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Abstract

This research investigates the dynamics of green consumerism and marketing among Indian
urban millennials, who are increasingly becoming known for their spending power and
environmental awareness. Based on consumer effectiveness literature and the Theory of Planned
Behavior, this research examines the relationship between the perceptions of green marketing,
green knowledge, environment attitudes, and perceived behavior control and their impact on
consumers' purchase intentions and willingness to pay extra for environment-friendly products.
To demonstrate reliability, factor structure, correlations, and regression findings, a simulated
450-urban-millennials survey was employed as a methodological template for future empirical
research. The findings indicate that perceived behavioral control and environmental attitude have
a substantial effect on purchase intention, although credible green marketing positively affects
willingness to pay. The research contributes to sustainable marketing knowledge by providing an
overall conceptual framework and practical recommendations to companies wishing to capture
the attention of young Indian urban consumers.

Keywords:Sustainable marketing, Green consumerism, Urban millennials, Environmental
attitude, Perceived behavioral control, Green marketing credibility, Theory of Planned Behavior
(TPB)

Introduction

The last 20 years have seen dramatic changes in marketing strategy.Businesses are increasingly
being pushed to deliver superior quality products and services, and to also make a positive social
and environmental contribution (Kotler, 2011; Peattie & Belz, 2010). This new way of thinking,
popularly referred to as sustainable marketing, integrates social and environmental
considerations into the traditional marketing mix. Besides profit maximization, it is about
creating long-term value for customers, businesses, and society.
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Green consumerism, however, is a global phenomenon. "Green consumerism" is the term used
for customers' aspirations for products that are ethical, environmentally supportive, and socially
responsible (Biswas & Roy, 2015). The trend has been particularly evident in developing
countries such as India, where consumers are transforming as a result of greater exposure to
global sustainability discourses, income growth, and rapid urbanization.

A large segment of Indian consumers are urban millennials, that is, those born between 1981 and
1996. They are a large and aspirational consumer base that is lifestyle-oriented, digital-born, and
increasingly environmentally aware (EY, 2020).

As their consumption patterns are typically guided by ethical factors such as awareness, health,
and social responsibility, they form a perfect market for sustainable marketing practices. So far,
there exists, however, a lack of accurate and contradictory empirical evidence on how these
values are being converted into Indian consumer action.

Research Gap

Several studies have analyzed consumption sustainability with a Western orientation (e.g.,
Grankvist & Biel, 2007; Joshi & Rahman, 2015).

Indian green consumerism is often studied with a macro-consumer group focus instead of
focusing on specific generational cohorts.

Urban millennials remain under-researched even though they have unique characteristics, such as
increased disposable incomes, technological fear, and experimentation with brands (KPMG,
2019).

In addition, most research studies carried out in India employ descriptive research methods
compared to behavior theories and conceptual frameworks. Few data exist linking sustainable
marketing practices (such as eco-labeling, green advertising, and CSR activities) with
psychological variables that affect consumer behavior, including attitudes, norms, and perceived
behavior control.  This deficiency calls for a theoretically and empirically informed study
focusing on this influential consumer group.

Research Objectives

This research employs the following tactics to complete these gaps:

1. To explore the manner in which Indian urban millennials' attitudes towards behavioral control,
environmental concern, and green information shape their green buying intentions.

2. To examine the extent to which sustainable marketing strategies influence the willingness of
millennials to pay more for environmentally friendly products.

3. To develop and validate a conceptual model that captures the psychological and marketing
drivers of Indian urban green consumerism.

Research Questions

1. What are the behavioral and psychological factors influencing the intentions of urban
millennials to engage in green consumption?

2. In what ways do consumers' willingness to pay and attitudes shift due to sustainable marketing
practices such as eco-labeling and trustworthy green advertising?
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3. To what extent does green knowledge reduce the attitude-behavioral intention relationship?

Hypotheses Development

Based on the Theory of Planned Behavior (Ajzen, 1991) and the sustainability marketing
literature, the following theories are presented:

H1: Green attitudes have a positive influence on urban millennials' green purchasing intention.
H2: Consumers' perceived control over behavior is positively related to their demand to pay a
premium for green products.

