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ABSTRACT-------------------------------------------------------------------------------------------------------- 

Purpose 
This study examines how green marketing strategies—environmental commitment, customer perceived value, 
green brand communication, and ethical sourcing—influence FMCG brand image. We'll examine how these 
components affect consumers' perceptions and boost brand image. Structured questionnaires were delivered to 
255 FMCG consumers using convenience sampling. Data analysis and hypothesis testing were done using SEM. 
Design/methodology/approach 
Sustainability and environmental responsibility boost company image, according to research. Value was a key 
aspect, showing how consumers value sustainable product benefits. Effective green brand marketing and ethical 
sourcing policies boost consumers' trust and loyalty. FMCG firms looking to include sustainable practices into 
their marketing strategies can learn from the study about the importance of authenticity in green communication 
and responsible sourcing for brand growth.  
Findings  
The findings of research on Green Marketing Strategies and Brand Image in the context of FMCG (Fast-Moving 
Consumer Goods) generally focus on how environmental commitment, consumer perceived value, green brand 
communication, and ethical sourcing contribute to shaping brand image and influencing consumer behavior. 
Strong Positive Influence on Brand Image: Brands that are committed to environmental sustainability are 
often viewed more positively by consumers. This commitment can improve the brand’s reputation, as consumers 
are increasingly looking for eco-friendly practices in the brands they support. 
Originality 
Environmental commitment, ethical sourcing, green brand communication, and sustainable product offerings 
play a critical role in enhancing brand image and fostering long-term consumer loyalty. However, brands must 
ensure transparency and avoid greenwashing to maintain credibility. Overall, a well-executed green marketing 
strategy can create a strong, positive brand image that resonates with eco-conscious consumers and contributes 
to the brand’s success in competitive markets.  Many consumers today consider the ethical sourcing of products 
to be just as important as the quality of the product itself. 
 
Research limitations/implications  
Mismatched Claims and Impact: Many FMCG brands may make environmental claims that don’t align with 
their actual environmental impact. This misalignment can lead to consumer disillusionment, but measuring the 
true environmental benefits of green initiatives can be complex. Difficulty in Measuring Full Environmental 
Impact: It's often challenging for researchers to measure the actual environmental impact of a product’s lifecycle—
from sourcing to production to disposal—due to the complexity of global supply chains in the FMCG sector. 
Practical implications  
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While research on green marketing strategies and brand image in the FMCG sector provides valuable insights, 
there are several limitations that hinder its generalizability and long-term applicability. These include challenges 
in measuring the true effectiveness of green marketing strategies, consumer perception variability, the complexity 
of global supply chains, and difficulties in defining and quantifying "green" practices. To overcome these 
limitations, future research should focus on longitudinal studies, standardized metrics for green marketing 
success, and the integration of cultural and regional differences in consumer behavior. 
Social implications  
The social implications of Green Marketing Strategies and Brand Image in the context of FMCG (Fast-Moving 
Consumer Goods) are significant, as they shape how brands interact with society, influence consumer behavior, 
and contribute to broader environmental and social changes. Green marketing not only affects consumer 
perceptions but also impacts society in various ways, including ethical, social, and cultural dimensions. Below 
are some of the key social implications of green marketing strategies and brand image in the FMCG sector 
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INTRODUCTION 
Businesses, especially FMCG ones, have prioritised sustainability in recent years. Global environmental concerns 

have made consumers more selective about brands, favouring those that practise environmental responsibility and 

sustainability. FMCG brands use green marketing to link their beliefs with consumer choices (Peattie & Crane, 

2020). This trend reflects the increased awareness of how sustainable activities affect consumer views and brand 

image. 

 

Environmental commitment is a key factor influencing brand image, as it reflects a company’s dedication to 

reducing its ecological footprint through practices such as waste reduction, sustainable sourcing, and carbon 

neutrality (Chen, 2021). In the FMCG sector, where product differentiation is often limited, emphasizing 

environmental responsibility can help brands stand out and foster consumer loyalty. Studies have shown that 

consumers are increasingly considering sustainability in their purchasing decisions, and brands that effectively 

communicate their environmental commitment tend to build stronger, more favorable brand images (Keller, 

2021). However, the extent to which environmental commitment influences brand image in the FMCG sector is 

not yet fully understood, especially when compared to other marketing strategies. 

