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Abstract
This project investigated the effect of green marketing on eco-friendly buying behaviour of the consumers in relation to the automobile industry in India. The research was conducted into the impact of sustainability communication, eco-labelling, environmental branding, and green promotional activities on consumer perceptions and buying behaviour of electric and hybrid cars. Besides, the study is significant, as the automotive sector is going through a period of rapid transformation, which is driven by increasing environmental awareness, sustainable government policies, and evolving consumer preferences for eco-friendly transport. Despite rising awareness of sustainability, the actual buying behaviour towards green vehicles remain ineffective, as customers continue to prioritise on affordability, infrastructure, performance and trust. The research was based on an interpretivist philosophy, which was abductive in nature while the focus was on qualitative multiple case study approach. Secondary data was collected from company reports, sustainability reports, business articles, and industry publications from 2020-2026. Five automotive companies operating in India were analysed, specially Toyota Kirloskar Motor, Tata Motors, Hyundai Motor India, Mahindra Electric and MG Motor India.
The results showed that although green marketing has a positive impact on consumer awareness and brand perception, factors such as trust, price, charging infrastructure and perceived value play a crucial role in consumer purchasing behaviour. However, the companies that integrated affordability, technological reliability and sustainability communication were successful in gaining market acceptance. The findings showed that the factors of practicability and economy are important in determining purchase action of consumers even if green marketing is applied. Hence, it could be concluded that the research makes a valuable contribution to the literature by providing a link between the intention and the real purchase behaviour of consumers in the automotive industry.
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Chapter 1: Introduction and Rationale
[bookmark: _Toc226116168][bookmark: _Toc227955631][bookmark: _Toc229232073]1.1. Research Background
In terms of industry context, the global automotive sector is undergoing a major transformation, which is driven by sustainability, digitalisation, and evolving consumer demands. Besides, the shift from traditional fuel cars to electric and hybrid cars is transforming the competitive environment. The transition is described as a major transformation in the automotive industry, where new technologies and sustainability become key to business strategy (Hertzke et al. 2025). 
Towards the importance of the topic, from a Deloitte study on 30,000 consumers in 30 nations, it is found that consumer expectations on mobility and sustainable change are evolving rapidly (Walker and Proff, 2025). This clearly represents that the market is increasingly becoming consumer-driven and environmentally oriented. Nevertheless, the transition is not that smooth. It has been reported that EV adoption has slowed down in varied markets due to cost factors and infrastructure challenges (Hertzke et al. 2025). In contrast, the number of people interested in hybrid vehicles is increasing again, as customers try to find a balance between sustainability and affordability (Walker and Proff, 2025). Thus, the industry is not just facing technological change but also a behavioural change, where companies have to communicate sustainably. 
The research is relevant because the concept of sustainability directly affects consumer behaviour within the automotive industry. Further, companies are investing in green marketing strategies to attract eco-conscious consumers. From a Deloitte report, from a global survey of 28,500 consumers in 27 countries, it is found that brand perception, sustainability expectations and customer preferences are the main factors, which shapes purchase decisions of the vehicles (Deloitte, 2026). Besides, the market is becoming competitive, as consumers are willing to switch to brands based on innovation and sustainability features. Besides, from a Deloitte report in 2025 on LinkedIn, it is found that competition is shifting from pricing to innovation, as sustainability plays a significant role in differentiation (Deloitte, 2025). For instance, around 72% of car buyers are definitely switching to other brands. 
Considering the problem of this research, the global automotive sector’s landscape in recent years has undergone a significant transformation driven by increasing concerns for sustainable practices and environmental awareness. This rising focus on eco-friendliness and sustainability in the automotive industry is defined by the fast movement of global consumers towards environmentally sound and green transportation solutions (Datta, 2024). Thus, green marketing, with its higher focus on environmental sustainability, becomes increasingly essential due to rising ecological concerns for consumers. For instance, the automotive companies are marketing their strategic green orientations and initiatives like recycling, green designing, and sustainability in supply or circular economy to influence consumer trust and perceptions (Yu, Khan and Umar, 2022). 
Based on the originality, the consumer behaviour has proved to be complex. Most customers show interest in sustainable vehicles, like EVs, but their purchasing decisions are heavily influenced by major factors. Thus, the gap between actual behaviour and customer intention develops uncertainty for companies. Moreover, the relevance of this research is significant, if green marketing strategies influence their purchase decisions. Thus, focusing on Toyota makes the research relevant, as it is a leading organisation in sustainable and hybrid vehicle innovation. 
[bookmark: _Toc226116169][bookmark: _Toc227955632][bookmark: _Toc229232074]1.2. Research Rationale
[bookmark: _Toc226116170][bookmark: _Toc227955633][bookmark: _Toc229232075]1.2.1. Theoretical justification 
Green marketing has been extensively researched in relation to consumer behaviour, mainly in the context of sustainability. The empirical knowledge explains that consumer attitudes, trust and perceived environmental value are crucial factors, which affect purchasing decisions. In their quest, it is studied that green marketing positively affects consumer attitudes and purchase intention toward sustainable products (Simanjuntak et al. 2023). However, theories, such as the Theory of Planned Behaviour can be used to understand the influence of attitude, social influence, or perceived control on consumer decisions. Further, the purchase intention is improved by environmental awareness, particularly among the eco-conscious consumers (Zameer and Yasmeen, 2022).
Despite effective theoretical development, there remain certain gaps. Most studies focus on consumer intention, rather than actual purchasing behaviour. Further, the uncertainty on whether positive attitudes towards sustainability are translated into actual purchasing behaviours is usually not that clear. It has been argued that a major gap exists between consumer intention and purchase intention (Kim and Lee, 2023). In case, the majority of research is focused on FMCG and retail, whereas the automotive segment remains untapped. However, the complexity of automotive purchasing decisions includes high cost with long-term commitment, which is often not fully addressed in the existing research. Hence, industry-specific studies are required to understand how green marketing works in various situations (Kim and Lee, 2023). Thus, the main research gap is to understand the role of green marketing and its impact on real purchasing behaviour in automotive industry. Thus, this research fills this gap by linking green marketing strategies and actual decisions made by consumers.
Although the significance of green marketing is increasing, the actual efficiency on consumer purchasing behaviour remains uncertain, which is a major research gap. Besides, there is an inconsistency between consumer interest and actual market behaviour in the automotive industry. It is stated that despite increasing interest in sustainable vehicles by customers, adoption in various regions is slowing down due to price, infrastructure, and uncertainty (Hertzke et al. 2025). In contrast, it is argued that consumers are becoming less loyal and are willing to switch brands, which forms extra pressure for automotive companies to build trust and credibility (Javed et al. 2023). Further, most consumers doubt the uncertainty of environmental claims, which reduces the success of green marketing strategies. Hence, the key problem is the lack of knowledge on how green marketing affects actual consumer behaviour. Thus, this research intends to fill this gap by analysing green marketing and its effect on eco-conscious consumers of automotive industry.
[bookmark: _Toc226116171][bookmark: _Toc227955634][bookmark: _Toc229232076]1.2.2. Practical justification
The practical significance of this study shows a clear gap that automotive firms are investing huge amounts of capital in sustainability and green marketing strategies. Besides, organisations require clear evidence whether these strategies actually affect Consumer Buying decisions. It is noted that consumers are becoming more demanding when it comes to sustainability, but companies are facing the challenge of adapting the interest into tangible sales (Purcărea et al. 2022). In this case, it is emphasised that the adoption of EVs is growing at a slower rate than projected, which poses uncertainties for business strategies in automotive companies (Purcărea et al. 2022). Thus, companies should balance sustainability with key factors like price, performance and infrastructure availability. However, the poor green marketing practices may result in resource wastage and a lack of proper strategic planning. Firms can invest in sustainability campaigns without receiving the intended consumer response. Thus, the research offers practical insights on how green marketing can be improved to influence consumer behaviour effectively.
In terms of industry relevance, as the global transport sector has the second largest contribution to greenhouse gas emissions globally, the EU has targeted 55% emission cut from automotive by 2030, while the UK has planned a transition to zero-emission vehicles by 2035 (Global-imi. 2025). However, 59% of the UK consumers intended to purchase electric vehicles (EVs) during 2024, being driven heavily by environmental concerns, while 36% of the buyers prefer using ICE (internal combustion engine) vehicles (White, 2023). 
In terms of practice, this proposed research is justified due to increasing significance of environmental sustainability faced by the automotive sector in adopting green marketing in alignment with the shifting preferences of the eco-conscious consumers. Toyota is selected due to its leadership in EV/hybrid technology, along with its ambitious 2050 environmental goals. Toyota is being highly committed to sustainability with its eco-friendly initiatives and aligning its efforts with the rapid consumer shift to sustainability (Kalispelltoyota. 2023). Hence, analysing Toyota’s strategies can help in determining how green marketing affects purchasing decisions of consumers with particular reference to their increasing concerns for the environmental impacts of vehicles and industry players. 
Considering the managerial pain points, the automotive industry managers face a number of challenges in implementing effective green marketing strategies. Besides, consumer trust is one of the key issues because a number of consumers are suspicious of environmental statements. It is opined that trust is a key issue that affects purchasing decisions (Handoyo, 2024). Further, pricing is a significant concern because sustainable vehicles are more expensive than traditional ones. In case, managers should address performance and infrastructure issues, which directly influence consumer decisions. 
Towards opportunity cost, another challenge has been communicating complex sustainability data in a clear way. The consumer might not understand technical details, which are related to emissions or environmental influence. Hence, the managers should develop effective marketing strategies that are easy to understand and informative.
[bookmark: _Toc226116172][bookmark: _Toc227955635][bookmark: _Toc229232077]1.3. Research Contribution and Motivation
Towards theoretical contribution, the research contributes to existing theory by linking green marketing with actual consumer purchasing, instead of focusing on attitudes or intentions. Further, the majority of the research uses the Theory of Planned Behaviour, which describes how intention is developed, while they do not explain if intention leads towards actual purchase decisions in the case of high involvement sectors, like automobiles. It is argued that the intention-behaviour gap is a key limitation in sustainability research (Khan et al. 2024). Thus, this research also extends theoretical knowledge by examining how trust, perceived environmental value, and market communication interact within a practical business context. 
The research offers empirical evidence based on secondary data on eco-conscious consumers. Further, it moves beyond the theoretical debate and examines real responses with awareness, trust and purchasing behaviour. It is stated that secondary research increases the credibility of findings, which mainly reflects the actual consumer perspective. Further, the research only focuses on automotive industry, which offers a detailed analysis to be done using survey data. Moreover, by collecting data from 100 respondents, this research determines trends and correlations between green marketing strategy and consumer decisions. The proposed research is significant for bridging the gap between green marketing approaches of Toyota and the purchasing behaviour of eco-conscious consumers. The research can offer actionable insights into how Toyota’s green branding strategies influence purchasing decisions and the perception of consumers. It also highlights the roles of eco-labelling, brand trust and perceived environmental values in convincing its customers in a global competitive market. 
This research offers practical contribution, since it discusses certain decision-making issues that managers experience in sustainability-oriented marketing. It also helps organisations to understand how consumers perceive and prioritise diverse aspects of green marketing, instead of assuming uniform responses. Further, the research establishes which elements of green marketing can influence, and which may fail to convert interest into action. This highlights a strong emphasis on effective communication, perceived value, and credibility in influencing consumer decisions. Hence, managers are capable of allocating resources well by focusing on strategies that directly influence behaviour. In addition, the results can help companies to reduce inefficiencies in sustainability communication, where investment fails to translate desired results. 
The research is original, as it focuses on the actual gap between what consumers say and what they actually do. Further, it has been confirmed by numerous studies that consumers are in favour of sustainability, but their behaviour is different. It has been predicted that the green marketing factors only contribute to consumer behaviour by a mere 33%, which shows that numerous decisions are affected by other hidden factors (Haryono, Zulianto and Purwanto, 2025). Thus, this research looks at automotive industry in particular, as opposed to general industries, which offer specific considerations. Moreover, it addresses trust issues and credibility gaps, as the studies show that unclear environmental claims decrease customer response (Agarwal et al., 2025). Hence, this research is original, as it integrates real behaviour, company focuses, and trust issues in single research, which is lacking in existing literature.
[bookmark: _Toc226116173][bookmark: _Toc227955636][bookmark: _Toc229232078]1.4. Research Aim and Objectives
[bookmark: _Toc226116174]Research Aim
The research aim is to determine the influence of green marketing on eco-conscious consumer purchasing behaviour in case of automotive industry
[bookmark: _Toc226116175]Research Objectives
· To research how green marketing of automotive industry affects consumer decision-making and purchasing behaviour among the eco-conscious consumers
· To examine the key challenges that automotive industry faces, such as problems with performance, price, and consumer trust in determining purchasing decisions
[bookmark: _Toc226116176]

