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ABSTRACT 

Introduction 
Companies these days, are recognizing the relevance of pro-
environmental marketing strategies in their business practices. But 
prevailing malpractices of greenwashing have increased consumers’ 
scepticism about companies’ green endeavours. Need of the hour is 
to effectively communicate genuine sustainable practices to eradicate 
brand mistrust and promote ecological behaviour among consumers. 
Literature Review 
Though some efforts have been made in strengthening the literature 
on GMC by Chang et al. (2021), Koo et al. (2006), Dinh et al. (2023), 
Mao & Zhang (2013). But the integrated framework on the same is 
still unavailable. 
Purpose of the Study 
The present study aims to propose a theoretical framework 
conceptualizing the antecedents of Green Marketing Communication 
that shape the consumers’ attitude towards GMC. 
Research Methodology 
Based on the exploratory qualitative design, the study proposes and 
corroborates various antecedents of GMC drawn from previous 
literature. 
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Findings of the Study 
The study asserts that strategically oriented green 
marketing communication, consumers’ characteristics, 
cognitive and affective factors act as antecedents to 
shape the consumers’ attitude towards GMC. 
Implications 
The findings offer useful insights for marketers to 
conceptualize and design innovative green marketing 
communication according to the consumers’ disposition. 
The study would facilitate in comprehending the vital 
influence of various factors on GMC which further 
assists the marketers in upgrading their image among 
consumers. Hence, marketers will also be in a better 
position to achieve their philanthropic and sustainable 
goals. 
Limitation/ Future Scope
Academician may tread towards exploring the 
behavioural and personality related factors of 
consumers determining their attitude towards GMC. 
The perspective of various stakeholders including 
employees, investors, managers etc. may also be 
examined by employing qualitative research design for 
an extensive comprehension of GMC. 

Introduction 
In the recent past, world has witnessed tremendous 
changes due to globalization. Increased industrial-
ization, rapid growth of population and human con-
sumption have depleted the natural resources more 
than their replenishing capacity. World economic 
growth is far behind environmental degradation. The 
catastrophic effect of human activities originated sev-
eral worldwide issues like global warming, ozone layer 
depletion, air pollution, waste disposal, urban sprawl, 
water pollution and acid rain. WHO reports that due 
to triggered air pollution, 4.2 to 7 million people die 
from respiratory issues. Melting Greenland ice sheet at 
a pace of one million tons per minute throughout the 
year, is increasing the sea level. Due to global warming, 
Antarctic Continent alone is contributing to increase 
the sea level by 1 millimeter per year. Meanwhile, ocean 
acidification is also demonstrating the cascading effect 
on deteriorating climate conditions. Deforestation 
is responsible for about 15 % of total global warm-
ing on the earth (WWF, 2023). Annual plastic  

pollution has increased from 2 million tons in 1950 to 
419 million tons per year in 2015 (Robinson, 2023). 
Since 1880, global warming has raised by an average 
of 0.08° Celsius per decade with an increasing rate 
of 0.18° Celsius (NOAA, 2023). Despite the Paris 
Agreement Target to limit global warming to below 
2°C, it expects to increase by 3.2°C by 2100 (World 
Economic Forum, 2023). 

Increased awareness about environmental degra-
dation is transforming the modern marketing practices 
(Liu et al., 2020; Yang et al., 2015; Bailey et al., 2018). 
Survey conducted by BCG Group reveals that 87% of 
respondents expect that companies should integrate 
environmental concerns in their marketing functions 
(Kachaner et al., 2020). In response to the growing 
demand for green endeavors and environmental regu-
lation & legislation, companies are incorporating eco-
logical concerns in their strategies, goals and practices 
(Lin et al., 2017). But merely adoption of sustainable 
approach cannot help companies to create positive 
environmental, social, and economic impacts but com-
municating the green endeavors to the consumers is 
also imperative. Organization identity and reputation 
are modelled by effective green marketing commu-
nication (Jamal et al., 2022). But high environmental 
conscious yet skeptical consumers shape a challenge for 
marketers to effectively communicate the green mes-
sage (Grebmer & Diefenbach, 2020). Ambiguous infor-
mation may lead to arise litigation of greenwashing. 
Need of the hour is to design clear, authentic, relevant 
and accurate green marketing communication (Testa, 
2011) to form a positive attitude of consumers towards 
the brand. 

Literature Review
Transforming ideological pattern of contemporary 
marketing, compel the organization to design and 
commercialize strategic perspective in a “greener” way 
(Liu et al., 2020; Yang et al., 2015; Bailey et al., 2018). 
GMC must not be comprehended as a mean to attract 
consumers with the beautification of green messages 
(Stoica, 2021). Green communication should always 
be grounded on the true claims represented by the 
product attributes or its benefits towards environ-
ment. Genuine disclosures of green endeavors not only 
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enhance the corporate values but satisfy the perceived 
expectations of consumers (Thakur et al., 2023). This 
stimulates companies to improve their green marketing 
communication (Testa, 2011). 

