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[bookmark: _Toc213925446]1.1 Background of the Study
Considering the global trends to go green and growing customers awareness towards environment, green marketing (GM) has now  become an essential part of modern business. Nowadays, most of the companies attempt to balance between profit and sustainability by adopting practices including environmentally friendly product design, recyclable or less packaging, environmental messages in advertising as well as corporate social responsibility (CSR) programs (Majeed et al., 2022). When done right, these campaigns can attract consumers influence consumer purchase intention (CPI) and improve overall brand performance (BP) (Hesari et al., 2021).
The fast-moving consumer goods (FMCG) business in Bangladesh is increasing quickly because more people are relocating to cities, incomes are rising, and distribution networks are solid (Afrooz, 2022; Sokrio, 2023). The market was worth roughly USD 3.9 billion in 2022, and firms like Unilever, PRAN-RFL, ACI, Square, City Group, and Nestlé Bangladesh are all fighting for customers (Sultana, 2022; Babu, 2024). Some of these companies have already begun programs that are good for the environment, like cleaner production, better packaging, and waste management (Dhaka Tribune, 2023; ICE, 2025). What remains not entirely clear is whether these green initiatives actually make consumers more likely to buy and whether this ultimately results in improved BP. The existing studies in Bangladesh focus extensively on awareness however insufficiently on the conversion of marketing initiatives into economic outcomes (Nwabekee et al., 2024).
[bookmark: _Toc213925447]1.2 Problem Statement
Although many global and regional studies confirm the positive effects of GM on consumer behaviour, the evidence from Bangladesh remains fragmented and mostly descriptive. Existing work has largely concentrated on environmental awareness or attitudes without analysing how specific marketing strategies—such as product innovation, green packaging, advertising, and CSR—collectively drive CPIand overall BP. This lack of integrated empirical insight leaves practitioners uncertain about which green initiatives generate measurable performance benefits in the local market.As the findings are scattered across different journals, methods, and measures, a structured secondary synthesis is required. A PRISMA-guided review with clear inclusion and exclusion criteria can organise this evidence, compare results across contexts, and answer the research questions without new fieldwork.
1.3 Research Aim and Objectives
The aim of this study is to examine how GM strategies affect CPI and BP in the Bangladeshi FMCG sector
Objectives:
· To identify and summarise evidence on the effects of green product innovation, eco-friendly packaging, environmental advertising, and CSR on CPI.
· To examine the documented links between CPI and BP in FMCG settings relevant to Bangladesh.
· To compare which green marketing practices appear most effective for consumer engagement and long-term brand outcomes.
· To develop practical, evidence-based recommendations for FMCG managers in Bangladesh.
[bookmark: _Toc213925449]1.4 Research Questions
· RQ1: How do green marketing strategies affect consumer purchase intention in the Bangladeshi FMCG industry and similar contexts?
· RQ2: How does consumer purchase intention influence brand performance in FMCG markets relevant to Bangladesh?
· RQ3: Which green marketing practices are most effective for improving consumer engagement and long-term brand growth?
[bookmark: _Toc213925450]1.5 Significance of the Study
This study links consumer behaviour theory with firm-level marketing. It brings together the Theory of Planned Behaviour (TPB) and the Resource-Based View (RBV) to show that consumer attitudes and firm capabilities both matter for sustainability (Dorsamy and Govender, 2023; Vehbi et al., 2025). By using a PRISMA-guided secondary review instead of primary data collection, the study adds value by mapping, grading, and integrating the best available evidence, giving managers a reliable summary of “what works” in GM for the Bangladeshi FMCG context.
[bookmark: _Toc213925451]2. Literature Review
[bookmark: _Toc213925452]2.1 Overview of the FMCG Sector in Bangladesh
The FMCG sector is one of the most active areas of the Bangladeshi economy. Growth is supported by population size, more women working, changes in lifestyle and better retail networks. The market was valued at around USD 3.9 billion in FY2022 and has been growing by nearly 8–9% per year (Afrooz, 2022; Sokrio, 2023). Both multinational and local brands work in the same space. Unilever, Nestlé and Marico bring global experience, while PRAN-RFL, ACI, Square and City Group respond fast to local tastes (Sultana, 2022; Babu, 2024).
Recently, big players started to add sustainability to their business activities. Unilever Bangladesh has plastic recovery and circularity projects. PRAN-RFL invested in energy saving and recyclable packaging (Dhaka Tribune, 2023; ICE, 2025). These are clear signals that the sector is moving towards greener operations. Still, very few studies in Bangladesh have checked whether customers notice these actions and whether noticing them changes their intention to buy (Nwabekee et al., 2024). This gap makes the sector a suitable setting for this dissertation.
[bookmark: _Toc213925453]2.2 Theoretical underpinning
This research draws primarily on two theoretical perspectives: the Theory of Planned Behaviour (TPB) and the Resource-Based View (RBV).
Theory of Planned Behaviour (TPB):
