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Abstract

The research aimed to examine whether green marketing campaigns are effective in promoting
brand loyalty, brand equity, consumer perceptions, consumer trust, and purchase intent in both
emerging and developed economies. The methodology employed is a combination of quantitative
and qualitative data, utilising both consumer surveys (n=600) and qualitative analysis of
corporate sustainability reports in the two market settings to assess the impact of eco-labelling,
sustainability reporting, and corporate social responsibility (CSR) programs on consumer
behaviour in these settings. It has been analysed that there is a significant disparity between the
new and established economies, where consumers in these developed economies have an enhanced
sense of trust and loyalty, as well as a higher level of purchase intention for brands that are
engaging in green marketing activities. In another case, consumers in the new markets are less
aware and trusting, which limits the effectiveness of the green marketing efforts. The regression
model indicates that the influence of eco-labelling and sustainability reporting is more substantial
in developed markets, referring to the high sensitivity of brand equity, as consumers desire a
higher level of transparency and trust in endorsements that address sustainability issues. The
research highlights the significance of businesses changing their green marketing policies to
match regional market situations, as the author emphasises the importance of transparency and
authenticity in developing economies to instil confidence and enhance brand capital. The research
can contribute to the existing literature on sustainable branding and provide marketers with
valuable insights on identifying newly environmentally conscious buyers in global markets.

Keywords: Green Marketing, Brand Equity, Consumer Perceptions.

Introduction

Sustainable branding and green marketing are also requirements of the times, given the emergence
of companies that aim to appeal to environmentally conscious consumers. These companies aim
to establish responsible brand recognition, particularly in light of the growing global interest in
environmental issues. Consumers are also becoming more conscious of their choices, where they
are interested in products and services that demonstrate a concern for sustainability in light of
increased awareness about environmental degradation, climate change, and resource scarcity. As
a result, an increasing number of companies are considering green marketing strategies,
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capitalising on brands by positioning and communicating based on sustainability, eco-labelling,
and green communication. It is a societal trend that reflects an overall movement towards
sustainability and concern with how corporate responsibility can shape consumer attitudes and
loyalty (Kotler et al., 2012; Peattie & Crane, 2005).

The future of sustainable brands and green marketing presents distinct challenges and
opportunities to both disruptive and established economies. Customers in the developed world are
increasingly environmentally aware. Thus, to scrutinise the green statements of a specific
organisation, consumers want the company to be transparent about its environmental responsibility
and to hold third-party certifications (Dangelico&Puviani, 2017). As it happened, in the European
and North American markets, eco-labelling and sustainability reporting played a significant role
in influencing consumer trust and purchasing decisions (Boulstridge&Carrigan, 2000). On the
other hand, developing countries are more concerned with affordability and accessibility than with
environmental impact, and most consumers in these countries prioritise basic needs and conditions,
often lacking access to green products (Jain & Kaur, 2019). However, with the increase in incomes
and the emergence of more environmental concerns, green marketing is becoming increasingly
prevalent even in these markets (Li & Li, 2015).

The relevance of the sustainability approach to business strategy has been confirmed across various
industries, and the academic research community is evaluating the role of green marketing in
influencing brand equity and consumer behaviour. Responsible brand equity implies that corporate
actions should be commensurate with consumer values and provide information about the
environmental impact that can be verified (2003). For example, companies cannot only help
preserve the environment by engaging in sustainable practices, such as using green materials or
achieving a low carbon footprint, but also increase consumer confidence and loyalty (Del Rio-
Gonzalez, 2005). In addition, brand equity can also be positively affected in situations where
consumers perceive green marketing practices in one company as honest and respectful of their
own values (Bhattacharya & Sen, 2004).

The global agenda of sustainable development, as outlined in the United Nations' Sustainable
Development Goals (SDGs), has also focused on how businesses can overcome environmental
risks and create collective value for society (UN, 2016). As the number of companies
implementing corporate social responsibility (CSR) programs in their policies increases, the actual
issue is how to communicate such initiatives to consumers effectively. Subsequently, the branding
and marketing plans will need to be adjusted to meet the specific needs and expectations of
customers in various economic markets. The general principles of green marketing are universal;
however, local variations in socioeconomic status, environmental issues, and access to green
materials evoke different approaches (Peattie & Peattie, 2009).

