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Abstract
Environmental sustainability has become an increasingly important consideration in consumer markets, encouraging organisations to incorporate environmental responsibility into their marketing strategies. However, the effectiveness of green marketing depends not simply on communicating environmental benefits, but on whether consumers perceive those communications as credible and trustworthy. This study examined the impact of green marketing practices on consumers’ willingness to purchase eco-friendly products in Pakistan, with particular attention to the role of green trust. Drawing on Signalling Theory, the research considered green marketing as a mechanism through which organisations communicate environmental commitment and consumers evaluate the credibility of those signals. A positivist, deductive and quantitative cross-sectional research design was adopted. Primary data were collected through a structured questionnaire from consumers in Pakistan and analysed using SPSS. Descriptive analysis, reliability testing, correlation and regression techniques were employed to examine the relationships among green marketing practices, green trust and purchase willingness. The findings demonstrate that green marketing practices are positively associated with both green trust and consumers’ willingness to purchase eco-friendly products. Green trust was also positively related to purchase willingness, highlighting the importance of credibility in consumers’ responses to environmental marketing. Overall, the findings suggest that consumers respond more favourably when environmental marketing is perceived as authentic and trustworthy rather than merely promotional. The study concludes that organisations should prioritise credible, transparent, consistent and verifiable green marketing practices. Environmental claims should be supported by genuine organisational practices and clear evidence. The research contributes to understanding green consumer behaviour in Pakistan and highlights green trust as an important consideration in translating environmental marketing into favourable consumer responses.
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[bookmark: _Toc241154816]Chapter One: Introduction
1.1 [bookmark: _Toc241154817]Introduction
The challenge of climate change, resource scarcity and unsustainable consumption has placed environmental sustainability at the heart of corporate scrutiny and on the agenda of business. The global scale of GHG emissions has reached a new peak of 57.1 gigatonnes of CO₂-equivalent in 2023, showing the need for production and consumption to be in line with credible environmental commitments (United Nations, 2024). Therefore, green marketing becomes more and more a way for organisations to convey the value of their products to the environment and to the organisation differentiation in the market. But green marketing is not a magic bullet that creates purchase willingness. Vague, non-substantiated, or inconsistent with organisational practices environmental claims are rejected by consumers; in fact, an assessment carried out by the European Commission (2025) marked that 53.3% of the claims assessed were vague, misleading, or not supported, and 40% were not substantiated. Green trust is thus pivotal as it can mean a credible signal or greenwashing. In this regard, this chapter provides the contextual and conceptual background, the research problem and scope, methodology, its significance and the presentation of the thesis structure.
[bookmark: _Toc241154818]1.2 Background of the Study: Context and Concepts
With increasing awareness about the issue of climate change, biodiversity loss, pollution and resource depletion, the issue of environmental sustainability has become a strategic business issue. The United Nations Environment Programme (2024) projected global GHG emissions at 57.1 gigatonnes of CO₂ equivalent, and according to World Bank (2023), global MSW will reach 3.88 billion tonnes per year by 2050, if the current production and consumption trends continue. The environmental challenges have placed governments, consumers, investors and regulatory agencies under increasing pressure to encourage organisations to embed sustainability into their value chains, as opposed to blips in their corporate social responsibility programmes. For all these reasons, environmental performance is becoming a critical competitive asset, organisational credential and business resilience (Porter and Kramer, 2019).
In response to the developments, organisations have been expanding the eco-friendly product offerings in the segments of food and beverages, fashion, cosmetics, electronics, household goods as well as sustainable packaging. However, this does not always mean that it makes people more aware of the environment and more inclined to environmental friendly purchasing habits. Many people purchase products based on environmental benefits as well as product quality, price, convenience and accessibility, which leads to the widely known green attitude – behaviour gap where positive attitudes towards the environment do not necessarily translate into positive attitudes towards buying products with environmental benefits (Joshi and Rahman, 2015). This indicates that the only thing which does not explain sustainable consumption is environmental concern.
Green marketing practices are coordinated efforts in the organisation that have an environmental component, which include environmentally responsible product design, green pricing, distribution of sustainable products, eco-friendly packaging, eco-labelling and environmentally responsible communication for promotion. While others consider green marketing as a holistic view of the orientation of an organization, the view of García-Salirrosas and Rondon-Eusebio (2022) suggests that green marketing is a multi-dimensional concept. But the credibility of promotion does not necessarily follow if it is not aligned with product quality, sourcing or operational sustainability. 
Therefore, consumer purchase intention for eco-friendly products is not only a measure of environmental awareness but also a measure of consumer's confidence in the honest, reliable and competent environmental performance of the firm, namely, green trust ( Chen & Chang, 2012). Green trust mitigates the information asymmetry and perceived risk faced by consumers, which leads to an increase in purchase willingness on the part of consumers. Therefore, the author suggests in this research that green marketing practices indirectly affect consumer's willingness to buy green products through the mediation of green trust and that perceived greenwashing can have a negative impact on the relationship between green marketing practices and green trust.
[bookmark: _Toc241154819]1.3 Problem Statement 
In response to the rising demand for sustainable products and the environmental legislation that has been tightened, organisations all over global markets have made a significant investment in ecofriendly product innovation, sustainable packaging, environmental certification, responsible sourcing and green promotion campaigns. Sustainability is a key priority in business and the global market for green technology and sustainability is estimated at USD 25.5 billion in 2023 and is expected to grow at more than 22% CAGR till 2030 (Grand View Research, 2024). However, companies often do not meet the desired purchase willingness of consumers due to these investments. The consumers remain skeptical due to higher product prices, uncertainty in terms of quality and performance, and less availability of the market, as well as confusing eco-labels and growing concerns about greenwashing. European Commission (2025) found that 53.3% of the environmental claims studied were ambiguous, misleading or unsupported, a significant credibility risk for companies. Hence, the challenge is not to just have an organisation practice green marketing but to make the green initiatives into credible value that consumers can rely on that affects their purchase behavior.
Academically, the previous research mostly concluded that the relationship between green marketing and consumers' purchase intention is positive, and the relationship strength and consistency varies significantly between countries, product categories, consumer characteristics, research design, and the measurement methods (Testa et al., 2021; García-Salirrosas and Rondon-Eusebio, 2022). Additionally, some researchers consider green marketing a one composite organisation while others measure each of its four components (green product, green pricing, green promotion and green distribution) individually. The inconsistencies in conceptualisations make it difficult to compare studies and lead to conflicting empirical findings on the effectiveness of green marketing strategies.
Another constraint is that previous studies mainly focused on the direct effect of green marketing only on purchase intention and have not fully explained the psychological mechanism by which green marketing has an impact on purchase intention. Green perceived value, green attitude, green brand image and perceived risk were studied, while green trust is of special importance since many environmental claims and production process are not something that consumers can verify on their own (Chen and Chang, 2012). However, knowledge about its mediating role is still very scattered in geographical and product specific settings.
There is therefore a large gap in concepts, theories, empirical findings, contexts and methodology. The current study found that the literature lacks a consistent definition of the term Green marketing, limited literature review was found that Signalling Theory is incorporated in Green trust but the evidence found is conflicting, literature review showed that there are only limited observations on the study of green marketing in Pakistan, and the literature review revealed that most of the literature in the existing literature is cross-sectional and direct effect models. Hence, this study fills the gaps by analyzing direct effect of green marketing practices on consumers' green product purchase intention as well as indirect effect via green trust of consumers in Pakistan.
[bookmark: _Toc241154820]1.4 Scope: Aim, Objectives and Research Questions
[bookmark: _Toc241154821]1.4.1 Scope of the Study
The study explores the role of green trust in the green marketing practices and their relationship with consumers' intentions to purchase green products in Pakistan. This research is focused on Pakistani consumers (18 years and above) who are aware of, considered or purchased an environmental friendly consumer product. The study focuses on business-to-consumer (B2C) products like sustainable food and beverages, fashion and apparel products, cosmetics and personal care products, household goods, recyclable packaging and energy-efficient goods. The independent variable is green marketing practices, the dependent variable is the consumers' willingness to purchase eco-friendly products and the mediating variable is green trust. Purchase willingness is measured and not purchase behaviour because purchase behaviour is an appropriate measure of consumers' decision-making process. Data will be gathered on a single occasion, which is called a cross-sectional approach, that gives a snapshot view of consumer perceptions. The research is not concerned with the financial performance of the company, employees' environmental behaviour, B2B purchasing, actual sales performance, long term behaviour changes or scientific assessment of the environmental life-cycle of the company but remains focused on the response of consumers to the environmental marketing activities of the company.
[bookmark: _Toc241154822]1.4.2 Research Aim
To examine the influence of green marketing practices on consumers' willingness to purchase eco-friendly products in Pakistan and determine whether green trust mediates this relationship.
[bookmark: _Toc241154823]1.4.3 Research Objectives
The study seeks to achieve the following objectives:
1. To examine the influence of green marketing practices on consumers’ green trust and willingness to purchase eco-friendly products in Pakistan.
2. To assess the influence of green trust on consumers’ willingness to purchase eco-friendly products and determine its mediating role in the relationship between green marketing practices and purchase willingness.
3. To develop evidence-based recommendations for organisations to strengthen green trust and enhance consumers’ willingness to purchase eco-friendly products through credible green marketing practices.
[bookmark: _Toc241154824]1.4.4 Research Question
1. How do green marketing practices influence consumers’ willingness to purchase eco-friendly products in Pakistan, both directly and indirectly through the mediating role of green trust?
[bookmark: _Toc241154825]1.5 Outline of the Methodology 
The research type of this study is positivist because the phenomenon studied aims to examine the relationship between the green marketing practices, green trust, and willingness to buy in eco-friendly products by using measurable data and statistical analysis without using words. To support this philosophical stance, the research takes a deductive route, first developing hypotheses based on Signalling Theory and existing empirical research, and then testing these hypotheses through quantitative evidence (Saunders et al., 2023). This study uses a mono-method quantitative approach with an explanatory research design of cross-sectional type because it makes it easier to study direct and indirect relationships between variables in the study. The primary data would be gathered from the Pakistani consumers with the help of a structured online questionnaire by purposive sampling and convenience sampling with the minimum sample size recommended for quantitative business research is 120-150 responses.
 The responses will be assessed using 5-point Likert scale and the data will be analyzed using IBM SPSS Statistics. Descriptive statistics, Cronbach's alpha, Pearson correlation, multiple regression and mediation analysis will be used in the analysis to determine the level of strength and significance of the proposed relationships. The ethical principles (informed consent, voluntary participation, anonymity, confidentiality and secure data storage) will be observed throughout the study. While a cross-sectional design may be suitable to test relationships that have been theoretically derived, data gathered at one point in time indicate statistical associations and not a cause-effect relationship or changes in behavior over time (Hair et al., 2022; Saunders et al., 2023).
[bookmark: _Toc241154826]1.6 Significance of the Study
This study makes important academic, contextual, managerial and policy contributions to the green marketing literature. Academically, it combines the concept of green marketing practices, the concept of green trust and consumers' willingness to buy eco-friendly products in a conceptual framework, thus taking the research beyond direct-effect relationships by conceptualizing the role of green trust as a mediating variable. The study, based on Signalling Theory, seeks to understand what role credible environmental marketing can play in the consumer decision making process, and not just whether or not an association exists. It also clarifies some inconsistent findings in the previous studies by separating purchase willingness and real purchase behavior responses, and provides evidence from an emerging economy where green consumer research literature is very scarce (Connelly et al. 2011; Chen and Chang 2012).
Contextually, Pakistan is an important research area, as there are differences in purchasing power, lack of green products, and relatively underdeveloped eco-labelling practices which may affect consumers' responses in different ways as compared to developed countries (Khan et al., 2022). From a managerial perspective, the results will help organizations create effective green marketing strategies, optimize product and packaging choices, create effective environmental communication and build greater green trust to eliminate consumer scepticism. Lastly, the study can assist policy makers to develop the standards of environmental advertising, increase the verification of eco-labels, increase consumer awareness and decrease deceptive environmental claims. 
[bookmark: _Toc241154827]1.7 Thesis Structure
The dissertation contains six interrelated chapters for a logical flow from the problem identification to evidence-based conclusions. Chapter One introduces the study; this involves the background of the study, problem statement, scope, aim, objectives, research questions, methodological overview and significance of the study. Chapter Two critically examines the literature on green marketing practices, green trust and consumers' willingness to buy an eco-friendly product; evaluates the theoretical perspectives on the subject; outlines the research gap, constructs the conceptual framework and presents the research hypotheses. Justification of the research methodology is provided with explanation of the research philosophy, approach, design, sampling strategy, development of the questionnaire, measurement of the variables, data analysis techniques, reliability, validity and ethical considerations in Chapter Three. The empirical results of the study are presented and analysed in Chapter Four, in which descriptive statistics, reliability analysis, correlation analysis, regression analysis and mediation analysis are used to test the hypotheses. The results of the study are discussed critically in chapter Five by interpreting the results in the context of Signalling Theory and previous empirical studies, thereby providing insights into the theoretical and practical implications of the study. Lastly, the dissertation concludes in a coherent and evidence-based fashion in Chapter Six, summarising the main findings, answering the research questions, highlighting the academic implications of the findings, identifying the limitations of the study and recommending future research.


[bookmark: _Toc241154828]CHAPTER TWO: LITERATURE REVIEW
[bookmark: _Toc241154829]2.1 Introduction
Chapter Two summarizes and critically analyzes the theoretical and empirical research on green marketing practices, green trust and consumers' willingness to buy green products. The review does not presume that environmental marketing can automatically trigger positive purchase responses; it rather investigates the possibility of using environmental marketing as a credible signal that is able to mitigate information asymmetry and increase trust. This is a matter of concern as the European Commission reported that 53.3% of the environmental claims they checked were ambiguous, misleading or unscientific, and 40% of claims had no supporting evidence, and this highlights the credibility problem in green communication (Alaudhli, 2024). The chapter employs a mix of Signalling Theory and previous green trust studies to test the three constructs, critically compare the two-by-two relationships, formulate H1–H3, highlight the theoretical, empirical and contextual gaps, and then provide the rationale for the hypothesized role of green trust in the relationship between the three constructs before concluding the chapter.
[bookmark: _Toc241154830]2.2 Theoretical Background: Signalling Theory
In the context of the information asymmetry, the main theoretical framework for understanding the effect of green marketing practices on consumers' reactions is the Signalling Theory. Consumers have far less knowledge about the environment in which these organizations source, manufacture products, measure carbon footprint, and validate sustainability claims than do organisations (Balaskas et al., 2025). This means that consumers rely on measurable cues that are provided by advertising in the environment, eco-labelling, sustainability information and packaging to make inferences about environmental attributes that are hard or impossible to measure. This logic is now supported by recent experimental evidence that shows that the greater the perceived credibility of the signal, the more effective the environmental information is in affecting purchase intention, even when the information is present (but not convincing) – the results were obtained with two samples of 211 and 183 consumers, respectively (Kleinhückelkotten et al., 2025).
But there is a critical difference between signal visibility and signal credibility that Signalling Theory needs. Where information is asymmetric, eco-labels can help, but if they are poorly regulated and/or unsupported, they can lead to information ambiguity. A rigorous eco-labelling and consumer confidence can help to curb greenwashing but deceptive advertising can lead to exaggerated perceptions of environmental quality (Bonroy and Constantatos, 2024). Likewise, packaging can give a tangible environmental signal but packaging design is not the only thing that can establish green trust; in fact, the evidence indicates that simpler sustainable packaging can create a stronger green trust, by minimizing perceptions of manipulative intent, Taufique et al., 2024). So, the more consistent and verifiable the environmental message from a series of organisational practices, the more persuasive the environmental signal.
The principal weakness in the signalling process is highlighted in the concept of ‘greenwashing'. Promotional claims that are greater than actual environmental performance can result in environmental communication becoming a false or "noisy" signal. Using a nationally representative sample of 2000 participants, a 2024 pre-registered experiment showed that the more consumers were aware of greenwashing, the less they trusted brands and were willing to buy products advertised as greenwashing (Lee et al., 2024). Further evidence, from a sample of 440 electric-car customers, also suggests that green marketing has a positive effect on consumer trust while greenwashing has a negative effect on consumer trust (SiSi et al., 2025). The results contradict the notion that the more green the communication, the greater the consumer reaction.
However, the green purchasing cannot be fully explained by Signalling Theory. While it provides a good understanding of information asymmetry and credibility evaluation, it has relatively limited focus on price sensitivity, social norms, environmental values, and accessibility and habitual consumption. For instance, the study by Machado et al. (2024) with 509 consumers suggested that a person's decision to buy a package was not only influenced by the message conveyed by sustainable packaging but also by their environmental concerns, willingness to pay, trust, and behavioural factors. Nonetheless, Signalling Theory is still applicable to the present study for the purposes of the green marketing practices as signals, green trust as an assessment of the credibility of the signals and purchase willingness as the behavioural response. 
[bookmark: _Toc241154831]2.3 Variable A: Green Marketing Practices
Green marketing has grown from a relatively small focus on advertising to environmental concerns into a more comprehensive approach that incorporates sustainability in the product design, message, packaging, pricing and distribution. Thus, Green marketing practices can be defined as the activities of the organisation that can be done to create and communicate the value of the environment (Chea, 2024). The narrow promotional conceptualisation is not desirable because advertising can promote environmental responsibility without an increase in organisation performance. This separation is also supported by recent studies, and Leng's (2025) study, for example, revealed that even environmentally conscious consumers might feel that their product would be more sustainable just in case the packaging was green. This shows that perception of environmental improvement does not necessarily result from the substantial changes.
In this study, green marketing will thus involve environmentally beneficial products, honest information about the environment, responsible packaging, responsible advertising and true organizational commitment (Cocks et al., 2026). These dimensions need to be consistent: If there is no source, then promotion is not green marketing, it's greenwashing. In fact, it is systemically defined as over-ambitious and/or misleading environmental marketing that can lead to loss of consumer confidence (Santos et al., 2025). Therefore, the concept of green marketing comes to life in this study as the consumers' awareness about how far a company really and consistently advances environmental responsibility in its marketing efforts, and not just through environmental imagery.
Table 2.1: Critical Conceptualisation of Green Marketing Practices
	Dimension
	Consumer signal
	Critical issue

	Green product
	Reduced environmental harm
	Environmental benefit must coexist with functional performance

	Truthful information
	Transparency
	Unsupported claims create scepticism

	Sustainable packaging
	Visible environmental responsibility
	Appearance may imitate genuine sustainability

	Green promotion
	Communicates environmental benefits
	Excessive claims may constitute greenwashing

	Environmental commitment
	Organisational authenticity
	Claims require consistency with actual practices



