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1. Introduction 
 

Green marketing and corporate social responsibility (CSR) have developed as critical principles that firms must 
embrace in today's society when environmental concerns and social obligations are of paramount importance. While CSR 
refers to a company's commitment to tackling social and environmental challenges outside of its profit-making goals, green 
marketing refers to the promotion and selling of environmentally friendly goods and services. This review article intends to 
investigate the relationship between green marketing and CSR, exploring its meaning, importance, and applicability while 
providing a general outline of the scope and objectives of this extensive study. 

 

1.1. Corporate Social Responsibility (CSR) and Green Marketing 
 

The "green marketing" strategy used by companies to create and promote goods and services that are 
environmentally friendly and sustainable and have little to no adverse effects on the environment. The environmental 
advantages of products, such as their low carbon footprint, energy efficiency, and recyclable nature, are frequently 
emphasized in this marketing technique. In contrast, corporate social responsibility (CSR) refers to a company's self-initiated 
projects and deeds that have a good influence on society and the environment. CSR initiatives cover a wide range of 
activities, including philanthropy; community development initiatives, moral corporate conduct, and environmentally sound 
company conduct (Bhardwaj et al., 2023). 

 

1.2. The Value and Relevance of Researching for the Link between CSR and Green Marketing 
 

In today's business environment, the fusion of green marketing and CSR is extremely significant. As environmental 
problems worsen, customers are paying more attention to what they buy and are increasingly drawing more attention to 
goods and services that share their environmental ideals. Like stakeholders, investors and staff are pressing businesses to 
take proactive measures to address social and environmental issues (Nguyen-Viet, 2023). 

An organization's reputation and brand image can be strengthened by the convergence of green marketing and CSR. 
Businesses that include environmental and social responsibility in their fundamental business procedures can increase 
consumer loyalty and stand out in a crowded market. Adopting sustainable practices can also result in cost savings, a 
reduction in resource usage, and long-term business resilience (Ahmed et al., 2023). 

 

1.3. Review Article Goal and Purpose 

Abstract: Corporate social responsibility (CSR) and green marketing are crucial for promoting ethical and sustainable 
company practices. This review article offers a thorough examination of the relationship between green marketing and 
CSR, examining the historical progression, theoretical foundations, and tactical ramifications of green marketing for 
various businesses. It emphasizes the difficulties of "greenwashing," the significance of transparency, and the necessity of 
striking a balance between business objectives and sustainability aims. The study clarifies how government regulations 
and incentives influence green marketing and corporate social responsibility (CSR) practices, highlighting the significance 
of legal frameworks, tax breaks, and public‒private partnerships. With an emphasis on new tactics, projected shifts in 
consumer needs, and prospective areas for further study and development, future trends and prospects in green 
marketing and CSR should be investigated. With an emphasis on consumer behavior, innovative sustainable packaging, 
and the effect of CSR on staff engagement, more research and collaboration are needed to develop green marketing and 
CSR practices. Businesses looking to maximize their positive impact and governments trying to create inclusive and 
successful sustainability legislation can both benefit from its insightful advice. We can all contribute to a greener and 
more socially responsible world by making sustainability a core value and encouraging cooperation. 
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This review article's main goal is to critically examine the connection between CSR and green marketing by examining 
how companies might successfully combine these two ideas to benefit society and the environment. This article's scope 
includes a thorough analysis of the academic literature, case studies, and actual examples that show effective CSR and green 
marketing techniques in a variety of businesses. We will examine the theoretical basis for the combination of green 
marketing and CSR throughout the examination, including the triple bottom line strategy and stakeholder theory. We will 
also look at the obstacles and critiques that businesses trying to adopt these practices have to address, such as the problem 
of "greenwashing," finding a balance between profitability and sustainability and negotiating complicated regulatory 
environments (Rahman and Nguyen‐Viet, 2023). 

The evaluation will also look into how CSR and green marketing strategies affect consumer perception and behavior. 
Businesses looking to forge genuine and long-lasting relationships with their target market will need to understand what 
influence consumer preferences as well as how CSR initiatives affect brand loyalty and trust. We will also examine how 
corporate reporting and transparency help to advance ethical business practices. We can find best practices that improve 
accountability and credibility in the eyes of stakeholders by investigating various reporting formats and certifications. The 
review article concludes by highlighting new developments in sustainable practices, shifting consumer needs, and potential 
topics for future study and collaboration. These trends and opportunities will be discussed in the context of green marketing 
and CSR (Gill et al., 2023). 

To encourage businesses to embrace ethical and sustainable practices that contribute to a greener, more socially 
conscious future, this review article tries to present a thorough and analytical study of the intertwined ideas of green 
marketing and CSR. By looking at successful examples, addressing issues, and spotting possibilities, we seek to equip 
businesses with the knowledge they need to make decisions that are good for their bottom line as well as the health of the 
environment and society (Paruzel et al., 2023). 

 

2. A Historical Perspective on CSR and Green Marketing 
 

2.1. The History and Evolution of Green Marketing 
 

Green marketing originated in the early 1970s when environmental issues first began to receive widespread notice. 
Businesses now need to rethink their procedures and take into account their effects on the environment as a result of the 
current environmental movement. A few pioneering businesses started to promote ecologically friendly goods and 
messaging in response to rising consumer awareness. In the late 1980s, the phrase "green marketing" was formally coined, 
and it soon gained popularity as a marketing tactic. Green marketing in its early phases was concerned mainly with eco-
labeling and emphasizing the environmental benefits of products. In addition to promoting energy-efficient appliances and 
the use of recyclable materials, businesses began introducing items with less packaging. However, green marketing was met 
with skepticism because of worries about "greenwashing," in which businesses overstated or made fraudulent claims about 
the environmental advantages of their products to appeal to environmentally sensitive customers (Table 1) (Fatima and 
Elbanna, 2023). 