Although sustainable branding has become increasingly critical in recent times, the literature lacks
a comprehensive comparison of green marketing approaches between emerging and developed
economies. Most previous studies have been grounded in developed or emerging markets, and
research has primarily focused on the cross-market aspect or green marketing (Leonisou et al.,
2013). Additionally, although a few researchers have examined the impact of sustainability
initiatives on consumer confidence and brand loyalty, few have explored the regional variability
behind such undertakings, which significantly influences the success of green marketing activities
(Bauer et al., 2009). This paper attempts to fill these gaps by examining how firms implement
green marketing tactics, which lead to the creation of responsible brand equity in both new and
established economies, and offers suggestions on how firms can bring their operations closer to
the environment in their local markets.
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The study aims and objectives would be two-fold. The primary objective is to investigate the
relationship between green marketing practices and brand equity in both emerging and developed
market economies. The second objective would be to identify the role of transparency,
sustainability reporting, and third-party certification in influencing consumer perceptions and
behaviour. Hopefully through a mixed research design approach, (which means a survey of
multiple consumer surveys combined with content analysis in the sustainability reports of various
companies represented in the market) this research could help to offer a holistic view of how green
marketing strategies can in fact influence the consumer trust, consumer loyalty, consumer
purchasing intention, depending on the context under which they are lodged in the market.

Literature Review

Sustainable Branding and Green Marketing

Sustainable branding has become a primary trend, ensuring that companies have a goal to establish
sustainable consumer loyalty and gain the interest of consumers who are attentive to eco-friendly
consumption policies. As these environmental issues raise questions globally, organisations and
enterprises have begun incorporating the concept of sustainability into their branding, promotional
efforts, and business operations. In line with what Koetler et al. endorsed in 2011, sustainable
branding implies the opening of a brand name that overrides the environmental and social
responsibility of the company. This step is also closely related to green marketing, as it becomes
easier to market products or services by referring to their environmental benefits. According to
consumer perception, the research findings have shown that green marketing approaches can
significantly capture and resonate with consumers, influencing their buying behaviour (Banerjee
et al., 2003). The concept of sustainability is not only gaining momentum due to the emerging
concern regarding the environment, but also connected to the shifting trends of consumers, with
younger generations of families becoming increasingly sensitive to the ecological situation (Naderi
& van Steenburg, 2018).

The Role of Eco-Conscious Consumers

It depends on the effectiveness of eco-consumers on sustainable branding and green marketing
strategies. These consumers are primarily known as the so-called green consumer, a choice based
on environmental concerns, such as reducing carbon footprints, promoting sustainable agriculture,
or even refraining from purchasing products that harm the environment (Schlegelmilch et al.,
1996). Laroche and others who study it claim that the desire to belong to a brand that delivers on
its claims about values is highly motivating to the eco-conscious consumer, essentially because
the company performs open and responsible environmental practices (Laroche et al., 2001). The
number of green consumers in both developed and emerging markets has increased significantly,
and the expression of green consumerism in these markets differs considerably. In developed
economies, consumers require more transparent and trustworthy eco-related information compared
to those in emerging economies, where prices are a more dominant factor in consumer behaviour
(Yoo et al., 2013).

Green Marketing in Developed Economies

Green marketing strategies in the contemporary world are often the combined effect of consumer
needs and preferences, as well as governmental policies, which generate corporate social
responsibility. The European Union and North American policies related to sustainability have
compelled diverse corporations to pursue more environmentally beneficial initiatives, including
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reducing emissions, utilising renewable energy, and enhancing sustainable reporting practices
(Maignan & Ferrell, 2004). Additionally, consumer tendencies are more prevalent in developed
economies, and customers are likely to scrutinise the green practices of enterprises. This has led
to the increased application of eco-labelling and third-party certification, which can be employed
to mark a company as sustainable (Ginsberg & Bloom, 2004). The implementation of green
marketing within such markets is part of the efforts by companies to build their brands within
competitive markets; it is also reflected through the company's efforts in supporting fair trade and
endeavouring responsibility (Peattie, 2001).