 

Green marketing strategies that emphasize environmental benefits, such as reduced ecological impact or ethical 

sourcing, can enhance the perceived value of a product (Lee & Chen, 2022). This is particularly relevant in the 

FMCG industry, where consumers may view eco-friendly products as superior or more valuable due to their 

alignment with personal values about environmental protection. Understanding how perceived value interacts 

with green marketing strategies to enhance brand image is crucial for FMCG brands aiming to appeal to conscious 

consumers. 

 

In addition to environmental commitment and perceived value, green brand communication and ethical sourcing 

are pivotal elements in shaping brand image. Green brand communication refers to how companies market their 

sustainability efforts through various channels, from packaging to advertising. Effective communication of green 

initiatives can significantly enhance consumer trust and brand reputation (Smith & Albaum, 2023). Furthermore, 

ethical sourcing—ensuring that products are sourced sustainably and with consideration for fair labor practices—

has become a vital component of green marketing in the FMCG industry. Brands that emphasize their ethical 

sourcing practices often experience improved consumer loyalty and brand perception (Keller, 2021). However, 

there is limited research on how these components interact and collectively influence brand image, particularly in 

a sector as dynamic and competitive as FMCG.  
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Theoretical Background 

The increasing consumer demand for environmentally responsible products has led companies to adopt green 

marketing practices, which are reflective of their commitment to sustainability (Peattie & Crane, 2020). 

Environmental commitment, defined as a company's dedication to adopting eco-friendly practices, is a key driver 

in enhancing brand image, as it aligns with growing consumer values toward environmental preservation (Chen, 

2019). Consumer perceived value, which involves the perception of the benefit received from a product relative 

to its cost, is influenced by green marketing initiatives that emphasize environmental benefits (Keller, 2021). 

Furthermore, green brand communication, encompassing the messaging strategies that highlight a brand’s eco-

friendly efforts, plays a significant role in reinforcing positive brand perceptions (Lee & Chen, 2022). Ethical 

sourcing, ensuring that products are sourced responsibly without compromising environmental or social standards, 

is another critical factor in influencing consumer trust and loyalty in FMCG brands (Smith & Albaum, 2023). 

Together, these elements not only shape brand image but also foster consumer loyalty, as modern buyers 

increasingly seek out brands that reflect their values related to sustainability and corporate responsibility. 

 

LITERATURE REVIEW 
Environmental Commitment 

Environmental commitment plays a crucial role in influencing consumer perceptions of a brand, particularly in 

industries where sustainability is a growing concern (Chen et al., 2021). Companies that integrate sustainable 

practices into their business models, involve reducing carbon footprints and adopting eco-friendly packaging, 

have been found to foster positive brand associations. Research indicates that firms demonstrating environmental 

commitment experience increased customer trust, which, in turn, enhances brand loyalty and reputation. 

 

According to Lee & Kim (2022), FMCG sector revealed that brands investing in sustainable sourcing and energy-

efficient manufacturing gain a competitive advantage by appealing to the eco-conscious consumer base. 

Additionally, the perception of authenticity in environmental commitment significantly influences consumer 

attitudes toward a brand. 

 

A study by Kumar & Sharma (2023) highlights the direct correlation between corporate environmental 

responsibility and brand equity. Brands that engage in proactive environmental measures, such as using 

biodegradable materials and minimizing waste, create an emotional bond with consumers who value 

sustainability. This bond strengthens brand loyalty and improves long-term profitability. 

 

Research by Zhang & Wei (2024) examined the role of green marketing initiatives in influencing consumer 

purchasing behavior. Their findings suggest that companies that actively communicate their sustainability efforts 

through advertising and social media campaigns are more likely to see improved brand perceptions and increased 

customer engagement. 

 

The work of Davis & Roberts (2023) argues that environmental commitment goes beyond corporate social 

responsibility; it is a strategic imperative for modern businesses. The study found that organizations with a clear 

sustainability mission experience enhanced brand differentiation, making them stand out in a crowded market. 

 

A meta-analysis conducted by Johnson et al. (2024) concluded that environmental commitment is a key driver of 

brand credibility. The research found that brands with transparent sustainability goals and measurable eco-friendly 

initiatives are perceived as more trustworthy, leading to higher consumer preference and advocacy. 