Research Questions
· How do green marketing strategies influence the purchasing intentions of eco-conscious consumers? 
[bookmark: _Toc226116177][bookmark: _Toc227955637]1.5. Dissertation structure 
	Chapter 1
	Presents the background and rationale of the research, along with the objectives and offers the overall focus of the study.

	Chapter 2
	Provides a critical analysis of the available literature in the area of green marketing and consumer behaviour, and determines important gaps.

	Chapter 3
	Describes the research methodology, which involves data collection and analysis strategy

	Chapter 4
	Addresses findings of the study obtained from secondary sources.

	Chapter 5
	Covers the analysis of the obtained data and explains the most important findings with references to research objectives.

	Chapter 6
	Provides conclusions, implications and recommendations



[bookmark: _Toc231643903]Table 1: Dissertation Structure


[bookmark: _Toc227955638][bookmark: _Toc229232079]Chapter 2: Literature Review
[bookmark: _Toc227955639][bookmark: _Toc229232080]2.1. Introduction
This chapter includes a critical review of the literature available regarding green marketing and its effects on consumer purchasing behaviour, particularly in the motor industry. This literature review is primarily aimed at developing a clear academic foundation for this research by identifying key trends, gaps and debates in the current research. Further, it helps to link the research problem identified, which focuses on the gaps between consumer intention and actual behaviour when purchasing a sustainable vehicle. Besides, the literature also discusses the effects of green marketing strategies that include sustainability communication, eco-labelling, and environmental branding that influence consumer perceptions and consumer decisions. It has been opined that green marketing has become a strategic aspect for organisations to shape consumer attitudes towards sustainability (Kuria, 2024). 
However, this review covers four significant areas, which include green marketing practices, consumer behaviour and eco-consciousness, trust and greenwashing, and barriers in the automotive sector, which is developed using a conceptual framework. These themes are chosen as they directly influence how consumers respond to sustainability messages. For example, it is argued that green marketing defines only a small portion of actual consumer behaviour, which highlights deeper analysis (Correia et al. 2023). Hence, this chapter is divided into thematic parts to develop a logical flow. Moreover, all the themes evaluate a critical assessment of theoretical and recent empirical research, mainly on studies that are conducted from 2020 onwards. Thus, the chapter also offers a solid foundation for developing a theoretical framework along with a research model.
[bookmark: _Toc227955640][bookmark: _Toc229232081]2.2. Thematic overview of Literature
[bookmark: _Toc227955641][bookmark: _Toc229232082]2.2.1. Green marketing and sustainability communication
Green marketing is the promotion of products and services in terms of their environmental benefits. It has been explained that green marketing is a process that satisfies consumer needs by reducing environmental risk (Polonsky, 2011). In recent years, the concept has evolved mainly in the automotive industry. In the current context, the automotive firms are gradually using sustainable communication to encourage hybrid and EVs. Further, firms also emphasise on features like low-emission, fuel efficiency, and recyclable material to influence eco-conscious buyers. It has been stated that sustainability has become a key aspect for the automotive strategy, where companies are shifting towards cleaner mobility solutions (Lukin, Krajnović and Bosna, 2022). Further, it is noted that consumer perception and brand preference are heavily dependent on the environmental aspect of vehicle purchasing (Buhmann and Criado, 2023).
However, sustainability communication also comprises eco-labelling, green branding and environmental advertising. The purpose is to streamline complex environmental information to consumers. For example, circular economy practices and green design communication develop the customer perception towards sustainability (Stein et al. 2020). However, the efficiency of these aspects depends on how clearly they are being presented. Although green marketing is increasingly used, its actual effect is still a debated issue. Some studies report positive results while others highlight limitations. Green marketing develops consumer attitudes and purchase intentions (Liao, Wu and Pham, 2020). Conversely, it has been evidenced that green marketing moderately contributes to actual purchasing behaviour, which shows a gap between perception and action (Correia et al. 2023). Hence, positive communication does not always transform into actual purchase decisions. 
Another critical concern is the credibility of sustainability claims. Some companies present a positive impact on the environment without offering clear evidence, which creates confusion among consumers and reduces the efficiency of green marketing. It is argued that exaggerated sustainability statements might weaken consumer trust and reduce the effectiveness of marketing strategies (Szabo and Webster, 2020). In case, the automotive sector also offers additional complexity. For instance, purchasing a car is a high involvement purchase, which involves financial, functional and long-term factors. Even if customers are influenced by sustainability communication, they might still focus on aspects like price and performance. It is emphasised that consumers tend to balance environmental issues against practical requirements when purchasing cars (Fujita et al. 2022). Thus, it may be argued that green marketing is significant in creating awareness and attitudes, while the extent of influencing actual behaviour is still unclear. Hence, the key gap identified is the lack of clarity between the stated effectiveness of green marketing and actual impact on consumer purchasing behaviour, particularly within the automotive industry.
[bookmark: _Toc227955642][bookmark: _Toc229232083]2.2.2. Consumer behaviour and eco-consciousness
Consumer behaviour in sustainable markets is defined by how people understand the environmental issues, how strongly they value them, and how far they would act in terms of real purchasing decisions. Eco-conscious consumers are generally defined as buyers who are concerned about environmental impact and prefer brands to be accountable (Muna, Mitariani and Telagawathi, 2025). Besides, these decisions are influenced by convenience, price, and trust in the product, which makes eco-consciousness significant. Further, it is apparent in the automotive industry since vehicle purchase is costly, sporadic and highly associated with long-term viability. It is found that BEV inertia was moderate in most markets, while interest in ICE and hybrids grew gradually, which shows that environmental concern does not lead to an instant purchasing decision (Walker and Proff, 2025). 
Further, recent evidence showed that consumer behaviour is value-driven and cautious, even when sustainability matters more (Aydin, 2025). From a McKinsey State of the Consumer on 25000 consumers in 18 markets, it is revealed that consumers felt pressure of increasing prices and inflation, but their expectations for value and convenience remained high (Adams, Alldredge and Coggins, 2025). Further, the report specified that consumers were undertaking trade-offs across categories, which implies that strong intentions often compete with practical needs in actual purchasing decisions. Thus, this is effective for eco-conscious behaviour as a consumer might believe in the sustainability principle, but still find a less expensive, familiar, and effective way of purchasing a car or a mobility-related service (Adams, Alldredge and Coggins, 2025). Unlike, behaviour change is not just about awareness, but also about whether consumers feel that a green alternative is trustworthy, realistic, and worth it. It has been found that intended brand defection is increasing globally, which implies that loyalty is becoming less and customers are more aware of switching, when they observe better value or clear benefits (Walker and Proff, 2025). Hence, it matters well in the case of green purchasing since battery range, access to charging, long-term cost, and product reliability might not be well perceived by consumers even with a sustainable message (Zhao et al., 2024). Moreover, consumers might agree with the idea of greener mobility, but in the case of a purchase with financial risk and daily inconvenience, the purchase might be delayed. 
However, the literature also reveals that awareness has continued to play a significant part in building eco-conscious behaviour. It is argued that awareness does not necessarily lead to consistent buying behaviour. The problem is that most researchers measure intention, while few examined what consumers actually purchased despite price, performance, and infrastructure limitations (Alqaysi, Zahari and Khudari, 2024). Consequently, the literature leaves the question of whether eco-consciousness tends to overcome the practical barriers to shape automotive decisions. Thus, the main issue is that if the customers care about sustainability, then the concern can withstand exposure to actual market situations. Eco-conscious behaviour is evident in attitudes and in stated preferences, but real purchase behaviour remains mixed (Zaware and Deokate, 2025). Consequently, the notable gap in the literature is that strong behavioural validation has not been performed, particularly in the automotive industry, where there is a wide price difference between intention and action that is separated by complex procedures and long-term commitment.
[bookmark: _Toc227955643][bookmark: _Toc229232084]2.2.3. Role of trust, credibility, and green washing
The role of trust plays a key role in determining how consumers respond to green marketing, particularly in the automotive industry, where purchase decisions include high cost and long-term investment. Trust is a facilitator between what companies say and how consumers respond to the messages (Kraft, Valdés and Zheng, 2022). When customers feel that environmental claims are reliable, they are likely to form a positive perception and consider sustainable products. Further, perceived risk is also reduced by trust, which is critical in the case of electric and hybrid cars. It is pointed out that brand integrity, environmental ethics, and transparency play a key role in influencing consumer behaviour in the automobile industry because of the trust factor (Kumar, 2025). However, the issue is complicated due to the rising issue of greenwashing, which refers to misleading and excessive environmental statements by companies. Greenwashing brings confusion to consumers and undermines credibility in sustainability communication. A recent article found that customers also have a moderate level of awareness of greenwashing practices in the automotive sector, while most customers saw confusion or unverified environmental reports as a frequent occurrence (Dudziak et al. 2025). This means that even with increasing awareness, consumers cannot fully assess whether the information about green marketing messages is authentic.
[bookmark: _Toc227955644][bookmark: _Toc229232085]2.2.4. Challenges of green purchasing behaviour in the automotive sector
It is seen that green purchasing behaviour in the automotive sector may face a range of challenges based on structural and behavioural aspects through environmental awareness. One of the major challenges is the increasing cost of green vehicles, particularly electric vehicles (Alanazi, 2023). Even if the lifestyle costs less, consumers prefer immediate affordability to long-term savings. On the other hand, a lack of adequate infrastructure is another challenge. It is seen that in many regions there is a lack of charging stations for electric vehicles. This infrastructural weakness may affect consumers’ confidence in shifting from Conventional engine vehicles to electric vehicles. A large number of consumers have limited knowledge of green purchasing in terms of automobiles (Xu and Xu, 2022). 