Green Marketing in Emerging Economies

On the other hand, green marketing also has a special challenge and opportunity in emerging
economies. Due to an increasing role of environmental issues in such markets, customers are likely
to prioritise affordability and availability of products over sustainability (Zhang et al., 2015). The
low-price consumption habits of its consumers are on the rise, and eco-conscious consumerism in
economies such as India, Brazil, or China remains in its infancy stage (Gao et al., 2019). However,
the demand for green products is on the rise, courtesy of rising disposable income and increasing
environmental awareness. Studies show that new markets can be inclined to follow the trajectories
that developed nations have traced due to the onset of the influence of a middle-income segment
and shifting consumerism in these markets (Kumar & Shah, 2018).

According to the analysis by lyer and Banerjee (2019), environmental considerations are gaining
momentum in emerging markets. However, these consumers tend to be primarily sceptical about
green marketing due to concerns about greenwashing. It will, therefore, mean that companies in
these markets will be forced to ensure that their green marketing activities are authentic by
submitting transparent and realistic sustainability reports. According to a study by Kaur et al.
(2020), the most successful green marketing activities in emerging markets involved addressing
local environmental issues, such as water scarcity and air pollution, while also offering affordable
and environmentally friendly alternatives.

Brand Equity and Green Marketing

Brand equity refers to the value that a brand adds to a product, which is closely tied to how
consumers perceive or interpret the product. Green marketing and sustainable branding can play a
crucial role in enhancing brand equity by increasing consumer trust, fostering brand loyalty, and
emotional connection with the brand (Aaker, 1996). According to Keller (2001), the development
of brand equity is a long-term process that is established through consistent brand experiences and
messages. Those who consider companies with sustainable practices to be more plausible and
socially desirable are more likely to consume them, which can significantly increase brand loyalty
(Chaudhuri & Holbrook, 2001).

Cross-Cultural Differences in Green Marketing

It is observed that the differences in culture and regionalism are a significant factor in the buyer
behaviour that could explain the success of green marketing strategies. Steenkamp et al. (2003)
explain that cultural values and social norms determine how consumers view and respond to green
marketing activities. In developed economies, mental health issues are often viewed as an
extension of a broader social responsibility stance. In contrast, in emerging economies, they are
more commonly perceived as a status symbol or a symbol of prestige in green marketing (Fraj &
Martinez, 2006). This differentiation of culture necessitates a diversity of marketing approaches
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in diverse markets, and the bodies must also tailor their sustainability plans to meet local
expectations (O'Cass& Lim, 2002).

Challenges and Opportunities in Green Marketing

Despite the potential benefits, organisations face several challenges when implementing effective
green marketing practices. Among the most significant factors is the risk of greenwashing, which
can occur when a company falsely claims to be environmentally friendly in order to gain a market
advantage (TerraChoice, 2010). This not only undermines consumer confidence but could also
result in the loss of reputation and legal action (Chen et al., 2008). Moreover, as green marketing
rises higher up the order of concern as a green issue in the current world, companies are forced to
reconcile green marketing with green integrity. Based on a study conducted by Lyon and
Montgomery (2015), people are becoming increasingly skilled at identifying brands that engage
in greenwashing, which may lead to a negative image of that specific brand and the entire industry.

Methodology

Sampling

In this study, the sample was comprised of 600 consumers, with 300 from emerging economies
and the other 300 from developed economies. The up-and-coming economies have been selected
because they are showing growing interest in and desire for sustainable-friendly approaches to
consumption, yet do not affordably access or provide available and attainable green product
options. These countries, such as India, Brazil, and China, are proposed as representatives of the
emerging markets because consumer attitudes toward sustainability within these countries have
undergone significant transformation in recent years. On the other hand, developed alliances such
as those between the United States, Germany, and the United Kingdom were selected because they
had established markets and were more enlightened on environmental issues. This selection of
countries provides an opportunity for an average study to track the impact of green marketing on
customer perception and brand equity in various socio-economic contexts.

