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GREEN MARKETING AND ITS IMPACT ON CONSUMER BUYING BEHAVIOR IN CITY OF MUNTINLUPA,
PHILIPPINES. PART II.

The purpose of this paper is to provide a comprehensive literature review of green marketing, eco-friendly products, and
green consumers aims to give information about the effect of green marketing on customers purchasing behaviors. First
of all, environment and environmental problems, one of the reasons why green marketing emerged, are mentioned, and
then the concepts of green marketing and green consumer are explained. These days, green marketing businesses are
significantly helping our environment in a competition with the other products in terms of producing eco-friendly
products. Being eco-friendly comes up with how you will sell it in the market nowadays. The problem seeks to
understand green marketing and its impact on consumers buying behavior in city of Muntinlupa. The researcher came up
with a solution to easily attain objectives by gathering enough data through quantitative research, which allows the study
to collect information from prospects through a set of Questions via an online survey that was a self-made validated
questionnaire. For the sampling technique and size, researcher also used the quota sampling method to complete the 65
out of 100 participants which are based on G*Power analysis from ages 18-45 years’ old who are residents in city of
Muntinlupa. According to the results of the research analysis, the environmental awareness, green product features,
green promotion activities and green price affect green purchasing behaviors of the consumers conclusively. The
demographic characteristics have an average effect on the representation, that brand strategies like product, price, and
promotion have a significant relationship with consumers buying behaviors in city of Muntinlupa.