 

Table 1 Key milestones that have significantly influenced the integration and development of green marketing and corporate social 
responsibility. 

Year Milestone 

1960s Emergence of Environmental Awareness 

1970 The First Earth Day and Establishment of EPA 

1980 Concept of Sustainable Development gains prominence 

1987 Publication of Brundtl and Report (Our Common Future) 

1990s Rise of Green Consumerism and Environmental Labels 

1991 ISO 14001 Environmental Management Standard established 

1995 Development of Global Reporting Initiative (GRI) 

2000 UN Global Compact Initiative launched 

2006 Stern Review on the Economics of Climate Change 

2008 Financial Crisis and Increased Focus on Corporate Ethics 

2010 UN Sustainable Development Goals (SDGs) adopted 

2012 European Union's Directive on Non-Financial Reporting 

2015 Paris Agreement on Climate Change 

2017 Business Roundtable's Statement on Purpose of a Company 

2019 Shift toward ESG (Environmental, Social, and Governance) 

2020 COVID-19 Pandemic and its Impact on Sustainability 

Present Growing Emphasis on Climate Action and ESG Investing 
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2.2. Corporate Social Responsibility: Its Development 
 

The history of the idea of corporate social responsibility is more extensive. Its beginnings may be seen in the 18th and 
19th centuries, when entrepreneurs such as Cadbury Brothers and Robert Owen started advocating for better working 
conditions and employee welfare. Some businesses started philanthropic endeavors and charity organizations in the early 
20th century to solve societal challenges (Shiri and Jafari‐Sadeghi, 2023). 

In the 1950s and 1960s, when academics and activists emphasized the significance of firms' obligations outside of 
profit maximization, the current notion of CSR started to take shape. The foundation for scholarly discourse on CSR was 
created by Howard R. Bowen's foundational essay "Social Responsibilities of the Businessman," published in 1953. In the 
1970s and 1980s, there was a growing understanding that businesses have moral responsibilities toward society and the 
environment (Liu et al., 2023). 

 

2.3. Important Aspects and Moments in the Integration of CSR and Green Marketing 
 

1. The Exxon Valdez Oil Spill (1989): The disastrous oil spill in Alaska brought corporate environmental disasters to 
the attention of the general public. The significance of CSR and environmentally friendly company practices was 
highlighted by this incident. 

2. Rio Earth Summit (1992): The Rio de Janeiro-based United Nations Conference on Environment and 
Development focused on environmental and sustainability challenges on a worldwide scale. The approval of 
Agenda 21, a comprehensive action plan for sustainable development, was a result of this event, which 
emphasized the role of corporations in fostering sustainable development. 

3. The Rise of Eco-Labeling (1990s): Eco-labels were wellliked as a Green Marketing tool, enabling customers to 
make more informed decisions about environmentally responsible items. Popular eco-labels such as the Energy 
Star and Fair Trade certifications have come to be associated with sustainability and moral behavior. 

4. The ISO 14001 standard was adopted in 1996 by the International Organization for Standardization (ISO), which 
offered a foundation for companies to create efficient environmental management systems. The widespread 
adoption of these guidelines demonstrated a dedication to environmental stewardship. 

5. The Kyoto Protocol (1997): The global climate change agreement established emission reduction goals for 
industrialized countries. This incident encouraged companies to adopt greener procedures and think about 
their carbon footprint. 

6. The Global Reporting Initiative (GRI), which was established in 2000, created sustainability reporting criteria 
and pushed businesses to share their environmental, social, and governance (ESG) performance. This program 
improved CSR effort accountability and openness. 

7. In the 2000s, corporate social responsibility (CSR) transitioned from a fringe idea to a commonplace business 
practice. As more businesses became aware of CSR's ability to promote long-term prosperity and good 
stakeholder relations, they included it in their corporate plans. 
 

The historical view of green marketing and corporate social responsibility (CSR) demonstrates a growing business 
movement toward sustainability and social responsibility. Businesses have progressively come to understand the significance 
of their effects on the environment and society, from the early days of green marketing, which focused on product qualities, 
to the broader and more integrated approach of CSR. A greater understanding of the necessity for businesses to act 
responsibly and benefit society and the environment has resulted from significant turning points and significant events that 
have affected the evolution of these ideas. Businesses will confront new opportunities and challenges as we go forward in 
merging CSR and green marketing, underscoring their importance in addressing global issues and building a more sustainable 
future (Mat Yusoh et al., 2023). 

 

3. Conceptual models and theoretical frameworks 
 

3.1. The Triple-Bottom-Line Approach and How It Affects CSR and Green Marketing. 
 

Economic, environmental, and social sustainability are the three interconnected components that make up the Triple 
Bottom Line (TBL), a sustainability framework (Figure 1). The TBL approach, created by John Elkington in 1994, encourages 
companies to evaluate their success in terms of their impact on people and the environment as well as their financial profit 
(the traditional bottom line). The TBL technique has many applications in CSR and green marketing. This has pushed 
enterprises to take into account not only their economic performance but also their environmental and social performance, 
which is fully in line with fundamental CSR principles. The TBL strategy offers a holistic viewpoint for green marketing, 
enabling businesses to evaluate the sustainability of their goods and services across their life cycles, from the sourcing of raw 
materials to disposal (Ma and Lu, 2023). 

Businesses can create more comprehensive CSR plans that satisfy the demands of many different stakeholders, such 
as employees, consumers, communities, and the environment, by implementing the TBL strategy. Companies can prioritize 

https://doi.org/10.31893/jabb.21001
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long-term sustainability, develop resilience, and make beneficial contributions to society and the environment rather than 
only concentrating on short-term earnings (Bouguerra et al., 2023). 

 

 
Figure 1 Triple bottom line as sustainable corporate performance. 

