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Abstract : This study investigates how sustainable marketing strategies influence consumer purchase intentions in
India’s evolving marketplace. Conducted in-depth interviews with 28 Indian consumers from varied demographic
backgrounds to understand their responses to sustainability-focused marketing. The findings show that Indian
consumers increasingly demand transparency, authenticity, and evidence of real environmental impact in marketing
claims. However, many remain sceptical about greenwashing, especially given India’s unique environmental challenges.
Based on these interviews, I've developed a new conceptual framework called the Sustainable Purchase Intention
Pathway that maps how consumers move from seeing sustainable marketing to forming purchase decisions. This
research provides practical insights for marketers in India who want to create sustainability-oriented campaigns that
connect with environmentally conscious consumers and translate into purchase behaviour.
Keywords:sustainable marketing, Indian consumers, purchase intentions, qualitative research, sustainability,

Introduction - Consumers today are increasingly aware
of environmental issues. Many now consider sustainability
when making purchases. This shift has not gone unnoticed
- companies have begun integrating sustainable practices
into their operations and marketing approaches (White et
al. 1452). However, despite this trend, we still do not fully
understand how sustainable marketing influences people’s
buying decisions.

Researchers have looked at different aspects of
sustainability marketing before. Some have studied green
advertising (Matthes and Wonneberger 1879), others have
examined eco-labels (Taufique et al. 511), and many have
focused on corporate social responsibility (Alhouti et al.
437). However, there is a gap in our understanding. Not
many studies have used a qualitative approach to
understand the psychological aspects of how consumers
respond to sustainability messages. We also do not know
much about how people from different demographic
backgrounds might interpret these sustainability claims
differently.

My main goal with this study is to understand better
how sustainability-focused marketing affects whether
consumers want to buy something. I'm specifically trying
to:

1. Figure out which aspects of sustainable marketing
make people want to buy products.

2. Understand the psychological processes that connect
marketing to purchase decisions.

3. Identify what stops people from buying sustainable
products even when they like the marketing.

4. Seeif different types of consumers respond differently
to the same sustainable marketing.

I've chosen a qualitative approach because it lets me
explore these questions more deeply. This research should
provide useful insights into marketing theory for companies
trying to market sustainable products in India’s growing
green marketplace.

Literature Review

Conceptualising Sustainable Marketing: The concept of
sustainable marketing has changed a lot over time. It started
as “green marketing” but has become more complex.
Kumar and Christodoulopoulou say sustainable marketing
is “the process of creating, communicating, and delivering
value to customers in such a way that both natural and
human capital are preserved or enhanced throughout”
(397). This shows how modern sustainability marketing
approaches focus on environmental and social aspects.
Peattie and Belz have tracked how this field has developed.
They discuss three main phases. The first is ecological
marketing, which focuses on specific environmental
problems. Then environmental marketing emerged, taking
a more complete view of product lifecycles. Finally, we got
to sustainable marketing, which incorporates social and
ethical considerations alongside environmental ones (229).
As you can see, the field has gotten more sophisticated
and evolved.
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Consumer Response to Sustainable Marketing:
Research on consumer responses to sustainable marketing
has yielded mixed findings. Some studies suggest that
sustainability claims positively influence purchase intentions
(Grimmer and Woolley 236; Moser 853), while others
indicate that the relationship is moderated by factors such
as perceived authenticity (Minton et al. 75), personal values
(Hosta and Zabkar 1178), and demographic characteristics
(Diamantopoulos et al. 68).

The “attitude-behaviour gap” concept has emerged as

a central challenge in sustainable consumption research.
This gap refers to the discrepancy between consumers’
concerns about environmental issues and purchasing
behaviour (Carrington et al. 141). Various explanations have
been proposed for this gap, including price sensitivity
(Nielsen 563), convenience factors (Joshi and Rahman
128), and scepticism about sustainability claims (Leonidou
and Skarmeas 1614).
Greenwashing and Consumer Skepticism: Consumer
scepticism represents a significant barrier to the
effectiveness of sustainable marketing. Delmas and
Burbano define greenwashing as “the act of misleading
consumers regarding the environmental practices of a
company or the environmental benefits of a product or
service” (64). Research indicates that consumers are
increasingly aware of greenwashing tactics and that
perceived greenwashing negatively impacts brand trust and
purchase intentions (Chen and Chang 505).

