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Green Marketing and I'TS Impact on
Economic Development

Medina Allahverdiyeva

Abstract. Green marketing is one of the modern marketing approaches that plays an important role
in environmental protection and sustainable development. It involves the application of
environmental principles in the production, promotion, and sale of goods and services with the aim
of minimizing negative impacts on the environment. This article examines the concept of green
marketing, its historical development, its impact on consumer behavior, and its contribution to
economic development. The study shows that increasing environmental awareness encourages
consumers to prefer safer and more environmentally friendly products, which in turn motivates
companies to adopt green strategies. Green marketing contributes to the creation of new economic
sectors and employment opportunities, increases investment, promotes efficient resource use, and
strengthens enterprise competitiveness. International experience demonstrates that government
support, environmental standards, technological innovation, and consumer demand play important
roles in the development of green marketing. In Azerbaijan, the development of renewable energy,
the transition toward a green economy, and environmental awareness initiatives create favorable
conditions for the expansion of this field. However, greenwashing, high initial costs, technological
limitations, and insufficient environmental awareness remain important challenges. Addressing these
challenges through appropriate government policies, technological innovation, consumer education,
and cooperation between government and business can contribute to the wider adoption of green
marketing and sustainable economic development.
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Yasil marketinq vo onun iqtisadi inkisafa tasiri

Madins Allahverdiyeva

Xiilasa. Yasil marketing atraf miihitin gorunmasi va davamly inkisafin tamin edilmasinda miihiim rol
oynayan miiasir marketing yanasmalarindan biridir. Bu konsepsiya mahsul va xidmatlarin istehsali,
tasgviqi va satisi prosesinda ekoloji prinsiplorin tatbiqini vo bununla da atraf miihito moanfi tasirlorin
minimuma endirilmasini nazorda tutur. Moaqgalada yasil marketingin mahiyyati, tarixi inkigafi,
istehlak¢t davranisina tasiri va igtisadi inkisafda rolu aragdiriliv. Tadgiqat gostorir ki, ekoloji siiurun
viiksalmasi istehlak¢ilarin daha tohliikasiz va ekoloji cohatdon tamiz mahsullara tistiinliik vermasina
sabab olur va bu proses miiassisalori yasil strategiyalar: totbiq etmaya sovq edir.
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Yasil marketing yeni iqtisadi sektorlarin va is yerlorinin yaranmasina, investisiyalarin artmasina,
resurslardan samarali istifadaya vao miiassisalorin raqabat qabiliyyatinin yiiksalmasina miisbat tasir
gostorir. Beynalxalg tocriiba doviat dastayi, ekoloji standartlar, texnoloji innovasiyalar va istehlak¢i
talobinin yasil marketingin inkisafinda miihiim rol oynadigini géstorir. Azorbaycanda da borpa
olunan enerji layihalarinin inkisafi, yasi igtisadiyyata kegid va ekoloji maariflondirma tadbirlari bu
sahanin inkigafi iiciin imkanlar yaradir. Bununla yanasi, ekoloji saxtakarlyq, yiiksak ilkin xarclor,
texnoloji mahdudiyyatlor va ekoloji malumathhigin kifayat qadar olmamast miiayyan manealar
yaradir. Bu problemlorin aradan qaldirilmast yasil marketingin daha genis tatbigina va davamh
iqtisadi inkisafin tamin edilmasina sarait yarada bilor.

Acar sozlar: yasil marketing, davamly inkisaf, ekoloji masuliyyat, yasil iqtisadiyyat, ekoloji mahsullar,
istehlak¢i davranisi, barpa olunan enerji, atraf miihitin qorunmasi, igtisadi inkisaf

Naxgivan Dovlot Universiteti, Iqtisadiyyat vo idaroetma {izrs falsofo doktoru, Naxcivan, Azorbaycan

E-pogt : medineallahverdiyeva@ndu.ed

Daxil oldu: 24 Mart 2026; Qabul edildi: 5 Sentyabr 2026; Onlayn dorc edildi: 28 Oktyabr 2026

© Miiallif(lar) 2026. Bu agiq girigli mogalo Creative Commons Attribution—NonCommercial 4.0 Beynolxalq
Lisenziyasinin (CC BY-NC 4.0) sortlorino uygun olaraq yayimlanmsdir.

