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Abstract: Literature review research on green marketing analysis: branding, positioning and 
environmentally friendly products is a scientific literature article in the scope of marketing 
management science. The purpose of this literature research is expected to build a hypothesis 
regarding the influence between variables that can later be used for further research in the scope 
of marketing management. The approach used in this study is descriptive qualitative. The data 
collection technique uses literature studies. The data used in this descriptive qualitative 
approach comes from previous research that is relevant to this study and is sourced from 
academic online media such as the Scopus Emerald Journal, Sage, WoS, Sinta Journal, DOAJ, 
EBSCO, Google Scholar and digital reference books. The results of this literature review article 
are: 1) Branding has an effect on green marketing; 2) Positioning has an effect on green 
marketing; and 3) Environmentally friendly products have an effect on green marketing. 
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INTRODUCTION  

In light of the increasing global recognition of the environmental catastrophe, green 
marketing has emerged as a significant and pertinent commercial strategy. The need for more 
ecologically sustainable alternatives has been prompted by climate change, pollution, and the 
unsustainable exploitation of natural resources, leading both consumers and companies to 
actively pursue environmentally friendly solutions. Companies that are capable of 
implementing green marketing strategies not only help to the preservation of the environment 
but also cultivate a favourable perception among consumers who are progressively worried 
about ecological matters. To fully comprehend how organisations can attain genuine 
sustainability, it is crucial to examine the significance of branding, positioning, and green 
products in the realm of green marketing (Amoako et al., 2022). 
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Branding plays a crucial role in the implementation of green marketing strategies. 
Robust and unwavering branding can assist organisations in distinguishing themselves from 
rivals and cultivating consumer allegiance. In the current era of abundant information, 
customers are becoming more discerning when it comes to evaluating the environmental 
assertions put forth by firms. Hence, it is crucial to maintain transparency and consistency in 
brand communication. The brands that achieve success in green marketing are the ones that can 
establish trust with consumers by implementing genuine and open business practices. In order 
to prove their dedication to the environment, they must show that it is not merely a marketing 
tactic, but a fundamental aspect of the company's goal and activities (Bashir et al., 2020). 

Positioning is an essential factor in green marketing, alongside branding. Efficient 
positioning enables organisations to distinctively position their products or brands in the 
market, emphasising the sustainable features that serve as their primary selling factors. An 
essential initial task is to identify the market categories that exhibit the highest level of 
responsiveness towards environmentally-friendly products. These groups typically include of 
consumers that possess a heightened environmental awareness and are willing to allocate a 
higher budget for products that promote sustainability. After identifying the market categories, 
organisations need to effectively convey a concise and persuasive message regarding the 
environmental advantages of their products. The message needs to be consistently conveyed 
through various communication channels in order to strengthen the brand's positioning as a 
sustainability front runner (Chen et al., 2020). 

Susanto, Mahaputra, et al., (2024) states that green marketing revolves around the 
promotion of environmentally-friendly products. Environmentally conscious products not only 
fulfil customer demands but also reduce their ecological impact. This entails the utilisation of 
sustainable raw resources, eco-conscious manufacturing methods, and packaging that can be 
recycled. The implementation of inventive, ecologically conscious product design can yield a 
notable edge over competitors. Energy or water efficient products not only decrease resource 
usage but also attract environmentally conscious buyers. The introduction of innovative green 
products can serve as a catalyst for companies to consistently enhance and refine their offerings, 
thereby establishing an ongoing cycle of sustainability. Nevertheless, the implementation of 
green marketing might be challenging. Companies encounter a range of obstacles, including 
increased expenses for environmentally friendly raw materials and issues in modifying old 
production methods. Furthermore, corporations must also address the challenge of overcoming 
customer scepticism towards environmentally friendly statements that are sometimes seen as 
deceptive marketing tactics. Hence, it is imperative for organisations to demonstrate genuine 
dedication to sustainability rather than perceiving it as a fleeting fad. This dedication must be 
evident in every facet of the enterprise, ranging from promotional tactics to daily activities 
(Szabo & Webster, 2021). 