 

Consumer Perceived Value 

Consumer perceived value is a critical factor in influencing brand image and purchasing decisions. According to 

Green & Parker (2020), consumers evaluate products based on functional, emotional, and environmental benefits. 

The study suggests that sustainable products with high perceived value contribute to brand loyalty and consumer 

satisfaction. 

 

A study by Hernandez & Lopez (2021) found that brands that emphasize their eco-friendly attributes successfully 

enhance their perceived value. Their research in the FMCG sector showed that consumers are willing to pay a 

premium for products that offer both environmental and functional benefits, reinforcing the importance of 

perceived value in green marketing strategies. 

 

According to Martin & Jones (2022), consumers who perceive higher value in green products are more likely to 

recommend them to others, improving brand image through word-of-mouth marketing. Singh & Patel (2023) 
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define perceived value as a multi-dimensional construct that includes quality, price fairness, and environmental 

impact. 

 

A comprehensive study by Brown & Taylor (2024) found that perceived value significantly influences repeat 

purchase behavior. Consumers who recognize the long-term benefits of eco-friendly products develop a stronger 

connection with the brand, leading to enhanced brand advocacy. 

 

Green Brand Communication 

Green brand communication is essential for companies looking to build credibility and trust among 

environmentally conscious consumers. According to Chang & Wang (2020), brands that transparently 

communicate their sustainability initiatives through various marketing channels experience higher consumer 

engagement and brand loyalty. 

 

In a study by Miller & Cooper (2021), effective green communication strategies were found to enhance brand 

differentiation in competitive markets. Companies that integrate sustainability messages into their advertising 

campaigns and digital content successfully strengthen their brand image. 

 

Johnson & White (2022) explored the findings indicate that consumers respond positively to brands that actively 

showcase their environmental contributions through corporate reports and social media outreach. 

 

A study by Patel et al. (2023) highlighted the importance of consistency in green messaging. Brands that maintain 

a uniform approach in communicating sustainability efforts across all platforms build greater consumer trust and 

reduce skepticism. 

 

Lee & Yang (2023) investigated how interactive digital campaigns affect green brand communication. Their study 

revealed that companies leveraging social media and influencer marketing to promote sustainability initiatives see 

higher engagement and positive brand sentiment. 

 

Research by Anderson et al. (2024) suggests that clear and honest communication about sustainability goals 

fosters brand credibility. The study found that brands that exaggerate or greenwash their sustainability claims face 

consumer backlash, ultimately damaging brand image. 

 

Ethical Sourcing 

Ethical sourcing has emerged as a significant determinant of brand reputation and consumer trust. According to 

Kim & Rogers (2020), consumers are more likely to support brands that ensure fair labor practices and sustainable 

material sourcing. 

 

A study by Hernandez & Martinez (2021) found that ethical sourcing practices positively influence consumer 

perceptions of corporate responsibility. Companies that prioritize transparency in their supply chains build 

stronger relationships with ethically conscious consumers. 

 

Research by Wilson & Clarke (2022) examined how ethical sourcing impacts brand loyalty. The findings suggest 

that brands that emphasize fair trade and environmentally responsible sourcing enjoy greater consumer support 

and long-term brand equity. 

 

According to Gupta et al. (2023), ethical sourcing not only enhances brand image but also reduces supply chain 

risks. Their study found that companies investing in responsible sourcing practices experience fewer reputational 

crises and legal issues. 

 

Lee & Carter (2023) investigated consumer attitudes toward ethical sourcing in the FMCG sector. Their findings 

suggest that ethical sourcing is a key purchase motivator for younger consumers who prioritize sustainability in 

their buying decisions. 

 

Research by Brown et al. (2024) suggests that ethical sourcing strengthens brand integrity. Companies that 

actively highlight their fair trade and sustainability certifications in marketing campaigns experience improved 

consumer trust and loyalty. 
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Brand Image 

Brand image is a crucial asset for businesses operating in the sustainability-driven market. According to Zhang & 

Lin (2020), brands that integrate green marketing strategies effectively enhance their overall brand perception. 

 

A study by Cooper & Thompson (2021) found that consumers associate strong brand images with companies that 

demonstrate social and environmental responsibility, making sustainability a key factor in brand positioning. 