Introduction

In the modern world, the acceleration of industrialization and technological development has had
significant effects on the environment. Climate change, depletion of natural resources, environmental
pollution, and the disruption of ecological balance have created major challenges for societies and
economies. In response to these challenges, governments, international organizations, and businesses
have increasingly adopted approaches aimed at combining economic activity with environmental
responsibility. One of these approaches is green marketing.

Green marketing is not limited to the promotion and sale of environmentally friendly products. It
encompasses the application of environmental principles throughout the entire process, from
production and distribution to consumption. Therefore, green marketing can be considered an
important component of sustainable development and an instrument for encouraging more
responsible patterns of economic activity (Dangelico & Vocalelli, 2017; Peattie, 2001).

The concept of green marketing began to emerge in the 1970s, when environmental problems started
to attract increasing international attention. During the 1980s and 1990s, green marketing developed
more systematically, particularly through the introduction and promotion of environmentally friendly
products. In the 21st century, the concept has increasingly become integrated into corporate
sustainability strategies and broader economic policies (Peattie, 2001a).

The growing environmental awareness of consumers has strengthened the importance of green
marketing. Modern consumers increasingly consider not only the price and quality of products but
also their environmental impact. However, consumer environmental concern does not always
translate directly into purchasing behavior, since price, quality, availability, convenience, and trust
also influence purchasing decisions (Kalafatis et al., 1999; Peattie, 2001a).

The purpose of this article is to examine the essence and development of green marketing, analyze its
influence on consumer behavior, and assess its contribution to economic development. The article
also considers international experience, the role of state policy in Azerbaijan, and the main challenges
limiting the wider application of green marketing.
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Methods

The study is based on a qualitative and descriptive approach to the analysis of green marketing and
its relationship with economic development. The research draws upon academic literature,
international experience, and information concerning environmental and sustainable development
policies.

A descriptive approach is used to examine the concept, principles, and development of green
marketing. A comparative approach is applied to consider international practices in countries and
regions where environmental responsibility and sustainable business practices have become
important components of economic policy and corporate strategy.

The study also analyzes the relationship between green marketing and several dimensions of
economic development, including employment creation, investment activity, resource efficiency,
market competitiveness, innovation, and the development of new economic sectors.

Particular attention is given to the Azerbaijani context, including renewable energy development,
state environmental policy, and measures aimed at strengthening the transition toward a green
economy.

Results

Concept and Essence of Green Marketing

Green marketing refers to marketing activities associated with the development, production,
promotion, distribution, and consumption of products and services that reduce negative
environmental impacts. Its objective is not only to satisfy consumer demand but also to encourage
environmentally responsible patterns of production and consumption (Dangelico & Vocalelli, 2017).
Green marketing is based on several principles, including:

o the use of environmentally friendly raw materials;

e increasing energy efficiency;

e reducing and recycling waste;

e minimizing negative environmental impacts;

e promoting environmental awareness and social responsibility.

Green marketing should therefore not be viewed merely as an advertising technique. It can form part
of the broader management philosophy of an enterprise and influence decisions concerning
production, product development, resource use, packaging, distribution, and communication with
consumers (Ottman, 2011).

Green Marketing and Consumer Behavior

Consumer behavior is one of the main factors influencing the development of green marketing. As
environmental awareness increases, consumers may pay greater attention to the ecological
characteristics of products and services.

Environmentally conscious consumers may prefer natural and organic products, seek to reduce the
use of plastic packaging, and support companies that demonstrate environmental and social
responsibility. However, research also indicates that a gap may exist between consumers'
environmental attitudes and their actual purchasing behavior (Peattie, 2001b).
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Consequently, companies should not rely solely on environmental claims. Green products must also
provide acceptable quality, functionality, availability, and price. Transparent communication and
credible environmental information can contribute to consumer trust.

Impact of Green Marketing on Economic Development
Green marketing can contribute to economic development through several interconnected channels.