3 REVIEW OF RELATED LITERATURE

Green marketing is aimed at directing a company‘s efforts to undertake the processes of designing a product, its
promotion, pricing, and distribution in a way that can help to protect the environment (Polonsky 2011). It can encompass
all production and distribution systems. Green marketing is a creative opportunity to innovate in ways that make a
difference and at the same time achieve business success (Maheshwari 2014). Thus, green marketing is a production
mechanism which strives to produce products that are safer to use and protect the environment. Like previous studies
(Rahbar et al. 2011; Zandhessami et al. 2016; Sarkar 2012), the current study has measured green marketing using three
key variables: eco-labeling, green branding and green advertising.
Eco-labels are initiatives taken by organizations in order to preserve the environment and for which they receive third-
party certification. Such certifications in the form of ecolabels are then used as a competitive advantage by companies to
attract more customers by showing them that they are offering more environmentally friendly and healthy products (Ng
et al. 2015). The practice of eco-labeling is used on the one hand, as a marketing strategy, and on the other hand, it is
aimed at dealing with the problems of climate change and global warming (Bernard et al. 2015).
The primary aim of green marketing efforts is to reduce the environmental losses and to earn a good reputation for the
company as an environmentally concerned company, with a responsible attitude towards the environment (Sarkar 2012),
even in tourism (Kilichov and Olsavsky 2023) or honey production (Olsavsky 2021). It is a novel concept which helps
organizations to achieve their long-term objectives of attracting more consumers to increase their consumer base.
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Organizations are paying increased attention to eco-innovation in order to use it as their marketing strategy. It is also
helpful for organizations to not only achieve sustainable production processes but to gain a marketing advantage in the
form of influencing the behavior of consumers to buy green products (Singh 2012). On the other hand, the organizations,
by virtue of increased legal and regulatory pressures, are also bound to follow green practices for the protection of the
environment and to provide consumers with healthy and green products and services (Sarkar 2012). The ultimate goal of
all such activities is to influence consumers to contribute towards a healthy environment and a healthy lifestyle by
purchasing green products.
Consumer buying behavior can be studied under Theory of Planned Behavior proposed (Ajzen 1991), which seeks to
address the motivational factors behind the certain behavior of consumers as influenced by intentions, subjective norms
and perceived behavioral controls. This theory says that intentions exhibit a significant influence on a consumer to
behave in a certain way. Attitudes are formed by individual judgments of a certain behavior or the beliefs about the
outcome of certain actions. For instance, if a consumer feels that purchasing a green product is helpful for him/her and
society‘s well being, they will form the attitude to buy it and finally, they will perform the action. Normative beliefs, on
the other hand, are societal or familial or spousal pressure on someone to act in a certain way. For example, societal or
familial pressure on someone to buy and encourage consumption of green products for environmental protection
influences a consumer‘s behavior to buy green products. Finally, perceived behavioral controls are the factors which
influence consumer buying behavior in the form of whether he/she can afford to buy a product or the perceived ease or
difficulty attached in its buying.
Researchers have also used behavioral theories to establish a behavior – attitude relationship for consumers, i.e. the
consumers make buying decisions based on their favorable attitude towards certain products. The relationship between
green behavior and the attitude of consumers is low (Ottman 2017). The study was conducted in the Turkish context to
understand the role of environmental knowledge on shaping consumer buying behavior (Albayrak et al. 2011).
They found that green consumers are like confused consumers. This is because they are unable to specify what exactly is
meant by green, so forming an attitude for green products is also difficult.
Many companies are trying to preserve the environment by delivering environment friendly products (Renfro 2010).
Previous research argued that there are several factors which influence the behavior of the consumer in terms of the
purchase of green products. Like previous research findings from different countries, in India consumer‘s income class
and social norms (Purohit 2012), in Turkey environment protection behavior and social norms pressure (Boztepe 2012),
in Korea gender, age, education, and income status (Lee et al. 2012) respectively plays an important role in the purchase
of green products. Psychological and social factors are persuasively more influential on the consumer‘s behavior as
compared to the demographic factors for the consistency of the green product purchase (Pickett et al. 1995). Green
consumers are more educated and wealthier, yet there is democratization in the purchase behavior in Europe and North
America (Laroche et. al. 2001).
All of this indicates that patterns of buying these green products and services are not similarly shared by all consumers.
However, the scope of current research is restricted to the study of the direct impact of green marketing on consumer
buying behavior and it has not taken into account the role of demographics to study their role for enhancing or
decreasing the impact of green marketing activities on consumer buying behavior. Overall, many previous studies (such
as Purohit 2012; Spanos 2008; Boztepe 2012; Lee et al. 2012) propose that organizations‘ green marketing practices
directly or indirectly have a positive influence on the consumer buying behavior in different consumer goods industries.
Marketers may use eco-labeling in order to show that they have used environmentally safe and profound ways of
production and distribution of goods. Such products hold a license from independent third parties for being
environmentally friendly products (Okada and Mais 2010; Mishra and Sharma 2010). Ng and Wong (2015) found that in
the construction sector of Hong Kong, the technique of eco-labeling has been largely used by marketers and it has been
reported to bring positive results for marketers, influencing consumer buying behavior for the purchase of green
products.
Another important determinant of green marketing is green branding. Green marketing contributes value to a brand
image (Suki 2016). The main strategy used for green branding is green positioning (Raska and Shaw 2012). The
positioning can be either emotional or functional, where functional strategy appeals to rational minds through the
provision of detailed knowledge on the environmental benefits of products, while the emotional strategy focuses on
emotional needs of consumers.

4 MATERIALS AND METHODS

The study will be in a quantitative type of research. Quantitative research is a formal, objective, systematic process to
describe and test Relationships and examine cause and effect interactions among variables. Surveys may be used for
descriptive, explanatory, and exploratory research. Since the present study or investigation focuses on determining the
Brand strategy related to consumers’ purchasing intention. The quantitative research method was the most appropriate
method to use. The researchers used a descriptive research design to achieve the objective of the study in developing
eco-friendly materials that may help improve the current productivity and efficiency of green marketing.
The study respondents will be the Business owner of selected eco-friendly products and Residents who consume eco-
friendly products. The respondents must be 18-45 years old and currently living in the city of Muntinlupa. The
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participants will be randomly selected using a quota sampling method. A quota sample is a non-probability sample
selected based on the assigned number or quota of individuals.

The total number of participants will be determined using G-power analysis:
– They must be 18-45 years old
– They must be resident in city of Muntinlupa.
– They bought an eco-friendly product.
– They are willing to participate in the study.

In this study, the researcher will be using a self-validated survey questionnaire to achieve the study’s main objective. The
researcher creates a questionnaire to gather data that will be used in the study and serve as primary tools using the Likert
Scale. The questionnaire will be distributed to selected residents of city of Muntinlupa. The survey questionnaire will
consist of (2) parts: First is the demographic profile of respondents based on the name, age and sex. The second part is
assessing the brand strategies that are related to customers’ buying behavior.
The primary source of the study focuses on the gathered data in survey questionnaire that are distributed in selected
Muntinlupa residents, and the secondary source of this study is the literature that supports the study. This literature may
include books, research papers and reports.