Moreover, there are large numbers of buyers who have very little knowledge of environmental sustainability and hence, their decision-making process for buying the EVs may change frequently. Performance can be a major challenge for using green automobiles. It is seen that some of the consumers prefer green vehicles as less reliable in comparison with conventional engine vehicles, though the development of technological input is prominent in some of the electric vehicles also (Ho and Huang, 2022). Based on the industry perspective, supply chain issues pose a challenge to using a larger number of electric vehicles within the selected market of consumers. 
[bookmark: _Toc226116185][bookmark: _Toc227955645][bookmark: _Toc229232086]2.3. Theoretical foundation and contribution
In relation to the research topic, the theory of planned behaviour can be considered. This theory can be helpful to analyse how green marketing affects eco-conscious consumers in a positive manner (Hagger and Hamilton, 2024). Additionally, this theory highlights the fact that consumers’ purchasing behaviour can be impacted by three key aspects, which include attitude, subjective norms and perceived behavioural control. In this regard, the model emphasised the stronger intentions impacted by these three key factors, which may lead to the development of green purchasing. The theory was developed as a revised form of the Theory of Reasoned Action. The theory is gradually based on sustainability and consumer behaviour and later, it becomes the theory of planned behaviour to bridge the gap between attitude and behaviour of consumers (Ogiemwonyi, 2022). Thus, it is mentioned that researchers behind this theory are Icek Ajzen and Martin Fishbein, who worked hard to develop concepts based on pro-environmental decision-making and green purchasing behaviour. 
The theory of Planned Behaviour is considered as effective for this because it provides a succinct approach based on how green marketing strategies can draw the attention of eco-conscious consumers in the industry (She et al. 2024). The green marketing strategies primarily help to address the attitude towards environmental management. Along with this, the subjective norm is effective in mentioning social and cultural well-being while the behavioural control is focused to meet the affordability of automobiles. Therefore, this theory seems highly relatable with the research topic, mentioning how the marketing strategy and convert purchase intention to actual purchasing behaviour of consumers (Ogiemwonyi, 2022). At the same time, this theory is helpful to discuss the attitude-behaviour gap of green purchasing.  Moreover, the theory includes both the internal and external factors, which can value consumers’ sustainability. Because of this, the customers can follow the green marketing practices for securing environmental sustainability. 
The main key aspect of the theory is attitudes, subjective norm as perceived behavioural intention. Integrating all of these approaches with the marketing aspect can be helpful to determine the purchasing behaviour of the consumers. Additionally, these factors are helpful in terms of developing green trust, credibility as well as environmental awareness among the eco-conscious consumers. The green marketing strategy, such as the use of eco labels, development of sustainable branding, as well as environmental sustainability protection policies, is considered as the key external driver to influence consumer-purchasing habits. There are many consumers having minimum knowledge regarding the maintenance of environmental sustainability (Boermans et al. 2024). Through maintaining trust and credibility, consumers’ purchasing habits can be affected. In this regard, the paper has explored a new area of discussion, which sheds light on psychological processes that can affect consumers' beliefs about environmental concern. Besides, the researcher has considered the discussion on behavioural control through which the actions of consumers based on purchasing behaviour can be shaped in the automobile industry. The chosen theory is applied to the aspect of the automobile industry. In the automobile industry, it is seen that green purchasing is based on financial viability and sustainable decision-making. In order to align the theory, the study highlights how green marketing strategies, such as promoting electric vehicles and the adoption of low-emission technologies can be effective to manage eco-conscious decision-making among consumers (Ho and Huang, 2022). Additionally, it is also mentioned that how the environmental concerns become effective to push the consumers to manage green purchasing and it is based on infrastructure, pricing and so on. The framework is applied for the marketers as well as policymakers to manage sustainability campaigns through which mass awareness among consumers can be developed. Hence, it is clear that the research study becomes effective in providing both theoretical as well as practical insights based on sustainable consumption. 
The research becomes effective in contributing to contribute to theory of planned behaviour by developing its applicability to the aspect of green marketing and reaching the eco-conscious consumers by addressing their purchasing habits. It is seen that the theory considers this through three aspects, such as attitude, subjective norms, as well as perceived behavioural changes. All of these factors are effective in shaping the intention of consumers to go for eco-conscious purchasing. Green marketing is such a strategy that can be helpful for the companies to reach the maximum portion of sustainable customers to be in track with this this research has developed a discussion based on how marketing communication may cause the customers through environmental decision-making (Park et al. 2022). The theoretical contribution is based on revising the concerned theory in such a manner that credibility and green trust can link the aspects of green marketing and consumer behaviours. Additionally, this theory is to link the aspect of green washing with that of the management of eco-conscious purchasing of consumers in the automobile industry. Not only this, but also the research is focused on price sensitivity and product accessibility as the conditions that can affect consumers' purchasing. If the internal and external factors of green marketing are in favour with the customers, then the green purchasing intention can be converted to actual buying behaviour. This study has included the theory of planned behaviour in this literature review. This theory becomes effective to shed light on how green marketing practices can be helpful to reach the maximum portion of eco-conscious consumers (Randall et al. 2024). In this research, the theory is applied in terms of understanding behavioural intention and purchasing behaviours of the customers. Still, the theory can be effective in terms of understanding sustainability marketing. Additionally, the research has considered the approaches of green marketing that can shape consumer attitude, social norms as well as purchasing behaviour. In order to develop this kind of analysis, the theory becomes helpful to bridge the gap in the discussion based on consumers’ purchasing behaviour and green marketing practices. 
[bookmark: _Toc227955646][bookmark: _Toc229232087]2.4. Conceptual Framework
The conceptual framework used integrates the key constructs, relationships and themes identified from the literature on green marketing and consumer behaviour. Conceptual framework represents the expected relations between variables, and offers a structured process to analyse the research problems (Swaen and George, 2022). In this research, the framework links green marketing practices with consumer buying behaviour by integrating mediating and moderating variables like trust, awareness and perceived barriers. This leads in analysing how the role of sustainability communication influences actual purchasing behaviour in automobile industry.
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[bookmark: _Toc231643910]Figure 2.1: Conceptual framework
(Source: Self-created)
Green Marketing Practices (Independent Variable): The independent variable in this framework is the practices at green marketing. These are eco-labelling, sustainability communication and green branding strategies that are applied by Toyota. Besides, the practices aim to influence consumer perception towards environmental responsibility. The research studies highlighted that green marketing increases consumer attitudes and environmental awareness (Simanjuntak et al. 2023; Buhmann and Criado, 2023). Thus, the construct will play a pivotal role in initiation of decision-making process.
Consumer Perception and Eco-conscious Attitude (Mediating Variable): This element acts as a mediating variable, which explains why green marketing has an impact on purchasing behaviour. A mediator helps to explain the association between independent and dependent variables. In this area, consumer perception, awareness and attitudes towards sustainability analyses of the marketing messages are internalised. Thus, it has been analysed that attitudes are developed by awareness, but not lead to purchase (Alqaysi et al. 2024; Aydin, 2025). Thus, this aspect describes the intention stage in the framework.
Trust and Credibility (Moderating Variable): Trust is a moderating variable, as it determines the strength of the relationship between marketing and behaviour. A moderator changes the intensity or direction of a relationship between variables. In automotive industry, trust is highly important due to high financial risk. The research highlighted that greenwashing reduces credibility and consumer reaction (Kraft et al. 2022; Dudziak et al. 2025). Thus, trust analyses how the positive perceptions render into actual decisions.
Barriers (Contextual Moderators): Price, infrastructure, and performance are barriers that are considered as contextual moderating variables. These factors analyse whether the intentions of eco-conscious translate into purchase behaviour. Further, the literature indicated that consumers tend to focus on affordability and convenience over sustainability (Fujita et al. 2022; Alanazi, 2023). Hence, these barriers explain the intention behaviour gap.
Purchasing Behaviour (Dependent Variable): The dependent variable is consumer purchasing behaviour, which is the eventual outcome of all other constructs. A dependent variable indicates the impact of cause-and-effect relationship. This involves real purchase choices of eco-friendly consumers. However, the review highlighted that intention does not necessarily translate into behaviour, which makes this outcome adaptable (Kim and Lee, 2023).
Hence, this theoretical framework offers a systematic foundation of the research, as it clearly defines the interrelations between green marketing strategies and consumer purchasing behaviour. Besides, it directs the case analysis in findings by sorting data into key themes like marketing practices, consumer perception, trust and barriers. Further, secondary data has been used as an analysis tool to determine the role of each construct in influencing purchasing decisions. Moreover, the framework facilitates cross-case comparison in final chapter, which allows in systematic evaluation of interaction between various factors. 
[bookmark: _Toc227955648][bookmark: _Toc229232088]2.5. Conclusion
It can be concluded that this literature review has exposed how green marketing strategies can affect the automobile industry and how consumers are aware while managing sustainable purchasing decisions. It is mentioned that although green marketing is increasingly used, its actual effect is still a debated issue. In the recent years, different automobile companies inventing electronic vehicles and those vehicles have differential demands in different markets. The literature review has highlighted certain challenges that can improve barriers for the consumers to make effective and sustainable purchasing decisions for buying those electronic vehicles. It is no doubt a fact that when customers feel that environmental claims are reliable, they are likely to form a positive perception and consider sustainable products. Additionally, to support the discussion, the Theory of planned behaviour is considered and it is discussed that how that theory can be effective in analysing the topic in depth. The focus is more on consumers’ agreeableness with the idea of greener mobility, but in the case of a purchase with financial risk and daily inconvenience, the purchase might be delayed. Incorporation of such ideas becomes crucial to develop a good literature review altogether. 