First, it facilitates the emergence of new economic sectors and markets. Renewable energy, waste
management, recycling, energy efficiency, sustainable transportation, and environmentally friendly
manufacturing represent areas in which new enterprises and markets can emerge.

Second, green economic activities create employment opportunities. The development of renewable
energy, energy efficiency, waste management, and environmentally sustainable production generates
demand for new skills and professional competencies. International evidence also indicates that
renewable energy development has important employment and economic effects (International
Labour Organization, 2024).

Third, green marketing can stimulate investment. Environmentally sustainable projects can attract
domestic and international investors, particularly where stable regulatory frameworks and long-term
development strategies exist.

Fourth, green marketing promotes more efficient resource use. Enterprises that reduce energy
consumption, minimize waste, use recyclable materials, and improve production efficiency can
reduce operating costs and increase productivity.

Finally, green marketing can strengthen enterprise competitiveness. Companies that demonstrate
genuine environmental responsibility may gain consumer trust and improve their position in domestic
and international markets.

International Experience

International experience demonstrates that green marketing has become an important component of
corporate strategies and public environmental policies. Its development is particularly visible in
developed economies where environmental standards, technological innovation, consumer
awareness, and government policy interact.

European countries have developed various mechanisms for environmental certification, eco-
labeling, sustainable production, and consumer protection. These mechanisms increase transparency
and can assist consumers in making environmentally informed purchasing decisions.

Germany provides an important example of the integration of environmental objectives into economic
and business activities. Renewable energy, energy efficiency, recycling, and environmentally
responsible production have created opportunities for new markets and business models.

In the United States, green marketing has developed through a combination of consumer demand,
technological innovation, corporate initiatives, and environmental regulation. Japan has placed
particular emphasis on technological innovation and energy efficiency, while Scandinavian countries
have developed strong institutional and social foundations for environmental responsibility.

A systematic review of the green marketing literature demonstrates that green marketing includes

product development, pricing, distribution, promotion, eco-labeling, reverse logistics, and other
elements of the marketing mix (Dangelico & Vocalelli, 2017).
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International experience therefore indicates that successful green marketing requires more than
individual corporate initiatives. It depends on the interaction of government regulation, technological
development, consumer awareness, corporate responsibility, and market mechanisms.

State Policy and Green Marketing in Azerbaijan

State policy plays an important role in creating favorable conditions for the development of green
marketing. Governments can influence corporate environmental behavior through legislation,
economic incentives, environmental standards, investment programs, and public awareness
Initiatives.

In Azerbaijan, environmental protection, renewable energy, and green growth have increasingly
become important areas of state policy. The country's renewable energy policy includes a target of

increasing the share of renewable energy sources in installed electricity generation capacity to at least
30% by 2030.

Azerbaijan has also developed large-scale renewable energy projects and aims to expand green energy
capacity in the coming years. Official information indicates plans for more than 2 GW of green energy
capacity by 2027 and more than 8 GW by 2030 in the relevant development plans.

These developments can create favorable conditions for green marketing. Increasing investment in
renewable energy and environmentally responsible technologies provides opportunities for
businesses to develop new products and services and communicate their environmental advantages
to consumers.

Government policy can also support green marketing through tax incentives, subsidies, investment
support, environmental standards, and mechanisms promoting resource efficiency. Such measures
can reduce the financial barriers faced by enterprises during the transition toward environmentally
friendly technologies.

At the same time, Azerbaijan faces challenges including high initial costs, technological limitations,
insufficient awareness among some market participants, and the need for further development of
supporting infrastructure.

Problems and Challenges of Green Marketing

Despite its advantages, green marketing faces several important challenges.

One of the most significant problems is greenwashing. Greenwashing occurs when companies
exaggerate or inadequately substantiate the environmental benefits of their products or activities.
Such practices can mislead consumers and reduce trust in green products and brands (Chen & Chang,
2013).

Another challenge is the high initial cost of green technologies. The introduction of environmentally
friendly production systems, recycling infrastructure, and energy-efficient technologies may require
substantial financial resources. This can be particularly difficult for small and medium-sized
enterprises.