Green marketing communication may be defined 
as a marketing strategy to communicate relevant envi-
ronmental information, educate consumers about 
sustainable activities of company and to change their 
behavior towards green products (Dinh et al., 2023; 
Lin et al., 2021; Stoica, 2021; Šikić, 2021). GMC covers 
a wide range of communication tools such as; green 
advertising, sales promotion, personal selling, green 
publicity, direct marketing, and interactive marketing 
(Jamal et al., 2022). Incorporating multiple resources 
and processes facilitate innovative solutions by recom-
bining the existing information and ideas (Yang & 
Zheng, 2022). Recognizing the fact that environ-
mental consciousness has instigated cynicism about 
green marketing information (Valenzuela et al., 2023; 
Taufique, 2022; Shamsi, 2022; Yoon et al., 2020; Gupta 
& Singh, 2018) integrating appropriate factor for effec-
tive GMC is prerequisite to tackle this additional green 
marketing challenge. 

Ariadi et al. (2021) investigated demographic 
attributes as antecedent of purchase intention and will-
ingness to pay for organic vegetables. Study found 
education and income as essential indicators. Study 
conducted by Sun et al. (2018) identifies that gener-
ation, gender and region influence the consumer atti-
tude and intention to buy green products. Chekima et 
al. (2015) found that education and gender moderate 
the green purchase intention. Green message commu-
nicated via nonverbal/pictorial channel are more prone 
to generate skepticism among high environmental 
conscious consumers than consumers with low value. 
Based on stakeholders’ discussion, Fernando et al. 
(2014) introduced two prominent themes pertaining 
to greenwashed environmental claims: Credibility of 
marketing communication and influence of companies’ 
practices on natural environmentt advocating the ful-
filment of environmental commitments by companies. 

Grimmer & Woolley (2014) examined the impact 
of three types of GMCs and environmental involvement 
measured across cognitive, affective, and behavioral atti-
tude on consumers’ purchase intention. Product oriented, 
environment oriented and personal benefit-oriented  

message exhibit no significant difference on their pur-
chase intention by environmental involvement mea-
sured with affective factor moderate the relationship 
to a large extent. Nguyen & Vu (2022) revealed signif-
icant positive impact of exposure to sponsored events, 
involvement with sponsored events, and sponsor-event 
congruence on attitudes toward sponsored event. for 
effective GMC, Taufique (2021) integrates both affec-
tive factor (e.g., emotion) and cognitive factor (e.g., 
knowledge) as antecedents of green consumer behavior 
and found that consumers’ emotional affinity towards 
nature and environmental values have positive effect 
on GCB. In order to examine the psychological pro-
cess employed to process GMC, Santa & Drews (2023) 
analyze the effect of green ads on cognitive and affec-
tive responses of consumers. Five main heuristics have 
been proposed which drive consumer responses to 
green advertising. Recent literature on GMC focuses 
on integrating emotions with communication appeal 
(Aagerup et al., 2019; Wang et al., 2017), other studies 
concentrate on exploring the relationship among affec-
tive factors and sustainable behavior (Chwialkowska, 
2018) as well as consumers’ environmental attitude 
(Taufique, 2022). However, impact of affective factors 
on the consumers’ attitude towards GMC has not been 
explored. Šikić (2021) aims to explore how Instagram 
can be used as a communication channel in green mar-
keting digital mix through content analysis of posts 
published on the official Instagram account of the first 
Croatian organic food store ‘Bio & Bio’. Author reveals 
the fact that company prominently relies on product 
orientation claims, followed by image, integrated, pro-
cess and environmental oriented claims. Positive con-
sumer attitude towards environment generate favorable 
response to product oriented green message (Rifon et 
al., 2012). 

Previous studies have postulated the role of con-
sumers’ positive attitude towards GMC to build green 
brand equity and to induce sustainable purchase inten-
tion among consumers (Chang et al., 2021; Koo et al., 
2006; Dinh et al., 2023; Mao & Zhang, 2013). Different 
factors influencing the consumers attitude towards 
green communication are fragmented in different stud-
ies (Shamsi et al., 2022; Chan, 2014; Bickart & Ruth, 
2012; Finisterra & Reis, 2012; Pittman et al., 2021; 
Grimmer & Woolley, 2014; Kim et al., 2018) but there is 
no integrated framework postulating the antecedents of 
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green marketing communication affecting consumers 
attitude towards GMC. In current scenario of increas-
ing consumers skepticism and greenwashing litigation, 
it is imperative to explore the factors that can shape 
consumers’ positive attitude towards green communi-
cation. The current study serves this need of modern 
marketing effectively. 

