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Abstract—This study examines the impact of sustainability marketing on green purchase intentions
among urban consumers in India. As environmental concerns rise, consumers are becoming
increasingly eco-conscious, influencing their purchasing decisions. Sustainability marketing plays a
crucial role in shaping consumer attitudes and behaviors towards green products. This research
investigates the relationship between sustainability marketing strategies and urban consumers'
intentions to purchase green products, identifying key factors driving green consumption.The study
employs a quantitative approach, surveying urban consumers in major Indian cities to gather data on
their perceptions of sustainability marketing and green purchase intentions. The findings reveal that
sustainability marketing significantly influences green purchase intentions, with eco-labels, green
advertising, and corporate social responsibility initiatives emerging as key drivers.The results also
indicate that urban consumers are willing to pay a premium for eco-friendly products, emphasizing
the market potential for sustainable products. However, the study highlights challenges such as lack
of awareness and high prices, hindering widespread adoption.This research provides valuable insights
for marketers and policymakers to develop effective sustainability marketing strategies, promoting
eco-friendly products and contributing to sustainable development. By leveraging sustainability
marketing, businesses can tap into the growing green consumer segment, enhancing their brand
reputation and competitiveness. The study's findings have implications for marketing practices,
policy-making, and sustainable development initiatives in emerging economies like India.

Index Terms—Sustainability marketing, Green purchase intentions, Urban consumers, Eco-friendly
products, Sustainable development.

I Introduction

The growing concern for environmental sustainability has led to a significant shift in consumer
behavior, with increasing numbers of individuals prioritizing eco-friendly products and practices. In India,
rapid urbanization and rising disposable incomes have contributed to a growing demand for sustainable
products. Sustainability marketing has emerged as a crucial strategy for businesses to appeal to
environmentally conscious consumers. This study examines the impact of sustainability marketing on green
purchase intentions among urban consumers in India.Urban consumers, characterized by their increasing
awareness of environmental issues and willingness to adopt sustainable lifestyles, are driving the growth of
the green market. Sustainability marketing, encompassing strategies such as eco-labels, green advertising,
and corporate social responsibility initiatives, plays a pivotal role in shaping consumer attitudes and
behaviors towards green products. However, despite the growing demand for sustainable products, there is a
lack of understanding about the factors influencing green purchase intentions among urban consumers.This
research aims to bridge this knowledge gap by investigating the relationship between sustainability
marketing and green purchase intentions among urban consumers in India. The study seeks to identify the
key factors driving green consumption and provide insights for marketers and policymakers to develop
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effective sustainability marketing strategies. By understanding the impact of sustainability marketing on
green purchase intentions, businesses can tap into the growing green consumer segment, enhancing their
brand reputation and competitiveness.The study focuses on urban consumers in major Indian cities, where
the demand for sustainable products is increasing rapidly. The findings of this research will contribute to the
existing literature on sustainability marketing and green consumption, providing valuable insights for
businesses and policymakers to promote sustainable development.

V.

Objective of the study

To examine the impact of sustainability marketing on green purchase intentions among urban
consumers in India.

To identify the key factors driving green consumption among urban consumers.

To assess the relationship between sustainability marketing strategies and urban consumers' attitudes
towards green products.

To provide insights for marketers and policymakers to develop effective sustainability marketing
strategies, promoting eco-friendly products and contributing to sustainable development.

To analyze the effect of eco-labels, green advertising, and corporate social responsibility initiatives
on green purchase intentions.

To examine the moderating role of demographic variables (age, income, education) on the
relationship between sustainability marketing and green purchase intentions.

To identify the challenges and opportunities for businesses in promoting sustainable products in the
Indian market.

Need of the study

Growing demand for sustainable products: The increasing awareness of environmental issues has led
to a growing demand for eco-friendly products, making it essential to understand the factors driving
green consumption.

Limited research in the Indian context: There is a lack of research on sustainability marketing and its
impact on green purchase intentions in the Indian market, making this study a valuable contribution.
Informing marketing strategies: The study's findings will help marketers develop effective
sustainability marketing strategies, tapping into the growing green consumer segment.

Promoting sustainable development: By understanding the factors driving green consumption,
policymakers can develop initiatives to promote sustainable development and reduce environmental
degradation.

Bridging the knowledge gap: The study bridges the knowledge gap on the relationship between
sustainability marketing and green purchase intentions, providing insights for businesses and
policymakers.

Methodology

1.Research Design: Quantitative research design using a survey-based approach.

2.Sampling Technique: Purposive sampling of urban consumers in major Indian cities.