[bookmark: _Toc227955649][bookmark: _Toc229232089]Chapter 3: Methodology
[bookmark: _Toc227955650][bookmark: _Toc229232090]3.1. Introduction
This chapter tends to outline and justify the methodological aspects, which are adopted for addressing the research aim and questions from initial chapter. The research focuses in examining how green marketing influences the eco-conscious customer purchasing behaviour in automotive sector, in reference to Toyota’s case study with other companies. Research methodology initiates a coherent plan, which aligned with philosophical assumptions, data collection methods, and the research approaches for ensuring consistency in addressing the research problems (Dissanayake, 2023). However, this chapter discusses the research strategy, philosophy, data collection, approach, and key analysis techniques. Further, it also offered a clear justification of selection of methodological choice for ensuring academic credibility, rigour and transparency. 
[bookmark: _Toc227955651][bookmark: _Toc229232091]3.2. Research Philosophy, Approach, and Design
Research Philosophy
From an ontological perspective, the research analysed that the customer decisions are influenced by identifiable and real factors such as trust, environmental awareness and price that exist independently of the individual clarification. In terms of epistemological aspect, it can be stated that knowledge is created using empirical observation that ensures objectivity and reduces researcher bias. This research is based on interpretivism philosophy. Interpretivism is applicable in situations when the researcher wants to understand social reality based on the meanings that individuals and organisations assign to it (Saunders, Lewis and Thornhill, 2019). Green marketing is not considered as a technical issue in this study. Instead, it is perceived as a context-based business practice that is influenced by consumer perception, trust, brand communication and environmental concern. Further, the effect of green marketing on purchasing behaviour cannot be described by only figures, as the response of consumers is linked to interpretation of claims in actual market conditions. Thus, interpretivism is suitable, as it helps in explaining the differences on how eco-conscious consumers might respond to similar sustainability messages in different company’s cases. 
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[bookmark: _Toc231643911]Figure 3.1: Research Onion
(Source: Saunders, Lewis and Thornhill, 2019)
Research Approach 
The research used an abductive research approach. The abductive research enables the researcher to shift between theory and empirical data that is beneficial when the problem is complex and not explained by available theory (Source: Saunders, Lewis and Thornhill, 2019). This methodology is suitable to current research, as the conceptual framework developed in literature, along with Theory of Planned Behaviour offered an initial lens for analysis. However, the company cases may also reveal the patterns that are not captured by theory at the beginning (Hulst and Visser, 2024). Thus, the research starts with theory, then looks at actual company evidence, and brings clarity by comparing the cases. Moreover, this method is appropriate because green marketing in automotive industry relates not only to pre-planned measures but also to developing market responses. Thus, abductive method provides a flexible and structured analysis, where theory guides the research, while case evidence helps in creating a grounded theory of consumer behaviour.
Research Strategy 
The research strategy has been developed using a multiple case study. The case study research is defined as in-depth analysis of a phenomenon in a real global context, particularly where boundaries between phenomenon and context is indistinct (Warren and Bell, 2022). This is a suitable strategy, since green marketing, consumer trust, and purchasing behaviour are directly related to company specific actions and market conditions. Moreover, with several cases, it is also possible to compare Toyota to other companies and determine common patterns and differences. 
[bookmark: _Toc227955652][bookmark: _Toc229232092]3.3. Justification for Case Study Methodology 
Alignment with research questions 
The research question analyses “How green marketing strategies influence purchasing intentions of eco-conscious consumers” makes the case study method suitable. Case studies are mainly helpful with how and what questions, as they enable the researcher to delve into the processes, meanings, and outcomes (Larrinaga, 2016). The aim of the research is not just to describe green marketing activities, but also to understand consumer responses in a real business environment. Besides, the automotive industry is not simple due to concurrent effects of trust, price, performance and environmental issue on purchasing decisions. 
Strengths of case study 
Case study approach has certain benefits, as it offers a contextual insight of how companies communicate sustainability and how consumers can perceive their messages. It also describes actual business practices as opposed to abstract claims. Besides, it helps in determining how consumers respond, such as credibility, brand trust, and perceived value. Rather, it facilitates refinement of theory, as the results can be contrasted with Theory of Planned Behaviour and conceptual framework in literature. Thus, the approach is not only descriptive but also analytically valid in creating an in-depth explanation of green marketing in automotive sector.
Justification for secondary data 
Secondary data has been suitable, as companies like Toyota Kirloskar Motor, Mahindra Electric, Tata Motors, Hyundai, and MG Motors offered useful data through annual reports, press releases, sustainability reports, investor presentations, business press and analyst reports. It is found that consumer and industry reports by McKinsey and Deloitte currently have detailed evidence on sustainability, EV adoption, and brand response, which can be used in comparative analysis. Further, the use of peer-reviewed journals has also been taken for analysing data, along with other industry sources. 
Multi-case justification 
The design that has been used is a multiple case design, as it enabled comparison of five companies to show common patterns and significant differences. It is valued for analytical generalisation, as the research does not try to represent the population statistically but tend to build understanding to inform theory. 
Limitations 
It is found that company reports may offer positive image but may not reflect the complete picture of failed projects and decision-making within the company. Even, public sources do not typically provide detailed data on processes, as some part of analysis should rely on careful interpretation. 
[bookmark: _Toc227955653][bookmark: _Toc229232093]3.4. Case Selection and Sampling Strategy
Sampling Logic
The research used purposive sampling, which means cases are chosen deliberately, as they are relevant to research objectives (Campbell et al., 2020). Purposive sampling is appropriate in case study research when the researcher aims to develop a theory and deepen understanding of a phenomenon. Hence, the cases are not selected randomly. Rather, they are chosen, as each one of them provided valuable insights into green marketing, sustainability communication, and consumer response. 
Case Selection Criteria
The cases had been selected based on 5 clear criteria. First, relevance was essential, as all the companies were actively engaged in the automotive industry using green marketing or sustainable communication. Second, it needed to be information rich, i.e. there should be sufficient public data to make in-depth analysis. Third, they had to be diverse in terms of geography, strategy and market position. Fourth, currency was an issue to capture present market dynamics, as evidence was chosen from 2020-26. Fifth, there had to be credibility, as only verified sources such as company reports, reputable press, and recognised industry reports were utilised. 
Selected Cases
	Company
	Industry
	Geography
	Focus
	Key Strength

	Toyota Kirloskar Motor
	Automotive
	India
	Hybrid leadership
	Sustainability pioneer

	MG Motors
	Automotive
	India
	EV marketing
	Fast-growing market share

	Tata Motors
	Automotive
	India
	EV affordability
	Emerging market

	Hyundai
	Automotive
	India
	Green branding
	Mass adoption

	Mahindra Electric
	Automotive
	India
	Sustainability shift
	Indian commercial EV market



