and corporate social responsibility (CSR). The success of startup companies depends on clear and strategic 

communication of these values. Research on social media marketing has identified effective ways to 

promote environmental responsibility and engage consumers in sustainable initiatives. Case studies such 

as Clearloop’s model demonstrate how businesses can integrate sustainability into their operations while 

gaining consumer trust. Clearloop collaborates with companies to invest in and construct solar energy 

projects, enabling businesses to offset carbon emissions while demonstrating a commitment to 

sustainability. Their first successful project in Jackson, TN, exemplifies how companies can leverage 

renewable energy investments to enhance their environmental credibility. 

Overall, the literature underscores the growing importance of green marketing, renewable energy 

adoption, digital marketing strategies, and emissions reduction initiatives in achieving sustainable 

development. While businesses can gain a competitive advantage by prioritizing sustainability, challenges 

such as cost barriers, regulatory complexities, and consumer skepticism must be addressed to maximize 

the impact of these efforts. 

 
Chapter 3 

Research Methodology: 

1. Scope of the Study 

This study explores how consumers perceive and respond to sustainable products and brands, focusing on 

what influences their buying choices. It will look at factors like awareness, trust in eco-friendly claims, 

price sensitivity, and personal values. The research will gather insights through surveys and interviews, 

helping to understand why some consumers embrace sustainable options while others hesitate. It will also 

examine how businesses communicate their green initiatives and whether these efforts successfully build 

trust and loyalty. While the study will consider global trends, it will focus on specific consumer groups 

and market segments to provide deeper, more relevant insights. 

2. Objective of the Study 

This study aims to understand how consumers perceive and engage with sustainable products and brands. 

It will explore the factors that influence their buying decisions, such as price, trust, personal values, and 

the effectiveness of green marketing. By examining the gap between people’s interest in sustainability and 

their actual shopping habits, this research hopes to uncover what truly drives consumers to choose eco-

friendly options. The insights gained will help businesses create marketing strategies that not only promote 

sustainability but also build genuine trust and loyalty among consumers. 

3. Statement of the Problem 

Sustainability is becoming a major focus for both businesses and consumers. More and more brands are 

adopting green marketing strategies, highlighting eco-friendly products, ethical sourcing, and sustainable 

packaging. But despite this shift, there’s a noticeable gap between what consumers say they care about 
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and what they actually buy. Many people express support for sustainability, yet their purchasing decisions 

don’t always reflect that intent. Factors like higher prices, skepticism about green claims, and a lack of 

awareness about sustainable options often get in the way. 

Another challenge is that green marketing doesn’t resonate the same way with everyone. Some consumers 

see sustainability as a key reason to choose a brand, while others remain indifferent or even skeptical, 

viewing it as just another marketing gimmick. This makes it crucial to understand what truly drives 

consumer interest in sustainable products and how brands can effectively communicate their green efforts. 

This research aims to explore how consumers perceive and respond to sustainable products and brands. It 

will examine the key factors influencing their choices and whether green marketing efforts actually build 

trust and brand loyalty. The goal is to help businesses develop marketing strategies that not only promote 

sustainability but also connect with consumers in a meaningful way. 

To conduct this research on green marketing strategies and their influence on consumer perceptions and 

preferences, our team employed a systematic and structured methodology comprising both qualitative and 

quantitative approaches. The research process involved several key phases, including literature review, 

survey design, data collection, interviews, and statistical analysis. This ensured a comprehensive 

understanding of how green marketing is perceived by consumers and its impact on sustainable purchasing 

behavior. 

Our first step was conducting an extensive literature review to establish a theoretical foundation. We 

gathered data from academic journals, books, and industry reports, focusing on previous studies related to 

green marketing, corporate social responsibility (CSR), eco-labeling, and consumer behavior. This review 

helped us identify knowledge gaps and formulate key research questions that guided our primary data 

collection. 