TPB says that people act when they have a positive attitude, when they feel social pressure to act, and when they think they can actually perform the behaviour. In GM, firms try to improve attitudes (for example, by showing environmental benefits), shape norms (for example, “responsible citizens choose green”) and reduce barriers (for example, easy access, reasonable price). If these three are present, CPIbecomes stronger (Majeed et al., 2022; Udayanti et al., 2025). Environmental awareness fits here because people first need to know and care before they decide.In a secondary review, TPB provides the coding lens to classify reported determinants of CPI (attitude, norms, perceived control).
Resource-Based View (RBV):
RBV looks from the company side. It says that if a company has special resources and capabilities that others can’t easily copy, it can gain long-term advantage. In this case, credible green positioning, clear environmental reporting, innovative packaging or visible CSR can become such resources (Vehbi et al., 2025). When these resources are used in marketing, they can improve BP.RBV guides how we read evidence on brand outcomes (e.g., loyalty, reputation, sales) as returns to hard-to-imitate green capabilities.
[bookmark: _Toc213925454]2.3 Effects of GM Strategies on CPI
Previous studies conducted from the perspective of Asia and other emerging markets have reported that the impact of green product innovation on purchase intention is significant and direct. Van Hoang et al. (2025) find that consumers reward FMCG manufacturers with higher willingness to buy when they add environmental attributes to products as it seems modern and responsible. Nearly the same findings are obtained in Putri et al. (2024) and Aliyari et al. (2025), particularly in cosmetics and personal care products.
Eco-friendly packaging is also found significant. Packaging typically meets the consumer first. When the package can be recycled, is biodegradable, or is explicitly identified as being low plastic levels, people believe that the company really takes into account environment and this creates trust (Faris et al., 2024; Garcia and Campos, 2022).
Environmental advertising may amplify this impact. Transparent, truthful messages on saving energy, reducing plastic waste or community projects can help brands appear transparent (Li 2025). Messages that link the environment to emotions, like protecting children or the country, tend to do better.
CSR goes beyond product benefits. Jabeen (2023) and Hesari et al. (2021) find that whenever companies have helped in planting of trees, cleaning the coast, improving community health; people perceive a positive image of the brand and they are most likely to choose it from others.
Recent research also claims, that if a brand has a real and permanent green position it can augment reputation and financial performance due to customers remaining faithful (Liu and Kim 2025; Hesari et al. 2021). This study will compare the relative effectiveness of the four GM levers on CPI and downstream BP. It will note conditions that strengthen effects (e.g., credible eco-labels, third-party verification, clear recyclability cues) and risks that weaken them (e.g., greenwashing concerns, high price premiums). The output will be an evidence table and a simple ranking (by consistency and strength of reported effects) to inform managerial choices in Bangladesh.
[bookmark: _Toc213925455]2.4 Research Gap and Justification
Despite increasing attention, empirical research in Bangladesh remains scarce and fragmented. Most local studies emphasise awareness or general attitudes without quantifying how distinct marketing activities—product innovation, packaging, advertising, and CSR—work together to shape purchase intention and BP. Few examine mediating mechanisms such as environmental awareness or connect consumer perceptions to firm-level results. Consequently, marketing managers lack clear evidence on which green initiatives deliver tangible competitive benefits.This dissertation therefore uses a PRISMA-guided secondary review, with transparent inclusion/exclusion criteria and quality assessment, to bring these findings together and answer research questions. This approach gives a reliable, up-to-date map of what works in GM for the Bangladeshi FMCG context.
[bookmark: _Toc213925456]3. Methodology
[bookmark: _Toc213925457]3.1 Research Design
This study uses a secondary research design: a systematic literature review guided by PRISMA 2020. The review maps what recent studies report about the links between GM, CPI, and BP in the FMCG sector relevant to Bangladesh. The analysis is deductive in spirit, framed by the TPB and RBV, but it does not test new hypotheses with field data. The goal is to produce a transparent and replicable synthesis of approximately twenty eligible studies.
[bookmark: _Toc213925458]3.2 Sources and search
Evidence is drawn from Scopus, Web of Science, and Google Scholar, plus selected local journals and credible industry publications where needed to capture Bangladesh-specific material. The search window emphasises 2015–2025 to reflect current practice. Search strings combine three concept blocks with Boolean operators, for example: (“green marketing” OR “sustainability marketing” OR “eco-friendly packaging” OR “environmental advertising” OR “CSR”) AND (“purchase intention” OR “willingness to buy”) AND (“brand performance” OR “loyalty” OR “reputation” OR “sales”) AND (FMCG OR “consumer packaged goods”) AND (Bangladesh OR South Asia OR “emerging market”). Reference lists of key papers are hand-searched to locate additional studies. Duplicates are removed before screening.