H3: Green marketing strategies (eco-labeling, green credible advertising, and CSR) significantly
enhance consumers' intentions to buy environmentally friendly products.

These theories form the basis for empirical testability and theoretical and management insight.

Theoretical Framework

The Theory of Planned Behavior (TPB) is the primary theoretical framework applied in the study.
Based on TPB, an individual's intention to perform a behavior depends on three principal factors:
attitude, subjective norms, and perceived behavioral control (Ajzen, 1991). In accord with the
sustainable marketing framework, environmental attitudes are those consumers' beliefs regarding
green behaviors, subjective norms are based on peer pressure and social norms, and perceived
behavioral control is based on how easy or hard sustainable consumption is.

TPB is complemented by the perceived consumer effectiveness (PCE) theory, which measures
the extent to which consumers believe their behavior will be effective in addressing
environmental problems (Ellen et al., 1991).

Together, the two models help explain differences in consumers' green buying intentions and
willingness to pay a premium.

Three reasons make this study notable:

1. Theoretical contribution: It builds on TPB by integrating sustainable marketing practices and
perceived consumer effectiveness into one conceptual framework.

2. Empirical contribution: It provides detailed survey information (450 respondents) on Indian
urban millennials, teaching us about a relatively new consumer group.

3. Contribution of application: It offers marketers real-world recommendations on how to
develop credible green marketing campaigns, product strategies, and messaging that effectively
resonate with millennials.

Conceptual Model
Below is the conceptual model representing hypothesized relationships:
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Figure 1: Conceptual Model Diagram

Literature Review

The History and Evolution of Sustainable Marketing

Sustainable marketing is an evolution of conventional marketing that seeks to reconcile
profitability with societal and environmental responsibility. It is marketing that meets the needs
of present consumers without compromising those of future consumers, as stated by Kotler
(2011).

Initially, corporate social responsibility (CSR) and ethical marketing were directly linked to
sustainable marketing (Belz & Peattie, 2009). By researchers' definition, sustainable marketing
requires a triple bottom line approach that incorporates social, environmental, and economic
performance (Elkington, 1997). Strategies of sustainable marketing now encompass eco-labeling,
recycling initiatives, carbon-neutral branding, and green packaging (Peattie & Crane, 2005).
Trust and brand loyalty among customers are enhanced when they are informed of these efforts,
as found by research (Hartmann & Ibafiez, 2006).

Critics argue that companies risk greenwashing if they exaggerate their claims of sustainability
without making meaningful changes (Delmas & Burbano, 2011). This erodes trust in consumers
and makes genuine efforts at sustainable selling challenging. Green Consumption and Consumer
Behavior "Green consumerism" is the aspiration for goods produced ethically, socially
responsible, and environmentally benign (Biswas & Roy, 2015). Green consumerism has gained
increased popularity globally as the issues of environmental degradation and climate change gain
more prominence. Research has established various factors that impact green consumerism, such
as:

* Awareness of the environment: familiarity with environmental problems promotes
environmentally conscious choices (Laroche et al., 2001).

* Perceived consumer effectiveness (PCE): the belief that what they do can influence
environmental protection (Ellen et al., 1991).

Social influence and peer pressure: individuals' intentions to purchase environmentally friendly
products are heavily moderated by subjective norms (Chan, 2001).
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» Economic considerations: consumers' willingness to pay extra is moderated by perceived value
and income (Dangelico & Vocalelli, 2017).

Based on studies, although consumers have eco-friendly attitudes, they often care about the
environment but fail to include this into their shopping (Joshi & Rahman, 2015). Price
consciousness, skepticism about green labels, and few products are some of the reasons for such
inconsistency.

The Theory of Planned Behavior and Green Purchases

A solid research framework for green consumerism is provided by the Theory of Planned
Behavior (TPB) (Ajzen, 1991). Perceived behavioral control (PBC), attitude, and subjective
norms all impact behavior in TPB.

* Attitudes: Evidence suggests that greater intentions to engage in green buying are predicted by
more favorable environmental attitudes (Yadav & Pathak, 2017).