Several studies have investigated how consumers

differentiate between authentic sustainability efforts and
greenwashing. Parguel et al. found that consumers use
both intrinsic cues (e.qg., specific claims and their alignment
with the product category) and extrinsic cues (e.g., third-
party certifications) to evaluate the credibility of green claims
(17). Similarly, Schmuck et al. identified that specific and
substantive environmental claims generate less scepticism
than vague or emotional appeals (83).
Research Gap: While extensive quantitative research has
examined the relationship between sustainable marketing
and purchase intentions, qualitative investigations remain
relatively scarce. Hartmann and Apaolaza-Ibafiez argue that
guantitative approaches often fail to capture the complex
psychological processes mediating this relationship (679).
Furthermore, most studies have focused on Western,
educated populations, limiting our understanding of how
sustainable marketing operates across diverse cultural
contexts.

This research seeks to address these gaps by
employing a qualitative methodology to explore the lived
experiences of consumers interacting with sustainable
marketing across different demographic segments. Doing
S0 aims to contribute a more nuanced understanding of
the psychological mechanisms that link sustainable
marketing strategies to consumer purchase intentions.
Methodology

Research Design: | chose a qualitative approach for this
study to investigate how sustainable marketing affects
consumer purchase intentions. Why qualitative? | wanted
to explore this complex topic in-depth and understand how
consumers experience and interpret sustainability
messages. As Creswell and Poth note, qualitative methods
are particularly useful for this exploratory research into
subjective experiences (54).

| conducted in-depth, semi-structured interviews with
participants. These interviews gave me rich, detailed
insights into how people think about sustainability marketing,
their attitudes toward green products, and whether they
intend to buy them after seeing the marketing.
Participant Selection and Sampling: Participants were
recruited using purposive sampling to ensure diversity
across key demographic variables, including age, gender,
education level, and self-reported interest in sustainability.
The final sample consisted of 28 participants from urban
and semi-urban areas across India, with demographic
characteristics as follows:

1. Gender: 15 female, 12 male, 1 non-binary
2. Age: 18-25 (6), 26-35 (8), 36-45 (7), 46-55 (4), 56+ (3)
3. Education: Higher Secondary (5), Undergraduate (13),

Postgraduate (10)

4. Geographic distribution: Delhi NCR (7), Mumbai (5),

Bangalore (6), Chennai (3), Pune (4), Kolkata (3)

5. Self-reported interest in sustainability: High (10),

Moderate (12), Low (6)

Recruitment continued until theoretical saturation was

reached, with no new significant themes emerging from
additional interviews (Glaser and Strauss 97).
Data Collection: Between September 2023 and January
2024, semi-structured interviews lasting 45 and 70 minutes
were conducted. Based on participant preference,
interviews were conducted in either English or Hindi, either
in person or via videoconferencing. The interview guide
included questions on participants’ understanding of
sustainability, their experiences with sustainable products
and marketing in the Indian market, factors influencing their
purchase decisions, and their responses to specific
sustainable marketing campaigns from Indian and
multinational brands operating in India.

Prior to the main interviews, the interview guide was
piloted with three individuals from Delhi who matched the
participant criteria but were not included in the final sample.
Based on their feedback, minor adjustments were made to
improve clarity and cultural relevance.

With participant consent, all interviews were audio-
recorded and subsequently transcribed verbatim for
analysis, with Hindi interviews translated into English where
necessary. Field notes were also taken during interviews
to capture non-verbal cues and immediate reflections.
Data Analysis: | analysed the interview data using thematic
analysis based on Braun and Clarke’s approach (87). My
process looked like this:
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First, | immersed myself in the data by reading the
transcripts multiple times until | felt familiar with everyone’s
responses. Then, | started coding - identifying interesting
features in the data and assigning initial codes to them. |
used an open coding approach here, trying not to force the
data into pre-existing categories.