 

3.2. Implications of Stakeholder Theory for Sustainable Business Practices 
 

According to stakeholder theory, businesses must take into account not only the interests of their shareholders but 
also those of their customers, suppliers, employees, communities, and other groups that may be impacted by their decisions. 
This notion was initially put forth by R. In the early 1980s, Edward Freeman suggested that businesses should prioritize the 
interests of all stakeholders rather than just shareholders. Stakeholder theory is essential for understanding CSR and green 
marketing. Businesses that adopt this strategy must actively engage with their stakeholders, comprehend their requirements 
and expectations, and take into account their suggestions when making decisions. Companies can assure better legitimacy 
and social acceptance of their actions by including stakeholders in the formulation of CSR initiatives and green marketing 
strategies. Stakeholder theory emphasizes the value of developing solid connections with stakeholders based on 
transparency and trust. Businesses can create goodwill and loyalty by actively addressing social and environmental issues 
brought up by stakeholders, which will ultimately result in a stronger brand reputation and customer loyalty (Figure 2) (Allal-
Chérif et al., 2023). 

Furthermore, rather than responding only to outside forces, stakeholder theory urges businesses to take a proactive 
approach to tackling social and environmental challenges. Businesses can identify novel solutions and generate shared value 
by utilizing stakeholders' different perspectives and experience as partners in the transition to sustainability (Al-dmour et al., 
2023). 

 

 
Figure 2 Stakeholder theory and sustainable business practices. 

 

3.3. Sustainability Principles Integration into Marketing Models and Strategies 
 

Effective green marketing and CSR implementation depend on the incorporation of sustainability principles into 
marketing models and tactics. This integration is facilitated by a number of frameworks and ideas: 
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1. The significance of satisfying current customer requirements without sacrificing the capacity of future 

generations to satisfy their needs is emphasized by sustainable marketing. It pushes companies to provide 
goods and services that are economically feasible, socially responsible, and favorable to the environment. 

2. Green product development aims to include sustainability factors throughout the entire product development 
process. Eco-design, obtaining sustainable materials, employing energy-efficient production techniques, and 
guaranteeing recyclable or biodegradable products are all included. 

3. Life cycle assessment (LCA) is a methodical examination of a product's environmental effects over the course of 
its full life cycle, from the extraction of raw materials to disposal. Businesses can find areas for improvement 
and make wise decisions to lessen the environmental impact of their products by completing LCAs. 

4. Cause-Related Marketing: Businesses and nonprofit organizations work together to promote social or 
environmental causes through cause-related marketing. It enables businesses to make the most of their 
marketing initiatives to build brand recognition and generate money for important reasons. 

5. Communicating Sustainability: When informing consumers about sustainability activities, transparency and 
authenticity are essential. To earn the trust of customers, green marketing communications should be 
transparent, verifiable, and free of greenwashing. 

6. Companies can gain a significant economic advantage, appeal to environmentally concerned customers, and 
have a positive impact on society and the environment by incorporating sustainability ideas into their 
marketing models and tactics (Negi et al., 2023). 

 

4. Strategies for CSR and green marketing in various industries 
 

4.1. Retail and Consumer Goods Sector 
 

Consumer tastes and behaviors are significantly influenced by the retail and consumer products industries. Businesses 
in this industry are increasingly using CSR and green marketing tactics to stand out from competition and appeal to 
environmentally conscientious clients as consumer awareness of the environment grows. 

1. Examples of Green Marketing Campaigns that Work 
a. The outdoor clothing company Patagonia is well known for its steadfast dedication to sustainability and 

environmental protection. They started the "Do not Buy This Jacket" campaign to help people think about how 
their purchases might affect the environment and choose more durable goods instead. Customers who care 
about the environment responded favorably to this daring strategy, enhancing Patagonia's standing as a 
genuine and socially conscientious company. 

b. Unilever: A comprehensive CSR project, Unilever's Sustainable Living Plan aims to lessen a company's 
environmental effects and increase its social impact. Moreover, Unilever promotes the environmentally 
friendly practices that underpin its businesses through a variety of green marketing efforts, such as the "Dove 
Real Beauty" campaign, which encourages women to have a positive conception of their bodies and self-worth. 

c. IKEA: The Swedish furniture hotel IKEA places a strong emphasis on sustainability in its marketing initiatives. 
Many people spend money pushing goods that save energy, such as LED lighting and furniture made of 
sustainable wood. The "Circular IKEA" program from IKEA also intends to adopt a circular economic model by 
creating products that can be recycled, repaired, or used again. 

 

4.2. Supply chain management initiatives that integrate CSR 
 

Supply chain management is crucial for promoting sustainable practices in the retail and consumer products 
industries. Many businesses have made major efforts to incorporate CSR programs into their supply chains, which has had a 
positive influence on the environment and society. 

 

a. Wal-Mart: One of the biggest retailers in the world, Wal-Mart has made significant investments in sustainability 
throughout its supply chain. Walmart works with suppliers as part of their "Sustainability 360" program to cut 
greenhouse gas emissions, encourage ethical sourcing, and eliminate waste. This strategy has not only lessened 
the company's environmental impact but also motivated numerous suppliers to change their business 
practices. 

b. Nestlé is a multinational food and beverage company that values ethical farming methods and sustainable 
sourcing greatly. The business collaborates with farmers to advance sustainable farming practices and improve 
their standard of living. Nestlé addresses environmental and social issues while preserving the quality and 
integrity of its goods by incorporating CSR activities into its supply chain. 

c. Procter and Gamble (P&G): By closely collaborating with suppliers to create eco-friendly packaging options and 
lower water and energy use, P&G has made tremendous progress toward sustainability. P&G wants to achieve 

https://doi.org/10.31893/jabb.21001
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zero manufacturing waste to landfills, 100% renewable energy sourcing, and 100% recyclable or reusable 
packaging through its "Ambition 2030" program. 

d. The incorporation of CSR efforts into supply chain management in the consumer products and retail sectors not 
only lessens environmental effects but also improves brand recognition, deepens stakeholder relationships, 
and promotes a culture of responsibility and accountability (Morales-Rios et al., 2023; Le, 2023; Tsoulfas, 2023). 

