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[bookmark: _Toc224750635]1. Introduction 
[bookmark: _Toc224750636]1.1. Background
The automotive sector is rapidly transforming to sustainability with increasing levels of environmental concerns and low-emission targets. Besides, the transport industry emits 24% of global CO2 emissions that increases pressure on manufacturers to adopt the greener alternatives (Climate Wise, 2023). IEA (2025) revealed that over 17 million units of electric vehicles (EVs) were sold globally, which accounts for 20% of sales. Further, Suarez, Komnos and Fontaras (2023) opined that the new vehicle emission targets would need a significant reduction by 2030. Further, consumers are increasingly becoming more conscious about the environment, which influences their purchasing decisions. In this research, the case of Toyota is selected, which is investing in hybrid and electric technologies and facilitating the eco-friendly branding. Thus, it could be said that sustainability is a competitive element in the automobile industry.
[bookmark: _Toc224750637]1.2. Research Rationale
The research is significant because environmental sustainability poses a major concern for businesses and consumers. Besides, regulatory pressure is also rising in global markets. According to Forsythe et al. (2023), EV adoption is projected to increase further because of policy support and technological advancements. However, Lin, Lee and Fan (2025) opined that 55% of customers prefer brands that tend to be eco-friendly. With this increased awareness, there is lesser understanding if green marketing directly influences purchasing behaviour. Moreover, organisations are spending a lot in sustainability campaigns, but their impact remains uncertain. Hence, this research can be used to find the actual influence of green marketing.
[bookmark: _Toc224750638]1.3. Problem Statement
The automobile firms are investing largely in green marketing methods, but their impact on consumer buying behaviour remains unclear. In case, Barbu et al. (2022) emphasised that, as most consumers are interested in sustainable products, the actual purchase decisions are influenced by pricing and trust issues. This gap between intention and behaviour creates uncertainty for companies, like Toyota. Thus, this research will analyse the issue of whether green marketing actually influences the decision-making process of eco-conscious consumers.
[bookmark: _Toc224750639]1.4. Research Gap
The current literature tends to focus on general concept of green marketing, instead of the individual companies. Besides, numerous research works analyse the consumer attitudes rather than real buying behaviour. Piepoli et al. (2024) argued that company specific analysis is effective to understand the real market impact. Thus, there are not many research works, which focus on Toyota. 
[bookmark: _Toc224750640]1.5. Aim and Objectives
The research aim is to determine the influence of green marketing on eco-conscious consumer purchasing behaviour in case of Toyota. The key objectives are
· To identify green marketing practices used by Toyota such as environmental messaging, green branding practices, and eco-labelling practices
· To research how green marketing of Toyota’s products affects consumer decision-making and purchasing behaviour among the eco-conscious consumers
· To examine the key challenges that Toyota faces, such as problems with performance, price, and consumer trust in determining purchasing decisions
· To deliver recommendations for strengthening green marketing strategies in Toyota to develop eco-conscious customer decisions
[bookmark: _Toc224750641]1.6. Research Question
The main research question is, 
How does green marketing influence eco-conscious consumer buying behaviour of Toyota?
[bookmark: _Toc224750642]2. Literature Review
[bookmark: _Toc224750643]2.1. Green marketing strategies in the in automotive sector
Bhattacharjee and Chakraborty (2021) opined that green marketing in the automotive industry focuses on improving sustainability in product design, communication and branding. Besides, companies are integrating sustainability in their core marketing strategies, instead of treating it as an additional feature. European Commission (2025) highlights that transport emissions in Europe continue to account for 25% of total greenhouse gas emissions, which forces the automotive companies to communicate their environmental responsibility. Further, companies using eco-labelling, carbon reduction claims and lifecycle transparency influences consumer perception. For instance, Putri et al. (2025) stated that Toyota emphasises on its hybrid technology and low emission performance as a part of its sustainability communication. From an Upstox (2025) report, 64% of customers in diverse parts of the world are likely to consider an EV for their next purchase. However, the majority of EV manufacturers think that charging infrastructure has been a key barrier to limit growth of the EV market. In contrast, Wang and Juo (2023) argued that green marketing should be backed by real environmental performance, or it could risk brand credibility. Thus, better green marketing needs real sustainability practices and strong communication. 
[bookmark: _Toc224750644]2.2. Consumer decision-making and eco-conscious behaviour 
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Figure 1: Key changes in sustainability from spending to aspiration
(Source: Hagenbeek, Gathen and Ibisevic, 2024)