Next came the hard part—Ilooking for patterns in those
codes and grouping them into potential themes. | reviewed
these themes carefully, checking whether they worked for
the coded extracts and the entire dataset. Sometimes, |
had to go back and refine things. After that, | defined and
named each theme to capture its core meaning.

| used NVivo 12 software to help manage all this data
and track my coding. My approach was abductive—a middle
ground that allowed me to be open to what the data told
me while still using existing Theory to guide my analysis
(Timmermans and Tavory 171).

Trustworthiness and Rigor: Several strategies were

employed to enhance the trustworthiness of the findings:

1. Triangulation: Multiple researchers were involved in the
coding process, and interpretations were discussed to
reach a consensus.

2. Member checking: Preliminary findings were shared
with a subset of participants (n=8) to verify that
interpretations accurately reflected their experiences.

3. Audit trail: Detailed records of the research process,
including raw data, analysis notes, and reflexive
journals, were maintained.

4. Thick description: Rich contextual details were provided
to allow readers to assess the transferability of findings
to other contexts.

Ethical Considerations: The study received approval from
the University Ethics Committee of IM Ahmedabad by the
Indian Council of Medical Research (ICMR) guidelines for
research involving human participants. All participants
provided informed consent and were assured confidentiality
and anonymity per the Information Technology (Reasonable
Security Practices and Procedures and Sensitive Personal
Data or Information) Rules, 2011. Participants were
assigned pseudonyms for reporting purposes, and any
potentially identifying information was removed from
transcripts. Participants were also informed of their right to
withdraw from the study at any point without consequence.
Findings: The analysis of interview data revealed four
major themes related to how sustainable marketing
strategies influence consumer purchase intentions: (1)
authenticity and transparency as trust builders, (2) value
alignment and identity reinforcement, (3) barriers to
sustainable purchasing, and (4) the evolution of consumer
sophistication. Each theme is discussed below with
illustrative quotes from participants.

Authenticity and Transparency as Trust Builders: A

dominant theme across interviews was the critical

importance of perceived authenticity in sustainable
marketing. Participants consistently expressed that their

purchase intentions were strongly influenced by the degree
to which they perceived sustainability claims as genuine
and transparent.

Specific product information and evidence of
environmental impact emerged as key factors in
establishing authenticity. Participants were particularly
responsive to marketing that provided concrete details about
sustainability practices rather than vague claims:

“I'm much more likely to buy something when they tell
me exactly what they’re doing—like specifying that their
packaging reduces plastic waste by 70% or that they use
renewable energy for manufacturing. Those specific claims
feel more trustworthy than just saying they’re ‘eco-friendly’
or ‘natural.” (Priya, 32, Mumbai)

Third-party certifications were frequently mentioned as
important trust signals that enhanced the credibility of
sustainability claims:

“When | see certifications like BIS Eco Mark or GRIHA
Green Product certification, it gives me confidence that their
claims have been verified by someone else. Without that,
I’'m much more skeptical about whether a company is doing
what they claim.” (Rahul, 45, Delhi)

Several participants noted that their trust in sustainable
marketing claims increased when companies were
transparent about both their achievements and challenges:
“What impresses me is when brands are honest about
where they’re succeeding and where they still need to
improve. That kind of transparency makes me believe
they’re committed to sustainability rather than just using it
as a marketing tactic. For example, when Tata Consumer
Products openly discusses their packaging challenges, that
builds trust.” (Deepika, 29, Bangalore)

The company'’s broader reputation and consistency in
messaging also influenced how participants evaluated
sustainable marketing:

“If a company has been discussing sustainability for

years and gradually improving their practices, I'm more likely
to believe their claims. But it feels opportunistic and fake
when a notoriously unethical company suddenly starts
claiming they’re green after violating pollution norms.”
(Vikram, 41, Chennai)
Value Alignment and ldentity Reinforcement: The
second major theme concerns how sustainable marketing
resonates with consumers’ values and identity. Participants
frequently described sustainable purchasing as an
expression of their values and an affirmation of their identity.
Many participants indicated that sustainable marketing was
most effective when it aligned with their existing values and
concerns:

