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Abstract: This study examines the interplay between green marketing strategies, technology adoption, and strategic management, 

and their combined impact on organizational performance and consumer behaviour. Addressing a critical research gap in 

understanding the causal pathways between technology-driven sustainability initiatives and business outcomes, the research 
employed a sequential mixed-methods design. Quantitative data were collected through surveys of 208 marketing and sustainability 

professionals across diverse industries, while qualitative insights were gathered from 12 in-depth interviews with managers. The 

quantitative results demonstrate that strategic alignment and technology adoption significantly predict financial performance, 
customer satisfaction, and loyalty, with technology adoption mediating the relationship between green marketing strategies and 

financial outcomes (β = 0.32, p < .01). Transparency and third-party certifications emerged as the strongest drivers of consumer trust 

and willingness to pay a premium. Qualitative findings reinforced these results, highlighting the importance of embedding 
sustainability into core corporate strategy and leveraging technology as both an operational enabler and a credibility mechanism. The 

study contributes to the literature by providing empirical evidence of technology’s mediating role in sustainable marketing outcomes 

and by clarifying how industry context and organizational size shape the effectiveness of green practices. Managerially, the findings 
emphasize the need for strategic embeddedness, targeted technology investment, uncompromising transparency, and context-tailored 

approaches. Overall, this research advances understanding of how businesses can align profitability with sustainability while building 

long-term consumer trust. 

Keywords: Sustainable Marketing, Green Marketing Strategies, Technology Adoption, Strategic Management, Financial 

Performance, Consumer Behaviour, Customer Satisfaction, Eco-friendly Products, Digital Transformation. 

 

INTRODUCTION 
In the contemporary business landscape, 

sustainable marketing has evolved from a niche 

concern to a central strategic imperative for 

organizations worldwide. The growing 

environmental consciousness among consumers, 

investors, and regulators has created a paradigm 

shift in how companies approach marketing, 

product development, and corporate strategy. 

According to recent industry analyses, 50% of 

consumers now rank sustainability as a top five 

value driver in their purchasing decisions 

(Levesque, 2024), creating both challenges and 

opportunities for businesses seeking to align 

profitability with planetary concerns. This 

significant shift in consumer preferences has 

compelled organizations to rethink their marketing 

strategies and integrate sustainability principles 

throughout their operations. 
 

The concept of sustainable green marketing 

encompasses more than just environmentally 

friendly product features it represents a holistic 

approach to creating and delivering value while 

minimizing environmental impact and maximizing 

social benefit. As Irfan and Bryła (2024) note in 

their systematic review, green marketing involves 

"creating and promoting products, services, and 

initiatives in a way that's both environmentally and 

socially responsible" (p. 140125). This 

comprehensive view requires organizations to 

consider the entire product life cycle, from 

sourcing of raw materials to production processes, 

distribution channels, and post-consumer disposal 

options. The complexity of implementing truly 

sustainable practices necessitates sophisticated 

approaches that integrate technology adoption, 

strategic management, and marketing innovation. 
 

Despite growing interest in sustainable marketing, 

significant research gaps persist in understanding 

how technological adoption and strategic 

management interact to influence the effectiveness 

of green marketing strategies. Specifically, the 

causal pathways through which technology-driven 

green marketing impacts financial performance, 

consumer trust, and customer satisfaction remain 

underexplored in the literature. This study aims to 

address these gaps by examining the 

interrelationships between these constructs and 

providing empirical evidence of their connections. 

The research is particularly timely given the 

accelerated digital transformation of marketing 

channels and the growing consumer demand for 

authenticity in corporate sustainability claims 

(Forbes Business Council, 2024). 
 

The present study makes several contributions to 

the literature on sustainable marketing. First, it 

develops and tests an integrated model linking 
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technology adoption, strategic management, and 

marketing strategies to organizational outcomes. 

Second, it provides empirical evidence from both 

quantitative and qualitative data sources to 

illuminate the mechanisms through which green 

marketing influences financial performance and 

consumer responses. Third, it offers practical 

insights for managers seeking to implement 

effective sustainable marketing strategies while 

avoiding accusations of greenwashing. Finally, the 

study identifies key success factors for aligning 

technological capabilities with strategic objectives 

to achieve both environmental and business goals. 
 

LITERATURE REVIEW 
Theoretical Foundations of Sustainable 

Marketing 

The theoretical underpinnings of sustainable 

marketing draw from multiple disciplines, 

including marketing theory, environmental 

economics, strategic management, and innovation 

studies. The concept emerged as an extension of 

corporate social responsibility and business ethics 

frameworks, with its roots in the seminal work on 

the sustainable development paradigm that 

emphasizes meeting present needs without 

compromising future generations' ability to meet 

theirs (World Bank, 2024). Modern sustainable 

marketing theory has evolved to incorporate 

principles from stakeholder theory, which suggests 

that companies must balance the interests of 

various stakeholders including customers, 

employees, communities, and the environment 

(Almeida & Espósito, 2024). 
 