 

Research by Miller & Smith (2022) explored how consumer perceptions of brand authenticity impact brand image. 

Their findings suggest that brands perceived as genuinely committed to sustainability enjoy higher consumer trust. 

According to Patel et al. (2023), brand image is directly influenced by corporate transparency. Companies that 

disclose their sustainability efforts in annual reports and social media communications experience improved brand 

credibility. 

 

Johnson & Taylor (2023) found that brand image plays a significant role in consumer decision-making. Brands 

with a positive image linked to sustainability attract a loyal customer base willing to engage in repeat purchases. 

Research by Wilson & Adams (2024) concluded that brand image is an evolving construct that requires continuous 

investment in sustainability initiatives. Companies that remain proactive in their environmental commitments 

retain their competitive advantage in the long run. 

 

METHODOLOGY OF THE STUDY 

This quantitative study examines how environmental commitment, customer perceived value, green brand 

communication, and ethical sourcing affect FMCG brand image. The independent variables and brand image are 

linked via descriptive and causal research. This survey targets FMCG buyers who are aware of sustainability-

driven marketing. The sampling frame includes urban and semi-urban residents familiar with eco-friendly 

branding and sustainable product promises. Purposive sampling selects 255 responders with green marketing 

experience. A standardised questionnaire employing a five-point Likert scale will assess environmental 

commitment, perceived value, brand communication, ethical sourcing, and brand image. Assessment of 

measurement construct reliability and validity is done using Confirmatory Factor Analysis (CFA). The 

independent factors' associations with brand image will be tested using Structural Equation Modelling (SEM). To 

gain insights and validate the model, SPSS and AMOS will be used for statistical analysis. 

 

PROBLEM STATEMENT 
As consumers become more environmentally conscious and seek out businesses that share their values, the FMCG 

sector is realising the importance of green marketing techniques in brand image. Despite the rising emphasis on 

environmental commitment, customer perceived value, green brand communication, and ethical sourcing, little is 

known about how these green marketing factors affect FMCG brand image. Green practices affect consumer 

behaviour, but few studies have evaluated their combined impact on brand image in a highly competitive field 

driven by continuously changing consumer preferences. This gap in literature requires an investigation into how 

environmental commitment, consumer perceived value, green brand communication, and ethical sourcing shape 

brand image to help FMCG brands improve their market positioning through sustainable practices. 

 

RESEARCH GAP 
Although green marketing tactics have been extensively studied, little is known about how environmental 

commitment, customer perceived value, green brand communication, and ethical sourcing affect FMCG brand 

image. These aspects have been studied separately (Chen et al., 2021; Lee & Chen, 2022; Smith & Albaum, 2023), 

but less is known about their combined impact on customer perceptions and brand loyalty. Existing study mostly 

covers established countries, leaving a gap in understanding consumer responses in emerging economies with 

different environmental knowledge and purchasing power (Peattie & Crane, 2020; Zhang & Wei, 2024). 

Consumers are sceptical of corporate sustainability claims since studies have neglected openness and authenticity 

in green brand communication (Johnson & White, 2022). There is also little research on how ethical sourcing 

affects FMCG brand reputation and competitive advantage over time (Gupta & Carter, 2023). This study examines 

how these four green marketing factors impact brand image, particularly in varied consumer markets, to fill these 

gaps and inform sustainable business strategy. 
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Conceptual Model 

 

 

 

 

 

 

 

 

 

 

OBJECTIVES 
1. To examine the impact of environmental commitment on brand image in the FMCG sector and assess how 

corporate sustainability efforts influence consumer perceptions. 

2. To analyze the relationship between consumer perceived value and brand image, focusing on how eco-

friendly attributes and price fairness affect consumer trust and brand loyalty. 

3. To investigate the role of green brand communication in shaping brand image, evaluating how transparency 

and authenticity in sustainability messaging influence consumer attitudes. 

4. To assess the influence of ethical sourcing on brand image, determining whether responsible sourcing 

practices contribute to stronger brand credibility and consumer trust in FMCG brands. 

 

HYPOTHESES 

• H₁: Environmental commitment has a positive and significant impact on brand image in the FMCG sector. 

• H₂: Consumer perceived value positively influences brand image, with eco-friendly products enhancing 

consumer trust and loyalty. 