“When marketing speaks to issues | already care
about, like river pollution or air quality in our cities, it makes
me more likely to choose that product. It feels like I'm putting
my money where my mouth is. | particularly connect with
brands that address local environmental concerns like
Ganga river cleanup initiatives.” (Anjali, 26, Pune)
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Purchase intentions were also influenced by the desire to
be part of a positive social movement:

“Buying sustainable products makes me feel like I'm
part of something bigger—Ilike joining a community of
people trying to make a difference. There’s something
powerful about that feeling of collective action, especially
in a country like ours where environmental challenges are
so visible.” (Arjun, 37, Kolkata)

Several participants described how sustainable products
helped them express their identity to others:

“I'll admit there’s a social element to it. When friends
notice my reusable products or when | mention that
something | bought is sustainable, it reinforces my identity
as someone who cares about these issues. It's becoming
part of the urban youth culture in India to be environmentally
conscious.” (Ishita, 24, Delhi)

For some patrticipants, sustainable purchasing provided
a sense of agency in addressing environmental concerns:
“Sometimes environmental problems feel so overwhelming
in our country, especially when you see the pollution in our
cities and plastic waste in our streets, but making
sustainable purchases gives me a sense that I'm doing
something concrete. It's a small action, but it helps me feel
less helpless about the state of our environment.” (Nikhil,
33, Bangalore)

Barriers to Sustainable Purchasing: Despite positive
attitudes toward sustainability, participants identified several
barriers that prevented sustainable marketing from
translating into purchase intentions.

Price premium was the most frequently mentioned barrier:

“l want to be sustainable, but there’s a limit to how
much extra | can afford to pay, especially with the current
inflation. If the organic option costs 50% more, | have to
think twice, even though I'd prefer to make the sustainable
choice. This is a real challenge for middle-class families in
India.” (Kavita, 29, Mumbai)

Participants also described the tension between immediate
personal needs and longer-term environmental concerns:

“Sometimes I'm just too busy or stressed to think about
sustainability. If | need something quickly or shop with my
kids in the local market, convenience often wins over
sustainability concerns. The sustainable options aren’t
always readily available in all neighbourhoods or tier-2
cities.” (Rajesh, 42, Pune)

Scepticism about greenwashing emerged as a significant
barrier to purchase intentions:

“I've become cynical about green claims because so
many turn out to be exaggerated or meaningless, especially
after those exposés about ‘natural’ beauty products in India
that contained harmful chemicals. That skepticism makes
me hesitate before paying extra for supposedly sustainable
products.” (Chitra, 38, Chennai)

Several participants noted inconsistency or confusion in
sustainability information:

“It can be exhausting to figure out what’s sustainable.

Different companies emphasise different aspects of
sustainability; sometimes, what's good in one way is bad in
another. With so many brands now claiming to be ‘eco-
friendly’ but not following proper waste management
protocols as per the Solid Waste Management Rules, that
complexity can be paralysing for consumers.” (Anand, 35,
Delhi)

Evolution of Consumer Sophistication: The final theme
captured the growing sophistication of consumers in
evaluating sustainable marketing claims. Participants
described becoming more discerning over time in their
responses to sustainability messaging.

Many participants reported developing more nuanced
criteria for evaluating sustainable products:

“l used to look for words like ‘natural’ or ‘ayurvedic,’
but now I look for specific environmental impacts. Has this
reduced carbon emissions? Does it use less water? Is it
compliant with the new Plastic Waste Management Rules?
| need those concrete benefits rather than vague claims.”
(Jai, 44, Bangalore)

Participants also described becoming more aware of the
complexity of sustainability issues:

“I've learned that sustainability isn't just about the
environment—it’s also about fair labour practices,
community impact, and the whole supply chain. | now check
if companies follow proper labour standards per the
Factories Act and support local communities. My evaluation
has become much more holistic over the years.” (Meena,
27, Mumbai)