 

4.3. Technology and Electronics Industry 
 

In recent decades, the technology and electronics sector has experienced rapid expansion and innovation, but this has 
also been accompanied by an increase in environmental concerns. Therefore, businesses in this sector are rapidly 
implementing green marketing and CSR strategies to solve sustainability issues and satisfy consumer demand for 
environmentally and socially conscious goods and methods. 

 

5. Innovation in sustainable product design 
 

Sustainable product design and innovation are essential for minimizing environmental footprints in the technology 
and electronics sectors. Making environmentally friendly products a priority has helped several businesses produce more 
resilient, recyclable, and energy-efficient products. 

 

a. Apple: With a program similar to its "Apple Renew" program, which encourages users to recycle their old Apple 
devices, Apple has been at the forefront of sustainable product design. Through energy-efficient production 
and operations, the company has made strides toward lowering its carbon footprint. Some of its products also 
use recycled components. 

b. Samsung: By creating eco-friendly packaging and promoting energy-efficient products, Samsung has made 
progress in the area of sustainability. The "Eco-Design Process" of a company places a strong emphasis on life 
cycle evaluation to recognize and reduce environmental consequences at every step of a product's life. 

c. HP (Hewlett-Packard): HP is dedicated to environmentally friendly innovation, creating goods that use less 
energy and contain recycled materials. Organizations have set challenging targets for reducing waste and 
greenhouse gas emissions throughout their supply chains. 

 

6. Programs for managing and recycling e-waste 
 

The rate of electronic garbage (e-waste) creation is high as a result of the rapid pace of technological development. To 
reduce environmental damage and recover important resources, responsible e-waste management and recycling programs 
are essential. 

a. Dell: Dell has a reputable e-waste recycling program that enables users to return used items for 
environmentally friendly disposal. Additionally, the business has made an effort to employ recycled plastics in 
its goods and packaging to lessen its reliance on virgin resources. 

b. Sony: To ensure that its electronic items are properly recycled, Sony has implemented take-back programs in a 
number of different nations. The company aims to minimize waste formation during manufacturing and 
focuses on decreasing dangerous compounds in its goods. 

c. Microsoft: Microsoft has embraced eco-friendly packaging for its products and is dedicated to safely recycling 
electronic trash. The business also stresses the significance of properly and ethically disposing of e-waste. 

 

6.1. Food and beverage industry 
 

Due to resource-intensive farming practices and intricate supply chains, the food and beverage industry has particular 
sustainability concerns. In this industry, green marketing and CSR initiatives play a critical role in fostering positive change 
and advancing more sustainable food systems. 

 

7. Ethics in production and sustainable sourcing 
 

a. Unilever: Unilever is committed to obtaining agricultural raw commodities, including palm oil, soy, and tea, 
from sustainable sources. The "Sustainable Agriculture Code" of businesses encourages farmers to adopt eco-
friendly practices and guarantees ethical sourcing. 

b. Nestlé: Nestlé places strong emphasis on the ethical sourcing of important goods such as cocoa and coffee. The 
"Nestlé Cocoa Plan" and the "Nescafé Plan" encourage sustainable cultivation, assist regional communities, and 
safeguard natural resources. 

c. Danone: Danone has a comprehensive "One Planet. One health program places a high priority on the 
preservation of biodiversity, regenerative agriculture, and sustainable ingredient sourcing. 

 

https://doi.org/10.31893/jabb.21001
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8. Sustainable packaging and waste reduction initiatives 
 

a. By 2025, all of Mars's packaging will be recyclable, reused, or biodegradable. To combat plastic pollution, the 
corporation also invests in trash reduction programs and works with partners. 

b. Coca-Cola: By 2030, Coca-Cola plans to collect and recycle one bottle or can for each one it sells. The business 
prioritizes lightweight packaging that uses more recycled materials in its bottles. 

c. Kellogg's: Kellogg's wants to enhance recycling and reduce packaging waste. The business has improved its use 
of environmentally friendly packaging, and its "Better Days" campaign has made a commitment to ethical 
production and sustainable sourcing. 

 

8.1. Vehicle Industry 
 

Due to resource-intensive production methods and considerable carbon emissions, the automotive sector has a 
significant negative influence on the environment. The transformation of this industry toward sustainability and the 
promotion of eco-friendly practices depend heavily on green marketing and CSR tactics. 

 
9. Development and marketing of environmentally friendly vehicles 
 

a. Tesla has been at the forefront of developing and marketing environmentally friendly vehicles. Tesla is a leader 
in electric vehicles (EVs). The company's dedication to sustainable transport is ingrained in its goal to quicken 
the global switch to renewable energy. 

b. Toyota: Toyota has made significant investments in fuel cells and hybrid vehicles, highlighting its dedication to 
lowering greenhouse gas emissions. The organization's "Environmental Challenge 2050" has high objectives for 
attaining carbon emissions and supporting sustainable mobility. 

c. BMW: BMW has launched electric cars under its "BMW i" sub brand and focuses on electric mobility. In its 
marketing campaigns, the firm strongly emphasizes the performance and sustainability features of its electric 
vehicles. 

 

10. Initiatives by businesses to cut their carbon footprint 
 

a. Ford: Ford has made investments in environmentally friendly production methods and has set targets to lower 
its carbon footprint. To minimize its influence on the environment, the company's "Ford Green Pillar" strategy 
emphasizes product innovation and operational effectiveness. 

b. General Motors (GM): By 2035, GM wanted to sell solely electric vehicles. GM is used worldwide without 
causing pollution. Initiatives to lower emissions, save resources, and improve sustainability are outlined in the 
company's "Our Path to Zero" plan. 

c. Volkswagen: Volkswagen has made an announcement of its "Way to Zero" program, which aims to achieve 
carbon neutrality throughout the whole value chain by the year 2050. The business is committed to converting 
to electric vehicles and using renewable energy in all aspects of its operations. 