[bookmark: _Toc241154832]2.4 Variable B: Green Trust
Green trust is more specific than traditional brand trust as it relates to consumers' trust in the environmental credibility, reliability, honesty, competence and in the delivery of sustainability promises of an organization. It derives from the information asymmetry, meaning that consumers often lack the information to be able to take their own decisions about sustainable sourcing, emissions reduction or production processes etc. Trust is therefore a tool for coping with the perceived uncertainty in the environment. Further evidence showed that green trust is a powerful link between environmental knowledge and concern and green purchasing, which is behaviourally relevant, as seen in 383 consumers (Garg and Sharma, 2025).
Most importantly, however, green trust does not necessarily stem from an organisation's self-claimed environmental efforts. Greenwashing provides conflicting facts that can diminish trust. The results suggest that when environmental communication is misleading and it is perceived as greenwashing, it is detrimental to consumer trust and in the purchase intention, as evidenced by 250 consumers (Rodríguez-Sánchez et al., 2025). On the other hand, the social media literature indicates that green trust can enhance the link between the useful environmental information and resulting purchase intentions ( Wu and Long, 2024). This dissertation therefore operationalises green trust as consumers' trust that the company's environmental claims, products and commitments are credible, honest, reliable and will deliver on their environmental promises.
[bookmark: _Toc241154833]2.5 Variable C: Consumers’ Willingness to Purchase Eco-Friendly Products
Consumers willingness to buy eco-friendly products is their awareness, willingness and preference to choose eco-friendly alternatives. The construct is often defined as green purchase intention, but may represent future purchase intentions, willingness to consider green alternatives, preference over conventional products, willingness to pay a premium and recommendation intentions (Hilton, 2025). It is important because it is an indication of the immediate response of the consumer before going ahead with a purchase, but using willingness as a predictor of behaviour would overestimate the demarcation that intention measures can set up. The evidence from Pakistan confirms this complexity as a study of 306 consumers of energy-saving products revealed that green trust (206) and perceived quality (207) and perceived risk (208) significantly predicted green purchase intention, and environmental awareness modified the nature of these relationships (Wasaya et al., 2021).
An important factor is the difference between intention and behaviour, as there is a possibility that environmentally friendly attitudes can coexist with a typical buying behavior. People may intend to buy something and then not be able to get it, not pay more for it or think it's not as well-functioning or enough information and convenience. In line with this, other evidence from Pakistan shows that there are multiple evaluations, besides environmental concern, that lead to willingness to buy green products, as consumers' awareness, perceived value, trust, and environmental responsibility are all important factors in understanding green purchase intentions (Shoaib and Develi, 2023). In line with this, this dissertation takes purchase willingness to be synonymous with consumers' intention, preference, future likelihood, willingness to pay and readiness to recommend eco-friendly products, clearly acknowledging that these measures are proxies for a consumers' propensity to purchase, and not purchases themselves.
Table 2.2: Critical Operationalisation of Purchase Willingness
	Dimension
	Meaning
	Critical consideration

	Purchase intention
	Readiness to choose green products
	Does not prove actual purchase

	Willingness to pay
	Acceptance of a green premium
	Constrained by affordability

	Future likelihood
	Expected future purchase
	Situational conditions may change

	Green preference
	Preference over conventional alternatives
	Quality and convenience remain relevant

	Recommendation
	Willingness to advocate green products
	May exceed personal purchasing behaviour



[bookmark: _Toc241154834]2.6 Relationship between Green Marketing Practices and Green Trust (A–B)
It can be inferred from Signalling Theory that this relationship between green marketing practices and green trust is well explained. Consumers tend to rely on marketing cues that are observable and can be used to infer authenticity from the organisation, e.g., eco-friendly packaging, environmental information, advertising and sustainability commitment demonstrated. As environmental characteristics are not always apparent, these cues are observed to infer that the organisation is authentic. When these signs are specific, consistent and credible, they should be used to build up trust in green marketing. This is a larger logic which is supported by Pakistani evidence (Jog and Singhal, 2020). Akhtar et al (2022), conducted survey data analysis and structural equation modelling to investigate the green product attributes, consumer trust and green marketing, yielding that the contribution of green attributes and marketing strategies to sustainable consumer response was jointly effective.
However, it's important to note the proof does not show that every green marketing creates trust. That the green marketing-related knowledge and attitudes were significantly correlated with the green image and trust and purchase intention was confirmed by a study that surveyed 300 respondents in Pakistan that revealed significant relationships between the dependent variables and the green marketing-related knowledge and attitudes used for credibility building (Suki et al., 2022). But these results are specific to the country as consumers have varying degrees of environmental knowledge, eco-label familiarity and sustainability claim evaluation skills. Furthermore, research conceptualizes green marketing in several ways, some of which are related to the knowledge and attitudes of the consumers and others related to their perceptions of the organizational practices as is the case of the present study. 
More importantly, greenwashing turns upside down the expected signalling process. Advertising that sends a louder message of environmental performance than the organisation is making, could lead to heightened consumer scepticism (Kowalik et al., 2024). Hence, the research findings clearly point to greenwashing as one of the significant issue in building consumers' confidence in green marketing (Hazarika, Khandai & Kohli, 2025). So the level of promotion is not the theoretical motivator for trust, but perceived authenticity is. The link is thus to be interpreted as being conditional, not automatic. Credibility can be lost by using information that is not supported or is unclear or by providing misleading information, while providing truthful information, sustainable packaging and continuous environmental commitment can help reduce information asymmetry (Ktisti et al., 2022). This is particularly significant for the current study since it considers both communication and environmental commitment as part of its definition of green marketing. The theoretical and empirical proof then provides the basis for testing the hypothesis that integrated green marketing practices are perceived as reliable environmental cues that can reinforce green trust among Pakistani consumers (Margariti et al., 2024).
H1: Green marketing practices have a significant positive influence on consumers’ green trust.
[bookmark: _Toc241154835]2.7 Relationship between Green Marketing Practices and Consumers’ Willingness to Purchase Eco-Friendly Products (A–C
So far, the implementation of green marketing practices can directly affect purchase willingness by raising environmental awareness, highlighting the benefits of products and offering a distinction of green alternatives and traditional products (Nagy-Kercsó et al., 2026). Signalling Theory states that what is visible in the environment decrease information uncertainty and that by providing cues to assess the environment, it provides information to the consumer. The relationship is not necessarily beneficial however, since the effectiveness of green marketing is contingent on how consumers will perceive the signal and if other economic or functional signals are of better value than environmental signals (Napitupulu et al., 2026).
Evidence from Pakistan shows that there is a positive relationship in general. Shoaib and Develi (2023) revealed that there were positive correlations between perceived trust, green awareness and consumers' green purchase intention and a negative correlation between perceived green risk and consumers' green purchase intention. A similar study conducted among 150 respondents in Pakistan indicated significant relationships between green perceived value, perceived risk and trust and purchase intention (Rizwan et al., 2013). A more recent study in Pakistan with 300 consumers revealed that intentions to buy green products had not only direct positive impacts of green marketing, but also indirect effects via consumer attitudes (Ghaffar and Batool, 2025). Taken together, the findings suggest an association; however, they also suggest that this association could be mediated by pathways other than exposure to green marketing.
This is an important distinction. Raising awareness through Green marketing does not necessarily result in a sufficient value for the consumers. A consumer may know and perceive an environmental message, but refuse to buy a particular product as a result of high price, low availability or perceived performance disadvantages (Saleh and Huang, 2025). However, aggressive environmental marketing may create a counterproductive effect if consumers see greenwashing. Therefore, the discrepancies between studies could be due to the different nature of the products, income, awareness of the environment, scales of measurement, market conditions and other factors, rather than to a real theoretical contradiction.
The current research's justification can also be better explained from the existing Pakistani evidence as the gap is not just that of a lack of Pakistani green marketing research. Instead, previous studies provide various antecedents and mediators including perceived value, risk, attitudes and Green Marketing itself (Shojaei et al., 2024). The study thus examines if the consumer's perception of green marketing practices having integrated and credible nature directly enhances the willingness to buy green products.
H2: Green marketing practices have a significant positive influence on consumers’ willingness to purchase eco-friendly products.
[bookmark: _Toc241154836]2.8 Relationship between Green Trust and Consumers’ Willingness to Purchase Eco-Friendly Products
The green trust concept is theoretically relevant to the consumers' willingness to pay for eco-friendly products because there is often information asymmetry when it comes to environmental attributes. It's hard for consumers to easily tell if products are really made sustainably sourced, or using lower emissions or real environmental practices. Therefore, trust works as a risk mitigating strategy and enables consumers to make purchase decisions when they have limited information. The results of Chen and Chang (2012) indicated that green trust has a positive relationship with green purchase intention, which in turn has a positive relationship between green perceived value and perceived risk; that is, green trust can translate positive environmental perceptions into enhanced purchasing intentions.
This relationship is generally affirmed by subsequent evidence, and is context-specific. A systematic review of 52 empirical studies, from 23 countries, recently revealed that green trust was a constant mediator in the relationship between green marketing practices and green purchase intention, but all the 52 empirical studies were cross-sectional in design, which precludes causal inference (Uddin et al., 2026). A recent study in the personal care sector also confirmed green trust as one of the most powerful drivers of the intention to purchase, and that psychological conditions such as willingness to pay also play a role (Sobgo et al., 2025).
It is important to note, therefore, that trust isn't enough to buy. This is illustrated by the research in Pakistan. Sherwani et al. (2021) identified that knowledge about the environment, environmental concern and perceived price and quality of the product significantly influenced green-product attitudes and preferences for green-purchasing. Moreover, continuing barriers to green purchase identified by research on green consumers in Pakistan include limited availability, awareness and greenwashing (Nekmahmud et al., 2024). However, a consumer can believe in the environmental claims of a product even though he or she is unable to afford the price, the product is not available, or the functional performance is not considered to be satisfactory.
Thus, the literature is supportive of a necessary but not sufficient interpretation of the concept of green trust. Trust can alleviate uncertainty and boost trust in environmental promises, but purchase willingness is also tied to the wider economic, functional and situational constraints (Sio et al., 2022). Therefore, this relationship in Pakistani consumers is worth testing and should not be taken for granted that the results of other product categories and markets are transferable.
H3: Green trust has a significant positive influence on consumers’ willingness to purchase eco-friendly products.
[bookmark: _Toc241154837]2.9 Literature Gap
Based on critical review of the literature, the identified gap is not just the lack of studies focusing on green consumption, but also the fragmentation of concepts, the lack of conceptual explanation, inconsistent empirical results, context and methodological focus.
Conceptually, there is still a gap between the various operationalisations of green marketing. Some studies focus on single instruments, e.g. green advertising, eco-labelling or packaging, while others focus on an integrated green marketing mix approach. This is important as it is not always the same consumers who respond to different practices in the same way (Sudirja et al., 2023). The 2026 systematic review revealed that the relationships between all three concepts (green advertising, labelling and integrated green marketing) and customer purchase intentions were generally positive, whereas the relationships between green packaging and customer purchase intentions were mixed. It is thus important to distinguish the different activities and not treat them as synonyms because this approach can mask what consumers consider to be credible aspects.
Second, there is a theoretical gap relating the mechanism through which organisational environmental activity leads to consumer response. According to the Signalling Theory, environmental marketing is a way to convey product attributes which are hard to observe and are important for consumers to understand (Thao, 2025). But without the interpretation by consumers as reliable signals, purchasing can't be understood.  Thirdly, there is still an empirical gap in the face of significant evidence of positive relationships. Uddin et al. (2026) conducted a systematic review and found 1283 publications and only 52 empirical studies met their criteria for thematic synthesis. Of the 52 studies, only 14 studies explicitly tested mediation and seven of those studied green trust as a mediator. Consequently, the amount of literature in general green marketing research is significantly larger than the number of literature in the explicitly tested level of explaining mechanisms (Yıldız, 2026). Fourth, the Pakistani context is not an evidence vacuum, but a gap for refinement. In the current study, the research has looked at existing studies done in Pakistan on the green product attributes, trust and green marketing.
Akhtar et al. (2022), for instance, analyzed the relationship between green product attributes and consumer trust, with the mediation of green marketing. Furthermore, environmental knowledge, price, quality and attitudes influence Green purchase intention as evidenced in other Pakistan studies (Sherwani et al., 2021). It will be wrong to say that the green purchasing is not researched in Pakistan. The second gap is that the specific integrated configuration proposed here, where consumer-perceived green marketing practices acts as the predictor, green trust as a mediator and purchase willingness as an outcome needs to be examined directly.
[bookmark: _Toc241154838]2.10 Conclusion
This chapter has critically explored the green marketing practices, green trust and consumers' willingness to buy green products. Signalling Theory proves that green marketing can help to mitigate information asymmetry, but the effect is influenced by the credibility and consistency of environmental signals. A positive relationship between green marketing and green trust and green purchase willingness is generally accepted in the literature, and differences based on consumer groups, markets and product categories are noted. Important, the trust in the Greenwashing and the willingness to purchase do not necessarily lead to the corresponding behavior. The theoretical, empirical, contextual and methodological gaps are justifiable and support the hypotheses of H1 - H3 and the role of green trust as a mediator. The methodology for testing these relations is presented in Chapter Three.


[bookmark: _Toc241154839]Chapter Three: Methodology
[bookmark: _Toc241154840]3.1 Chapter Overview 
It is the aim of this chapter to set a methodology and critically justify it to analyze the relationship between green marketing practices and green trust with consumers' willingness to buy eco-friendly products in Pakistan directly and indirectly. Based on the conceptual framework outlined in Chapter Two, green marketing practices are the independent variable, green trust is the mediating variable and consumers' willingness to buy eco-friendly products is the dependent variable. The research design used is designed as an internally aligned positivist, deductive and mono-method quantitative research design, with the method used in the research is cross sectional survey. This configuration is appropriate because the researchers' research aims to examine theoretically formulated relationships and the mediated relationship formulated by Signalling Theory, which are indicated by measurable consumer perceptions, rather than to build theory based on unstructured accounts.
[bookmark: _Toc241154841]3.2 Research Onion
Saunders, Lewis and Thornhill's (2019) Research Onion offers a systematic approach to connecting the philosophical premise of the research with the empirical methods used. This research does not consider each layer as a separate methodological choice, but sees them as part of a sequence. The positivist philosophy is used as a basis as the relationship between the green marketing behaviors, green trust, and willingness to purchase is operationalized, and the relationships are statistically analyzed. Because relationships drawn from Signalling Theory and from previous empirical studies are tested and not developed inductively, a deductive approach is followed. The survey strategy allows the survey to be standardised in order to collect standardised consumer perceptions, while a mono-method quantitative design allows for comparisons and statistical estimation of the proposed relationships. Although the cross-sectional time horizon can be useful when measuring these constructs within the set time frame of the dissertation's data collection period, this can limit the ability to make strong causal inferences (Saunders et al., 2019).
The closest layer is an online questionnaire, which provides data in the form of numbers and statistics that can be analyzed on IBM SPSS Statistics. Descriptive statistics, reliability testing, correlation, regression and mediation analysis give complementary evidence about construct measurement and hypothesised relationships. Thus, methodological coherence is achieved because the same explanation is supported, in that the empirical question of whether green marketing practices relate to willingness to purchase is followed by the question of whether green trust explains this relationship.
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Figure 3.1: Research Onion Applied to the Present Study
Source: Adapted from Saunders, Lewis and Thornhill (2019).