5 RESULTS AND DISCUSSIONS

The aim of this study, by analyzing the impact of environmental awareness, green product features, green product prices,
green product advertisement and demographic features of consumers on purchasing behaviors of consumers, is to
determine whether there is a significant relationship between them and if there is, to reveal direction and level of this
relationship and hence to give advices to companies producing environment-friendly products. To identify factors that
influence the consumer’s buying behavior through environmental marketing, consumer behavior, availability and
environmental factors. The objectives of this study are the following; to study the green marketing strategy will affect
consumers’ buying behavior in terms of quality, price, design and environmental benefits; to learn the benefits that
consumers’ get when purchasing environmentally friendly products through satisfaction, health benefit and peace of
mind; to know if eco-friendly products affect consumers’ buying decisions and to spot the level of effectiveness of
having green marketing through eco-friendly products in consumers buying behavior.
As a result of the study, as environmental consciousness, green product features, green promotion and green price
increase, green purchasing behavior increases as well. In most of the studies conducted until today, a negative relation
between green price and purchasing behavior has been observed. Nevertheless, the result of our study shows that people
are now willing to pay more for environmentally-friendly products. With industrialization and development and progress
of technology, diversification in human needs has increased. The use of natural sources, environmental devastation and
pollution affect human life negatively. Humans have been in the search for ensuring their futures and sustaining their life
in appropriate conditions. Consumers, by not remaining insensitive to environmental problems such as environment
pollution and global warming, have started to consider whether the products they purchase are environment-friendly or
not apart from price and quality features of the products. With environment and environmental problems gaining
importance for people, companies have started to change their production, goods or service generation, and hence
marketing strategies accordingly. They have started to produce environment-friendly products and have tried to reach the
green marketing concept to the consumers.

Table 1: Descriptive statistics on green marketing strategy in terms of price
Source: Author

Table 1 shows the descriptive statistics on green marketing strategy in terms of price. „I buy eco-friendly products
because it is affordable.“ and „The design in eco-friendly looks expensive but it is cheaper.“ both got the same mean
score of 3.326 and were both interpreted as highly affected. However, „I’m willing to pay a higher price when buying
eco-friendly products.“ got a mean score of 3.196 and was interpreted as affected. Therefore, a total mean score of 3.283
and SD of 0.575 was perceived by the respondents that the green marketing strategy in terms of price highly affects their
purchasing intention.

10. 1. 2025 9:14 Green marketing and its impact on consumer buying behavior in city of Muntinlupa, Philippines. Part II. – Marketing Science & I…

https://msijournal.com/?print-my-blog=1&post-type=post&statuses%5B0%5D=publish&rendering_wait=0&columns=1&font_size=normal&image_s… 3/9



Table 2: Descriptive statistics on green marketing strategy in terms of promotion
Source: Author

Table 2 shows the descriptive green marketing strategy in terms of price. „I buy eco-friendly products because it
promotes a cleaner environment.“ got the highest mean score of 3.80 which was interpreted as highly affected. However,
„I like to buy eco-friendly products because of green advertisements.“ got a score mean of 3.54 and „I like the eco-
friendly products because of its good packaging.“ got a score mean of 3.15 and it is also both interpreted as highly
affected. Therefore, a total mean score of 3.62 and SD of 0.41 was perceived by the respondents that the green
marketing strategy in terms of promotion affects their purchasing intention.

Table 3: Descriptive statistics on green marketing strategy in terms of place
Source: Author

Table 3 shows descriptive statistics on green marketing strategy in terms of place that they bought Eco-friendly products
because it is easily accessible with a score mean of 3.326 and was interpreted as Highly affected. While „Availability of
eco-friendly products near me.“ got the lowest score mean of 3.087 and also interpreted as highly effective. Therefore, a
total mean score of 3.181 and SD of 0.485 was perceived by the respondents that the green marketing in terms of place
affects their purchasing intention.

