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ABSTRACT- This paper will research on drawing a 

conceptual framework to study consumer perceptions of 

green marketing on eco-friendly fast-moving consumer 

goods (FMCG) concentrating on the roles of environmental 

consciousness, perceived value, and marketing 

communication in its purchasing intention. This is 
important as it will assist companies to understand their 

concerns about the ecology and hence, a need to consider 

the environment to make business with environmentally 

conscious markets. The study uses a qualitative research 

approach, where the findings of the literature review were 

summarized in terms of significant determinants and gaps, 

and then developed a structure that would combine 

elements of environmental attitudes, perceived value of the 

product, and situational moderators (social norms, and 

perceived effectiveness as a consumer). The findings show 

that there was a significant relationship between the 
environmental consciousness and the perceived value 

which influence purchase intentions. The consumer trust in 

using eco-friendly FMCG is further improved by effective 

and transparent communication of green marketing. The 

theoretical contribution of this research is the holistic model 

based on which the consumer behavior in sustainable 

consumption can be analyzed and the practical contribution 

is helping the marketers to design the strategies that would 

make appeal to the consumer values. Further researchers 

ought to investigate cultural effects, moderators of 

demographic factors, and longitudinal effects to get in-

depth knowledge. This framework can be effectively used 
as a basis to instill sustainable market conducts and 

consumer participation. 

KEYWORDS- Green Marketing, Consumer Perception, 

Eco-Friendly FMCG, Environmental Consciousness, 

Sustainable Consumption.  

I.  INTRODUCTION 

Ecological issues are seeping into society and people are 
reconsidering their consumption habits and adopting a more 

ecological way [8]. The change in consumer behavior has 

even triggered an increase in demand of green products 

forcing the firms to engage in sustainable activities and to 

respond to environmentally conscious consumers [10] ; 

[13]. Green marketing encompassing goods and service 

development, promotion and distribution with reduced 

environmental footprint has become a vital approach to the 

business which would want to combine with this dynamic 

consumer environment [4] Green marketing recognizes a 

system of holistic management in identifying marketing a 

commodity, but at the same time, causing minimum effect 

on the environment [25] It consists of a wider range of 

endeavors, such as product modification, alteration of the 

manufacturing process, sustainable packaging, and 

advertising [1]; [10] Such new environmental awareness is 

very much gaining a mainstream feel with consumers 
becoming even more conscious of the consequences their 

choices are having on the environment [23].  

Green marketing has seen its spread and this has offered 

business a chance to reach out to consumers with a strong 

interest in environmental protection [10].Thus, in-depth 

research of consumer attitudes towards green marketing 

activities and environmental friendly fast-moving consumer 

products is crucial to organizations determined to build 

strong brand image and gain sustainable recognition in the 

emerging market of sustainability-based goods [27]. There 

is also a major part of the consumer spending on fast-

moving consumer goods which have a rapid turnover and 
are not very expensive. The potential power of such a move 

as integrating sustainability in this sector is tremendous in 

terms of lowering the impact on the environment and 

creating a culture of a more responsible consumption.  

The ever-increasing ecological awareness is seeping into 

society penetrating people into reconsidering their 

consumption pattern and adopting environment-friendly 

ones [8] Such change of customer preferences has triggered 

an increase in green products demand, and firms have been 

forced to implement a sustainable aspect and serve this new 

category of customers [10] [13]. The development, 
promotion, and distribution of products in services that have 

a minimal effect on the environment, also known as green 

marketing has become one of the most important strategies 

to businesses keen to identify with this changing consumer 

environment [4]. Green marketing recognizes the 

comprehensive approach to a management strategy in 

recognizing marketing of a commodity without extensive 

impact to the environment [23]. It involves a wider range of 

actions such as alteration of product, transformation of 

manufacturing process, environmentally-friendly 

packaging, and even advertisement [1] ; [10] This emerging 

green consciousness is getting increasingly mainstream 
with the consumers increasingly aware of the consequences 

their decisions produce on the environment [23] 

Green marketing has soared with an open door to 

companies in reaching its customers that have a sense of 
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environmental conservation [10]. Thus, a proper study on 

how the consumers perceive the green marketing practices 

and green fast-moving consumer goods is critically 

important to organizations that need to develop strong brand 

and be successful in the emerging sustainability-driven 
market [27]. Fast moving consumer goods which have high 

turnover and relatively low pricing constitute a major 

percentage of the consumer expenditure. However, the 

application of sustainability to the given industry has 

tremendous potential regarding the reduction in 

environmental impact and the further development of more 

responsible consumption culture [19] 

A. Consumers and green marketing 

The acceptance of green marketing as a means of promoting 

eco-friendly fast-moving consumer goods depends on a 

number of energetic influences among the consumers in 

regards to the environment, their own values and the belief 

in the corporate statements. Most companies begin to 

employ eco-friendly practices to capture customers willing 

to spend their money with environmentally conscious shops 

[32]. Nevertheless, as per the research, green marketing is 

still yet to achieve its potential in increasing the quality of 
life of people [32] Green marketing is based on the idea of 

marketing environmental values with regard to the hope that 

these values would be linked to a company or a brand by 

the consumers [33] Customers are becoming more aware of 

the environmental impact of the choices they make during 

the purchasing process and those who prefer sustainable 

lifestyles are paying more attention to the products 

matching their interests.  