Following the literature review, we designed a structured questionnaire aimed at assessing consumer 

attitudes toward sustainable products and brands. The survey questions were adapted from validated scales 

such as the Green Consumer Value Scale (Haws et al., 2010) and the Green Gauge Study (Roper 

Organization, 2001). We conducted a pre-test with ten participants to ensure clarity, relevance, and 

reliability of the questions before the full distribution. Based on the feedback, minor revisions were made 

to improve question phrasing and response clarity. 

For data collection, the final questionnaire was distributed online using Google Forms, targeting a diverse 

consumer base. We employed a convenience sampling method, selecting 50 respondents from various 

demographics, including young professionals, college students, and parents. After eliminating incomplete 

responses, we obtained 34 valid responses, categorized as follows: 17 young professionals, 13 college 

students, and 4 parents. The survey was conducted over one week, and participants were given clear 

instructions to ensure accurate and unbiased responses. 

To supplement the quantitative survey, we conducted structured interviews with professionals in the 

sustainability and marketing sectors. These interviews provided insights into corporate green marketing 

strategies, challenges in sustainable branding, and real-world applications of eco-friendly business models. 

The interview responses helped contextualize our survey findings and provided a deeper understanding of 

industry perspectives. 

For data analysis, we utilized SPSS software to process survey responses. Descriptive statistics, including 

percentage distributions and mean calculations, were applied to summarize key consumer preferences. 

Our findings revealed that 35.3% of respondents were very familiar with green marketing, while 29.4% 
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were somewhat familiar. Additionally, 35.3% of participants prioritized environmental impact when 

making purchasing decisions, whereas 29.4% considered availability and convenience as crucial factors. 

Beyond descriptive statistics, inferential statistical techniques such as chi-square tests and t-tests were 

employed to examine relationships between key variables. We analyzed the influence of green advertising 

on purchase decisions, consumer trust in eco-labeling, and the extent to which price affected sustainable 

purchasing behavior. One of the key findings was that 50% of respondents strongly supported companies 

investing in green marketing, while 47.1% cited high costs as a major barrier to purchasing sustainable 

products. 

Throughout the research process, our team ensured data reliability and validity by cross-referencing 

primary findings with existing literature and industry trends. The combination of literature review, survey 

analysis, and expert interviews allowed us to develop a holistic perspective on green marketing’s role in 

shaping consumer behavior. 

By employing this structured methodology, we were able to generate valuable insights into the 

effectiveness of green marketing strategies and identify opportunities for businesses to enhance 

sustainability-driven consumer engagement. The study’s mixed-method approach provided a well-

rounded assessment, ensuring that both theoretical and practical aspects of green marketing were 

thoroughly explored. 

 

Chapter 4 

DATA ANALYSIS AND INTERPRETATION 

SL.NO NAME OF THE SAMPLE UNIT QUESTIONNAIRE SENT RESPONSE RECEIVED 

1. YOUNGSTERS 30 17 

2. COLLEGE STUDENTS 15 13 

3. PARENT 4 4 

 TOTAL 50 34 

 

Question 1: 

 
The survey collected 34 responses on familiarity with green marketing. 

• 35.3% of respondents are very familiar with the concept. 

• 29.4% are somewhat familiar with green marketing. 
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• 23.5% have heard of it but don’t know much about it. 

• 11.8% are not familiar at all with green marketing. 

This suggests that while most respondents have some awareness, a significant portion still lacks deep 

knowledge of green marketing. 

 

Question 2: 

 
The survey collected 34 responses on factors influencing sustainable product purchases. 

• 35.3% of respondents prioritize environmental impactwhen making a decision. 

• 29.4% consider availability and convenience as the most important factor. 

• 20.6% focus on brand reputation when choosing sustainable products. 

• 14.7% see price as the key deciding factor. 

This suggests that while sustainability matters, practical aspects like accessibility and brand trust also play 

a crucial role. 

