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Abstract: As environmental concerns continue to escalate, businesses are increasingly 

adopting green marketing strategies to attract and engage environmentally conscious 

consumers. However, the relationship between these strategies and consumer engagement 

remains complex and underexplored. This conceptual paper aims to develop an integrative 

framework that explains how various green marketing strategies-such as eco-labeling, green 

advertising, and digital green content-affect different dimensions of consumer engagement 

(cognitive, emotional, and behavioral). Drawing upon the Stimulus-Organism-Response (S-

O-R) framework and supported by recent literature, the study introduces mediating constructs 

like green perceived value and consumer trust, as well as moderating factors such as 

environmental concern and self-identity. The proposed model offers theoretical insight into 

the psychological mechanisms that drive sustainable consumer behavior and provides 

managerial implications for designing more effective green campaigns. This paper concludes 

by suggesting future research directions and emphasizing the need for empirical validation 

across industries and cultures. 
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INTRODUCTION 

In the last decade, climate change, environmental pollution, and overconsumption have 

become pressing global issues that have dramatically influenced consumer values and 

expectations. As awareness grows, consumers are shifting their preferences toward 

sustainable and environmentally responsible products (Alshurideh et al., 2021). This shift 

presents both challenges and opportunities for businesses, which are now expected not only 

to offer eco-friendly products but also to communicate their sustainability efforts 

transparently and convincingly. Green marketing strategies, encompassing eco-labeling, 

green branding, environmental advertising, and sustainable packaging, have emerged as key 

approaches to align corporate initiatives with consumer values (Abedin et al., 2023). These 

strategies aim not only to influence purchase decisions but also to build emotional and 

behavioral connections that reflect consumers’ environmental concerns and identity. The 
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success of green marketing depends largely on its ability to foster consumer engagement, 

which refers to the depth of cognitive, emotional, and behavioral investment a consumer has 

with a brand (Wijayanti & Pamungkas, 2022). 

However, existing studies on green marketing have largely focused on green purchase 

intention, while consumer engagement—particularly as a long-term relational outcome—

remains underexplored (Bansal & Jain, 2024). Engagement is a multidimensional construct 

that goes beyond transactions and includes participation, advocacy, and co-creation. 

Understanding how green marketing strategies stimulate these dimensions of engagement is 

vital for building meaningful relationships with eco-conscious consumers.Theoretical 

underpinnings such as the Theory of Planned Behavior (TPB) and Elaboration Likelihood 

Model (ELM) offer insights into the psychological mechanisms that mediate consumer 

responses to green messages (Utami & Sutisna, 2023; Jain & Kaur, 2021). In addition, Self-

Determination Theory (SDT) suggests that when green marketing appeals to consumers' 

internal values and sense of purpose, it enhances intrinsic motivation and long-term 

commitment (Lin et al., 2023). Despite the increasing adoption of green strategies, issues like 

greenwashing and inconsistent environmental claims have led to consumer skepticism, which 

can hinder engagement (Abou Hamdan et al., 2023). Trust in green claims, therefore, acts as 

a critical moderating variable that determines whether green marketing efforts effectively 

translate into positive consumer outcomes. 

This paper aims to develop a conceptual framework that connects green marketing 

strategies with consumer engagement, considering mediating variables such as environmental 

concern and green perceived value, and moderating factors including trust, skepticism, and 

consumer identity. By synthesizing findings from recent studies, this research contributes to 

the theoretical understanding of how green marketing can drive sustainable consumer-brand 

relationships in an increasingly eco-aware marketplace. 

 

METHOD 

Green Marketing Strategies 

Green marketing strategies refer to the integration of environmental concerns into the 

marketing mix—product, price, place, and promotion—to achieve both business and 

sustainability goals (Alshurideh et al., 2021). These strategies typically include green product 

development, eco-labeling, recyclable packaging, green advertising, and the promotion of 

ethical production. Abedin et al. (2023) highlight the role of eco-labels and environmental 

claims in influencing consumers’ perception of green credibility and purchase decisions. 