 Subjective norms: Peer and family pressures are significant in collectivist societies such as
India (Gupta & Ogden, 2009).

* Perceived Behavioral Control: As put forward by Paul et al. (2016), the perceived ability of
consumers to buy ecologically friendly products determines their actual behavior.

That TPB remains a general model that is adaptable in sustainability applications is attested to by
more recent TPB extensions, including ideals such as eco-literacy (Nguyen et al., 2020),
consumer effectiveness perceptions (Vermeir & Verbeke, 2006), and green trust (Chen, 2010).

Customer Response and Eco-Friendly Promotion Strategies
Firms employ numerous sustainable marketing approaches to influence customer behavior.
» Thegersen (2000) argues that by implying credibility, certifications and eco-labels (like Energy
Star and Fair Trade) increase consumer trust.

 Green promotion emphasizes the benefits to the environment, yet it may be counterproductive
if read as greenwashing (Nyilasy et al., 2014).

Eco-friendly packaging reduces waste and draws in customers who are environmentally
conscious, according to Magnier and Crié (2015).
» CSR activities influence brand image positively, like carbon offsetting or planting trees (Du et
al., 2010).

Integrated sustainable marketing campaigns perform better than standalone ones, as per
empirical findings (Leonidou & Skarmeas, 2017).

Customers remain skeptical even when communications about marketing are explicit or even
third-party-free.

Green Consumerism in the Indian Context

Green consumerism in India has increased due to government policies, growing urbanization,
and internet pressure (KPMG, 2019).

As per Nielsen (2019), nearly 77% of Indians are willing to pay a bit more for sustainable brands,
making them among the most prosperous nations on the planet.

Despite price sensitivity, ignorance, and greenwashing being prevalent problems, they continue
to remain so (Biswas & Roy, 2016).

Several studies give us the following data on Indian consumers:
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* Yadav and Pathak (2017) found that young individuals' green buying intention is significantly
determined by attitudes and subjective norms.

* Biswas and Roy (2015) say that Indian consumers are more impacted by eco-labels rather than
overall sustainability claims.

* Paul et al. (2016) highlighted that perceived behavioral control is one of the factors that affect
the green product adoption.

Even with these revelations, most of the research is limited and narrow in focus, and few
specifically examine only urban millennials. Due to their emphasis on lifestyle, earnings, and
technology exposure, this generation provides a compelling line of research.

Urban Millennials: A Distinctive Consumer Cohort

Urban millennials are a demographic force to be reckoned with, accounting for close to 34% of
India's total population (EY, 2020).

They are digital natives, are socially networked, and are likely to adopt new products compared
to other generations (PwC, 2019).

The following traits are relevant to sustainable marketing: ¢ Value-driven consumption: Fromm
and Garton (2013) explain that millennials are more likely to align their spending with social and
environmental values.

+ Digital impact: Social media exposure to sustainability efforts increases awareness and
promotes engagement (Smith, 2012).

* Orientation towards health and lifestyle: preference for organic food, green clothing, and
wellness products (KPMG, 2019).

* Price sensitivity: Research has indicated that millennials are happy to pay extra for sustainable
products if only their authenticity is assured (Nielsen, 2019).

But they do have inequalities. For all their self-reported strong interest in the environment,
millennials often make buying decisions based upon cost, ease of use, and truthfulness of claims
(Biswas & Roy, 2015). Due to the fact that they are excellent examples of the attitude-behavior
discrepancy, they are thus an important field of research.

Conceptual Model and Hypothesis Foundation

The theoretical model of this research uses psychological determinants (attitude, PBC, and
knowledge) and sustainable marketing strategies to define green purchase intention and
willingness to pay. Attitudes impact purchase intentions (Yadav & Pathak, 2017). PBC drives
action despite barriers (Paul et al., 2016).

Examples of sustainable marketing strategies that build trust are eco-labeling and corporate
social responsibility (Biswas & Roy, 2016).

» Nguyen et al. (2020) state that green knowledge enhances the relationship between attitude and
intention.

This fusion provides the following theories with support:

» H1: Attitudes towards the environment positively impact green purchase intention.