Research indicates that the effectiveness of green marketing is heavily influenced by the 
extent to which organisations can effectively incorporate sustainability principles into their 
business plans. Studies indicate that those who prioritise environmental concerns are more 
inclined to select products from companies they perceive as really dedicated to sustainability. 
Moreover, studies indicate that companies that effectively engage in green marketing frequently 
possess a significant competitive edge and are capable of sustaining a greater portion of the 
market over an extended period of time. This literature review will analyse the existing studies 
and literature on branding, positioning, and green products within the framework of green 
marketing. We will examine the methods by which organisations can establish robust and 
uniform brands that embody sustainable principles. Additionally, we will discuss strategies for 
effectively positioning their products in the market, as well as the ways in which innovation in 
environmentally-friendly products can confer a competitive edge. In addition, we will 
emphasise the difficulties that organisations encounter while implementing environmentally-

https://research.e-greenation.org/GIJTM


 
https://research.e-greenation.org/GIJTM,                                              Vol. 2, No. 3, September - November 2024 

138 | P a g e  

friendly marketing strategies and offer suggestions on how to overcome these obstacles (Chung, 
2020). 

This literature review will analyse the existing studies and literature on branding, 
positioning, and green products within the framework of green marketing. We will examine the 
methods by which organisations can establish robust and uniform brands that embody 
sustainable principles. Additionally, we will discuss strategies for effectively positioning their 
products in the market, as well as the ways in which innovation in environmentally-friendly 
products can confer a competitive edge. In addition, we will emphasise the difficulties that 
organisations encounter while implementing environmentally-friendly marketing strategies and 
offer suggestions on how to overcome these obstacles. 

Based on the background of the problem above, the formulation of the problem is 
obtained to be used as a hypothesis for further research, including: 1) Does branding affect 
green marketing?; 2) Does positioning affect green marketing?; and 3) Do environmentally 
friendly products affect green marketing?. 
 
METHOD 

The approach used in this study is descriptive qualitative. Where analyzing previous 
studies that are relevant to this study, with the aim of obtaining and developing hypotheses, 
which can be used for further research. The data used in this study were obtained from academic 
media, reputable journals, and academic platforms such as Scopus, DOAJ, EBSCO, SINTA 
and GARUDA journals. A systematic literature review (SLR) is a careful and methodical effort 
in which all relevant research literature is identified, evaluated, and examined to provide 
answers to specific research questions (Susanto, Arini, et al., 2024). When conducting 
qualitative analysis, it is important to apply the literature review consistently in accordance with 
methodological assumptions. Due to its investigative nature, qualitative analysis is mostly 
carried out for this purpose, (Ali, H., & Limakrisna, 2013). 
 
RESULT AND DISCUSSION 
Results 

The following are research findings taking into account the context and problem 
formulation: 
Green Marketing 

Green Marketing is a marketing strategy that prioritises items or services specifically created to 
minimise their adverse effects on the environment. The main objective is to advocate for eco-friendly 
products, enlighten customers on the environmental advantages of such items, and foster more 
sustainable consumer habits. Green marketing tactics encompass the utilisation of eco-friendly raw 
materials, energy-efficient manufacturing methods, recyclable packaging, and transparent promotion of 
a company's sustainability initiatives. Green marketing seeks to fundamentally alter consumer patterns 
by promoting ecologically responsible choices, fostering sustainable economic growth, and increasing 
public knowledge of global environmental concerns (Ottman, 2017). 

Dimensions or indicators that include the Green Marketing variable include: 1) Green 
Raw Materials: This term refers to the utilisation of raw materials that can be recycled, renewed, 
or have low carbon emissions in the manufacturing of products; 2) Green Production Process: 
This involves assessing the energy efficiency, waste management, and implementation of clean 
technology during the production process; and 3) Green Packaging: This refers to the use of 
packaging that can be recycled or is environmentally friendly, with the aim of minimising the 
environmental impact (FuiYeng & Yazdanifard, 2015). 

Green marketing is relevant to previous research that has been studied by: (H. Ali et al., 
2023), (Gelderman et al., 2021), (Borah et al., 2023). 
Branding 
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Branding is the act of establishing a distinct identity and setting apart a product, service, or 
company from others in the market. It entails constructing a robust and unwavering brand identity that 
mirrors the fundamental principles of the firm and sets it apart from rivals. Branding encompasses not 
just the brand name, logo, and visual identity, but also the impressions formed among consumers 
regarding the brand's quality, dependability, superiority, and general reputation. A well-executed 
branding plan allows a corporation to allure and maintain clients, enhance brand allegiance, and generate 
enduring additional worth (Aulia & Aswad, 2022). 

