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Abstract 
With the increasing severity of global environmental problems, green marketing, as an 
important tool to promote sustainable development, has gradually attracted extensive 
attention from academia and industry. This paper systematically discusses the 
theoretical basis, market environment, strategy and practice, performance evaluation 
and future trends of green marketing, and provides a systematic framework for related 
research and practice. The study points out that green marketing is supported by the 
theories of sustainable development, social responsibility and marketing innovation, 
and the core is that enterprises are guided by environmental protection to meet the 
green needs of consumers and achieve coordinated development of economy, society 
and environment, which is significantly different from traditional marketing in terms of 
concept and strategy. By analyzing the macro (political, legal, economic, etc.) and micro 
(internal, supplier, etc.) market environment, the "4P" strategy system of green products, 
prices, channels, and promotions is constructed, and the economic, social, and 
environmental three-dimensional performance evaluation indicators are established. 
Through the combing and analysis of relevant literature, green marketing will develop 
in the direction of technological innovation-driven, consumer-led, cross-border 
cooperation, and integration of globalization and localization in the future, so as to 
provide guidance for enterprise practice and promote the sustainable development of 
the green consumer market. 
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1. Introduction 

1.1. Research Background 
The rapid acceleration of industrialization and urbanization has triggered increasingly severe 
ecological crises. Against this backdrop, green marketing-an approach that integrates 
environmental protection with business value creation-has emerged as a critical focus in both 
scholarly research and business practice[1]. 
Since its emergence in the 1990s, green marketing has evolved from a basic corporate social 
responsibility initiative into a multidisciplinary field encompassing sustainable development 
theory, ecological economics, and marketing science. Despite notable progress in areas such as 
green product design and pro-environmental consumer behavior, several research gaps remain. 
First, the linkage between macro-level policy and micro-level business strategies lacks 
systematic analysis. Second, the evolution of green marketing in the digital era, especially in 
terms of channel innovation and performance evaluation systems, remains underexplored. 



Scientific Journal of Economics and Management Research                                                                       Volume 7 Issue 7, 2025 

 ISSN: 2688-9323                                                                                                                          

61 

Third, cross-cultural studies on green consumer cognition in globalized markets are insufficient. 
These gaps highlight the academic significance of the current study[2]. 

1.2. Research Objectives and Significance 
1.2.1. Research Objectives 
This paper, by means of bibliometric analysis and case study methods, sets forth three main 
research objectives. Firstly, it seeks to build a closed - loop analytical framework of "Theoretical 
Foundations - Environmental Analysis - Strategic System - Performance Evaluation" to clarify 
the core conceptual lineage of green marketing. Secondly, it aims to explore innovation 
pathways in green marketing, especially under the dual constraints of digital transformation 
and the "dual - carbon" goals, with a focus on product design and channel integration. Lastly, it 
strives to develop a performance evaluation model that includes economic, social, and 
ecological dimensions, thereby offering a quantitative basis for enhancing corporate 
strategies[3]. 
1.2.2. Research Significance 
Theoretical Significance: By integrating sustainable development theory with marketing 
innovation theory, this study expands the theoretical boundaries of green marketing and fills 
the systematic gap in interdisciplinary research. It also provides academic support for 
constructing a localized, China-specific green marketing framework 
Practical Significance: The research findings have direct applications for enterprises in 
formulating green marketing strategies, especially in key sectors such as renewable energy and 
fast-moving consumer goods. By optimizing cost structures and value delivery processes, the 
study can help companies achieve synergistic growth in both environmental and economic 
performance. Additionally, the results offer valuable insights for government agencies in 
improving policies related to green industries[4].  

2. Theoretical Foundations of Green Marketing 

2.1. Definition and Connotation of Green Marketing 
Green marketing refers to marketing practices in which companies place environmental 
protection at the core of their strategies, aiming to fulfill consumers’ green needs while 
achieving coordinated economic, social, and environmental development. It emphasizes that 
while pursuing economic profits, enterprises should also uphold environmental sustainability 
and social responsibility. Through offering green products and services, companies guide 
consumers in adopting eco-conscious values and consumption behaviors[5]. 