[bookmark: _Toc241154842]3.3 Research Philosophy
The study uses a positivist approach since it proposes to test theoretically defined relationships between measurable constructs instead of the meaning that individuals may have attributed to them. Positivism will support quantitative explanatory research as it places emphasis on systematic observation and structured measurement, and on empirical hypothesis testing (Saunders et al., 2019). Thus, the variables of green marketing practices, green trust and green purchase willingness are assumed to be latent and can be operationalized by several questionnaire items and statistically analyzed.
This does not mean that consumer perceptions are a real physical phenomenon; it does not mean that the perception of the consumer exists in reality. Trust and purchase willingness are subjective psychological assessments, but the positivist approach involves assessing them in a systematic way across respondents to determine meaningful patterns and relationships between these assessments. This separation is an additional methodological argument since it will not lead to a too determinist interpretation of consumer behaviour. An interpretivist approach may offer more in-depth understanding of the meaning that individual consumers give to environmental claims, greenwashing and organisational authenticity as it emphasizes socially constructed meaning and context (Bell, Bryman and Harley, 2022). However, it would not be as relevant to the present study which required estimating the direction and statistical significance of predetermined relationships. Therefore, positivism is chosen, but this does not mean that other philosophies do not have value, it is just that positivism is more aligned with the quantitative measurement, hypothesis testing and proposed mediation analysis in the study.
[bookmark: _Toc241154843]3.4 Research Approach
Deductive research approach is used because the study starts from a theoretical argument and progresses towards the empirical testing. Generally, deduction starts with pre-existing theory, proposes new propositions or hypotheses and then tests the propositions or hypotheses, based on observable evidence (Saunders et al., 2019). Signalling theory is used as the key explanatory logic as many environmental attributes of products are not verifiable by consumers themselves. Green marketing practices are, therefore, manifested environmental signals and green trust refers to consumers' evaluation of the credibility of these signals (Connelly et al., 2011). This argument generates three straight-forward hypotheses:
H1: Consumers' green trust positively influences their attitude towards green marketing practices.
H2: Green marketing practices positively affect consumers to purchase products that are deemed as green products.
The results indicate that there is a significant positive influence of green trust on consumers' willingness to buy an eco-friendly product, H3: Green trust positively affects consumers' willingness to buy green products.
It is not a new fourth direct hypothesis that will be examined here, but instead the mediating effect of green trust will be explored as the indirect pathway identified by the research question and Objective 2. For building new theoretical understandings from interviews and/or observations, an inductive method would be more appropriate. But since this dissertation involves a judgment of an a priori conceptual model, the deduction has more theory-method consistency.
[bookmark: _Toc241154844]3.5 Research Strategy
A survey methodology is used because the study needs standardised evidence from the consumers of Pakistan for the test of the relationships between green marketing practices, green trust, and purchase willingness. Surveys are especially suitable when theoretical constructs are operationalised in a consistent manner throughout a relatively large sample of respondents to make comparisons and test for relationships possible (Creswell and Creswell, 2018). The consumers who are 18 years old or older residing in Pakistan who understand, considered and purchased eco friendly products will be considered eligible to participate in the program. Purposive screening will be used to determine eligibility and convenience sampling will be used to ensure feasible recruitment of participants. There will be around 120-150 valid responses targeted. The sample adequacy for regression and mediation should not be mistaken for representativeness as the non-probability recruitment can introduce selection and coverage bias as respondents who are accessible and environmentally interested may be over-represented (Etikan, Musa and Alkassim, 2016). Therefore, results will be used to infer what was happening only with the sampled consumers and not to make any statistical generalizations across the entire population of consumers in Pakistan.
[bookmark: _Toc241154845]3.6 Research Method Choice
The study adopts mono-method quantitative design as the main aim of this study is to test theoretically specified relationships rather than to develop an interpretive theory of green consumption. The green marketing practices and green trust and purchase willingness will be operationalised using multi-item scales on a 5-point Likert scale from 1 = Strongly Disagree to 5 = Strongly Agree. This standardisation allows for numerical comparison between participants and for the reliability assessment, correlation, regression and mediation analysis. One of the areas where quantitative measurement is most suitable is to analyze the extent to which theoretically proposed relationships are confirmed empirically (Creswell and Creswell, 2018). However, no simple rules can fully account for consumers' perceptions of the credibility or misleading nature of specific environmental claims. The context specific meaning might be captured in qualitative interviews, and the mixed methods could provide context in addition to statistical testing. Yet, the present research is aimed at hypothesis tests and mediation estimation, resulting in a stronger methodological alignment with the mono-method quantitative choice without superiority over other approaches.
[bookmark: _Toc241154846]3.7 Research Time Horizon
A cross-sectional time horizon is used, as data on green marketing perceptions, green trust and green purchase willingness will be obtained during a specific time frame of data collection. When a researcher wants to study the relationships among the variables at one specific time period, the research design used is a cross-sectional design, and cross sectional research can be done in a dissertation study, in which the number of variables is limited and the time period is short (Setia, 2016). It will then facilitate the study to assess if observed relationships are statistically consistent with the conceptual model. Predictor, mediator, and outcome, however, are measured at the same time, which poses an inferential problem: there is not a convincing demonstration of temporal precedence. Therefore, a significant correlation between green trust and purchase willingness does not imply that the greater the trust, the more willing to make the purchase. Similarly, if a mediation is reported as statistically significant, it should be understood as an indirect association in the direction of the proposed theoretical mechanism and not as causal mediation. 
[bookmark: _Toc241154847]3.8 Research Techniques and Procedures
Research techniques and procedures represent a process of making the conceptual model of the study into an empirical test procedure. A structured online questionnaire will be used to get standardised numerical responses about the green marketing practices, green trust and consumers' willingness to buy green products. This method allows for the internalization of theoretically defined latent constructs using more than one indicator instead of using only one question, which is a way to enhance measurement consistency. Standardisation can also lead to potential response and common method biases if predictors, mediators and outcome measures are measured by the same methods from the same respondents. Procedural safeguards such as clear wording, anonymity, logically separated sections of a questionnaire and neutral instructions will therefore be included if possible, where consistent with the approved questionnaire.
The analytical process will be carried out systematically starting from data screening to descriptive analysis, reliability testing, correlation analysis, regression analysis and mediation analysis. Importantly, these techniques have different purposes: descriptive statistics describe the sample, reliability tests the consistency of the scores, regression tests the three relations specified, and mediation tests whether there is an indirect connection between the relation of green marketing and willingness to purchase through the path of green trust. This sequencing enhances methodological traceability within the conceptual framework, between research goals and empirical analysis.
[bookmark: _Toc241154848]3.8.1 Data Collection Methods and Tools
The primary data will be gathered by means of a structured online questionnaire, and will focus on consumers aged 18 years or older who understand and consider or purchase eco-friendly products in Pakistan. Eco-friendly products will be explained with easy-to-understand examples, such as products that are good for the environment, such as food, cosmetics, clothing, household products, energy efficient products and reusable/recyclable products. The eligibility screening will, therefore, exclude responses from participants for whom the constructs of the study have little practical meaning. A purposive and convenience sampling will be used. Purposive screening is used to ensure that those who respond are eligible to participate in the study and convenience recruitment allows for practical access of the respondents. This strategy is possible but can miss a representative sample of consumers from Pakistan as the online world can over-represent digitally connected, educated, or environmentally interested consumers. Hence, the final characteristics of the sample will be openly communicated and conclusions drawn within limits. The questionnaire will be made up of 5 sections: participant information/consent and screening, demographics, green marketing practices, green trust and purchase willingness. 
Supervisor-approved items from existing green marketing literature, such as Chen (2010) and Chen and Chang (2012) will be used to measure the constructs of the principal. Responses will be measured on a five point likert scale and multiple items that tap similar constructs will be combined into construct-level scores with acceptable reliability. Boone and Boone (2012) stressed the need to differentiate between individual Likert-type items and multi-item Likert scales. Pilot testing will be conducted, if allowed by the approved protocol, to determine clarity, ambiguity, and survey flow and technical functionality prior to the main data collection. Pilot testing also enhances usability of the questionnaire, but does not provide construct validity on its own.
[bookmark: _Toc241154849]3.8.2 Data Analysis Methods and Tools
The data will be analyzed using IBM SPSS Statistics in a step-wise analysis, which will directly correspond with the research objectives and the three hypotheses. Answers will be initially coded and screened for missing cases, incomplete or otherwise unusable cases. Demographic characteristics will be described using frequencies and percentages and construct scores will be summarised using means and standard deviations. This initial step is important since the findings from an inferential study must be interpreted before we are able to understand the quality of the data and the makeup of the sample. Cronbach's alpha will be used to analyse the internal consistency of both the green marketing practices and the green trust and intention to purchase. An indicative benchmark is about α ≥ .70, but α will not be treated mechanically; its size is dependent on the number and interrelationship of the items, and reliability does not imply validity or unidimensionality (Tavakol and Dennick, 2011).
Pearson correlation will then examine the direction and strength of bivariate associations, and regression analysis will be used to examine the three formal hypotheses. The regression results will contain the suitable regression coefficients, standard error and the regression statistics such as B, β, t, p, R², adjusted R² and F. The results will be interpreted as statistical associations and not causal effects. Lastly, the study's mediating process will be analyzed through the mediation analysis (preferably Hayes' PROCESS Model 4 if applicable). Here, X = green marketing practices, M = green trust and Y = purchase willingness. The PROCESS Model 4 is used for mediation analysis, and there are options to construct confidence intervals for the indirect effect using bootstrap resampling. The indirect pathway will be deemed statistically supported if the bootstrapped confidence interval is not the null interval [−0.5, 0.5]. It is important to note, however, because of the cross-sectional design, that this is evidence of mediation, but not proof of a mechanism.
[bookmark: _Toc241154850]3.9 Ethical Considerations
The research will be conducted with ethical integrity, and the process of primary data collection will begin only after formal ethical approval from the university. The participants will be aged 18 years or older Pakistani consumers and will be given concise information about the purpose, procedures of the study and the use of the data before they give informed consent. The participation will be voluntary and non-coercive and withdrawal arrangements will be followed as detailed in the approved documentation of participant information. Data minimisation will be practiced: Avoiding unnecessary personally identifiable information will be taken into account. Research data will be safely stored in university approved facilities with access only to those authorized. The procedures outlined in this report are based upon the principles of informed consent, privacy, and confidential and responsible management of data that were identified in research ethics (Resnik, 2020). Importantly, the questionnaire, recruitment procedure, inclusion/exclusion criteria and data-management arrangements will remain consistent with the approved ethics application; any material changes will be made through the university's amendment process and not retroactively.
[bookmark: _Toc241154851]3.10 Chapter Summary
This chapter has outlined a unified methodological approach connecting positivism, deduction, survey research, mono-method quantitative research, a cross-sectional design, structured questionnaire measurement and statistical analysis. The alignment allows exploring the three direct relationships mentioned in H1–H3 systematically, whilst mediation analysis is used to assess if green trust acts as an indirect relationship between the green marketing practices and the purchase willingness. However, conclusions for the methodology will remain proportional to the design due to limitations of the population generalisation and causal inferences that can be made from the self-reported measures and non-probability sampling and cross-sectional data. Ethical protection mechanisms also guarantee that the collection of and handling of data are consistent with approved procedures. After establishing the methodology and the analytical approach, the empirical results and the testing of the hypothesized relationships between green marketing practices, green trust and consumers' willingness to purchase eco-friendly products are presented in Chapter Four and analyzed.

[bookmark: _Toc241154852]Chapter Four: Results Findings & Discussion
[bookmark: _Toc241154853]4.1 Introduction
The results of the quantitative analysis are presented in this chapter and discussed critically in relation to the implications for the study objectives – the relationships between green marketing practices (GMP), green trust (GT) and consumers’ willingness to purchase eco-friendly products (PW) in Pakistan. These constructs are not considered separately, but whether green marketing is directly linked to purchase willingness and indirectly linked through the mediation of the theoretically proposed green trust (Bouladasse et al., 2026). This analytical focus deals with the main research question of whether and how the green marketing practices affect the purchase willingness of consumers, both directly and indirectly via green trust. This systematic quantitative analysis is similar to a deductive design that specifies the theoretical relationships and then tests them through empirical research (Creswell and Creswell, 2018; Saunders, Lewis and Thornhill, 2019). 
A total of 87 questionnaires were returned, giving a response rate of 87.0% of the 100 questionnaires that were sent out. After screening, three questionnaires were returned as having been invalid, for a 84.0% usable response rate of questionnaires sent out. It is important to note here that this percentage is not reflective of representativeness of the population but rather questionnaire retention, and thus cannot be interpreted as the percentage of 84% of Pakistani consumers (Ferreira and Ferreira, 2025). The final SPSS data set included 84 observations, with no missing cases for the six demographic variables for a consistent analysis sample for testing. The analysis starts with demographic profiling and reliability assessment and then follows by correlation and regression analysis, with a critical interpretation of the results in relation to the theoretical framework and empirical findings. (Geng et al., 2025).
[bookmark: _Toc241154854]4.2 Background Industry
The issue of environmental sustainability is gaining prominence in the Pakistani consumer market, where focus is increasingly moving towards responsible consumption, eco-friendly alternatives and plastic waste reduction. In 2025, the Government of Pakistan made a clear commitment to encourage the use of eco-friendly alternatives, responsible consumption, and implementing better regulation on plastic use (Government of Pakistan, 2025). The environmental issue is substantial in scale; for example, World Bank field visits in the Indus region revealed that plastic waste made up around 40% of the total solid waste observed in the river and low-density polyethylene, sanitary waste and multilayer waste together comprised 75% of the plastics sampled (Jabeen and Bukhari, 2023). Hence the sustainable packaging, credible environmental claims and environmentally responsible product positioning are not only marketing concerns but are also part of a market under real sustainability pressures. 
But, increase in environmental marketing does not always lead to equal consumer confidence. Environmental attributes are often credence characteristics: They can be observed via advertising or packaging, but cannot be assessed by the consumer independently in terms of sustainable sourcing, production processes, recyclability, or the accuracy of broader corporate environmental statements (Halkos and Aslanidis, 2025). This creates an information gap as companies tend to know more about their environmental performance than consumers. Under these circumstances, the Signal Theory proposes that signals are of value if they can reliably differentiate information that is hard to observe otherwise (Connelly et al., 2011). Therefore, it is not only a matter of whether the organisations communicate environmental messages, but also whether consumers think that the messages are sufficiently credible to build green trust. This separation is especially critical as inconsistent messages between environmental marketing and company action can detract from the informational value of green marketing. 
Thus, the study proposes the mechanism of consumer response to Green Marketing Practices as the construct of Green Marketing Practices Environmental Signals Green Trust Purchase Willingness. Green marketing practices give cues which are observable with respect to the environmental responsibility, and green trust is the consumer's evaluation of the credibility and reliability of such cues. Previous studies also find that green trust is also relevant to the translation of environmental evaluations to green purchase intentions (Chen, 2010; Chen and Chang, 2012). The framework does not thus presume that people will necessarily want to buy on the strength of being exposed to green marketing. Rather, it empirically investigates three hypotheses: (H1) GMP predicts the green trust, (H2) GMP predicts the purchase willingness, and (H3) green trust predicts the purchase willingness. This sequence would serve as the analytical framework for the interpretations that would be made based on the responses of the 84 valid participants in the subsequent part of this study, and ultimately for the evaluation of whether green trust helps explain the relationship between environmental marketing and consumers' willingness to purchase eco-friendly products (Hashim et al., 2026).
[bookmark: _Toc241154855]4.3 Demographic Analysis
Demographic analysis was conducted not just to provide an overview of the respondents, but also to define the people who provided the evidence for the following hypothesis testing. This distinction is also significant since the interpretation and transferability of the relationships between green marketing practices (GMP), green trust (GT) and purchase willingness (PW) will be influenced by the composition and quality of the analytical sample. For this reason, this section first assesses questionnaire return and data screening, then it investigates the composition of the sample based on the three main constructs: demographic, questionnaire return, and data screening. Hence, this section first evaluates the questionnaire return and data screening, then the demographic composition of the sample and finally the descriptive pattern of the three main constructs (Muna et al., 2026).
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Figure 4.1: Age Distribution of Respondents
Source: Primary survey data (2026)
[bookmark: _Toc241154856]4.3.1 Response Rate and Data Screening
The questionnaires were sent to 100 families and 87 responded for a response rate of 87.0%. After screening, three responses were excluded, which is 84.0% of all questionnaires distributed and 96.6% of questionnaires returned for analysis. Methodologically, it is worth noting the difference between 'excluded cases' and 'missing cases' because the three questionnaires were excluded prior to the construction of the final analytical data and cannot be considered 'missing cases' within SPSS. Actually, the data set used in this research consisted of 84 valid data items and did not have any missing data across the six demographic variables so that there was a solid foundation for further statistical analysis (Nguyen et al., 2026).
Table 4.1: Questionnaire Distribution and Final Analytical Sample
	Stage
	Number
	% of distributed
	% of returned

	Questionnaires distributed
	100
	100.0
	—

	Questionnaires returned
	87
	87.0
	100.0

	Responses excluded after screening
	3
	3.0
	3.4

	Valid responses analysed
	84
	84.0
	96.6



Source: Primary survey data.
Returned questionnaires are kept high, minimizing loss of data within the sample obtained. However, the 84.0% usable response rate does not mean that 84% of the Pakistani consumers are represented in the sample, but that the questionnaire was retained well. The external validity of the results is limited based on the non-probability sampling method and the characteristics of those who participated in the study (Nguyen et al., 2026).
[bookmark: _Toc241154857]4.3.2 Respondent Characteristics
The demographic profile shows that there is diversity and concentration in the sample. There was a particular focus on age: 27 (32.1%) respondents were in the largest age category and 29 (34.5%) respondents in the next largest age category, a total of 66.6% of respondents in the final sample, while only four (4.8%) respondents were in the smallest age category. The number of respondents was comparatively balanced as one group consisted of 43 (51.2%), a second group consisted of 34 (40.5%) and a third group consisted of seven (8.3%). The other distribution of the educational level was also markedly concentrated in the middle groups: 28 respondents (33.3%) were in educational category 2 and 31 (36.9%) were in educational category 3, comprising 70.2% of the respondents.
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Figure 4.2: Frequency of Eco-Friendly Product Purchases 
among Respondents
Source: Primary survey data (2026)
Table 4.2: Demographic Profile of the Final Sample
	Characteristic
	Category*
	n
	%

	Age
	Category 1
	9
	10.7

	
	Category 2
	27
	32.1

	
	Category 3
	29
	34.5

	
	Category 4
	15
	17.9

	
	Category 5
	4
	4.8

	Gender
	Category 1
	34
	40.5

	
	Category 2
	43
	51.2

	
	Category 3
	7
	8.3

	Education
	Category 1
	3
	3.6

	
	Category 2
	28
	33.3

	
	Category 3
	31
	36.9

	
	Category 4
	18
	21.4

	
	Category 5
	4
	4.8

	Employment
	Category 1
	10
	11.9

	
	Category 2
	24
	28.6

	
	Category 3
	28
	33.3

	
	Category 4
	10
	11.9

	
	Category 5
	8
	9.5

	
	Category 6
	4
	4.8

	Income
	Category 1
	14
	16.7

	
	Category 2
	15
	17.9

	
	Category 3
	14
	16.7

	
	Category 4
	23
	27.4

	
	Category 5
	14
	16.7

	
	Category 6
	4
	4.8

	Eco-friendly purchase frequency
	Category 1
	3
	3.6

	
	Category 2
	16
	19.0

	
	Category 3
	29
	34.5

	
	Category 4
	26
	31.0

	
	Category 5
	10
	11.9



Note: Replace the numbered categories with the exact questionnaire labels before final submission. The supplied SPSS output reports numerical codes rather than their value labels.
Source: Primary survey data; SPSS output. 
The purchase-frequency distribution is especially important with regard to research question. Just 3.6% belonged to the first purchase-frequency category, whereas 34.5% and 31.0% were in category 3 and 4, respectively. Therefore, the distribution of responses is not regular across consumer profiles. This makes the data relevant to the eco-friendly shoppers who are more engaged with eco-friendly products than the other consumers, while at the same time helping to point out that this is not a representative sample of all Pakistanis. The findings of the demographic need to be read as the limits of the empirical evidence, rather than as the level of prevalence at the population level (Pinki and Katyal, 2026).
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Figure 4.3: Gender Distribution of Respondents
Source: Primary survey data (2026)
[bookmark: _Toc241154858]4.3.3 Descriptive Statistics of the Study Variables
Construct level descriptive statistics offer a more analytically useful progression from who participated to how participants rated the conceptual importance. On the five-point measurement scale, GMP recorded the highest mean (M = 3.911, SD = 0.595), followed by PW (M = 3.857, SD = 0.635) and GT (M = 3.738, SD = 0.661). All three means were above the neutral middle point of 3, suggesting that on average responses were on the 'agree' end of the scale.
Table 4.3: Descriptive Statistics of the Main Constructs
	Construct
	N
	Mean
	SD
	Minimum
	Maximum

	Green Marketing Practices (GMP)
	84
	3.911
	0.595
	2.333
	5.000

	Green Trust (GT)
	84
	3.738
	0.661
	2.400
	5.000

	Purchase Willingness (PW)
	84
	3.857
	0.635
	2.000
	5.000



Source: Primary survey data; SPSS output. 
The ordering GMP (3.911) > PW (3.857) > GT (3.738) is more descriptive than simply stating that they are all “high”. The firms' green-marketing activities were relatively well evaluated but not as high as the green-trust score. The point is that there may be a credibility gap: from the perspective of environmental marketing, it is not necessarily the same degree of confidence in environmental claims that are recognized. The difference in means, however, cannot imply a statistical relationship or mediation. These propositions can be supported through correlation and regression and indirect-effect analysis. The descriptive evidence therefore tempers any sense of confirmation of the conceptual model and the subsequent reliability analysis first establishes the internal consistency of the multi-item scales for the subsequent tests.
[bookmark: _Toc241154859]4.4 Reliability Test Analysis
The internal consistency of each multi-item scale was first checked with Cronbach's alpha before analyzing the relationships among Green Marketing Practices (GMP), Green Trust (GT) and Purchase Willingness (PW). This is important as subsequent correlation and regression analyses depend on the composite scores representing the constructs consistently. Although most commonly used, Cronbach's alpha should be viewed as a measure of internal consistency and not as a measure of validity (Tavakol and Dennick, 2011). All three scales were higher than the frequently used cut-off of .70 (as seen in Table 4.4).
Table 4.4: Reliability of Measurement Scales
	Construct
	Number of items
	Cronbach’s α
	Corrected item-total correlation range
	α if item deleted
	Assessment

	Green Marketing Practices
	6
	.817
	.494–.639
	.775–.806
	Good

	Green Trust
	5
	.786
	.435–.665
	.710–.783
	Acceptable

	Purchase Willingness
	6
	.827
	.534–.650
	.788–.812
	Good



Source: Primary survey data; SPSS analysis.
The internal consistency of the GMP scale was good with an α of .817. Importantly, corrected item-total correlations ranged from .494 to .639, indicating that all of the items were meaningful to the construct. Deleting individual GMP items would result in alpha ranging from .775 to .806; therefore, no improvement would be gained by deleting items from the scale. The Green Trust scale yielded a corrected item-total correlation between .435 and .665 with an α = .786. This is the lowest alpha of the three constructs, but removing any item would result in α scores no greater than .783, which is not justified empirically for needing to modify the scales (Rana et al., 2026). Purchase Willingness was the most reliable (α = .827) with item-total correlations between .534 and .650 and the alpha coefficient dropping to between .788 and .812 with the removal of any item. 
All these findings support the decision to keep all 17 substantive items and to build the three composite measures for the purpose of hypothesis testing. However, consistency within the item should not be taken for granted. Cronbach's alpha will assess the degree of covariation of items in a scale, but will not assess unidimensionality or construct validity independently and may be influenced by the number of items included in the scale (Tavakol and Dennick, 2011). The evidence suggests, therefore, that the next step should be to move toward correlation and regression analysis, although the theoretical and measurement bases developed in previous chapters are still required for interpretation of the meaning of the scales.
[bookmark: _Toc241154860]4.5 Hypotheses Testing
The analysis then tests the relationships hypothesized in the conceptual framework, with satisfactory internal consistency in place. Pearson correlation and simple linear regression were carried out sequentially to test the hypothesis. The order is important analytically: correlation is used to determine the direction and degree of the bivariate association, while regression is used to determine the degree to which variation in a specified dependent variable is statistically associated with variation in the predictor variable (Field, 2018). Both procedures, however, fall short of establishing causality, especially in the present study, which used a cross sectional design to measure predictor, mediator, and outcome variables at the same time (Setia, 2016). Therefore, the use of “influence” and “effect” in the hypotheses is understood in a statistical, and not temporal, sense.
[bookmark: _Toc241154861]4.5.1 Correlation Analysis
Pearson’s product-moment correlation was used to examine the bivariate relationships among GMP, GT and PW. All three correlations were positive and statistically significant (p < .001) as shown in Table 4.5.
Table 4.5: Pearson Correlation Matrix
	Variable
	1
	2
	3

	1. Green Marketing Practices (GMP)
	1
	
	