Several participants noted their increasing ability to detect
greenwashing:

“I've gotten better at spotting the red flags—Ilike when
a company focuses on one tiny green aspect while ignoring
their larger environmental impact, or when they use lots of
traditional Indian nature imagery but provide no actual data
about their environmental practices. Many companies add
a tulsi leaf image and call it ‘eco-friendly’ without
substantiation.” (Lokesh, 31, Delhi)

There was a clear generational pattern in how participants
described their evolving response to sustainable marketing:

“Young people today are much more savvy about
sustainability than my generation was. My daughter, who
studies at Delhi University, immediately questions green
claims and seeks verification with NGOs like the Centre
for Science and Environment. In contrast, I'm still learning
how to evaluate these things. The younger generation in
urban India is leading this awareness.” (Aparna, 58,
Mumbai)

Discussion: This study’s findings provide important insights
into the complex relationship between sustainable
marketing strategies and consumer purchase intentions.
This section discusses these findings about existing
literature and theoretical frameworks.

Theoretical Framework:

The Sustainable Purchase Intention Pathway: My
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research findings have led me to develop a new way of
thinking about how consumers respond to sustainable
marketing. | call it the “Sustainable Purchase Intention
Pathway” (SPIP). This framework maps out people’s
psychological journey from first seeing a sustainability-
focused advertisement to forming an intention to buy.

The SPIP borrows elements from Ajzen’s Theory of
Planned Behavior (183) and the Elaboration Likelihood
Model developed by Petty and Cacioppo (125) but combines
and adapts them specifically for sustainable consumption
contexts.

In my model, consumers go through four main stages:

1. Exposure Evaluation: First, they judge whether the
sustainability claims seem authentic and believable

2. Value Resonance: Then they consider if the product’s
environmental attributes match their values

3. Barrier Negotiation: Next, they wrestle with practical
constraints like price and convenience

4. Intention Crystallisation: Finally, based on all these
evaluations, they form their purchase intention

This helps explain something important: sustainable
marketing only works when it successfully guides
consumers through all four stages. It also explains the
famous “attitude-behaviour gap” in sustainable consumption
research - where people say they care about sustainability
but don’t buy sustainable products. My framework suggests
this happens when barriers in stage three derail the process.
Authenticity as the Foundation of Effective Sustainable
Marketing: My research highlights how important
authenticity is in sustainable marketing. This echoes what
Morhart and colleagues (202) and Fritz's team (334) found
earlier. But I've uncovered something new here—I've
identified specific markers that today’s Indian consumers
use to judge whether sustainable marketing is authentic:
They want specific claims rather than vague ones, they
look for evidence of real environmental impact, they
appreciate companies being honest about their limitations,
and they value third-party verification.

What's interesting is how sophisticated consumers
have become in evaluating authenticity. They’'re not just
accepting sustainability claims at face value anymore.
They’re using multiple criteria to decide if a company is
genuinely sustainable or just greenwashing. This connects
to Chen and Chang’s idea of “green perceived value” (508),
but my research emphasises how consumers actively verify
claims rather than just perceiving value.

| also found an interesting tension in sustainable
marketing. While emotional appeals might grab initial
attention, the hard facts and substantive information
ultimately drive purchase decisions. This adds a new
perspective to Hartmann and Apaolaza-lbafiez’s research
on emotional benefits in green marketing (680). My study
suggests marketers must strike a careful balance - use
emotion to engage consumers but back it up with solid
information to maintain credibility.

Identity and Community in Sustainable Consumption:
One of my most interesting findings relates to identity and
community. Participants repeatedly talked about how buying
sustainable products helps them express who they are and
connect with like-minded people. This supports what White
and colleagues found about social identity influencing
sustainable behaviour (1457).

But | think my research takes this further. | found
something that's not emphasised enough in previous
studies - there’s a two-way relationship between sustainable
marketing and identity. Most existing research (like Dermody
et al. 1473) suggests identity influences consumption
choices. However, my interviews revealed that sustainable
marketing can also help shape consumer identity. This
creates a feedback loop: people buy sustainable products
to express who they are, and these purchases, in turn,
strengthen their identity as environmentally conscious
consumers.