Initiatives to lower carbon footprints are essential for the automotive industry to move toward sustainability. A 
greener and more socially responsible future is created when businesses continue to implement and innovate green 
marketing and CSR strategies, satisfying the demands of conscientious consumers and tackling urgent global concerns. 
Businesses have the power to influence positive change and have a significant impact on the environment and society by 
prioritizing sustainability across all industries (Revathy and Radhika 2023; Dash et al 2023; Oppong-Tawiah and Webster 
2023). 

 

11. Green marketing and CSR practices: Challenges and criticisms 
 

Many businesses have used green marketing and CSR strategies to appeal to stakeholders and consumers who are 
environmentally sensitive as a result of the growing emphasis on sustainability and social responsibility. Even though these 
programs are essential for creating change, there are obstacles and drawbacks that need careful evaluation. In this section, 
we will look at some of the major issues and objections to CSR and green marketing practices. 

 

11.1. Greenwashing: recognizing false claims and misleading representations 
 

One of the biggest problems with CSR and green marketing may be green washing. This means that deceiving 
customers into thinking about a company's goods or behavior are more environmentally or socially responsible than they 
actually are. Consumer trust may be damaged by this dishonest marketing tactic, which may also jeopardize sincere 
sustainability initiatives. 
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Greenwashing is common due to the number of variables. To take advantage of the rising demand for 
environmentally friendly products, businesses may inflate or falsify their environmental accomplishments. It can be difficult 
for consumers to distinguish between actual sustainability efforts and marketing jargon in some circumstances because 
corporations utilize confusing or vague phrases that are difficult for them to verify. 

Consumers and stakeholders must be watchful in scrutinizing company claims and looking for transparency and proof 
to support their sustainability initiatives to combat "greenwashing." Governments and regulatory organizations may also be 
able to help by implementing stronger regulations and imposing harsher sanctions for making false or deceptive 
environmental claims. Additionally, consumers can receive reliable information about a company's sustainable practices by 
adopting eco-labels and certifications from respected third-party organizations (Table 2). 

 

Table 2 List of examples of greenwashing practices in various industries. 

Sr. No. Industry Greenwashing Practice 

1 Food and Beverage Labeling products as "organic" but using nonorganic ingredients 
2 Fashion Advertising "sustainable" clothing, but engaging in fast fashion and unethical manufacturing 
3 Technology Promoting a "green" image, but failing to address e-waste and recycling 
4 Energy Claiming to be 100% renewable, but purchasing renewable energy certificates (RECs) 
5 Personal Care Using "natural" labeling without disclosing synthetic ingredients 
6 Cleaning Products Presenting products as "eco-friendly" without providing evidence of eco-certifications 
7 Transportation Promoting "green" initiatives, but contributing to high greenhouse gas emissions 
8 Hospitality Marketing as "eco-friendly," but using excessive single-use plastics and waste 

 

11.2. Putting sustainability and profitability goals in balance 
 

For companies implementing CSR practices, striking a balance between profitability and sustainability objectives is a 
major problem. Stakeholders who favor short-term financial rewards over long-term sustainability initiatives may oppose 
companies internally. This conundrum raises the possibility of conflicts between purely commercial choices and morally 
upright choices. Investments in raw materials produced ethically, supply chain reform, or switching to renewable energy 
sources are just a few examples of sustainability measures that can demand significant financial outlays. While these 
expenditures may have a long-term payoff, they may have a negative effect on short-term profitability and present 
difficulties for companies with low profit margins. 

Companies must understand that sustainability is an investment in the future rather than merely a cost if they are to 
successfully meet this challenge. Stakeholder support can be gained by incorporating sustainability into the main business 
plan and showcasing the potential rewards of these investments. Additionally, businesses can pinpoint areas where 
sustainability initiatives overlap with prospects for cost savings, strengthening the business case for green practices. 

 

11.3. Issues with regulation and industry standards 
 

It can be challenging for organizations employing green marketing and CSR practices to navigate regulatory concerns 
and adhere to industry norms. Confusion and inconsistency may result from the lack of uniform definitions and 
recommendations for sustainable practices across sectors and geographical areas. 

The regulatory frameworks for environmental and social reporting may differ between nations, making it difficult for 
multinational corporations to implement consistent practices across their operations. Inconsistent claims and customer 
misunderstandings might result from the lack of a generally acknowledged definition of sustainability and green practices. 
Governments can try to harmonize sustainability reporting standards and provide firms with clearer instructions to address 
regulatory concerns. Establishing globally acknowledged frameworks such as the Global Reporting Initiative (GRI) or the 
United Nations Global Compact can make reporting more uniform and boost the openness of CSR initiatives. 

Companies can actively participate in industry associations and work with stakeholders to produce sector-specific 
sustainability standards and guidelines. Businesses can increase their reputation and demonstrate their dedication to sincere 
sustainable practices by partnering with well-known certifications and eco-labels. 

 

12. Consumer attitudes and actions 
 

The success of green marketing and corporate social responsibility efforts is significantly influenced by consumer 
perception and behavior. A company's plans and results can be dramatically impacted by knowing how consumers view 
sustainability efforts and what influences their purchase decisions. In this section, we look at how green marketing affects 
consumer attitudes and purchasing behavior, how CSR contributes to brand loyalty and trust, and what discourages and 
encourages people from using environmentally friendly goods and services. 