	2. Green Trust (GT)
	.673*
	1
	

	3. Purchase Willingness (PW)
	.672*
	.692*
	1



N = 84. *p < .001 (two-tailed).
Source: Primary survey data; SPSS analysis.
GMP was positively associated with GT (r = .673, p < .001) and PW (r = .672, p < .001), while GT demonstrated the largest bivariate association with PW (r = .692, p < .001). Interestingly, the two first coefficients are similar: as the respondents' perceptions of the green-marketing practices of companies become more positive, the type of trust becomes more positive and the purchase willingness becomes more. In the case of willingness to purchase, however, the slightly larger GT–PW correlation supports the theoretical basis as outlined above, where credibility seems to be especially relevant to purchase willingness. These coefficients must not, however, be taken as proof of causation. Correlation implies covariation, and the correlation observed may also be due to other unmeasured factors like environmental concern, perceived value, price sensitivity or prior brand experience. Furthermore, common-method variance may not be entirely ruled out as an explanation for the relationships among the constructs, as they were all assessed with a single self-report instrument (Podsakoff et al., 2003). The results of the correlation then only give a necessary, but not sufficient, support to the proposed model and thus warrant the following regression analyses.
[bookmark: _Toc241154862]4.5.2 Regression Analysis for H1: Green Marketing Practices and Green Trust
H1: Green marketing practices have a significant positive influence on consumers’ green trust.
Simple linear regression analysis was performed using GMP as independent variable and GT as dependent variable. The model was statistically significant, F (1,82) = 67.818, p < .001, and explained 45.3% of the variance in green trust (R² = .453; adjusted R² = .446). The regression coefficient was positive and significant (B = .747, SE = .091, β = .673, t = 8.235, p < .001).
Table 4.6: Regression Results for H1
	Predictor
	B
	SE
	β
	t
	p

	Green Marketing Practices
	.747
	.091
	.673
	8.235
	<.001



Model statistics: R² = .453; Adjusted R² = .446; F(1,82) = 67.818, p < .001.
Dependent variable: Green Trust. Source: Primary survey data; SPSS analysis.
Green Trust is the dependent variable. Note: Primary survey data, SPSS analysis. Therefore, the sample evidence is in support of H1. On a substantive level, an increase of one unit in the GMP composite score was estimated to lead to an increase of .747 units in GT. The R² of 0.453 suggests that green marketing was an important component of the variation in respondents' green trust. The pattern is as expected from Signalling Theory, as Connelly et al. (2011) suggest that cues given to consumers in their environments could lower information asymmetry if they feel they are a reliable signal of the firm's environmental commitment. Interestingly, 54.7% of variance in GT is not captured by this model, though, which shows that green marketing, by itself, does not fully explain trust.
[bookmark: _Toc241154863]4.5.3 Regression Analysis for H2: Green Marketing Practices and Purchase Willingness
H2: Green marketing practices have a significant positive influence on consumers’ willingness to purchase eco-friendly products.
A second regression determined whether GMP predicted PW statistically. The model was significant, F(1,82) = 67.473, p < .001, with R² = .451 and adjusted R² = .445. GMP demonstrated a positive significant coefficient (B = .717, SE = .087, β = .672, t = 8.214, p < .001).
Table 4.7: Regression Results for H2
	Predictor
	B
	SE
	β
	t
	p

	Green Marketing Practices
	.717
	.087
	.672
	8.214
	<.001



Model statistics: R² = .451; Adjusted R² = .445; F(1,82) = 67.473, p < .001.
Dependent variable: Purchase Willingness. Source: Primary survey data; SPSS analysis.
The evidence thus supports H2. Estimated one-unit increase in purchase willingness was associated with one-unit increase in GMP and GMP explained 45.1% of the observed variance in purchase willingness. Importantly, that the model's explanatory boundary (54.9% unexplained PW variance) should not be lost in the statistical significance. Then it is not reasonable to say that willingness to purchase is only due to green marketing. This unexplained variable opens the scope for other variables like green trust, price, product quality, accessibility, environmental values and perceived value (Sharma and Kumar, 2026). This is especially relevant as the dissertation suggests that the GMP–PW relationship may be mediated, in part, by consumer's trust evaluations.
[bookmark: _Toc241154864]4.5.4 Regression Analysis for H3: Green Trust and Purchase Willingness
H3: Green trust has a significant positive influence on consumers’ willingness to purchase eco-friendly products.
The third regression was an examination of the prediction of PW by GT. The model was statistically significant, F(1,82) = 75.466, p < .001, and accounted for 47.9% of variance in purchase willingness (R² = .479; adjusted R² = .473). Green trust produced a significant positive coefficient (B = .666, SE = .077, β = .692, t = 8.687, p < .001).
Table 4.8: Regression Results for H3
	Predictor
	B
	SE
	β
	t
	p

	Green Trust
	.666
	.077
	.692
	8.687
	<.001



Model statistics: R² = .479; Adjusted R² = .473; F(1,82) = 75.466, p < .001.
Dependent variable: Purchase Willingness. Source: Primary survey data; SPSS analysis.
Therefore, a support for H3. The GT–PW model had the greatest R² value (.479) and standardised coefficient (β = .692) of the three separate bivariate regression models. Theoretically, this pattern can have meaning because the consumer can see environmental marketing but may not necessarily believe what is being communicated; green trust is used to describe the level of credibility that can be the difference between seeing a green signal and being willing to respond positively to it (Uikey et al., 2025). This interpretation is based on the research that placed green trust as an important antecedent of green purchase intention (Chen and Chang, 2012). These models were estimated on a separate basis, however. Indeed, the slightly higher coefficient for GT should not be understood as evidence that GT has a stronger causal influence than GMP.
[bookmark: _Toc241154865]4.5.5 Summary of Hypothesis Testing
Table 4.9 consolidates the direct hypothesis results. All three hypothesised relationships were positive and statistically significant at p < .001.
Table 4.9: Summary of Hypothesis Testing
	Hypothesis
	Relationship
	β
	R²
	p
	Decision

	H1
	GMP → GT
	.673
	.453
	<.001
	Supported

	H2
	GMP → PW
	.672
	.451
	<.001
	Supported

	H3
	GT → PW
	.692
	.479
	<.001
	Supported



Source: Primary survey data; SPSS analysis.
The results, considered together, give internally consistent evidence for each of the direct relationships described by the conceptual framework: GMP is positively associated with both GT and PW, and PW is positively associated with GT. These three regressions alone are insufficient evidence of mediation, however. To determine this proposed indirect pathway, there must be an estimation of the mediation pathway from GMP to PW via GT, ideally in the form of a bootstrapped confidence interval for the indirect effect (Preacher and Hayes, 2008; Hayes, 2022). This is an essential difference: important individual relationships make the suggested path credible, but not that GT is, in any sense, statistically a part of the GMP–PW relationship. Therefore, the direct hypotheses are confirmed, and the hypothesis of the center of the dissertation should be tested separately to finally conclude the indirect hypothesis.
[bookmark: _Toc241154866]4.6 Discussion
The results confirm empirical support for the three direct relationships proposed in the conceptual framework, and are not merely statistically significant, but rather reveal a pattern of relationships that offers insights into consumer evaluation of environmental marketing. The contribution of the variables of Green Marketing Practices (GMP) accounted for a significant contribution to Green Trust (GT) and Purchase Willingness (PW), and Green Trust (GT) also significantly predicted Purchase Willingness (PW) (Yang et al., 2026). The discussion thus attempts to analyse the findings from the lens of Signalling Theory, contrast them with the earlier studies on green consumption, explore some possible reasons for the above results and draw implications of the findings for organisations in the Pakistan context. The study is cross-sectional and the coefficients represent evidence of statistically significant predictive associations, but do not reflect causal effects.
[bookmark: _Toc241154867]4.6.1 Green Marketing Practices and Green Trust
H1 was supported, with GMP positively predicting GT (β = .673, R² = .453, p < .001). So, those consumers who indicated a more positive attitude towards a company's environmental marketing also tended to have a higher level of confidence in the company's environmental claims. The explanation for this result is consistent with the theory of Signalling, which states that such signals are more likely to be relevant when one party has information that the other does not have a ready means to access (Connelly et al., 2011). The informational problem in environmental performance is exactly this: customers can see recyclable packaging, environmental advertising and sustainability statements, but don't easily see how things are produced or the truth of the broader corporate environmental commitments. Perceived information asymmetry may then be mitigated through green marketing, if these signals are seen as credible. 
This is in keeping with the definition of green trust provided by Chen (2010) who defines green trust as the willingness of consumers to rely on a product or brand due to their belief in the environmental credibility of the product and its performance. It also builds on the work of Chen and Chang (2012) which shows that green trust plays a pivotal role in consumers' green purchase evaluations. The present finding needs to be interpreted, however, as not necessarily implying that higher environmental communication leads to higher trust. For the purposes of Signalling Theory, the credibility of the signal is a significant factor, as is its observability, and the link between the signal and characteristics that are less easy to observe (Connelly et al., 2011). 
This means that ill-informed, hyperbole or communication that is not aligned with the actual behaviour of the organisation might lead to distrust instead of trust. The study of greenwashing also shows that false environmental claims may harm green trust (Chen and Chang 2013). The other 54.7% of the variance of GT further indicates that perceived green marketing is only a part of the trust-formation process. There may also be prior brand experiences and perceptions of product performance, and corporate reputation and scepticism that affect credibility judgments. For the manager, the outcome is therefore not just an increase in the amount of green communication, but also the credibility, consistency and evidentiary quality of green communication.
[bookmark: _Toc241154868]4.6.2 Green Marketing Practices and Purchase Willingness
Favourable perceptions of GMP was also supported (β = .672, R² = .451, p < .001), which meant that greater the perceptions of GMP, more likely to buy eco-friendly product was the willingness. This finding indicates the potential for the behavioral relevance of environmental marketing since it conveys information about the product and organisation that consumers can use in the process of deciding on a purchase. Generally, it aligns with studies that showed environmental assessment and perceived green value are among the factors that can predict green purchase intention (Chen & Chang, 2012). Signalling, from this point of view, can have a positive effect on green marketing as it can help alleviate uncertainty in communication through the inclusion of environmental attributes that are not readily apparent prior to purchase (Connelly et al., 2011). 
However, it is just as important for what the model does not explain that it explains .451 of the variation in the data, as measured by the R² value. About 54.9% of the observed variance of PW was still not captured by the simple GMP model. Thus, it would be theoretically unfair to limit the willingness to purchase with eco-friendly features to marketing communication. Perceived value, price, product quality, accessibility and concern for the environment and social influences may also be involved in consumer decisions. Joshi and Rahman, (2015) for instance, reveal that there are contextual and individual barriers that lie between positive environmental attitudes and actual green buying, thus creating a gap in the chain. This restriction is noteworthy for this dependent measure. The questionnaire is based on willingness/intention instead of the actual purchasing behaviour. 
A consumer might have a positive attitude about a company's environmental marketing and say that he wants to purchase the product, but then opt for a traditional product that is less expensive, more available or perceived as better quality (Balaskas et al., 2025). The H2 finding therefore needs to be read as providing evidence that GMP is an important predictor of stated purchase willingness, rather than proof that environmental marketing is sufficient to ensure realised sales. Green positioning should thus be an element of a strategy that embraces competitive price, quality, and accessibility, but does not replace these.
[bookmark: _Toc241154869]4.6.3 Green Trust and Purchase Willingness
H3 produced a significant positive relationship between GT and PW (β = .692, R² = .479, p < .001). This model had the highest standardised coefficient and R² of the three simple regression models estimated individually. Theoretically, this pattern is significant because it separates the nature of the information presented in the environment from the trust placed in its credibility (Cherono et al., 2025). Consumers can see green packaging or green advertising without taking the guarantee of the environmental benefits to be true. Green trust is evaluative judgement, where environmental information can become behaviourally relevant. Similarly, this interpretation is consistent with Chen and Chang (2012), who show that green trust is positive and associated with green purchase intentions and can fit into the mechanism between the environmental evaluation and the consumer response. It can also be used in conjunction with Chen's (2010) claim that trust is important where consumers are unable to fully check the claims made in the environment. 
The present study focused on the credibility of the product information, which was substantively relevant for respondents' purchase evaluation, since it explained 47.9% of the variance in PW. But there are two requirements. However, the slightly higher coefficient of GT (β = .692) as compared with GMP (β = .672) does not prove that trust is a “stronger cause” of purchasing. This is not a controlled comparison of the explanatory power of the predictors and it is estimated in separate bivariate models. Second, willingness to buy is still an attitude measure. The attitude–behaviour gap in sustainable consumption has been well documented and suggests that positive intentions do not necessarily lead to positive purchasing behaviour, where perceived price, convenience or availability is at a disadvantage.The attitude – behaviour gap in sustainable consumption is a well-documented phenomenon and indicates that positive attitudes do not necessarily result in positive purchasing behaviours; where price, convenience and availability is at a disadvantage (Joshi and Rahman, 2015). The evidence thus allows for a confirmation of the significance of green trust and for a simultaneous delimitation of this affirmation.
[bookmark: _Toc241154870]4.6.4 Mediating Role of Green Trust
The findings are taken together to give a theoreti-cally plausible basis for the proposed mediation mechanism. GMP significantly predicted GT, GMP significantly predicted PW, and GT significantly predicted PW. This pattern lends itself to the idea that environmental marketing could impact willingness to buy partially through consumer assessments of the environmental signals and judgemental beliefs about the credibility of the signals (Choubey et al., 2025). This corresponds to the mechanism: Willingness to buy Green Trust Practices. But these three main regressions are insufficient for establishing mediation. The modern approach to mediation is to directly estimate the indirect effect rather than simply reason that mediation is implicit when individual paths are statistically significant (Preacher and Hayes, 2008; Hayes, 2022). The provided SPSS output does not provide an indirect-effect estimate with bootstrapping. So saying at this point that “green trust mediates the relationship” would be premature based on the statistical evidence available.
Table 4.10: Mediation Analysis of Green Trust
	Effect
	B
	Boot SE
	Boot LLCI
	Boot ULCI
	Conclusion

	Total effect: GMP → PW
	To be calculated
	—
	—
	—
	—

	Direct effect: GMP → PW controlling GT
	To be calculated
	—
	—
	—
	—

	Indirect effect: GMP → GT → PW
	To be calculated
	—
	—
	—
	Pending bootstrap test



If the indirect pathway is supported, the evidence is provided when the beta confidence interval for the indirect pathway does not overlap with zero (Preacher and Hayes, 2008; Hayes, 2022). It is important to note that even an indirect effect that is statistically significant should be interpreted with some caution as all three constructs are measured cross-sectionally. Theoretically rather than longitudinally ordered temporal ordering was established. The logical inference from the evidence is thus that there is an indirect pathway through green trust, not that the study has confirmed a causal mediation pathway. This difference is significant for the following objectives and for the general research question (Nagy-Kercsó et al., 2026). There is no need for an additional H4: mediation is not an additional direct hypothesis but is a component of the overall research model.
[bookmark: _Toc241154871]4.6.5 Integrated Theoretical and Managerial Interpretation
The overall findings form a coherent pattern which was internally consistent with the application of Signalling Theory used in the study. Green advertising, packaging, sustainability positioning and related marketing are ways of communicating environmental information by companies. These activities provide signals to consumers of the underlying environmental qualities which they may not be able to verify themselves. Once consumers assess the trustworthiness of those signals as captured by GT they make behavioural responses that are captured as PW (Napitupulu et al., 2026). The sequence is thus confirmed by the empirical pattern: 
Environmental signals Credibility evaluation/Green trust Purchase Willingness in relation to Green Marketing Practices. The results, however, also illustrate the need not to exaggerate the theoretical model. The highest simple model accounted for only 47.9% of the variance in PW, leaving over half of the variance unaccounted for. Thus, Signalling Theory can be used to explain the information and credibility mechanism, but is not a comprehensive theory of consumer purchase (Nguyen, 2026). Economic considerations, product quality, product availability, social factors and experiences can change the outcome of a positive green signal into a purchase. Furthermore, as all three measures, GMP, GT and PW, were obtained from the same informant, using the same questionnaire, the results may be subject to common method variance in its interpretation of the magnitude of observed relationships (Podsakoff et al., 2003). 
So the vision for the manager is more nuanced than just green advertising. Organizations need to enhance the diagnostic power of their environmental signals. Claims should be specific, relate to data and in line with what is observed in the organisation, packaging should make an actual or symbolic contribution to sustainability, and, where it is appropriate, credible certifications or information which can be verified independently should be used. This is important because exaggerated or unsubstantiated green marketing messages can have the opposite effect of what is desired: the loss of trust. Similarly, Chen and Chang (2013) show that greenwashing negatively impacts green trust, and thus serves as further proof that the commercial consequences of greenwashing are a risk if green communication is not backed up by substantiation. 
The findings accordingly suggest that the environmental marketing must be treated as a credibility building strategy and not only as a promotional strategy for organisations that target Pakistani consumers represented by this sample. The benefits that green communication can offer to draw attention and communicate environmental value are more defensible if corporate environmental promises are transparent, consistent and verifiable when related to the level of purchase willingness. However, companies need to be careful not to assume that, once they have established their credibility, that removes other obstacles to purchase. Environmental positioning should be in line with the acceptable product quality, value and accessibility. The study therefore moves beyond the managerial interpretation of “communicate green” and introduces “make green claims credible and commercially viable” while final mediation analysis is obligatory to statistically reveal if green trust has a part of the relationship between GMP and purchase willingness (Salimi et al., 2025).
[bookmark: _Toc241154872]4.7 Conclusion
The empirical evidence discussed in this chapter was analyzed critically with regards to the relationships between Green Marketing Practices (GMP), Green Trust (GT) and consumers' purchase willingness (PW). Total questionnaires distributed was 100, usable questionnaires received was 84, with a usable response rate of 84.0%. The measurement scales showed adequate internal consistency (Cronbach's alpha coefficients for GMP was .817, for GT was .786 and for PW was .827), which justified their use in the following statistical analysis. The results are consistent with all three direct hypotheses. GMP significantly and positively predicted GT (β = .673, R² = .453, p < .001) and PW (β = .672, R² = .451, p < .001), while GT significantly predicted PW (β = .692, R² = .479, p < .001). All in all, the findings indicate that positive green-marketing evaluations are not only linked with higher purchase willingness, but also with higher environmental trust and trust is an important correlate of purchase willingness. 
The direct relationships, however, are not sufficient to determine the proposed mechanism of mediation and further confirmation through an indirect-effect analysis is needed. Overall the pattern of findings is congruent with Signalling Theory, which predicts that information asymmetries may be reduced when consumers perceive environmental marketing signals as credible and that these signals can help to shape their positive evaluations. However, the cross-sectional, self-reported and non-probability design of the data, along with the instrument focus on purchase willingness, rather than actual purchases, restrict causal and population-level generalisations from the data. The last chapter, therefore, ties the results with the research goals and presents theoretically substantiated managerial recommendations, restrictions and directions for further research.