[bookmark: _Toc213925459]3.3Eligibility criteria
Studies are included when they (a) examine FMCG in Bangladesh or closely comparable South/Southeast Asian markets, (b) analyse at least one GM lever—green product innovation, eco-friendly packaging, environmental advertising, or CSR—and (c) report CPI and/or BP outcomes. Empirical designs (quantitative, qualitative, mixed) and high-quality systematic reviews are eligible. Studies are excluded if they are non-FMCG, purely conceptual/editorial, not in English, lack CPI/BP outcomes, or provide insufficient methodological detail.
TABLE 1. INCLUSION AND EXCLUSION CRITERIA
	
	Inclusion
	Exclusion

	Sector & context
	FMCG in Bangladesh; where limited, closely comparable South/Southeast Asian FMCG
	Non-FMCG sectors; unrelated geographies without justification

	Interventions/exposures
	Green product innovation, eco-friendly packaging, environmental advertising, CSR
	Environmental topics without a marketing lever

	Outcomes
	CPI (intent/willingness), BP (loyalty, reputation, sales/market proxies)
	Awareness-only outcomes with no CPI/BP link

	Study type & quality
	Empirical quantitative/qualitative/mixed; high-quality systematic reviews
	Opinion pieces, editorials, theses without peer review

	Language & period
	English; emphasis 2015–2025
	Non-English; pre-2015 unless seminal and directly relevant


[bookmark: _Toc213925460]3.4 Selection and extraction (Prisma)
Screening follows PRISMA stages: identification (database results + hand-search), title/abstract screening against eligibility, and full-text screening for final inclusion. The target is ~20 eligible studies, balancing breadth and depth. A PRISMA flow diagram records counts at each stage and reasons for exclusion. Data are extracted into a standard template covering bibliographic details, market/context, GM lever(s), measures of CPI/BP, methods, sample, and key findings (including effect direction/strength when available).
[bookmark: _Toc213925461]3.4 Quality appraisal and synthesis
Study quality is appraised using simple design-appropriate criteria (e.g., clarity of sampling and validated measures for surveys; credibility, triangulation, and transparency for qualitative work; risk-of-bias notes for reviews). Quality informs weighting in the synthesis but does not automatically exclude otherwise relevant evidence. Because measures and designs vary, the review uses a narrative synthesis organised by research questions.
[bookmark: _Toc213925462]
3.5 Ethical Considerations
As a secondary review of publicly available sources, formal ethical approval is typically not required. The study follows good practice: accurate citation, faithful reporting, and transparent documentation of search, screening, and synthesis decisions.
[bookmark: _Toc213925463]4. Expected Findings
The review is likely to show consistent positive effects of eco-friendly packaging and credible environmental advertising on CPI, with CSR and green product innovation also positive but sometimes contingent on price sensitivity, label credibility, and brand trust. Studies that track downstream outcomes are expected to report that higher CPI associates with stronger BP—notably loyalty, reputation, and, where measured, sales or share growth. Evidence from contexts closest to Bangladesh should indicate that visible, verifiable green cues (clear recyclability claims, third-party certification) perform best. Managerially, a mix of authentic claims, packaging improvements, and community-anchored CSR is likely to be most effective.
[bookmark: _Toc213925464]5. Limitations
[bookmark: _Toc213925465]Findings will be limited by the availability and quality of published studies, variations in how CPI and BP are measured, and context differences between Bangladesh and comparison markets. Publication bias may privilege positive results. The narrative approach cannot establish causality or pooled effect sizes. To reduce these issues, the review applies transparent criteria, reports a PRISMA flow, distinguishes Bangladesh-specific from regional evidence, and weights insights by study quality rather than treating all results as equal.
6. Timeframe
	[bookmark: _Toc213925466]Activity
	Planned Date Range(s)

	Topic finalization & initial reading; PRISMA protocol finalization
	Nov 7–15

	Search strategy refined; pilot searches
	Nov 16–22

	Comprehensive database searches
	Nov 23–30

	Title/abstract screening (PRISMA)
	Nov 30–Dec 6, Dec 7–13

	Full-text screening; reasons for exclusion
	Dec 14–20

	Data extraction (standardized template)
	Dec 21–27, Dec 28–Jan 3

	Study quality appraisal
	Jan 4–10

	Narrative synthesis by RO; qualitative map
	Jan 11–17

	Report writing: Methods, Results, Discussion
	Jan 18–24, Jan 25–31

	Revision after supervisor feedback
	Feb 1–3

	Final proofreading & submission
	Feb 1–3 (overlapping end-stage task)





7. Conclusion
This study examines how GMstrategies in the fast-moving consumer goods (FMCG) sector affect CPI and BP in Bangladesh. By combining the TPB and the RBV, it links consumer psychology to firm competitiveness. The anticipated findings will identify which sustainable marketing efforts most effectively strengthen environmental consciousness, intention to buy, and brand success. These insights add to academic knowledge and offer clear guidance for managers. FMCG firms can balance profit with environmental responsibility by prioritising credible, visible GM actions, informing future marketing strategies and supporting durable, sustainable business growth in the Bangladeshi market.
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