[image: ]
MBA DISSERTATION PROPOSAL
The Impact of Green Marketing Strategies on Consumer Purchase Intention and Brand Performance: Evidence from the FMCG Sector in Bangladesh

Supervisor: Said Usman


Submitted by
Md: Abdullah Haq Khan
ID: 2427995





Submission Date: 07 November 2025
TABLE OF CONTENTS
1. Introduction	1
1.1 Background of the Study	1
1.2 Problem Statement	1
1.3 Research Aim and Objectives	2
1.5 Research Questions	2
2. Literature Review	2
2.1 Overview of the FMCG Sector in Bangladesh	2
2.2 Theoretical underpinning	3
2.3 Empirical Investigations	4
2.4 Research Gap and Justification	4
2.5 Conceptual Framework and Hypothesis Development	5
3. Methodology	6
3.1 Research Approach	6
3.2 Research Design and Sampling	6
3.3 Data Collection Method	6
3.4 Data Analysis Techniques	6
3.5 Ethical Considerations	7
4. Expected Findings	7
5. Limitations	7
6. Timeframe	8
7. Conclusion	8
8. References	9


[bookmark: _Toc213264589]1. Introduction
[bookmark: _Toc213264590]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: _Toc213264591]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.
[bookmark: _Toc213264592]1.3 Research Aimand Objectives
The aim of this study is to examine how GMstrategies affect CPIand BP in the Bangladeshi FMCG sector, with environmental awareness acting as a mediating factor.
Objectives:
· To examine the influence of green product innovation, eco-friendly packaging, environmental advertising, and CSR on CPI.
· To investigate the mediating role of environmental awareness in the relationship between GMstrategies and CPI.
· To assess the impact of CPIon BP in the FMCG sector.
· To provide strategic recommendations for FMCG firms to improve BPthrough sustainable marketing practices.
[bookmark: _Toc213264593]1.4 Research Questions
· How do GMstrategies affect CPIin the Bangladeshi FMCG industry?
· Does environmental awareness mediate the relationship between GMstrategies and CPI?
· How does CPIinfluence BP?
· Which GMpractices are most effective in improving consumer engagement and long-term brand growth?
1.5 Significance of the Study
[bookmark: _Toc213264594]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). For practice, the study will help Bangladeshi FMCG firms understand which green tools are more than a “trend” and which ones can really support brand equity, loyalty and competitive advantage in a market that is getting crowded.
2. Literature Review
[bookmark: _Toc213264595]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: _Toc213264596]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.
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.
[bookmark: _Toc213264597]2.3 Empirical Investigations
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 (fast-moving consumer goods) 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.
In these studies, environmental awareness is again and again the mediator. When consumers are aware as to why an action is of relevance, they react more favourably (Nurapni et al., 2025). 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).
[bookmark: _Toc213264598]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 study fills that gap by combining the views of both consumers and companies into one quantitative framework. It looks at how different GMmethods affect people's willingness to buy something and how being mindful of the environment explains this link, which ultimately connects consumer behaviour to BP. The results are expected to give Bangladeshi FMCG companies useful information on how to make sustainability and market success work together.
[bookmark: _Toc213264599]2.5 Conceptual Framework and Hypothesis Development
The conceptual model in Figure 1 suggests that the four IVs (green product innovation, eco-friendly packaging, environmental advertising and CSR) influence CPIas well as BP. 
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FIGURE 1: CONCEPTUAL FRAMEWORK
Based on the literature and conceptual model, the following hypotheses are proposed:
· H1: Green product innovation positively influences CPI.
· H2: Eco-friendly packaging positively influences CPI.
· H3: Environmental advertising positively influences CPI.
· H4: Corporate social responsibility positively influences CPI.
· H5: Environmental awareness mediates the relationship between GMstrategies and CPI.
[bookmark: _Toc213264600]3. Methodology
[bookmark: _Toc213264601]3.1 Research Approach
A Quantitative research design will be adopted in this study to investigate the relationship ofGMstrategies with CPIand BPquantitative research design.The choice of a quantitative approach fits the study’s aim to measure and analyse patterns using numerical data rather than opinions or open-ended responses. The research is deductive in nature guided by the TPB and RBV. Hence, hypotheses derived from the literature will be validated by the data collected in order to support or deny existing theoretical assumptions.