Green product attributes, such as biodegradability, energy efficiency, and reduced carbon 

footprint, serve as cues that help consumers evaluate environmental value (Tyas Widyastuti, 

2023). Meanwhile, digital green promotions—often delivered via social media—allow brands 

to reach eco-conscious consumers interactively, amplifying message spread and engagement 

(Bansal & Jain, 2024). 

 

Consumer Engagement in Green Context 

Consumer engagement is a multi-dimensional concept encompassing cognitive 

(attention and absorption), emotional (enthusiasm and identification), and behavioral 

(participation and advocacy) components (Calder et al., 2009; Lin et al., 2023). In the green 

marketing domain, engagement is not only shaped by product satisfaction but also by 

alignment with environmental values. Recent studies reveal that green marketing enhances 

brand engagement when consumers perceive the brand as authentic and consistent with its 

ecological claims (Hamdan et al., 2023). Wijayanti & Pamungkas (2022) observed that Gen Z 

consumers tend to engage more actively with green brands that reflect their environmental 

identity and social values. 

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


https://research.e-greenation.org/GIJTM,                                               Vol. 3, No. 2, June - August 2025 

123 | P a g e  

 

Theoretical Perspectives 

a. Theory of Planned Behavior (TPB) 

TPB posits that behavioral intentions are shaped by attitudes, subjective norms, and 

perceived behavioral control (Ajzen, 1991). In green marketing, TPB helps explain 

how favorable attitudes toward eco-friendly products, combined with social pressure 

and perceived ease, lead to engagement and eventual behavior (Utami & Sutisna, 

2023). 

b. Elaboration Likelihood Model (ELM) 

ELM suggests that consumers process marketing messages through two routes: 

central (high involvement) and peripheral (low involvement) (Petty & Cacioppo, 

1986). Green marketing appeals processed via the central route—through facts, data, 

and logical arguments, are more likely to influence long-term engagement (Jain & 

Kaur, 2021). 

c. Self-Determination Theory (SDT) 

SDT explains how intrinsic motivation fosters engagement when consumers feel 

autonomy, competence, and relatedness (Deci & Ryan, 2000). Lin et al. (2023) 

emphasize that green messages that tap into intrinsic motivations, such as protecting 

nature or contributing to social good, encourage sustained engagement. 

 

Moderating and Mediating Variables 

A number of studies propose important mediating and moderating variables in the 

relationship between green marketing and engagement: 

a. Green Perceived Value: Mediates the effect of marketing efforts on engagement by 

influencing consumers’ evaluation of the product’s usefulness and ecological benefit 

(Widyastuti, 2023). 

b. Environmental Concern: Acts as a moderator that strengthens or weakens the 

influence of green messages depending on the consumer’s ecological awareness 

(Umar & Shafique, 2022). 

c. Trust and Greenwashing Perception: Trust enhances engagement, while greenwashing 

perception can significantly reduce it (Abou Hamdan et al., 2023). 

d. Self-identity and Value Congruence: When green brand values align with personal 

identity, engagement is deeper (Bansal & Jain, 2024; Lin et al., 2023). 

 

Conceptual Framework 

This conceptual model illustrates the theoretical relationship between green marketing 

strategies and consumer engagement, highlighting four key mediating/moderating 

variables that influence the effectiveness of marketing efforts. 

a. Green Marketing Strategies 

This construct refers to various tactical elements such as eco-labeling, green 

advertising, and digital green content, which represent a company’s environmental 

commitments. These efforts serve as stimuli that shape consumer perceptions and 

behaviors. 

b. Green Perceived Value 

When consumers perceive that a product provides significant environmental 

benefits—beyond its functional use—they are more likely to feel psychologically and 

emotionally invested in the brand. This perceived value mediates the relationship 

between green strategy and engagement (Tyas Widyastuti, 2023). 

c. Environmental Concern 
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This variable reflects the level of awareness and personal importance that a consumer 

places on environmental issues. It plays a dual role—both as a motivator of 

engagement and as a moderator that can amplify or dampen responses to green 

marketing (Abedin et al., 2023). 

d. Consumer Trust 

Trust in green claims and sustainability efforts is essential. The perception of 

authenticity enhances engagement, while skepticism or suspicion of greenwashing 

may weaken it (Hamdan et al., 2023). 

e. Self-Identity (Value Congruence) 

When green marketing aligns with consumers’ personal values and environmental 

identity, engagement becomes more intrinsic and long-lasting. This identity 

congruence fosters emotional connection and voluntary advocacy (Lin et al., 2023). 

f. Consumer Engagement 

The outcome variable encompasses cognitive involvement (e.g., interest), emotional 

attachment (e.g., enthusiasm), and behavioral actions (e.g., sharing or advocacy). The 

engagement is strengthened by the combined effect of the variables above. 

