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Abstract 

This study explores consumer behavior toward sustainable marketing strategies within the urban 

population of Delhi. It investigates how demographic factors, purchasing preferences, and perceptions 

influence the adoption of eco-friendly products. Using a sample of 500 respondents collected through 

convenience sampling, the research employs descriptive statistics, correlation analysis, logistic 

regression, and cluster analysis to identify patterns and relationships. The findings reveal that while 

consumers express a willingness to pay more for sustainable products, price sensitivity and skepticism 

about corporate sustainability claims remain significant barriers. Female consumers show a stronger 

preference for eco-friendly products when provided with transparent and credible information. The 

analysis identifies three distinct consumer segments: eco-conscious advocates, pragmatic buyers, and 

skeptical consumers, each with unique attitudes toward sustainability. The study emphasizes the 

importance of transparency, affordability, and education in shaping consumer behavior. It offers 

practical recommendations for businesses to enhance consumer trust and engagement through 

targeted, sustainable marketing strategies. This research provides valuable insights for companies 

seeking to align their marketing efforts with evolving consumer expectations and environmental 

responsibility. 
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1. Introduction 

With growing environmental concerns, shifting government policies, and increasing consumer 

awareness, sustainability has become a core objective for modern businesses. By embedding social, 

financial, and environmental considerations into their strategies, companies create long-term value 

for both consumers and stakeholders (Kotler & Armstrong, 2020). The escalating environmental 

challenges of the 21st century—including climate change, resource depletion, and pollution—have 

underscored the necessity for sustainable practices across all sectors. As these issues intensify, 

consumers are becoming more conscious of the brands they support, actively seeking businesses that 

align with their values and demonstrate a genuine commitment to sustainability (Ghosh, 2021). 

A 2018 Nielsen survey revealed that 73% of global consumers are willing to change their purchasing 

habits to reduce their environmental impact, highlighting a significant shift in consumer perspectives 

on sustainability (Nielsen, 2018). This growing consumer awareness has led businesses to reevaluate 

their marketing strategies, integrating sustainability to align with evolving consumer values. 

Companies are adopting sustainability-focused marketing strategies not only to meet consumer 

expectations but also to foster long-term trust and loyalty with their audience. Understanding 

consumer behavior in this context is pivotal for developing effective sustainable marketing 

approaches that align with both corporate objectives and social responsibility. 
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In response to this evolving landscape, businesses are embracing sustainable marketing strategies and 

ethical corporate practices. By promoting environmentally friendly products and showcasing a 

genuine commitment to sustainability, companies can differentiate themselves in the competitive 

market while contributing to long-term environmental and social well-being. For instance, a study by 

Anjorin et al. (2024) highlights the dynamic relationship between consumer behavior and sustainable 

marketing efforts, emphasizing the need for businesses to adapt their strategies to meet these evolving 

consumer demands. 

 

1.1 Background and Context 

The global community is increasingly aware of the environmental challenges that threaten ecological 

and economic stability. Climate change, resource depletion, and pollution have intensified public 

concern, prompting shifts in consumer behavior and expectations. As a result, there is a growing 

demand for products and services that prioritize environmental and social responsibility. Consumers 

now expect businesses to play an active role in addressing these issues through transparent and 

sustainable practices. 

Businesses are responding by integrating sustainability into their core operations and marketing 

strategies. This shift is not only a response to consumer demand but also a means of achieving long-

term profitability and regulatory compliance. According to Anjorin et al. (2024), the relationship 

between consumer behavior and sustainable marketing is dynamic, requiring companies to 

continuously adapt their strategies. Successful sustainable marketing approaches consider consumer 

values, regulatory frameworks, and technological advancements, ensuring that sustainability remains 

a central component of business strategy. 

By adopting sustainable marketing strategies, businesses not only meet the immediate expectations of 

environmentally conscious consumers but also contribute to broader societal goals. This dual benefit 

of consumer alignment and social responsibility underscores the importance of understanding and 

responding to consumer behavior in shaping sustainability efforts. 