 

12.1. Effect of green marketing on consumer attitudes and purchasing behavior 
 

https://doi.org/10.31893/jabb.21001
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Initiatives in green marketing are designed to inform customers about a company's commitment to sustainability and 
environmentally friendly products. The views and purchases of consumers are strongly influenced by these activities. 
According to related research, increasingly more shoppers are prioritizing sustainability when making decisions about their 
purchases. Green marketing may enhance brand perception and foster a favorable brand image when executed honestly and 
sincerely. Customers are more likely to believe in and support businesses that show a sincere dedication to environmental 
stewardship. Consumer attitudes can be significantly influenced by green marketing messages that highlight the practical 
advantages of eco-friendly products, such as energy savings or decreased waste. 

However, greenwashing and false claims have the potential to negatively affect the effectiveness of green marketing. 
Consumers are turning out to be more discerning and skeptical of marketing messaging, which prompts them to look for 
transparency and supporting data to support sustainability promises. Misleading green marketing can damage customer 
confidence and provoke resentment from those who care about the environment (Schoenmaker and Schramade, 2023; 
Sharma et al., 2023; Correia et al., 2023). 

 

12.2. The function of CSR in creating brand loyalty and credibility 
 

Corporate social responsibility programmes can have a large impact on consumer trust and brand loyalty. The 
customer perception of a company increases when it actively participates in CSR initiatives that reflect customer values and 
address social and environmental challenges. Consumers have a great affinity for CSR programs that emphasize 
environmental stewardship, employee wellbeing, and community involvement. 

Companies that prioritize CSR and openly share their progress with customers might strengthen their emotional bonds 
with them. Customers frequently experience loyalty and pride when they choose to patronize businesses that make 
beneficial contributions to society and the environment. CSR programs can promote a feeling of shared values between a 
business and its clients, resulting in enduring brand advocacy. CSR initiatives must, however, be genuine and incorporated 
into the operations and core values of the business to be successful. Initiatives in CSR that are superficial or tokenistic and 
lack true dedication can backfire and result in charges for greenwashing or cause-related marketing performed simply for 
profit (Fatma and Khan, 2023; Shafiq et al., 2023). 

 

12.3. Consumers' reluctance to use eco-friendly products and services and their motives 
 

Although there is an increasing demand for eco-friendly goods and services from consumers, there are still a number 
of factors that limit their uptake. 

 

12.3.1. Barriers 
 

1. Higher Prices: Consumers who are concerned about their budget may be put off by eco-friendly products' 
perceived higher costs. 

2. Lack of Knowledge: Consumers might not be aware of environmentally friendly options or how their decisions 
affect the environment. 

3. Limited availability: Eco-friendly goods may only be available in certain areas, which limits customer access to 
them. 

4. Skepticism: Greenwashing and false claims might make consumers doubtful of eco-friendly products and hesitant 
to adopt them. 

 

12.3.2. Motivations 
 

1. Environmental Concerns: Many people actually care about the environment and want to have a good influence 
on it through their purchases. 

2. Health and wellbeing: Eco-friendly items are frequently connected with safer and healthier options, appealing to 
consumers who are concerned about their health. 

3. Social Identity: Some consumers choose eco-friendly products to express their dedication to sustainability and to 
conform to their own personal ideals. 

4. Government and NGO Support: Governments and nongovernmental organizations can encourage consumers to 
make environmentally responsible decisions through supportive legislation and campaigns. 

 

13. Reporting by corporations and transparency 
 

Transparency and corporate reporting are essential elements of CSR and green marketing strategies. They entail 
informing multiple stakeholders about a company's environmental, social, and governance (ESG) performance; sustainability 
initiatives; and impacts. This section will look at voluntary reporting frameworks and certifications, the impact of 
transparency on stakeholder trust and consumer perception, and reporting and disclosure practices related to sustainability. 
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13.1. Practices for Sustainability Reporting and Disclosure 
 

The practice of informing stakeholders of a company's environmental, social, and governance performance is known 
as sustainability reporting. This involves disclosing details regarding the organization's sustainability strategies, goals, and 
progress. Enhancing transparency and accountability through sustainability reporting will enable stakeholders to evaluate a 
company's commitment to sustainable practices. 

The important elements of reporting on sustainability include the following: 
1. Data on a company's energy use, greenhouse gas emissions, water use, trash generation, and other 

environmental effects are included in the "environmental metrics" category. 
2. Reporting on workplace policies, worker satisfaction, diversity and inclusion programs, community involvement, 

and human rights are all included in the category of social metrics. 
3. Metrics related to corporate governance, executive compensation, and moral business conducts are included in 

this category. 
4. Sustainability Objectives and Targets: Businesses frequently include their sustainability goals and targets in their 

reports to show their dedication to ongoing improvement. 
There are many ways to report on sustainability, including standalone reports, reports that combine financial and 

sustainability performance, and disclosures found in annual reports or on company websites. 
 

13.2. Effect of Transparency on Consumer Attitudes and Stakeholder Trust 
 

Trust among stakeholders and consumer impressions are both significantly influenced by transparency. Consumers 
and other stakeholders now demand more openness from businesses regarding their effects on the environment and society 
as well as their attempts to address sustainability issues. Making educated purchasing decisions is made possible for 
customers through the transparency of sustainability reporting. Consumers are more likely to believe claims made in green 
marketing efforts when businesses are transparent about their sustainability initiatives. Genuine transparency improves 
brand loyalty, consumer trust, and a company's ability to stand as a socially and ecologically responsible organization. 

Transparency is also valued by stakeholders since it enables them to judge a company's ethical standards and 
dedication to sustainable practices. Stakeholders include investors, employees, suppliers, and communities. Better 
interactions between businesses and their stakeholders are made possible by transparent reporting, which increases 
confidence and trust. On the other hand, customers and stakeholders may become skeptical and mistrustful due to a lack of 
transparency or greenwashing. Companies run the risk of harming their brand name and losing stakeholder trust when they 
make nebulous or unsubstantiated statements about their sustainability efforts. 