Table 4: Descriptive statistics on green marketing strategy in terms of products
Source: Author

Table 4 shows the descriptive statistics on eco-friendly products in terms of products. „I buy eco-friendly products
because it is made up of green materials that help clean our environment.“ got the highest mean score of 3.500 which is
interpreted as highly affected. While „I usually buy eco-friendly products when I go to malls.“ got the lowest score of
2.978 but was also interpreted as highly affected. Therefore, a total mean score 3.188 and SD 0.425 was perceived by the
respondents that the green marketing strategy in terms of products highly affects their purchasing intention.

Table 5: Summary of descriptive statistics on green marketing strategy that affects consumers purchasing intention
Source: Author

Table 5 shows the summary of descriptive statistics on green marketing strategy that affects consumers buying behavior.
Among the four marketing strategies, promotion has the highest mean score of 3.62 and was interpreted as highly
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affected. It is followed by price with a mean score of 3.283 and was also interpreted as highly affected. Then, the
product was ranked 3 with a mean score of 3.188 and was also interpreted as highly affected. Place got the lowest rank
with a mean score of 3.181 and was interpreted as highly affected. Therefore, the green marketing strategy highly affects
the consumer purchase intention of the respondents with a total mean score of 3.317 and SD of 0.367.

Table 6: Descriptive statistics on level of effectiveness on eco-friendly product in terms of sociodemographic
Source: Author

Table 6 shows the descriptive statistics on level of effectiveness on eco-friendly products in terms of sociodemographic.
„I buy eco-friendly products because I’m educated to help our environment.“ got the highest score of 3.522 and
interpreted as highly effective. While „Your income must be high enough to buy eco-friendly products.“ got the lowest
score mean of 2.739 and interpreted as effective. Therefore, a total score mean of 3.08 and SD of 0.462 was perceived
by the respondents that the level of effectiveness on eco-friendly products in terms of sociodemographic was effective.

Table 7: Descriptive statistics on level of effectiveness on eco-friendly product in terms of financial status
Source: Author

Table 7 shows the descriptive statistics on level of effectiveness on eco-friendly products in terms of financial status. „I
am ready to pay higher prices for a green product.“ got the highest mean score of 2.957 which was interpreted as
effective. While „Green product purchasing is a sign of prestige and higher social status.“ got the lowest score which
was interpreted as less effective. Therefore, a total mean score of 2.688 and SD of 0.551 was perceived by the
respondents that the level of effectiveness on eco-friendly products in terms of financial status was effective.

Table 8: Summary of descriptive statistics on level of effectiveness on eco-friendly product
Source: Author

Table 8 shows the summary of descriptive statistics on level of effectiveness on eco-friendly products in consumer
purchasing intention. Sociodemographic got the highest mean score of 3.080 and was interpreted as effective. While,
financial status got a mean score of 2.688 and was also interpreted as effective. Therefore, there is an effective eco-
friendly product in consumer purchasing intention with a total mean score of 2.884 and SD of 0.465.

10. 1. 2025 9:14 Green marketing and its impact on consumer buying behavior in city of Muntinlupa, Philippines. Part II. – Marketing Science & I…

https://msijournal.com/?print-my-blog=1&post-type=post&statuses%5B0%5D=publish&rendering_wait=0&columns=1&font_size=normal&image_s… 5/9



Table 9: Pearson’s correlations between green marketing strategies and consumers’ purchasing intention
Source: Author

Table 9 shows Pearson’s correlation between green marketing’s strategies and consumers buying behavior. Data revealed
that there is a moderate positive correlation between price and sociodemographic with r value of 0.369 and p-value =
0.012 lower than the significance level at 0.05. While place has a strong positive correlation with sociodemographic (r =
0.408, p-value = 0.005), has a weak positive relationship with financial status (r = 0.299, p-value = 0.043), and moderate
positive correlation with consumer purchase intention (r = 0.38, p-value = 0.008) with p-values lower than the
significance level at 0.05. Product has a moderate positive correlation with sociodemographic (r = 0.387, p-value =
0.008) and weak relationship with consumer purchase intention (r = 0.282 and p-value of 0.058). Green marketing
strategy has a strong correlation with sociodemographic (r = 0.445, p-value = 0.002). Green marketing strategy has a
moderate positive correlation with consumer purchase intention with r values of 0.336 and p-values of 0.022 lower than
the significance level at 0.05. Therefore, we will accept the alternative hypothesis.