Discussion 
SOMCG 
Product Oriented 
Process Oriented 
Image Oriented 
Environmental 
Oriented 
				    Income 
Affective Factors			  Age
				    Gender 
				    Education 
Cognitive Factors 
Consumer 
Characteristics 

Fig. 1. Conceptual Framework on Green Marketing 
Communication

Antecedents of GMC 
Attitude towards GMC

To drive Green Purchase Intention, investigation of 
antecedents of Green marketing communications to 
induce positive attitude towards green message is crit-
ical (Taufique, 2022). Based on the previous literature, 
following antecedents influencing the consumers’ atti-
tude towards GMC (Figure 1) are being proposed: 

Strategically Oriented Marketing 
Communication Goal (SOMCG) and GMC To 
identify the latent demand of consumers, adoption of 
strategic marketing orientation is pre requisite (Yang 
& Zheng, 2022). In some cases, green advertisement 
reflects a very strong commitment towards environ-
ment; in other cases, it aims to improve the company’s 
image 

(Kollman & Prakash, 2001; Mogele & Tropp, 2010; 
Menon & Menon, 1997; Porter & Linde, 1995; 
Shrivastava, 1995; Banerjee et al., 1995). In the latter 
case, green advertising may prove ineffective when it is 
not supported by a real commitment in improving the 
environmental performance of products and produc-
tion processes (Kirkpatrick, 1990; Smith et al., 1990). 
Some of the green communication have an educa-
tional content (e.g. helping stakeholders understand 
the nature of environmental issues), others are purely 
commercial in nature (e.g. inducing people to buy the 
company’s products and become regular customers). 
Corporations desire to support their domestic and inter-
national environmental marketing strategies widely 
use green advertising, regardless of its content (Belz & 
Peattie, 2009). In the context of green communication, 
magnitude of greenness of an advertisement determine 
the orientation of environmental claims which com-
prise of product, processes, image, and environment 
orientated facts (Leonidou et al., 2014). Different com-
panies adopt varied orientation to communicate their 
ecological practices. For example, Croatian organic 
food store ‘Bio & Bio’ prominently rely on product ori-
entation claims, followed by image, mixed, process and 
environmental oriented claims (Šikić, 2021). However, 
it cannot be overlooked that message claims revolving 
around environmental benefits of products and image 
of the organization are vulnerable to be considered as 
misleading (Carlson et al., 1993) thus influence the atti-
tude towards green marketing communication. 

Cognitive Factors and GMC 

Interpretation of green message and ecological claims 
are affected by consumers’ cognition (Hwang et al., 2016; 
Hidalgo et al., 2016; Leonidou et al., 2011). Green com-
munication positively influences the attitudes of con-
sumers with either analytic or intuitive cognitive styles 
(Kim et al., 2018). Various cognitive styles of consum-
ers lead to positive reaction towards concrete message 
rather than abstract advertisements. Green purchase 
intention is highly influenced by individual’s knowl-
edge about the environment (Khare, 2019; Brosdahl & 
Carpenter 2010). Environmental knowledge denotes 
the consumers’ awareness about the environmental 
issues (Arcury, 1990), symbols (Kumar et al., 2021) and 
how production process aggravates such issues (Shimul 
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et al., 2022; Brosdahl & Carpenter, 2010; Meinhold & 
Malkus, 2005). Previous studies are concentrated on 
establishing association between cognitive factor and 
green consumption behavior (Taufique 2022; Taufique 
et al., 2017; Polonsky et al. 2012). Relationship between 
knowledge and attitude is also well documented in 
the literature. Taufique (2022) found that via attitude, 
cognitive factor indirectly impacts the green consumer 
behavior. To communicate appropriate green message, 
it is imperative to determine the 

influence of cognitive factor on the attitude 
towards GMC. Cognitive perception is a important 
determinant of attitude towards advertising (Putrevu 
& Lord, 1994; Ruiz & Sicilia, 2004; Yang et al., 2013). 
Audience attitude towards GMC and decision-mak-
ing process are facilitated by informational utility pre-
sented in ads (Yoon et al., 2020). Lack of Environmental 
knowledge provokes cynicism among consumer about 
green message (Akturan, 2018; Connor et al., 1999) 
leading to negative attitude towards GMC. 

