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1. Introduction
[bookmark: _Toc234883751]1.1 Research Background
Escalating climate change, resource depletion, pollution and biodiversity loss have intensified pressure on businesses to reconsider how products are designed, produced and marketed. Consequently, sustainability has shifted from a peripheral corporate social responsibility activity towards a strategic marketing concern through which organisations seek legitimacy, differentiation and long-term competitive advantage. At the same time, consumers are demonstrating greater awareness of the environmental consequences of consumption, contributing to the expansion of eco-friendly alternatives across food, fashion, personal care, household products, electronics and packaging. Nevertheless, environmental awareness does not necessarily translate into purchasing behaviour because consumers continue to balance ecological benefits against price, quality, convenience and product performance (Paul, Modi and Patel, 2016). Green marketing practices encompass organisational decisions concerning environmentally responsible product development, pricing, promotion, distribution, packaging and eco-labelling. 
These practices may include using recyclable materials, reducing waste, adopting sustainable logistics, providing credible environmental certifications and communicating verifiable sustainability benefits. Empirical research generally reports a positive relationship between green marketing practices and green purchase intentions; however, the strength of this relationship varies across products, consumer groups and institutional contexts (Majeed et al., 2022). This inconsistency demonstrates that green marketing should not be treated as an automatically persuasive organisational signal. Consumers frequently lack the technical knowledge required to verify whether environmental claims accurately represent product performance. Moreover, the proliferation of vague labels and unsupported sustainability messages has increased exposure to greenwashing, which can undermine corporate transparency, brand credibility and consumer confidence (Santos, Coelho and Marques, 2024). Therefore, green marketing is likely to stimulate purchase willingness only when consumers regard the organisation’s environmental claims as honest, reliable and credible. This positions green trust as a potentially important psychological mechanism connecting green marketing practices with consumers’ willingness to purchase eco-friendly products.
[bookmark: _Toc234883752]1.2 Research Problem
Despite substantial organisational investment in environmentally responsible products and promotional campaigns, consumer acceptance of eco-friendly products remains inconsistent. Consumers may express favourable environmental attitudes while avoiding green products because of higher perceived prices, doubts regarding functional performance, limited availability, confusing eco-labels and uncertainty about the authenticity of corporate environmental claims (Badhwar et al., 2024). This reflects an attitude–intention gap in which ecological concern does not necessarily produce a corresponding willingness to purchase. A further difficulty is that organisations may use environmental terminology strategically without making proportionate changes to their products or operations. Such greenwashing increases perceived risk and scepticism and can weaken the trust required for consumers to rely upon environmental information. Systematic evidence indicates that greenwashing has significant consequences for consumer trust, corporate transparency and brand evaluation (Persakis et al., 2025).  
Although previous studies have established associations between green marketing and purchase intention, many concentrate on direct effects or examine isolated factors such as environmental awareness, brand image or consumer attitude. For example, Majeed et al. (2022) found that green marketing positively influenced environmentally friendly purchase intentions, but the relationship was also shaped by brand image and environmental attitudes. Such evidence suggests that the effect of green marketing may operate through intervening psychological mechanisms rather than through a simple direct relationship. Green trust is particularly relevant because consumers must depend upon firms to provide accurate information about attributes that cannot always be independently verified. Without trust, substantial investment in green product design, eco-labelling and environmental communication may fail to generate purchase willingness (Sudirja et al., 2023).
[bookmark: _Toc234883753]1.3 Research Rationale and Justification
Academically, this research is justified by the need to integrate green marketing practices, green trust and purchase willingness within a unified explanatory model. Existing evidence confirms that environmental marketing can influence purchase intentions, but findings remain fragmented regarding the mechanism through which this influence occurs. Green trust has been associated with stronger purchase intentions because it reduces perceived uncertainty surrounding environmental claims (Chen and Chang, 2012). More recent research also indicates that trust can mediate the effect of sustainability-related marketing activities on green purchase intentions. The Pakistani context strengthens the study’s contribution. Although research has examined environmental concern and green purchasing in Pakistan, the market remains comparatively under-represented in research integrating multidimensional green marketing practices with green trust (Margariti et al., 2024). 