 

Question 3: 

 
The survey collected 34 responses on whether companies should invest in green marketing initiatives. 

• 50% of respondents believe companies should definitelyinvest in green marketing. 

• 29.4% support it only if it benefits both consumers and the environment. 

• 14.7% think profitability should be the priority over sustainability efforts. 

• A small 5.9% are unsure about the importance of green marketing. 

This indicates strong support for green marketing, but with some concerns about balancing sustainability 

and business profitability. 
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Question 4: 

 
The survey collected 34 responses on how often consumers purchase eco-friendly or sustainable products. 

• 73.5% of respondents sometimes buy sustainable products. 

• 11.8% say they always choose eco-friendly options. 

• 11.8% never purchase products marketed as sustainable. 

• Only a small percentage (around 3%) buy them often. 

This suggests that while many consumers are open to sustainable products, only a small group consistently 

prioritizes them. 

 

Question 5: 

 
The survey collected 34 responses on the most frequently purchased types of sustainable products. 

• 32.4% of respondents buy organic food & beverages the most. 

• 26.5% prefer eco-friendly clothing. 

• 20.6% frequently purchase biodegradable packaging products. 

• 20.6% invest in renewable energy solutions like solar panels or electric vehicles. 

This suggests that everyday consumables, such as food and clothing, are the most commonly purchased 

sustainable products, while larger investments in renewable energy remain less frequent. 
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Question 6: 

 
The survey collected 34 responses on factors that would encourage more sustainable purchases. 

• 35.3% of respondents want more availability in stores. 

• 32.4% believe lower prices would motivate them to buy sustainable products. 

• 20.6% seek more brand transparency to make informed choices. 

• 11.8% think government incentives would encourage their purchases. 

This suggests that accessibility and affordability are the biggest barriers to adopting sustainable products. 

 

Question 7: 

 
The survey collected 34 responses on the most trusted sustainable packaging materials. 

• 50% of respondents trust biodegradable plastics the most. 

• 20.6% prefer glass/metal containers for sustainability. 

• 17.6% trust recyclable cardboard/paper packaging. 

• 11.8% believe compostable materials are the most reliable option. 

This indicates that while biodegradable plastics are the top choice, other materials like glass, metal, and 

paper also hold consumer trust. 
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Question 8: 

 
The survey gathered 34 responses on trust in brands claiming to be eco-friendly. 

• 44.1% of respondents are skeptical and need proof before trusting such claims. 

• 23.5% believe many brands are greenwashing and do not trust them. 

• 23.5% trust brands and believe in their commitment to sustainability. 

• 8.8% do not pay attention to eco-friendly claims. 

This suggests that a significant portion of consumers are cautious about green marketing and demand 

transparency. 

 

Question 9: 

 
The survey, with 34 responses, highlights the most appealing green marketing strategies: 

• 41.2% prefer certifications & eco-labels (e.g., Fair Trade, USDA Organic). 

• 23.5% favor refill & recycling programs. 

• 20.6% are drawn to carbon footprint reduction initiatives. 

• 14.7% support cause marketing, where brands donate to environmental causes. 

This suggests that consumers value verified sustainability credentials and practical waste-reduction 

efforts. 
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Question 10: 

 
The survey, with 34 responses, reveals how consumers verify a brand’s sustainability claims: 

• 35.3% rely on reviews & word of mouth. 

• 26.5% check third-party certifications. 

• 23.5% look at the brand’s website & advertisements. 

• 14.7% don’t usually check sustainability claims. 

This suggests that while many trust social proof and independent certifications, some still rely on brand-

provided information or do not verify claims at all. 

 

Question 11: 

 
The survey, with 34 responses, highlights the most effective marketing channels in shaping perceptions of 

a brand’s sustainability: 

• 44.1% are influenced by word of mouth & influencer recommendations. 

• 23.5% rely on social media campaigns. 

