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Abstract 
With the growing concern about environmental issues, there is a growing demand for 
sustainable actions to minimize damage to ecosystems. To meet this demand, various 
companies have adopted green marketing programs in an attempt to mitigate 
environmental degradation. The purpose of this paper is to provide a comprehensive 
and systematic overview of green marketing and its impact on customers' emergence of 
green purchasing behaviors in order to fill the conceptual gap of the unclear relationship 
between green marketing and customers' green purchasing behaviors. The findings 
show that scholars often focus on the theory of planned behavior and its predecessor, 
the theory of rational action. Corporate green marketing varies in the factors and 
mechanisms of action that influence customers' green buying behavior at the strategic 
and tactical levels. The research in this paper helps marketers identify best practices in 
this area to effectively influence customer behavior. 
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1. Introduction 

In today's society, environmental issues are increasingly prevalent, with problems such as land 
desertification, water scarcity, and global warming becoming focal points of global concern. 
Existing research has confirmed that irrational consumption habits and patterns are among the 
key contributors to environmental degradation [1]. In light of this, in early 2022, China’s 
National Development and Reform Commission, along with the Ministry of Industry and 
Information Technology, the Ministry of Commerce, and other agencies, jointly issued the 
Implementation Plan for Promoting Green Consumption, with the core objective of integrating 
green principles into consumers' lifestyles and decision-making processes [2]. Meanwhile, 
many companies are actively adopting green marketing strategies to encourage more 
environmentally friendly consumption behaviors. 
Although research on green marketing and its impact on consumer purchasing behavior has 
grown significantly in recent years, the relationship between these two concepts remains 
unclear. This ambiguity hinders marketers from identifying which green marketing initiatives 
are most likely to influence customers' purchase decisions. Therefore, this study addresses the 
following research questions: Which green marketing initiatives influence customers' green 
purchasing behavior? Do these initiatives facilitate or hinder such behavior? Answering these 
questions requires a systematic analysis and synthesis of existing research in this field. 
This paper finds that few systematic reviews on green marketing and its impact on consumer 
purchasing behavior classify corporate green marketing initiatives based on their planning 
scope. To address this gap, this study examines the influence of corporate green marketing 
initiatives on customers' green purchasing behavior from both strategic and tactical 
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perspectives. The aim is to provide a comprehensive and systematic overview of their 
relationship, helping to identify promising directions for future research. 