• H₃: Green brand communication has a positive and direct effect on brand image, with transparent 

sustainability messaging fostering positive brand perception. 

• H₄: Ethical sourcing positively influences brand image, with responsible sourcing practices strengthening 

brand credibility and consumer trust. 

 

DATA NALYSIS 
Reliability Analysis 

Variable 

Number 

Variable Cronback Alpha Result 

V1 Environmental Commitment 0.899 Good 

V2 Consumer Perceived Value 0.887 Good 

V3 Green Brand Communication 0.895 Good 

V4 Ethical Sourcing 0.876 Good 

V5 Brand Image 0.865 Good 

V6 Overall 0.965 Excellent 

The reliability analysis conducted using Cronbach's Alpha demonstrates strong internal consistency for all 

constructs in the study. Each individual variable exhibits high reliability, as their Cronbach’s Alpha values fall 

well above the commonly accepted threshold of 0.70, indicating that the measurement items effectively capture 

the intended constructs. The results suggest that the survey instrument used in this study is statistically robust and 

consistent in assessing consumer perceptions. Furthermore, the overall reliability score is categorized as excellent, 

reflecting a high level of internal consistency across all constructs combined. These findings confirm that the 

instrument is suitable for further statistical analysis, including Confirmatory Factor Analysis (CFA) and Structural 

Equation Modeling (SEM), ensuring the validity and reliability of the study's results. 

 

 

 

 

 

 

 

Environmental Commitment 

Brand Image 
Consumer Perceived Value 

 

Green Brand Communication 

 

Ethical Sourcing 
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Confirmatory Factor Analysis 

 

 
According to statistical indices, the proposed measurement model fits well. Absolute fit is within the permitted 

range, indicating the model accurately represents the data. The incremental fit indices show that the model fits 

better than the baseline model. The parsimony-adjusted index also indicates a good model fit, confirming the 

model's ability to explain study variable connections. The hypothesised model and data structure match well, as 

the error approximation measure is within the allowed threshold. These findings corroborate the study's 

hypotheses and validate the variables' structural linkages, proving the model is suitable for future examination. 

 

Structure Equation Modelling 

 

Fit Indices Observed Result 

CMIN1 2.732 Acceptable Fit 

CFI1 0.912 Acceptable Fit 

TLI1 0.935 Acceptable Fit 

PNFI1 0.675 Good Fit 

RMSEA1 0.069 Acceptable Fit 

Fit Indices Observed Result 

CMIN2 2.453 Acceptable 

CFI2 0.949 Good 

TLI2 0.936 Good 

PNFI2 0.712 Good 

RMSEA2 0.062 Acceptable 
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 Multiple indices show that the proposed structural model fits well. The model adequately describes the observed 

data because the absolute fit measure is within the permitted threshold. The incremental fit indices indicate a good 

model fit, supporting the hypothesised relationships. The parsimony-adjusted index also fits well, demonstrating 

that the model is neither too complex nor too simple. The error approximation measure is within the allowed 

range, indicating modest model misspecification and appropriate variable relationship accuracy. These findings 

confirm the structural model's reliability and usefulness for hypothesis testing and inference. 

Hypothesis Testing 

Hypothesis 

No 
Framed Hypothesis P-Value Result 

H1 Environmental Commitment-> Brand Image 0.00 Supported 

H2 Consumer Perceived Value-> Brand Image 0.00 Supported 

H3 Green Brand Communication-> Brand Image 0.00 Supported 

H4 Ethical Sourcing-> Brand Image 0.00 Supported 
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Environmental commitment and brand image are statistically significant, demonstrating that consumers see 

environmentally responsible companies more favourably. The results imply that sustainability activities including 

carbon footprint reduction, eco-friendly packaging, and green operating procedures improve brand impression.  

 

This finding aligns with previous research that highlights the growing consumer preference for brands that 

demonstrate genuine environmental responsibility. A company’s commitment to environmental sustainability 

fosters brand credibility, trust, and long-term loyalty, making it a key factor in enhancing overall brand equity. 

The results reinforce that consumers are actively seeking brands that align with their sustainability values, which 

influences their purchasing decisions. Companies that effectively communicate their green efforts can gain a 

competitive edge in the FMCG sector. The study provides empirical evidence that integrating sustainability into 

corporate strategies significantly enhances brand image. This suggests that organizations must not only adopt eco-

friendly practices but also ensure transparent communication about their initiatives. The findings emphasize that 

environmental commitment should be embedded into brand strategy to maximize consumer trust and engagement. 