 

1.2 Importance of Sustainable Marketing in Today’s World 

Sustainable marketing involves promoting products and services that prioritize environmental and 

social responsibility. This approach not only addresses ecological concerns but also offers businesses 

a competitive edge. Consumers are increasingly willing to support brands that demonstrate a 

commitment to sustainability. According to Hota (2024), implementing sustainable practices can 

enhance public perception, build trust among stakeholders, and differentiate businesses in the 

marketplace. Moreover, sustainable marketing fosters innovation, as companies develop new products 

and services that meet both consumer needs and environmental standards. 

 

1.3 Relevance of Consumer Behaviour in Shaping Sustainability Efforts 

Consumer behavior plays a crucial role in the success of sustainability initiatives. As noted by 

Mataracı and Kurtuluş (2020), factors such as environmental consciousness, lifestyle, and 

involvement significantly influence environmentally friendly purchasing behavior. Businesses must 

understand the factors that influence consumers' sustainable choices, such as social norms, financial 

incentives, and education. For instance, research highlighted by the Associated Press (2025) suggests 

that social norms are among the most effective strategies to encourage eco-friendly behavior, 

emphasizing the need for marketing campaigns that leverage societal influences. 

 

1.4 Research Objectives and Scope 

This research aims to explore the interplay between consumer behavior and sustainable marketing 

strategies. The objectives include: 

1. Analyzing the factors that influence consumers' sustainable purchasing decisions. 
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2. Evaluating the effectiveness of various sustainable marketing approaches in altering consumer 

behavior. 

3. Identifying challenges and opportunities businesses face when implementing sustainable 

marketing strategies. 

 

The scope of this study encompasses a review of current literature, case studies of successful 

sustainable marketing campaigns, and an examination of consumer trends across different 

demographics. By understanding the dynamics between consumer behavior and sustainability 

marketing, businesses can better design strategies that not only meet environmental objectives but 

also resonate with consumers, fostering loyalty and driving long-term success. 

 

2. Literature Review 

The growing emphasis on sustainability has transformed marketing practices, necessitating a 

comprehensive understanding of sustainable marketing and its influence on consumer behavior. This 

literature review delves into the definition and evolution of sustainable marketing, explores pertinent 

consumer behavior theories, examines the impact of sustainable marketing on consumer perception, 

and assesses the roles of green branding and eco-labeling in shaping consumer choices. 

 

2.1 Definition and Concept of Sustainable Marketing 

Sustainable marketing is a strategic approach that integrates environmental, social, and economic 

concerns into marketing practices while ensuring long-term value creation for both businesses and 

consumers (Ottman, 2011). It emphasizes minimizing ecological footprints, promoting ethical 

consumerism, and positioning sustainability as a core brand value (White et al., 2019). This approach 

goes beyond traditional marketing by actively incorporating ecological considerations into business 

strategies, ensuring that products and services not only meet consumer needs but also contribute 

positively to environmental and social well-being (Belz & Peattie, 2012). Companies are increasingly 

adopting green marketing techniques, such as transparent sustainability claims, corporate social 

responsibility initiatives, and ethical production practices, to align business objectives with broader 

societal goals while fostering resource efficiency and long-term business success (Kotler, 2011; 

Santoso, 2024). 

 

2.2 Evolution of Sustainability Marketing Strategies 

● Ecological marketing in the 1970s focused on addressing environmental issues such as pollution 

and resource depletion (Peattie, 2001). 

● Environmental marketing in the 1980s expanded to broader ecological concerns, with 

companies adopting eco-friendly practices (Coddington, 1993). 

● Sustainable marketing from the 1990s onward integrated environmental, social, and economic 

considerations into business strategies (Belz & Peattie, 2012). 

● Sustainable marketing has evolved from niche green branding to mainstream business strategies 

(Peattie & Crane, 2005). 

● Modern strategies incorporate circular economy principles, carbon-neutral commitments, and 

sustainable supply chains (Peattie & Crane, 2005). 

● Companies leverage digital media to enhance consumer awareness and engagement with 

sustainability initiatives (Kuria, 2024). 

