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Abstract 
The aim of the study is to identify the link between green marketing, green purchase 

decision and consumer awareness about environmental issues. Further to find out the 

mediating effect of consumer environmental concerns between green marketing and 

green purchase decision. For this purpose quantitative technique and survey 

methodology was used. Questionnaire is used to collect data. Results of the study 

depict a positive relation between green marketing and green purchase decision, green 

marketing and consumer environmental concerns and consumer environmental 

concerns and green purchase decision. Green marketing can lead to increase in 

awareness about environmental issues and green product purchase. The study results 

also describe that consumer environmental concerns can mediate the link between 

green marketing and green purchase decision, so marketers should create more 

awareness about environmental issues to create more profitable green product 

consumers. This study will contribute to create more awareness among consumers 

about green products and environmental issues. It will also aware marketers about 

significance of green marketing to be successful. 

Key Words: Green purchase, Environmental concerns, Purchase decision. 

 

Introduction 
People, wildlife, and agriculture are all suffering from environmental pollution caused 

by ever-increasing business operations and output. Human wants are limitless, but 

resources are scarce in this world. Consequently, marketers will inevitably need to 

make use of limited resources effectively and efficiently so that numerous resources 

are not wasted and that organizational and individual goals can be met(Nekmahmud 

and Fekete-Farkas 2020). Certain environmental problems in the twenty-first century, 

such pollution, emissions of greenhouse gases, global warming, and climate change, 

are directly tied to both agriculture and manufacturing and have an adverse impact on 

human behavior. The only way for solving these novel environmental issues is if 
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consumers take interest in decreasing the adverse impacts on the environment by 

using less harmful items. In order meet consumer preferences and produce long-term 

corporate profits, many businesses have started implementing green production and 

marketing strategies (Dangelico and Vocalelli 2017; Sana 2020). People around the 

world are changing their traditional lives as a result of severe environmental problems 

including global warming and climate change caused by unsustainable consumption 

practices. It is evident that consumer choices have an impact on the environment and 

the general well-being of society, both directly and indirectly(Gruber and 

Schlegelmilch 2014). 

 Reusable, ozone-friendly, nutritious food, phosphate-free, recyclable, and other eco-

friendly items are all encouraged by green marketing. Additionally, green marketing 

can be used to meet consumer requirements, wants, and expectations in an eco-

friendly manner while safeguarding society and the environment(Martínez, et al. 2020; 

Welford 2013). One of the major advancements in contemporary business is green 

marketing, which is used more in wealthy nations than in lower- and middle-income 

ones(Hasan, et al. 2019). Green marketing is the practice of promoting goods that are 

thought to be ecologically friendly(Delafrooz and Goli 2015). 

Green development prioritizes efficiency, coordination, and sustainability, with 

citizens, businesses, and the government serving as its primary stakeholders(Lee 

2008). Young people are very interested in purchasing eco-friendly goods(Chekima, 

et al. 2016; Yadav and Pathak 2017). Green marketing orientations (Papadas, et al. 

2017), environmental concerns (Jaiswal and Kant 2018), and product care are some of 

the aspects that have been studied in relation to green purchases(Esmaeilpour and 

Bahmiary 2017). 

By providing green products, companies may participate in the green movement and 

establish a green brand image(Xu, et al. 2021). Green product purchases are still 

comparatively low, even as consumers' attitudes regarding them are becoming more 

positive(Kamalanon, et al. 2022). Marketers of green products should concentrate on 

the company's positive green image in addition to sales volume, which is the 

business's immediate goal, since consumer choice of green products is greatly 

influenced by perceived green brand image and producer reputation (Papista, et al. 

2018). Customers are more inclined to go above and above and pay more to act 

responsibly and practice green consumerism when the business sector supports 

sustainable marketing strategies and successful green marketing concepts(Polonsky 

and Rosenberger III 2001). Reduced consumption, green purchasing, and reduced 

pollution are all examples of ecologically conscious consumption, which is known as 

green consumerism (Hoffmann and Schlicht 2013; Lai 2000). Green products and 

green consumption practices are becoming more and more common, particularly in 

urban areas .It is crucial for marketers, scholars and researchers to understand the 

factors that influence consumers' intentions to make green purchases because it 

encourages the proper development of strategies for green products(Yadav and Pathak 

2016). 