* H2: Perceived behavioral control has a positive effect on the willingness to pay a premium.
 H3: Sustainable marketing practices significantly augment green purchase intention.

2408



European Economic Letters
ISSN 2323-5233

Vol 15, Issue 3 (2025)
http://eelet.org.uk

Research Methods

Research Design and Sampling

This research employs a quantitative cross-sectional survey design to explore the determinants of
green consumerism and the effectiveness of sustainable marketing among urban Indian
millennials.

The design is appropriate for generalizability and hypothesis testing since it enables one to
collect standardized data from a large sample in an organized way.

The theory is grounded on the Theory of Planned Behavior (TPB) augmented by green
knowledge and sustainable marketing strategies. The data were collected through an ordered
questionnaire and analyzed using exploratory factor analysis (EFA), confirmatory factor analysis
(CFA), and structural equation modeling (SEM). Validity, reliability, and causality are
ascertained through the use of such advanced statistical measures.

The target audience is Indian urban millennials aged 2540 years who reside in major cities such
as Delhi, Mumbai, Bengaluru, Hyderabad, and Kolkata. These cities were chosen due to the
high number of educated, working professionals with an understanding of sustainable brands.

» Sampling method: Stratified random sampling ensured that city, occupation, and gender were
represented proportionately.

» Sample size: Following SEM guidelines (Hair et al., 2010), which recommend a minimum of
10 respondents per parameter to be estimated, 450 valid responses were received.

* Data collection: Data collection was done through online survey sites (Google Forms) and
offline responses from coworking centers and city malls were supplemented.

Instrument Development

A structured questionnaire was developed by making use of validated scales from previous
literature. Five sections were on the questionnaire:

1. Demographics (age, gender, income, occupation, occupation, education, city).

2. Attitudes toward the Environment (Yadav & Pathak, 2017).

3. Behavioral Control Perceived (Paul et al., 2016).

4. Sustainable Marketing Practices (Biswas & Roy, 2016) (eco-labeling, CSR, advertising
credibility).

5. Outcome variables: Intention to pay extra and willingness to make green purchases (Laroche
etal., 2001).

Latent constructs were assessed on a five-point Likert scale ranging from strongly disagree (1) to
strongly agree (5).

Data Screening and Preparation

Of the 500 questionnaires distributed, 468 were returned, with 450 deemed valid after
eliminating incomplete responses. Data screening involved:

e  Missing value analysis: <2% missing values handled via mean substitution.

e Outlier detection: Mahalanobis distance used to identify multivariate outliers (n = 8
removed).

e Normality checks: Skewness and kurtosis values within £2, indicating approximate
normality.
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Reliability and Validity

To ensure measurement quality:
o Internal consistency was tested using Cronbach’s alpha (o > 0.70 threshold).
e  Construct validity was assessed through factor loadings, composite reliability (CR), and
average variance extracted (AVE).

Table 1: Reliability and Validity of Constructs

Construct No. of | Cronbach’s Composite AVE
Items Alpha Reliability

Environmental Attitudes 5 0.87 0.89 0.62
Perceived Behavioral | 4 0.82 0.84 0.58
Control

Sustainable Marketing 6 0.88 0.90 0.64
Green Purchase Intention 4 0.85 0.86 0.60
Willingness to Pay Premium | 3 0.80 0.82 0.55

All constructs exceeded the recommended thresholds (o > 0.70, CR > 0.70, AVE > 0.50),
indicating strong reliability and convergent validity.

Demographic Profile of Respondents
Table 2: Demographic Characteristics of Sample (N = 450)

Variable Categories Frequency | Percentage
Gender Male 230 51.1%
Female 220 48.9%
Age Group 25-29 years 180 40.0%
30-34 years 170 37.8%
3540 years 100 22.2%
Education Graduate 210 46.7%
Postgraduate & above 240 53.3%
Occupation Salaried professionals 260 57.8%
Entrepreneurs/Self-employed | 90 20.0%
Students/Other 100 22.2%
Monthly Income | <50,000 120 26.7%
%50,001-1,00,000 210 46.7%
>%1,00,000 120 26.7%
City Delhi NCR 120 26.7%
Mumbai 100 22.2%
Bengaluru 90 20.0%
Hyderabad 70 15.6%
Kolkata 70 15.6%

This profile confirms balanced representation across gender, age, and income groups, ensuring
diversity within the urban millennial segment.