Dimensions or indicators that include the Branding variable include: 1) Maintaining 
brand consistency: Ensuring that sustainability messages and values are consistently 
incorporated into the company's brand identity and communications; 2) Establishing consumer 
trust: Building consumer trust through transparency and consistency in sustainability practices; 
and 3) Achieving sustainable differentiation: Setting the brand apart from competitors by 
demonstrating a strong commitment to environmentally responsible business practices 
(Latuconsina et al., 2022). 

Branding is relevant to previous research that has been studied by: (Karsono et al., 
2021), (Facrureza, 2023), (Sarudin, 2021), (Salim et al., 2022). 
 
Positioning 

Positioning pertains to the strategic placement of a product or brand into the perceptions 
of consumers in a highly competitive market. It entails the deliberate process of creating a 
singular and recognisable position for a product or brand in the consumer's mind, based on 
distinctive characteristics, advantages, and principles. Positioning seeks to establish a desired 
perception among the target market, distinguishing the product or brand from competitors and 
more effectively satisfying the needs and desires of consumers. An efficient positioning strategy 
allows a company to build a solid foundation for its marketing plan, optimise the effectiveness 
of promotions, and attain a sustained competitive advantage (Fitria Rismawati et al., 2019). 
 Dimensions or indicators that include the Positioning variable include: 1) Identifying 
the specific market segment that is most receptive to the sustainability principles of the product 
or brand; 2) Communicating a distinct message about the ecological advantages of the product 
or brand that sets it apart from competitors; and 3) Establishing the product or brand as a 
frontrunner in both innovation and sustainability (Ricardianto et al., 2021). 

Positioning is relevant to previous research that has been studied by: (Sani & Aslami, 
2022), (Yunsepa & Saputra, 2023), (Octavia et al., 2020), (George, 2021). 
 
Eco Friendly Products 

Eco Friendly Products are goods or services that are intentionally developed and 
manufactured with the goal of having a minimal or positive impact on the environment. This 
include the choice of recyclable or renewable raw materials, the implementation of energy-
efficient production methods, the minimization of waste and pollution, and the utilisation of 
ecologically sustainable packaging. Eco Friendly Products consider their entire life cycle, from 
manufacturing to disposal, and aim to satisfy consumer expectations by providing high quality 
and effectiveness. This notion incorporates sustainability principles into the process of 
developing new products, aiming to encourage a more conscientious lifestyle and consumption 
patterns that are better for our world (Heo & Muralidharan, 2019). 
 Dimensions or indicators that include the variable of Eco Friendly Products include: 1) 
Product Design: Implementing innovative design strategies to minimise the environmental 
impact of the product at every stage of its life cycle; 2) Utilising recycled or renewable resources 
to reduce environmental harm; and 3) Creating goods that are more energy or water efficient 
(Nguyen et al., 2020). 

https://research.e-greenation.org/GIJTM


 
https://research.e-greenation.org/GIJTM,                                              Vol. 2, No. 3, September - November 2024 

140 | P a g e  

Eco Friendly Products products are relevant to previous research that has been studied 
by: (Alamsyah et al., 2020), (Qiu et al., 2020), (Ahmad et al., 2024), (Suhaily et al., 2020). 
 
Relevant Previous Research 

Based on the above findings and previous research, the research discussion is 
formulated as follows: 
 

Table 1. Relevant Previous Research Results 
No Author 

(Year) 
Research Results Simmilarities with this 

article 
Differences with this article  

1. (Borah 
et al., 
2023) 

-Green innovation variables 
have an effect on green 
marketing in determining the 
success of new products 
 
-Sustainable green knowledge 
variables have an effect on 
green marketing in 
determining the success of 
new products 
 
-Sustainable green branding 
variables have an effect on 
green marketing in 
determining the success of 
new products 

-This article has 
similarities in examining 
branding variables as 
independent variables, 
and examining green 
marketing variables as 
dependent variables. 

-The difference with previous 
research is in the Green 
Innovation and Green 
Knowledge variables which 
are other independent 
variables, whereas this 
research uses the positioning 
and environmentally friendly 
product variables as other 
independent variables. 