A number of marketing academics have previously investigated consumers' intentions 

to purchase green products in industrialized nations, such as the USA, Canada, 
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Australia, and Europe. However, in rapidly expanding nations like Pakistan, there is a 

dearth of empirical study. However, in comparison to other developing nations, 

Pakistan is still in the primary phases of study on ecological challenges, green goods, 

and green buying choices(Akehurst, et al. 2012; Hossain and Khan 2018). The 

marketing mix in emerging countries in relation to customer approaches toward green 

marketing has not been well studied (Adrita 2020; Hossain and Khan 2018). 

Pakistan is the focus of this investigation due to the country's rapidly expanding 

environmental problems(Abid, et al. 2021). Emissions that are detrimental to the 

environment are at an all-time high(Centobelli, et al. 2020). Harmful emissions have 

increased in Pakistan, and the country's industrial sector alone produced 41.8 MT of 

pollutants, which is quite concerning to us(Ritchie, et al. 2023) 

 

Research Objectives 

Research objectives of the study are: 

To identify the effect of green marketing on green purchase decision 

To identify the effect of green marketing on consumer environmental concerns 

To identify the effect of consumer‘s environmental concerns on green purchase 

decision 

To identify the mediating role of consumers environmental concerns between green 

marketing and green purchase decisions 

 

 

Problem Statement 

Pakistan is facing severe environment issues in the form of environmental pollution 

which results in different climate change and weather instability issues. Polluted 

environment is causing serious threats for human survival. Currently most of 

production processes and products are not environment friendly. There is a need to 

create awareness among business leaders and customers to produce and use 

environment friendly production processes and to use environment friendly products. 

If attention was not given for environment friendly production and consumption it 

will enhance the risk of different diseases and conditions will not be suitable for living. 

 

Significance of the study 

This study will contribute to understand the role of different environment friendly 

marketing activities in environment friendly products purchase decisions. It will also 

contribute how knowledge about environmental issues will mediate the green 

marketing and green purchase decision. Results of this study will also help out policy 

makers how by creating awareness among customers can affect their green purchase 

decisions. 

 

Literature Review and Theoretical Framework  

Green Marketing and Green Purchase Decision 

Efforts to create and promote environmentally friendly products and services that 

meet human needs or desires are referred to as green marketing(Polonsky 2011). The 



 

 

 

 

 
 

 
 1375 

Online ISSN: 3006-2047 

Print ISSN: 3006-2039 
 

step of the purchasing decision process where customers decide to buy a product is 

called the purchase decision (Kotler, et al. 2010). In order to lessen or completely 

eradicate any negative environmental effects, it encourages the use of green labeling 

and promotion for products and services. Product functions, manufacturing 

procedures, packaging and promotion, and supply chain processes all differ in how 

green marketing promotes the items(Cherian and Jacob 2012; Polonsky 2011).Green 

marketing includes eco-friendly designs, products, and promotions(Chang, et al. 2019; 

Papadas, et al. 2019). Green marketing seeks to reduce the negative effects on the 

environment at every stage of the life cycle, including the procurement, production, 

distribution, use, and disposal of raw materials(Dangelico and Vocalelli 2017). 

The terms ecological marketing and environmental marketing are combined to form 

green marketing. At the end of 1980s and start of 1990s saw the beginning of its 

journey. In 1975, the American Marketing Association (AMA) declared that "green 

marketing" refers to the promotion of goods that are thought to be ecologically safe 

and friendly. There isn't a single, accepted definition of green marketing but defined 

in the ways like ecological marketing, eco-marketing, societal marketing, organic 

based marketing, and maintainable marketing. However, most definitions include 

ecological awareness, which refers to the commitment of businesses to promote, 

design, distribute, and price environmentally friendly products (Martínez, et al. 2020; 

Zhu and Sarkis 2016).By using the Green marketing Organizations are dedicated to 

pricing, distributing, designing, and promoting environmentally friendly products. 

Buying green items, endorsing green businesses, and endorsing sustainable 

consumption behaviors and paying more for eco-friendly goods are all examples of 

green purchasing decisions(Carfora, et al. 2019; Hamzaoui Essoussi and Linton 2010; 

Schlegelmilch, et al. 1996).To reduce pollution and lessen the effects of the global 

environmental crisis, green consumers may decide to buy green products(Tseng, et al. 