II.  LITERATURE REVIEW 

Consumer perceptions of green marketing is a diverse field 

where the researchers give reasons looking at diverse 

factors that drive them to behave and influence the attitude 

towards ecologically friendly products [20] The extent to 

which environmental concern influences consumer 

preferences to green products has been studied on several 

occasions [5] People are also including environmental 

concerns in their buying choices [3] The studies have also 

shown that those consumers having greater environmental 

awareness tend to search more and acquire those products 

that are correlated with their environmental ideals [21]; [31] 

This implies that companies may do a good job of appealing 

to environmentally minded customers by highlighting the 

environmental strengths of their products and sharing their 

sustainability agendas [14]; [25] 

Moreover, perceived value is also another issue that is 

associated with consumer acceptance of green products. 

The consumers usually balance the purported value of an 

item to cost and the same applies to the green products. 

When consumers feel that green products are carrying 

higher value over the conventional substitutes, they are 

more prone to embrace the same. A consumer may perceive 

it as having value based on some factors such as product 

quality, performance and even health benefits [17]. 

Also, there have been elaborate research works on the 

effects that green communications have on consumer 

behaviour with regard to perception and purchase 

intentions. The awareness of the green-based products and 

promotions positively and significantly influences the 

perceived quality and buying interest [13] Communication 

approaches are valuable measures that may help consumers 

learn more about the environmental qualities of a product 

and establish a positive brand image. Green marketing takes 

a wide range of operations such as product deviation, 

manufacturing process change, environmentally friendly 

garments, and advertising [28]. Nonetheless, it is important 

that the firms should not green wash, that is, to make 

unsupported assertions of environmental advantage of a 

particular product. 

Prior research findings indicate that although most 

consumers may have good green product attitudes, their 

purchasing behavior has not been kept at the same pace 
[23]. This difference can be explained by several aspects, 

among which, price sensitivity, the shortage of green 

products, and distrust of ``the truthfulness of green 

marketing syndromes.  

A. Green marketing and fast-moving consumer goods 

A differentiated background of studying consumer 

perception towards green marketing is provided by Fast-

Moving Consumer Goods industry. FMCG is described in 

terms of high frequency of purchase, low involvement and 

vast consumption levels, and includes many distinct goods 

such as food, drinks, personal products, and household 

products. Since the production, distribution, and disposal of 

FMCG have a considerable environmental impact, the 

sustainable approach is of utmost importance to the 

industry. In a study by [19]. 

The various factors that influence consumer-perception of 

green marketing into the FMCG aligning strategy involve 

several variables.  

The goal of green marketing in the FMCG category may 

include the minimization of waste packaging, the use of 

green materials, and the necessity to influence the energy 

efficiency of the production process. The observed effect of 

such initiatives on the perceptions of consumers differs 

across various factors like the category of the involved 

products, demographics of consumers, and the particular 

environmental statements of the companies [22]; [26]. 

B. Conceptual framework 

The paper provides a conceptual framework that explains 

how a complex relationship among factors can 

simultaneously cause an effect on the consumer ratio of 

green marketing to FMCG products that are 

environmentally friendly. This concept assumes that 

consumer environmental consciousness is one of the main 

driving forces that define their attitudes, beliefs, and values 

toward such questions as environmental issues [34]  

In their turn, these values affect their consideration of green 

marketing programs and environment-friendly FMCG. 

Purchase intention experienced by environmental 

consciousness is mediated by perceived value, which 

includes social, functional, and emotional aspects. Eco-

friendly FMCG can be considered on the value of the 

product, its quality, price, availability, and brand image [9].  

This is one of the reasons why the effectiveness of green 

marketing communications is a significant factor in forming 

consumer perceptions and purchase intentions. This can be 
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addressed by using clear, credible, and transparent 

messaging that would increase consumer trust, making 

them willing to opt to use eco-friendly FMCG.  

In addition, the framework considers the moderating effect 

of situational variables, e.g. the perceived consumer 

effectiveness and social norms, which may moderate or 

enhance the consumer attitude-purchase behavior 

relationship.  