 

 
Figure 1. Conceptual Framework 

 

RESULT AND DISCUSSION 

Discussion 

The conceptual framework developed in this paper highlights the pivotal role of green 

marketing strategies in fostering deeper consumer engagement. Consistent with prior 

literature (Alshurideh et al., 2021; Lin et al., 2023), green initiatives such as eco-labeling and 

digital green content do more than differentiate products—they also build relational bonds 

that enhance customer loyalty and advocacy. One of the most salient findings across the 

literature is the mediating role of green perceived value. When green efforts are clearly 

communicated and perceived as genuine, they significantly enhance the value consumers 

associate with a product or brand (Tyas Widyastuti, 2023). This implies that transparency and 

consistency in environmental messaging are critical. 

Consumer trust emerged as another foundational element. Brands that maintain 

authenticity in their environmental claims and avoid greenwashing are better positioned to 

build long-term engagement (Hamdan et al., 2023). Trust acts as both a buffer against 

skepticism and a bridge to deeper emotional connection. Moreover, self-identity and value 

congruence are shown to significantly affect how consumers internalize green marketing 

messages. Consumers are more engaged with brands that reflect their personal environmental 
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values (Bansal & Jain, 2024), supporting the integration of identity-based strategies in 

marketing communication. 

Lastly, environmental concern serves as a powerful moderator. Consumers with 

higher ecological awareness respond more positively to green initiatives, amplifying the 

effectiveness of strategic marketing messages (Abedin et al., 2023). This suggests that 

segmentation based on environmental psychographics can lead to more targeted and effective 

campaigns. 

 

Managerial Implications 

The conceptual insights of this paper offer valuable guidance for marketing practitioners 

aiming to strengthen consumer engagement through sustainable initiatives. As green 

marketing becomes a competitive necessity, organizations must move beyond surface-level 

messaging and integrate environmentally responsible practices into their brand DNA. The 

following are several key managerial strategies derived from the theoretical framework 

1. Develop Authentic Green Messaging 

Marketers must ensure that all green claims are supported by evidence, certifications, 

or third-party validation to avoid greenwashing perceptions. This will build trust and 

long-term engagement. 

2. Leverage Digital Platforms for Green Content 

Utilize social media and digital storytelling to promote environmental initiatives 

interactively. Platforms like Instagram and TikTok are especially effective for 

younger demographics (e.g., Gen Z), who prefer visual and value-driven content. 

3. Integrate Eco-Identity in Branding 

Companies should align their brand identity with the values of environmentally 

conscious consumers. Marketing narratives that reflect shared ecological goals help 

deepen emotional engagement. 

4. Measure and Communicate Green Value 

It's not enough to implement green initiatives; companies must also educate 

consumers on how these efforts reduce environmental impact, thereby increasing 

perceived value. 

5. Segment Based on Environmental Concern 

Use psychographic segmentation to target consumers based on their level of 

ecological awareness. For high-concern consumers, more detailed and scientific 

messages may be effective; for low-concern groups, emotional or lifestyle-based 

messaging may work better. 

6. Foster Engagement Beyond Purchase 

Encourage consumers to become advocates by involving them in sustainability 

programs, community initiatives, or co-creation campaigns. Engagement should go 

beyond the point of sale to build enduring relationships. 

In conclusion, a well-crafted green marketing strategy must not only communicate 

environmental benefits but also resonate with consumer identity, foster trust, and promote 

meaningful interaction. Managers who understand and operationalize these dynamics will be 

better equipped to cultivate loyal and engaged green consumers. 