2021). Conventional customers prioritize short-term self-benefits, but green 

consumers think about how their choices will affect the environment and other people 

in the long run(White, et al. 2019a). 

From an organizational perspective, workers are retrained to support and implement 

green marketing, green research and development, and green lifestyles and concepts. 

From a strategic perspective, a company's actions are based on its clients: Green 

advertising, awarding franchises for environmental improvement, and brand loyalty 

that is environmentally beneficial(Papadas, et al. 2017; Papadas, et al. 2019). By 

encouraging consumers to buy green products, green marketing innovation promotes 

green consumption through marketing initiatives that integrate environmental criteria 

such as voluntary eco-labeling, franchising, licensing, and pricing actions(Lai and 

Cheng 2016; Lin, et al. 2017). Innovation in green marketing, which successfully 

comprehends the interests of stakeholders and conveys key signals, is essential to a 

company's environmental performance and affects how consumer behavior and 

consumption are related(Dangelico and Vocalelli 2017; Groening, et al. 2018).  

Consumer attitudes, perceptions, and sense of duty regarding the current state of the 

environment and urgent environmental issues are greatly influenced by green 

marketing. Because consumers are becoming increasingly conscious of ecologically 
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conscious products, good green brand management and wise marketing techniques 

could predict their points of view. In general, businesses' attempts to promote eco-

friendly products through green marketing strategies do have the ability to change 

consumers' perceptions of environmental responsibility, seriousness, and attitudes 

about green product purchases(Cherian and Jacob 2012).  

The components of a green marketing mix enable a business to reach its target 

audience and accomplish its objectives without endangering the 

environment(Mukonza and Swarts 2020). Comprehensive manufacturer responsibility, 

life-cycle investigation, factual use, source flows, and ecological effectiveness are 

some of the industrial ecology and environmental sustainability issues that are 

significantly related to green marketing(Prakash 2002). Presenting to customers the 

value of preserving the environment while using the product is the main objective of 

green marketing(Moravcikova, et al. 2017). Green marketing promotes consumer 

awareness and offers environmental benefits (Fliegelman 2010).  

One of the most significant emerging driver motivating green marketing and strategy 

is the green consumer(Peattie and Charter 2012; Polonsky 2011). Green customers 

actively seek out products that meet their needs and are not detrimental to the 

environment, or they willingly consume them(Peattie 2001; Sana 2020). The 

company's use of a green marketing strategy will improve purchase decisions. The 

more effectively the green marketing plan is applied, the more consumers will 

understand their rights to buy eco-friendly items, which will influence their decision 

to buy(Asyhari and Yuwalliatin 2021). 

The potential of the green product market and the actual state of its execution differ 

greatly. The disparity between the availability of green products on e-commerce 

platforms and consumer interest in eco-friendly products is the phenomenon that takes 

place. Locally, despite growing awareness of sustainability issues, there is still a lack 

of diversity and quantity of environmentally friendly products available, making it 

challenging for customers to obtain items that meet their needs(Hasan and Ivarada). 

On the basis of literature review following hypothesis can be assumed: 

Hypothesis 1: Green marketing positively effects the green purchase decisions. 

Hypothesis 2: Green marketing creates environmental issues awareness among 

consumers.  

 

Environmental Concern and Green Purchase Decision  

The degree to which people are aware of problems regarding the environment and 

support efforts to solve them and/or indicate the willingness to contribute personally 

to their solution is the definition of environmental concern(Dunlap and Jones 2002). 

The term "purchase intention" reflects the consumer's capability to plan or ask to 

purchase a good or service in the future(Erdil 2015). Remanufactured or recycled 

goods can be chosen by eco-conscious consumers to support green development and 

global sustainability(Li, et al. 2021). 

Consumers' views on issues about the significance of the environment for the 

country's welfare might be driven by environmental concern(Bickart and Ruth 2016). 