[bookmark: _Toc231643904]Table 2: Selected Cases
(Source: Self-created)
Justification of diversity
The chosen cases offered diversity in developed and emerging markets, which contributed to understanding on how context shapes the outcomes of green marketing. For instance, Toyota and Hyundai are traditional Asian car manufacturers, Tata Motors brings an affordable emerging market view, and MG Motors offers sustainability shift. Thus, the cases have varied focus, as some focused on hybrids and others on full EVs. 
[bookmark: _Toc227955654][bookmark: _Toc229232094]3.5. Data Sources and Data Collection
Types of Secondary Data
This research adopted various types of secondary data to construct a balanced comparison. The company reports from Toyota Kirloskar Motor, Tata Motors, and MG Motors India are vital, as they include official information on sustainability objectives, product policy, and market positioning. They are the key strength, as they tend to be company specific while limitations offered a positive picture to understate the weakness. Besides, industry reports by McKinsey and Deloitte are beneficial, as they offer wider market perspective, consumer behaviour patterns, and recent advancements in automotive industry. These reports can be general and might not reflect firm level processes. Third, the business press like Bloomberg and Financial Times introduced independent commentary, and helps in checking the response of the market toward green marketing. The third party interpretation is its strength but limitation is that coverage can be careful. Fourth, the research is supported by market benchmarking, technology trends, and adoption patterns provided by analyst reports by Statista and Gartner. They have a comparative insight strength, but they too aggregated to develop a profound case analysis. Moreover, the company websites and press releases are supportive, as they show how companies publicly construct their green marketing. They are highly accessible and directly relevant, but are also highly influenced by corporate self-presentation.
Data Collection Process
The data collection was conducted using a systematic search approach (Bramer et al., 2018). The keywords were used to find relevant material, like green marketing, sustainability communication, electric vehicles, hybrid strategy, and consumer behaviour. Even, academic sources were searched using Google Scholar, while specific evidence was searched using company websites, annual reports, sustainability reports, and press release sections. All sources were filtered by relevance, date, and credibility, but priority was given to published studies within 2020-2026 to ensure credibility. Once it was collected, the content was sorted into themes associated with the concept map, including marketing communication, trust, barriers, and consumer response, which enabled subsequent comparison of cases to be systematic.
[bookmark: _Toc227955655][bookmark: _Toc229232095]3.6. Data Analysis Approach
Analysis Framework
The conceptual framework that was developed in literature influenced the analysis, but it remains open to patterns that emerged from the cases. It is an abductive logic, which can be moved between theory and evidence. All companies are analysed with the help of a structured template of same order, i.e. Background → Challenge → Strategy → Outcomes. This format will aid consistency of analysis in 5 cases and provide ease in comparison. Besides, it ensures that the review remains at the description stage only. Further, it links activities of the company to wider concepts of green marketing, trust, and eco-conscious purchasing behaviour. 
Within-case analysis
The individual companies are analysed separately before any comparison is done. The within case analysis helps in creating a coherent narrative for Toyota Kirloskar Motor, Mahindra Electric, Tata Motors, Hyundai, and MG Motors India, totally in Indian context. In each case, evidence from company reports, press releases, analyst material, and business press is synthesised to develop a complete picture, which is significant as no single source offers full story.  
Cross-case analysis
Following the reviews of individual cases, the research contrasts five companies on common themes. This cross case analysis is used to determine patterns, similarities, and differences in which green marketing is carried out. The use of comparison helps to explain which strategies work better in developed markets and which are relevant in emerging markets. 
[bookmark: _Toc227955656][bookmark: _Toc229232096]3.7. Research Quality and Rigour
This research ensured rigour through clear design and careful handling of evidence. Besides, analytical generalisation is used to achieve external validity, as compared to statistical generalisation, which links the case study research. Further, Multi-case replication is supported by use of five cases, just as themes that has been verified between Toyota Kirloskar Motor, Mahindra Electric, Tata Motors, Hyundai, and MG Motors. The reliability is ensured by documenting the criteria of case selection, search process, and analysis template, which is applied to each company. 
[bookmark: _Toc227955657][bookmark: _Toc229232097]3.8. Ethical Considerations
The research used publicly available secondary data, so that no direct participant consent or confidential access is required. However, ethical practice is significant, as all the sources are referenced well to avoid plagiarism and offer correct credit to original authors. Besides, the research avoids selective reporting and offered evidence in a balanced way, even in cases where businesses frame their sustainability performance positively. Even, the misrepresentation of any organisation is taken care. However, the analysis follows the principles of academic integrity and does not overlap the boundaries of publicly available data. Thus, the research has been conducted as per ethics standards of Universities and ethics approval procedures.
[bookmark: _Toc227955658][bookmark: _Toc229232098]3.9. Chapter Summary
This chapter described the qualitative secondary methodology for the five case comparison. It also justified interpretivism, abductive reasoning, and the multiple case study design. It outlined data sources, analysis procedure, rigour measures, and ethical protection. Thus, the methodology is clear, feasible, and adequate towards research purpose. The following chapter reports the findings of cases and cross-case comparison.
[bookmark: _Toc227955659][bookmark: _Toc229232099]Chapter 4: Findings
[bookmark: _Toc227955660][bookmark: _Toc229232100]4.1 Introduction
The chapter relates the findings of the research by analysing secondary data in Indian automotive market in terms of the role of green marketing on eco-conscious consumer buying behaviour. The results are organised under five case studies that consist of Toyota Kirloskar Motor, Tata Motors, Hyundai Motor India, Mahindra Electric and MG Motor India. The companies were selected due to their active involvement in electric and hybrid vehicles strategies in India. Besides, the Indian automotive market is extremely price sensitive and infrastructure limited, which makes it hard diverse from developed markets. Despite the increasing environmental awareness among consumers, EV adoption remains limited due to affordability and charging challenges (Pamidimukkala et al. 2023). Further, the penetration of EVs in India remains rather low, despite policy support and increasing interest. Hence, analysing the Indian automotive cases offered realistic information about consumer behaviour. The case studies have a systematic structure that includes the background, challenge, strategy and outcomes. Moreover, this chapter forms a solid base to discussion chapter, in which interpretation has been developed. 
[bookmark: _Toc227955661][bookmark: _Toc229232101]4.2 Case Study 1: Toyota Kirloskar Motor
[bookmark: _Toc227955662][bookmark: _Toc229232102]4.2.1 Introduction and Background
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[bookmark: _Toc231643912]Figure 4.1: Toyota’s 80% market share of Hybrid passenger vehicle segment
(Source: Autocar Professional, 2024)
Toyota Kirloskar Motor is the Indian subsidiary of Toyota Motor Corporation that is primarily involved in hybrid cars like Innova Hycross and Urban Cruiser Hyryder. The company operates in a competitive Indian automotive market, in which adoption of EV is still evolving. Besides, it operates in a price sensitive and evolving EV market by competing with Tata Motors and Hyundai. Toyota holds a strong position in hybrid cars, which facilitate 80% of India’s strong hybrid segment in 2025 to identify its strategic supremacy (Autocar Professional, 2024). 
[bookmark: _Toc227955663][bookmark: _Toc229232103]4.2.2 The Challenge or Opportunity
The main challenge that Toyota has been facing is the low adoption of fully EVs in India, despite rising environmental awareness. EV penetration is still substantial below the global penetration primarily due to affordability and lack of infrastructure (NITI Aayog, 2025). For instance, it remains 7.66% in contrast to 16% globally. Besides, Indian customers prioritise on convenience and affordability rather than the emerging technologies. This placed strategic pressure, with competitors spending more on EVs. For instance, if Toyota relied on hybrid and delayed electrification, it may risk losing relevance in India’s long-term sustainable mobility transition. 
[bookmark: _Toc227955664][bookmark: _Toc229232104]4.2.3 The Approach and Implementation 
Toyota responded by adopting a hybrid driven green marketing approach, instead of focusing on EVs. The company placed the hybrid vehicles as an immediate and viable alternative, and focused on fuel efficiency, reduced emissions, and lower running costs (Mukherjee, 2022). Thus, these strategies supported Indian customer priorities heavily. Further, Toyota undertook educational marketing programs, such as online campaigns, showroom exhibitions, and customer education programs to make hybrid technology easier. In line with its commitment to ‘Skill India,’ Toyota Kirloskar Motor has announced Toyota Kaushalya Program, which is a 2-year course under the “Learn and Earn” model (Toyota Bharat, 2024). Besides, the company improved its product portfolio by increasing hybrid versions in different segments such as SUVs and MPVs.
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[bookmark: _Toc231643913]Figure 4.2: Overview of Toyota Kirloskar Motor
(Source: Toyota Bharat, 2025a)
However, Toyota focused on reliability, resale value, and ownership experience, which are important in India. Recently, Toyota, India has recently expanded its portfolio by launching the all-electric Urban Cruiser Ebella (Toyota Bharat, 2026).  The company in Indian context also runs market campaigns by focusing on technology and corporate branding, as it recently included “Hum Hai Hybrid” digital initiative for EVs, with a corporate “Q Promise" for quality awareness (Toyota Bharat, 2022).
[bookmark: _Toc227955665][bookmark: _Toc229232105]4.2.4 Outcomes and Results
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[bookmark: _Toc231643914]Figure 4.3: Growth scale of Toyota
(Source: Toyota Bharat, 2025b)
The strategy led to effective increase in the usage of hybrid adoption and sales performance. In FY’25, Toyota sold around 3.09 lakh vehicles with the help of hybrid models (Autocar Professional, 2024). Moreover, hybrid sales alone sold 82,000 units in India, which revealed increasing consumer acceptance (GaadiWaadi, 2025). Monthly sales were also high with over 34,000 units being made in August 2025. Further, the overall adoption of EVs was not widespread. Hence, the findings analysed that green marketing is effective when it is aligned with infrastructure, affordability, and consumer confidence in Indian market.
[bookmark: _Toc227955666][bookmark: _Toc229232106]4.3 Case Study 2: Tata Motors
[bookmark: _Toc227955667][bookmark: _Toc229232107]4.3.1 Introduction and Background
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[bookmark: _Toc231643915]Figure 4.4: Tata Motors overall presence
(Source: Finology, 2025)
Tata Motors is a major automobile player in passenger vehicles, EVs, and commercial vehicles in India. The key products it offers on the Indian EV market are Nexon.ev, Punch.ev, Tiago.ev, and Tigor.ev. Tata Motors competes with Mahindra, MG Motor, Hyundai, and Maruti Suzuki in Indian market, while it faces major pressure from customer demands to offer economical green mobility. In India, it has sold 9.15,607 vehicles in about 15 manufacturing sites (Finology, 2025). 
[bookmark: _Toc227955668][bookmark: _Toc229232108]4.3.2 The Challenge or Opportunity
The main problem for Tata Motors was to sustain EV leadership in a market, which remain cautious and price sensitive about charging access. This should increase charging points to over 400,000 by 2027 because range anxiety and inadequate infrastructure continued to slow adoption (Tata Motors, 2025). This mattered because EV sales in India remained a minor fraction of the overall car sales where inaction could reduce Tata’s overall lead. Further, competition from MG Motor and Mahindra is increasing, which developed pressure to protect the market share. 
[bookmark: _Toc227955669][bookmark: _Toc229232109]4.3.3 The Approach and Implementation