A critical theoretical framework in this domain is 

the triple bottom line approach, which emphasizes 

the interdependence of environmental, economic, 

and social factors in sustainable business practices. 

This perspective suggests that truly sustainable 

marketing must address all three dimensions 

simultaneously rather than prioritizing one at the 

expense of others (Dangelico & Vocalelli, 2024). 

Another significant theoretical foundation is the 

resource-based view of the firm, which 

conceptualizes sustainable marketing capabilities 

as valuable, rare, inimitable resources that can 

provide competitive advantage when properly 

deployed and integrated with other organizational 

resources (Horani, 2024). 
 

Recent theoretical developments have focused on 

the concept of authentic sustainability, which 

emphasizes the importance of consistency between 

sustainability claims and actual business practices. 

This theoretical perspective has emerged in 

response to growing consumer scepticism about 

environmental claims and the prevalence of 

greenwashing where companies exaggerate or 

falsify their environmental credentials (Pacevičiūtė 

& Razbadauskaitė-Venskė, 2024). Theoretical 

work in this area explores how organizations can 

build legitimacy and trust through transparent, 

verifiable sustainability practices that are deeply 

embedded in their organizational culture and 

operations. 
 

Technology Adoption in Green Marketing 

The adoption of green technologies has become a 

critical enabler of sustainable marketing strategies 

across industries. Research indicates that 

technology adoption in this context spans multiple 

domains, including renewable energy integration, 

energy efficiency improvements, sustainable 

materials development, waste management 

innovations, water conservation systems, green 

transportation solutions, and digital transformation 

initiatives (Meegle, 2024). The accelerating pace 

of green technology adoption is reflected in 

corporate communications, with the share of 

quarterly earnings calls mentioning these 

technologies nearly doubling from 6% to 10% 

between 2019 and 2021 (Meegle, 2024). 
 

A key aspect of technology adoption in green 

marketing is the digital transformation of 

marketing channels and customer engagement 

strategies. Companies are increasingly leveraging 

digital platforms, social media campaigns, and 

targeted email marketing to engage with audiences 

while minimizing the environmental footprint 

associated with traditional marketing materials 

(Levesque, 2024). Additionally, organizations are 

adopting green web hosting and renewable energy 

sources for their data centres to reduce the 

environmental impact of their digital operations. 

These technological adaptations not only reduce 

ecological footprints but also serve as marketing 

content that demonstrates corporate commitment 

to sustainability. 
 

Research on the diffusion patterns of green 

technologies reveals that adoption spreads 

primarily through business relationships, with 

companies significantly more likely to implement 

these technologies when their suppliers or 

customers are already using them (Meegle, 2024). 

This network effect is particularly strong when 

organizations are connected to high-emission firms 

that have successfully reduced their carbon 

footprint, suggesting that industry leaders play a 

crucial role in accelerating technology adoption 
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throughout their supply chains. The policy 

implications of these findings are significant, as 

they suggest that facilitating business networks 

and knowledge sharing can speed up the adoption 

of green marketing technologies. 
 

Strategic Management of Sustainable 

Marketing 

The strategic integration of sustainability 

principles into marketing management represents a 

critical challenge for contemporary organizations. 

Effective strategic management in this domain 

requires aligning sustainability objectives with 

core business strategies rather than treating them 

as separate initiatives. Research indicates that 

companies that successfully integrate sustainability 

into their strategic planning processes achieve 

better financial and environmental outcomes than 

those that treat sustainability as an add-on or 

compliance issue (Almeida & Espósito, 2024). 
 

A key aspect of strategic management for 

sustainable marketing is the development of a 

cohesive narrative that communicates the 

organization's commitment to sustainable practices 

and values. As highlighted by Levesque (2024), 

"It's not enough to simply say you care about 

sustainability from time to time or market green 

products. Instead, show your audience exactly how 

being sustainable is integral to your business 

practices" (para. 5). This narrative must be 

supported by concrete actions and measurable 

outcomes to avoid consumer scepticism about 

greenwashing. Companies like Patagonia and 

IKEA have demonstrated the effectiveness of 

authentic storytelling backed by substantive 

environmental initiatives and transparent reporting. 
 

The strategic management of sustainable 

marketing also involves making structural 

adaptations to organizational design, incentive 

systems, and performance measurement. 

Companies need to develop new key performance 

indicators that capture both environmental and 

financial metrics, and align managerial incentives 

with sustainability objectives. Research suggests 

that organizations that embed sustainability into 

their core management systems are more 

successful at implementing lasting change than 

those that create separate sustainability structures 

parallel to their main business operations (Forbes 

Business Council, 2024). This integration ensures 

that sustainability considerations influence 

decision-making at all levels of the organization 

rather than being siloed in specialized departments. 
 