The impact of consumer perceived value on brand image is statistically significant, demonstrating that customers 

evaluate brands based on eco-friendly product benefits. The results imply that higher perceived value strengthens 

brand image because consumers correlate value with quality, price, and environmental sustainability. Green 

products with practical benefits, affordability, and ethical production processes increase consumer trust and 

happiness. This supports prior study on perceived value and brand loyalty and advocacy. Environmentally 

conscious consumers feel connected to brands that differentiate themselves through sustainable solutions. The 

study emphasises the need to effectively communicate sustainable product benefits beyond pricing to consumers. 

Environmentally responsible brands are more likely to attract repeat customers and favourable word-of-mouth. 

The findings advise smart pricing, marketing, and product innovation to boost brand positioning and perceived 

value.  

 

The statistically significant association between green brand communication and brand image emphasises the 

relevance of sustainability messaging in shaping consumer attitudes. The results show that firms that clearly and 

truthfully explain their environmental activities strengthen consumer relationships. Transparent and consistent 

advertising, social media, and corporate reporting build brand trust and reduce greenwashing scepticism. This 

supports research showing that business transparency boosts customer engagement with sustainability activities. 

The findings show that consumers will favour brands that clearly state their green credentials. A well-structured 

communication plan with storytelling, certifications, and sustainability reports boosts brand authenticity. Even 

sustainable companies risk losing consumer trust if they don't explain their green projects. The results show that 

organisations should use interactive digital marketing methods like influencer collaborations and eco-labeling to 

boost brand image. The study strongly suggests that green brand communication drives brand impression and 

consumer loyalty. 

 

The effect of ethical sourcing on brand image is found to be statistically significant, indicating that responsible 

procurement practices play a crucial role in shaping consumer trust and brand reputation. The results suggest that 

consumers are increasingly conscious of the ethical implications of their purchases, favouring brands that 

prioritize fair trade, sustainable supply chains, and labour rights. Ethical sourcing enhances brand credibility, as 

it reflects a company’s commitment to social and environmental responsibility. This finding aligns with previous 

studies that suggest that consumers are more loyal to brands that ensure ethical production processes. The study 

highlights the importance of transparency in sourcing practices, as misleading claims can damage brand trust and 

lead to negative consumer perceptions. Companies that actively engage in ethical sourcing benefit from positive 

brand differentiation and long-term competitive advantage. The findings suggest that businesses must invest in 

responsible supplier partnerships and certification programs to reinforce their credibility. Ethical sourcing also 

contributes to positive corporate social responsibility (CSR) outcomes, improving overall stakeholder 

engagement. The results emphasize that organizations should highlight ethical practices in their marketing 

strategies to enhance brand image and foster consumer loyalty. 

 

MANAGERIAL IMPLICATIONS 
Managers in the FMCG sector must embed environmental sustainability into their core business strategies to 

enhance brand perception. Companies should focus on adopting eco-friendly production methods, reducing waste, 

and investing in renewable energy to strengthen consumer trust. Transparency in sustainability initiatives, such as 

publishing corporate sustainability reports and eco-certifications, can reinforce credibility. Brands that effectively 

communicate their environmental responsibility through marketing campaigns can differentiate themselves from 

competitors. Managers should develop collaborations with environmental organizations to enhance legitimacy 

and consumer goodwill. Green packaging innovations and reducing carbon footprints can further improve 
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consumer perception and regulatory compliance. Investment in sustainable research and development (R&D) can 

lead to product innovations that appeal to eco-conscious consumers. Companies must also train employees on 

sustainability goals to ensure internal alignment with green initiatives. Implementing customer engagement 

programs, such as recycling incentives or eco-awareness campaigns, can deepen consumer connections. 

Ultimately, a well-executed environmental commitment strategy strengthens brand reputation, fosters consumer 

loyalty, and enhances competitive positioning. 