Tata Motors responded with a two-sided green marketing strategy. Initially, it focused on the low-cost EV products like Punch.ev and other smaller models that could be afforded by Indian families. Tata focused on affordability over margin since the majority of Indian passenger car customers are still in the lower end of price range (Malagihal, 2021). Further, it strived to eliminate the infrastructure barrier by the Open Collaboration 2.0 programme (Economic Times, 2025). It has declared charging 400,000 points by 2027, 30,000 new public chargers, 500 Mega Chargers, and a charging helpline (Tata Motors, 2025). This was not just a technical step, but also a marketing step, which helped to reduce consumer fear and increase the trust in owning an EV. Moreover, Tata associated its message with the actual usage, such as rapid charging, battery life, and daily commuting. Thus, product design, consumer education, and ecosystem building were integrated into a single strategy by the company.
[bookmark: _Toc227955670][bookmark: _Toc229232110]4.3.4 Outcomes and Results
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[bookmark: _Toc231643916]Figure 4.5: Top automotive makers of India with their sales and market share
(Source: EV Reporter, 2025)
The findings indicated that Tata Motors has been the biggest EV seller in India, and its public EV milestone crossed 250,000 cumulative EV sales by Dec. 2025 (ANI, 2025). The company also claimed that its EV portfolio and charging push acted to boost consumer confidence. However, EV market share grew more competitive in FY25. However, Tata’s market share in the Indian electric car market fell by 68.9% to 53% as the competitors gained ground (EV Reporter, 2025). Thus, the case analysed that green marketing worked well, but it is well supported by trust, price, and visible infrastructure.
[bookmark: _Toc227955671][bookmark: _Toc229232111]4.4 Case Study 3: Hyundai Motor India
[bookmark: _Toc227955672][bookmark: _Toc229232112]4.4.1 Introduction and Background
The second largest passenger car assembly in India is Hyundai Motors, India, which is involved in the car manufacturing business with its products, such as Creta, Venue, and EVs like Ioniq 5 and Creta Electric. In a competitive market, the company competes against Tata Motors, Maruti Suzuki and Mahindra. Hyundai holds a strong market position in India, although pressures on domestic sales and competition are inducing performance in India (Mandayam, 2025). 
[bookmark: _Toc227955673][bookmark: _Toc229232113]4.4.2 The Challenge or Opportunity 
The main challenge that Hyundai Motors, India faced was the low adoption of EVs, despite increasing environmental awareness. With the introduction of EV models by Hyundai Motors, there was low adoption because of high pricing and infrastructure barriers. Hyundai is far behind Tata Motors that sold 6,726 EV units with about 4% market share in 2025 (Dalvi, 2025). However, strong competition and shifting consumer preferences added pressure. Unless Hyundai adopted, it would have been at risk of becoming irrelevant in the changing Indian green mobility market. 
[bookmark: _Toc227955674][bookmark: _Toc229232114]4.4.3 The Approach and Implementation
Hyundai responded it by a multi strategy green marketing plan, which integrated product expansion, technology positioning and ecosystem development (Hyundai Report, 2025). Initially, the company launched new EVs like Creta Electric that were cheaper than previously luxury models like Ioniq 5, which developed accessibility. This change resulted in a dramatic increase in EV sales, particularly following the Creta Electric launch.
Moreover, Hyundai has been investing in local partnerships, infrastructure building such as collaboration programs to develop EV mobility solutions in India (Hyundai, 2025). Besides, the company employed technology-oriented marketing, which emphasised on highly advanced features like connected car system and rapid charging. Hyundai also worked on experiential advertising, such as test drives and customer engagement programs to reduce perceived risk. Hence, the company used product strategy, pricing adjustments, and awareness campaigns to strengthen its position in EVs.
[bookmark: _Toc227955675][bookmark: _Toc229232115]4.4.4 Outcomes and Results
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[bookmark: _Toc231643917]Figure 4.6: Hyundai EV sales as of 2025
(Source: Autocar India, 2025)
The findings showed that the performance of Hyundai EV has improved largely, but there are certain challenges. The sales of EVs surged significantly, with more than 6,700 vehicles sold in 2025, which is 637% compared to the year before (Dalvi, 2025). Moreover, EV sales also increased monthly following the introduction of Creta Electric, with 738 units sold in February 2025 alone to show growing acceptance (Autocarpro, 2025). However, Hyundai is still not as successful in general EV market share as Tata Motors. Consequently, the findings analysed that green marketing can only be effective with the help of affordability, infrastructure, and competitive positioning in India.  
[bookmark: _Toc227955676][bookmark: _Toc229232116]4.5 Case Study 4: Mahindra Electric
[bookmark: _Toc227955677][bookmark: _Toc229232117]4.5.1 Introduction and Background
Mahindra Electric is a subsidiary of Mahindra & Mahindra, which specialises in EVs in India. It provides models like XUV400, BE 6, XEV 9e, XEV 9S primarily in the SUV category. It is competing with Tata Motors, MG Motor India and Hyundai in the fast growing EV industry. Mahindra has been identified as one of the fastest growing EV players and a key player in India’s clean mobility revolution.
[bookmark: _Toc227955678][bookmark: _Toc229232118]4.5.2 The Challenge or Opportunity
The challenge for Mahindra Electric was to rapidly enter and grow in a market dominated by Tata Motors, and overcome customer issues regarding price, infrastructure and trust (Banerjee, 2024). Mahindra’s new e-SUVs could offer competitive pricing, which will potentially reduce the gap between the two automakers. While there was growing interest in EVs, adoption was affordability and charging limitations. This presented a challenge and an opportunity. If Mahindra failed to scale rapidly, it risked in losing competitive positioning. Further, scaling could enable the company to gain a substantial share in the Indian EV market.
[bookmark: _Toc227955679][bookmark: _Toc229232119]4.5.3 The Approach and Implementation
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[bookmark: _Toc231643918]Figure 4.7: Performance highlights of Mahindra & Mahindra
(Source: Mahindra & Mahindra Annual Report, 2025)
For gaining market share, Mahindra adopted an aggressive product and investment-driven green marketing approach, where it attained ₹1.529.211 crore from income from operations (Mahindra & Mahindra Annual Report, 2025). The company first launched its “Born Electric" platform and new electric SUVs i.e. BE 6 and XEV 9e that were purpose built EVs (ET Online, 2024). Suresh (2024) opined that Mahindra has invested ₹16,000 crore in EV projects to develop its long-term vision.
Mahindra & Mahindra is also positioned its EVs as high-performance and environment-friendly options for urban consumers. Mahindra achieved product launches, media, and tech events to build brand awareness. Further, it also scaled up production and focused on localisation to reduce costs. It also focused on range, performance and design, which are important in India. Thus, Mahindra offered innovation, economies of scale and branding to strengthen its EV strategy.
[bookmark: _Toc227955680][bookmark: _Toc229232120]4.5.4 Outcomes and Results
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[bookmark: _Toc231643919]Figure 4.8: EV sales chart in mass market
(Source: Bhatnagar, 2026)
This strategy led to a fast-growing EV sales and share. Mahindra's EV sales grew to over 42,721 in FY2026, which was 5 times higher in the previous year (Bhatnagar, 2026). It also saw a rise in market share from 7.8% to more than 21%, which defined its competitive strength (Angel One, 2026). Further, its electric SUV sales crossed 50,000 unit sakes in a year to show increasing acceptance among consumers (Jha, 2026). Thus, the findings analysed that a proactive product strategy and investment can lead to better green marketing in India. 
[bookmark: _Toc227955681][bookmark: _Toc229232121]4.6 Case Study 5: MG Motor India
[bookmark: _Toc227955682][bookmark: _Toc229232122]4.6.1 Introduction and Background
MG Motor India is an Indian commercial vehicle business, which specialises in internal combustion and electric vehicles, such as ZS EV, Comet EV, and Windsor EV. MG Motor is competing with Tata Motors, Mahindra Electric and Hyundai in the EV industry. MG has established itself as an important EV player with 35% market share, which is supported by product innovation and rising EV demand in India (Autocar, 2025).
[bookmark: _Toc227955683][bookmark: _Toc229232123]4.6.2 The Challenge or Opportunity
The key challenge for MG Motor India was to create brand awareness, and scale EV adoption in a highly competitive and value conscious market. While there was growing interest in EVs, customers remained cautious due to price, charging infrastructure and reliability issues. Further, the dominance of Tata Motors in EV segment posed competition. MG was not profitable while scaling up (Shah, 2026). Thus, lack of differentiation could limit its growth and hamper its competition in the emerging electric mobility market.
[bookmark: _Toc227955684][bookmark: _Toc229232124]4.6.3 The Approach and Implementation
MG Motor India followed a technology and affordability focused green marketing approach. First, it launched a variety of EVs like Comet EV (city car) and Windsor EV (for mass market). It is revealed that Windsor EV is among the top selling EVs in India with sales of more than 46,735 in 2025 (MG Motor India, 2025). MG adopted novel pricing models such as Battery as a Service (BaaS), which made the vehicles affordable (Ahluwalia, 2024). Further, it widened its geographic reach with 70% of Windsor EV sales from non-metro cities, which analysed a shift in focus towards the broader market expansion (ET Online, 2026). MG built a robust charging infrastructure and leveraged digital marketing strategies to promote smart technologies, environmental benefits and cost savings. Thus, it used product innovation, price flexibility and geographical expansion to develop customer acceptance. 
[bookmark: _Toc227955685][bookmark: _Toc229232125]4.6.4 Outcomes and Results
[image: ]
[bookmark: _Toc231643920]Figure 4.9: MG Motors sales in Oct 2025
(Source: Kulkarni, 2025)
The outcomes analysed the growth in MG's EV sales and market share. MG achieved 1-lakh cumulative EV sales in India, which showed increasing consumer confidence and attained sales of 6397 as of Oct’25 (Kulkarni, 2025). Besides, they recorded around 70,554 total sales in 2025, which is a 19% increase that is driven by EV growth (Suresh, 2025). Thus, EV sales continued at steady monthly rates, with Windsor EV sales averaging 4,000 per month (MG Motor India, 2025). Further, the findings have revealed that innovation and pricing play a key role in improving green marketing in India.
[bookmark: _Toc227955686][bookmark: _Toc229232126]4.7 Cross Case Analysis 
[bookmark: _Toc227955687][bookmark: _Toc229232127]4.7.1 Recurring triggers across cases
The main factors that triggered the responses across the five companies included competition, customer demands, and infrastructure. The Indian consumers are value conscious and becoming more environment conscious (Saraiya, 2025). Further, the adoption of EVs is limited by price and lack of charging infrastructure needs companies to adapt accordingly. Thus, companies were not just responding to short-term performance challenges but also long-term sustainability and technology capability gaps.
[bookmark: _Toc227955688][bookmark: _Toc229232128]4.7.2 Common response patterns
Across all the companies, a common pattern is observed where firms did not rely on a single strategy. Rather, they used a mix of product, price, infrastructure and communication. For example, companies used digital communication, collaborations and education to build trust. According to industry figures, over 2.3 million EVs were sold in India with 8% market share in 2025, indicating a slow but incomplete shift (Indiaesa, 2026). Hence, the implementation involved both goal setting and organisational adjustment.
[bookmark: _Toc227955689][bookmark: _Toc229232129]4.7.3 Major differences between the five cases
These cases varied in market strategy, financial resources and speed of execution. Tata Motors pursued affordability, Toyota emphasised hybrid technologies, Hyundai pursued upscale innovation, and Mahindra and MG Motor pursued rapid expansion. These factors affected reach and visibility of impact. For example, some companies undertook holistic transformation while others used segmented approaches.
[bookmark: _Toc227955690][bookmark: _Toc229232130]4.7.4 Emerging relationship between execution and results
There was a strong link between execution and results. Companies with planned execution, considerable investment and measurable KPIs attained better sales growth and market share. In contrast, limited or delayed execution resulted in moderate results. Thus, aligning strategy with KPIs such as adoption and sales performance developed success.
[bookmark: _Toc227955691][bookmark: _Toc229232131]4.8 Chapter Summary
The chapter integrated 5 case studies to understand impact of green marketing on purchasing behaviour in Indian motor vehicle market. The results revealed that while there has been a growing concern for the environment, purchasing behaviour is limited by cost and infrastructure. EV adoption in India is still low, as consumers still favour affordability and convenience. Further, companies that integrated product, pricing and infrastructure strategies performed better. However, variations in implementation and positioning of the firm influenced outcomes. Thus, this chapter identifies patterns and gaps, which would be analysed critically in discussion through theoretical insights and literature synthesis.