[bookmark: _Toc213264602]3.2 Research Design and Sampling
The study will use cross-sectional  desisting where data will be collected at onetime. The population of the study comprises Bangladeshi consumers who often buy fast-moving consumer goods (FMCG). The convenience method of sampling this will be adopted on the basis of logistic limitations (time, accessibility). A structure online questionnaire will be spread on social media and consumers groups to gather information from around 150–200 participants. This number is deemed sufficient for basic statistical analysis with the various age, income and regional groups to provide diversity.
[bookmark: _Toc213264603]3.3 Data Collection Method
A structured questionnaire will be used to gather primary data. There will be two components to the survey: questions about demographics and statements about the primary research variables. Responses will be documented utilising a five-point Likert scale that spans from “strongly disagree” to “strongly agree.” The questionnaire will incorporate validated assessment items derived from prior research addressing green product innovation, ecofriendly packaging, environmental advertising, CSR, environmental awareness, CPI, and BP. Before the final distribution, a brief pilot test with 10 to 15 people will be done to make sure everything is clear and reliable.
[bookmark: _Toc213264604]3.4 Data Analysis Techniques
Data will be analysed using SPSS to present numerical data in the form of a percentage based on descriptive statistics and profile respondent as well as variables, and reliability tested by applying Cronbach’s alpha test for internal consistency. Variations between groups will be examined using correlation and multiple regression analysis, with mediation analyses determining the indirect role of environmental concern towards CPI.
[bookmark: _Toc213264605]3.5 Ethical Considerations
The study will adhere to the highest ethical principles. Before collecting data, ethical approval will be taken from the university. Participation will be voluntary, and all informants will get information about the study.Respondents will be anonymised and no personal identifiers will be recorded. The data is for academic purposes only. Going through these steps, the research pursues to add up credible, transparent and ethical results.
[bookmark: _Toc213264606]4. Expected Findings
[bookmark: _Toc213264607]The study is expected to find that GMstrategies such as product innovation, eco-friendly packaging, environmental advertising, and CSRhave a positive influence on CPIin the Bangladeshi FMCG sector. Environmental awareness as mediator is expected to mediate the positive relationship between these strategies and CPI. In addition, consumers with stronger CPIare likely to support brands with sustainable practices, resulting in improved BP, loyalty, and reputation.In general, the results should provide evidence that successful GM is not only a boon to the environment but is also key to long-term business success.
5. Limitations
There are a number of potential limitations of this study. Convenience sampling method might limit the generalisability of findings as participants may not be representative of the whole FMCG consumer population in Bangladesh. The study size with 150–200 subjects may reduce power for further analysis. Because measurements will be based on self-report questionnaires, there may also be a risk of social desirability bias, which is where individuals respond with the “correct” environmentally friendly answer instead of their actual beliefs and values. Time and resource limitations also may limit the incorporation of more different variables. But attempts will be made to minimise this through well-defined survey design, piloting and transparent data processing.
[bookmark: _Toc213264608]6. Timeframe
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[bookmark: _Toc213264609]7. Conclusion
This study attempts to understand how GMstrategies of Fast-Moving Consumers Goods (FMCG) industry impact CPIand BPin Bangladesh. Combining the Theory of Planned Behaviour with Resource-Based View, this study links consumer psychology to firm competitive position. The anticipated findings will contribute to determining which sustainable marketing efforts are most successful in improving environmental consciousness and brand success. Not only do these findings produce useful academic knowledge, but also offer practical implications for FMCG companies to reach the point where their profit-making is balanced with environmental concern and thereby help guide future marketing strategies and forthwith sustainable business growth.
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