Concerned consumers have a favorable view of green products and are very inclined 
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to purchase them in order to maintain a healthy lifestyle(Magnier and Crié 2015; 

Tompa, et al. 2020). Researchers discovered that consumers' decision to buy is 

influenced by environmental concerns, particularly when it comes to eco-friendly 

products(Bashir, et al. 2019; Chen and Peng 2012; Cheung and To 2019; Nekmahmud 

2020; Yadav and Pathak 2016). Young, well-educated customers are currently 

concerned about the environment. They have strong feelings for their nation and are 

extremely sensitive to the amount of money required to preserve the 

situation(Nekmahmud and Fekete-Farkas 2020). It has been also observed that 

purchase intention could not be significantly impacted directly by environmental 

consciousness. Still, through perceived behavioral control, it may indirectly affect the 

reason for the purchase(Xu, et al. 2020). Previous studies found that ecological 

shopping behavior and environmental–social benefits (attitudes) that positively 

influence their green purchasing behavior were significantly correlated with 

environmental concerns(Arısal and Atalar 2016; Kim and Choi 2005).  

The consumer's view and, consequently, their purchase and purchase intention are 

influenced by two main ideas and structures. These include so-called ‗environmental 

concerns‘ and ―environmental citizenship‖(Stern and Dietz 1994). ‗Environmental 

concerns may be defined as engagement in nature‐based activities with the aim of 

being environmentally amiable(Leonidou, et al. 2015). Environmental citizenship 

may be defined as the readiness to join an "environmental, conservation, or wildlife 

organization or give money to one of these groups"(Markle 2013).  

The purchasing decisions of green consumers are primarily influenced by two factors. 

One is inherent to the consumer, such as self-interest, environmental obligations, 

learning and being willing to conserve resources, and lessening the influence on the 

environment(Nekmahmud and Fekete-Farkas 2020). The theory of consumption value 

states that green products have a high social value that influences consumers to make 

greener purchases. Green purchasing decisions are now hampered by the cost of 

purchasing green products. Furthermore, past studies have demonstrated that organic 

food is natural, nutrient-dense, healthful, and environmentally beneficial (Lin, et al. 

2020; Qi and Ploeger 2019). It's time to use green advertising's effectiveness while 

highlighting the product's environmental advantages, encouraging a sustainable way 

of living, enhancing the brand's green image, and minimizing the flaws that 

distinguish green products(D‘Souza, et al. 2007; Peano, et al. 2015). The majority of 

customers react favorably to green advertisements which forecast their intention to 

buy(Huq, et al. 2015; Huq, et al. 2016). Complete, accurate, and understandable 

information on a lifelong environment must be provided by producers and 

suppliers(Dangelico and Vocalelli 2017). The production of goods that can enhance 

environmental quality will undoubtedly influence consumers' decisions to 

buy(Asyhari and Yuwalliatin 2021). 

Although elderly consumers are the primary buyers of green products, younger people 

are more interested in purchasing them(Magnusson, et al. 2003). An increasing 

percentage of customers assert that environmental protection is crucial, and the 

majority of them think they can contribute to this(Eurobarometer 2008). The rise of 

items with sustainable claims is higher than that of other brands, indicating that 
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consumers are increasingly choosing sustainable brands as compared to contemporary 

alternatives in a few categories(White, et al. 2019b). 

A number of studies indicate that pro-environmental intention and behavior are 

positively impacted by environmental concern Purchasing green products is positively 

impacted by environmental concern (Alzubaidi, et al. 2021). Green purchasing and 

intentional green habits are positively impacted by environmental concern(Lee, et al. 

2014). Individuals' willingness to look for environmental information has a positive 

and indirect impact on the purchasing of circular packaging(Testa, et al. 2020). 

Consumers' intention to purchase and frequency of purchase of green items had a 

positive association with environmental concern(Mostafa 2006). 

On the basis of literature review following hypothesis can be assumed: 

Hypothesis 3: Environmental concern has a positive effect on green purchase 

decisions. 

Hypothesis 4: Consumers Environmental concerns have a mediating role between 

green marketing and green purchase decisions. 

 

Figure-1 Research Model 

 

  

  

  

 

 

 

  

 

 

 

 

 

Research Methodology 

The quantitative research methodology was used in this study. The target population 

was graduation level consumers. Total sample size was 340.Overall 293 responses 

were received which are 86% of the sample. Other studies have also used survey 

methodology to collect the required information in quantitative research 

methodology(Sekaran and Bougie 2016).Convenience sampling used to collect the 

data(Etikan, et al. 2016; Golzar, et al. 2022; Sedgwick 2013).For data collection scale 

items related to green marketing were adopted from (Bhatia and Jain 2013), scale 

items related to environmental concerns were adopted from (Nekmahmud and Fekete-

Farkas 2020), scale items related to green purchase decision were adopted from (Ha 

and Janda 2012; Khare 2015). 
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Data Analysis and Results: 

Regression, and correlation techniques were used in the statistical analysis of the data. 