The following conclusion were derived:
1. Residents of Muntinlupa are engaged in buying eco-friendly products when it is affordable.
2. In terms of promotion, consumers bought eco-friendly products because it promotes a cleaner environment.
3. When an eco-friendly product is easily accessible, consumers are engaged to buy the product.
4. The result revealed that consumers bought eco-friendly products because they are made up of green materials.
5. It showed in the result that promotion is the mostly affecting variable in all of the factors that affects consumer
purchasing intention.
6. The result showed that Muntinlupa residents bought eco-friendly products because they were educated to help our
environment.
7. In terms of financial status, Muntinlupa residents are willing to pay higher prices for an eco-friendly product.
8. The result revealed that there is a significant effect between green marketing and customers buying behavior.
9. They are Pearson’s correlations between green marketing strategies and consumers’ purchasing intention.

The recommendation are formulated and hereby endorsed:
1. Since promotion was highly affected among green marketing strategies, it is recommended that eco-friendly
businesses should use different kinds of advertisement to promote their product to promote the use of green eco-friendly
products.
2. The research revealed that place was the least affected among green marketing strategies. On this basis, green
marketing eco-friendly businesses should prioritize the location of their store from their target consumer and how it can
be accessible to customers.
3. The researcher recommended that eco-friendly businesses should focus on socio demographic of their target market
because it is the highly effective variable in having eco-friendly products in consumers buying behavior.
4. The researcher recommended that green marketing eco-friendly businesses must pay attention to financial status of
their target market. The study showed that customers are willing to pay higher prices for eco-friendly products.
5. The study revealed that there was a significant relationship between green marketing and purchasing intention. The
researcher recommended that eco-friendly businesses must invest in green marketing strategies that can help the
business to be efficient.
6. Consumer observation of the environment will impact purchase decisions, especially for green products.
7. Selling products that are eco-friendly are profitable and help to build brand loyalty that achieve the best results for the
product strategy, market analysis and product research.
8. Raise recognition among consumers about the value of sustainability and the environmental impact of their
purchasing decisions of eco-friendly products that could help reduce waste, pollution, and other negative impacts on the
planet.
9. Green marketing collaborates with influencers and partnering with influential personalities who are passionate about
sustainability can help promote green marketing that can significantly impact consumers’ purchasing intention.

End of Part II.

POZNÁMKY/NOTES

I would like to acknowledge and give thanks to my family for understanding when undertaking my research and writing
my project. And dedicated this journal in loving memory of my mother who passed away in 2022 before I finished this
research study.
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Finally, I would like to thank God for letting me through all the difficulties. I have experienced your guidance day by
day. I will keep on trusting you for my future.