● Regulatory frameworks play a significant role in shaping sustainable marketing practices (Shah 

& Chauhan, 2023). 
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2.3 Theories of Consumer Behaviour Relevant to Sustainability 

2.3.1 Theory of Planned Behaviour (TPB) 

The TPB suggests that consumer purchasing behavior is influenced by attitudes, subjective norms, 

and perceived behavioral control (Ajzen, 1991). Studies indicate that when consumers perceive eco-

friendly products as accessible and beneficial, their likelihood of purchasing them increases (Pal, 

2025). 

 

2.3.2 Value-Belief-Norm (VBN) Theory 

This theory posits that environmental values, beliefs, and personal norms shape consumer behavior 

(Stern, 2000). Consumers with strong pro-environmental values are more likely to engage in 

sustainable consumption (Florence, 2022). 

 

2.3.3 Consumer Decision-Making Process and Sustainability 

Sustainable purchasing decisions follow a cognitive evaluation process where consumers weigh 

environmental benefits, cost implications, and brand credibility before making a purchase (Blackwell 

et al., 2006). Research highlights the importance of consumer trust in corporate sustainability claims, 

emphasizing the role of transparent communication in fostering long-term customer loyalty (Kuria, 

2024). 

Sustainable marketing efforts, such as green branding and eco-labeling, influence consumer decision-

making by shaping perceptions of product credibility, ethical responsibility, and long-term 

environmental impact. 

 

2.4 Impact of Sustainable Marketing on Consumer Perception 

● Brand Image: Companies that adopt sustainable practices often enjoy a positive brand image, as 

consumers associate them with environmental responsibility and ethical conduct (Nguyen et al., 

2020). 

● Trust and Loyalty: Transparent communication about sustainability efforts builds consumer trust 

and fosters brand loyalty, as customers appreciate honesty and commitment to social responsibility 

(Shaozhen Florence, 2022). 

● Perceived Quality: Products marketed as sustainable are often perceived as higher quality, as 

consumers associate eco-friendliness with superior standards and innovation (Santoso, 2024). 

● Consumer Engagement: Brands leveraging sustainability narratives effectively experience 

increased consumer engagement and advocacy, leading to long-term customer retention (Santoso, 

2024). 

● Corporate Initiatives: Efforts such as carbon footprint reduction and ethical sourcing contribute 

to positive brand perception and reinforce consumer confidence in sustainable products (Kuria, 

2024). 

 

2.5 Role of Green Branding and Eco-labeling in Influencing Choices 

Green branding and eco-labeling are pivotal in guiding consumer choices toward sustainable options: 

● Green Branding: This involves creating a brand identity that reflects environmental values, which 

can differentiate a company in the marketplace and appeal to eco-conscious consumers (Hartmann 

et al., 2005). 

● Eco-labeling: Eco-labels serve as certifications that inform consumers about the environmental 

benefits of products, aiding them in making informed purchasing decisions. Credible eco-labels 

enhance transparency and consumer trust, leading to increased preference and willingness to pay 

for labeled products (D'Souza et al., 2006). However, the proliferation of eco-labels and instances 

of greenwashing can lead to consumer skepticism, underscoring the need for standardized and 

trustworthy labeling practices (Delmas & Burbano, 2011). 



European Economic Letters  
ISSN 2323-5233  
Vol 15, Issue 4 (2025)    
http://eelet.org.uk    

 

173 

3. Research Methodology 

3.1 Research Design 

This study adopts a quantitative research design to analyze consumer behavior toward sustainable 

marketing strategies. The design involves collecting and analyzing numerical data from a structured 

survey to identify patterns, relationships, and insights. This method provides a systematic and 

objective approach to understanding consumer attitudes and preferences related to eco-friendly 

products and sustainable marketing initiatives. 

 

3.2 Target Population and Sample Size 

The target population for this research comprises urban consumers in Delhi, as urban areas typically 

reflect diverse consumer behavior and heightened exposure to sustainability initiatives. A total of 500 

respondents were selected to ensure a representative sample and sufficient statistical power for 

analysis. The sample includes respondents across different age groups, genders, education levels, and 

employment statuses. 

 

3.3 Data Collection Methods 

This study relies on both primary and secondary data sources to ensure comprehensive coverage of 

consumer attitudes toward sustainable marketing. 

 

3.3.1 Primary Data 

Primary data was collected using a structured survey distributed to the urban population in Delhi. 