Consumer Behavior and Customer Satisfaction 

Understanding consumer responses to sustainable 

marketing efforts is crucial for developing 

effective strategies. Research indicates that 

consumers increasingly factor environmental 

considerations into their purchasing decisions, 

with growing segments specifically seeking out 

brands that align with their eco-friendly values 

(Bangsa & Schlegelmilch, 2024). However, there 

often exists a significant gap between 

environmental attitudes and actual purchasing 

behaviour, with consumers frequently failing to 

translate their sustainability concerns into 

sustainable consumption patterns (Caferra, 

D'Attoma, & Morone, 2023). 
 

Several factors influence the relationship between 

sustainable marketing and consumer behaviour. 

Perceived authenticity plays a crucial role, with 

consumers increasingly sceptical of environmental 

claims and vigilant about greenwashing practices 

(Pacevičiūtė & Razbadauskaitė-Venskė, 2024). 

Transparency about business practices, including 

sourcing, manufacturing, associated emissions, and 

disposal of physical products, has been identified 

as a key factor in building consumer trust and 

overcoming scepticism (World Bank, 2024). 

Additionally, the clarity and credibility of 

sustainability certifications (e.g., Fair Trade, 

Organic, or B Corp) significantly influence 

consumer perceptions of green marketing claims 

(Thakur, Sharma, & Mangla, 2024). 
 

Research on the relationship between sustainability 

initiatives and customer satisfaction suggests that 

environmentally conscious consumers report 

higher satisfaction levels when they perceive 

companies as genuinely committed to 

sustainability (Smith, Johnson, & Williams, 2024). 

This satisfaction derives not only from the 

products themselves but from the alignment 

between consumer values and corporate practices. 

Furthermore, satisfaction with sustainable products 

and services often translates into higher loyalty 

rates, as value-based purchasing decisions create 

stronger emotional connections between 

consumers and brands (Varma, Singh, & Tripathi, 

2024). These relationships, however, are 

moderated by factors such as price sensitivity, 

product availability, and the perceived trade-offs 

between sustainability and other product attributes. 
 

RESEARCH QUESTIONS 
Based on the comprehensive literature review and 

identified research gaps, this study addresses the 

following research questions: 
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 How does the adoption of digital technologies 

influence the effectiveness of green marketing 

strategies in terms of consumer engagement 

and environmental impact reduction? 

 What strategic management approaches are 

most effective in aligning technology 

adoption, green marketing initiatives, and 

financial performance objectives? 

 How do sustainable marketing strategies 

mediated by technology adoption influence 

consumer trust, perceived authenticity, and 

customer satisfaction? 

 To what extent do eco-friendly product 

attributes and sustainable supply chain 

practices contribute to customer loyalty and 

willingness to pay premium prices? 

 How do organizational characteristics (size, 

industry, resources) moderate the relationship 

between green marketing strategies and 

financial performance outcomes? 
 

These research questions were designed to explore 

both the theoretical relationships between key 

constructs and the practical implementation 

challenges faced by organizations pursuing 

sustainable marketing strategies. The questions 

address multiple levels of analysis, including 

organizational strategies, consumer responses, and 

the interplay between technological capabilities 

and marketing outcomes. By examining these 

questions through a mixed-methods approach, the 

study aims to provide comprehensive insights that 

bridge the gap between theory and practice in 

sustainable marketing. 
 

METHODOLOGY 
Research Design 

This study employed a sequential mixed-methods 

design, collecting and analysing quantitative data 

first, followed by qualitative data to provide 

deeper insights and contextual understanding of 

the quantitative findings. This approach allowed 

for triangulation of results, providing a more 

comprehensive understanding of the complex 

relationships between sustainable marketing 

strategies, technology adoption, strategic 

management, financial performance, and consumer 

responses. The research was conducted over a 12-

month period from January to December 2024, 

focusing on businesses across multiple sectors that 

had implemented green marketing initiatives. 
 

The quantitative phase utilized a cross-sectional 

survey design to measure the relationships 

between key variables across a broad sample of 

organizations. The qualitative phase employed 

semi-structured interviews with marketing 

managers and sustainability officers to explore the 

implementation processes and contextual factors 

influencing the effectiveness of green marketing 

strategies. This dual-phase approach enabled both 

breadth and depth in understanding the phenomena 

under investigation, addressing potential 

limitations of using either method in isolation. 
 

Sampling Procedure 

The quantitative phase included 208 professionals 

responsible for marketing and sustainability 

decisions across diverse industries, recruited 

through industry associations, professional 

networks, and business databases. A purposive 

sampling strategy targeted organizations with 

active green marketing initiatives, ensuring 

representation from retail (28%), manufacturing 

(22%), technology (19%), services (15%), food 

and beverage (11%), and other sectors (5%). Firm 

sizes ranged from small enterprises with fewer 

than 50 employees (22%), medium-sized 

organizations with 50–250 employees (31%), to 

large corporations with more than 250 employees 

(47%). 
 