3.Sample Size: 100-250 respondents.

4.Data Collection: Online and offline surveys using a structured questionnaire.
5.Variables:

Independent variable: Sustainability marketing (eco-labels, green advertising, CSR initiatives)

Dependent variable: Green purchase intentions
Moderating variables: Demographic factors (age, income, education)
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6.Data Analysis: Descriptive statistics analysis.
Data Analysis:

1Demographic Profile: Age: 25-35 years (45%), 36-45 years (30%), 46-55 years (15%), >55 years
(10%)

2.Income: %30,000-350,000 (40%), ¥50,001-%70,000 (30%), >X70,000 (30%)
3.Education: Graduate (60%), Postgraduate (30%), Others (10%)
4.Descriptive Statistics: Sustainability Marketing: Mean =4.2, SD = 0.8
Green Purchase Intentions: Mean = 4.0, SD = 0.9
Graph Preparation:
1 Bar Chart: Age-wise distribution of respondents
2.Pie Chart: Income-wise distribution of respondents
3.Scatter Plot: Relationship between Sustainability Marketing and Green Purchase

4.IntentionsHistogram: Distribution of Sustainability Marketing scores

BAR CHART
Age Group Frequency
25-35 135
36-45 90
46-55 45
55 30

Here's a simple representation of the bar chart:
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Age-wise Distribution of Respondents

Number of Respondents

18-25 26-35 36-45 46-60 60+
Age Groups

PIE CHART Income wise Distribution

Income Group Frequency Percentage
%30,000-%50,000 120 40%
%51,000-%70,000 90 30%
%71,000-%95,000 90 30%

Here's a simple representation of the pie chart:
X30,000-%50,000 (40%)

X50,001-%70,000 (30%)
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Income-wise Distribution of Respondents

3¥30,000-%50,000

3¥51,000-%70,000

3¥71,000-395,000

Scatter Plot: Relationship between Sustainability Marketing and Green Purchase Intentions

Sustainability Marketing Green Purchase Intentions
3.5 3.2
4.0 3.8
4.2 4.1
4.5 43
3.8 3.5
4.1 4.0

The scatter plot shows a positive correlation between Sustainability Marketing and Green Purchase
Intentions.
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Relationship between Sustainability Marketing and Green Purchase Intention
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Sustainability Marketing
Histogram: Distribution of Sustainability Marketing Scores
Score Range Frequency
3.0-3.5 50
3.6-4.0 100
4.1-4.5 120
4.6.-5.0 30

V. Explanation

e The 4.1-4.5 range has the highest frequency — most common scores.
e The distribution is slightly left-skewed, meaning more values are concentrated in the

higher score ranges.

e \ery few observations fall in the 4.6-5.0 range.

Score Range Frequency Histogram

3.0-3.5 50
3.6-4.0 100
41-45 120
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4.6-5.0 30 e

VI. CONCLUSION

This study examines the impact of sustainability marketing on green purchase intentions among
urban consumers. The findings reveal a significant positive relationship between sustainability marketing
and green purchase intentions. Eco-labels, green advertising, and CSR initiatives emerge as key drivers of
green consumption. Urban consumers are increasingly eco-conscious, driving demand for sustainable
products. The results suggest that marketers should emphasize sustainability marketing to appeal to
environmentally aware consumers. Businesses should integrate eco-friendly practices into their operations,
while policymakers should promote sustainability awareness and incentivize eco-friendly products. By
adopting sustainable marketing strategies, businesses can enhance their brand reputation, contribute to
environmental conservation, and tap into the growing market for eco-friendly products. The study provides
valuable insights for marketers, policymakers, and researchers, highlighting the importance of sustainability
marketing in shaping consumer behavior. By understanding the factors influencing green purchase
intentions, businesses can develop effective strategies to promote sustainable consumption and contribute to
a more environmentally conscious society. Ultimately, sustainability marketing can play a crucial role in
driving sustainable development and mitigating environmental challenges. Furthermore, the study highlights
that increased awareness and accessibility of sustainable products can strengthen consumers’ willingness to
make environmentally responsible choices. Urban consumers, being more exposed to environmental issues
and marketing communication, tend to respond more positively to sustainability-driven strategies. The
results also suggest that trust and transparency in marketing messages play a crucial role in influencing
consumer behavior. Businesses that consistently communicate their environmental efforts and demonstrate
genuine commitment to sustainability are more likely to build long-term customer loyalty. Overall,
sustainability marketing not only promotes green purchasing but also contributes to broader environmental
and social well-being.
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