Affective Factors and GMC 

Intensity of emotional connection with the environ-
ment determines individual’s inclination towards 
sustainable behavior (Taufique, 2022). ELM model 
postulates that people evaluate and interpret the mar-
keting communication either cognitively or emotion-
ally. But to process the message cognitively, ability, 
motivation and opportunity must be present there 
(Aagerup et al., 2019). Absence of any of these con-
ditions results in incorporation of emotional factors 
to process the information (Kazakova et al., 2016). 
Lee (2009) is of view that contrasting results in green 
marketing may be found because of exclusion of other 
variables. Synthesizing emotional factor may produce 
synergic effect to promote sustainable behavior than 
any other factor (Kautish et al., 2019; Matthes et al. 
2014). Hinds & Sparks (2008) suggested to integrate 
emotional factor in attitude behavior model. Taufique 
(2022) highlighted the fact that inclusion of affective 
factor in attitude-behavior predictive model may pre-
dict the green consumer behavior effectively. Pooley & 
Connor (2000) and Hinds & Sparks (2008) assert that 
environmental attitude and intention to perform sus-
tainable behavior are considerably driven by emotional 
factors than any other factors. 

Consumer Characteristics and GMC 

Consumers’ characteristics play a substantial role in 
shaping their perspective towards green marketing 
efforts (Shamsi et al., 2022; Chan, 2014). Yoon & Kim 
(2016) reveal that demographic factors (age) determine 
positive attitude toward green advertising. Consumers 
with high environmental concern response more 
favorably towards the green message as compared to 
consumers with low environmental concerns (Bickart 
& Ruth, 2012; Finisterra & Reis, 2012; Pittman et al., 
2021). Level of environmental consciousness also 
determines the consumers’ skepticism towards green 
communication (Grebmer & Diefenbach, 2020). Wilkie 
et al. (2016) interlink gender stereotyping and green 
orientation. Researchers argue that green behavior is 
largely associated with femininity. 

Theoretical and Managerial 
Implications
With the proliferated environmental issues and con-
sumer scepticism about companies’ green practices, 
transparent and sustainable green marketing com-
munication is imperative. Marketers may adopt the 
proposed theoretical framework of green market-
ing communication to effectively position the genu-
ineness of ecological endeavours in the consumers’ 
mind. Unveiled antecedents of green marketing 
communication may assist the marketers to design 
the promotion mix aligning with perceived expecta-
tions of consumers. Integrate the sentiments as well 
as consumers’ concern towards environment may 
induce positive consumers’ attitude towards GMC. 
Consumers’ knowledge about environment is crucial 
factor in shaping their attitude towards GMC. To meet 
the expectations of highly environmental conscious 
consumers, marketer should also create social aware-
ness about authenticity of their claim by disclosing 
the environmental certification. Increased consumer 
scepticism and green washing litigations may be han-
dled by adopting appropriate strategic orientation 
while designing the green marketing communication. 
Focusing on environment and product-oriented com-
munication may facilitate elimination of consumer 
scepticism about truthfulness of claims. 
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Further, marketers should disseminate gen-
uine and authentic green information to build the 
green brand equity. This may help to differential the 
green attributes of brand from that of the competitor. 
Manager must upgrade the quality, design, energy 
saving quality, reusability of green products to align 
the features with the communication claim. Vital role 
of consumers’ attitude towards GMC demands dis-
semination of clear, authentic, relevance and accurate 
information. Promoting sustainable practices among 
consumers through pertinent information will not only 
facilitate the marketers to discharging their fundamen-
tal marketing goals but also contribute to achieve their 
philanthropic and sustainable targets at world level. 

Conclusion 
Designing appropriate green communication have 
become challenging task for the marketers. The present 
study redefines the core strategic value by proposing 
holistic framework of green marketing communica-
tion. Proposed antecedents of GMC will contribute to 
ensure the positive consumers’ attitude, avoid green 
buzzwords leading to greenwashing and design inno-
vative marketing communication. 

Academician may tread towards exploring the 
behavioural and personality related factors of con-
sumers determining their attitude towards GMC. 
Perspective of various stakeholders including employ-
ees, investors, managers etc. may also be examined by 
employing qualitative research design for extensive 
comprehension of GMC.

References 
Aagerup, Ulf, Anna-Sofia Frank, and Evelina Hultqvist 

(2019). The persuasive effects of emotional green 
packaging claims. British food journal, Vol. 121 No. 
12, 3233-3246. https://doi.org/10.1108/BFJ-08-2019-
0652 

Akturan, U. (2018). How does greenwashing affect green 
branding equity and purchase intention? An empir-
ical research. Marketing Intelligence and Planning, 
36(7), 809– 824. https://doi.org/10.1108/MIP-12-
2017-0339 

Arcury, T. A. (1990). Environmental attitude and envi-
ronmental knowledge. Human Organization, 49, 
300–304 

Ariadi, B. Y., Relawati, R., Szymoniuk, B., & Khan, W. 
A. (2021). The Factors Influencing Purchase and 
Willingness to Pay for Organic Vegetables. Sarhad 
Journal of Agriculture, 37. 