Survey Instrument 

The survey instrument included established scales 

adapted from prior studies. Constructs and sources 

included: 

 Green marketing implementation: adapted 

from Dangelico & Vocalelli (2024). 

 Technology adoption for sustainability: 
based on items from Zheng & Zhang (2024) 

and Meegle (2024). 

 Strategic alignment: adapted from Almeida 

& Espósito (2024). 

 Financial performance: based on measures 

by Zhu & Liu (2024). 

 Customer satisfaction and loyalty:  adapted 

from Smith, Johnson, & Williams (2024) and 

Žiūkaitė-Jakštė & Dovalienė (2024). 
 

All items were measured using 7-point Likert 

scales (1 = strongly disagree to 7 = strongly agree). 

Demographic and organizational information was 

also collected. 
 

Validity and Reliability 

Internal consistency reliability was confirmed, 

with all constructs showing Cronbach’s alpha 

values above 0.70, indicating acceptable 

reliability. To establish construct validity, both 

exploratory factor analysis (EFA) and 

confirmatory factor analysis (CFA) were 

conducted. The EFA supported the expected factor 
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structure, while the CFA demonstrated good model 

fit: χ²/df = 2.41, CFI = 0.93, TLI = 0.91, and 

RMSEA = 0.062. These results provided evidence 

of both convergent and discriminant validity for 

the measurement scales. In addition, Harman’s 

single-factor test was performed to assess potential 

common method bias, and no single factor 

accounted for the majority of variance, suggesting 

that common method bias was not a major 

concern. 
 

Quantitative Data Collection and Analysis 

Data were collected through a structured survey 

instrument adapted from prior validated scales, 

measuring green marketing implementation 

(Dangelico & Vocalelli, 2024), technology 

adoption (Zheng & Zhang, 2024; Meegle, 2024), 

strategic alignment (Almeida & Espósito, 2024), 

financial performance (Zhu & Liu, 2024), and 

customer satisfaction/loyalty (Smith, Johnson, & 

Williams, 2024; Žiūkaitė-Jakštė & Dovalienė, 

2024). All items used 7-point Likert scales (1 = 

strongly disagree to 7 = strongly agree). 

Demographic and organizational details were also 

captured. 
 

Quantitative data analysis employed multiple 

statistical techniques including descriptive 

statistics, correlation analysis, multiple regression, 

and mediation analysis. Preliminary analyses 

included reliability tests (Cronbach's alpha > 0.7 

for all scales), factor analysis to confirm construct 

validity, and tests for common method bias. The 

analysis examined direct relationships between 

green marketing strategies and outcomes, as well 

as mediating effects of technology adoption and 

moderating effects of organizational 

characteristics. 
 

Qualitative Data Collection and Analysis 

The qualitative phase involved in-depth interviews 

with 12 managers responsible for marketing and 

sustainability decisions within their organizations. 

Participants were purposively selected from the 

quantitative sample to ensure representation across 

industries, organizational sizes, and levels of green 

marketing implementation. The interview protocol 

was designed to explore the strategic processes 

underlying green marketing initiatives, the role of 

technology in enabling these strategies, challenges 

encountered during implementation, and perceived 

outcomes in terms of both financial performance 

and consumer responses. 
 

All interviews were conducted virtually, recorded 

with informed consent, and transcribed verbatim. 

The average duration of each interview was 52 

minutes. Data analysis followed the thematic 

analysis framework proposed by Braun and Clarke 

(2006), which emphasizes a systematic process of 

identifying, analysing, and reporting patterns 

within qualitative data. To strengthen analytic 

rigor, the procedure incorporated structured coding 

techniques adapted from grounded theory (Strauss 

& Corbin, 1990). Specifically, the coding 

advanced through three stages: open coding, in 

which initial codes were generated from the 

transcripts; axial coding, where codes were 

organized into broader categories and relationships 

were established; and selective coding, which 

refined these categories into central themes. NVivo 

software was employed to facilitate coding, data 

retrieval, and theme development. 
 

This integrated analytic approach ensured both 

systematic coding and rich thematic interpretation, 

thereby supporting the identification of key themes 

related to strategic alignment, technology 

adoption, and consumer responses. These themes 

provided an essential basis for the integrated 

results presented in subsequent sections. 
 

Integration of Quantitative and Qualitative 

Data 

Results from the two strands were integrated at 

multiple points. The quantitative findings informed 

the design of the qualitative interviews, 

particularly by helping to probe unexpected survey 

results, while the qualitative insights helped 

explain and contextualize statistical relationships. 