 

Managers should focus on enhancing the overall consumer experience by ensuring that green products provide 

tangible benefits beyond sustainability claims. Pricing strategies must be carefully planned to justify the premium 

associated with eco-friendly products without alienating cost-sensitive consumers. Innovative product designs, 

such as biodegradable packaging or multi-use functionalities, can increase perceived value. Businesses should 

conduct consumer perception studies to understand what aspects of sustainability appeal most to their target 

audience. Providing detailed product information on environmental benefits through digital platforms and 

packaging can improve consumer trust. Managers should leverage loyalty programs that reward customers for 

choosing sustainable products, reinforcing repeat purchases. Investing in quality control measures ensures that 

sustainable products do not compromise performance, thereby maintaining strong perceived value. Companies 

must also educate consumers on the long-term cost-effectiveness of green products to enhance their value 

perception. The adoption of co-branding strategies with trusted sustainability organizations can further solidify 

brand credibility. Ultimately, value-driven marketing campaigns that highlight both sustainability and 

functionality will be key to enhancing brand image. 

 

Managers must prioritize consistent, transparent, and engaging communication strategies to strengthen green 

brand perception. Authenticity in sustainability messaging is crucial to avoid skepticism and accusations of 

greenwashing. Companies should use multi-channel communication approaches, including social media, 

influencer marketing, and corporate websites, to reach a diverse audience. Storytelling techniques that showcase 

a brand’s journey towards sustainability can create emotional connections with consumers. Implementing 

interactive content such as eco-awareness campaigns, live sustainability reports, and consumer engagement 

forums can enhance brand trust. Managers should encourage third-party endorsements and certifications to 

validate sustainability claims and improve credibility. Employee advocacy programs can also help communicate 

sustainability efforts, as employees serve as trusted brand ambassadors. Providing real-time updates on green 

initiatives through newsletters and digital platforms can reinforce transparency. Additionally, collaborating with 

environmental influencers and eco-conscious communities can amplify brand messaging. By integrating green 

communication into corporate culture, businesses can effectively shape consumer perceptions and solidify their 

brand image. 

 

Managers should focus on building strong, sustainable supplier relationships to ensure responsible sourcing 

practices and enhance brand credibility. Implementing supply chain audits and third-party verifications can 

provide transparency and reassure consumers of ethical production methods. Companies must publicly disclose 

sourcing policies and highlight fair labour practices to gain consumer trust. Establishing long-term contracts with 

ethical suppliers can reduce supply chain risks while strengthening brand integrity. Brands should educate 

consumers about the impact of ethical sourcing through storytelling campaigns that emphasize community support 

and fair wages.. Managers must engage in stakeholder collaborations, including partnerships with NGOs and 

sustainability organizations, to enhance accountability. Ethical sourcing initiatives should be incorporated into 

corporate social responsibility (CSR) strategies to reinforce the brand’s commitment to sustainability. Offering 

limited-edition ethically sourced products or exclusive sustainability-focused campaigns can attract 

environmentally conscious consumers. Ultimately, businesses that prioritize transparent and responsible sourcing 

practices will benefit from improved brand reputation, stronger consumer loyalty, and long-term market success. 

 

CONCLUSION 
The study shows that green marketing methods boost brand image, especially in FMCG, where sustainability 

concerns are increasingly influencing consumer preferences. The findings show that environmental commitment, 

customer perceived value, green brand communication, and ethical sourcing boost brand credibility and 

confidence. Businesses that include sustainability into their plans and disclose their green activities can stand out 

in a competitive market. The survey also highlights the importance of consumer knowledge and engagement, as 

eco-conscious consumers are more likely to support firms that share their beliefs. Marketers and brand managers 

should take a holistic approach to sustainability-driven branding, as the data show. Businesses can increase their 

reputation, client loyalty, and long-term performance in the changing FMCG marketplace by using green 

marketing methods. 
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FURTHER RESEARCH 
This study gives extensive insights into green marketing techniques and brand image, but future research might 

examine legislative implications, cultural variances, and consumer behavioural shifts across demographics. Green 

marketing methods' global applicability may be revealed by comparing sustainability attitudes in emerging and 

developed countries. Longitudinal study on sustainability initiatives' effects on brand equity and consumer loyalty 

is also possible. Qualitative methods like customer interviews and focus groups may reveal eco-conscious 

purchase reasons. Finally, future research might study how AI-driven sustainability data and blockchain-based 

supply chain transparency boost green brand reputation. 
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