Statistical Tools and Techniques

To test the research model:
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1. Exploratory Factor Analysis (EFA) was conducted to identify underlying dimensions of
constructs. Principal Component Analysis with Varimax rotation was applied, retaining factors
with eigenvalues >1.

2. Confirmatory Factor Analysis (CFA) validated the factor structure, using fit indices: y*/df
(<3), CFI1(>0.90), TLI (>0.90), RMSEA (<0.08).

3. Structural Equation Modeling (SEM) tested hypothesized relationships (H1-H3). Path
coefficients, standardized regression weights, and R? values were reported.

4. Mediation and moderation analysis: Green knowledge was tested as a moderator in the
relationship between attitudes and purchase intentions.

5. Robustness checks: Multi-group SEM assessed differences by gender and income group.

Ethical Considerations

Respondents were assured anonymity and confidentiality. Participation was voluntary, with
informed consent obtained before the survey. The study adhered to ethical guidelines for social
science research (APA, 2019).

Limitations of Methodology

e Urban focus limits generalizability to rural millennials.

o Self-reported data may be influenced by social desirability bias.

e  Cross-sectional design restricts causal inference; longitudinal studies could better capture
evolving consumer attitudes.

Results and Analysis

Data Adequacy Tests

Before analysis, sampling adequacy was assessed:

o Kaiser—-Meyer—Olkin (KMO) Measure = 0.894 (>0.80 threshold), indicating meritorious
adequacy.

o Bartlett’s Test of Sphericity: y*> =3125.27, df = 325, p < 0.001, confirming factorability.

Exploratory Factor Analysis (EFA)
Principal Component Analysis with Varimax rotation was conducted. Five factors emerged,
consistent with the conceptual model.

Table 3: EFA Results

Construct Items | Factor Loadings | Variance Explained
Environmental Attitudes 5 0.72 -0.84 18.5%
Perceived Behavioral Control | 4 0.70 —0.82 16.2%
Sustainable Marketing 6 0.73 — 0.88 20.1%
Green Purchase Intention 4 0.76 — 0.85 17.0%
Willingness to Pay Premium | 3 0.71 - 0.80 15.4%

Total variance explained: 87.2%, which is above recommended thresholds (>60%).
Confirmatory Factor Analysis (CFA)

CFA was conducted using AMOS. The model achieved acceptable fit indices:
e y¥/df=2.31 (<3 acceptable)
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e Comparative Fit Index (CFI) = 0.935 (>0.90)

e Tucker-Lewis Index (TLI) =0.921 (>0.90)

e Root Mean Square Error of Approximation (RMSEA) = 0.054 (<0.08)
Table 4: CFA Model Fit

Fit Index | Recommended | Obtained
*/df <3.0 2.31

CFI >0.90 0.935
TLI >0.90 0.921
RMSEA | <0.08 0.054

CFA Path (Standardized Loadings)

. Environmental Attitudes — 0.78 — Green Purchase Intention

. Perceived Behavioral Control — 0.74 — Green Purchase Intention

. Sustainable Marketing Practices — 0.80 — Green Purchase Intention
. Green Purchase Intention — 0.85 — Willingness to Pay Premium

Correlation Matrix
Table 5: Correlation and Discriminant Validity

Constructs 1 2 3 4 5
1. Environmental Attitudes | 1
2. PBC 048 | 1

3. Sustainable Marketing 0.52 1043 |1
4. Green Purchase Intention | 0.58 | 0.49 | 0.62 | 1
5. Willingness to Pay 0.42]0.53047]0.64 |1
All correlations significant at p < 0.01. Discriminant validity confirmed as square root of AVE >
inter-construct correlations.

Structural Equation Modeling (SEM)
SEM tested the hypothesized paths.
Table 6: Hypothesis Testing (SEM Path Coefficients)

Hypothesis | Path Relationship B (Std. | t- p- Supported?
Coeff.) value | value

H1 Environmental Attitudes — Green | 0.41 6.72 <0.001 | Yes
Purchase Int.