Arpita Khare (2019). Green Apparel Buying: Role of Past 
Behavior, Knowledge and Peer Influence in the 
Assessment of Green Apparel Perceived Benefits, 
Journal of International Consumer Marketing, DOI: 
10.1080/08961530.2019.1635553 

Bailey, A. A., Mishra, A. S., & Tiamiyu, M. F. (2018). 
Application of GREEN scale to understanding US 
consumer response to green marketing communi-
cations. Psychology & Marketing, 35(11), 863-875. 
https://doi.org/10.1002/mar.21140 

Banerjee, S., Gulas, C.S. and Iyer, S. (1995). Shades of 
green: a multidimensional analysis of environ-
mental advertising, Journal of Advertising, 24 (2),  
pp.21–31. 

Belz, F.M., Peattie, K. (2009). Sustainability Marketing. A 
Global Perspective. Chichester: Willey. 

Bickart, B. A., & Ruth, J. A. (2012). Green eco-seals and 
advertising persuasion. Journal of Advertising, 41, 
51–67. 

Brosdahl, D. J., & Carpenter, J. M. (2010). Consumer 
knowledge of the environmental impacts of textile 
and apparel production, concern for the environ-
ment, and environmentally friendly consumption 
behavior. Journal of textile and apparel, technology 
and management, 6(4).

Brough, A. R., Wilkie, J. B., Jingjing, M., Isaac, M. S., 
& Gal, D. (2016). Is eco-friendly unmanly? The 
green-feminine stereotype and its effect on sustain-
able consumption. Journal of Consumer Research, 
43(4), 567–582. 

Carlson, L., Grove, S. J., & Kangun, N. (1993). A con-
tent analysis of environmental advertising claims: 
A matrix method approach. Journal of advertising, 
22(3), 27-39. https://doi.org/10.1080/00913367.199
3.10673409 

Chan, S.-W. (2014). Green marketing: Hotel customers’ 
perspective. Journal of Travel and Tourism Marketing, 
31, 915–936. 

Chang, C.-T., Chu, X.-Y. M., & Tsai, I.-T. (2021). How 
cause marketing campaign factors affect attitudes 



70

Gyan Management Journal Year 2024, Volume-18, Issue-1 (January-June)

and purchase intention: Choosing the right mix of 
product and cause types with time duration. Journal 
of Advertising Research, 61(1), 58–77 doi:https://doi.
org/ 10.2501/JAR-2019-046 

Chekima, B., Wafa, S. A. W. S. K., Igau, O. A., Chekima, S., 
& Sondoh Jr, S. L. (2015). Examining green consum-
erism motivational drivers: does premium price and 
demographics matter to green purchasing? Journal 
of Cleaner Production, 112, 3436- 3450. https://doi.
org/10.1016/j.jclepro.2015.09.102 

Chwialkowska, A. (2018). Can marketing communication 
prime you to act ‘Green’? Management of Sustainable 
Development, 10(2), 73-86. https://doi.org/10.2478/
msd-2019-0012 

Dinh Toan Nguyen & Huy Thong Vu | (2022) Measuring 
Attitudes Toward Sponsor And Purchase Intention, 
Cogent Business & Management, 9:1, 2049961, DOI: 
10.1080/23311975.2022.2049961 

Fernando, A. G., Suganthi, L., & Sivakumaran, B. (2014). If 
you blog, will they follow? Using online media to set 
the agenda for consumer concerns on “greenwashed” 
environmental claims. Journal of Advertising, 43, 
167–180. 

Finisterra do Paço, A. M., & Reis, R. (2012). Factors affect-
ing skepticism toward green advertising. Journal of 
Advertising, 41, 147–155. 

Grebmer, C., & Diefenbach, S. (2020). The challenges of 
green marketing communication: Effective commu-
nication to environmentally conscious but skeptical 
consumers. Designs, 4(3), 25.

Grimmer, M., & Woolley, M. (2014). Green market-
ing messages and consumers’ purchase intentions: 
Promoting personal versus environmental benefits. 
Journal of Marketing Communications, 20, 231–250. 

Grimmer, M., & Woolley, M. (2014). Green market-
ing messages and consumers’ purchase intentions: 
Promoting personal versus environmental benefits. 
Journal of Marketing Communications, 20, 231–250. 

Gupta, A., & Singh, U. (2018). Factors influencing envi-
ronmentally responsive consumption behavior in 
India. SCMS Journal of Indian Management, 15(2), 
87-104. DOI: 10.1177/2278682118810274 

Hidalgo-Baz, M., Martos-Partal, M., & González-Benito, 
Ó. (2016). Is advertising helpful for organic busi-
nesses? Differential effects of packaging claims. 
International Journal of Advertising, 36(4), 542–561. 