The increase in environmental awareness has resulted in change in consumer behaviour. Besides, the consumers are becoming eco-conscious and considering aspects like price, quality, and environmental impact. Hagenbeek, Gathen and Ibisevic (2024) argued that the shift in consumer priorities is evident, as 71% of global consumers consider sustainability while making purchase decisions. Besides, younger consumers, in particular, like Gen Z tends to favour brands, which are environmentally responsible. Further, Canio, Martinelli and Endrighi (2021) indicated that purchase intention is directly related to the environmental concern. However, the actual buying behaviour is influenced by practical considerations that include cost and product availability. Cosgrove (2025) argued that 84% of customers feel that sustainability is imperative to make purchase decisions, but 47% thinks it cost too much in purchasing the products. This shows a major gap between behaviour and intention. Hence, as consumers favour sustainability, their ultimate decisions rely on various aspects. Moreover, green marketing plays a key role in reducing this gap by developing awareness and trust.
[bookmark: _Toc224750645]2.3. Impact of green marketing on purchasing behaviour 
Green marketing has direct influence on consumer purchasing behaviour by influencing perceptions, trust and brand value. Besides, transparent and clear sustainability communication increases consumer confidence. Frame et al. (2022) stated that 70% customers are interested in brands that develop the measure of sustainability. Besides, eco-labelling and certified environmental claims help the consumers to make informed decisions. Thus, false or exaggerated statements can also reduce trust. Moreover, Isac et al. (2024) emphasised that greenwashing issues are rising globally, which influences consumer confidence level in sustainability claims. Moreover, customers would buy brands that offer quantifiable effects on the environment, like emissions reduction data. In case, the companies should ensure that their green marketing should be evidence-based and credible. Thus, this reveals that green marketing can influence behaviour, but its success relies on transparency and trust.
[bookmark: _Toc224750646]2.4. Challenges in influencing consumer behaviour 
Even though green marketing has been increasing, certain challenges limit its effectiveness. The cost remains a key barrier, particularly in automotive industry where EVs tend to be expensive to buy initially. Zhao et al. (2025) stated that the adoption rates of conventional and electric vehicles in most markets are influenced by price differences. Even, consumer decisions are affected by infrastructure limitations like charging facilities. Thus, trust issues seem to be critical. According to Kantar (2023), 52% of the customers feel that they have seen false or misleading information regarding sustainable actions taken by brands. However, these issues can be tackled by companies to become effective. 
[bookmark: _Toc224750647]2.5. Theoretical framework
This research applies Theory of Planned Behaviour (TPB) to discuss the impact of green marketing on consumer behaviour. Hagger and Hamilton (2023) argued that attitude, subjective norms and perceived behavioural control are major factors that influence behaviour. Further, a recent research by Sheoran and Kumar (2021) validates that TPB can be effective in analysis of sustainable consumption behaviour. However, attitude is a measure that shows how consumers evaluate eco-friendly cars, while subjective norms characterise social influence from the peers. Other than that, perceived behavioural control integrates other factors like affordability and access to green products (Salleh, Misron and Musa, 2024). This control can be reduced by high cost and limited infrastructure. Hence, TPB offers a systematic perspective in order to understand the role of green marketing in intention and actual purchasing behaviour in automotive industry.
[bookmark: _Toc224750648]2.6. Literature Gap
The existing literature offers certain insights on green marketing and consumer behaviour. However, several gaps remain. However, most of the researches focus on general industries, like the retail and FMCG, instead of automotive sector. Further, the company specific analysis is limited, mainly in case of Toyota. In case, most studies examine consumer attitudes and intentions as opposed to actual purchase behaviour. Zanjani, Benmaran and Abbasi (2025) argued that there is a need for research, which may link marketing strategies with consumer behaviour. Moreover, the differences in consumer segments are not provided much attention. Thus, this research fills these gaps by focusing on Toyota and examining the role of green marketing in actual purchasing behaviour of eco-conscious consumers.
[bookmark: _Toc224750649]3. Methodology
[bookmark: _Toc224750650]3.1 Research Philosophy
The research philosophy used in this research is positivism philosophy, which focuses on objective measurement on consumer behaviour. Besides, positivism enables to obtain the measurable data and evaluate interrelations between variables like green marketing, trust and purchase intention. Saunders (2012) defined positivism as an appropriate research methodology to make generalisable results. Thus, this philosophy supports analytical and scientific analysis on eco-conscious consumer behaviour.
[image: ]
Figure 2: Research onion
(Source: Seuring, Stella and Stella, 2021)
[bookmark: _Toc224750651]3.2 Research Approach