Evidence from developed markets may not be directly transferable because purchasing power, regulatory enforcement, environmental literacy and access to certified products differ across contexts. The study therefore addresses an empirical and contextual gap by testing whether green marketing produces purchase willingness directly and indirectly through green trust among Pakistani consumers. Managerially, the findings may help firms distinguish credible environmental strategy from superficial promotional activity (Cutinha & Mokshagundam, 2024). Identifying which green marketing practices strengthen trust can support more effective product design, eco-labelling, pricing and communication decisions. The findings may also help policymakers develop clearer standards for environmental claims and reduce misleading green advertising. This directly addresses the assessment requirement to establish the importance and urgency of the research, identify a defensible literature gap and explain the study’s academic and practical value (Hossen & Amin, 2024). 
[bookmark: _Toc234883754]1.4 Research Aim
The study aims to examine the influence of green marketing practices on Pakistani consumers’ willingness to purchase eco-friendly products and determine whether green trust mediates this relationship.
[bookmark: _Toc234883755]1.5 Research Objectives
The study seeks:
To critically evaluate literature concerning green marketing practices, green trust and consumers’ willingness to purchase eco-friendly products. 
To examine the influence of green marketing practices on consumers’ willingness to purchase eco-friendly products in Pakistan. 
To assess the influence of green marketing practices on consumers’ green trust. 
To determine the influence of green trust on consumers’ willingness to purchase eco-friendly products. 
To evaluate whether green trust mediates the relationship between green marketing practices and consumers’ purchase willingness. 
To develop evidence-based recommendations for organisations seeking to market eco-friendly products credibly and effectively. 
[bookmark: _Toc234883756]1.6 Research Questions
How do green marketing practices influence Pakistani consumers’ willingness to purchase eco-friendly products? 
How do green marketing practices influence consumers’ green trust? 
How does green trust influence consumers’ willingness to purchase eco-friendly products? 
To what extent does green trust mediate the relationship between green marketing practices and consumers’ purchase willingness?
[bookmark: _Toc234883757]2. Preliminary Literature Review
Green marketing has evolved from a narrow emphasis on environmental advertising into an integrated organisational approach involving product development, sustainable sourcing, pricing, distribution, packaging, eco-labelling and transparent communication. Nevertheless, the literature remains conceptually fragmented. Some researchers treat green marketing as a unidimensional construct representing an organisation’s overall environmental orientation, whereas others operationalise it through separate marketing-mix components, including green products, prices, promotion and distribution (Kumar, 2021). The multidimensional approach provides greater diagnostic value because it identifies which organisational practices influence consumers; however, it may overlook the interdependence among marketing activities. Conversely, a composite measure is more parsimonious but may conceal the unequal effects of individual practices. Treating green marketing solely as promotion is particularly problematic because advertising claims cannot compensate for environmentally harmful sourcing, excessive packaging or unsustainable distribution (Baruah & Das, 2024). 
Consequently, consumers are likely to evaluate the credibility of the organisation’s entire environmental value proposition rather than isolated promotional messages (García-Salirrosas and Rondon-Eusebio, 2022). Green product practices involve designing goods that minimise environmental damage through renewable or recycled materials, energy efficiency, durability, biodegradability, ethical sourcing and waste reduction. These characteristics can create environmental and functional value, yet their influence is not unconditional. Consumers may express support for sustainable products while continuing to prioritise performance, quality, price and convenience. Green attributes may therefore strengthen purchase willingness only when they do not require consumers to accept significant functional sacrifices (Alyahia et al., 2024). Similarly, green prices can signal ethical sourcing and higher production standards, but excessive premiums may discourage purchase, particularly in price-sensitive emerging markets. Research conducted in Pakistan indicates that green products, premium pricing, packaging and eco-labelling affect purchase intentions through consumer beliefs and brand-related evaluations rather than through uniformly strong direct effects (Majeed et al., 2022). 
Green promotion communicates environmental benefits through advertising, public relations, social media, sustainability reports and corporate campaigns. However, its effectiveness depends more on credibility than message frequency. Specific, evidence-based claims supported by recognised certification are more likely to generate confidence than vague expressions such as “natural” or “environmentally friendly”. Greenwashing arises when environmental communication exaggerates, selectively represents or misstates organisational performance. Systematic reviews show that greenwashing contributes to consumer scepticism, confusion and adverse behavioural responses, thereby weakening the effectiveness of legitimate sustainability initiatives (de Freitas Netto et al., 2020; Santos, Coelho and Marques, 2024). Packaging and eco-labels can reduce information asymmetry by making environmental characteristics visible, but unclear labels, excessive claims and weak certification may instead increase uncertainty. Distribution is equally important because even environmentally concerned consumers cannot select eco-friendly products that are unavailable, inconveniently located or delivered through visibly unsustainable logistics (Shojaei et al., 2024).