Data Collection

Data collection method was based on two significant sources: a consumer survey and a content
analysis of corporate sustainability reports. The quantitative survey data was collected on
consumer attitudes, behaviour, and purchasing decisions regarding green products and green
brands through the consumer survey. The survey also includes questions that address whether
consumers are aware of green marketing, whether they consider eco-labels credible, and whether
sustainability is a factor in their purchasing decisions. The survey also determines the level at
which consumers have placed their trust and loyalty in the brands that have applied the concept of
green marketing. This implies that the survey was conducted online among respondents in the
selected countries, ensuring a wide geographical coverage. The responses were collected over four
weeks to factor in the amount of time that is affordable for participants to complete the responses,
as well as to ensure the sample is representative.

Meanwhile, content analyses of the sustainability reports of corporations were carried out. The
participants in the analysis were included sustainability communication practices and
multinational and local firms in the selected countries. To understand how different firms across
various geographical locations report on their sustainability, this analysis examined corporate
reports, including annual sustainability reports, eco-labelling certifications, and third-party
environmental audits. The content analysis helped to identify such tendencies in sustainability
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reporting, transparency, and environmental claims, as well as the use of eco-labels and the
application of a sustainability perspective in brand communication. This qualitative data used to
supplement the consumer survey, providing a more accurate understanding of the green marketing
practices companies have adopted.

Data Analysis

The outside data from the consumer surveys were analyzed using statistical techniques, including
regression analysis, to reveal the correlation between green marketing practices and brand equity.
The regression models applied determine the influence of various green marketing programs on
consumer trust, brand loyalty, and purchase intent among consumers in both emerging and
developed economies, including the impact of eco-labelling and sustainability reporting. The
control variables were also include demographic controls, such as age and gender, was taken into
account equally alongside income level to mitigate any confounding variables. Results generated
during the regression provided insight into the effectiveness of green marketing strategies in
different market contexts and the consumer trust that fosters the development of brand equity.

A thematic analysis of the qualitative data from the content analysis of sustainability reports will
be conducted. To establish in and through green marketing activities (given) the common themes,
the content will be coded to consider the transparency in sustainability reporting, the credibility of
eco-labels and alignment of sustainability programmes with corporate social responsibility (CSR)
policies. This theme shall also be analysed in terms of the communication of green marketing
activities via companies located in emerging and developed economies, and the ways such
communications are reflected in the expectations of the two consumer groups. The content analysis
IS going to assist in the determination of the strategic actions of the firms in the development of
brand equity, by the use of green marketing, by analysing the occurrence of similarities and
differences that are apparent within the sustainability reporting undertaken in different regions.

Results

Consumer Perceptions of Green Marketing by Market Type

The attitude of consumers in emerging markets and developed markets towards green marketing
has revealed a distinguishable difference in terms of winning confidence and hearts, as well as
purchase impulse. The data show that consumers in developed economies now have significantly
higher rates of trust, loyalty, and purchase intention regarding green marketing practices compared
to those in emerging markets.

Table 1: Consumer Perceptions of Green Marketing by Market Type

Market Trust Loyalty Purchase Eco-Label Brand

Type Level (%) Level (%) Intent (%) Credibility (%) Perception (%)
Emerging 72 68 70 60 65

Developed 85 79 82 88 81

In the case of developed market consumers, levels of trust stated were 85 per cent, 72 per cent in
the case of emerging markets according to Table 1. The developed market loyalty was known to
be 79 with a lower level in the emerging market- 68. Further, also the purchase intent stood higher
in the developed markets (82) compared to the emerging markets (70). These findings are similar
to those in the stacked bar chart in Figure 1 where it is observed that consumers in developed
economies are trusted, be loyal and purchase products of companies that implement green
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marketing more. This fact leads to this theory; that in advanced economies green marketing is
more than effective enough in generating consumer confidence, but it is also effective enough in
enhancing brand loyalty and purchase behaviour current behaviours. On the contrary, the
consumers in emerging market despite their increasing concerns over sustainability, remain
concentrated on other factors that encompass price and ease of accessing products that may limit
their engagement by engaging in green marketing.