In this research, a deductive research will be used. This approach starts with existing theories, including Theory of Planned Behaviour, and tests them with the help of collected data. Wong and Morsanyi (2022) explained that deductive reasoning is appropriate to investigate the relationship between variables. Thus, this approach will ensure that the research is theory-driven and logically organised.
[bookmark: _Toc224750652]3.3 Research Method
In this research, the quantitative method will be applied to consumer purchasing behaviour. The use of quantitative research allows in collecting numerical information, which can be statistically analysed. Ghanad (2023) stated that quantitative methods are suitable when the researcher wants to measure patterns and relations. Further, this method enables to assess how green marketing influences the purchasing behaviour. Hence, the analysis of structured data can be collected and analysed by devising reliable and objective findings. 
[bookmark: _Toc224750653]3.4 Research Strategy
The survey strategy will be used to collect primary data from the respondents. Surveys are beneficial in measuring the information from large pool of participants in a short time. Seuring, Stella and Stella (2021) stated that the survey research is mainly used in consumer behaviour. Besides, it enables in standardised data collection to develop reliability. Thus, the eco-conscious consumer perceptions and behaviour can be analysed using this strategy.
[bookmark: _Toc224750654]3.5 Data Collection Procedure
The tool that will be used to collect primary data will be online questionnaire using Google Forms. Besides, the questionnaire will contain structured questions that will relate to knowledge on green marketing, trust on environmental claims and purchasing intention. Further, a Likert scale will be utilised for measuring the responses for better quantification. Moreover, the survey link will be shared via online media like social media and email. Thus, the strategy will assure an effective and extensive data collection. 
[bookmark: _Toc224750655]3.6 Sampling
The research will use a Convenience sampling method, which will be utilised so that respondents are provided with an opportunity in selecting responses, based on their convenience (Golzar, Noor and Tajik, 2022). Further, the target market includes the eco-conscious population that pays attention to the sustainable products. The chosen sample size would be 100, which is considered as effective for the quantitative analysis in the academic studies. As Saunders (2012) opined that, a sample size can offer credible information. Hence, this type of sampling facilitates generalisation of results within the scope of the study.
[bookmark: _Toc224750656]3.7 Data Analysis
The collected data would be analysed using the descriptive statistical analysis. Besides, tools such as SPSS or Excel would be used for generating the graphs, charts, and percentage calculation. Further, the patterns and relationships of variables can be found through this analysis. In case, the findings will be discussed in a clear and structured manner. Hence, the statistical analysis ensures accuracy and supports interpretation of key findings. 
[bookmark: _Toc224750657]3.8 Ethical Considerations
The research will be done in a very ethical manner. Besides, no sensitive or personal information will be collected among the participants. The process will be voluntary, and respondents will have the right to withdraw at any phase. Besides, all the responses will be anonymous and confidential. Moreover, the information will be safely stored with the password-controlled systems and it will be used only for academic purpose. The data collected will be deleted after 6 months as per Data protection guidelines. 
[bookmark: _Toc224750658]4. Expected Findings
The research is expected to reveal that green marketing has a measurable influence on consumer perception and buying behaviour is appreciable, mainly among the eco-conscious consumers. Besides, there is high probability to increase purchase intention among respondents after receiving the exposure of clear environmental messaging, eco labelling, and transparent sustainability claims. Further, trust, and environmental awareness are likely to act as strong mediating variables, as consumers who trust the brand are willing to interact and purchase. However, the findings may reveal that price sensitivity and perceived performance risk may limit actual buying behaviour, even if attitudes are positive. Thus, few respondents might also show interest in their sustainable products, but they may hesitate because of affordability issues. Moreover, the research is expected to offer a balanced result, which may highlight efficiency of green marketing and practical barriers, which influences final customer decisions. 
[bookmark: _Toc224750659]5. Limitations
This research includes certain limitations that should be taken into account. The sample size of 100 respondents can limit the generalisation of findings across the larger population. Besides, the use of self-reported questionnaire can also introduce bias because participants may offer socially desirable responses, instead of reflecting the actual behaviour. Moreover, the research focuses solely on Toyota, which narrows the prospective of generalising the findings to other car brands or sectors. However, these limitations will be addressed using careful interpretation of results and acknowledging constraints.
[bookmark: _Toc224750660]6. Timeframe
	Activities/ Weeks
	W1
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	Pilot Testing
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	Data Collection
	