Hinds, J., & Sparks, P. (2008). Engaging with the natural 
environment: The role of affective connection and 
identity. Journal of environmental psychology, 28(2), 
109-120. 

https://www.bcg.com/publications/2020/pandem-
ic-is-heightening-environmental-awareness 

Hwang, C., Lee, Y., Diddi, S., & Karpova, E. (2016). “Don’t 
buy this jacket”: Consumer reaction toward anti-con-
sumption apparel advertisement. Journal of Fashion 
Marketing and Management: an International 
Journal, 20(4), 435–452. 

Hye Jin Yoon & Yeo Jung Kim (2016) Understanding Green 
Advertising Attitude and Behavioral Intention: An 
Application of the Health Belief Model, Journal 
of Promotion Management, 22:1, 49-70, DOI: 
10.1080/10496491.2015.1107006 

Jamal, F. N., Othman, N. A., Nizam, N. Z., Jelita, A., 
Rohmah, W., & Dzakiyullah, N. R. (2022). Green 
Marketing: Reviewing Aspect of Communication 
Tools. International Journal of Sustainable 
Development and Planning, 17(4), 1085-1092. https://
doi.org/10.18280/ijsdp.170405 

Kautish, P., Paul, J., & Sharma, R. (2019). The moderating 
influence of environmental consciousness and recy-
cling intentions on green purchase behavior. Journal 
of Cleaner Production, 228, 1425-1436. https://doi.
org/10.1016/j.jclepro.2019.04.389 

Kazakova, S., Cauberghe, V., Hudders, L. and Labyt, C. 
(2016), “The impact of media multitasking on the 
cognitive and attitudinal responses to television 
commercials: the 

moderating role of type of advertising appeal”, Journal 
of Advertising, 45(4), pp. 403- 416, doi: 10.1080/ 
00913367.2016.1183244 

Khai Cong Dinh, Bang Nguyen-Viet & Hang Nguyet 
Phuong Vo (2023): Toward Sustainable Development 
and Consumption: The Role of the Green 
Promotion Mix in Driving Green Brand Equity and 
Green Purchase Intention, Journal of Promotion 
Management, DOI: 10.1080/10496491.2023.2165209 

Kim, S., Ko, E., & Kim, S. J. (2018). Fashion brand green 
demarketing: Effects on customer attitudes and 
behavior intentions. Journal of Global Fashion 
Marketing, 9(4), 364- 378. 

Kirkpatrick, D. (1990) ‘Environmentalism: the new cru-
sade’, Fortune, 12(12), pp.44–50. 



71

Gyan Management Journal Year 2024, Volume-18, Issue-1 (January-June)

Kollman, K. & Prakash, A. (2001) ‘Green by choice – cross 
nation variation in firms’ responses to EMS-based 
environment’, World Politics, 53(3), pp.399–430. 

Koo, G.-Y., Quarterman, J., & Flynn, L. (2006). Effect of 
perceived sport event and sponsor image fit on con-
sumers’ cognition, affect, and behavioral intentions. 
Sport Marketing Quarterly, 15(2), 80–90. 

Kumar, P., Polonsky, M., Dwivedi, Y.K. and Kar, A. (2021). 
Green information quality and green brand eval-
uation: the moderating effects of eco-label credi-
bility and consumer knowledge, European Journal 
of Marketing, 55 (7), pp. 2037-2071. https://doi.
org/10.1108/EJM-10-2019-0808 

Lee, K. (2009). Gender differences in Hong Kong adoles-
cent consumers’ green purchasing behavior. Journal 
of consumer marketing, 26(2), 87-96. https://doi.
org/10.1108/07363760910940456 

Leonidou, L. C., Leonidou, C. N., Hadjimarcou, J. S., 
& Lytovchenko, I. (2014). Assessing the green-
ness of environmental advertising claims made 
by multinational industrial firms. Industrial 
Marketing Management, 43(4), 671-684. https://doi.
org/10.1016/j.indmarman.2014.02.003 

Leonidou, L. C., Leonidou, C. N., Palihawadana, D., & 
Hultman, M. (2011). Evaluating the green advertis-
ing practices of international firms: A trend analysis. 
International Marketing Review, 28(1), 6–33. 

Lin, J., Lobo, A., & Leckie, C. (2017). Green brand benefits 
and their influence on brand 

loyalty. Marketing Intelligence & Planning, 35(3), 425-440. 
https://doi.org/10.1108/MIP-09-2016-0174 

Lindsey R. (2022). Climate Change: Annual greenhouse 
gas index. NOAA Climate.gov, Retrieved from https://
www.climate.gov/news-features/understanding cli-
mate/climate-change-annual-greenhouse-gas-index 
dated 20 June 2023. 