LITERATÚRA/LIST OF REFERENCES

Ajzen, I., 1991. The theory of planned behaviour. In: Organizational Behavior and Human Decision Processes. 1991,
50(2), 179-211. ISSN 1095-9920. Available at: <https://doi.org/10.1016/0749-5978(91)90020-T
(https://doi.org/10.1016/0749-5978(91)90020-T)>
Albayrak, T. et al., 2011. The influence of skepticism on green purchase behavior. In: International Journal of Business
and Social Science. 2011, 2(3), 189-197. ISSN 2219-1933.
Alkhatib, S. et al., 2023. Green marketing in the digital age: A systematic literature review. In: Sustainability. 2023,
15(16), 12369. ISSN 2071-1050. Available at: <https://doi.org/10.3390/su151612369
(https://doi.org/10.3390/su151612369)>
Anvar, M. and Venter, M., 2014. Attitudes and purchase behaviour of green products among generation Y consumers in
South Africa. In: Mediterranean Journal of Social Sciences. 2014, 5, 183. ISSN 2039-9340.
Bernard, Y., Bertrandias, L. and Elgaaied-Gambier, L., 2015. Shoppers‘ grocery choices in the presence of generalized
eco-labelling. In: International Journal of  Retail & Distribution Management. 2015, 43(4/5), 448-468. ISSN 0959-0552.
Boztepe, A., 2016. Green marketing and its impact on consumer buying behavior. In: European Journal of Economic and
Political Studies. 2016, 5(1). ISSN 1307-6035.
Costales, M. J., 2020. Green marketing, business sustainability and marketing practices of selected small and medium
enterprises (SMEs) in Muntinlupa, City. In: Royal Institution Research Journal. 2020, 10. ISSN 2382-6347.
OurRef:RI/RIRJ/2020-03-31/38836/HSMGA/all
Delafrooz, N., and Goli, A., 2015. The factors affecting the green brand equity of electronic products: Green marketing.
In: Cogent Business & Management. 2015, 2(1). ISSN 2331-1975. Available at:
<http://dx.doi.org/10.1080/23311975.2015.1079351 (http://dx.doi.org/10.1080/23311975.2015.1079351)>
Govender, J. et al., 2016; The influence of green marketing on consumer purchase behavior. In: Environmental
Economics. 2016, 7(2), 77-85. ISSN 1998-605X. Available at: <https://doi.org/10.21511/ee.07(2).2016.8
(https://doi.org/10.21511/ee.07(2).2016.8)>
Haba, H., 2023. Green consumer research: Trends and way forward based on bibliometric analysis. In: Cleaner and
Responsible Consumption. 2023, 8, 100089. ISSN 2666-7843.
Kapdan, E., 2022. Development of food supply of the cities after the industrial revolution. In: Paradoks Ekonomi
Sosyoloji ve Politika Dergisi. 2022, 18(2), 133-148. ISSN 1305-7979.
Kilichov, M. and Olsavsky, F., 2023. Sustainable tourism development: Insights from accommodation facilities in
Bukhara along the silk road. In: Marketing Science & Inspirations. 2023, 18(2), 12-25. ISSN 1338-7944. Available at:
<https://doi.org/10.46286/msi.2023.18.2.2 (https://doi.org/10.46286/msi.2023.18.2.2)>
Laroche, M., et al., 2011. Green marketing: Need of the 21st Century. . . Available at:
<https://www.researchgate.net/publication/352020780_GREEN_MARKETING_NEED_OF_THE_21_ST_CENTURY
(https://www.researchgate.net/publication/352020780_GREEN_MARKETING_NEED_OF_THE_21_ST_CENTURY)>
Lee, et. al, 2012. Explaining pro-environmental behaviors with environmentally relevant variables: A survey in Korea.
In: African journal of business management. 2012, 6(29), 8677-8690. ISSN 1993-8233.
Maheshwari, P. S., 2014. Awareness of green marketing and its influence on buying behavior of consumers: special
references to Madhya Pradesh, India. In: AIMA Journal of Management & Research. 2014, 8(1/4). ISSN 0974-0497. . .
Available at: <https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf
(https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf)>
Martins, A., et al., 2021. Green marketing and perceived SME profitability: the mediating effect of green purchase
behavior. In: Management of Environmental Quality. 2021, 33(2), 281-299. ISSN 1477-7835.
Mayank, B., et al., 2013. Green marketing: A study of consumer perception and preferences in India. In: Electronic
Green Journal. 2013, 1(36). ISSN 1076-7975.
Mishara, P. and Sharma, P., 2010. Green marketing in India: Emerging opportunities and challenges. In: Journal of
Engineering, Science and Management Education. 2010, 3, 9-14. ISSN 2278-1471.
Ng, F. et al., 2014. Antecedents of green brand equity: an integrated approach. In: Journal of Business Ethics. 2014,
121(2), 203-215. ISSN 1573-0697.
Okada, M. E. and Mais, L. E., 2010. Framing the „Green“ alternative for environmentally conscious consumers. In:
Sustainability Accounting Management and Policy Journal. 2010, 1(2), 222-234. ISSN 2040-8021. Available at:
<https://doi.org/1108/20408021011089257 (https://doi.org/1108/20408021011089257)>
Olsavsky, F., 2021. Consumer literacy and honey fraud. Part II. In: Marketing Science & Inspirations. 2021, 16(1), 2-10.
ISSN 1338-7944. Available at: <https://doi.org/46286/msi.2021.16.1.1 (https://doi.org/46286/msi.2021.16.1.1)>
Ottman, J., 2017. The new rules of green marketing. Strategies, Tools, and Inspiration for Sustainable Branding.
London: Routledge, 2017. ISBN 9781351278683
Pickett, et. al, 2000. Integrated Approaches to Long-Term Studies of Urban Ecological Systems: Urban ecological
systems present multiple challenges to ecologists—pervasive human impact and extreme heterogeneity of cities, and the
need to integrate social and ecological approaches, concepts, and theory. In: BioScience. 2000, 50(7), 571-584. ISSN