2. (Kapita
n et al., 
2019) 

-Positioning variables have an 
effect on green marketing 
 
-Sustainable excellence 
variables have an effect on 
green marketing 

-This article has 
similarities in examining 
the positioning variable 
as an independent 
variable, and examining 
the green marketing 
variable as a dependent 
variable. 

-The difference with previous 
research is in the Sustainable 
Excellence variable which is 
another independent variable, 
whereas in this research, the 
branding and environmentally 
friendly product variables are 
used as other independent 
variables. 

3. (Gelder
man et 
al., 
2021) 

-Green satisfaction variables 
have an effect on green 
marketing 
 
-Green product variables have 
an effect on green marketing 
 
-Green loyalty variables have 
an effect on green marketing 

-This article has 
similarities in examining 
green product variables 
as independent variables, 
and examining green 
marketing variables as 
dependent variables. 

-The difference with previous 
research is in the variables of 
Green Satisfaction and Green 
Loyalty which are other 
independent variables, 
whereas in this research, 
branding and positioning 
variables are used as other 
independent variables. 

 
Discussion 

Based on the background of the problem, research objectives, problem formulation, 
indicators or dimensions and related previous research, the discussion of this literature research 
is as follows: 
1. The Influence of Branding on Green Marketing 

The impact of branding, which encompasses consistent brand representation, 
establishing consumer confidence, and attaining sustainable distinctiveness, is pivotal in 
incorporating sustainability principles into brand marketing and communication strategies. This 
includes the utilisation of green raw materials, eco-friendly product processes, and sustainable 
packaging in green marketing efforts. Effective branding in the realm of green marketing 
encompasses not just establishing a cohesive brand identity, but also constructing a compelling 
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image that demonstrates the company's dedication to the environment. Brand consistency in 
this aspect pertains to the harmonisation of brand ideals and applied business processes, 
encompassing sustainability. For instance, firms that actively promote environmental advocacy 
must demonstrate a distinct correlation between their campaigns and their day-to-day 
operational procedures that endorse the utilisation of eco-friendly raw materials, sustainable 
production methods, and ecologically conscious packaging. 

Establishing consumer trust is a crucial component of green marketing branding. 
Consumers are becoming more attentive to the transparency and integrity of firms about their 
environmental assertions. They have a tendency to select firms that not only discuss 
sustainability but can also substantiate their dedication through tangible activities. Companies 
in this context are required to effectively and transparently convey information regarding their 
sustainability initiatives, which encompass the utilisation of eco-friendly raw materials, 
environmentally conscious manufacturing methods, and recyclable or other environmentally 
friendly packaging. When consumers have trust in a brand's dedication to the environment, it 
can enhance long-term consumer loyalty and foster stronger connections between businesses 
and consumers. 

Furthermore, successful branding in green marketing aims to attain sustainable 
distinctiveness. In a progressively cutthroat milieu, the crucial factor for capturing and 
maintaining customer interest is difference. Brands should emphasise their distinctiveness by 
providing products or services that are both environmentally sustainable and offer exceptional 
quality and advantages. This differentiation can arise from the implementation of novel green 
materials, production techniques that minimise carbon emissions, or inventive and eco-friendly 
packaging concepts. By adopting this approach, firms can establish a prominent place in the 
eyes of consumers as frontrunners in environmentally-friendly marketing, so gaining a long-
lasting competitive edge. Effective green marketing requires the incorporation of essential 
components, including environmentally friendly raw materials, sustainable product processes, 
and eco-friendly packaging. Utilising sustainable raw materials is a crucial initial measure in 
mitigating the ecological footprint of a product during its entire lifespan. This encompasses the 
utilisation of resources that have been recycled, derived from renewable sources, or have a 
minimal carbon footprint. These choices not only decrease the utilisation of non-renewable 
natural resources but also contribute to the reduction of carbon emissions and waste across the 
whole supply chain. 

Moreover, green manufacturing techniques establish a solid basis for effective green 
marketing. This entails the use of energy-efficient technologies, improved waste management, 
and optimised resource utilisation. Implementing green manufacturing procedures not only 
decreases long-term operational expenses but also improves a company's reputation for 
environmental sustainability.Green packaging is a crucial element of green marketing. 
Environmentally sustainable packaging can make a substantial contribution to a company's 
overall endeavours to decrease its ecological impact. This encompasses the utilisation of 
packaging that can be recycled, the decrease in the usage of disposable plastics, and the 
implementation of design advancements that minimise the amount of materials needed while 
maintaining functioning and consumer attractiveness. 