[bookmark: _Toc227955692][bookmark: _Toc229232132]Chapter 5: Discussion and Analysis
[bookmark: _Toc227955693][bookmark: _Toc229232133]5.1. Purpose and Positioning
The chapter moves beyond the description but critically interprets findings from the last chapter. The findings section utilised five case studies of India to establish how Toyota Kirloskar Motor, Tata Motors, Hyundai Motor India, Mahindra Electric, and MG Motor India used green marketing in different ways. This chapter does not repeat those narratives. Further, it compares and explains the findings in relation to the literature and theoretical bas set in this research. This is significant because the chapter should not only analyse what occurred, but also identify why it happened and what it means for the research aim. However, the focus is about the cross case synthesis. The analysis revives the five cases and determines similarities, differences, and tensions. The discussion is organised around core constructs in literature, which include green marketing efficiency, consumer behaviour and eco-consciousness, trust and credibility and barriers of price and infrastructure. These constructs are vital, as they explained how green marketing could result in awareness only, or whether it influences actual purchasing behaviour. Moreover, they help in analysing the reasons why certain companies attained better consumer response from others.
This chapter is directly linked to research aim, which helps to investigate the impact of green marketing on actual purchasing behaviour. Further, purchase intention is not considered enough in discussion. Instead, it asks whether intentions became action, while the Indian context matters heavily. India is price sensitive, infrastructure limited and diverse in consumer purchasing power. Thus, the findings are influenced inversely from the global literature, which tends to believe in advanced EV markets and effective charger networks.
[bookmark: _Toc227955694][bookmark: _Toc229232134]5.2. Analytical Framework and Logic
The chapter is guided by Theory of Planned Behaviour that was initiated in literature as primary theoretical perspective through which one can understand eco-conscious consumer decisions. The theory is effective, as it describes behaviour in terms of attitude, subjective norms and perceived behavioural control. In this research, attitude reflects consumer beliefs on green vehicles, subjective norms are affected by social and market influence, and perceived behavioural control reflects whether consumers believe that they can afford to and use sustainable vehicles. These concepts were already linked to green purchasing and wider intention behaviour gap. 
The logical analysis of this chapter followed a conceptual pathway, which includes green marketing → perception → trust → barriers → behaviour. This is a significant because it analysed that green marketing does not operate alone, rather, it initially influences consumer perception, trust, credibility, and then practical challenges of price and infrastructure. Hence, the chapter does not consider behaviour as a direct value of marketing but other connected factors. However, the discussion has followed a theme-based analysis. For instance, each theme will link the literature, findings and interpretation in a clear order. The main themes comprise of effectiveness of green marketing, intention behaviour gap, role of trust and credibility, price and infrastructure barriers, strategic alignment and execution. This design aligned with literature review and the findings chapter to make the analysis logically coherent. Moreover, the logic is simple, where it defines the literature → evidence → comparison → insight. It implies that every theme has been based on previous studies, analysed based on evidence of Indian case and interpreted to develop a better conclusion. 
[bookmark: _Toc227955695][bookmark: _Toc229232135]5.3. Cross Case Synthesis: Compare and Contrast with Literature
[bookmark: _Toc227955696][bookmark: _Toc229232136]5.3.1. Theme 1: Green Marketing in Influencing Consumer Behaviour
The literature analysed that green marketing has the potential to influence the consumers in thinking about a brand, its values, and its environment image. From the literature, it is argued that perception and brand reputation are developed by sustainability messaging, while it is stated that the transition between positive perception and actual purchase is often limited (Buhmann and Criado, 2023; Correia et al. 2023). This difference is significant because Indian cases revealed that green marketing creates attention, but does not always become a purchase. This is evidenced in findings, where Toyota’s hybrid focus is built in a strong market acceptance while Tata Motors developed a stronger position in the EV market with low costs and charging infrastructure. Further, MG Motors leveraged technology and pricing innovation, while Mahindra boosted EV sales with its “Born Electric” platform, and Hyundai increased its EV sales by repositioning its Creta Electric. The cases recommend that green marketing is effective when it makes sustainability feel helpful, feasible, and less risky. 
This trend partially confirms the literature and expands it. It is true that green marketing builds awareness as seen in the literature. However, the Indian cases analysed that awareness will be stronger when reduced to clear benefits like lower running cost, improved access to charging, or a simplified ownership. Further, Toyota’s hybrid success is a certain example, where the company did not push sustainability as an abstract idea. This is associated with cost efficiency and dependability. However, Tata Motors and MG Motors had done similar by making EV ownership accessible. Thus, the evidence does not contradict the literature, but validates a practical condition, where green marketing affects behaviour more when consumer perceives a personal benefit. Moreover, the green marketing in India seems to have an impact on awareness initially, but it makes a purchase only after the offer has reduced uncertainty.
[bookmark: _Toc227955697][bookmark: _Toc229232137]5.3.2. Theme 2: Intention Behaviour Gap in Eco-conscious Purchasing
One key argument in literature is that there is a gap between what customers say and what they actually do. From the literature, it is opined that environmental concern does not necessarily result in actual purchase behaviour, whereas green buying is highly influenced by value, practicality, and enabling conditions (Kim and Lee, 2023; Aydin, 2025). This is heavily supported by Indian evidence. In all 5 cases, consumers were increasingly interested in green cars, but the purchase behaviour was not even. The high demand of full EV was lower than Toyota’s hybrid success. Tata Motors retained size but its market share was gradually becoming competitive with increased size of its competitors. Further, Hyundai boosted EV sales, but on a downward trend. Both Mahindra and MG Motor recorded high growth, which was still in a larger market, as EV penetration was low. The findings revealed that EV penetration in India was at only 7.66% in contrast to 16% globally, which proves that intention is not rendered into action (NITI Aayog, 2025). Moreover, it is stated that EV adoption in India continues to be limited by price sensitivity, availability of charging facilities, and reliability issues.
The convergence with literature is high. Besides, the gap does exist, which is visible across brands, rather than the company. However, the Indian cases revealed that the gap is not fixed as well. It is smaller when companies reduce cost and increases burden. This is where Toyota’s hybrid strategy is imperative, as it provides a transition between traditional vehicles and fully electric ones. It further elaborated why Tata Motors, MG Motor and Mahindra performed well when they integrated financing models, charging support, and clear ownership value. Hence, the difference is not just psychological, whereas it is economic and structural. Moreover, the findings extended the literature by analysing that intention behaviour gaps in India could not be simple due to poor environmental attitude. They are shaped by feasible cost-effectiveness, infrastructure readiness and perceived risk. Hence, it is said that consumers require a green alternative that is realistic in their everyday life.
[bookmark: _Toc227955698][bookmark: _Toc229232138]5.3.3. Theme 3: Role of Trust, Credibility, and Greenwashing 
One of the key requirements of green marketing is trust, as people tend to purchase cars when they trust the brand to be reliable. From the literature, it is found that trust reduces uncertainty in social responsibility communication, while greenwashing undermines credibility, as people question indefinite claims environmental claims (Kraft et al. 2022; Dudziak et al. 2025). The Indian automotive cases confirm this view, but they also analysed the fact that trust is developed differently. Toyota already had a strong trust base that contributed positively to its hybrid strategy. The findings analysed that Toyota had around 80% of strong hybrid market share in India and marketed approximately 3.09 lakh vehicles in FY25 (Autocar Professional, 2024). This analysed that green message was received, as the brand was considered to be reliable. Further, Tata Motors established trust in a diverse way, which linked its EV message with a real support system with a goal of 400,000 charging points by 2027 that made the promise more plausible. However, trust building was also applied by MG Motor but through price design. Its Battery as a Service model further improved the fear of high entry cost, while Windsor EV sold over 46,735 units in 2025, and supported MG in achieving 1 lakh cumulative EV sales in India.
However, the convergence with literature is strong, as trust has a certain influence on green claims by consumers. The cases however analysed that there is no single path in creating trust. It may be based on prolonged brand history, obvious infrastructure, or fair pricing. It is the reason why trust should be viewed as a moderator between marketing and behaviour. Hence, green messaging has the potential to generate attention, but trust is what determines whether this attention becomes action or not. In Indian automotive market, credibility is not a soft problem, but it is a practical sales situation. 
[bookmark: _Toc227955699][bookmark: _Toc229232139]5.3.4. Theme 4: Impact of Price, Infrastructure, and Practical Barriers
The literature identified that sustainability interest often stops, when consumers face pricing and usability barriers. It is argued that cost is an effective barrier for EV adoption, while consumers contrasted environmental value with feasibility while purchasing (Alanazi, 2023; Fujita et al. 2022). This is strongly supported in the Indian cases. According to findings, Toyota declared Toyota Kaushalya Program under the “Learn and Earn” model, which has been effective for building infrastructure in Indian context, and the EV development. In contrast, Tata Motors had a direct response to this problem, as it focused on affordability and infrastructure. Its charging approach with cheaper EV models helped it to cross 250,000 cumulative EV sales by Dec. 2025, but its market share was later reduced to 53% as competitors emerged. The other side of the problem is analysed by Hyundai, as its EV sales increased to 6,726 units in 2025 but this growth was only attained after the company reduced entry point with Creta Electric. Hence, this analysed that price was significant than message.
The convergence with the literature is strong, but the Indian cases reflected the barrier effect even stronger. Mahindra and MG analysed how barriers shape outcomes while Mahindra invested largely and introduced born electric models. In practice, the barriers were not marginal, as they were often the main filter on which green marketing had to pass. This means that sustainability motivation was effective, but not strong enough to override cost, convenience, and infrastructure differences. The divergence even shows some optimistic literature, where awareness did not create adoption. Consumers can help greener transport, but might delay purchase due to uncertainty in charging availability, high ownership cost, or uncertain performance. Thus, the findings revealed that barriers are effective than sustainability motivation within Indian automotive market. 
[bookmark: _Toc227955700][bookmark: _Toc229232140]5.3.5. Theme 5: Strategy Execution and Market Outcomes 
The literature clearly reflected that findings depend not just on the strategy, but identify how efficiently firms execute and adapt that strategy with time. From the literature, green marketing affects attitude and green belief, while this effect has a weak influence on consumer behaviour (Simanjuntak et al. 2023; Correia et al. 2023). This means that companies need to do more than communicate about sustainability. They should make it a viable market proposition. The research on the Theory of Planned Behaviour also supports this perspective, where it is analysed that attitude become action, when perceived behavioural control is effective (Hagger and Hamilton, 2024; She et al. 2024). Moreover, it is argued that consumers still perceive green cars based on cost, convenience and practicality, while trust and credibility affect whether claims are accepted (Fujita et al. 2022; Kraft et al. 2022)
The literature supports the pattern, as execution quality often decides, whether strategy becomes market impact. However, the convergence is clear, as green marketing produces outcomes, when it is carried using consistent action and visible support. Even, the cases also showed that execution is not internal discipline but how it matches the market. For instance, Tata’s execution combined affordable EVs with a charging plan of about 400,000 points by 2027. Further, Mahindra's execution was maintained by ₹16,000 crore investments, which enabled it to capture 42,721 EV sales in FY2026, with a market share of over 21%. On the other hand, Hyundai sold just 6,726 EV units in 2025 before repositioning its strategy. Toyota’s hybrid approach also succeeded, as it reduced risk and suited Indian needs. Thus, the cases showed that green marketing succeeds when marketing, pricing and infrastructure works effectively. 
[bookmark: _Toc227955701][bookmark: _Toc229232141]5.4. Integration to Conceptual Model
The research from literature and findings link with conceptual model, but also shows that pathway is not direct. The literature analysed that green marketing increases awareness, environmental concern and brand image (Simanjuntak et al. 2023). It is also confirmed by the cases of Toyota, Tata Motors, Hyundai, Mahindra and MG Motor that used green marketing to create interest and deliver value. However, it is argued that awareness does not translate into consumer behaviour (Correia et al. 2023; Kim and Lee, 2023). This is supported by findings, with interest being clear, but conversion rates differing between companies and segments. Hence, the model should be slightly modified. The barriers need to be considered as strong moderators, rather than weak distractions. It is found that consumers evaluate green vehicles based on price, convenience and availability (Fujita et al. 2022). This makes the new route, as Green Marketing → Perception → Trust → Barriers → Behaviour. Moreover, trust also increases conversion, but barriers determine if the process ends in actual buying (Kraft et al., 2022). 
[bookmark: _Toc227955702][bookmark: _Toc229232142]5.5. Robustness Considerations
The results are compelling, but there are possible explanations. For instance, the demand for EVs and hybrids may be influenced by government, income, and brand image. A firm might be successful not just due to green marketing, but also subsidies, pricing policy, and brand efficacy. This is significant since the case studies analysed that Toyota benefited from long-term brand loyalty, while Tata and MG benefited from policy. Further, any use of secondary data is a limitation. Even, the corporate reports, press releases are self-reports idealise success in an effective manner but some claims might be overstated. However, the research reduces this risk through triangulation, as the company reports were checked against the industry reports, business journals and journals. Thus, the Indian market might not follow the same rules as other markets, due to strength of affordability and infrastructure pressures.
[bookmark: _Toc227955703][bookmark: _Toc229232143]5.6. Practical Synthesis
The cases defined five lessons for practice. At first, sustainability should be paired with affordability, as customers prefer when green value reduces cost of ownership or price. Second, marketing should be complemented with infrastructure, because messaging does not eliminate charging anxiety. Third, trust should be built via transparency, rather than wider claims, as clear evidence develops conversion. Fourth, transition or hybrid solutions may be helpful where price and availability has limited full EV adoption, which is evident in Toyota. Fifth, the strategy should be evaluated in terms of tangible KPIs such as sales, market share, charging and conversion rates. The research revealed that companies that linked these factors performed well than which relied solely on brands. 
[bookmark: _Toc227955704]5.7. Chapter Summary
This chapter demonstrated that green marketing works well but it is limited. The case studies in India verified the intention-behaviour gap, as awareness increased effectively in terms of purchasing. The discussion also specified that Theory of Planned Behaviour needs to be adjusted in this situation, as behavioural the barriers, such as price and availability are important than attitude. Thus, the chapter strengthens the theory, and leads on to conclusions and recommendations.