The survey included closed-ended questions, multiple-choice questions, and Likert-scale items to 

capture a broad range of consumer behaviors and attitudes. A convenience sampling method was 

used due to its accessibility and efficiency in reaching a large number of respondents. This approach 

facilitates quick data collection but may limit the generalizability of findings. 

 

3.3.2 Secondary Data 

Secondary data was gathered from peer-reviewed journals, government reports, industry 

publications, and case studies. These sources provided context, theoretical frameworks, and 

comparative benchmarks to support and validate the primary data findings. Key resources included 

literature on consumer behavior theories (e.g., Theory of Planned Behavior, Value-Belief-Norm 

Theory) and studies on the impact of sustainable marketing. 

 

3.4 Data Analysis Techniques 

The collected data is analyzed using both descriptive and inferential statistical methods to extract 

meaningful insights. The following techniques will be applied: 

1. Descriptive Statistics: Summarize key demographic variables (e.g., age, gender, income) and 

consumer responses to identify overall trends. 

2. Correlation Analysis: Examine the relationships between variables such as environmental 

awareness and the likelihood of purchasing eco-friendly products. 

3. Chi-Square Test: Assess the association between categorical variables, such as the relationship 

between education level and willingness to pay more for sustainable products. 

4. Logistic Regression: Predict the probability of consumers choosing eco-friendly products based 

on demographic and behavioral factors. 

5. Cluster Analysis: Identify consumer segments with similar attitudes toward sustainable 

marketing. 
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3.5 Limitations of the Study 

While the study provides valuable insights, several limitations must be acknowledged: 

1. Sampling Bias: The use of convenience sampling may not fully represent the broader urban 

consumer population, limiting the generalizability of the findings. 

2. Self-Reporting Bias: Responses may be influenced by social desirability, leading participants to 

overstate their commitment to sustainable practices. 

3. Geographic Scope: The focus on Delhi consumers may not capture attitudes in rural areas or other 

metropolitan regions. 

4. Static Data: The cross-sectional design captures consumer attitudes at a single point in time, 

limiting the ability to assess changes over time. 

5. Limited Qualitative Insights: Although sentiment analysis addresses open-ended responses, the 

primary reliance on quantitative data may overlook nuanced consumer motivations. 

 

Despite these limitations, the study offers a robust foundation for understanding consumer behavior 

toward sustainability marketing strategies and provides actionable insights for businesses and 

policymakers. 

 

Data Analysis 

Table 1 : Descriptive Statistics Summary 
Variable Count Unique 

Values 

Most Frequent (Mode) Frequency 

Gender 500 3 Female 179 

Age 500 4 46-60 135 

Education Level 500 4 Doctorate 138 

Employment Status 500 5 Employed full-time 120 

Annual Income 500 5 Less than 10 Lakh 118 

How often do you purchase eco-friendly 

products? 

500 5 Rarely 108 

How do you decide whether a product is 

truly eco-friendly? 

500 4 I trust the brand’s 

reputation 

130 

To what extent does environmental impact 

influence your purchasing decisions? 

500 5 1 (Not important) 107 

How likely are you to switch to an eco-

friendly brand if it meets your needs? 

500 5 Unlikely 113 

Would you be willing to pay more for eco-

friendly products? 

500 3 Yes, if the price 

difference is small 

171 

What is the maximum extra amount you 

would pay for an eco-friendly product? 

500 4 Up to 20% more 132 

If eco-friendly products were the same 

price, would you always choose them? 

500 3 Yes 175 

What discourages you from purchasing 

eco-friendly products? 

500 5 No trust in the brand 116 

What improvements would encourage you 

to support sustainable brands? 

500 4 More transparency 134 

What actions do you expect brands to take 

to be considered eco-friendly? 

500 4 Offer recycling programs 141 

Do you feel that individual consumer 

choices impact the environment? 

500 3 No 169 

Do you think sustainability will become a 

major factor in purchasing decisions? 

500 4 Maybe 141 
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Figure 1: Gender Distribution 

 

 
Figure 2 : Consumer Belief 

 

2. Chi-Square Test Results (Gender vs. Behavioral Variables) 

Table 2 : Chi-Square Test (Gender vs. Behavioral Variables) 

Behavioral Variable Chi-Square 

Value 

p-value Interpretation 

How often do you purchase eco-friendly 

products? 