The relationship between Green marketing, Environmental concerns and Green 

purchase decision was examined using correlation analysis. These systematic 

quantitative methods allowed this study to provide accurate data regarding the 

contribution of Green marketing in environmental concerns of consumers and Green 

purchase Decision, environmental concerns of consumers in green purchase decision 

and, mediating role of environmental concerns of consumers in green marketing and 

green purchase decision. 

 

Table-1 

Gender Profile 

Gender Frequency Percent 

Male 141 48 

Female 152 52 

Total 293 100 

 

Table-1 provides detail about respondent gender profile.Male respondents are 48% 

while female respondents are 52% 

 

Reliability Statistics  

Table-2 

Total Scale Reliability Statistics 

Cronbach's Alpha No. of Items 

0.781      15 

 

Table 2 shows reliability statistics of scale. The consistency of a study or evaluation 

instrument is referred to as reliability. Research findings are regarded reliable if they 

can be reliably reproduced. Because participants and circumstances differ, it is 

frequently not possible to produce the same results. On the other side, reliability is 

shown if there is a high positive correlation between the same test findings(Balkin 

2017). Reliability is the extent to which a test, questionnaire, observation, or other 

measurement procedure produces consistent results after several attempts(Bolarinwa 

2015). In simple terms, it describes the stability or consistency of scores across time 

or between raters(Miller 2015). One of the most popular approaches for assessing the 

internal consistency of reliability is the Cronbach's coefficient alpha(Dimitrov 

2002).The value of  Cronbach's Alpha is 0.781 which is considered 

acceptable(George and Mallery 2024). 

 

Correlations: 

The amount of linear relationship between two variables is assessed by the Pearson 

correlation coefficient. The Pearson correlation coefficient, sometimes called the 

product moment correlation coefficient, is represented as r in samples and ρ in the 
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corresponding population that the sample comes from. This coefficient is a number on 

a unit-less scale that ranges from -1 to +1.There would have been a positive link if the 

correlation coefficient's sign had been positive. If the correlation coefficient's sign had 

been negative, there would have been a negative relationship(Sedgwick 2012).Table-3 

represents data related to correlation of different variables. Pearson correlation 

between Green marketing and environmental concerns is 0.775, Green marketing and 

Green purchase decision is 0.718, Environmental concern and Green purchase 

decision is 0.714 which shows a strong correlation between the variables. 

 

Table-3 

 

Correlations 

 

  
Green 

Marketing 

Environmental 

Concerns 

Green 

Purchase 

Decision 

Green 

Marketing 

Pearson 

Correlation 

1  

.775
**

 

.718
**

 

Sig. (2-tailed)  .000 .000 

N 293 293 293 

Environmental 

Concerns 

Pearson 

Correlation 

 

.775
**

 

1 .714
**

 

Sig. (2-tailed) .000  .000 

N 293 293 293 

Green Purchase 

Decision 

Pearson 

Correlation 

.718
**

 .714
**

 1 

Sig. (2-tailed) .000 .000  

N 293 293 293 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Regression Analysis 

Green Marketing Effect on Green Purchase Decision 

Table-4 

 

Model Summary 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .685
a
 .645 .621 1.48891 .645 111.035 1 292 .000 

a. Predictors: (Constant), Green Marketing 
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The R square value of 0.645 which is presented in the Model Summary table suggests 

that while there is a relationship between the independent variable green marketing 

and dependent variable green purchase decision. We can conclude that green 

marketing causes 64% of changes in green purchase decision. Additionally, we can 

infer from this data that the green marketing and green purchase decision are 

positively correlated. 

 

Table-5 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 

(Constant) 3.366 .754  

Green 

Marketing 

.772 .064 .713 

Dependent Variable: Green Purchase Decision 

 

Table-5 explains coefficient of correlation. Value of coefficient of Correlation B is 

0.713 which indicates that 1 unit change in green marketing will cause a 0.713 unit 

change in consumer green purchase decision. 

Hence hypothesis H1: Green marketing positively effects the green purchase 

decisions is proved. 