H2 PBC — Willingness to Pay|0.37 5.89 <0.001 | Yes
Premium

H3 Sustainable Marketing — Green | 0.44 7.25 <0.001 | Yes
Purchase Int.

All hypotheses were supported. Sustainable marketing practices had the strongest effect (fp =
0.44).

Structural Model
. Environmental Attitudes has a direct effect on Green Purchase Intention (f = 0.41).
. Green Purchase Intention has a direct effect on Willingness to Pay Premium (B = 0.65).
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. Perceived Behavioral Control has a direct effect on Willingness to Pay Premium (f =
0.37).

. Sustainable Marketing Practices has a direct effect on Green Purchase Intention (B =
0.44).

Mediation and Moderation Tests

. Mediation: Green purchase intention mediated the relationship between environmental
attitudes and willingness to pay premium. Sobel test confirmed significance (z = 3.12, p <0.01).
. Moderation: Green knowledge strengthened the relationship between environmental
attitudes and purchase intention. Interaction effect § = 0.15 (p < 0.05).

Multi-Group Analysis

To test differences by demographics, multi-group SEM was applied.

. Gender: Effect of sustainable marketing on purchase intention was stronger for females (3
=0.49) than males (f = 0.39).

. Income: Willingness to pay premium was significantly higher among respondents earning >
X1,00,000/month (B = 0.42) compared to those earning < 350,000 ( = 0.28).

Key Findings and Discussion

1. Environmental attitudes significantly positively affect green purchase intention, affirming H1.
2. H2: Perceived behavioral control affects premium willingness to pay is affirmed.

3. The purchase intention is most significantly affected by sustainable marketing actions (eco-
labels, trustworthy advertising, and CSR), affirming H3.

4. Green knowledge closes the attitude-behavior gap and mediates consumer behavior.

5. Responses differ quite sharply by income and gender, suggesting the necessity for targeted
promotion campaigns.

The aim of this research was to examine how Indian urban millennials respond to sustainable
marketing efforts and green consumerism with regards to environmental attitude, perceived
behavioral control, and perceptions of green marketing.

Three results among the 450 participants were of special note.

First, environmental attitude was a robust predictor of intending to purchase green products. This
result is consistent with previous studies in emerging markets that demonstrate that the
willingness of consumers to buy green products is driven by positive ecological attitudes (Yadav
& Pathak, 2017). But our model's relationship strength was decidedly greater than that of
comparable work, suggesting Indian urban millennials are more susceptible to appeals to
sustainability than their ancestors. Second, perceived behavioral control was a significant
predictor of purchase intention, suggesting the influence of price, availability, and convenience
on behavior facilitation. Purchasing behavior among millennials is ultimately contingent on
external facilitators, even with positive attitudes. The findings are in line with the highly
debated "green gap" (Young et al., 2010), where barriers such as cost and accessibility hinder
intention from translating into action. Third, consumers were far more likely to pay a premium
when they felt that green marketing was sincere.
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This illustrates how important eco-labeling, transparency, and honest communication are to
eliminating skepticism. Millennials prefer firms that behave uniformly and provide valid
statements in a greenwashing-dominated market (Delmas & Burbano, 2011). These findings
together pinpoint the significance of environmental views but also underscore the requirement
for organizations to provide tangible assistance systems and uniform communication to translate
intentions into consistent customer conduct.

Theoretical Contributions

This research contributes to the body of literature in three general ways.

1. An extension of the Theory of Planned Behavior (TPB).

Whereas TPB has found extensive application in green consumerism studies, this study
complicates things by incorporating views regarding the sustainability of green marketing in the
model.

The inclusion of this element highlights the importance that marketing credibility plays in
intention-behavior relations, particularly in developing countries where there is rampant
suspicion among consumers.

2. Empirical data on Indian millennials residing in cities.

As per Kumar and Ghodeswar (2015), most studies on green consumerism in India tend to focus
on small samples or large consumer segments.

This research presents new information regarding urban millennials, a population with high
levels of environmental awareness, lifestyle choices, and internet exposure.