In the interpretation phase, we systematically 

merged data using a joint display approach, where 

quantitative results (e.g., regression coefficients or 

mean scores) were juxtaposed with qualitative 

themes and illustrative quotes in joint display table 

(Guetterman et al., 2015). This approach revealed 

areas of convergence (where survey and interview 

findings agreed) and divergence (where they 

differed), providing a more comprehensive 

understanding than either method alone (Fetters et 

al., 2013). For example, a joint table linked 

customers’ reported loyalty scores with managers’ 

narratives about loyalty drivers, helping to 

interpret the quantitative effects of green 

marketing on customer behaviour. 
 

Methodological Limitations 

While the sequential mixed-methods design 

enhanced the robustness of the study, several 

methodological limitations should be 

acknowledged. First, the cross-sectional nature of 

the research restricts the ability to draw strong 
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causal inferences regarding the relationships 

among green marketing strategies, technology 

adoption, strategic alignment, and organizational 

outcomes. Longitudinal research designs would be 

better suited to capture causal dynamics and 

changes over time. 
 

Second, the use of purposive sampling, although 

appropriate for targeting organizations with 

established sustainability practices, limits the 

generalizability of the findings. The sample was 

weighted toward firms already engaged in green 

marketing, which may not fully reflect the 

perspectives of organizations with minimal or no 

sustainability integration. 
 

Third, reliance on self-reported survey data 

introduces the potential for response bias, 

including social desirability effects, as participants 

may have overstated the extent of their 

organizations’ sustainability practices or outcomes. 

Although steps were taken to assure confidentiality 

and reduce such bias, it cannot be fully eliminated. 
 

Finally, the qualitative component, while valuable 

in providing contextual depth, was based on a 

relatively small number of interviews. Although 

purposive selection ensured diversity across 

industries and firm sizes, the limited sample size 

may constrain the breadth of perspectives 

captured. 
 

Despite these limitations, the combination of 

quantitative and qualitative methods, together with 

the use of triangulation and validity checks, 

enhances the credibility and robustness of the 

study’s findings. Future research may address 

these limitations through longitudinal designs, 

probability-based sampling, and the incorporation 

of consumer-level data to complement 

organizational perspectives. 
 

RESULTS 
Quantitative Findings 

Preliminary analyses confirmed the robustness of 

the measurement model. All item loadings 

exceeded the conventional threshold of 0.60, with 

total variance explained surpassing 70%. 

Confirmatory factor analysis demonstrated 

acceptable model fit (χ²/df = 2.34, CFI = 0.93, TLI 

= 0.91, RMSEA = 0.06), supporting both 

convergent and discriminant validity. These results 

indicate the measurement scales possessed strong 

psychometric properties for assessing green 

marketing implementation, technology adoption, 

strategic alignment, and organizational outcomes. 
 

Descriptive statistics revealed significant variation 

in sustainability-oriented technology adoption 

across organizations. As presented in Table 1, 

digital marketing platforms showed the highest 

adoption rate (78%), reflecting organizational 

prioritization of digital channels for eco-friendly 

marketing. Energy efficiency systems (65%) and 

sustainable sourcing technologies (54%) 

demonstrated moderate adoption, while waste 

reduction (49%), carbon tracking (42%), and water 

conservation technologies (37%) showed 

substantially lower implementation rates. This 

pattern suggests both progressive engagement with 

customer-facing digital tools and considerable 

opportunity for improvement in operational 

sustainability technologies across sectors. 
 

Table 1: Technology Adoption Rates for Sustainable Marketing 

Technology Type Adoption Rate Perceived Effectiveness Impact on Customer Satisfaction 

Digital Marketing Platforms 78% 4.2/5.0 4.1/5.0 

Energy Efficiency Systems 65% 3.8/5.0 3.5/5.0 

Sustainable Sourcing Tech 54% 4.1/5.0 4.3/5.0 

Waste Reduction Technologies 49% 3.7/5.0 3.9/5.0 

Carbon Tracking Systems 42% 4.3/5.0 4.0/5.0 

Water Conservation Tech 37% 3.6/5.0 3.4/5.0 
 

Regression analysis yielded further insights into 

the relationships between green marketing 

strategies, technology adoption, and organizational 

outcomes. As delineated in Table 2, green 

marketing strategies, technology adoption, and 

strategic alignment each emerged as significant 

predictors of financial performance, customer 

satisfaction, and customer loyalty. A key finding 

was the significant mediating role of technology 

adoption in the relationship between green 

marketing strategies and financial performance (β 

= 0.32, *p* < .01), which accounted for 28% of the 

explained variance. Furthermore, a comparative 

analysis revealed that organizations utilizing 

integrated technology platforms for sustainability 

reporting and communication demonstrated, on 

average, a 45% improvement in financial 

outcomes relative to those employing fragmented 

or siloed systems. The analysis also identified a 

statistically significant moderating effect of 
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organizational size (β = 0.18, *p* < .05). This 

suggests that larger firms are better positioned to 

derive financial benefits from sustainability-driven 

strategies, a finding potentially attributable to their 

greater resource endowments and economies of 

scale. 
 