The community aspect of sustainable consumption
emerged as particularly important. Marketing that positioned
sustainable choices within broader social movements
appeared to strengthen purchase intentions by addressing
what Corner and Randall term the “collective action
problem” in environmental behaviour (1010). This suggests
that effective, sustainable marketing should frame individual
purchases as meaningful contributions to collective impact.
Evolving Consumer Literacy in Sustainability: The
fourth theme revealed an important temporal dimension in
consumer responses to sustainable marketing. Participants
described a learning process through which they became
more sophisticated in evaluating sustainability claims. This
evolution in consumer literacy has significant implications
for sustainable marketing strategies.

This finding extends Parguel et al.’s work on
greenwashing detection (18) by positioning greenwashing
scepticism as a learned skill that develops over time. It
suggests sustainable marketing strategies must evolve
alongside consumer sophistication to maintain
effectiveness. What was once convincing may become
insufficient as consumers develop more nuanced evaluation
criteria.

The generational differences observed in sustainable
marketing literacy align with research by Naderi and Van
Steenburg on generational variation in sustainability
attitudes (294). However, this study suggests that these
differences may reflect different value orientations and
levels of exposure and learning in navigating sustainable
marketing claims.

Practical Implications for Marketers in the Indian
Context: These findings have several important implications
for marketing practitioners in the Indian market. First, they
suggest that sustainable marketing strategies should
prioritise authenticity and transparency, with specific
emphasis on:

1. Providing concrete, quantifiable information about
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environmental impacts by India’s Environmental
Protection Act, 1986.

2. Securing credible third-party certifications such as BIS
Ecomark, GRIHA Green Product Certification, or India-
specific sustainable standards.

3. Acknowledging limitations and challenges in
sustainability efforts, particularly those relevant to the
Indian context, such as water conservation and plastic
waste management.

4. Maintaining consistency between sustainability claims
and broader corporate actions as per the recent CSR
guidelines under the Companies Act.

Second, the findings indicate that effective, sustainable

marketing in India should connect products with consumers’

identities and values by:

1. Framing sustainable purchases as expressions of
personal values while acknowledging traditional Indian
concepts of conservation and harmony with nature.

2. Highlighting the collective impact of individual purchase
decisions on pressing local environmental issues like
air pollution in urban centres and water conservation.

3. Creating a community around sustainable consumption
through initiatives like community cleanups and local
environmental awareness programs.

4. Emphasising how products help consumers align
actions with aspirations for a cleaner, healthier India.

Third, marketers should address common barriers to

sustainable purchasing in the price-sensitive Indian market

by:

1. Communicating the value proposition that justifies any
price premium, particularly focusing on long-term cost
savings and health benefits relevant to Indian
consumers.

2. Designing sustainable options that minimise
convenience trade-offs and are accessible across
different retail channels, including local Kirana stores.

3. Providing education about sustainability benefits in
accessible formats in both English and Hindi.

4. Offering graduated options at different price points that
allow Indian consumers across socio economic
segments to make incremental changes.

Finally, marketers must adapt to the evolving sophistication

of consumers by:

1. Moving beyond simplistic “green” messaging to more
nuanced sustainability narratives.

2. Providing increasingly detailed information for those
who seek it.

3. Anticipating and addressing potential scepticism
proactively.

4. Developing more comprehensive approaches to
sustainability that address multiple dimensions.

Conclusion

Summary of Key Findings: This study explored the

relationship between sustainable marketing strategies and

consumer purchase intentions through qualitative interviews

with 28 Indian participants across major metropolitan cities.
The findings revealed four key themes: (1) authenticity and
transparency as trust builders in the Indian market, (2) value
alignment and identity reinforcement within the Indian
cultural context, (3) barriers to sustainable purchasing
specific to Indian consumers, and (4) the evolution of
consumer sophistication in evaluating sustainability claims
in India.