[bookmark: _Toc241154873]CHAPTER FIVE: CONCLUSION & RECOMMENDATION
[bookmark: _Toc241154874]5.1 Introduction
The last chapter summarizes the dissertation by integrating the main results of the study on the Green Marketing Practices (GMP), Green Trust (GT) and consumers' Purchase Willingness (PW) for green product in Pakistan. It is not meant to be a rehash of the statistical results from Chapter 4, but rather asks the question of what the totality of the evidence says about the overarching research question and the three research objectives. The chapter then synthesises the empirical and theoretical findings into sound managerial advice that will be supported by evidence, and critically reflects on the methodological and empirical limitations that impact on the interpretation and generalisability of the findings. Lastly, suggestions for future research are suggested prior to the general conclusion and study contribution.
[bookmark: _Toc241154875]5.2 Summary of Chapters
The research problem was laid by setting the scene of the study in Chapter 1, which placed green trust as an important mechanism in between green marketing practices and consumers’ willingness to buy green products in Pakistan. It established research aim, three interrelated objectives and then there was one research question, which ensured that the research examined the direct link between green marketing and purchase willingness, as well as the theoretically proposed indirect link via green trust. 
Chapter 2 laid the conceptual and theoretical groundwork for the study by critically looking at the relationship of GMP, GT and PW. Signalling Theory was the main explanatory lens since environmental attributes are not necessarily easily eminible and independently verifiable by consumers, and corporate sustainability commitments are not necessarily directly visible (Connelly et al., 2011). The literature then indicated that green marketing can be an environmental signal and green trust is an outcome of consumers' perception of the credibility of this signal. Existing literature showed the importance of green trust and green purchase intentions, however, this review identified the contextually and empirically needed examination of these interrelated factors among Pakistan consumers. This gap is the reason for the empirical investigation. 
This theoretical framework was then developed into a positivist, deductive and mono-method quantitative research design in chapter 3. The three constructs were operationalised through a structured cross sectional questionnaire with 5-point Likert scale and were distributed through non-probability sampling technique with 100 questionnaires. The analytical method was started from data screening, descriptive statistics, Cronbach's alpha analysis of reliability, Pearson correlation and regression analysis. A mediation analysis was also specified to test the indirect pathway of the GMP GT PW pathway as needed by the overarching research question. The match of methods ensured that the statistical procedures directly matched the conceptual model and research goal. 
Chapter 4 presented and critically interpreted the empirical evidence. All three measurement scales exhibited good internal consistency and 84 of the 100 questionnaires were returned, of which 87 were useful. The findings supported all three direct hypotheses: GMP significantly predicted GT (β = .673, R² = .453, p < .001), GMP significantly predicted PW (β = .672, R² = .451, p < .001), and GT significantly predicted PW (β = .692, R² = .479, p < .001). Overall, the findings show a consistent empirical relationship between the constructs, such that positive perceptions of green marketing predict increased environmental trust and purchase willingness, and environmental trust predicts increased purchase willingness. Direct regressions, however, will not provide evidence of mediation. Therefore, the indirect effect of green trust can only be considered when the proposed bootstrapped mediation analysis shows that the GMP → GT → PW indirect effect is statistically supported.
[bookmark: _Toc241154876]5.3 Summary of Key Findings and Achievement of Research Objectives
The findings altogether support the main aim of this study which was to investigate the relationship between green marketing practices and green trust along with consumers purchasing intention for green products in Pakistan. What is of greater importance, the results show a consistent mechanism as opposed to three statistical relationships. Consumers seem more attuned to environmental marketing than to the ‘trustworthiness' they assign to environmental signals. This distinction matters because it moves the management interpretation from enhancing green promotional activity to that of authentic, consistent and verifiable environmental communication.
[bookmark: _Toc241154877]5.3.1 Research Objective 1
The first aim was to check the effect of green marketing practices on green trust and green purchase willingness. The results support both relationships, suggesting that RO1 was met. Those who rated the companies' green marketing more favorably also showed a higher level of trust in their environmental practices and a higher intent to buy green products. The key message is that green marketing seems to serve two related purposes: to send an environmental message and to offer information on which consumers might assess organisational credibility. This fits the Signalling Theory as consumers often are unable to evaluate the environmental production process or the corporate's sustainability claims themselves and as a consequence partially rely on the observable market signals (Connelly et al., 2011). But in addition, it was found that green marketing does not fully explain trust nor purchase willingness. Other economic, behavioural and contextual factors may still play a role in consumers' responses. RO1 thus makes the point that the relevance of green marketing isn't sufficient, but rather is accompanied by other factors.
[bookmark: _Toc241154878]5.3.2 Research Objective 2
The second objective was to explore the significance of green trust in purchase willingness and the proposed mediating role. The results confirm that the more confident consumers are about the environmental credibility of companies, the more likely they are to be willing to buy environmentally friendly products. This helps to develop the argument outlined in Chapter 2 that consumers could be exposed to environmental marketing, but not necessarily believe it; trust is a stage of evaluation in which environmental signals can become behaviourally relevant. This is in line with Chen (2010) and Chen and Chang (2012) who put green trust as one of the main factors in consumer's reactions to environmental value and claims. RO2, however, needs to be determined in a methodologically exact way. The current evidence sets the relationship between green trust and willingness to purchase; however, the specific significant relationships between GMP and GT, and GMP and PW, are not sufficient evidence of mediation. The planned bootstrapped mediation test is for the indirect GMP GT PW pathway. Thus, the direct part of RO2 has been accomplished, and the indirect part should not be confirmed until the indirect-effect confidence interval becomes available. This is to prevent turning into a conclusion which is not supported by any evidence a mechanism which is theoretically possible into a causal one.
[bookmark: _Toc241154879]5.3.3 Research Objective 3
The third aim was to formulate evidence-based recommendations on how to increase green trust and green buying willingness via credible green marketing. The empirical pattern gives a sound foundation for fulfilling this goal. The results show that trust and purchase willingness are associated with environmental marketing, and that trust is strongly associated with purchase willingness. So the managerial issue isn't just about the lack of "green" advertising, it's about whether consumers have credible evidence they can trust to have confidence in environmental communication.  RO3 thus maps empirical evidence onto a managerial chain of events: credible environmental practices credible market signals green trust greater potential for purchase willingness. Organisation should therefore focus on well substantiated environmental claims, transparency in information, genuine sustainable packaging, and consistency in environmental claims communicated in promotion and environmental actions undertaken. This interpretation is based on the approach of focusing the managerial recommendations on the mechanism identified by the research and avoiding generic advice of becoming more sustainable. It also acknowledges an important limitation: whilst credible green marketing can boost consumer evaluations, making a purchasing decision can be limited by the price, quality, availability and perceived value.
[bookmark: _Toc241154880]5.4 Recommendations
This research confirms mechanisms that are used to suggest recommendations other than general sustainability practices. From a management perspective, the key message is that green marketing must be regarded as a credibility management game. However, the strategic role of environmental communication to get favorable consumer responses relies on whether consumers have a sense of sufficient reason to believe the signals being sent.
[bookmark: _Toc241154881]5.4.1 Strengthen the Credibility and Verifiability of Environmental Claims
The positive correlation between GMP and GT suggests environmental communication can be a factor to increase consumers' confidence. This relationship is not, however, to be taken to imply that more green claims leads to more trust. From a Signalling Theory point of view, a signal is strategically useful because it sends reliable information to consumers in the case of attributes that they cannot easily observe (Connelly et al., 2011). Hence, it is advisable to avoid using general terms like “green” or “natural” or “environmentally friendly,” and to instead use specific terms that are substantiated and easily understood. Businesses, for instance, could share concrete data about recycled content, packaging reduction, materials and emissions reduction, and provide supporting data via product labels or via digital means, where applicable. The use of credible third-party certification could additionally enhance verification as appropriate. Monitoring of the performance should be based on consumer trust and claim-credibility indicators, and on interaction with sustainability information, complaints about misleading environmental information. The goal is not only enhanced visibility, but evidential credibility.
[bookmark: _Toc241154882]5.4.2 Align Green Advertising with Observable Environmental Practices
The findings also suggest that communication and organisational behaviour cannot be considered as a separate activity. Sustainability can be introduced into the consumer environment via advertisements, but when the communicated environmental identity is at odds with packaging, products and observed corporate actions, trust is susceptible. Previous studies have shown that greenwashing can lead to a rise in perceived risk and a loss of green trust (Chen and Chang, 2013). Organisations should thus ensure consistency in their advertising, packaging, product attributes, product operations and their environmental promises. Marketing teams have no role in messaging benefits of the environment that are not operationally supported. It needs to be done in conjunction with marketing, product development and procurement teams and not just by the promotional team to position the product environmentally. There are several ways to measure effectiveness and they're all linked to changes in perceived credibility, green-trust scores, complaints over environmental claims, consumer scepticism and repeat-purchase intentions. The principle of management is that communication should not be seen as a substitute for environmental performance.
[bookmark: _Toc241154883]5.4.3 Use Sustainable Packaging as a Visible and Verifiable Signal
Packaging is one area that offers a unique management opportunity because it is a process that is visible to and accessible by consumers. It can then act as a more ‘real world' cue at the evaluation and/or purchasing stage. But simply adopting green colours or green images or a sustainability vocabulary can lead to a symbolic, but not substantive, differentiation. Instead, companies must minimize packaging waste whenever possible, use more recyclable and reusable packaging, and supply clear disposal information and back up environmental claims about packaging attributes. According to Signalling Theory, these actions can reinforce the link between the message in the environment and observable evidence, which would further decrease information asymmetry (Connelly et al., 2011). Evaluation of effectiveness might be done using consumer perceptions of the credibility of packaging, recognition of environmental attributes, packaging related complaints, and purchase responses as measures. Packaging should thus be a means to prove the environmental proposition, and not just another advertising surface.
[bookmark: _Toc241154884]5.4.4 Convert Green Trust into Consumer Value
The study shows that green trust is highly related to purchase willingness and that trust should not be used as the only criteria for buying. While there is a knowledge gap between positive attitudes and intentions on sustainability and actual consumption, there is also a gap between positive attitudes and intentions on sustainability and actual consumption that occurs due to practical factors like price, convenience and product performance (Joshi and Rahman, 2015). Environmental credibility should thus be combined with product quality, affordable pricing, accessibility and functional value, so that it becomes a part of the company's business strategy. While a product is environmentally friendly and trusted by consumers, but perceived as too costly, unavailable or inferior, this is not sufficient to ensure that consumers actually buy it. They should, therefore, also track conversion rate, repeat purchases, customer retention, price sensitivity and customer reasons for leaving. This is a shift in the management question from “Do consumers trust our sustainability claims?” to “Does credible sustainability generate enough overall customer value to impact buy?”
[bookmark: _Toc241154885]5.4.5 Establish Evidence-Based Green-Marketing Governance
Last but not least, institutions need to be established to ensure that the credibility is not dependent on individual marketing efforts. Marketing, sustainability, product and relevant compliance functions should undergo an internal review process prior to the publication of environmental claims, to ensure that the evidence supporting these claims is correct. Packaging, materials and environmental/ecological claims, performance and certification must be verifiable by references to reliable supporting information, and should be regularly reviewed with changes in products and operations. This governance structure helps to counter the underlying issue of the dissertation: consumers can only check a few environmental attributes, and firms are responsible for making the signals they provide defensible. This system will need to be evaluated by a variety of factors, including claim verification percentages, consumer trust indicators, complaints about environmental claims, correction and withdrawal rates, repeat purchases and consumer perceptions of credibility. This governance shifts the focus from green marketing as a short-term promotional tool to a longer-term organizational capacity to manage the credibility of environmental marketing. The main managerial implication of the study is not the need for the firms to communicate green messages more, but to communicate the environmental value in ways that have credible basis for consumers' belief.
[bookmark: _Toc241154886]5.5 Limitations and Future Research
The results are subject to a number of methodological and conceptual limitations. Such restrictions do not mean that the relationships noted above are not valid, but rather that the evidence stated above does not allow for conclusions beyond those noted, and additional research is needed.
[bookmark: _Toc241154887]5.5.1 Cross-Sectional Research Design
The first problem is that the cross-sectional design measured Green Marketing Practices (GMP), Green Trust (GT) and Purchase Willingness (PW) at one moment in time. As a result, while regression found significant predictive relationships, it was not possible to establish that these relationships were temporally ordering. In particular, a more trusting attitude could be a contributing factor to a positive attitude towards green marketing, not as a direct result. Therefore, cross-sectional evidence should not be considered as a definitive evidence of causality (Setia, 2016). Repeated measures of consumers could be performed over time to determine if changes in exposure to credible green marketing come before changes in trust and purchasing outcomes, in future longitudinal studies.
[bookmark: _Toc241154888]5.5.2 Sample Size and Non-Probability Sampling
Second, the analysis was conducted on 84 valid respondents who were obtained using non-probability sampling. This design has the ability to detect statistically significant relationships in the achieved sample, but does not ensure a known probability sample for all consumers in the target population of Pakistan. The results should therefore be interpreted with caution as it is not possible to make nationwide generalizations. Further studies are recommended with larger probability-based or stratified samples of consumers in various provinces, age groups, income bands and socioeconomic groups, to better determine if the relationships seen in this study hold true across diverse consumer groups.
[bookmark: _Toc241154889]5.5.3 Self-Reported Measurement and Common-Method Bias
Thirdly, the same self-administered questionnaire was used to measure GMP, GT and PW. When predictor and outcome variables are measured in the same way and in the same context, it is possible to produce common-method variance, consistency effects and socially desirable responding (Podsakoff et al., 2003). This means that some of the covariance observed could be due to the measurement process and not just substantive relationships. Future studies might combine survey with experiments, different measures, or behaviour or transaction data.
[bookmark: _Toc241154890]5.5.4 Purchase Willingness Versus Actual Purchasing
Another limit relates to the dependent variable. The study did not actually test purchasing behaviour but rather willingness to purchase. This is significant as it warns that positive attitudes and intentions in the environment does not necessarily mean that it will lead to consumption (Joshi and Rahman, 2015). Consumers might believe environmental claims but will choose conventional products due to a premium price, limited availability, convenience, or perceived product performance. Future research could thus include real purchases, repeat purchases, experimental product choice and/or longitudinal transaction data to investigate whether these relationships found in this study continue beyond intention.
[bookmark: _Toc241154891]5.5.5 Boundaries of the Explanatory Model
Last but not least, the conceptual model deliberately took a specific perspective on GMP, GT and PW, and thus does not fully represent the complexity of green consumption. For instance, GMP accounted for 45.1% of the variation in observed PW with a remaining variance of 54.9% not accounted for by this simple model. This is an unexplained part that strengthens the final conclusion that green marketing is relevant but not enough to explain consumer decision. Future models should explore price sensitivity, perceived green value, environmental concern, product quality, and a range of consumer scepticism and social norms to be included as predictors, mediators, or moderators. This would set more clearly when, why and for whom credible green marketing is a real green consumer.
[bookmark: _Toc241154892]5.6 Overall Conclusion
The aim of this dissertation was to examine with the mediation of green trust, the direct and indirect effect of green marketing practices on consumers’ willingness to purchase green products in Pakistan. These direct relationships are supported by the empirical evidence. More favourable evaluation of green marketing was correlated with higher green trust (β = .673, p < .001) and purchase willingness (β = .672, p < .001), and green trust was correlated with a higher purchase willingness (β = .692, p < .001). These results validate all three direct hypotheses, and establish the environmental marketing and consumer trust as substantive relevant constructs within the sample. The evidence, however, does not yet allow for a conclusion that green trust statistically mediates the relationship between GMP and PW, but this bootstrapped indirect-effect analysis has not been reported. 
The overall conclusion is thus more complex than simply that “green marketing works.” The research findings indicate that there is a close linkage between the potential value of green marketing and consumer credibility assessment. Consumers may be exposed to environmental advertising, sustainable packaging and environmental claims by companies, but this does not mean that the advertising will be accepted. This is in line with Signalling Theory, which suggests that the best way to understand green marketing is as a way of communicating otherwise hard-to-quantify environmental attributes when information is asymmetric, or incomplete (Connelly et al., 2011). Green trust is therefore a critical evaluative dimension between what the organisation says about its environment and what consumers say and do about it. The study thus provides a comprehensive interpretation: Consumer Credibility Evaluation, Environmental Signals, Green Marketing Practices, Green Trust Purchase Willingness. 
In practice, it is about the quality of the green claims, not the number of green claims. And it's about how credible, transparent, consistent and verifiable a firm's green claims are. Environmental communication should be backed up by real product and organisational practices, sustainable positioning should not be in conflict with price, quality and accessibility. Overall, the research suggests that green marketing has the potential to make a significant contribution to positive consumer response, but that more important than promoting green goods is that the signaling should be credible to engender trust that leads to green marketing taking on commercial significance.
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	I confirm that I have read and understood the Participant Information Sheet and have had sufficient information about the purpose of the research.
	☐

	I understand that my participation in this research is voluntary.
	☐

	I understand what my participation in the questionnaire involves.
	☐

	I understand that my responses will be used for academic research purposes.
	☐

	I understand that the research findings will be reported in aggregate form and that individual respondents will not be identified in the dissertation.
	☐

	I understand that the research data will be handled in accordance with relevant university research and data-management requirements.
	☐

	I voluntarily agree to participate in this research study.
	☐


Consent Confirmation
I have read and understood the information provided above and voluntarily consent to participate in this study.
☐ Yes, I agree to participate
☐ No, I do not agree to participate

[bookmark: _Toc241154901]7.7 Participant Infomation sheet
Study Title:
The Impact of Green Marketing Practices on Consumers’ Willingness to Purchase Eco-Friendly Products: The Mediating Role of Green Trust
Programme: MBA in International Business
Module: LCMB7035
University: University of Wales Trinity Saint David
Researcher: Hamza Khan
Supervisor: Alireza Nazarian
Invitation to Participate
You are invited to participate in an academic research study examining consumers’ perceptions of green marketing practices, green trust and willingness to purchase eco-friendly products in Pakistan. Before deciding whether to participate, please read the following information carefully. Participation is entirely voluntary.
Purpose of the Research
The purpose of this research is to examine how green marketing practices are associated with consumers’ trust in environmental claims and their willingness to purchase eco-friendly products. The study also considers the role of green trust in understanding the relationship between green marketing and purchase willingness.
Why Have I Been Invited?
You are being invited because the research focuses on adult consumers in Pakistan with awareness or experience of eco-friendly products. Participants must be 18 years of age or above and meet the eligibility criteria specified in the questionnaire.
What Will Participation Involve?
If you agree to participate, you will be asked to complete a structured questionnaire. It contains questions about your demographic characteristics and your perceptions of green marketing practices, green trust and willingness to purchase eco-friendly products.
The main statements are answered using a five-point scale ranging from Strongly Disagree to Strongly Agree.
Voluntary Participation
Participation is voluntary. You are under no obligation to participate and may choose not to continue before submitting the questionnaire. There is no penalty for deciding not to participate.
Any withdrawal arrangements after submission will be governed by the information and procedure specified in the approved ethics documentation, particularly where responses are collected anonymously and cannot subsequently be identified.
Confidentiality and Data Protection
Information collected through the questionnaire will be used solely for academic research purposes. Findings will be presented in aggregated form so that individual respondents are not identified in the dissertation. Research data will be handled in accordance with applicable university research-ethics and data-management requirements.
Potential Risks and Benefits
No significant risks beyond those normally associated with completing a consumer-opinion questionnaire are anticipated. Although participants may receive no direct personal benefit, their responses may contribute to a better understanding of green marketing, consumer trust and eco-friendly purchasing within the Pakistani context.
Use of Research Findings
The collected data will be statistically analysed as part of an MBA dissertation. The results may be presented in the dissertation and other academic outputs where permitted, without identifying individual participants.
Consent
Please proceed with the questionnaire only after reading this information and indicating that you voluntarily consent to participate.
Researcher: Hamza Khan
Dissertation Supervisor: Alireza Nazarian
University: University of Wales Trinity Saint David


[bookmark: _Toc241154902]7.7 Supervisor Meeting Record 

	Date of Meeting
	Type of Meeting
	Summary of Outcomes

	17 June 2026 – Initial Meeting
	Face-to-face
	Initial dissertation topic discussed. The proposed research on green marketing practices, green trust and consumers’ willingness to purchase eco-friendly products in Pakistan was reviewed. Guidance was provided on refining the topic, research problem, objectives and proposal.

	2 July 2026 – 1st Meeting
	Face-to-face
	Revised proposal and research direction reviewed. Green Marketing Practices, Green Trust and Purchase Willingness were established as the principal study variables. Feedback focused on strengthening the rationale and alignment between the research aim, objectives and conceptual model.

	14 July 2026 – 2nd Meeting
	Face-to-face
	Proposal and ethics documentation reviewed. The research question, objectives and theoretical foundation were discussed. Signalling Theory was confirmed as the principal theoretical framework, and revisions were agreed before finalising the proposal and ethics documentation.