Regression Analysis of Green Marketing Strategies

The regression analysis provides valuable data on the effectiveness of different green marketing
activities, i.e.eco-labeling and sustainability reporting on brand equity in emerging and established
markets. The regression coefficients of these strategies are in table 2. It was found out that eco-
labeling establishes a stronger (coefficient of 0.56) effect on brand equity in developed markets
(0.56) as compared to emerging markets (0.45). Similarly sustainability reporting had more power
to affect brand equity in the developed markets than the emerging markets (coefficient of 0.48 and
0.39, respectively).

Table 2: Demographic Characteristics of Survey Respondents

Market Age Group (%)  Gender (%) Income Level (%) Education Level (%)
Type
Emerging  18-25: 30%, 26- Male: 52%, <$10K: 40%, $10K- High School: 30%,
35: 40%, 36-45: Female: $30K: 35%, $30K- Bachelor's: 45%,
20%, 46+: 10%  48% $50K: 15%, $50K+: Master's: 25%
10%
Developed 18-25: 15%, 26- Male: 47%, <$50K: 25%, $50K- High School: 15%,
35: 35%, 36-45: Female: $80K: 35%, $80K- Bachelor's: 50%,
30%, 46+: 20% 53% $100K: 20%, $100K+: Master's: 35%
20%

Consumer Awareness of Green Marketing Claims

The other variable that is critical in determining customer behavior is consciousness on green
marketing claims. In Table 3 we have the awareness of different claims of green marketing such
as eco-labels, sustainability of reporting and corporate social responsibility (CSR). It is depicted
in the statistics and shows a precise compartmentalization between the developing market and the
developed market. In developed markets, 85 percent are aware of eco-labeling, 80 percent are
aware of the sustainability reporting and 78 percent are aware of the CSR initiatives. In
comparison, emerging markets are less aware of matters related to eco-labeling with merely 60
being mindful of eco-labeling, 55 percent mindful of sustainability reporting, and half as many
mindful of CSR plans.

Table 3: Consumer Awareness of Green Marketing Claims

Market Awareness of Awareness of Awareness of Corporate Social

Type Eco-Labeling (%) Sustainability Reporting Responsibility (CSR) Initiatives
(%) (%)

Emerging 60 55 50

Developed 85 80 78
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Brand Loyalty and Purchase Intent by Product Type

The data produced in table 5 particularly offers a critical analysis of how brand loyalty after
purchase intent difference sustain different varieties of products such as food, electronics and
clothing both in developing and developed markets. One example is that electronics are most loyal
(60% loyalty and 65% purchase intent) in the emerging markets and followed by food and clothing.
Its average loyalty and purchase intent levels in advanced markets are higher than anticipated with
electronics being the most sought (80 loyalty percent and 85 purchase intent).

Table 4: Regression Results for Green Marketing Strategies

Variable Emerging Market Coefficient =~ Developed Market Coefficient
Eco-Labeling 0.45 0.56
Sustainability Reporting 0.39 0.48

Table 5: Brand Loyalty and Purchase Intent by Product Type

Product Emerging Emerging Purchase  Developed Developed Purchase
Type Loyalty (%) Intent (%) Loyalty (%) Intent (%)

Food 55 60 75 80

Electronics 60 65 80 85

Clothing 50 55 70 75

Consumer Trust in Green Marketing Communications

The consumer/ Customer expectations regarding green marketing communication with respect to
how green marketing relates to eco- labeling, sustainability reporting and CSR initiatives is
significant in consumer perceptions and behavior. Table 6 presents the trusting degrees in these
communication channels where the consumers in the developed markets enjoy a high degree of
trust in these communications compared to the emerging markets. According to developed
economies 80 per cent of the customers believe eco-labeling, 75 per cent in sustainability reporting
and 70 per cent in CSR initiatives. Conversely, in the emerging economies, these scores of trust
are significantly lower, with eco-labeling scores at 55, sustainability reporting expenses at 50 and
CSR efforts at 45.