Based on these themes, the study proposed the
Sustainable Purchase Intention Pathway as a conceptual
framework that maps the psychological journey from
sustainable marketing exposure to purchase intention
formation. This framework highlights the sequential nature
of consumer evaluation and the potential points where the
pathway may be disrupted.

The findings emphasise that effective, sustainable
marketing requires more than simply making green claims;
it demands authentic communication, alignment with
consumer values, practical accessibility, and adaptation to
evolving consumer literacy in sustainability issues.
Theoretical Contributions: My research contributes to our
understanding of sustainable marketing in several important
ways.

First, most previous studies have used quantitative
methods with surveys and experiments. My qualitative
approach offers something different - a deep dive into the
psychological processes that connect sustainability
marketing with purchase decisions. The rich interview data
reveals nuances that quantitative approaches might miss.
Second, I've developed a new framework - the Sustainable
Purchase Intention Pathway - that builds on existing theories
but is specifically tailored to sustainable consumption. This
framework helps us understand consumers’ unique
psychological journey when evaluating green products.

Third, I've documented something that hasn’t gotten

enough attention - how consumers’ responses to
sustainable marketing change over time. My research
shows that people develop more sophisticated ways of
evaluating sustainability claims as they gain experience.
This temporal dimension adds an important new
perspective to the field.
Limitations and Future Research Directions: My study
has some limitations that are worth acknowledging. Since |
used a qualitative approach, | can’t quantify how important
each factor is or prove causal relationships between
marketing strategies and purchase intentions. Also, while |
tried to include diverse participants, my sample of 28 people
was mainly from major Indian cities like Delhi, Mumbai,
and Bangalore. This means | didn’t capture people’s
perspectives from smaller cities or rural areas, where views
on sustainability might differ.

Where should research go next? | think a mixed-
methods approach would be valuable - perhaps starting
with my qualitative findings and testing them with a larger,
more diverse sample across India. I'm particularly interested

www.nssresearchjournal.com

Page217



RNI No.- MPHIN/2013/60638, ISSN 2320-8767, E- ISSN 2394-3793, Scientific Journal Impact Factor (SJIF)- 8.054,

I—IK Noveen Shodh Sansar (An Internationol Refereed/ Peer Review Multidisciplinary Research Journal)

January to March 2025 E-Journal, Volume I, Issue XLIX, ISO 9001:2015 - E2024049304 (QMS)

in longitudinal research that could track how Indian
consumers’ responses to sustainable marketing change,
especially as our environmental regulations evolve and
public awareness grows. | also think we need studies
comparing urban and rural Indian consumers. The
sustainability challenges and awareness levels in a village
in Bihar versus South Delhi are likely quite different, and
marketing strategies should reflect these differences.

Additional research directions include exploring how

digital and social media are changing the dynamics of
sustainable marketing in India’s rapidly evolving digital
landscape, investigating the role of peer influence and
traditional family decision-making structures in sustainable
purchasing decisions in Indian households, and examining
how the COVID-19 pandemic has affected Indian consumer
priorities regarding sustainability about the government’s
Atmanirbhar Bharat (Self-Reliant India) initiative and greater
emphasis on local production.
Concluding Remarks:My research sheds light on a
complex question: How does sustainable marketing
influence purchase intentions in the Indian market? This is
particularly relevant now, as environmental concerns
become more prominent in Indian society. Government
initiatives like Swachh Bharat have raised awareness, and
we're seeing more public discussion about pollution and
climate change in media and everyday conversations.

I've found that Indian consumers are becoming more
sophisticated in evaluating sustainability claims. Marketing
strategies must keep up with this evolution and address
India’s unigue environmental challenges.

India’s most effective sustainable marketing doesn’t
just make vague claims about being “green” or “eco-
friendly.” It combines three key elements: authentic
communication backed by evidence, alignment with Indian
cultural values and contexts, and practical accessibility for
consumers across different income levels. This approach
is crucial in India, where companies must balance
environmental goals with the economic realities of a
developing nation.

As India continues its economic growth while facing
serious environmental challenges, this research can help
create marketing approaches that benefit businesses and
the environment while supporting our country’s sustainability
goals.
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