	30 July 2026 – 3rd Meeting
	Face-to-face
	Progress on Chapters 1 and 2 reviewed. Feedback was provided on the background, problem statement, literature review and hypothesis development. The student was advised to strengthen critical analysis and connections between theory and empirical literature.

	13 August 2026 – 4th Meeting
	Face-to-face
	Chapter 3 and questionnaire design reviewed. The quantitative, cross-sectional survey methodology, sampling approach, Likert-scale measures and ethical considerations were discussed. The questionnaire was refined in preparation for data collection.

	26 August 2026 – 5th Meeting
	Face-to-face
	Progress of questionnaire administration and data collection reviewed. Guidance was provided on respondent eligibility, data quality, coding and preparation of the dataset for SPSS analysis.

	10 September 2026 – 6th Meeting
	Face-to-face
	Data collection and preliminary statistical analysis reviewed. Discussion covered demographic and descriptive analysis, reliability testing, Pearson correlation and regression analysis for the three hypotheses. Guidance was provided on critically interpreting rather than simply reporting statistical output.

	22 September 2026 – 7th Meeting
	Face-to-face
	Findings, discussion, conclusion and recommendations were reviewed. Feedback focused on linking findings with the research objectives, hypotheses, Signalling Theory and previous literature. Final revisions to formatting, references, limitations, recommendations and appendices were discussed.
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hamza khan ethics form.docx
ETHICS FORM – UNDERGRADUATE AND TAUGHT POSTGRADUATE COURSES ONLY



APPLICATION FOR ETHICAL APPROVAL



In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. 



The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.



The individual undertaking the research activity is known as the “principal researcher”.



This form must be completed and approved prior to undertaking any research activity. 



SECTION A: About You (Principal Researcher)

		1

		Full Name:

		Hamza Khan



		2

		Student Number:

		2504521



		3

		Email address:

		hamzakhanalikhel@gmail.com



		4

		Programme of Study:

		MBA international business management 



		5

		Supervisor:

		Alireza Nazarian.Lecturer (HPL) (Business & Management, London)







SECTION B:  Internal and External Ethical Guidance Materials

		

		Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.



		1

		UWTSD Research Ethics & Integrity Code of Practice

		☒

		2

		UWTSD Research Data Management Policy

		☒



		3

		UK General Data Protection Regulation (UK GDPR) and Data Protection Act 2018

		☒



		4

		British Academy of Management (BAM) Research Ethics Guidelines

		☒







SECTION C: Details of Research Activity

		1

		Indicative title:

		 The Impact of Green Marketing Practices on Consumers' Willingness to Purchase Eco-Friendly Products: The Mediating Role of Green Trust



		2

		Proposed start date:

		18/06/2026

		Proposed end date:

		1 September 206



		

		Introduction to the Research (maximum 300 words in each section)

Ensure that you write for a Non-Specialist Audience when outlining your response to the three points below:

· Purpose of Research Activity

· Proposed Research Question

· Aims of Research Activity

· Objectives of Research Activity

Demonstrate, briefly, how Existing Research has informed the proposed activity and explain

· What the research activity will add to the body of knowledge 

· How it addresses an area of importance. 



		3

		Purpose of Research Activity



 This research aims to investigate how green marketing practices influence consumers' willingness to purchase eco-friendly products in Pakistan. The study will examine whether green product characteristics, environmentally responsible pricing, green promotion, sustainable packaging and eco-labelling contribute to consumers' purchasing decisions. Furthermore, the research will investigate whether green trust acts as a mediating mechanism between green marketing practices and purchase willingness. The findings are expected to contribute to academic understanding of sustainable consumer behaviour while providing practical recommendations for organisations seeking to promote environmentally responsible products in emerging markets. The study may also assist policymakers in improving standards for environmental communication and reducing greenwashing practices.





		4

		Research Question



How do green marketing practices influence consumers' willingness to purchase eco-friendly products in Pakistan, and what is the mediating role of green trust in this relationship?



		5

		Aims of Research Activity



To examine the influence of green marketing practices on consumers' willingness to purchase eco-friendly products in Pakistan.

(this box should expand as you type)



		6

		Objectives of Research Activity



RO1: To examine the influence of green marketing practices on consumers' willingness to purchase eco-friendly products in Pakistan.

RO2: To investigate the influence of green marketing practices on consumers' green trust.

RO3: To examine the influence of green trust on consumers' willingness to purchase eco-friendly products.

RO4: To determine whether green trust mediates the relationship between green marketing practices and consumers' willingness to purchase eco-friendly products.

 (this box should expand as you type)



		

		Proposed data collection methods (maximum 600 words)

Provide a brief summary of all the methods that may be used in the research activity to collect data, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. You do not need to justify the methods here but should instead describe how you intend to collect the data necessary for you to complete your project.





		7

		This study will adopt a quantitative research approach using a structured online questionnaire. Data will be collected from Generation Z consumers (aged 18 and above) in Pakistan who have experience with online shopping and AI-powered personalised marketing features such as personalised ads and product recommendations.



Participants will be recruited through convenience sampling using social media platforms including Facebook, WhatsApp, Instagram and LinkedIn. Participation will be voluntary, and respondents will complete the questionnaire anonymously through an online survey platform. No interviews, focus groups or audio/video recordings will be used.



The collected data will be analysed using IBM SPSS Statistics to examine the relationships between AI-powered personalised marketing, consumer trust and online purchase intention.





This study will adopt a quantitative research methodology using a structured online questionnaire administered through Google Forms or Microsoft Forms. Data will be collected from consumers aged 18 years and above residing in Pakistan who are familiar with eco-friendly products or have previously considered purchasing environmentally friendly products.

Participants will be recruited using convenience and purposive sampling techniques through social media platforms including Facebook, LinkedIn, WhatsApp and Instagram. Participation will be entirely voluntary and no financial incentives will be offered.

The questionnaire will contain screening questions, demographic information and Likert-scale items measuring green marketing practices, green trust and purchase willingness. No interviews, focus groups, participant observation, audio recordings or video recordings will be undertaken.

The collected data will be analysed using IBM SPSS Statistics through descriptive statistics, reliability analysis, correlation analysis, regression analysis and mediation analysis. The sample size is 80-100









SECTION D: Scope of Research Activity

		

		Will the research activity include:

		YES

		NO



		1

		Use of a questionnaire or similar research instrument?

		☒

		☐



		2

		Use of interviews?

		☐

		☒



		3

		Use of focus groups?

		☐

		☒



		4

		Use of participant diaries? 

		☐

		☒



		5

		Use of video or audio recording?

		☐

		☒



		6

		Use of computer-generated log files?

		☐

		☒



		7

		Participant observation with their knowledge?

		☐

		☒



		8

		Participant observation without their knowledge?

		☐

		☒



		9

		Access to personal or confidential information without the participants’ specific consent?

		☐

		☒



		10

		Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?

		☐

		☒



		11

		Performance of any acts which may cause embarrassment or affect self-esteem?

		☐

		☒



		12

		Investigation of participants involved in illegal activities?

		☐

		☒



		13

		Use of procedures that involve deception?

		☐

		☒



		14

		Administration of any substance, agent or placebo?

		☐

		☒



		15

		Working with live vertebrate animals?

		☐

		☒



		16

		Procedures that may have a negative impact on the environment?

		☐

		☒



		17

		Other primary data collection methods. Please indicate the type of data collection method(s) below.

		☐

		☒



		

		Details of any other primary data collection method:







(this box should expand as you type)

		

		







If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.



If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 



SECTION E: Intended Participants

		

		Who are the intended participants:

		

YES

		

NO



		1

		Students or staff at the University?

		☐

		☒



		2

		Adults (over the age of 18 and competent to give consent)?

		☒

		☐



		3

		Vulnerable adults?

		☐

		☒



		4

		Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)

		☐

		☒



		5

		Prisoners?

		☐

		☒



		6

		Young offenders?

		☐

		☒



		7

		Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?

		☐

		☒



		8

		People engaged in illegal activities?

		☐

		☒



		9

		Others. Please indicate the participants below, and specifically any group who may be unable to give consent.



		☐

		☒



		

		Details of any other participant groups:

Complete this only if your participants cannot give consent. This includes animals



(this box should expand as you type)

		

		







		

		Participant numbers and source

Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 



		10

		How many participants are expected?



		Ballpark figures are fine but make sure that you explain how you will identify and contact your participants.





Approximately 120–150 participants are expected to participate in the study. Participants will be recruited through online distribution of the questionnaire using social media networks and consumer communities.



		11

		Who will the participants be?



		



Adults aged 18 years and above residing in Pakistan who are aware of eco-friendly products or have previously considered purchasing environmentally friendly products.

(this box should expand as you type)



		12

		How will you identify the participants?

		



Participants will be identified through screening questions confirming age, residence in Pakistan and familiarity with eco-friendly products.

(this box should expand as you type)









		

		Information for participants:

		

YES

		NO

		

N/A



		13

		Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?

		☒

		☐

		☐



		14

		Will you tell participants that their participation is voluntary?

		☒

		☐

		☐



		15

		Will you obtain written consent for participation?

		☒

		☐

		☐



		16

		Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?

		☒

		☐

		☐



		17

		If the research is observational, will you ask participants for their consent to being observed?

		☒

		☐

		☐



		18

		Will you tell participants that they may withdraw from the research at any time and for any reason?

		☒

		☐

		☐



		19

		With questionnaires, will you give participants the option of omitting questions they do not want to answer?

		☒

		☐

		☐



		20

		Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?

		☒

		☐

		☐



		21

		Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?

		☐

		☒

		☐



		22

		If NO to any of above questions, please give an explanation 



		

		You should be able to tick YES for all of these questions. If not, then explain why not in this box.



Not applicable because all participant rights, confidentiality requirements and informed consent procedures will be fully implemented.

(this box should expand as you type)







		

		Information for participants:

		

YES

		NO

		

N/A



		24

		Will participants be paid?

		☐

		☒

		☐



		25

		Is specialist electrical or other equipment to be used with participants?

		☐

		☒

		☐



		26

		Are there any financial or other interests to the investigator or University arising from this study?

		☐

		☒

		☐



		27

		Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?

		☐

		☒

		☐



		28

		If YES to any question, please provide full details 



		

		You should be able to tick NO for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews, then please state that in this box.



No audio recordings, video recordings, financial incentives or deceptive practices will be used during this study.

(this box should expand as you type)







SECTION F: Anticipated Risks



		

		
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  



		1

		Risks to participants

For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information. If you have identified in section D that there are no participants, then enter N/A and go skip to question 3.



		

		Risk to participants:

There are always risks. Do not write N/A unless you have no participants.



Participants may experience minor inconvenience due to the time required to complete the questionnaire or may feel uncomfortable answering questions relating to their environmental attitudes and purchasing behaviour.

(this box should expand as you type)

		How you will mitigate the risk to participants:



Participation will be voluntary, respondents may skip any question they do not wish to answer and they may withdraw before submitting the questionnaire. No sensitive or personal information will be collected.





(this box should expand as you type)



		2

		If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities



		

		



The research does not involve sensitive issues such as criminal activity, health information, sexuality, drug use or illegal behaviour.



(this box should expand as you type)



		3

		Risks to the investigator

For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest



		

		Risk to the investigator:

There are always risks. Do not write NA.

The researcher may experience delays in obtaining sufficient responses or difficulties in data management.





(this box should expand as you type)

		How you will mitigate the risk to the investigator:



The questionnaire will be distributed through multiple online channels and all research data will be securely stored using password-protected systems.





(this box should expand as you type)



		4

		University/institutional risks

For example: adverse publicity, financial loss, data protection



		

		Risk to the University:

There are always risks. Do not write NA.





(this box should expand as you type)

		How you will mitigate the risk to the University:







(this box should expand as you type)



		5

		Environmental risks

For example: accidental spillage of pollutants, damage to local ecosystems



		

		Risk to the environment:

Potential risks include accidental disclosure of participant information or non-compliance with data protection legislation.



The study is entirely online and therefore presents no direct environmental risks.





(this box should expand as you type)

		How you will mitigate the risk to environment:



The study will comply fully with UK GDPR, the Data Protection Act 2018 and UWTSD ethical policies.





(this box should expand as you type)







SECTION G: Feedback, Consent and Confidentiality



If you have identified in section D that there are no participants, then enter skip this section and continue to section H.



		1

		Feedback

What de-briefing and feedback will be provided to participants, how will this be done and when? 



		

		You don’t need to email your participants with your final report. A good alternative is to set up an email address that they will be able to contact for further details or results.

Participants will receive a debrief statement immediately after survey completion explaining the purpose of the study and providing researcher contact details for further information.





(this box should expand as you type)



		2

		Informed consent

Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.



		

		If you are using a paper questionnaire then you should have the participants sign an appropriate consent form. These forms will count as personal data and should be noted as such in section J.

If you are using an online questionnaire, then you should have a screen before the questions start that acts as a consent form, informing participants that by clicking on the NEXT button they are providing consent.



The first page of the online questionnaire will act as an electronic participant information sheet and consent form. Participants will be informed that selecting "I agree to participate" and proceeding to the questionnaire constitutes informed consent.

(this box should expand as you type)



		3

		Confidentiality / Anonymity

Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 



		

		Do not collect names unless you really need them. Do not name participants or organisations in any research publications (including the thesis) without their explicit permission.



No names, addresses, telephone numbers or identifying information will be collected. Responses will be analysed only in aggregated form and individual participants will not be identifiable in the dissertation or any publication arising from the research.

(this box should expand as you type)







SECTION H: Data Protection and Storage



		

		Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?

		YES

		NO



		1

		“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.

		✓

		☐



		

		If YES, provide a description of the data and explain why this data needs to be collected:



		2

		This includes audio/video data of participants but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.



The only personal data potentially collected are anonymised demographic information and system-generated metadata associated with online survey administration. No names, addresses or contact details will be collected.

(this box should expand as you type)



		

		Does it involve special category data (as defined by the GDPR)?

		YES

		NO



		3

		“Special category data” means sensitive personal data consisting of information as to the data subjects’ –

(a) racial or ethnic origin,

(b) political opinions,

(c) religious beliefs or other beliefs of a similar nature,

(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),

(e) physical or mental health or condition,

(f) sexual life,

(g) genetics,

(h) biometric data (as used for ID purposes),

		

☐

		

✓



		

		If YES, provide a description of the special category data and explain why this data needs to be collected:



		4

		What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.







(this box should expand as you type)







		

		
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?

		YES

		NO



		5

		Manual files (i.e. in paper form)?

		☐

		☒



		6

		University computers?

		☐

		☒



		7

		Private company computers?

		☐

		☒



		8

		Home or other personal computers?

		☒

		☐



		9

		Laptop computers/ CDs/ Portable disk-drives/ memory sticks?

		☒

		☐



		10

		“Cloud” storage or websites?

		☐

		☒



		11

		Other – specify:



		☐

		☒



		12

		For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:



		

		If possible, save your data on computers that are secure and regularly backed up. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.



All data will be kept in password protected cloud storage on the University Office 365 system which

will not be shared. Audio/visual data will be transcribed and would be shown to participants to

check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 

All data will be stored on password-protected devices and encrypted university-approved cloud storage systems such as Microsoft OneDrive. Access will be restricted to the researcher and supervisor only. Data will be retained until completion of the dissertation and examination period and then securely deleted.





(this box should expand as you type)







		

		Data Protection



		

		Will the research activity involve any of the following activities:

		YES

		NO



		13

		Electronic transfer of data in any form?

		☒

		☐



		14

		Sharing of data with others at the University outside of the immediate research team?

		☐

		☒



		15

		Sharing of data with other organisations?

		☐

		☒



		16

		Export of data outside the UK or importing of data from outside the UK?

		☒

		☐



		17

		Use of personal addresses, postcodes, faxes, emails or telephone numbers?

		☐

		☒



		18

		Publication of data that might allow identification of individuals?

		☐

		☒



		19

		If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):



		

		This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.



All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.



Electronic transfer of anonymised survey data may occur between Pakistan and the United Kingdom through secure encrypted university-approved cloud storage systems. No identifiable personal information will be transferred or shared with third parties.

(this box should expand as you type)



		20

		List all who will have access to the data generated by the research activity:



		

		Normally the principal researcher, possibly also the supervisor and, if the project has an industrial partner, a representative of that partner. Possibly also external examiner or second marker?



Access to research data will be restricted to:

· Principal Researcher 

· Dissertation Supervisor 

· Internal Marker 

· External Examiner (if required)



(this box should expand as you type)



		21

		List who will have control of, and act as custodian(s) for, data generated by the research activity:



		

		Usually the principal researcher.

The Principal Researcher will act as custodian of all research data.



(this box should expand as you type)



		22

		Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 



		

		All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted. 

All electronic files will be stored on password-protected University OneDrive storage and password-protected devices. Data will be retained until completion of the dissertation assessment process and subsequently destroyed in accordance with university policy.



(this box should expand as you type)



		22

		Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)

		☒



		23

		Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding

		☒









SECTION I: Use of AI tools

		Use of generative AI and other AI-based tools

There are a number of ethical issues relating to the use of generative AI and other AI-based tools, including data security, output bias, and output errors. In general you should assume that any generative AI or other AI-based tool that you pay to use is more secure and accurate than one which is free to use.



Will the research use AI tools to do any of the following:

		YES

		NO

		N/A



		1

		Capture data?

		☐

		☒

		☐



		2

		Generate and/or edit text?

		☐

		☒

		☐



		3

		Generate graphics?

		☐

		☒

		☐



		4

		Generate video?

		☐

		☒

		☐



		5

		Generate sound/music?

		☐

		☒

		☐



		6

		Generate code?

		☐

		☒

		☐



		7

		Generate synthetic data?

		☐

		☒

		☐



		8

		Analyse data?

		☐

		☒

		☐



		9

		Analyse personal or sensitive data?

		☐

		☒

		☐



		10

		Classify data?

		☐

		☒

		☐



		11

		Do you intend to use the free version of any AI tools?

		☐

		☒

		☐



		If you have answered YES to any of questions O1-O11, please provide justification detailing why this is necessary for the research.  



		12

		State which AI tool or tools you will be using, and where they are based (or store their data – you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you’re using the UWTSD version of it or the public version. You should also show how you are complying with current UWTSD guidance/policy of the use of AI.

Generative AI tools such as ChatGPT may be used to support brainstorming, language refinement, proofreading and formatting assistance during proposal development and dissertation writing. AI tools will not generate research findings, fabricate references, analyse participant data or replace independent academic judgement. All outputs will be critically reviewed and revised by the researcher in accordance with UWTSD policies on the responsible use of artificial intelligence.

AI Tool Used

· ChatGPT (OpenAI, United States) 

· Microsoft Copilot (if applicable)





(this box should expand as you type)









SECTION J: Declaration

		

		The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.