In summary, the branding impact encompasses brand consistency, consumer trust, and 
sustainable differentiation in green marketing, which involves using green raw materials, green 
product processes, and green packaging. This not only adds significant value to the company 
but also contributes to global sustainability objectives. By integrating a robust branding strategy 
with a conspicuous dedication to environmentally conscious business practices, organisations 
may establish a formidable reputation as trailblazers in eco-friendly marketing and spearhead 
the movement towards a more sustainable future. 
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2. The Influence of Positioning on Green Marketing  
Positioning influences, such as identifying market segments, communicating targeted 

messages, and establishing products or brands with a focus on innovation and sustainability, 
particularly in terms of using green raw materials, implementing green product processes, and 
adopting green packaging, have a crucial impact on the successful entry and survival of a 
product or brand in a market that is increasingly concerned with sustainability. Determining the 
appropriate market segment is an essential initial stage in developing a green marketing 
positioning plan. Companies must have a comprehensive understanding of their target 
consumers who are most receptive to sustainability values. This entails a thorough examination 
of the inclinations, principles, buying patterns, and ecological consciousness of various 
consumer segments. For instance, certain market segments may have a greater propensity to 
select items that utilise sustainable raw resources, prioritise eco-friendly manufacturing 
methods, or prioritise recyclable packaging. Through accurate identification of these market 
niches, organisations may strategically focus their marketing and product development 
endeavours, mitigate risks, and maximise the possibility for success in implementing a green 
marketing strategy. 

The subsequent stage in exerting affects on green marketing is the act of conveying 
precise messages. These messages should not alone aim to inform consumers about the 
environmental advantages of the product or brand, but also to instill confidence in the 
company's dedication to sustainable practices. This entails offering explicit and unambiguous 
details regarding the utilisation of sustainable raw materials, eco-friendly manufacturing 
procedures, and other environmental advantages provided by the product or brand. Efficient 
communication may enhance consumer awareness and comprehension of the company's 
sustainability principles, while also bolstering the brand's reputation as a frontrunner in eco-
friendly marketing. 

The third pillar in the influence of positioning on green marketing is the establishment 
of the product or brand in innovation and sustainability. This entails incorporating sustainability 
principles into every part of product or brand development, spanning from the initial design 
phase to the final distribution stage. Companies should prioritise ongoing innovation in utilising 
more efficient sustainable raw resources, implementing eco-friendly production technology, 
and developing packaging that minimises the environmental impact. This not only guarantees 
the product or brand's relevance and competitiveness in a constantly evolving market, but also 
ensures a sustainable and beneficial impact on the environment. 

Effective green marketing requires a seamless mix of strategic positioning and a genuine 
dedication to sustainability. Sustainable raw resources form the fundamental basis of a robust 
green marketing plan. Utilising recycled, renewable, or low-carbon materials aids in 
diminishing the environmental footprint of a product during its entire life cycle. This entails 
minimising the utilisation of finite natural resources and mitigating the carbon emissions 
generated throughout the production procedure. Green manufacturing is a significant expansion 
of green marketing. Companies can decrease their long-term running expenses and enhance 
their reputation for environmental sustainability by using energy-efficient technologies, 
improving waste management, and adopting other practices that promote sustainability goals. 
Green packaging is a vital element of green marketing. Sustainable packaging. 
 
 
 
3. The Influence of Eco-Friendly Products on Green Marketing 

The Influence of Environmentally Sustainable Products It is essential to incorporate 
product design, the use of recycled resources, and the development of energy or water-saving 
products in green marketing strategies. This includes focusing on green raw materials, 
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environmentally friendly production processes, and sustainable packaging. By doing so, a 
product or brand can establish a reputation for sustainability in a world that is becoming 
increasingly environmentally aware. Environmentally sustainable Product design plays a 
crucial role in implementing a green marketing strategy. It entails implementing inventive 
approaches in product design to reduce the environmental footprint at every stage of its 
existence. Companies should prioritise the incorporation of recyclable materials, renewable 
materials, or materials with a reduced carbon impact throughout the product design phase. 
Ecologically efficient design include the reduction of waste and emissions in production, as 
well as the consideration of material sustainability, product durability, and environmental 
safety. 