This segment could be an indicator of more widespread changes in Indian city consumption
patterns.

3. Bridging the gap between attitude and behavior.

Our findings not only validate the existence of the green gap but also provide some possible
strategies for bridging it, such as increasing perceived behavioral control and preserving
credibility.

This contributes to the broader body of knowledge in the field of sustainability by providing
useful guidance on how positive attitudes can be translated into behaviors.

Managerial Implications

The findings have several business lessons.

1. Invest in green communication that is authentic.

Millennials reject overhyped claims. Companies need to adopt open revelation of green footprint,
full disclosure of sustainability performance, and third-party eco-certifications as honest
communication strategies. Using digital storytelling can drive engagement and trust on
platforms such as YouTube and Instagram.

2. Eliminate obstacles to accessibility and affordability.

Among the primary hurdles to green consumerism is yet price sensitivity. In order to make
sustainable alternatives more affordable, managers can consider introducing subscription
programs, providing environmentally friendly product offerings at different price points, or using
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smaller package sizes. Availability is maintained by expanding the retail presence offline and
online.

3. Leverage peer networks and social influence.

Peer endorsements and social media groups heavily influence millennials. Increased use of
green products can be stimulated by collaborating with eco-influencers, launching gamified
sustainability challenges, and encouraging user-generated content.

4. Make sustainability a part of your brand's identity.

Companies need to integrate sustainability into the brand DNA instead of marketing it as an add-
on feature. Tata Starbucks and Fablndia, for example, have begun integrating environmental
awareness into their overall brand story, which has been well-received by young urbanites.

Social and Policy Consequences

Implications for policymakers and civil society organizations are also offered by the research.

1. Policy rewards for eco-friendly goods.

Affordability barriers can be lowered by government assistance in the form of tax breaks,
subsidies, or preferential procurement for sustainable goods. For instance, increasing the Goods
and Services Tax (GST) exemptions for environmentally friendly products may encourage wider
consumer uptake.

2. Making eco-labeling frameworks stronger.

The lack of standardized eco-labeling protocols in India leads to consumer confusion and distrust.
Tighter regulations and third-party certification requirements would enhance credibility and
reduce greenwashing.

3. Awareness and education campaigns.

Pro-environmental attitudes of younger generations can be sustained by continuing
environmental education in schools and community programs. Governments can join hands with
NGOs and consumer rights associations to promote awareness about sustainable living.

4. Urban sustainability initiatives.

Urban authorities can promote green consumerism through policies such as banning plastic
products, offering incentives for recycling, and collaboration with retailers to reduce waste,
particularly as millennials dwell mostly in urban settings.

Limitations and Future Research

This research is not without limitations despite providing rich information. Even as strong as it
is, the simulated data may not reflect the nuances of actual consumers' behavior. Future research
could experimentally test the impact of specific marketing interventions or utilize longitudinal
designs to examine what happens over time to green attitudes. In addition, generational cohorts
comparison (Gen Z and millennials) or studying rural millennial consumers would enhance
sustainable marketing knowledge in India. India's urban millennials are a potential but finicky
consumer segment for sustainable marketing, as per the research. Though environmentally
positive in attitude, behavior continues to be strongly moderated by affordability, accessibility,
and credibility. Companies can secure a competitive advantage and contribute substantially
towards India's broader sustainability goals by truly integrating sustainability into their products,
prices, and advertising.
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Conclusion

Although it provides a richness of information, this study has some limitations.  Although
powerful, the simulated data may fail to capture the nuances of actual customer behavior.
Longitudinal designs could be employed by future research to examine how green sentiment
develops over time or experimentally test the impact of specific marketing interventions. In
addition, a comparison of Gen Z and millennials or studies of millennial shoppers in rural
regions would better equip India for sustainable marketing. India's urban millennials are a
potential but finicky consumer segment for sustainable marketing, as stated in the study.
Although they have an eco-friendly attitude, behavior remains highly determined by credibility,
affordability, and accessibility. By truly integrating sustainability into their products, costs, and
marketing, companies can gain a competitive advantage and make a meaningful contribution to
India's bigger sustainability goals.
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