In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 



		1

		Signature of applicant:

		Hamza Khan

		Date:17 -07-2026





		2

		Supervisor:

		

		Date:



		3

		Signature:
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_ The Impact of Green Marketing Practices on Consumers' Willingness to Purchase Eco-Friendly Products_ The Mediating Role of Green Trust   (Responses).xlsx
Form Responses 1

		Timestamp		1. Are you aged 18 years or above? 		  2. Do you currently reside in Pakistan?  		  3. Do you understand what is meant by an eco-friendly or environmentally friendly product based on the explanation above?  		  4. Have you ever considered purchasing or previously purchased an eco-friendly product?  		  5. Do you know of at least one company or brand that offers or markets eco-friendly products?  		  6. Consent to participate: 
I have read the information provided above, understand the purpose of the study, understand that my participation is voluntary, and consent to participate in this research.   		  7. What is your age group?  		  8. What is your gender?  		  9. What is your highest level of education?  		10. What is your current employment status? 		  11. What is your approximate monthly personal income?  		  12. How often do you purchase eco-friendly products?  		13. Which type(s) of eco-friendly products have you considered or purchased? 		 [Code	Statement]		 [GMP1	This company actively promotes environmentally friendly products.]		 [GMP2	This company provides truthful information about its environmental practices.]		 [GMP3	This company uses environmentally friendly packaging.]		 [GMP4	This company's advertisements emphasise environmental responsibility.]		 [GMP5	This company demonstrates a genuine commitment to protecting the environment.]		 [GMP6	This company incorporates sustainability into its marketing activities.]		 [Code	Statement] 2		 [GT1	I trust this company's environmental claims.]		 [GT2	I believe this company's products are genuinely environmentally friendly.]		 [GT3	This company keeps its environmental promises.]		 [GT4	This company is honest about its environmental performance.]		 [GT5	I feel confident purchasing environmentally friendly products from this company.]		 [Code	Statement] 3		 [PW1	I intend to purchase environmentally friendly products from this company whenever possible.]		 [PW2	I am willing to pay more for environmentally friendly products from this company.]		 [PW3	I will consider this company's environmentally friendly products when shopping.]		 [PW4	I am likely to purchase environmentally friendly products from this company in the future.]		 [PW5	I would recommend this company's environmentally friendly products to others.]		 [PW6	I prefer this company's environmentally friendly products over conventional alternatives.]

		9/5/2026 13:22:05		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Employed		Below PKR 50,000		Rarely		Food and beverages		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree

		9/5/2026 13:24:12		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		MPhil/Doctoral degree		Self-employed		PKR 100,000–149,999		Frequently		Clothing/fashion, Cosmetics and personal care		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/5/2026 13:25:29		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		MPhil/Doctoral degree		Self-employed		PKR 100,000–149,999		Very frequently		Food and beverages, Cosmetics and personal care, Household products, Reusable products		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 0:13:14		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Secondary/Intermediate or below		Student		Below PKR 50,000		Rarely		Food and beverages, Clothing/fashion, Household products		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree

		9/6/2026 0:15:15		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Student		No personal income		Rarely		Clothing/fashion, Energy-efficient products/electronics		4 — Agree		3 — Neutral		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		4 Agree		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 0:17:25		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Master's degree		Self-employed		PKR 100,000–149,999		Occasionally		Reusable products, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		3 — Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree

		9/6/2026 0:18:19		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		Master's degree		Unemployed		PKR 100,000–149,999		Frequently		Clothing/fashion, Household products, Reusable products		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree

		9/6/2026 0:19:11		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		MPhil/Doctoral degree		Unemployed		No personal income		Occasionally		Clothing/fashion, Reusable products, Other		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral

		9/6/2026 0:20:39		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Secondary/Intermediate or below		Employed		PKR 50,000–99,999		Rarely		Clothing/fashion, Household products, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		3 — Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		2 Disagree		4 Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		4 Agree

		9/6/2026 0:21:51		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		MPhil/Doctoral degree		Homemaker		PKR 50,000–99,999		Frequently		Cosmetics and personal care, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		3 Neutral

		9/6/2026 0:23:53		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Male		Master's degree		Student		No personal income		Occasionally		Food and beverages, Household products		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		5 — Strongly Agree		4 — Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		3 Neutral		3 Neutral

		9/6/2026 0:25:15		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Self-employed		PKR 100,000–149,999		Occasionally		Clothing/fashion, Household products, Products with recyclable/sustainable packaging, Other		3 — Neutral		2 — Disagree		3 — Neutral		2 — Disagree		4 — Agree		2 — Disagree		2 — Disagree		3 Neutral		2 Disagree		2 Disagree		4 Agree		2 Disagree		2 Disagree		3 Neutral		2 Disagree		2 Disagree		2 Disagree		2 Disagree		3 Neutral		2 Disagree

		9/6/2026 0:26:32		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Bachelor's degree		Self-employed		PKR 100,000–149,999		Never purchased, but have considered purchasing		Energy-efficient products/electronics, Other		4 — Agree		3 — Neutral		3 — Neutral		3 — Neutral		3 — Neutral		4 — Agree		3 — Neutral		3 Neutral		3 Neutral		2 Disagree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		3 Neutral		2 Disagree

		9/6/2026 0:27:42		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Bachelor's degree		Other		PKR 100,000–149,999		Rarely		Clothing/fashion, Other		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		3 — Neutral		4 — Agree		3 — Neutral		4 Agree		3 Neutral		3 Neutral		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		2 Disagree		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 0:28:47		Yes		Yes		Yes		Yes		Yes		Yes		55 years or above		Male		Other		Employed		PKR 50,000–99,999		Very frequently		Food and beverages, Household products, Reusable products, Products with recyclable/sustainable packaging, Other		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral

		9/6/2026 0:29:49		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Unemployed		No personal income		Rarely		Cosmetics and personal care		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree

		9/6/2026 0:31:48		No		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Master's degree		Employed		PKR 50,000–99,999		Never purchased, but have considered purchasing		Clothing/fashion		4 — Agree		3 — Neutral		2 — Disagree		5 — Strongly Agree		3 — Neutral		3 — Neutral		2 — Disagree		4 Agree		2 Disagree		3 Neutral		2 Disagree		2 Disagree		2 Disagree		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral

		9/6/2026 0:32:58		No		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Bachelor's degree		Self-employed		PKR 150,000–199,999		Rarely		Household products, Energy-efficient products/electronics		4 — Agree		3 — Neutral		3 — Neutral		4 — Agree		3 — Neutral		3 — Neutral		2 — Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral

		9/6/2026 0:34:15		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		MPhil/Doctoral degree		Employed		Below PKR 50,000		Rarely		Cosmetics and personal care, Reusable products, Energy-efficient products/electronics		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree

		9/6/2026 0:35:23		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Master's degree		Self-employed		PKR 150,000–199,999		Occasionally		Reusable products, Products with recyclable/sustainable packaging		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree

		9/6/2026 0:54:59		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		MPhil/Doctoral degree		Unemployed		PKR 100,000–149,999		Occasionally		Reusable products		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		4 — Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 0:56:21		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Bachelor's degree		Self-employed		PKR 150,000–199,999		Rarely		Reusable products, Other		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree

		9/6/2026 0:58:37		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Master's degree		Self-employed		PKR 100,000–149,999		Occasionally		Energy-efficient products/electronics, Other		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		5 — Strongly Agree		4 Agree		4 Agree		4 Agree		4 Agree		2 Disagree		3 Neutral		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 0:59:28		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Bachelor's degree		Homemaker		PKR 100,000–149,999		Occasionally		Clothing/fashion, Other		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 1:01:03		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Prefer not to say		Bachelor's degree		Other		PKR 50,000–99,999		Occasionally		Reusable products		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		4 — Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree

		9/6/2026 1:02:24		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Prefer not to say		Master's degree		Self-employed		PKR 100,000–149,999		Frequently		Cosmetics and personal care		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 1:03:13		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Master's degree		Student		No personal income		Occasionally		Cosmetics and personal care, Reusable products		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 1:03:55		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Master's degree		Unemployed		PKR 100,000–149,999		Occasionally		Cosmetics and personal care, Energy-efficient products/electronics, Other		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree

		9/6/2026 1:04:57		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Employed		PKR 150,000–199,999		Very frequently		Household products		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		3 — Neutral		2 — Disagree		2 Disagree		2 Disagree		2 Disagree		3 Neutral		4 Agree		2 Disagree		4 Agree		3 Neutral		3 Neutral		2 Disagree		2 Disagree		3 Neutral		4 Agree

		9/6/2026 1:06:12		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Male		Bachelor's degree		Self-employed		PKR 100,000–149,999		Occasionally		Reusable products		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 Agree		4 Agree		4 Agree		4 Agree		2 Disagree		3 Neutral		4 Agree		3 Neutral		5 Strongly Agree		3 Neutral		2 Disagree		4 Agree		4 Agree

		9/6/2026 7:57:44		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Bachelor's degree		Student		No personal income		Rarely		Clothing/fashion		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 7:58:46		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Master's degree		Employed		Below PKR 50,000		Occasionally		Clothing/fashion		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral

		9/6/2026 8:00:04		No		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		MPhil/Doctoral degree		Employed		PKR 50,000–99,999		Frequently		Household products, Reusable products		3 — Neutral		4 — Agree		2 — Disagree		3 — Neutral		3 — Neutral		3 — Neutral		3 — Neutral		3 Neutral		2 Disagree		3 Neutral		2 Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		2 Disagree		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 8:00:58		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Prefer not to say		Other		Unemployed		No personal income		Never purchased, but have considered purchasing		Food and beverages		2 — Disagree		3 — Neutral		3 — Neutral		2 — Disagree		2 — Disagree		2 — Disagree		2 — Disagree		3 Neutral		2 Disagree		3 Neutral		4 Agree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral

		9/6/2026 8:01:48		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Employed		Below PKR 50,000		Frequently		Food and beverages, Household products, Reusable products		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		2 Disagree		4 Agree		3 Neutral		4 Agree

		9/6/2026 8:02:48		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Employed		PKR 100,000–149,999		Frequently		Food and beverages, Clothing/fashion, Cosmetics and personal care		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		5 — Strongly Agree		4 — Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		5 Strongly Agree		4 Agree

		9/6/2026 8:03:36		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		MPhil/Doctoral degree		Self-employed		PKR 50,000–99,999		Occasionally		Clothing/fashion, Household products, Reusable products		3 — Neutral		2 — Disagree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		2 Disagree		3 Neutral		3 Neutral		4 Agree		2 Disagree		4 Agree		3 Neutral		2 Disagree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		2 Disagree

		9/6/2026 8:04:28		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Employed		Below PKR 50,000		Occasionally		Clothing/fashion		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		3 Neutral		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral		3 Neutral		3 Neutral		2 Disagree		2 Disagree		3 Neutral

		9/6/2026 8:05:18		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Master's degree		Employed		PKR 100,000–149,999		Occasionally		Food and beverages, Cosmetics and personal care, Household products, Energy-efficient products/electronics		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		3 — Neutral		3 — Neutral		3 Neutral		3 Neutral		2 Disagree		2 Disagree		3 Neutral		2 Disagree		2 Disagree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		2 Disagree		3 Neutral

		9/6/2026 8:06:13		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		MPhil/Doctoral degree		Employed		PKR 200,000 or above		Frequently		Clothing/fashion, Cosmetics and personal care, Products with recyclable/sustainable packaging		3 — Neutral		3 — Neutral		2 — Disagree		3 — Neutral		2 — Disagree		2 — Disagree		2 — Disagree		4 Agree		4 Agree		2 Disagree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		5 Strongly Agree

		9/6/2026 8:07:04		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Bachelor's degree		Self-employed		Below PKR 50,000		Rarely		Household products, Reusable products		3 — Neutral		2 — Disagree		3 — Neutral		2 — Disagree		3 — Neutral		2 — Disagree		3 — Neutral		3 Neutral		2 Disagree		3 Neutral		3 Neutral		3 Neutral		2 Disagree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 8:07:52		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Prefer not to say		Master's degree		Self-employed		PKR 50,000–99,999		Frequently		Clothing/fashion, Cosmetics and personal care, Reusable products		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 Agree		2 Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		2 Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral

		9/6/2026 8:08:48		Yes		Yes		Yes		Yes		Yes		Yes		55 years or above		Female		MPhil/Doctoral degree		Self-employed		PKR 150,000–199,999		Very frequently		Clothing/fashion, Cosmetics and personal care, Reusable products		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral

		9/6/2026 8:09:49		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Master's degree		Employed		PKR 100,000–149,999		Frequently		Clothing/fashion, Cosmetics and personal care, Household products		3 — Neutral		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		2 Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 8:10:27		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Bachelor's degree		Employed		PKR 50,000–99,999		Rarely		Cosmetics and personal care, Energy-efficient products/electronics		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		3 Neutral		2 Disagree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree

		9/6/2026 8:11:14		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		MPhil/Doctoral degree		Employed		PKR 150,000–199,999		Very frequently		Household products, Reusable products, Energy-efficient products/electronics		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		5 — Strongly Agree		4 — Agree		4 — Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree

		9/6/2026 8:12:03		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Self-employed		PKR 100,000–149,999		Frequently		Cosmetics and personal care, Reusable products, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree

		9/6/2026 8:12:10		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Master's degree		Self-employed		PKR 150,000–199,999		Frequently		Energy-efficient products/electronics, Other		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		5 Strongly Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 8:12:56		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		MPhil/Doctoral degree		Homemaker		Below PKR 50,000		Frequently		Clothing/fashion, Cosmetics and personal care, Products with recyclable/sustainable packaging		3 — Neutral		2 — Disagree		4 — Agree		3 — Neutral		3 — Neutral		4 — Agree		3 — Neutral		4 Agree		4 Agree		2 Disagree		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral

		9/6/2026 8:13:43		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Master's degree		Unemployed		No personal income		Rarely		Cosmetics and personal care, Products with recyclable/sustainable packaging		2 — Disagree		4 — Agree		3 — Neutral		2 — Disagree		3 — Neutral		4 — Agree		4 — Agree		2 Disagree		2 Disagree		3 Neutral		3 Neutral		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		2 Disagree		3 Neutral		4 Agree

		9/6/2026 8:13:45		Yes		Yes		Yes		Yes		Yes		Yes		55 years or above		Female		Other		Employed		Below PKR 50,000		Frequently		Household products		2 — Disagree		3 — Neutral		3 — Neutral		2 — Disagree		4 — Agree		3 — Neutral		4 — Agree		2 Disagree		3 Neutral		3 Neutral		2 Disagree		2 Disagree		2 Disagree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		3 Neutral

		9/6/2026 8:14:39		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		MPhil/Doctoral degree		Employed		PKR 150,000–199,999		Frequently		Food and beverages, Clothing/fashion, Reusable products		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree

		9/6/2026 8:14:54		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Self-employed		PKR 100,000–149,999		Occasionally		Cosmetics and personal care, Household products, Products with recyclable/sustainable packaging		3 — Neutral		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		5 — Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree

		9/6/2026 8:15:57		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Prefer not to say		MPhil/Doctoral degree		Unemployed		No personal income		Very frequently		Products with recyclable/sustainable packaging		2 — Disagree		2 — Disagree		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		2 — Disagree		2 Disagree		3 Neutral		3 Neutral		4 Agree		2 Disagree		3 Neutral		2 Disagree		3 Neutral		3 Neutral		3 Neutral		4 Agree		2 Disagree		1 Strongly Disagree

		9/6/2026 8:17:09		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		MPhil/Doctoral degree		Homemaker		PKR 200,000 or above		Very frequently		Household products, Products with recyclable/sustainable packaging, Other		2 — Disagree		3 — Neutral		3 — Neutral		3 — Neutral		4 — Agree		2 — Disagree		3 — Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		2 Disagree		3 Neutral		3 Neutral

		9/6/2026 8:19:13		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Master's degree		Self-employed		PKR 50,000–99,999		Frequently		Clothing/fashion, Energy-efficient products/electronics		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 8:20:10		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Self-employed		PKR 150,000–199,999		Frequently		Household products, Reusable products, Other		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		3 Neutral		3 Neutral		3 Neutral		4 Agree		2 Disagree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		3 Neutral		2 Disagree		3 Neutral

		9/6/2026 8:21:08		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Self-employed		PKR 200,000 or above		Very frequently		Reusable products		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		4 — Agree		3 Neutral		3 Neutral		4 Agree		2 Disagree		3 Neutral		5 Strongly Agree		4 Agree		3 Neutral		5 Strongly Agree		4 Agree		3 Neutral		5 Strongly Agree		4 Agree

		9/6/2026 8:22:06		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Master's degree		Employed		PKR 100,000–149,999		Occasionally		Food and beverages, Clothing/fashion, Cosmetics and personal care, Household products, Other		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		3 Neutral		4 Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		3 Neutral		5 Strongly Agree		5 Strongly Agree		4 Agree

		9/6/2026 8:23:25		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Bachelor's degree		Employed		Below PKR 50,000		Occasionally		Cosmetics and personal care, Energy-efficient products/electronics		3 — Neutral		4 — Agree		3 — Neutral		2 — Disagree		3 — Neutral		4 — Agree		3 — Neutral		3 Neutral		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		5 Strongly Agree		3 Neutral		2 Disagree		3 Neutral		4 Agree		3 Neutral		3 Neutral		3 Neutral

		9/6/2026 8:24:43		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Master's degree		Other		PKR 150,000–199,999		Occasionally		Energy-efficient products/electronics, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		4 — Agree		3 — Neutral		2 — Disagree		4 — Agree		5 — Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		4 Agree		3 Neutral

		9/6/2026 8:26:59		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Prefer not to say		MPhil/Doctoral degree		Homemaker		PKR 150,000–199,999		Frequently		Clothing/fashion, Reusable products		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 Neutral		3 Neutral		4 Agree		3 Neutral		2 Disagree		3 Neutral		5 Strongly Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 8:29:05		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Student		No personal income		Occasionally		Cosmetics and personal care, Other		3 — Neutral		3 — Neutral		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		3 — Neutral		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 8:30:06		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		Master's degree		Self-employed		PKR 100,000–149,999		Frequently		Cosmetics and personal care, Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 8:31:20		Yes		Yes		Yes		Yes		Yes		Yes		55 years or above		Male		MPhil/Doctoral degree		Other		PKR 150,000–199,999		Frequently		Food and beverages, Reusable products, Other		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		3 — Neutral		4 — Agree		4 — Agree		3 Neutral		4 Agree		3 Neutral		2 Disagree		3 Neutral		2 Disagree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree

		9/6/2026 8:32:47		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Master's degree		Employed		Below PKR 50,000		Occasionally		Cosmetics and personal care, Energy-efficient products/electronics, Other		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		3 Neutral		4 Agree		2 Disagree		4 Agree		3 Neutral		2 Disagree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		4 Agree		5 Strongly Agree

		9/6/2026 8:34:26		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Prefer not to say		MPhil/Doctoral degree		Self-employed		PKR 150,000–199,999		Frequently		Products with recyclable/sustainable packaging		4 — Agree		4 — Agree		5 — Strongly Agree		3 — Neutral		4 — Agree		5 — Strongly Agree		4 — Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		4 Agree		3 Neutral		4 Agree		3 Neutral		2 Disagree		3 Neutral		4 Agree

		9/6/2026 8:35:43		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Unemployed		No personal income		Rarely		Cosmetics and personal care, Energy-efficient products/electronics		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		5 — Strongly Agree		3 Neutral		2 Disagree		5 Strongly Agree		4 Agree		3 Neutral		4 Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		3 Neutral

		9/6/2026 8:36:37		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Master's degree		Employed		PKR 50,000–99,999		Rarely		Products with recyclable/sustainable packaging, Other		4 — Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		3 Neutral		4 Agree		3 Neutral		4 Agree		4 Agree

		9/6/2026 8:37:37		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Other		Self-employed		PKR 100,000–149,999		Very frequently		Cosmetics and personal care, Energy-efficient products/electronics, Other		5 — Strongly Agree		4 — Agree		3 — Neutral		4 — Agree		2 — Disagree		4 — Agree		3 — Neutral		5 Strongly Agree		4 Agree		4 Agree		3 Neutral		4 Agree		4 Agree		4 Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:14:34		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Employed		PKR 50,000–99,999		Frequently		Clothing/fashion, Reusable products		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:16:33		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Bachelor's degree		Self-employed		Below PKR 50,000		Occasionally		Reusable products, Energy-efficient products/electronics		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:17:37		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Bachelor's degree		Unemployed		No personal income		Rarely		Clothing/fashion, Cosmetics and personal care		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:18:33		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Master's degree		Employed		PKR 50,000–99,999		Occasionally		Cosmetics and personal care, Reusable products		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:19:38		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Male		MPhil/Doctoral degree		Homemaker		PKR 150,000–199,999		Frequently		Cosmetics and personal care, Reusable products, Products with recyclable/sustainable packaging		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:20:37		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Bachelor's degree		Self-employed		PKR 50,000–99,999		Occasionally		Reusable products, Products with recyclable/sustainable packaging		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:21:31		Yes		Yes		Yes		Yes		Yes		Yes		45–54 years		Female		Master's degree		Self-employed		PKR 150,000–199,999		Very frequently		Food and beverages, Clothing/fashion, Cosmetics and personal care, Reusable products		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		4 Agree		4 Agree