Green trust refers to consumers’ willingness to rely on a product, brand or organisation because of expectations concerning its environmental credibility, integrity, competence and performance. It incorporates confidence that environmental promises are honest, reliable and fulfilled. Trust is especially important because many sustainability attributes such as carbon reduction, ethical sourcing and supply-chain responsibility cannot be directly verified by consumers. Chen and Chang (2012) demonstrated that green trust strengthens purchase intention and mediates relationships involving perceived environmental value and risk. More recent evidence likewise shows that green brand trust can transmit the effects of environmental marketing factors to purchase intention among Pakistani consumers (Tan et al., 2022). Consumers’ willingness to purchase represents their readiness or likelihood of selecting eco-friendly products, but it should not be equated with actual purchasing behaviour. Environmental concern reflects general ecological awareness, whereas attitudes represent evaluations and purchase intentions represent planned behaviour. 
The distinction is important because the attitude–behaviour gap means that favourable environmental beliefs may not produce purchases when consumers encounter high prices, limited availability, scepticism or performance concerns. This study therefore draws primarily on Signalling Theory: green marketing practices communicate signals about environmental responsibility, while green trust reflects consumers’ judgement that those signals are credible (Abbas et al., 2024). The Theory of Planned Behaviour provides complementary support by explaining how beliefs and evaluations shape behavioural intentions. The resulting logic is that credible green marketing strengthens green trust, which subsequently increases purchase willingness. Nevertheless, much prior research examines direct effects or alternative mediators, creating a theoretical and methodological gap concerning green trust. Evidence from Pakistan also remains comparatively limited and frequently focuses on particular products or consumer segments (Achchuthan et al., 2024). Accordingly, the following hypotheses are proposed:
H1: Green marketing practices positively influence consumers’ willingness to purchase eco-friendly products.
H2: Green marketing practices positively influence green trust.
H3: Green trust positively influences consumers’ willingness to purchase eco-friendly products.
H4: Green trust mediates the relationship between green marketing practices and consumers’ willingness to purchase eco-friendly products.
[bookmark: _Toc234883758]3. Research Methodology
This study will adopt a positivist philosophy, a deductive approach and a mono-method quantitative design because its purpose is to test theoretically specified relationships between green marketing practices, green trust and consumers’ purchase willingness. Although trust and consumer perceptions are inherently subjective, positivism remains appropriate because these latent concepts will be operationalised through standardised questionnaire items and examined statistically. The investigation will proceed from Signalling Theory and existing green-consumption literature to four testable hypotheses; consequently, an inductive strategy is inappropriate because the research is not intended to construct a new theory from unstructured observations (Sun et al., 2022). Quantitative research is preferable because it permits systematic comparison across consumers and estimation of the direction, magnitude and statistical significance of direct and indirect relationships (Creswell and Creswell, 2023).
An explanatory cross-sectional survey will collect data at one point in time from Pakistani consumers aged 18 years or above who understand, have considered or have purchased eco-friendly products. This may include environmentally responsible food, fashion, cosmetics, reusable household goods, energy-efficient products and products with recyclable packaging. Cross-sectional surveys are efficient for identifying associations among predefined variables, but they cannot conclusively establish temporal precedence; therefore, findings will be interpreted as explanatory associations rather than definitive proof of causality (Bryman, 2016). A combination of purposive and convenience sampling will be employed. Screening questions will confirm participants’ age, Pakistani residence and familiarity with eco-friendly products. Although the assessment specification requires a minimum of 50 valid quantitative responses, the study will target 120–150 respondents to support more stable regression and mediation estimates (Xiang & Liu, 2024). Nevertheless, the non-probability design may produce selection bias and restrict population-level generalisation; this limitation will be mitigated by distributing the questionnaire across diverse demographic and online consumer groups.
Table 1. Summary of the Proposed Research Methodology
	Methodological component
	Proposed decision and justification