2. Basic Concepts 

2.1. Green Marketing 
Existing research has defined green marketing narrowly as the promotion of green products 
[3]. However, green marketing also encompasses the development of green product labels [4], 
the adoption of green packaging [5], and green brand building [6]. Based on previous studies 
on green marketing, we interpret its concept as "the activities and processes in which 
organizations engage strategically, tactically, and operationally in marketing, with the 
overarching goal of creating and disseminating products and green consumption concepts that 
minimize environmental impact" [7]. The core idea of green marketing lies in achieving a 
harmonious coexistence of social well-being, corporate profitability, and ecological 
conservation, ensuring that it meets current market demands while safeguarding resource 
sustainability for future generations [8]. In other words, it integrates environmental protection 
and sustainability principles into corporate marketing strategies. Thus, green marketing 
involves a wide range of strategic and tactical approaches. 
At the strategic level, green marketing involves formulating strategies to target and selectively 
attract environmentally conscious customers [9]. Companies can adopt defensive or assertive 
strategies based on the anticipated size of the green market and marketers' ability to 
differentiate green products. 
At the tactical level, green marketing encompasses solutions related to the marketing mix, 
which drive enterprises to achieve sustainable marketing outcomes and thereby create value. 
This constitutes a controllable marketing variable, meaning that companies can consciously 
manage its impact on customers. This implies that products, pricing, distribution, and 
promotion must explicitly emphasize environmental concepts. These marketing mix elements, 
as part of green marketing strategies, are employed to meet customer needs. 
At the tactical level, green marketing focuses on greening the marketing mix, which involves 
implementing specific strategies and actions to help enterprises achieve sustainable marketing 
objectives, thereby creating value for both customers and society. This dimension is regarded 
as a controllable marketing variable for enterprises, meaning they can proactively adjust their 
market behaviors to directly influence customer perceptions and responses [10]. From the 
perspective of green marketing, all four elements of the marketing mix—product, pricing, 
distribution, and promotion—must incorporate environmental concepts. This ensures they 
function as integral components of green marketing strategies, enabling effective responses to 
customer needs [11]. 
Green products can be either minor upgrades to conventional goods aimed at reducing their 
environmental footprint, or completely innovative new green products. Despite the higher 
market risks and R&D challenges involved, these innovative green products often become 
powerful tools for corporate differentiation [12]. Green pricing reveals a reality: the production 
and consumption of environmentally friendly products typically incur higher costs, stemming 
from their environmental investments in materials, processes, or technologies [13]. 
The greening of distribution channels and supply chains demonstrates a company's 
commitment to renewable energy and environmentally friendly logistics practices. This not 
only helps reduce operational carbon emissions but also enhances the company's green 
credibility and market image [14]. As Banares et al. pointed out in their research, the 
application of green marketing in advertising communication is particularly notable. Through 
creative advertising strategies, companies highlight the environmental features of their 
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products to attract environmentally conscious consumer groups and strengthen their brand's 
social responsibility image [15]. 
At the operational level, green marketing focuses on attracting environmentally conscious 
target customers and efficiently completing the sales process [16]. This study argues that 
marketers should not only concentrate on efficiently executing sales processes but also 
emphasize achieving environmental and social value. 
Typically, green marketing applies to business-to-consumer (B2C) markets. However, 
Gelderman and Vijgen [17] have demonstrated that this concept is equally applicable to 
business-to-business (B2B) or business-to-government (B2G) contexts. Within strategic, 
tactical and operational frameworks, green purchasing behavior is generally associated with 
sustainable, responsible, ethical and environmentally friendly procurement practices. Adopting 
green behaviors constitutes a core aspect of achieving sustainable development [18]. 

2.2. Green Purchasing Behavior 
Green purchasing behavior has also been referred to in academic circles as sustainable 
consumption behavior and pro-environmental behavior during its development [19]. In the 
narrow sense, green purchasing behavior specifically denotes the purchasing of green products. 
However, from a product life cycle perspective, the broad sense of green purchasing behavior 
encompasses not only green product purchasing behavior but also green usage behavior and 
green post-use disposal behavior [20]. Among these, green usage behavior refers to product 
usage that causes minimal or no environmental harm while ensuring consumer health and 
safety. Green post-use disposal behavior refers to the recycling and reuse of product waste [21]. 
In numerous empirical studies on green purchasing behavior, many scholars have used green 
purchase intention or green consumption intention to measure and predict actual green 
purchasing behavior in practical applications. Green purchase intention, also referred to as 
green consumption intention, evolved from an important variable in the Theory of Planned 
Behavior - namely, purchase intention. In research on green purchasing behavior, the most 
direct reflection indicator of green consumer behavior is consumption intention, that is, 
purchase intention. As one of the key theories frequently employed by early scholars studying 
green consumption behavior, the Theory of Planned Behavior provided the framework within 
which green marketing scholars developed the important concept of green purchase intention, 
defining it as consumers' subjective tendency to purchase green products [22-23]. 
Green consumption intention is considered as consumers' subjective tendency to purchase 
green products, and this variable has long been recognized by academia as an important 
antecedent and predictor of green consumption behavior [24]. Currently, research on green 
consumption behavior from the consumer perspective mainly focuses on consumer 
characteristics, social factors, and psychological factors. Studies examining green consumption 
behavior through the lens of consumer characteristics primarily proceed from two aspects: 
demographic characteristics and socio-demographic characteristics. These two dimensions 
share some overlapping factors while each encompasses specific elements that reflect their 
respective features. Demographic characteristics typically include indicators such as age, 
gender, education level, marital status, and income. Socio-demographic characteristics, on the 
other hand, encompass indicators like residence location, political affiliation, social class, and 
subjective economic status. 
Existing research has shown that while some scholars have recognized consumers' green 
purchasing behavior as an extremely complex phenomenon influenced by both internal and 
external factors, academic attention has predominantly focused on factors such as consumers' 
specific situations, relevant reference groups, social-cultural context, and macro-
environmental conditions. Few scholars have examined the concrete impact of corporate green 
marketing efforts or green marketing practices on consumers' green purchasing behavior. 
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However, the significant role of this pathway-where companies interact with consumers 
through green marketing activities and thereby influence their green purchasing behavior-
cannot be overlooked. Therefore, this study contends that it is necessary to fully consider the 
influence of corporate green marketing efforts on consumers' green purchasing behavior when 
investigating this phenomenon. 