	
	
	
	
	✓
	✓
	
	
	
	
	

	Writing Findings
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	Data Analysis
	
	
	
	
	
	
	
	✓
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	Interpretation
	
	
	
	
	
	
	
	
	✓
	✓
	
	

	Final Writing
	
	
	
	
	
	
	
	
	
	✓
	✓
	

	Final Submission
	
	
	
	
	
	
	
	
	
	
	✓
	✓



Table 1: Gantt chart
(Source: Self-created)
[bookmark: _Toc224750661]7. Conclusion
This proposal analyses effect of green marketing on purchase behaviour of eco-conscious consumers using Toyota as a case study. Besides, the research contributes to academic knowledge by applying green marketing strategies with behavioural theory and primary data analysis. Further, the research offers practical application by helping organisations to increase sustainability communication, consumer trust, and market positioning. However, it adds value to the society by facilitating environmental friendly consumption and attaining long-term sustainability. 
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[bookmark: _Toc224750664]Appendix 1: Survey Questionnaire
Section 1: Demographic questions
Q1. Age group
18-25
26-35
36-45
46-55
56 and above
Q2. Gender
Male
Female
Prefer not to say
Q3. Monthly income level
Below ₹25,000
₹25,000–₹50,000
₹50,001–₹100,000
Above ₹100,000
Section 3: Awareness of Green Marketing
Q4. Do you know about environmentally friendly cars like hybrid and electric cars?
Yes
No
Q5. What is your level of familiarity with the environmentally friendly vehicles produced by Toyota?
Very familiar
Somewhat familiar
Neutral
Not familiar
Q6. Where have you heard or seen the green activities at Toyota?
Social media
Advertisements
Company website
Friends or family
Others
Question 3: Green Marketing Perception
Q7. Environmental benefits are well conveyed through Toyota’s marketing 
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q8. I trust the environmental claims of Toyota.
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q9. Toyota has been a socially responsible company
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q10. Eco-labelling and sustainability information influence my perception of Toyota.
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Section 4: Purchasing Behaviour
Q11. I prefer to purchase eco-friendly vehicles, when they are available 
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q12. Toyota’s green marketing develops my intention to purchase its cars.
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q13. I will be happy to pay a higher price on environmentally friendly vehicle.
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Section 5: Challenges and Barriers
Q14. High price avoids me in purchasing eco-friendly vehicles
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q15. I am worried about the performance of eco-friendly vehicles.
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
Q16. I do not believe in authenticity of environmental claims by companies 
Strongly Disagree
Disagree
Neutral
Agree
Strongly Disagree
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