• 17.6% consider TV or online advertisements. 

• 14.7% trust brand websites & corporate reports. 

This suggests that personal recommendations and influencer endorsements are the most impactful in 

shaping sustainability perceptions. 
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Question 12: 

 
The survey, with 34 responses, identifies the biggest barriers to buying sustainable products: 

• 47.1% cite high cost as the primary barrier. 

• 26.5% point to lack of trust in sustainability claims. 

• 20.6% struggle with lack of availability. 

• A small 5.9% feel there is no significant personal benefit. 

This suggests that affordability and trust are the key challenges preventing wider adoption of sustainable 

products. 

 

Question 13: 

 
The survey, with 34 responses, explores whether people would pay slightly more for sustainable products: 

• 47.1% say no, prioritizing cost over sustainability. 

• 29.4% believe sustainability is worth the extra cost. 

• 17.6% would consider it only if the quality is better. 

• 5.9% are unsure. 

This suggests that price sensitivity is a major factor, though some consumers are willing to pay a premium 

for sustainability, particularly if quality is assured. 
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Question 14: 

 
The survey of 34 respondents examines willingness to switch to a sustainable brand if their favorite brand 

is not eco-friendly: 

• 26.5% would switch immediately. 

• 52.9% might switch, but only if the sustainable brand is equally good. 

• 11.8% prioritize brand loyalty over sustainability. 

• 8.8% are unsure. 

This suggests that while a portion of consumers are committed to sustainability, the majority require 

comparable quality and performance before making a switch. 

 

Question 15: 

 
The survey of 34 respondents explores how likely people are to recommend a sustainable brand to others: 

• 38.2% are very likely to recommend. 

• 35.3% are somewhat likely to recommend. 

• 14.7% are unlikely to recommend. 

• 11.8% would not recommend it at all. 

This suggests that while a majority (73.5%) are open to recommending sustainable brands, a portion of 

consumers remain hesitant. 

The survey results paint a clear picture: people care about sustainability, but they’re cautious about trusting 

brands that claim to be eco-friendly. Many worry about greenwashing, with nearly half believing that 

companies exaggerate their efforts. When checking a brand’s sustainability claims, people rely more on 

word of mouth and independent certifications rather than taking advertisements at face value. In terms of 

what resonates most, certifications and eco-labels stand out, along with refill and recycling programs. 

Social influence plays a huge role in shaping perceptions—recommendations from influencers and 

personal networks carry more weight than traditional ads. 
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Even though sustainability matters, cost is the biggest roadblock—many aren’t willing to pay extra, and 

some prioritize price over sustainability altogether. While some are open to switching to a greener brand, 

brand loyalty and product quality remain deciding factors. That said, there’s hope—if a brand proves itself 

to be truly sustainable, affordable, and high-quality, people are likely to recommend it. Trust, price, and 

quality are the deal breakers. Brands that can balance these three will have the best shot at winning over 

eco-conscious consumers. 

 

Chapter 5 - FINDINGS, SUGGESTIONS & CONCLUSION 

SUGGESTIONS: 

1. Increase Transparency & Third-Party Certifications 

2. Consumers are skeptical of sustainability claims, with many believing in greenwashing. Brands should 

invest in third-party certifications (e.g., Fair Trade, USDA Organic) and clearly communicate their 

environmental impact through transparent reporting to build trust. 

3. Make Sustainability Affordable & Value-Driven 

4. Cost is the biggest barrier to purchasing sustainable products. Brands should find ways to keep prices 

competitive, offer incentives like discounts or loyalty programs, and highlight the long-term benefits 

of sustainable products (e.g., durability, health benefits). 

5. Leverage Word-of-Mouth & Influencers 

6. People trust recommendations from peers and influencers more than traditional marketing. Brands 

should collaborate with authentic, eco-conscious influencers and encourage customer reviews to 

strengthen credibility and reach skeptical consumers. 