 

13.3. Comparing Certifications and Voluntary Reporting Frameworks 
 

Companies have access to a number of voluntary reporting frameworks and certifications to organize their 
sustainability reporting. The most well-known methods are as follows: 

1. Global Reporting Initiative (GRI): The GRI offers a thorough framework for sustainability reporting that 
addresses implications for the economy, the environment, and society. It provides reporting guidelines and has 
been extensively embraced as a standard for sustainability reporting globally. 

2. Sustainability Accounting Standards Board (SASB): The SASB offers sector-specific reporting guidelines with a 
focus on financially significant sustainability issues that are important to every industry. 

3. UNGC: The UNGC urges businesses to align their operations and strategies with 10 universal principles in the 
areas of human rights, labor, the environment, and anticorruption. Companies that take part in the UNGC 
agree to report their progress annually. 

4. The ISO 26000 standard offers a framework for businesses to evaluate and enhance their social impacts and 
offers recommendations on social responsibility. 

5. Companies that achieve strict social and environmental performance standards are awarded B Corporation (B 
Corp) certification. It denotes a dedication to responsible, mission-driven business practices. 

Each certification program and reporting framework has advantages and focuses on particular facets of sustainability 
reporting. The option that best fits a company's principles, industry, and stakeholder expectations might be chosen (Ghaffar 
et al., 2023; Githaiga and Kosgei, 2023). 

 

14. Governmental measures and rewards 
 

14.1. The Impact of Governmental Regulations on the Development of CSR and Green Marketing 
 

Through the provision of a legal framework that encourages businesses to adopt sustainable practices and be socially 
responsible, government regulations play a vital role in influencing green marketing and corporate social responsibility (CSR) 
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practices. These rules establish environmental standards and demand reporting obligations and apply sanctions for 
noncompliance, incentivizing companies to prioritize sustainability. 

1. Government rules frequently set minimum environmental criteria that businesses must adhere to. These 
requirements may cover emissions, waste management, resource use, and other topics. Governments 
encourage businesses to adopt eco-friendly practices to reduce their environmental impact by enforcing these 
requirements. 

2. Mandatory Reporting: Some nations demand that businesses use sustainability reporting to disclose their social 
and environmental performance. This openness makes it possible for stakeholders and customers to assess a 
company's CSR initiatives, fostering responsibility and driving up businesses' sustainability standards. 

3. Emission Reduction Targets: As part of their climate action strategies, governments may establish emission 
reduction targets. To achieve their obligations on a national and international level, these goals may encourage 
businesses to invest in low-carbon technologies, energy efficiency programs, and renewable energy sources. 

4. Governments may implement ecolabeling and certification programs to assist customers in identifying 
sustainable goods and services. These labels encourage businesses to fulfill specific environmental 
requirements to receive certification, hence advancing green marketing (Moodaley and Telukdarie, 2023). 

 

14.2. Tax Breaks and Financial Aid to Support Sustainable Business Initiatives 
 

Governments employ tax breaks and subsidies as effective tools to support sustainable business efforts. These 
monetary rewards encourage businesses to adopt eco-friendly procedures and make green technology investments. 

1. Tax Credits for Renewable Energy: Governments frequently give businesses that invest in renewable energy 
sources such as solar, wind, or geothermal tax credits or deductions. With the help of these incentives, green 
energy is now more commercially viable and appealing to companies. 

2. Green building incentives: Many governments provide enterprises that build new buildings or renovate existing 
buildings to fulfill green building requirements, including LEED certification, tax discounts or lower permission 
fees. This promotes energy-efficient building techniques and sustainable construction methods. 

3. Carbon Pricing: Systems that use carbon pricing, such as carbon taxes or cap-and-trade programs, offer 
financial incentives to businesses to cut their carbon emissions. Governments encourage firms to adopt more 
environmentally friendly practices by imposing a price on carbon to reduce expenses. 

4. Governments may provide grants or subsidies to businesses conducting research and development (R&D) 
activities aimed at developing sustainable technology and solutions. These subsidies encourage creativity and 
develop sustainable practices. 
 

14.3. How Well Public‒Private Partnerships Promote Sustainability Efforts 
 

Public‒private partnerships (PPPs) are cooperative initiatives involving public and private sector organizations to 
tackle societal issues. PPPs can be very effective at promoting sustainability initiatives because they combine different 
perspectives, resources, and experiences to address complicated problems. 

1. Infrastructure Development: PPPs can accelerate the creation of sustainable infrastructure initiatives such as 
mass transit networks, renewable energy facilities, and trash disposal sites. These initiatives are socially and 
environmentally responsible thanks to the combined knowledge of the public and private sectors. 

2. Technology Transfer and Knowledge Exchange: PPPs make it possible to exchange sustainable technologies and 
best practices between the public and private sectors. The adoption of sustainable practices and technologies 
is sped up by this knowledge exchange. 

3. PPPs can help capacity-building projects by providing resources and training to both public and private 
organizations to improve their capacity for sustainability. 

4. Policy development: Partnerships between corporations and governments (PPPs) can result in more 
comprehensive and effective sustainability policies. Governments may ensure that rules are workable, 
practicable, and supportive of sustainable business practices by including private sector stakeholders in the 
policy creation process (Kaur et al., 2023). 

 

15. Future Opportunities and Trends 
 

Green marketing and corporate social responsibility (CSR) will become increasingly important in influencing business 
practices and consumer behavior as the globe struggles to address urgent environmental and social issues. Future trends and 
prospects in green marketing and corporate social responsibility will be examined in this section, along with novel tactics, 
expected changes in consumer needs and expectations, and prospective topics for additional study and investigation. 

 

15.1. New Approaches to CSR and Green Marketing 
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1. Integration of digital and social media: To reach a wider audience, future green marketing techniques are 
anticipated to make use of digital and social media platforms. Social media provides a powerful platform for 
connecting with customers, sharing sustainability projects, and promoting environmentally friendly goods and 
services. Businesses may employ augmented reality (AR) and virtual reality (VR) to offer immersive experiences 
that highlight their environmentally friendly practices and effects. 