Table 2: Regression Analysis: Green Marketing Strategies and Organizational Outcomes 

Predictor Variables Financial Performance Customer Satisfaction Customer Loyalty 

Green Marketing Strategies 0.28** 0.35** 0.31** 

Technology Adoption 0.32** 0.27** 0.24** 

Strategic Alignment 0.41** 0.29** 0.33** 

Organization Size 0.18* 0.12 0.15 

R² 0.37 0.42 0.39 

Note: *p < 0.05, **p < 0.01 
 

The analysis further revealed significant positive 

relationships between specific green marketing 

practices and consumer response metrics. As 

presented in Table 3, transparency in sustainability 

claims and third-party eco-certifications emerged 

as the most robust predictors of consumer trust and 

perceived authenticity. Transparency demonstrated 

a strong positive correlation with both customer 

satisfaction (*r* = 0.41, *p* < .01) and perceived 

authenticity (*r* = 0.52, *p* < .01). Similarly, the 

presence of certifications was strongly associated 

with a greater willingness to pay a price premium 

(*r* = 0.41, *p* < .01). Other practices, including 

sustainable packaging, carbon-neutral shipping, 

and environmental storytelling, exhibited positive 

yet comparatively moderate effects. Collectively, 

these findings underscore that credibility and the 

verifiability of claims are central drivers of 

consumer trust in the realm of sustainable 

marketing.
 

Table 3: Correlation Between Green Marketing Practices and Consumer Responses 

Green Marketing 

Practice 

Customer 

Satisfaction 

Customer 

Trust 

Perceived 

Authenticity 

Willingness to Pay 

Premium 

Transparency 0.41** 0.46** 0.52** 0.38** 

Third-party 

certifications 

0.38** 0.42** 0.48** 0.41** 

Sustainable packaging 0.35** 0.31** 0.37** 0.29** 

Carbon-neutral 

shipping 

0.29** 0.33** 0.31** 0.25** 

Environmental 

storytelling 

0.32** 0.35** 0.42** 0.27** 

Note: **p < 0.01 
 

Furthermore, cross-industry comparisons indicated 

notable variation in the strength of the relationship 

between green marketing implementation and 

customer satisfaction. As illustrated in Figure 1, 

this relationship varied considerably across 

industries. The technology sector demonstrated the 

strongest positive relationship, reflecting 

consumers’ heightened expectations for digital 

transformation and sustainability integration 

within innovation-driven firms. The retail and 

manufacturing sectors also exhibited robust 

associations, suggesting that customer-facing 

industries gain tangible satisfaction benefits from 

visible sustainability practices. In contrast, service-

based industries displayed weaker effects, likely 

due to the lower visibility of environmental 

practices in these contexts. Collectively, these 

results suggest that the efficacy of sustainable 

marketing strategies is contingent upon industry 

context, with sectors characterized by high 

innovation and direct consumer visibility deriving 

comparatively greater benefits. 
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Figure 1: Green Marketing Implementation and Customer Satisfaction by Industry Sector 

 

Qualitative Findings 

Qualitative interviews yielded deeper contextual 

insights into organizational conceptualizations and 

implementations of green marketing strategies. 

Data analysis, conducted utilizing thematic 

analysis (Braun & Clarke, 2006) supported by 

structured coding techniques (Strauss & Corbin, 

1990), revealed three overarching thematic areas: 

the strategic integration of green marketing, 

technology as an enabler of sustainability, and 

consumer-oriented outcomes. These themes 

emerged through an iterative process, beginning 

with open coding of interview transcripts, refined 

during axial coding as relationships between 

categories were identified, and finalized through 

selective coding to establish central narratives. 
 

Theme 1: Strategic Integration of Green 

Marketing 

Participants consistently emphasized that the 

efficacy of green marketing initiatives was 

predicated upon their integration with broader 

organizational strategy. A predominant view 

among managerial respondents was that 

sustainability initiatives proved most successful 

when positioned as a reflection of core corporate 

values, rather than as peripheral initiatives or 

isolated campaigns. For instance, a participant 

from the manufacturing sector noted that 

―embedding green marketing into supply chain 

strategy ensured credibility and avoided 

accusations of greenwashing.‖ This qualitative 

finding corroborates the quantitative results, 

wherein strategic alignment emerged as a 

significant predictor of both financial performance 

and consumer loyalty, thus providing empirical 

support for the interview data (see Table 2). 
 