10. 1. 2025 9:14 Green marketing and its impact on consumer buying behavior in city of Muntinlupa, Philippines. Part II. – Marketing Science & I…

https://msijournal.com/?print-my-blog=1&post-type=post&statuses%5B0%5D=publish&rendering_wait=0&columns=1&font_size=normal&image_s… 7/9

https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.1016/0749-5978(91)90020-T
https://doi.org/10.3390/su151612369
https://doi.org/10.3390/su151612369
http://dx.doi.org/10.1080/23311975.2015.1079351
http://dx.doi.org/10.1080/23311975.2015.1079351
https://doi.org/10.21511/ee.07(2).2016.8
https://doi.org/10.21511/ee.07(2).2016.8
https://doi.org/10.46286/msi.2023.18.2.2
https://doi.org/10.46286/msi.2023.18.2.2
https://www.researchgate.net/publication/352020780_GREEN_MARKETING_NEED_OF_THE_21_ST_CENTURY
https://www.researchgate.net/publication/352020780_GREEN_MARKETING_NEED_OF_THE_21_ST_CENTURY
https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf
https://apps.aima.in/ejournal_new/articlespdf/3_dr_shruti_p_maheshwari.pdf
https://doi.org/1108/20408021011089257
https://doi.org/1108/20408021011089257
https://doi.org/46286/msi.2021.16.1.1
https://doi.org/46286/msi.2021.16.1.1


1525-3244. Available at: <https://academic.oup.com/bioscience/article/50/7/571/354328
(https://academic.oup.com/bioscience/article/50/7/571/354328)>
Purohit, H. C., 2012. Product positioning and consumer attitude towards eco-friendly labeling and advertisement: an
analytical study. In: Journal of Management Research. 2012, 12(3), 153-162. ISSN 1941-899X.
Polonsky, J. M., 2011. Transformative green marketing: impediments and opportunities. In: Journal of Business
Research. 2011, 64(12), 1311-1319. ISSN 0148-2963. Available at: <https://doi.org/10.1016/j.jbusres.2011.01.016
(https://doi.org/10.1016/j.jbusres.2011.01.016)>
Qayyum, A., (https://www.emerald.com/insight/search?q=Abdul%20Qayyum)Jamil, R. A. and
(https://www.emerald.com/insight/search?q=Raja%20Ahmed%20Jamil)Sehar, A., 2023. Impact of green marketing,
greenwashing and green confusion on green brand equity. In: Spanish Journal of Marketing – ESIC. 2023, 27(3), 286-
305. ISSN 2444-9709. Available at: <https://doi.org/DOI 10.1108/SJME-03-2022-0032 (https://doi.org/DOI
10.1108/SJME-03-2022-0032)>
Rahbar, E. and Wahid, N. A., 2011. Investigation of green marketing tools’ effect on consumers’ purchase behavior. In:
Business Strategy Series. 2011, 12(2), 73-83. ISSN 1751-5637.
Raska et al., 2012. When is going green good for a company image? In: Management Research Review. 2012, 35(3/4),
326-347. ISSN 2040-8269. Available at: <https://doi.org/10.1108/01409171211210190
(https://doi.org/10.1108/01409171211210190)>
Reddy, P. K., et al., 2023. Consumers perception on green marketing towards eco-friendly fast moving consumer goods.
In: International Journal of Engineering Business Management. 2023. ISSN 2456-7817. Available at:
<https://doi.org/10.1177/18479790231170962 (https://doi.org/10.1177/18479790231170962)>
Renfro, L. A., 2010. Green business operations and green marketing. In: Gatton Student Research Publication. 2010,
2(2).
Sarkar, N. A., 2012. Green branding and eco-innovations for evolving a sustainable green marketing strategy. In: Asia-
Pacific Journal of Management Research and Innovation. 2012, 8(1), 39-58. ISSN 2319-510X. Available at:
<https://doi.org/10.1177/2319510X1200800106 (https://doi.org/10.1177/2319510X1200800106)>
Singh, K. A. and Bansal, M., 2012. Green marketing: A study of consumer attitude & environmental concern. In: Indian
Journal of Commerce. 2012, 65(2), 273-283. ISSN 1450-223X. . . Available at:
<https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2114142 (https://papers.ssrn.com/sol3/papers.cfm?
abstract_id=2114142)>
Spanos, M., 2008. Green era. 2008. . . Available at: <http://www.morax.gr/article_show.php?article_id=2302
(http://www.morax.gr/article_show.php?article_id=2302)>
Straughan, R. D. and Roberts, A. J., 1999. Environmental segmentation alternatives: A look at green consumer behavior
in the new millennium. In: Journal of Consumer Marketing. 1999, 16(6), 559-575. ISSN 0736-3761.
Suki, M. N., 2016. Green product purchase intention: impact of green brands, attitude, and knowledge. In: British Food
Journal. 2016, 118(12), 2893-2910. ISSN 0007-070X. Available at: <https://doi.org/10.1108/BFJ-06-2016-0295
(https://doi.org/10.1108/BFJ-06-2016-0295)>
Vinod, S., 2016. A study on customers perception towards green marketing and products with special reference to
Thiruvananthapuram City. In: International Journal of Recent Research in Commerce Economics and Management.
2016, 3(2), 28-33. ISSN 2231-4245.
Yulianto, M. R., et al., 2021. Pengaruh green marketing product Lele Wakoel Sidoarjo Terhadap Keputusan Pembelian.
In: Jurnal Ilmiah Manajemen dan Kewirausahaan. 2021, 1(1), 34-46. ISSN 2809-2406.
ZandHessani, H. and Parvinchi, S., 2014. Application of the theory of planned behavior to examine consumer’s green
purchase intention. In: Journal of Development & Evolution Management. 2014, 6(18), 23-30. ISSN 2008-8558.