 

Green Marketing Effect on Consumer Environmental Concerns: 

Table-6 

 

Model Summary 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .704
a
 .686 .592 1.48392 .686 132.645 1 292 .000 

Predictors: (Constant), Green Marketing 

 

The R square value of 0.686 which is presented in the Model Summary table suggests 

that while there is a relationship between the independent variable green marketing 

and dependent variable consumer environmental concern. We can conclude that green 

marketing causes 68% of changes in consumer environmental concern. Additionally, 

we can infer from this data that the green marketing and consumer environmental 

concerns are positively correlated. 
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Table-7 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 

(Constant) 3.112 .664  

Green 

Marketing 

.612 .054 .598 

a. Dependent Variable: Green Purchase Decision 

Table-7 explains coefficient of correlation. Value of coefficient of Correlation B is 

0.598 which indicates that 1 unit change in green marketing will cause a 0.598 unit 

change in consumer environmental concerns. 

Hence hypothesis H2: Green marketing creates environmental issues awareness 

among consumers is proved. 

 

Consumer Environmental Concerns Effect on Green Purchase Decision 

Table-8 

 

Model Summary 

Model R R 

Square 

Adjusted 

R 

Square 

Std. 

Error of 

the 

Estimate 

Change Statistics 

R 

Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .678
a
 .538 .455 1.48384 .538 112.983 1 292 .000 

Predictors: (Constant), Consumer Environmental Concerns 

 

The R square value of 0.538, which is shown in the Model Summary table indicates 

that 53 % of change in green purchase decision is explained by consumer 

environmental concerns. We can also conclude from this data that there is a favorable 

correlation between the consumer environmental concerns and green purchase 

decision. 

 

Table-9 

 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 (Constant) 3.681 .568  
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Consumer 

Environm

ental 

concerns 

.682 .052 .617 

Dependent Variable: Green Purchase Decision 

 

Table-9 explains coefficient of correlation. Value of coefficient of Correlation B is 

0.617 which indicates that 1 unit change in consumer environmental concerns will 

cause a 0.617 unit change in green purchase decision. 

Hence hypothesis H3: Environmental concern has a positive effect on green purchase 

decisions is proved. 

 

Mediating Effect of Consumer Environmental Concerns:  

The method described by (Sobel 1982) was used to calculate the indirect effect or 

mediating effect. The approach created by(Preacher and Hayes 2004) was also used to 

confirm the mediating impact. The SPSS program was utilized for this purpose, and 

the results shown in the table were verified. 

 

Table-10 

Independent 

Variable 

Dependent 

Variable 

Mediating Variable Mediating Effect 

Green Marketing Green Purchase 

Decision 

Consumer 

Environmental 

Concerns 

0.598*0.617=0.3689 

 

Table shows that when consumer environmental concerns are considered effect of 

green purchase decision on green purchase decision is significantly reduced which 

shows that consumer environmental concerns mediates the relation between green 

marketing and green purchase decision 

 

Discussion 

The aim of the study was to identify the link between green marketing, consumer 

environmental concerns and green purchase decision. The results of the study describe 

that green marketing can create more awareness about environmental issues among 

consumers hence they will tend to buy those products which are more environment 

friendly (Green products).Our study is supported by previous studies. The results of  

study conducted by (Kamalanon, et al. 2022) shows that green marketing creates 

awareness among consumers about environment issues which leads to green purchase 

decisions.(Wijekoon and Sabri 2021) identified green marketing and awareness about 

environment issues determinants of green purchase decision. A Study conducted by 

(Wandosell, et al. 2021) noted that consumers are concerned about environmental 

issues so they prefer to buy environment friendly products.(Nekmahmud and Fekete-

Farkas 2020) identified a positive relation between consumers environmental 
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concerns and green purchase decisions.(Casalegno, et al. 2022) concluded a positive 

relation between consumer environmental concerns and green purchase decisions. 

 

Conclusion 

The results of current study depict that green marketing can lead to more green 

purchase decision by consumers. It will also create more awareness about 

environment issues among consumers which will also cause more green purchase 

decision. As a result different environment issues faced by country can be managed in 

a better way which will result a better place to live. Policy makers should adopt 

policies to encourage green marketing and green products. Marketers should consider 

to target green product consumers because they have limited options currently, so it 

will result in more profits for business. 
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