 

Theoretical Contributions 

This conceptual paper offers several key contributions to the growing body of 

literature on green marketing and consumer engagement. 

First, it provides an integrated theoretical framework that connects various green 

marketing strategies (such as eco-labeling, green advertising, and digital content) with 

the multi-dimensional concept of consumer engagement, which includes cognitive, 
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emotional, and behavioral aspects. While prior studies have explored these relationships in 

isolation (Alshurideh et al., 2021; Tyas Widyastuti, 2023), this paper synthesizes them within 

a unified structure. 

Second, this research highlights the mediating and moderating roles of green 

perceived value, environmental concern, consumer trust, and self-identity, expanding on 

existing theories such as the Elaboration Likelihood Model (ELM)and Theory of Planned 

Behavior (TPB). These constructs help explain how and why green messages influence 

deeper consumer involvement beyond just purchase intention. 

Third, the paper contributes to the literature by conceptualizing consumer engagement 

as a strategic outcome of green marketing efforts, positioning it as a long-term relational asset 

rather than a short-term transactional metric. This approach aligns with modern marketing 

paradigms that emphasize relationship building and brand advocacy. 

Lastly, the framework encourages cross-disciplinary dialogue by bridging concepts 

from environmental psychology, branding, and digital marketing, thus offering a foundation 

for more holistic exploration in future empirical research. 

 

Future Research Directions 

Given the conceptual nature of this study, several avenues for empirical investigation and 

model refinement are recommended: 

1. Empirical Validation of the Framework 

Future studies should operationalize and test the proposed model using quantitative 

methods, such as PLS-SEM or Structural Equation Modeling, across different 

demographic or geographic contexts. 

2. Cross-Cultural Examination 

Cultural values significantly shape consumer perceptions and engagement with green 

brands. Comparative studies between developed and developing nations may reveal 

contextual factors that moderate these relationships (e.g., resource availability, eco-

literacy). 

3. Longitudinal Research on Engagement 

Engagement is a dynamic construct. Longitudinal studies could track how consumer 

engagement with green brands evolves over time and what triggers increases or 

declines. 

4. Impact of AI and Technology in Green Messaging 

With the rise of AI-generated content, personalized eco-messaging could play a role 

in amplifying perceived relevance. Future research should explore how technology 

influences trust and authenticity in green marketing. 

5. Role of Consumer Co-Creation and Advocacy 

Investigating how consumers actively participate in green initiatives (e.g., user-

generated content, green challenges, brand communities) may offer insights into how 

engagement can be deepened and sustained. 

6. Moderating Role of Green Skepticism 

Not all consumers readily accept green claims. Future research should examine the 

psychological mechanisms of skepticism and how trust-building strategies can 

address them. 

By exploring these directions, scholars can continue to advance the theoretical and 

practical understanding of how green marketing strategies can successfully cultivate deeper, 

more loyal relationships with sustainability-minded consumers. 
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CONCLUSION 

This conceptual paper has developed an integrative theoretical framework to 

understand how green marketing strategies influence consumer engagement. Drawing from 

recent literature in marketing, environmental psychology, and digital behavior, the model 

emphasizes the strategic role of eco-labeling, green advertising, and digital green content in 

fostering meaningful consumer involvement. 

Key mediating and moderating constructs, such as green perceived value, 

environmental concern, consumer trust, and self-identity alignment, are identified as critical 

pathways through which green marketing initiatives translate into cognitive, emotional, and 

behavioral engagement. These constructs do not operate in isolation but interact in complex 

ways that shape consumer responses to sustainability efforts. From a strategic perspective, the 

findings suggest that green marketing should not be treated as a peripheral or promotional 

activity but rather as a core element of brand identity and long-term customer relationship 

building. Companies that successfully communicate their environmental values and align 

them with the identities of their target consumers are more likely to foster loyal, engaged, and 

advocacy-driven relationships. 

Finally, this study offers a foundation for future empirical research and cross-sector 

collaboration aimed at deepening our understanding of sustainable consumer behavior. As 

environmental challenges become more urgent, the role of marketing in shaping ethical and 

ecological consumption patterns will only grow in relevance. 
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