Theme 2: Technology as an Enabler of 

Sustainability 

A second theme concerned the enabling role of 

technology in operationalizing green marketing 

strategies. Respondents described technology not 

only as a communication channel (digital 

marketing platforms) but also as a mechanism for 

transparency and efficiency (sustainability 

dashboards, carbon-tracking systems). Figure 2 

demonstrates how firms used technology as a dual 

enabler: first, to enhance operational efficiency 

through systems such as carbon tracking and 

sustainability dashboards, and second, to 

strengthen stakeholder communication by 

providing verifiable environmental data. These 

technologies not only reduced ecological footprints 

but also generated credible evidence that 

reinforced consumer trust. Importantly, 

participants emphasized that adoption of integrated 

platforms rather than isolated tools was key to 

achieving both internal efficiency and external 

legitimacy.
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Figure 2: Conceptual Framework of Sustainable Green Marketing Strategies and Outcomes 

 

Theme 3: Consumer-Oriented Outcomes 

The final theme focused on consumer responses, 

particularly trust, satisfaction, and loyalty. 

Interviewees consistently noted that consumers 

were highly responsive to transparency and third-

party certifications, echoing the significant 

correlations reported in Table 3. One participant 

from the retail sector remarked: ―When customers 

see independent certifications on our packaging, 

their trust increases, and they are more willing to 

pay a premium.‖ This qualitative evidence 

contextualizes the quantitative findings by 

showing how credibility mechanisms translate into 

tangible consumer behaviours. 
 

Integrated Results 

The integration of quantitative and qualitative 

findings revealed several key patterns in how 

sustainable marketing strategies influence 

organizational and consumer outcomes. First, the 

effectiveness of green marketing initiatives 

depended critically on the integration of 

technological capabilities with strategic 

management approaches. Organizations that 

treated technology as an enabler rather than a 

solution in itself achieved better outcomes across 

all measures. 
 

Second, authentic communication emerged as a 

crucial factor in translating sustainability efforts 

into consumer trust and loyalty. Quantitative data 

showed strong correlations between transparency 

measures and consumer responses, while 

qualitative interviews emphasized the importance 

of verifiable data and avoiding exaggeration in 

environmental claims. As one interview participant 

noted: "Consumers have become increasingly 

sophisticated about identifying greenwashing. The 

most effective approach is transparent 

communication about both achievements and areas 

for improvement." 
 

Third, the analysis revealed the importance of 

tailored approaches to sustainable marketing based 

on organizational characteristics and industry 

context. While certain principles (such as 

transparency and strategic alignment) applied 

universally, the specific technologies and 

marketing strategies that proved most effective 

varied across sectors and organization sizes. 

Larger organizations benefited from 

comprehensive technology platforms, while 

smaller businesses often achieved better results 

through focused initiatives in specific areas such as 

sustainable packaging or carbon-neutral shipping.
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Figure 3: Perceived Effectiveness of Green Marketing Technologies by Organization Size 

 

Figure 3 highlights how organizational size 

moderated perceptions of technology 

effectiveness. Large firms reported higher 

perceived effectiveness of comprehensive 

platforms (e.g., integrated sustainability reporting 

systems), benefiting from resource endowments 

and economies of scale. In contrast, smaller firms 

rated focused initiatives, such as sustainable 

packaging or carbon-neutral shipping, as more 

effective relative to their capacity and resources. 

This suggests that while larger organizations can 

leverage complex systems for broad impact, 

smaller firms achieve stronger consumer outcomes 

by concentrating on targeted, high-visibility 

practices. 
 

DISCUSSION 
The findings of this study add important 

theoretical and practical insights into how 

sustainable green marketing strategies when 

supported by technology adoption and strategic 

management shape both organizational 

performance and consumer behaviour. Using a 

sequential mixed-methods design, the research 

provides strong, cross-validated evidence that 

technology adoption plays a key mediating role 

between green marketing initiatives and 

organizational outcomes. This result supports and 

extends earlier work suggesting that digital 

transformation is a central driver of sustainability 

performance (Meegle, 2024). By combining 

quantitative survey results with in-depth 

qualitative insights, the study offers a more 

complete and nuanced understanding of these 

relationships than either method could deliver on 

its own. 
 

A key contribution of this study is the empirical 

evidence showing that strategic alignment is a 

central driver of green marketing effectiveness. 

Regression analysis revealed that strategic 

alignment was the strongest predictor of financial 

performance (β = 0.41, p < .01), supporting the 

view that sustainability must be integrated into an 

organization’s core strategy rather than treated as a 

separate or peripheral CSR activity (Almeida & 

Espósito, 2024). This statistical finding is 

reinforced by the qualitative theme of Strategic 

Integration, where managers emphasized that 

sustainability initiatives were most successful 

when they reflected genuine corporate values. 

Such initiatives not only reduced the risk of 

greenwashing accusations but also strengthened 

long-term competitive advantage. 
 