KĽÚČOVÉ SLOVÁ/KEY WORDS

green marketing, environmental awareness, green product features, green promotion, green price, green purchasing
behavior
zelený marketing, environmentálne povedomie, zelené vlastnosti produktu, zelená propagácia, zelená cena, ekologické
nákupné správanie

JEL KLASIFIKÁCIA/JEL CLASSIFICATION

M31, M38

RÉSUMÉ

Zelený marketing a jeho vplyv na nákupné správanie spotrebiteľov v meste Muntinlupa, Filipíny. Časť II.
Cieľom tohto príspevku je poskytnúť komplexný prehľad literatúry o zelenom marketingu, ekologických výrobkoch a
zelených spotrebiteľoch s cieľom poskytnúť informácie o vplyve zeleného marketingu na nákupné správanie
zákazníkov. Najprv sa definuje životné prostredie a environmentálne problémy, ktoré sú jedným z dôvodov vzniku
zeleného marketingu a potom sa vysvetľujú pojmy zelený marketing a zelený spotrebiteľ. V súčasnosti podniky
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zeleného marketingu výrazne pomáhajú nášmu životnému prostrediu v konkurencii s ostatnými výrobkami, pokiaľ ide o
výrobu ekologických výrobkov. V kontexte myšlienky ekologickej produkcie je potrebné zodpovedať otázku, ako sa
bude v súčasnosti predávať na trhu. Cieľom problému je pochopiť zelený marketing a jeho vplyv na nákupné správanie
spotrebiteľov v meste Muntinlupa. Autorka uvádza výsledky získaných údajov v kvantitatívnom prieskume. Ten
umožnil zhromaždiť informácie od potenciálnych zákazníkov prostredníctvom súboru otázok v online prieskume
formou dotazníka. Ako techniku a veľkosť vzorky autorka použila metódu kvótového výberu, aby získala 65 účastníkov
zo 100 oslovených, ktorí sú na základe analýzy G*Power vo veku 18-45 rokov. Všetci sú obyvateľmi mesta Muntinlupa.
Podľa výsledkov analýzy dát environmentálne povedomie, zelené vlastnosti výrobku, zelené propagačné aktivity a
zelená cena jednoznačne ovplyvňujú ekologické nákupné správanie spotrebiteľov. Demografické charakteristiky majú
priemerný vplyv na tvrdenie, že stratégie značky, produktu, ceny a propagácie majú významný vzťah na nákupné
správanie spotrebiteľov v meste Muntinlupa.
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