Liu, M. T., Liu, Y., & Mo, Z. (2020). Moral norm is the key: 
An extension of the theory of planned behaviour 
(TPB) on Chinese consumers’ green purchase inten-
tion. Asia Pacific Journal of Marketing and Logistics, 
32(8), 1823-1841. https://doi.org/10.1108/APJML-
05-2019-0285 

Mao, L. L., & Zhang, J. J. (2013). Impact of consumer 
involvement, emotions, and attitude toward Beijing 
Olympic Games on branding effectiveness of event 
sponsors. Sport, Business and Management: An 
International Journal, 3(3), 226-245. 

Matthes, J., Wonneberger, A., & Schmuck, D. (2014). 
Consumers’ green involvement and the persuasive 
effects of emotional versus functional ads. Journal of 
Business Research, 67(9), 1885-1893 

Meinhold, J. L., & Malkus, A. J. (2005). Adolescent envi-
ronmental behaviors: Can knowledge, attitudes and 
self-efficacy make a difference? Environment and 
Behavior, 37(4), 511-532 

Menon, A. & Menon, A. (1997), Enviropreneurial mar-
keting strategy: the emergence of corporate environ-
mentalism as market strategy, Journal of Marketing, 
61(1), pp.51– 67. 

Mogele, B. & Tropp, J. (2010) The emergence of CSR 
as an advertising topic: a longitudinal study of 
German CSR advertisements, Journal of Marketing 
Communications, 16(3), pp.163–181. 

O’Connor, R. E., Bard, R. J., and Fisher, A. (1999). Risk 
perceptions, general environmental beliefs, and will-
ingness to address climate change. Risk Anal. 19, 
461–471. doi: 10.1111/j.1539-6924.1999.tb00421.x 

Pittman, M., Read, G. L., & Chen, J. (2021). Changing atti-
tudes on social media: Effects of fear and informa-
tion in green advertising on non-green consumers. 
Journal of Current Issues & Research in Advertising, 
42(2), 175-196. 

https://doi.org/10.1080/10641734.2020.1835755 
Polonsky, M.J., Vocino, A., Grau, S.L., Garma, R., Ferdous, 

A.S. (2012). The impact of general and carbon-re-
lated environmental knowledge on attitudes and 
behaviour of US consumers. J. Market. Manag. 28, 
238-263. 

Pooley, J. A., & o’Connor, M. (2000). Environmental edu-
cation and attitudes: Emotions and beliefs are what is 
needed. Environment and behavior, 32(5), 711-723. 
https://doi.org/10.1177/0013916500325007 

Porter, M.A., & van der Linde, C. (1995). Green and  
competitive: Ending the stalemate. Long Range 
Planning, 28(6), 128–129. doi:10.1016/0024-
6301(95)99997-E 

Putrevu, S., & Lord, K. R. (1994). Comparative and non-
comparative advertising: Attitudinal effects under 
cognitive and affective involvement conditions. 
Journal of Advertising, 23(2), 77-91. 

Robinson D. (2023). 15 Biggest Environmental Problems 
of 2023. Earth.Org. Retrieved from https://earth.org/
the-biggest-environmental-problems-of-our-life-
time/ dated 20 June 2023. 



72

Gyan Management Journal Year 2024, Volume-18, Issue-1 (January-June)

Ruiz, S., & Sicilia, M. (2004). The impact of cognitive and/
or affective processing styles on consumer response 
to advertising appeals. Journal of Business Research, 
57(6), 657– 664. 

Santa, J. C., & Drews, S. (2023). Heuristics processing of 
green advertising: Review and policy implications. 
Ecological Economics, 206, 107760. 

Shamsi, M. S., Narula, S., & Sharma, A. (2022). Does envi-
ronmental awareness via SNSs create sustainable con-
sumption intention among the millennials. Journal 
of Content, Community and Communication, 15(8), 
100-116. https://doi.org/10.31620/JCCC.06.22/08 

Shimul, A. S., Cheah, I., & Khan, B. B. (2022). Investigating 
female shoppers’ attitude and purchase intention 
toward green cosmetics in South Africa. Journal of 
Global Marketing, 35(1), 37-56. https://doi.org/10.10
80/08911762.2021.1934770 

Shrivastava, P. (1995). Environmental technologies 
and competitive advantage. Strategic Management 
Journal, 16, 183–200. doi:10.1002/smj.4250160923

Šikić, F. (2021). Using Instagram as a communication 
channel in green marketing digital mix: a case study 
of bio&bio organic food chain in Croatia. In The 
Sustainability Debate, 14, pp. 221-236). Emerald 
Publishing Limited. https://doi.org/10.1108/S2043-
905920210000015013 

Smith, E.T., Cahan, V., Freundlich, N., Ellis, J.E. and 
Weber, J. (1990) The greening of corporate America, 
Business Week, 23, pp.96–103. 