	Data collection
	Structured online questionnaire administered through Microsoft Forms or Google Forms

	Instrument structure
	Consent and screening; demographics; green marketing; green trust; purchase willingness

	Measurement scale
	Five-point Likert scale ranging from 1, “strongly disagree”, to 5, “strongly agree”

	Operationalisation
	Green marketing: 10–12 items; green trust: 5–6 items; purchase willingness: 4–5 items

	Pilot study
	10–15 eligible consumers to assess clarity, completion time, accessibility and item ambiguity

	Analysis software
	IBM SPSS Statistics



Questionnaire items will be adapted from validated scales rather than developed solely for this project. Green marketing will represent product, promotion, pricing, distribution, packaging and eco-labelling practices; green trust will capture reliability, credibility and integrity; and purchase willingness will measure preference, likelihood and readiness to purchase (Din et al., 2023). Content validity will be strengthened through supervisor review, while pilot testing will assess face validity. Cronbach’s alpha will examine internal consistency, although the conventional 0.70 benchmark will not be applied mechanically because reliability also depends on scale length, dimensionality and item content (Morera and Stokes, 2016). SPSS analysis will include data screening, missing-value assessment, demographic frequencies, means, standard deviations, reliability analysis, composite-score construction and Pearson correlations. Regression analysis will test H1–H3, while Hayes’ PROCESS Model 4 with bootstrapped confidence intervals will test whether green trust transmits the effect of green marketing to purchase willingness. 
Mediation will be supported where the indirect-effect confidence interval excludes zero, rather than relying only on individual regression significance (Hayes, 2022). IBM SPSS supports reliability, correlation and regression procedures required for this analysis. Ethical approval will be obtained before recruitment. Participation will be voluntary and based on informed consent; no unnecessary identifiers will be collected, participants may withdraw before submitting the anonymous questionnaire, and data will be securely retained on the university OneDrive with restricted access and subsequent deletion according to university requirements. Data collected before approval would be invalid under the assessment specification (Siyal et al., 2021).
[bookmark: _Toc234883759]4. Expected Findings
Based on Signalling Theory and previous empirical evidence, the study is expected to indicate that green marketing practices positively influence consumers' willingness to purchase eco-friendly products by reducing uncertainty surrounding environmental claims and strengthening confidence in product credibility (Han et al., 2023). More specifically, environmentally responsible product design, transparent communication, credible eco-labelling and sustainable packaging are anticipated to function as positive market signals that enhance consumers' perceptions of organisational environmental responsibility. Nevertheless, the relationship is unlikely to be uniformly strong across all dimensions of green marketing because consumers may interpret certain practices as symbolic rather than substantive commitments to sustainability (Chen and Chang, 2012). The study further expects that green trust will positively influence consumers' willingness to purchase eco-friendly products and partially mediate the relationship between green marketing practices and purchase willingness. This expectation is theoretically consistent with Signalling Theory because consumers frequently lack the technical knowledge necessary to independently verify environmental claims and therefore rely on trust as a mechanism for reducing perceived risk and information asymmetry (Connelly et al., 2011). 
However, the anticipated mediation effect should not be interpreted as predetermined because consumers may react differently where environmental claims are perceived as vague, exaggerated or inconsistent with actual corporate behaviour. Research on greenwashing demonstrates that unsupported environmental communication may damage credibility and weaken the effectiveness of sustainability initiatives (de Freitas Netto et al., 2020). Consequently, the expected findings may suggest that organisations should prioritise transparency, independently verifiable eco-labels, evidence-based communication and authentic sustainability commitments rather than relying exclusively on environmental advertising or symbolic promotional activities. Such findings would contribute to the growing literature examining the psychological mechanisms underlying green consumer behaviour while simultaneously providing practical guidance for organisations operating in increasingly sustainability-conscious markets (Fu, 2021).
[bookmark: _Toc234883760]5. Anticipated Limitations
Although the proposed research design is appropriate for addressing the study objectives, several methodological limitations should be acknowledged to demonstrate critical reflexivity and strengthen the credibility of the research process (Liu & MA, 2023). 
First, the use of convenience and purposive sampling may introduce selection bias because respondents who participate in online surveys often possess greater environmental awareness than the general population. This limitation may reduce the external validity of the findings and constrain their generalisability beyond the sampled population. To minimise this risk, questionnaire distribution will target respondents from diverse age groups, educational backgrounds and income categories across Pakistan (Huang et al., 2024).
Second, the use of self-reported questionnaire responses creates the possibility of social desirability bias whereby participants may overstate environmentally responsible attitudes or behaviours to present themselves positively. Anonymous participation, neutral wording and the absence of identifying information will be used to mitigate this concern (Podsakoff et al., 2003). Third, the cross-sectional design limits the ability to establish causal relationships because temporal sequencing between variables cannot be directly observed. Therefore, findings will be interpreted as statistically significant associations rather than definitive causal effects.
A further limitation concerns the widely recognised attitude–behaviour gap in green consumption research. Consumers frequently express positive environmental attitudes and purchase intentions that are not translated into actual purchasing behaviour because of financial constraints, convenience considerations or product availability (Joshi and Rahman, 2015). Accordingly, this study intentionally measures willingness to purchase rather than actual behaviour. Finally, the broad definition of eco-friendly products may introduce heterogeneity across product categories; therefore, respondents will receive clear definitions and examples to improve conceptual consistency (Liu & MA, 2023).
Table 2. Potential Research Limitations and Mitigation Strategies
	Potential limitation
	Mitigation strategy