5.73 0.22 No significant 

association (p > 0.05) 

Would you be willing to pay more for eco-

friendly products? 

0.52 0.77 No significant 

association (p > 0.05) 

Do you feel that individual consumer 

choices can significantly impact the 

environment? 

35.03 2.47 × 10⁻⁸ Highly significant 

association (p < 

0.001) 

Do you think sustainability will become a 

major factor in consumer purchasing 

decisions in the next 10 years? 

5.15 0.16 No significant 

association (p > 0.05) 

 

Interpretation : 

There is a highly significant association between gender and the belief that consumer choices 

impact the environment—females  show a significantly stronger belief. 
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Figure 3 : Cluster Analysis of consumer segments 

 
 

3. Logistic Regression 

The logistic regression model predicts the likelihood of a respondent believing that consumer choices 

can significantly impact the environment. 

 

Table 3 : Logistic Regression 

Feature Coefficient Interpretation 

Gender 0.69 Females are more likely to believe in 

consumer impact. 

If eco-friendly products were the 

same price as regular ones 

0.25 Consumers are more likely to support 

sustainability if price parity is achieved. 

What discourages you from 

purchasing eco-friendly 

products? 

0.10 Perceived barriers play a minor positive 

role. 

Age 0.02 Older respondents are slightly more likely 

to believe in impact. 

Other features (e.g., education, 

income) 

Small/Negative Minimal influence on belief in consumer 

impact. 

 

Interpretation : 

● Gender is the strongest predictor, with females showing a higher likelihood of believing in the 

impact of consumer choices. 

● Price parity with regular products also positively influences belief in sustainability. 

 

4. Cluster Analysis Results 

Using K-Means (3 clusters), we segmented respondents based on their attitudes and behaviors toward 

sustainable marketing. 

● Silhouette Score: 0.38 (Moderate cluster quality) 

Cluster Distribution: 

○ Cluster 0: 193 respondents (Largest group) 

○ Cluster 1: 152 respondents 
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○ Cluster 2: 155 respondents 

 

Cluster Characteristics (General Patterns): 

1. Cluster 0: More skeptical about individual impact, price-sensitive, lower engagement. 

2. Cluster 1: Moderately engaged, willing to pay a little extra for sustainable products. 

3. Cluster 2: Highly engaged, strong belief in consumer impact, willing to pay more. 

 

Summary of Consumer Segments:  Table 4 

Cluster Size (n=500) Key Traits Label 

Cluster 0 193 (38.6%) Price-sensitive, skeptical, low 

engagement 

Indifferent 

Consumers 

Cluster 1 152 (30.4%) Practical, moderate engagement, 

neutral belief 

Pragmatic Supporters 

Cluster 2 155 (31.0%) Value-driven, willing to pay 

more, highly engaged 

Eco-Conscious 

Advocates 

 

Conclusion: 

This study investigated how Delhi's urban population behaved when it came to sustainable marketing 

techniques, providing important new information about consumer preferences, decision-making, and 

the effects of sustainable marketing. The results show that consumers are significantly willing to pay 

more for environmentally friendly products, particularly when the price difference is minimal. When 

given clear information, consumers—especially women—show a greater propensity to support 

sustainable brands. Even with increased awareness, a lot of customers still have doubts about 

corporate sustainability claims and mainly rely on third-party certifications and brand reputation to 

determine the legitimacy of products. 

Three different consumer segments were identified by the analysis: skeptical consumers who place 

more importance on other factors than sustainability, pragmatic buyers who buy eco-friendly products 

but are price sensitive, and eco-conscious advocates who are highly aware and willing to pay a 

premium. Purchase behavior is more likely to be influenced by sustainable marketing tactics that 

highlight affordability, transparency, and observable environmental benefits. By offering 

competitively priced eco-friendly alternatives, educating customers about the long-term advantages 

of sustainable choices, and supplying verifiable information, businesses can increase customer 

loyalty. For businesses looking to promote environmental responsibility and meet changing consumer 

expectations, this research provides useful insights. 
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