[bookmark: _Toc229232144]Chapter 6: Conclusion
[bookmark: _Toc229232145]6.1. Introduction
This final chapter concluded by summarising the key findings from the analysis and identifying what they mean for theory and practice. It recaps research aim, which investigated the role of green marketing on eco-conscious consumer purchasing behaviour in Toyota using secondary qualitative multiple case study design with cross-case analysis. However, the chapter described theoretical importance, managerial implications, and limits of evidence, before moving to future research. Hence, it serves as the final academic link between literature, results, and the refined interpretation of the research problem. The concept of green marketing is not about just communication, but how consumer judge trust, value, and viability within real market contexts (Hagger and Hamilton, 2024; Ogiemwonyi, 2022). 
[bookmark: _Toc229232146]6.2. Brief Summary of Key Findings
The cross-case analysis revealed a definite pattern, i.e. green marketing developed awareness and shaped positive consumer perception, when sustainability messages were not complex, credible, and linked with product benefits. The hybrid led strategy was appropriate in case of Toyota, which was suitable to Indian market realities, as it matched consumer concerns about fuel economy, affordability and practicality. Further, the wider literature confirms this pattern by analysing that green marketing can develop attitudes and purchase intention, when it is clearly presented (Simanjuntak et al., 2023; Buhmann and Criado, 2023).
Further, credibility and trust were also important. The customers responded positively, when the environmental claims appeared realistic, as they were supported by visible action, whereas vague claims weakened confidence. However, the issue of greenwashing reduced effectiveness of sustainability communication, which aligns with prior studies on credibility and consumer scepticism (Szabo and Webster, 2020; Kraft, Valdés and Zheng, 2022). From the findings, the practical barriers were hindered by behavioural conversion. It was also found that final decisions were influenced by price sensitivity, charging infrastructure issues and performance uncertainty. Hence, the intention-behaviour gap in the literature is supported, mainly in high involvement markets like automobiles (Kim and Lee, 2023; Fujita et al., 2022). Moreover, the green marketing was effective, when it was related to affordability, convenience, and trust, rather than sustainability (Alanazi, 2023; Walker and Proff, 2025).
[bookmark: _Toc229232147]6.3. Theoretical Implications
Contribution to Theory of Planned Behaviour
The main theoretical base is Theory of Planned Behaviour, as in the literature, which explained consumer action in terms of attitude, subjective norm, and perceived behavioural control (Ogiemwonyi, 2022; Hagger and Hamilton, 2024). This theory is supported by cross-case evidence, but it qualifies in a crucial manner. Besides, green marketing improved development of attitudes, as the consumers became conscious of environmental value through sustainability communication, eco-labelling, and green branding (Simanjuntak et al., 2023; Buhmann and Criado, 2023). The findings also revealed that positive attitude was not adequate to generate purchase behaviour in automotive industry. Rather, perceived behavioural control emerged as the potential filter, as intention could become action due to price, charging access, and product usability (Fujita et al., 2022; Alanazi, 2023). This means that this theory is effective, though it has to be interpreted in a practical manner in a high involvement market such as cars. 
Boundary conditions and contingencies
The research outlines distinct boundary conditions, where green marketing is expected to have an impact on behaviour or likely to fail. The first condition is market affordability. Consumer response were positive in situations where products were positioned as financially attainable, like in the hybrid positioning of Toyota, or lower cost positioning of Tata EVs, than in situation where products looked aspirational but expensive (Mukherjee, 2022; Malagihal, 2021). The second condition is infrastructure readiness. This limitation on behavioural conversion is directed by the fact that weak charging access reduces consumer confidence, which is indicated in literature (Zhao et al., 2024; NITI Aayog, 2025). The third one is credibility of message source. When company looked transparent, the consumers were convinced when sustainability claims were made, or when claims appeared unclear (Kraft, Valdés and Zheng, 2022; Dudziak et al., 2025). Hence, canonical relationship between green marketing and purchase behaviour is initiated under credibility, affordability, and usability conditions. 
Process Insights and Mechanisms  
The cases also revealed mechanisms by which green marketing influences consumer behaviour. Cognitive simplification is a key mechanism. When companies turned complex sustainability concepts into actionable messages, it was simpler to understand the offer and link it to everyday application. The focus on hybrid efficiency and reduced running cost has supported Toyota in reducing uncertainty, which made the message relatable to mainstream consumers (Toyota Bharat, 2022; Mukherjee, 2022). However, another mechanism is risk reduction. The findings revealed that customers in automotive sector face functional or financial risk, where trust works a gap between environmental actions and claims (Kumar, 2025; Handoyo, 2024). The third mechanism is value alignment. The results directed that consumers tend to be motivated to take action when green messaging is linked to direct personal gain that could be savings, reliability, or convenience, instead of environmental responsibility (Aydin, 2025; Adams, Alldredge and Coggins, 2025). Hence, green messages create awareness, trust validates it and finally practical conditions decide whether purchase happens.  
Refinement of the Conceptual Model 
The discussions refined the conceptual model effectively. The initial framework related green marketing practices with the consumer perception, and purchasing behaviour with trust and barriers as supporting variables (Swaen and George, 2022; Alqaysi, Zahari and Khudari, 2024). The cross case analysis showed the path as valid, but imperfect. Further, the model has become layered. It is found that trust and credibility is regarded as a moderating force than initially assumed, as these factors do not strengthen the relationship. They support in determining the presence of relationship in first place (Szabo and Webster, 2020; Kraft, Valdés and Zheng, 2022). Other barriers such as price, infrastructure, and performance are not background issues either. They are dynamic inhibitions that may interrupt the movement of intention-behaviour gap (Fujita et al., 2022; Alanazi, 2023). The refined model thus positions green marketing as an awareness building force, trust as a validation force, and barriers as a conversion limitation. In terms of generalisability, the findings are transferable to high involvement consumer markets where purchases are costly, infrequent and linked with a risky purchase, mainly in automotive sector (Ho and Huang, 2022; Kumar, 2025). They also apply to the price sensitive emerging markets, in which infrastructure gaps and value issues shape buying behaviour in contrast to mature green markets (Pamidimukkala et al., 2023; Walker and Proff, 2025). However, the scope is narrow in industries, where purchase risk is low, switching costs are small, or the green claims are less effective to product decision. 
[bookmark: _Toc229232148]6.4. Managerial Implications
Develop sustainability communication based on trust
The managers should consider trust as basis of green marketing, rather than simple message. Sustainability communications should be precise, quantifiable and verifiable, as consumers are becoming skeptical of vague environmental claims. Besides, the companies should use verified sustainability reporting, third party certification and simple product language that clarifies what the environmental benefit really is. In practice, businesses should monitor customer trust rating, brand credibility index and sustainability perception ratings. Hence, a green message will only be successful when the audience believes it, and can understand it effectively. 
Align green marketing to consumer practicality
Green marketing should be designed on what buyers can use, afford, and maintain. The findings revealed that hybrid strategy used by Toyota was effective in India because it aligned with the consumer preferences of people in this country mainly on fuel economy and resale value. Thus, managers should emphasise reduced running cost, fuel savings, and financial support, instead of highlighting environmental benefits. Further, sustainability messages should be associated to value for money, as price sensitivity is a significant barrier in automotive sector. However, the firms should monitor conversion rate, repeat purchase intention and EV adoption growth to understand whether the message moves beyond awareness to action. 
Reduce infrastructure anxiety by using strategic partnerships
The infrastructure uncertainty has been a key reason, why eco-conscious interest does not turn into purchase. Besides, the research analysed that charging access and service support shaped confidence, mainly in EV choices. Thus, managers are encouraged to collaborate with charging providers, public sector bodies and local mobility partners to increase visible access to charging and after-sales service. However, public communication about service assistance, ownership support, and charging locations can reduce fear and develop acceptance. Hence, marketing and infrastructure cannot be separated in companies, as they influence the final decision of buying.
Target eco-conscious consumers effectively
It is found that eco-conscious consumers think or purchase in a similar way. Some customers are price-sensitive, while others are technologically oriented and driven by the environmental values. The managers should avoid broad campaign for all the groups. Rather, they should apply data-driven customer segmentation and develop distinct messages among various types of consumers. For example, price sensitive buyers can be responsive to savings and financing, while technology-oriented consumers may prefer innovation and performance and committed green consumers can be responsive to emission reduction and brand purpose. Thus, this makes the communication effective and improves the campaign efficiency. 
Focus on long-term brand credibility rather than short-term promotion
The research directed that long-term credibility is important in contrast to the short campaigns. It is found that consumers are responsive on the ability of a company to invest in sustainability over time, as opposed to advertising during product launches. Managers are thus advised to be sustainably invested, offer lifecycle communication and release regular environmental reports. This creates better reputation in long-term and maintains consumer trust. However, the brand credibility is a significant strategic asset in the automotive industry, where purchases are high value, with high risk. Hence, companies need to measure customer loyalty, ESG reputation, and market perception trends in long-term to check if trust is extending. 
[bookmark: _Toc229232149]6.5. Limitations and Directions for Future Research
Research Limitations
The research includes certain limitations that should be recognised while interpreting findings. Besides, the research relied on secondary qualitative data, which means evidence was provided by company reports and publicly available sustainability reports, which could reflect a positive organisational image. Thus, corporate reporting bias regarding environmental performance and consumer response may still exist. Further, the research did not have easy access to internal customer data, dealership level information, and classified business evidence that would have provided information on the behaviour. The other limitation is the industry and regional focus of the research. The research focused on the automotive industry that primarily analysed Indian market, where affordability and infrastructure issues play a key role in determining sustainable buying behaviour. Thus, the findings might not reflect industries with lower purchase risk or countries with established EV ecosystem. Moreover, the research could not determine the direct causality between green marketing and actual buying behaviour due to the lack of longitudinal consumer tracking. 
Future Research directions
The future research can develop the understanding of green marketing by extending analysis beyond automotive sector. Besides, comparative research on FMCG, fashion and technology industries can be done to understand whether intention-behaviour gap varies across industries with low financial risk and consumer involvement. However, the longitudinal studies would be effective, as they can track how the eco-conscious consumer behaviour changes over time as infrastructure, policy and environmental awareness. Moreover, mixed-method research can be adopted by future researchers that combine interviews, surveys and behavioural analytics to develop a better consumer understanding. 
[bookmark: _Toc229232150]6.6. Closing Statement
The research concluded that green marketing could affect the eco-conscious consumer buying behaviour in automobile industry, through enhanced awareness, sustainability perception, and brand relationship. Besides, sustainability communication is not enough to ensure behavioural conversion. Further, the ultimate buying decisions in emerging markets like India are highly influenced by trust, affordability, infrastructure availability and practical usability. Thus, the research contributes theoretically and managerially in developing the knowledge of intention-behaviour gap. 
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TOYOTA COMMANDS 80% SHARE OF STRONG HYBRID PASSENGER VEHICLE MARKET
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Total 8,754 100% _|Total 82,699 100%
Data: Vahan, May 7-2025
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Overview of TKM
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Month on Month Growth: [August 2025 VS August 2024]
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HYUNDAI INDIA EV SALES IN FY2025

[April 24 o1
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Data: Vahan, March 3, 2025
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FY2026 mass-market EV sales chart
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