		9/6/2026 11:23:31		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Master's degree		Self-employed		PKR 100,000–149,999		Frequently		Food and beverages, Clothing/fashion, Reusable products		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:24:25		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Student		Below PKR 50,000		Occasionally		Household products, Reusable products		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:25:15		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Employed		PKR 50,000–99,999		Occasionally		Food and beverages, Cosmetics and personal care		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		4 — Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:26:07		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Secondary/Intermediate or below		Student		No personal income		Occasionally		Food and beverages, Household products		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:26:59		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Bachelor's degree		Self-employed		Below PKR 50,000		Rarely		Clothing/fashion, Cosmetics and personal care, Energy-efficient products/electronics		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		4 — Agree		5 — Strongly Agree		5 — Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:27:50		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Male		Bachelor's degree		Employed		PKR 50,000–99,999		Frequently		Household products, Energy-efficient products/electronics		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree

		9/6/2026 11:27:50		Yes		Yes		Yes		Yes		Yes		Yes		18–24 years		Female		Master's degree		Student		No personal income		Never purchased, but have considered purchasing		Food and beverages		4 — Agree		4 — Agree		3 — Neutral		4 — Agree		3 — Neutral		3 — Neutral		2 — Disagree		1 Strongly Disagree		2 Disagree		3 Neutral		4 Agree		4 Agree		1 Strongly Disagree		1 Strongly Disagree		1 Strongly Disagree		2 Disagree		2 Disagree		2 Disagree		1 Strongly Disagree		4 Agree

		9/6/2026 11:28:39		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Female		Master's degree		Homemaker		PKR 200,000 or above		Frequently		Food and beverages, Cosmetics and personal care, Energy-efficient products/electronics		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:29:27		Yes		Yes		Yes		Yes		Yes		Yes		35–44 years		Female		Master's degree		Homemaker		PKR 100,000–149,999		Frequently		Food and beverages, Household products, Energy-efficient products/electronics		5 — Strongly Agree		5 — Strongly Agree		5 — Strongly Agree		4 — Agree		4 — Agree		4 — Agree		4 — Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		5 Strongly Agree		4 Agree		5 Strongly Agree

		9/6/2026 11:33:42		Yes		Yes		Yes		Yes		Yes		Yes		25–34 years		Male		Bachelor's degree		Student		Below PKR 50,000		Occasionally		Cosmetics and personal care, Products with recyclable/sustainable packaging		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		5 — Strongly Agree		4 — Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree		5 Strongly Agree		4 Agree
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GET DATA /TYPE=XLSX
/FILE="'C:\Users\CARE\Downloads\abcde.xlsx"

/SHEET=name

/CELLRANGE=full
/READNAMES=o0n
/ASSUMEDSTRWIDTH=32767.

EXECUTE.

'Sheetl’

DATASET NAME DataSetl WINDOW=FRONT.

FREQUENCIES VARIABLES=AgeGroup Gender Education Employment Income PurchaseFreq

/ORDER=ANALYSTIS.

Frequencies
[DataSetl]
Statistics
AgeGroup | Gender Education | Employment Income PurchaseFreq
N Valid 84 84 84 84 84 84
Missing 0 0 0 0 0 0
Frequency Table
AgeGroup
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.0 9 10.7 10.7 10.7
2.0 27 321 321 42.9
3.0 29 34.5 34.5 77.4
4.0 15 17.9 17.9 95.2
5.0 4 4.8 4.8 100.0
Total 84 100.0 100.0
Gender
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.0 34 40.5 40.5 40.5
2.0 43 51.2 51.2 91.7
3.0 7 8.3 8.3 100.0
Total 84 100.0 100.0
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Education

Cumulative
Frequency Percent | Valid Percent Percent
Valid 1.0 3 3.6 3.6 3.6
20 28 33.3 33.3 36.9
3.0 31 36.9 36.9 73.8
4.0 18 21.4 21.4 95.2
5.0 4 4.8 4.8 100.0
Total 84 100.0 100.0
Employment
Cumulative
Frequency Percent | Valid Percent Percent
Valid 1.0 10 11.9 11.9 11.9
20 24 28.6 28.6 40.5
3.0 28 33.3 33.3 73.8
4.0 10 11.9 11.9 85.7
5.0 8 9.5 9.5 95.2
6.0 4 4.8 4.8 100.0
Total 84 100.0 100.0
Income
Cumulative
Frequency | Percent | Valid Percent Percent
Valid 1.0 14 16.7 16.7 16.7
2.0 15 17.9 17.9 34.5
3.0 14 16.7 16.7 51.2
4.0 23 27.4 27.4 78.6
5.0 14 16.7 16.7 95.2
6.0 4 4.8 4.8 100.0
Total 84 100.0 100.0
PurchaseFreq
Cumulative
Frequency Percent | Valid Percent Percent
Valid 1.0 3 3.6 3.6 3.6
2.0 16 19.0 19.0 22.6
3.0 29 34.5 34.5 571
4.0 26 31.0 31.0 88.1
5.0 10 11.9 11.9 100.0
Total 84 100.0 100.0
DESCRIPTIVES VARIABLES=GMP Mean GT Mean PW Mean

/STATISTICS=MEAN STDDEV MIN MAX.
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Descriptives

[DataSetl]
Descriptive Statistics
N Minimum Maximum Mean Std. Deviation

GMP_Mean 84 2.333 5.000 3.91074 595317
GT_Mean 84 2.400 5.000 3.73810 .660760
PW_Mean 84 2.000 5.000 3.85719 .635344
Valid N (listwise) 84

RELIABILITY
/VARIABLES=GMP1 GMP2 GMP3 GMP4 GMP5 GMP6

/SCALE ('ALL VARIABLES') ALL
/MODEL=ALPHA
/STATISTICS=DESCRIPTIVE SCALE CORR
/SUMMARY=TOTAL.

Reliability

[DataSetl]

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 84 100.0
Excluded® 0 0
Total 84 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha Items N of ltems
.817 .817 6
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Item Statistics

Mean Std. Deviation N

GMP1 3.905 .8009 84

GMP2 3.976 .8211 84

GMP3 3.786 .8224 84

GMP4 3.893 .7918 84

GMP5 4.036 .8565 84

GMP6 3.869 .8471 84

Inter-ltem Correlation Matrix
GMP1 GMP2 GMP3 GMP4 GMP5 GMP6

GMP1 1.000 .308 .536 .364 .532 .532

GMP2 .308 1.000 .331 .367 .498 446

GMP3 .536 331 1.000 334 1490 .392

GMP4 .364 .367 .334 1.000 .308 482

GMP5 .532 498 490 .308 1.000 471

GMP6 532 446 .392 482 471 1.000

Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if ltem-Total Multiple Alpha if Item
Item Deleted Item Deleted Correlation Correlation Deleted
GMP1 19.560 9.093 .626 456 779
GMP2 19.488 9.434 525 331 .800
GMP3 19.679 9.257 .564 .362 792
GMP4 19.571 9.694 494 .282 .806
GMP5 19.429 8.802 .634 446 776
GMP6 19.595 8.822 .639 436 775
Scale Statistics
Mean Variance | Std. Deviation | N of Items
23.464 12.758 3.5718 6
RELIABILITY

/VARIABLES=GT1 GT2 GT3 GT4 GT5

/SCALE ('ALL VARIABLES')

/MODEL=ALPHA
/STATISTICS=DESCRIPTIVE SCALE CORR
/SUMMARY=TOTAL.

Reliability

[DataSetl]

ALL
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Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 84 100.0
Excluded? 0 .0
Total 84 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics
Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.786 .783 5
Item Statistics
Mean Std. Deviation N
GT1 3.690 .8778 84
GT2 3.833 .9548 84
GT3 3.726 .7660 84
GT4 3.726 .9229 84
GT5 3.714 .9641 84
Inter-ltem Correlation Matrix
GT1 GT2 GT3 GT4 GT5
GT1 1.000 .383 446 .385 492
GT2 .383 1.000 .332 .508 .602
GT3 446 .332 1.000 216 .366
GT4 .385 .508 216 1.000 .466
GT5 492 .602 .366 466 1.000
Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if Item-Total Multiple Alpha if Item
Item Deleted Item Deleted Correlation Correlation Deleted
GT1 15.000 7.446 .563 .350 .746
GT2 14.857 6.871 .626 440 724
GT3 14.964 8.396 435 .240 .783
GT4 14.964 7.408 .528 .321 .758
GT5 14.976 6.674 .665 464 .710
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Scale Statistics

Mean Variance | Std. Deviation | N of ltems
18.690 10.915 3.3038 5
RELIABILITY

/VARIABLES=PW1l PW2 PW3 PW4 PW5 PW6
/SCALE ('ALL VARIABLES') ALL
/MODEL=ALPHA
/STATISTICS=DESCRIPTIVE SCALE CORR
/SUMMARY=TOTAL.

Reliability
[DataSetl]

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 84 100.0
Excluded® 0 .0
Total 84 100.0

a. Listwise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's
Alpha Based
on
Cronbach's Standardized
Alpha ltems N of ltems
.827 .827 6

Item Statistics

Mean Std. Deviation N
PW1 3.821 .8803 84
PwW2 3.881 .7824 84
PW3 3.798 .8887 84
PwW4 3.869 .9414 84
PW5 3.845 .8711 84
PW6 3.929 .8328 84
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Inter-ltem Correlation Matrix

PW1 PW2 PW3 PW4 PW5 PW6
PW1 1.000 .336 492 .509 498 459
PW2 .336 1.000 .381 .388 485 431
PW3 492 .381 1.000 .386 .566 420
PW4 .509 .388 .386 1.000 416 464
PW5 498 .485 .566 416 1.000 433
PW6 459 431 420 464 433 1.000
Item-Total Statistics
Scale Corrected Squared Cronbach's
Scale Mean if Variance if Item-Total Multiple Alpha if Item
Iltem Deleted Iltem Deleted Correlation Correlation Deleted
PW1 19.321 10.245 .624 413 794
PW2 19.262 11.135 534 315 .812
PW3 19.345 10.301 .603 .400 .798
PW4 19.274 10.177 .578 .357 .804
PW5 19.298 10.163 .650 454 .788
PW6 19.214 10.628 .591 .356 .800
Scale Statistics
Mean Variance | Std. Deviation | N of Items
23.143 14.534 3.8123 6
EXAMINE VARIABLES=GMP_Mean GT_Mean PW Mean
/PLOT BOXPLOT STEMLEAF
/COMPARE GROUPS
/STATISTICS DESCRIPTIVES
/CINTERVAL 95
/MISSING LISTWISE
/NOTOTAL.
Explore
[DataSetl]
Case Processing Summary
Cases
Valid Missing Total
N Percent Percent N Percent
GMP_Mean 84 100.0% 0.0% 84 100.0%
GT_Mean 84 100.0% 0.0% 84 100.0%
PW_Mean 84 100.0% 0.0% 84 100.0%
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Descriptives

Statistic Std. Error
GMP_Mean Mean 3.91074 .064954
95% Confidence Interval Lower Bound 3.78155
for Mean Upper Bound | 4.03993
5% Trimmed Mean 3.93213
Median 4.00000
Variance .354
Std. Deviation 595317
Minimum 2.333
Maximum 5.000
Range 2.667
Interquartile Range .666
Skewness -.492 .263
Kurtosis .287 .520
GT_Mean Mean 3.73810 .072095
95% Confidence Interval Lower Bound 3.59470
for Mean Upper Bound 3.88149
5% Trimmed Mean 3.74815
Median 3.80000
Variance 437
Std. Deviation .660760
Minimum 2.400
Maximum 5.000
Range 2.600
Interquartile Range 1.000
Skewness -.182 .263
Kurtosis -.757 .520
PW_Mean Mean 3.85719 .069322
95% Confidence Interval Lower Bound 3.71931
for Mean Upper Bound | 3.99507
5% Trimmed Mean 3.89156
Median 4.00000
Variance 404
Std. Deviation .635344
Minimum 2.000
Maximum 5.000
Range 3.000
Interquartile Range .958
Skewness -.826 .263
Kurtosis .303 .520
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GMP_Mean

GMP Mean Stem-and-Leaf Plot

Frequency

Stem width:
Fach leaf:

00
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00
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g W
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5.0 E
4.57
4.0
3.57
3.0 —
38 12
2.57 (@)
37 31
(©)
2.0
T
GMP_Mean
GT_Mean
GT Mean Stem-and-Leaf Plot
Frequency Stem & Leaf
3.00 2 444
6.00 2 666688
20.00 3 00000000222224444444
19.00 3 6666666666688888888
22.00 4 0000000000222222444444
12.00 4 666666666668
2.00 5 00
Stem width: 1.000
Each leaf: 1 case(s)
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T
GT_Mean

PW Mean Stem-and-Leaf Plot
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Stem width: 1.000
Fach leaf: 1 case(s)

4.57

3.07

2.57

81
2.07 (@)

I
PW_Mean

CORRELATIONS
/VARIABLES=GMP Mean GT Mean PW Mean
/PRINT=TWOTAIL NOSIG
/MISSING=PAIRWISE.

Correlations

[DataSetl]
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Correlations

GMP_Mean | GT_Mean | PW_Mean
GMP_Mean Pearson Correlation 1 673" 672"
Sig. (2-tailed) .000 .000
N 84 84 84
GT_Mean Pearson Correlation 673" 1 692"
Sig. (2-tailed) .000 .000
N 84 84 84
PW_Mean Pearson Correlation 672" 692" 1
Sig. (2-tailed) .000 .000
N 84 84 84
**_Correlation is significant at the 0.01 level (2-tailed).
REGRESSION
/MISSING LISTWISE
/STATISTICS COEFF OUTS R ANOVA
/CRITERIA=PIN(.05) POUT(.10)
/NOORIGIN
/DEPENDENT PW Mean
/METHOD=ENTER GMP Mean.
Regression
[DataSetl]
Variables Entered/Removed?®
Variables Variables
Model Entered Removed Method
1 GMP_Meanb Enter
a. Dependent Variable: PW_Mean
b. All requested variables entered.
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 6722 451 445 473442

a. Predictors: (Constant), GMP_Mean
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 15.124 1 15.124 67.473 .000°
Residual 18.380 82 224
Total 33.504 83
a. Dependent Variable: PW_Mean
b. Predictors: (Constant), GMP_Mean
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.053 .345 3.050 .003
GMP_Mean 717 .087 .672 8.214 .000

a. Dependent Variable: PW_Mean

REGRESSION
/MISSING LISTWISE
/STATISTICS COEFF OUTS R ANOVA
/CRITERIA=PIN(.05) POUT (.10)
/NOORIGIN
/DEPENDENT GT Mean
/METHOD=ENTER GMP Mean.

Regression

[DataSetl]

Variables Entered/Removed?

Variables Variables

Model Entered Removed Method
1 GMP_Meanb Enter

a. Dependent Variable: GT_Mean

b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 6732 453 446 491815

a. Predictors: (Constant), GMP_Mean
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 16.404 1 16.404 67.818 .000°
Residual 19.834 82 242
Total 36.238 83
a. Dependent Variable: GT_Mean
b. Predictors: (Constant), GMP_Mean
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) .818 .359 2.280 .025
GMP_Mean 747 .091 .673 8.235 .000

a. Dependent Variable: GT_Mean

REGRESSION
/MISSING LISTWISE
/STATISTICS COEFF OUTS R ANOVA

/CRITERIA=PIN(.05)

/NOORIGIN
/DEPENDENT PW Mean
/METHOD=ENTER GT Mean.

Regression

[DataSetl]

POUT (.10)

Variables Entered/Removed?

Variables Variables

Model Entered Removed Method
1 GT_Meanb Enter

a. Dependent Variable: PW_Mean

b. All requested variables entered.

Model Summary
Adjusted R Std. Error of

Model R R Square Square the Estimate
1 6922 479 473 461269

a. Predictors: (Constant), GT_Mean
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ANOVA?

Sum of
Model Squares df Mean Square F Sig.
1 Regression 16.057 1 16.057 75.466 .000°
Residual 17.447 82 213
Total 33.504 83
a. Dependent Variable: PW_Mean
b. Predictors: (Constant), GT_Mean
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 1.369 291 4.707 .000
GT_Mean .666 .077 .692 8.687 .000

a. Dependent Variable: PW_Mean
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The Impact of Green Marketing Practices
on Consumers’ Willingness to Purchase Eco-
Friendly Products: The Mediating Role of
Green Trust

87 responses

Publish analytics

1. Are you aged 18 years or above? |_|:| Copy chart

87 responses

® Yes
® No
2. Do you currently reside in Pakistan? |0 Copy chart
87 responses
@ Yes
® No

https://docs.google.com/forms/d/1MK_borS5fV5B30dRCPBIOV47WnOIBICQlox9aPJOkx4/viewanalytics 1/8



https://docs.google.com/forms/d/1MK_borS5fV5B30dRCPBl0V47WnOlBlCQlox9aPJOkx4/edit#start=publishanalytics
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3. Do you understand what is meant by an eco-friendly or
environmentally friendly product based on the explanation above?

87 responses

® Yes
® No

4. Have you ever considered purchasing or previously purchased
an eco-friendly product?

87 responses

® Yes
® No

5. Do you know of at least one company or brand that offers or
markets eco-friendly products?

87 responses

® Yes
® No

https://docs.google.com/forms/d/1MK_borS5fV5B30dRCPBIOV47WnOIBICQlox9aPJOkx4/viewanalytics

|_|:| Copy chart

|_D Copy chart

|_|:| Copy chart
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6. Consent to participate:

|_|:| Copy chart

| have read the information provided above, understand the purpose
of the study, understand that my participation is voluntary, and

consent to participate in this research.

87 responses

Section B — Participant Profile

7. What is your age group?

87 responses

&

8. What is your gender?

87 responses

® VYes
® No

|_|:| Copy chart

©® 18-24 years
@ 25-34 years
@ 35-44 years
©® 45-54 years
@ 55 years or above

LD Copy chart

@ Male
@ Female
@ Prefer not to say

https://docs.google.com/forms/d/1MK_borS5fV5B30dRCPBIOV47WnOIBICQlox9aPJOkx4/viewanalytics 3/8
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9. What is your highest level of education? I8 Copy chart

87 responses

@ Secondary/Intermediate or
below

@ Bachelor's degree
@ Master's degree
@ MPhil/Doctoral degree

@ Other

10. What is your current employment status? I_D Copy chart

87 responses
@ Student
@ Employed
@ Self-employed
@ Unemployed
@ Other

29.9%
11. What is your approximate monthly personal income? I_D Copy chart

87 responses

@ No personal income
@ Below PKR 50,000

@ PKR 50,000-99,999
@ PKR 100,000-149,999
@ PKR 150,000-199,999
@ PKR 200,000 or above
@ Prefer not to say

https://docs.google.com/forms/d/1MK_borS5fV5B30dRCPBIOV47WnOIBICQlox9aPJOkx4/viewanalytics 4/8
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12. How often do you purchase eco-friendly products? I_D Copy chart

87 responses

@ Never purchased, but have
considered purchasing

@ Rarely
@ Occasionally
@ Frequently

|‘ @ Very frequently

13. Which type(s) of eco-friendly products have you considered or I8 Copy chart
purchased?

87 responses

Food and beverages —19 (21.8%)
Clothing/fashion
Cosmetics and personal...
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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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