3. Theoretical Approach 

This paper systematically categorizes and summarizes the theoretical approaches underlying 
how corporate green marketing initiatives influence customers' green purchasing behavior. 
The Theory of Planned Behavior represents the most prominent customer behavior theory in 
green marketing. This perspective regards attitudes, subjective norms, and perceived 
behavioral control as predictors of customer behavior. Although recent marketing literature 
has raised criticisms of the Theory of Planned Behavior [25], this framework has profoundly 
influenced the development of customer behavior research. 
The study by Testa et al. [26] introduced green marketing tools employed by companies from 
the perspective of the Theory of Planned Behavior. The authors specifically examined the 
effectiveness of eco-labels as a particular green marketing instrument. Since then, the Theory 
of Planned Behavior has gained increasing popularity. For instance, in a recent study, Lago et 
al. [27] emphasized that the Theory of Planned Behavior provides strong support for 
understanding green purchasing behavior. 
Another theoretical perspective, namely the Theory of Reasoned Action, has also been widely 
applied in research examining how green marketing tools shape customer behavior. This 
theory has been utilized in studies investigating the impact of eco-labels [26], green appeals 
[28], and perceptions of green products [29]. The repeated application of the Theory of 
Reasoned Action in these domains is related to the aforementioned Theory of Planned Behavior, 
as the Theory of Reasoned Action originated as an improved version of the Theory of Planned 
Behavior. 
In addition to the Theory of Planned Behavior and the Theory of Reasoned Action, other 
scholars have adopted theoretical frameworks such as Stimulus-Organism-Response, 
Cognition-Affect-Behavior, Environmentally Conscious Customer Behavior, the Four Forces 
Model, Attitude-Behavior-Context, Attribution, Regulatory Focus, or Value-Belief-Norm 
theories as their conceptual foundations. While most studies are grounded in a single theory, 
some scholars have integrated two or more theoretical perspectives. For instance, Liao [30] 
demonstrated that combining Signaling Theory and Attitude-Behavior-Context Theory can 
effectively explain the moderating effect of green marketing on customer purchase intentions. 

4. The Impact of Green Marketing on Customers' Green Purchasing 
Behavior 

According to the levels of green marketing, we categorize the research factors of green 
marketing into two types. The first level describes green marketing actions entirely from a 
strategic perspective. The second level focuses on tactical solutions typically associated with 
the marketing mix. Scholars may choose either of these two levels as their research focus, or 
combine both levels. 

4.1. Strategic Level 
Some scholars in existing research have adopted a fully strategic approach to green marketing. 
In these studies, brand reputation [31], green marketing awareness [32], green design [33], 
green positioning [34], green integration [35], green management [36], greenwashing [37], 
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green image [38], as well as the development of strategic green marketing policies and 
strategies, represent common practices for achieving customers' green purchasing behavior. 