The utilisation of recycled resources is a crucial factor in the influence of 
environmentally friendly products on green marketing. Utilising recycled raw materials 
diminishes reliance on fresh raw resources, lessens carbon emissions, and minimises the 
quantity of garbage released into the environment. Within the realm of green marketing, 
organisations have the opportunity to emphasise the utilisation of recycled raw materials as a 
means to reinforce their dedication to sustainability and cater to the growing expectations of 
environmentally aware consumers. The development of energy or water efficient products is a 
crucial factor in the influence of eco-friendly products on green marketing. Energy-efficient or 
water-saving products not only decrease the use of important resources but also assist 
consumers in lowering their long-term operational expenses. Energy-efficient LED lighting and 
water-efficient toilet fittings are goods that offer instant benefits to both the environment and 
customers. When implementing a green marketing plan, effectively conveying these advantages 
to consumers can enhance the attractiveness of the product and establish a favourable brand 
reputation in relation to innovation and sustainability. 

Green Raw Materials are essential for effective green marketing. Utilising recycled, 
renewable, or low-carbon materials aids in diminishing the environmental footprint of a product 
during its entire life cycle. Companies must to collaborate with their suppliers to guarantee that 
their supply chains uphold these sustainability criteria. Opting for environmentally-friendly raw 
materials not only allows for compliance with more stringent environmental regulations but 
also helps save precious natural resources. Green manufacturing processes represent the 
subsequent progression in green marketing. Companies can mitigate the environmental 
consequences of their operations by adopting energy-efficient technologies, improving waste 
management practices, and optimising resource utilisation. Implementing green manufacturing 
techniques can lead to reduced production costs over time, as well as improved operational 
efficiency and enhanced risk management of environmental requirements. 

Green packaging is a vital element of a green marketing strategy. Companies can 
mitigate plastic waste and single-use packaging by creating packaging that is recyclable or 
possesses other eco-friendly characteristics. Thoughtfully crafted packaging serves a dual 
purpose of safeguarding the product and enhancing its value through promoting environmental 
consciousness and establishing a sustainable brand identity. Incorporating environmentally-
friendly items into a sustainable marketing plan necessitates a firm dedication from all 
organisational tiers, ranging from product creation to consumer outreach. Successful companies 
in green marketing effectively communicate a consistent and persuasive message regarding 
their dedication to sustainability. Additionally, they can effectively allure and maintain clients 
by providing products that are not only practical but also environmentally conscientious. 

The impact of environmentally friendly products, which encompass aspects such as 
product design, use of recycled materials, and the creation of energy or water efficient goods, 
on green marketing is significant. This includes the use of green raw materials, green product 
processes, and green packaging. Not only does this add value to the company, but it also 
contributes to global initiatives aimed at preserving environmental sustainability. Amidst a time 
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of rising environmental consciousness, companies that embrace ecologically sustainable 
business practices will be more likely to thrive and expand in a highly competitive and 
environmentally aware market. 
 
Conceptual Framework 

The conceptual framework is determined based on the formulation of the problem, 
research objectives and previous research that is relevant to the discussion of this literature 
research: 

 

 
Figure 1. Conceptual Framework 

 
Based on Figure 1 above, branding, positioning and eco-friendly products have an effect 

on green marketing. However, in addition to the variables of branding, positioning and eco-
friendly products that affect green marketing, there are other variables that affect, including: 
1) Organizational Culture: (Susanto, Simarmata, et al., 2024), (H. Ali et al., 2022), (Susanto 

et al., 2023), (Putri et al., 2023), (Prasetyo et al., 2023), (Jumawan et al., 2024). 
2) Market Competition: (Simarmata et al., 2017), (Rambe & Aslami, 2022), (Amam & 

Rusdiana, 2021), (Wijaya, 2020), (Chairina & Hutagaol, 2022). 
3) Government Regulations: (Dhianty, 2022), (H. Ali & Saputra, 2023), (Srinivas et al., 2019), 

(O. Ali & Osmanaj, 2020), (Faisal et al., 2020). 
 

CONCLUSION  
 Based on the formulation of the problem, the results and discussion above, the 
conclusion of this study is that: 
1. Branding influences green marketing; 
2. Positioning influences green marketing; and 
3. Eco-friendly products influence green marketing. 
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