Health is a major factor to the consumers, who think of it as 

a source of motivation to buy green products, then 

environmental awareness, wish to add to the sustainable 

development and trade through promotional operations [11] 

The quality and safety features of the products are very 

important in determining the tendency of the consumers to 

purchase the green products. Even when the intentions of 

consumers are positive with regard to the purchase of green 

products, the actual purchase behavior often depends on 

numerous factors that influence it (Joshi & Rahman, 2015). 

The past research findings on consumer buying behavior 

come up with the conclusion that the concept of 

environmental concerns raised by a consumer has made 

their purchasing behavior impacted; they like to shop and 

consume those products that are environmentally friendly 

[13]. Consumers attribute value to green purchases 

concerning an emotional appeal, attitude towards 

advertisements and the environmental concerns [5] 

III.  GAP IN LITERATURE 

The following research gaps have been identified.  

A. Inadequate study of the functional, emotional, and 

social aspects of perceived value and their interaction 

within the sphere of the FMCG industry 

A vast majority of the research has focused on the concept 

of perceived value mainly through the lens of functional 

view (e.g. product quality, health), whereas relatively little 

is available about the combined effect of social cues and 

emotional gratification in how perceived value founds 

consumer acceptance of an eco-friendly FMCG. This gap 

restricts an in-depth perception of the impact of multi-

dimensional value constructions in the case of purchase 

intentions in the context of low-involvement products 

frequently purchased. 

B. Inadequate exploration of situational and 

psychological factors as a moderating factor 

Despite conceptual recognition of situational factors such 

as perceived consumer effectiveness, social norms, there is 

an absence of empirical research that quantitatively 

examines the ability of these moderators to enhance or 

diminish the relationship between the environmental 

attitudes and purchase behaviour, especially in the case of 

eco-friendly FMCG. This creates a gap on what conditions 

positive attitudes can really be converted into buying 

behaviors. 

C. Shortage of research on the issues of consumer 

cynicism and ethical washing in the context of FMCG 

categories 

Although the existing literature indicates that mistrust of 

green claims is common among consumers, little attention 

was paid to greenwashing perceptions/credibility issues 

impacting on trust, perceived value and final purchase 

behavior within the highly-turnover FMCG environment. 

Since this sector is prone to misleading claims, additional 

studies are necessary to see how these claims can be 

dismissed through transparency and communication plans. 

IV.  METHODOLOGY 

The proposed study uses a methodology that will help 

conduct a thorough study of consumer perceptions of green 

marketing to eco-friendly FMCG products The current 

literature was reviewed to capture the existing bodies of 

knowledge in the selected topic and outline the main gaps 

in knowledge [2] [6] [9]. To tell about qualitative study the 

study of past literature was thoroughly carried out. 

According to the literature review, a conceptual framework 

would be created based on which the research will be done. 

The research has a conclusive research design to explore 

how these factors influence the intention to purchase green 

products [24]. 

V.  RESULTS 

The study findings demonstrated that the correlation 

between the variables and consumer purchase intentions is 

high [24] It is observed that consumers have a great will to 

establish environmentally friendly practices with their 

consumer choices, as long as they are purchasing goods and 

services that correspond to their needs and expectations. 

Environmental awareness of consumers can be considered 

as the key factor that influences their attitude and 

perceptions of green marketing issues and environmentally-

friendly products [20] Customers with high level of 

environment consciousness tend to notice the worth of 

green product.  

The perceived behavioral control and the subjective norms 

furnish a positive impact on a green purchase decision [6] 

In green purchasing, the people take into account the 

environmental issue, emotional stimulation, and media 

attitude toward the advertisements [6]; [29]  

VI.  THEORETICAL AND PRACTICAL 

IMPLICATIONS 

This study can specifically assist in advancing current 

knowledge on the issue concerning the factors that 

determine how consumers perceive green marketing 

approach towards friendly food materials consumer 

products (FMCG) [15]; [16] The conceptual framework, 

which has been advanced in the current study, will be 

helpful to both researchers and practitioners intending to 

analyze and forecast consumer behavior in context of 

sustainable consumption. 

Practically speaking, the results of the study have provided 

practical lessons to the marketers and those in policy 

sections. Marketers can use these revelations to come up 

with superior green marketing concepts that appear to be 

appealing to the values and needs of the consumers. The 
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findings can help policymakers develop specific 

interventions that encourage the sustainable patterns of 

consumption [7]  

VII. LIMITATIONS AND FUTURE RESEARCH 

Despite its contributions, this research is subject to certain 

limitations. Future research should address these limitations 

by employing longitudinal study designs to examine the 

evolution of consumer perceptions over time. Future studies 

can also explore the role of culture, social influence, and 

government regulations in shaping consumer perceptions 

and behavior toward green products [15];[30]. Future 

research could explore the moderating role of demographic 

variables such as age, gender, education, and income on the 

relationship between the variables in the conceptual 

framework[12]. 
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