Insufficient environmental awareness among consumers is another important barrier. In some cases,

consumers may prefer cheaper conventional products even when environmentally friendly
alternatives are available.
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Standardization and certification can also create difficulties. Differences between environmental
standards in different markets may complicate international trade. Transparent certification and
reliable environmental information are therefore important for increasing consumer confidence.

Technological limitations and insufficient infrastructure can further restrict the development of green
marketing, particularly in developing markets.

Discussion

The findings indicate that green marketing should be understood as a broader business and economic
approach rather than merely a promotional technique. Its effectiveness depends on the integration of
environmental considerations into product development, production, distribution, communication,
and consumer relations.

One of the most important factors is consumer behavior. Environmental awareness can increase
interest in environmentally friendly products, but purchasing decisions remain influenced by price,
quality, convenience, availability, and trust. Therefore, companies should combine environmental
benefits with competitive product characteristics.

Greenwashing represents a particularly serious challenge because misleading environmental claims
can undermine consumer confidence. Research shows that greenwashing may increase consumer
confusion and perceived risk and consequently weaken green trust (Chen & Chang, 2013).

For this reason, transparent environmental claims, reliable certification, clear standards, and effective
regulatory mechanisms are important for the healthy development of green marketing.

The cost of transition is another important issue. Environmentally friendly technologies may require
substantial initial investment. Government incentives, access to green finance, technological
cooperation, and professional training can help enterprises overcome these barriers.

The green transition is also closely connected with employment and skills. Renewable energy, energy
efficiency, recycling, and other green sectors create demand for new professional competencies.
Consequently, education and skills development should be considered important components of green
economic policy.

For Azerbaijan, the expansion of renewable energy and green economic activities provides
opportunities for the development of green marketing. The country's renewable energy targets and
investment projects can support new markets, technologies, and business opportunities.

However, green marketing should not be treated separately from broader economic policy.
Environmental policy, investment policy, industrial development, consumer protection, education,
and innovation policy should complement one another.

Recommendations

Based on the findings of the study, several measures can contribute to the more effective development

of green marketing:

e Government institutions should strengthen the legal and economic framework supporting
environmentally responsible business activities.

o Tax incentives, subsidies, investment support, and preferential financing mechanisms should be
expanded where appropriate.

133



Qoadim Diyar/ 8(10), 2026
Ancient Land / 8(10), 2026

e Environmental standards and certification mechanisms should be strengthened to distinguish
genuine environmental performance from misleading claims.

e Measures to prevent greenwashing should be enhanced through transparent reporting, monitoring,
and consumer protection.

e Environmental education and public awareness programs should be expanded through
educational institutions, media, businesses, and public organizations.

e Research, development, and technological innovation in energy efficiency, renewable energy,
recycling, and resource management should be encouraged.

e Small and medium-sized enterprises should receive greater access to financing, training,
consulting, and technological support.

e Cooperation between government institutions, businesses, universities, research organizations,
and civil society should be strengthened.

Conclusion

Green marketing has become an important component of sustainable economic development. Its
significance extends beyond environmental protection and includes the development of new markets,
employment opportunities, investment, technological innovation, resource efficiency, and enterprise
competitiveness.

International experience shows that successful green marketing requires the combined influence of
effective government policy, technological innovation, consumer awareness, transparent
environmental standards, and responsible corporate behavior.

In Azerbaijan, the development of renewable energy and the broader transition toward a green
economy create favorable conditions for the expansion of green marketing. The country's renewable
energy targets and ongoing investment projects can support the development of new environmentally
oriented markets and business opportunities.

Nevertheless, challenges such as high initial costs, insufficient awareness, technological limitations,
and greenwashing may restrict the effectiveness of green marketing. Addressing these challenges
requires coordinated action by government institutions, businesses, consumers, educational
institutions, and research organizations.

Thus, the development of green marketing is of strategic importance for both environmental
protection and sustainable economic development. Strengthening policy support, encouraging
innovation, improving environmental awareness, and developing credible certification and
monitoring mechanisms can create favorable conditions for the wider adoption of green marketing.
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