	Convenience sampling bias
	Recruit respondents from varied demographic groups

	Self-report bias
	Maintain anonymity and neutral wording

	Cross-sectional design
	Avoid causal interpretations

	Attitude–behaviour gap
	Measure willingness rather than actual behaviour

	Common method variance
	Separate questionnaire sections and ensure anonymity

	Broad product categories
	Provide clear definitions and examples

	Limited sample size
	Target 120–150 valid responses



[bookmark: _Toc234883761]6. Research Timeframe
The project is considered feasible within the sixteen-week dissertation period established by the university. A structured timeline is particularly important because research delays frequently occur during ethical approval and data collection stages. Therefore, sufficient flexibility has been incorporated to accommodate unforeseen disruptions while ensuring completion of all stages before submission deadlines.
Table 3. Proposed Research Timeline and Schedule of Activities
	Activity
	Weeks

	Topic refinement and proposal preparation
	1–2

	Preliminary literature review
	1–3

	Ethics application and revisions
	2–4

	Questionnaire design and pilot testing
	4–5

	Main data collection
	6–8

	Data cleaning and coding
	9

	Statistical analysis using SPSS
	10–11

	Findings chapter preparation
	11–12

	Discussion and recommendations
	13–14

	Conclusion, editing and referencing
	15

	Proofreading and final submission
	16












The research proposal guidance recommends presenting this schedule as a Gantt chart to demonstrate project management capability and feasibility within the available timeframe.
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[bookmark: _Toc234883762]7. Conclusion
Increasing environmental concerns and growing consumer expectations regarding corporate sustainability have encouraged organisations to invest heavily in green marketing practices. Nevertheless, existing evidence suggests that environmental promotion alone may be insufficient to influence purchasing decisions where consumers remain sceptical regarding the authenticity of corporate claims. Against this background, the present study aims to examine the influence of green marketing practices on consumers' willingness to purchase eco-friendly products and to determine whether green trust mediates this relationship among Pakistani consumers. The proposed framework advances understanding by moving beyond the question of whether green marketing influences consumers towards examining the psychological mechanism through which such influence occurs. 
The study therefore contributes to the literature by integrating Signalling Theory with green trust as an explanatory construct in an emerging market context characterised by increasing environmental awareness but relatively limited empirical evidence. The quantitative methodology, explanatory survey design and mediation analysis are considered appropriate for addressing the research objectives and testing the proposed hypotheses. From a managerial perspective, the findings are expected to assist organisations in distinguishing substantive sustainability initiatives from symbolic environmental communication by identifying the forms of green marketing that most effectively build trust and encourage purchase willingness. Consequently, the study has the potential to provide both theoretical advancement and practical guidance for organisations seeking to promote environmentally responsible consumption without increasing consumer scepticism or perceptions of greenwashing.
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