7. Improve Product Availability & Convenience 

8. Many consumers are open to switching to sustainable brands but only if they match the quality and 

availability of their current favourite’s. Expanding distribution channels, ensuring wide accessibility, 

and offering seamless online and offline purchasing options can remove this barrier. 

9. Educate & Engage Consumers Through Social Media 

10. Since social media is one of the most influential marketing channels, brands should share engaging 

content on sustainability efforts, educate consumers about why their products are truly eco-friendly, 

and use interactive campaigns to create a loyal, informed customer base. 

 

FINDINGS: 

Here’s a breakdown of the key findings from each question: 

1. Do you trust brands that claim to be eco-friendly? 

o Trust is low—44.1% believe many brands engage in greenwashing. 

o Only 23.5% fully trust brands' eco-friendly commitments, while the rest need proof. 

2. Which green marketing strategy appeals to you the most? 

o Certifications and eco-labels (41.2%) are the most convincing. 

o Recycling programs (23.5%) and carbon footprint reduction (20.6%) also resonate. 

3. How do you verify a brand’s sustainability claims? 

o Word of mouth and third-party certifications (61.8%) are the top ways people check. 

o Only 23.5% trust a brand’s own website and ads. 

4. Which marketing channel is most effective in influencing your perception of sustainability? 

o Word of mouth & influencer recommendations (44.1%) are the most influential. 
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o Social media campaigns (23.5%) rank higher than TV or brand websites. 

5. What is the biggest barrier to buying sustainable products? 

o Cost is the biggest hurdle (47.1%), followed by lack of availability (26.5%). 

o Trust in claims is another issue (20.6%). 

6. If a sustainable product costs slightly more than a conventional product, would you still buy it? 

o Nearly half (47.1%) prioritize cost over sustainability. 

o Only 29.4% are willing to pay extra for sustainability. 

7. Would you switch to a sustainable brand if your favorite brand was not eco-friendly? 

o Over half (52.9%) would only switch if the sustainable brand was just as good. 

o Only 26.5% would switch immediately. 

8. How likely are you to recommend a sustainable brand to others? 

o 38.2% are very likely, while 35.3% are somewhat likely to recommend. 

o Only 11.8% are unlikely to recommend a sustainable brand. 

Overall Insights: 

• Trust and proof matter. Many consumers are skeptical of sustainability claims and rely on external 

validation. 

• Cost is a major barrier. Most won’t pay extra for sustainability unless the product also offers quality 

and value. 

• Social influence is key. Word of mouth and influencer recommendations shape sustainability 

perceptions more than traditional ads. 

• People are open to change, but quality and brand loyalty still play a role. A sustainable product must 

be equally good (or better) for people to switch and recommend it. 

 

CONCLUSION: 

This research reveals that while many consumers are interested in sustainability, they remain skeptical 

about brands' eco-friendly claims. Trust is a major issue—most people need proof and third-party 

validation before believing a brand’s sustainability efforts. Many suspect greenwashing and rely on 

independent certifications, reviews, and recommendations rather than company advertisements. However, 

even when consumers are willing to support sustainable products, they often face barriers such as high 

costs, limited availability, and concerns about product quality. Price remains the most significant obstacle, 

with nearly half of respondents prioritizing affordability over sustainability. 

Despite these challenges, there is clear potential for brands to build loyalty by offering greater 

transparency, ensuring affordability, and leveraging trusted marketing channels like influencer 

recommendations and social media campaigns. Consumers are open to switching brands if a sustainable 

option is just as good as their current choice, and many are willing to recommend brands they trust. To 

truly connect with eco-conscious customers, businesses must make sustainability accessible, verifiable, 

and beneficial beyond just environmental impact—whether through cost-effective solutions, better 

education, or stronger consumer engagement. By addressing these concerns, brands can foster trust, 

encourage long-term commitment, and drive real progress in the sustainable market. 
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