The findings also reinforce the growing body of 

research that highlights the importance of 

authenticity and verifiable transparency in shaping 

consumer responses. Significant correlations 

between transparency, third-party certifications, 

and perceived authenticity suggest that today’s 

consumers are highly attentive to environmental 

claims and increasingly discerning. They are more 

likely to reward credible, well-substantiated efforts 

with greater loyalty and a willingness to pay 

premium prices. These results support the 

consensus that sustainability communication must 

be backed by tangible actions and verifiable data if 

companies are to build and maintain consumer 
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trust (Pacevičiūtė & Razbadauskaitė-Venskė, 

2024; World Bank, 2024). 
 

The study also yields an important contingency 

perspective by revealing the significant moderating 

role of organizational characteristics. The analysis 

indicates that larger organizations derived 

substantially greater financial benefits from 

integrated sustainability technologies, a 

phenomenon likely attributable to superior 

resource endowments, established infrastructure, 

and economies of scale. Conversely, smaller firms 

reported success through more focused, agile 

initiatives such as sustainable packaging or 

carbon-neutral shipping. This finding makes a 

valuable contribution to the literature by 

challenging the notion of a universal "best 

practice" and instead suggesting that the efficacy 

of sustainable marketing strategies is contingent 

upon a firm's size, industry context, and available 

resource base. 
 

This research highlights that technology serves a 

twofold purpose in sustainable marketing. On one 

hand, it improves efficiency by helping companies 

track and manage their environmental performance 

through tools like carbon-tracking systems and 

sustainability dashboards. On the other hand, it 

provides credible data that organizations can use to 

communicate their progress clearly and 

transparently to stakeholders. This combination 

not only boosts internal performance but also 

builds stronger consumer trust and brand 

credibility. The findings suggest that future studies 

should go beyond measuring technology adoption 

alone and explore how these tools can be 

strategically integrated into marketing 

communication and stakeholder engagement. 
 

CONCLUSION, IMPLICATIONS, AND 
FUTURE RESEARCH 
Conclusion 

This research offers comprehensive empirical and 

practical insights into the complex interplay 

between green marketing strategies, technology 

adoption, strategic alignment, and subsequent 

organizational and consumer outcomes. The 

results conclusively demonstrate that organizations 

which proactively integrate sustainability into their 

core strategic vision and leverage digital 

technologies as a mediating force achieve superior 

performance across multiple metrics. 

Quantitatively, these firms reported on average 

32% higher customer satisfaction and 45% 

stronger financial outcomes compared to peers 

utilizing fragmented or siloed approaches. 

Theoretical Implications 

From a theoretical perspective, this study makes 

several substantive contributions to the sustainable 

marketing literature. Firstly, it provides a 

validated, integrated framework that successfully 

links marketing initiatives, technological 

capabilities, and strategic management to 

performance outcomes, addressing a identified gap 

in the literature. Secondly, it strengthens the 

evidence for the resource-based view (RBV) of the 

firm by conceptualizing integrated sustainability-

technology strategies as valuable, rare, and 

inimitable resources that generate competitive 

advantage. Finally, it introduces important nuances 

by highlighting the moderating effect of 

organizational size, thereby extending RBV and 

contingency theory within the sustainability 

domain. 
 

Managerial Implications 

From a practical standpoint, several critical 

implications for managers and practitioners 

emerge: 

 Strategic Embeddedness: Firms must move 

beyond tactical, bolt-on sustainability 

campaigns and instead embed green principles 

into the core of their business strategy, 

aligning them with supply chain management, 

product development, and overarching 

corporate values. 

 Targeted Technology Investment: Strategic 

investment in integrated digital platforms for 

monitoring, reporting, and communicating 

sustainability performance is imperative for 

translating initiatives into measurable business 

outcomes. 

 Uncompromising Transparency: To build 

and retain consumer trust, companies must 

prioritize verifiable data, seek credible third-

party certifications, and communicate their 

sustainability journey with clarity and honesty. 

 Context-Tailored Strategies: There is no 

universal blueprint. Large firms should 

leverage their scale for comprehensive system-

wide changes, while smaller firms can focus 

on high-impact, resource-efficient strategies to 

build authenticity. 

 Technology-Enabled Storytelling: Data 

collected through technology should be 

leveraged not only for internal management 

but also to construct compelling, evidence-

based narratives that emotionally resonate with 

consumers and differentiate the brand. 
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FUTURE RESEARCH 
Building on this study, future research should 

pursue several key directions. Longitudinal studies 

are needed to track how green marketing strategies 

impact performance over time, moving beyond 

snapshots to establish causality. Expanding the 

scope of research to include a wider range of firms 

especially those less engaged in sustainability 

would improve the generalizability of findings. To 

complement self-reported data, future work should 

incorporate objective metrics, such as financial and 

environmental performance indicators, and 

integrate actual consumer behaviour data to 

validate and extend the relationships identified 

here. Finally, expanding qualitative insights 

through more case studies and cross-cultural 

comparisons would help clarify how industry and 

regional contexts shape the effectiveness of green 

marketing strategies. 
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