2.2. Comparison between Green Marketing and Traditional Marketing 
Compared to traditional marketing, green marketing diverges significantly in terms of 
philosophy, target market, and the implementation of the 4Ps (product, price, place, and 
promotion):  
Marketing Philosophy: Traditional marketing focuses primarily on maximizing corporate 
economic benefits, whereas green marketing emphasizes the harmonious development of 
economic, social, and environmental dimensions. 
Target Market: Traditional marketing targets the mass market, while green marketing 
specifically addresses niche segments with eco-conscious preferences. 
Product Strategy: Green marketing promotes the development and dissemination of 
environmentally friendly products, in contrast to the functionality- or differentiation-oriented 
products of traditional marketing. 
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Pricing Strategy: Green products often incur higher production costs due to environmentally 
sustainable processes, leading to elevated pricing. Traditional marketing, however, prioritizes 
price competitiveness and flexibility. 
Channel Strategy: While traditional marketing values distribution breadth and efficiency, green 
marketing focuses on selecting and managing channels with environmentally responsible 
operations. 
Promotion Strategy: Green marketing emphasizes communicating green values and cultivating 
a green brand image. Traditional promotion, on the other hand, centers on sales incentives and 
immediate consumer attraction[6]. 

2.3. Theoretical Underpinnings of Green Marketing 
Green marketing is built upon three main theoretical pillars:  
Sustainable Development Theory: Advocates for the integrated advancement of economic, 
environmental, and social dimensions, laying the conceptual groundwork for green marketing. 
Corporate Social Responsibility (CSR) Theory: Emphasizes the obligation of enterprises to 
contribute positively to society and the environment while pursuing economic success, offering 
ethical support for green marketing initiatives. 
Marketing Innovation Theory: Encourages firms to continuously innovate in response to 
evolving market dynamics and consumer needs, providing strategic momentum for green 
marketing practices in a rapidly changing landscape[7]. 

3. Market Environment Analysis of Green Marketing 

3.1. Macro Environment Analysis  
The macro environment of green marketing comprises several external factors, including the 
political-legal environment, economic conditions, socio-cultural influences, and the natural 
environment[8]:  
Political and Legal Environment: Governmental commitment to environmental protection and 
the formulation and enforcement of related policies and regulations have a direct impact on the 
implementation of green marketing strategies. 
Economic Environment: The level of economic development and consumers’ purchasing power 
influence both the supply and demand of green products. 
Socio-cultural Environment: Consumers' environmental awareness and their attitudes toward 
green consumption play a crucial role in determining the success of green marketing efforts. 
Natural Environment: The availability of natural resources and the severity of environmental 
pollution directly affect the urgency and focus of corporate environmental strategies[9]. 

3.2. Micro Environment Analysis  
The micro environment includes internal and external stakeholders that directly interact with 
a company[10]:  
Internal Corporate Environment: Corporate strategy, organizational structure, and company 
culture influence the formulation and execution of green marketing initiatives. 
Supplier Environment: The green capabilities of suppliers and the management of green supply 
chains are vital in ensuring sustainable production. 
Competitor Environment: Competitors’ green strategies and market responses shape the 
competitive landscape and may drive innovation or adaptation. 
Marketing Intermediaries: The selection and management of environmentally conscious 
distributors and partners support the overall sustainability of marketing channels. 
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Consumer Environment: Consumers’ green needs, preferences, and behavioral patterns are the 
foundation of demand for green products and services[11]. 

4. Strategies and Practices of Green Marketing  

4.1. Green Product Strategy  
Product strategy is central to green marketing. It includes the design, development, production, 
and promotion of environmentally friendly products. Companies should focus on: 
Using eco-friendly materials and energy-efficient technologies to reduce environmental impact; 
Implementing sustainable production processes; Highlighting green labels and packaging to 
help consumers identify and trust green products[12]. 

4.2. Green Pricing Strategy  
Green pricing involves accounting for environmental costs and value when setting prices: 
Due to higher production costs, green products are often priced at a premium; Firms should 
avoid destructive price wars and instead communicate the environmental and social value of 
green products to enhance consumer willingness to pay[13]. 

4.3. Green Distribution (Channel) Strategy  
Green distribution focuses on sustainability and efficiency in the marketing channel:  
Companies should partner with distributors that meet green standards or have environmental 
certifications; Leveraging digital tools such as big data and cloud computing can enhance 
efficiency and reduce resource waste across distribution networks[14].  

4.4. Green Promotion Strategy  
Green promotion emphasizes spreading environmental values and building an eco-friendly 
brand image:  
Companies can use advertisements, public relations, and promotions to highlight the 
environmental benefits of their products; Participation in environmental campaigns and social 
responsibility initiatives strengthens the firm’s green image and builds consumer trust[15]. 