Table 6: Consumer Trust in Green Marketing Communications

Communication Type Emerging Trust Level (%)  Developed Trust Level (%)
Eco-Labeling 55 80
Sustainability Reporting 50 75
Corporate Social Responsibility 45 70
Green Advertisements 60 85

Perceived Effectiveness of Green Marketing Strategies

Perceived effectiveness of the strategies is also another significant element in evaluating how
effective are the green marketing strategies in relation to brand equity. Table 7 shows that
consumers in the developed market perceive green marketing practices such as the eco-labeling
and sustainability reporting to be more effective than the consumers in the emerging market. The
effectiveness of eco-labeling is valued at 85 in the developed market and 60 percent in the
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emerging market. Similarly, sustainability reporting has been viewed as maintaining greater
efficiency in the developed markets (80percent) than in the emerging markets (55percent).

Table 7: Perceived Effectiveness of Green Marketing Strategies

Green Marketing Strategy Emerging Effectiveness Developed Effectiveness
(%) (%)

Eco-Labeling 60 85

Sustainability Reporting 55 80

Corporate Social Responsibility 50 70

Green Product Packaging 45 65

Environmental Awareness 55 78

Campaigns

Consumer Perception of Greenwashing by Market Type

Greenwashing or the act of deceiving consumers with false sustainability images is perceived
differently by consumers between the emerging and the developed markets. On Table 8, larger
segments of consumers in developed markets are more willing to perceive greenwashing (30% and
purchase intent 28), although less willing to point to how it affects brand loyalty (25% and
purchase intent 28). Instead the 50 per cent of consumers in the emerging markets, observe
greenwashing and this impacts their loyalty (40) and purchase intentions (45).

Table 8: Consumer Perception of Greenwashing by Market Type

Market Perceived Greenwashing Impact on Brand Impact on Purchase
Type (%) Loyalty (%) Intent (%)
Emerging 50 40 45
Developed 30 25 28
Discussion

The findings reveal that sustainable branding and green marketing play a critical role in shaping
consumer trust, loyalty, and purchase intentions across both emerging and developed economies.
However, the intensity of this influence differs significantly by context. In developed markets,
eco-labelling, sustainability reporting, and corporate social responsibility initiatives are perceived
as more authentic and transparent, thereby fostering greater consumer confidence and higher levels
of loyalty. On the other hand, in emerging markets, affordability and accessibility remain dominant
concerns, as consumers exhibit cautious interest in green products due to limited awareness and
persistent concerns about greenwashing. These differences highlight the importance of tailoring
green marketing strategies to regional market conditions, aligning sustainability efforts with local
socio-economic realities.

The study further indicates that cultural values, regulatory environments, and consumer education
have a significant influence on the perception of green marketing. Developed economies benefit
from stricter policies, greater consumer awareness, and advanced sustainability reporting systems,
which reinforce trust. Conversely, emerging markets continue to face the challenge of scepticism
and low awareness, resulting in weaker impacts of green marketing on brand equity. However,
rising disposable incomes, demographic shifts, and growing environmental consciousness in these
markets present opportunities for companies to build responsible brands if they emphasise
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transparency, affordability, and locally relevant sustainability solutions. Collectively, the results
demonstrate that while green marketing is a universal concept, its effectiveness is deeply
dependent on context, regulation, and consumer trust mechanisms.

Conclusion

In conclusion, this research underscores that sustainable branding and green marketing are no
longer optional strategies but essential tools for building responsible brand equity in the global
marketplace. Developed markets demand authenticity and transparency, while emerging markets
require affordability and culturally adapted approaches. Companies that adopt genuine, context-
sensitive, and verifiable sustainability initiatives will not only gain consumer trust but also secure
long-term brand loyalty. This study contributes to bridging the research gap by offering
comparative insights across economies and emphasising the need for green marketing strategies
that balance global sustainability goals with regional consumer expectations.
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