2. Transparency and Personalization: Consumers love transparency and seek out personalized experiences. Green 
marketing tactics that prioritize individualized eco-friendly advice and open reporting on sustainability 
initiatives can increase consumer engagement and confidence. 

3. Adoption of the Circular Economy Model: Green marketing and CSR initiatives will increasingly incorporate the 
circular economy model, which emphasizes resource recycling, reuse, and repurposing. Companies that adopt 
circular business models will be well positioned to appeal to consumers who care about the environment and 
reduce waste. 

4. Sustainable supply chain management: Sustainable supply chain management will receive more attention in 
CSR efforts. Companies wishing to assure the sustainability and moral sourcing of their products will need to 
work with suppliers to enhance environmental and social practices (Pooja, 2017). 

 

15.2. Changes in Consumer Demands and Expectations That Are Expected 
 

1. The demand for environmentally friendly goods and services will continue to be driven by consumers' 
knowledge of climate change. Businesses will come under increased pressure to demonstrate their dedication 
to tackling climate change and offering solutions to environmental problems. 

2. Consumers will prefer brands that uphold high ethical standards and social responsibilities. Consumer loyalty 
will be attained by businesses that support local communities, prioritize employee well-being, and invest in CSR 
programs. 

3. Demand for Transparency and Authenticity: Consumers will demand complete transparency and authenticity 
from businesses in the future. They will want authentic certificates from reputable third-party organizations as 
well as information that can be used to verify sustainability claims. 

4. Adoption of green technology: The use of green technology, such as renewable energy, electric vehicles, and 
environmentally friendly packaging options, will increase. Businesses will accord with consumer desires and 
help to create a more sustainable future if they adopt and promote green technologies. 

 

15.3. Prospective Research and Exploration Topics 
 

1. Consumer Decision-Making and Behavioral Economics: More research into consumer sustainability-related 
behavior and decision-making can help inform green marketing tactics. Businesses can effectively customize 
their marketing messages by having a thorough understanding of the psychological elements that drive 
sustainability choices. 

2. Impact of CSR on Employee Engagement and Retention: Investigating the relationship between CSR initiatives 
and employee happiness, engagement, and retention can offer employers useful information on the 
advantages of funding employee-centric sustainability programs. 

3. Innovations in sustainable packaging can greatly lessen the environmental impact of product packaging 
through research and development into sustainable packaging materials and designs. 

4. Technology's Place in Sustainability Reporting: Examining how to use cutting-edge innovations such as block 
chain and artificial intelligence in sustainability reporting can increase transparency and streamline the 
processes for verifying data (Deshmukh and Tare, 2022). 

 

16. Final considerations 
 

The journey through the world of corporate social responsibility (CSR) and green marketing has shed light on the 
critical functions that these practices serve in establishing sustainable companies and encouraging good change. 
Recapitulating the major conclusions and revelations from this in-depth review article serves as a helpful reminder of the 
potential of integrating commercial objectives with ethical and social concerns. 

CSR and green marketing have developed from niche ideas to crucial elements of contemporary corporate strategies. 
Businesses are starting to understand the benefit of sustainability as a core value that is essential for winning over the trust 
and loyalty of consumers who care about the environment. The historical viewpoint highlights the development and 
integration of CSR and green marketing, emphasizing their crucial role in resolving urgent environmental and social issues. 

Theories such as the Triple Bottom Line approach and stakeholder theory have emphasized the significance of 
considering the economic, social, and environmental implications of corporate choices. Integrating sustainability concepts 
into marketing models and tactics and putting a strong emphasis on transparency have been identified as significant drivers 
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of customer trust and genuine brand perception. Green marketing and CSR initiatives have demonstrated their potency in a 
variety of industries, illustrating how businesses may successfully engage stakeholders and customers by exhibiting a sincere 
commitment to sustainable practices. Successful case studies have shown how sustainability programs not only improve 
brand reputation but also contribute to societal and environmental well-being in a variety of industries, from the consumer 
goods and technology sectors to the food, beverage, and automobile industries. 

However, despite their many achievements, green marketing and CSR practices have also faced difficulties and 
criticism, which have highlighted certain important issues. The ubiquity of "greenwashing" has highlighted the value of 
sincerity and openness. Businesses must view sustainability as an investment in the future rather than just an expense to 
balance profitability with sustainability goals. The evaluation emphasized the transformative effects of regulatory 
frameworks and financial support in the area of public policies and incentives. Through tax incentives, carbon pricing 
mechanisms, and the development of public‒private partnerships, policymakers hold the key to advancing sustainable 
practices. Sustainability will continue to be a driving factor in corporate strategies according to the future trends and 
possibilities discussed in this assessment. Sustainable supply chain management, digital and social media platforms, circular 
economy principles, and green marketing innovations will all be combined. Businesses must adjust to changing consumer 
demands as people grow more environmentally concerned, placing an emphasis on moral and socially conscious behavior 
and offering open communication to satisfy consumer expectations. 

The consequences for firms and governments are obvious: Green marketing and CSR are now necessary elements of a 
successful and ethical business strategy; they are no longer optional. Businesses must first establish sustainability, 
incorporate it into their fundamental principles, and work with stakeholders and the government to promote collective 
action. The ability to create an enabling environment rests with policymakers, who can encourage sustainable business 
practices that advance societal and environmental well-being through favorable rules and financial incentives. The need for 
ongoing study and cooperation to advance CSR and green marketing strategies is becoming more critical as we look to the 
future. Businesses looking to maximize their positive impact can gain important insights from further study of customer 
behavior, environmentally friendly packaging developments, and the effects of CSR on employee engagement. Finding cures 
requires cooperation between corporations, governments, academia, and civil society. 
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