4.2. Tactical Level 
Numerous existing studies have focused on the impact of tactical green marketing on customer 
behavior. The most common standard approaches involve revealing a company's tactical green 
marketing through products (e.g., eco-labels [39] and clean production [40]) or promotions 
(e.g., green campaigns [41] and media exposure [42]). 
Existing studies have shown that through the implementation of strategic and tactical green 
marketing solutions, enterprises can effectively facilitate desirable green purchasing behaviors 
among customers. These studies have further established correlations between green 
marketing and various behavioral intentions, including: environmental behavior intention, 
brand/organization support intention, purchase interest, product preference, green 
procurement intention, and willingness to pay price premiums.The research has also 
documented the positive impacts of green marketing initiatives on multiple customer behavior 
dimensions: environmental protection behaviors, energy conservation behaviors, purchasing 
behaviors, and consumption patterns. Regarding the relationship between green marketing 
programs and key post-purchase behavioral variables, the analyzed studies demonstrate 
enhanced customer loyalty toward brands, green products, eco-oriented retail outlets, and 
environmental organizations.Green marketing research reveals that marketing factors at 
different levels (strategic vs. tactical) exert differentiated effects on customers' green 
purchasing behaviors. Notably, promotional activities - as a core element of tactical green 
marketing - exhibit particularly significant potential to influence customers' green purchasing 
decisions. 

5. Conclusion 

Building upon previous research, this study examines how corporate green marketing 
strategies and activities influence consumers' green purchase intentions from both strategic 
and tactical perspectives, set against the broader societal context of national green 
development and ecological civilization construction. 
Through a review of green marketing-related research, it can be observed that although 
theoretical studies on green marketing have received significant academic attention against the 
backdrop of national green development and vigorous ecological civilization construction. 
Examining research from the mature period of green marketing development, numerous 
scholars have studied green marketing based on fundamental marketing theories as their 
theoretical foundation. However, regarding research on green marketing promotions, existing 
studies have focused more on green advertising and promotional methods, such as advertising 
appeals and discount approaches. While some scholars have pointed out that corporate green 
marketing practices can also influence customers' green purchasing behavior to some extent, 
such research remains relatively scarce domestically, lacking sufficient attention and in-depth 
investigation. Based on this, the current study, set against the context of green marketing, 
specifically examines through which factors corporate green marketing can influence 
consumers' green purchasing behavior, thereby enriching existing theoretical research 
outcomes in green marketing. 

6. Research Limitations and Future Directions 

6.1. Research Limitations 
Although the topic of corporate green marketing has attracted significant scholarly attention, 
research in this field still presents several limitations. First, most studies focus on market 
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contexts in Western developed countries, while green marketing practices in developing 
countries and emerging markets and their impact on consumer behavior remain relatively 
underexplored. Second, existing research predominantly employs cross-sectional data analysis, 
making it difficult to capture the dynamic effects of evolving green marketing strategies on 
consumer behavior over time, thereby limiting the potential for deeper understanding of causal 
relationships. Furthermore, the relationship between green marketing and customers' green 
purchasing behavior is often simplified as a linear association, neglecting potential nonlinear 
or threshold effects, as well as the complex interactions with external environmental factors 
(e.g., policies and regulations, socio-cultural contexts). Finally, although many studies 
emphasize the positive impacts of green marketing, insufficient attention has been paid to 
potential negative effects, such as greenwashing phenomena and their long-term detrimental 
consequences on consumer trust and behavior. 

6.2. Research Prospects 
Looking ahead, the deepening and development of research on corporate green marketing and 
customer green purchasing behavior will rely on interdisciplinary integration and 
methodological innovation. On one hand, cross-cultural comparative studies will be an 
important frontier direction. By collecting data globally to explore the effectiveness of green 
marketing strategies and the similarities and differences in consumer responses across diverse 
cultural contexts, it will help construct a more comprehensive and refined theoretical 
framework. On the other hand, adopting longitudinal research designs, combined with big data 
and machine learning technologies, can track the long-term effects of green marketing 
strategies, reveal the evolutionary trajectory of consumers' green purchasing behavior, and 
provide a scientific basis for the dynamic adjustment of marketing strategies. Additionally, 
delving into the complex relationship between green marketing and consumer psychology as 
well as social identity, along with exploring new forms and challenges of green marketing in the 
digital era, will be a promising field of research. With the growing global awareness of 
sustainable development and the rise of the green economy, the future of green marketing 
research holds boundless possibilities, offering potential contributions toward advancing 
human society toward a greener, healthier, and more prosperous future. 
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