5. Performance Evaluation of Green Marketing  

5.1. Performance Evaluation Indicator System  
The performance evaluation of green marketing involves three main dimensions:  
Economic Performance Indicators: Reflect the financial impact of green marketing initiatives, 
including sales revenue, profit margins, and market share[16]. Social Performance Indicators: 
Evaluate the social outcomes such as brand awareness, customer satisfaction, and corporate 
social image. Environmental Performance Indicators: Assess the environmental effects, 
including resource consumption, pollution reduction, and overall ecological impact[17]. 

5.2. Evaluation Methods  
Green marketing performance can be assessed using both quantitative and qualitative methods: 
Quantitative Analysis: Involves data collection and statistical techniques to objectively measure 
economic, social, and environmental outcomes[18]. 
Qualitative Analysis: Includes in-depth interviews, case studies, and expert evaluations to 
capture strategic effectiveness, consumer perceptions, and implementation processes. These 
methods can be used independently or in combination depending on organizational needs and 
data availability[19]. 
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5.3. Result Analysis and Continuous Improvement  
Performance evaluations provide insights into the effectiveness of green marketing strategies 
and identify areas needing improvement. Based on the results, companies can: 
Enhance innovation in green product development; Optimize channel selection and supply 
chain management; Improve the reach and authenticity of green promotional efforts; Regularly 
upgrade green marketing practices to align with evolving market conditions and consumer 
expectations[20]. 

6. Future Trends in Green Marketing  

6.1. Technology-Driven Green Marketing  
Technological innovation is becoming a core driver of green marketing:  
Tools such as big data, cloud computing, and artificial intelligence can help companies better 
understand green consumer behavior, optimize supply chains, and personalize green 
messaging; Emerging technologies like virtual reality (VR) and augmented reality (AR) can 
create immersive experiences that enhance consumer engagement with green products[21]. 

6.2. Consumer-Led Green Marketing  
Consumers are playing an increasingly active role in shaping green marketing:  
Rising environmental awareness has made consumers more demanding of corporate 
sustainability; Firms should utilize market research and data analytics to understand evolving 
consumer values and preferences; Two-way engagement-through social media, feedback 
mechanisms, and cocreation-will be key to building trust and loyalty[22]. 

6.3. Cross-Sectoral Collaboration  
Cross-sector cooperation is essential for the growth of green marketing: 
Companies can collaborate with NGOs, research institutions, and government agencies to co-
create green value; Joint ventures, resource sharing, and coordinated innovation are effective 
models to strengthen green supply chains and enhance communication effectiveness[23].  

6.4. Integration of Globalization and Localization  
As globalization continues, green marketing must adapt to both global standards and local 
contexts:  
Companies should benchmark against international best practices while adapting to regional 
consumer behaviors and policy environments; A hybrid strategy that balances global reach 
with cultural sensitivity will be critical for success in international green markets[24]. 

7. Conclusion 

This paper presents a comprehensive review of the theoretical foundations, strategic practices, 
environmental context, and performance evaluation of green marketing. The findings highlight 
the essential distinctions between green marketing and traditional marketing in terms of 
philosophy, target audience, and execution strategy. Green marketing, as a pivotal tool for 
promoting sustainable development, exhibits strong potential for further expansion and 
implementation. However, the actual execution of green marketing still faces numerous 
challenges, including cost pressures, cognitive gaps, and organizational inertia. Therefore, 
continuous exploration and strategic innovation are necessary for realizing its full potential. 
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This study endeavors to offer a comprehensive and systematic analysis of green marketing. 
However, it still has some limitations. First, the literature review may fail to cover every 
relevant perspective and development due to the broad and constantly changing nature of 
green marketing. Second, the proposed strategies and models may not be applicable in all 
industries and cultural contexts because of different environmental regulations, consumer 
behavior, and organizational readiness. For future research, there are several directions to 
explore. It is necessary to refine the theoretical framework and expand empirical validation in 
different sectors. Comparative analysis of green marketing implementation across countries 
and cultures can be conducted. In-depth case studies on how digital technologies and cross-
sector collaboration affect the performance of green marketing are also needed. Moreover, the 
behavioral economics and psychological mechanisms behind green consumption should be 
explored to better guide practice and policy. 
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