Stoica, M. (2021). Green Marketing Communication 
Strategies: An Integrative. The Annals of the University 
of Oradea. Economic Sciences, vol. 1(1), 388-396 
https://doi.org/10.47535/1991AUOES30(1)043 

Sun, Y., Wang, S., Gao, L., & Li, J. (2018). Unearthing 
the effects of personality traits on consumer’s atti-
tude and intention to buy green products. Natural 
Hazards, 93, 299- 314. 

Taufique, K. M. R. (2022). Integrating environmental 
values and emotion in green marketing communi-
cations inducing sustainable consumer behaviour. 
Journal of Marketing Communications, 28(3),  
272-290. https://doi.org/10.1080/13527266.2020.18
66645 

Taufique, K. M. R., Vocino, A., & Polonsky, M. J. (2017). 
The influence of eco-label knowledge and trust 
on pro-environmental consumer behaviour in an 
emerging market. Journal of Strategic Marketing, 

25(7), 511-529. https://doi.org/10.1080/09652
54X.2016.1240219 

Testa, F., Iraldo, F., Tessitore, S., & Frey, M. (2011). 
Strategies and approaches green advertising: an 
empirical analysis of the Italian context. International 
journal of environment and sustainable develop-
ment, 10(4), 375-395. https://doi.org/10.1504/
IJESD.2011.047772 

Thakur, A., Singla, K., & Irshad, T. M. (2023). An 
Exploratory Study on Stimulators in Influencer 
Marketing: A Critical Review on Content and 
Audience Engagement. In International Conference 
on Emerging Trends in Business and Management 
(ICETBM 2023) (pp. 165-177). Atlantis Press. 

Tucker, E. M., Rifon, N. J., Lee, E. M., & Reece, B. B. 
(2012). Consumer receptivity to green ads: A test 
of green claim types and the role of individual con-
sumer characteristics for green ad response. Journal 
of Advertising, 41, 9–23

Valenzuela, L., Escobar-Farfán, M., Guerra-Velásquez, M., 
& García-Salirrosas, E. E. (2023). COVID-19 Effects 
on Environmentally Responsible Behavior: A Social 
Impact Perspective from Latin American Countries. 
International Journal of Environmental Research and 
Public Health, 20(4), 3330. 

https://doi.org/10.3390/ijerph20043330 
Wang, J., Bao, J., Wang, C., & Wu, L. (2017). The impact 

of different emotional appeals on the purchase inten-
tion for green products: The moderating effects 
of green involvement and Confucian cultures. 
Sustainable cities and society, 34, 32-42. https://doi.
org/10.1016/j.scs.2017.06.001 

World Economic Forum (2023). Climate change: The 
IPCC just published its summary of 5 years of 
reports – here’s what you need to know. Retrieved 
from https://www.weforum.org/agenda/2023/03/
the-ipcc-just-published-its-summary-of 5-years-of-
reports-here-s-what-you-need-to-know/ dated 20 
June 2023. 

Yang, B., Kim, Y., & Yoo, C. (2013). The integrated mobile 
advertising model: The effects of technology-and 
emotion-based evaluations. Journal of Business 
Research, 66(9), 1345–1352. 

Yang, D., Lu, Y., Zhu, W., & Su, C. (2015). Going green: 
How different advertising appeals impact green con-
sumption behavior. Journal of Business Research, 
68(12), 2663- 2675. 



73

Gyan Management Journal Year 2024, Volume-18, Issue-1 (January-June)

Yang, Y., & Zheng, X. (2022). Stimulating Brand 
Innovation Strategy via Knowledge Acquisition, 
Market Orientation, and Strategic Capability Using 
Social Media Within China’s Online Technology 
Industry. Frontiers in Psychology, 13. https://doi.
org/10.3389/fpsyg.2022.860307 

Yang, Y., & Zheng, X. (2022). Stimulating Brand 
Innovation Strategy via Knowledge Acquisition, 
Market Orientation, and Strategic Capability Using 

Social Media Within China’s Online Technology 
Industry. Frontiers in Psychology, 13. https://doi.
org/10.3389/fpsyg.2022.860307 

Yoon, D., Kim, Y. K., & Fu, R. J. (2020). How can hotels’ 
green advertising be persuasive to consumers? 
An information processing perspective. Journal of 
Hospitality and Tourism Management, 45, 511-519. 
https://doi.org/10.1016/j.jhtm.2020.10.014


