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Abstract 

Environmental deterioration is an urgent issue that has garnered global attention and 
has been debated in various settings. The main intent of this study was to objectively 
assess how the elements of environmental marketing effect environmental sustainability. 
The study employed an explanatory-descriptive research design and a quantitative ap-
proach to analyze and interpret the data. In the study, 238 people completed five-point 
Likert-scale questionnaires, enabling firsthand observation of the original data. The 
structural equation model analysis was conducted using SmartPLS software. The study 
revealed moderate links between green prices and environmental sustainability 
measures in the study area. Place, product, and promotion demonstrated a modest influ-
ence on environmental sustainability. The PLS path analysis indicated that green price 
was the most significant variable, followed by product, promotion, and place in the 4P 
marketing mix. Overall, the findings of the recent study suggest a significant relationship 
between environmental marketing and environmental sustainability, with environmental 
marketing accounting for approximately 37.9% of the variance in environmental sus-
tainability. Therefore, the government should pay attention and establish a policy and 
regarding how companies can use green product, green pricing, green placing, and 
green promotion to minimize environmental damage. 
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1 INTRODUCTION 

Nowadays, the production and disposal of 

plastic water bottles have substantially increased 

worldwide (Orset et al. 2017). The towns have 

been confronted with a variety of problems relat-

ing to solid waste (Kumar–Agrawal 2020). In-

dustries started flooding the market with more 

and more plastic water bottle products to meet 

consumer demand and boost profits at the ex-

pense of the environment as a whole (Farooq et 

al. 2022). This can cause and contribute to emis-

sions of greenhouse gases, climate change, de-

pletion of natural resources, environmental pol-

lution, increasing carbon emissions, deforesta-

tion in tropical areas, acid rain, global climate 

change, hazardous waste, and extinct animals 

(Chen et al. 2021), which may result in detri-

mental effects on both human health and the en-

vironment.  

Particularly in developing countries huge 

amounts of  plastic bottles are end up as litter in 

sewerage pipes, framing land and rivers and 

clogging many towns with plastic waste at every 

corner, in both large and small towns, where they 

can be harmful to humans and animals (Alabi et 

al. 2019). Ethiopia is among the developing na-

tions that have faced this challenge because most 

of the manufacturers in the country are not con-

cerned about environmental and social con-

sciousness in this issue (Hussein et al. 2020). 

Predominantly, the situation and awareness con-

cerning waste plastic bottles that could damage 

the environment are devastating (Legesse–Dir-

iba 2011).   

To address these challenges, environmental 

marketing strategically encourages sustainable 

environmental conservation, sustainable con-

sumption, and sustainable production patterns. 

Additionally, it determines the method and tech-

niques through which marketing practices ex-

ploit and utilizes limited resources while delight-

ing customers, organizations, or industries' needs 

and wants (Astuti et al. 2021). However, many 

environmental marketing strategies fail spectac-

ularly because organizations use the environ-

ment as an extra element of promotion without 

trying to improve or investigate the core product 

or how it affects the environment ( Román et al. 

2022). This is emanate from the premise that "en-

vironmental marketing" is merely the advertising 

of products having environmental attributes 

(Jamal et al. 2022). Consumers also have mini-

mal awareness of environmental marketing 

(Yang–Chai 2022). 

Furthermore, there are numerous scientific 

papers conducted on environmental marketing's 

influence on purchasing decisions, consumer be-

haviour, and the perception of customers. How-

ever, no research has been published in the study 

area on the current topic, to the best of the re-

searcher's knowledge. Thus, given the current 

trend towards conserving nature from environ-

mental deterioration, it is crucial to examine how 

environmental marketing affects environmental 

sustainability. More specifically, the present pa-

per aims to assess and analyze how eco-friendly 

products, green pricing, green places, and green 

promotion impact environmental sustainability 
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in selected water bottling factories in Ethiopia. 

Based on this premise, researchers believe that 

the outcomes of this research could have a vital 

impact on solving environmental problems and 

the development of environmental marketing 

practices. 

2     OVERVIEW OF THE LITERATURE   

2.1 Highlights of Environmental Marketing 

The origin of environmental marketing can 

be traced to the late 1960s and early 1970s 

(Polonsky 1994), when it was realized that pol-

lution, natural resource depletion, and the envi-

ronmental repercussions of human activity were 

damaging to the planet (Saleem et al. 2021). In 

the late 1980s, companies began to recognize the 

potential advantages of promoting their environ-

mentally friendly products (Limaho et al. 2022) 

and lessening their harmful effects on the planet 

(Chitra 2007).  

Environmental marketing is a comprehen-

sive marketing strategy where products are man-

ufactured, priced, advertised, distributed, and re-

cycled in a sustainable manner, in light of grow-

ing consciousness of the impacts of climate 

change, non-biodegradable waste products, and 

emissions (Mishra–Sharma 2014). Environmen-

tal marketing aims to ensure ecological safety 

and involves a range of corporate operations, in-

cluding modifying the product, adjusting the pro-

duction process, making wrapping alterations, 

and implementing promotional adjustments 

(Ghoshal 2011). Van Dam–Apeldoorn (1996) 

also explained it as a firm's attempts to develop, 

advertise, and disseminate goods without having 

harmful impacts on the natural environment.  

2.2  Four Ps of Environmental marketing  

2.2.1 Green Product 

Environmental marketing often requires 

eco-friendly products for resource conservation, 

hazardous substitution, recyclability, and reusa-

bility (Dangelico 2016). Green products also 

have enthusiastic (social and mechanical), coher-

ent (eco-label-authorized information), and di-

rect personal benefits (Goldsmith et al. 2016). 

Likewise, green products offer non-product ben-

efits, like an advertising incentive for customers 

who participate in the product recovery process 

(Liao et al. 2020). Ideally, eco-friendly products 

are resilient, uncontaminated, recycled, or effort-

lessly wrapped (Stralia–Zarotiadis 2019). This 

variable is measured by recycling, packaging re-

duction, dematerialization, using viable materi-

als, designing recycled products, ensuring safe 

disposal, promoting rapid decomposition, and 

creating safer or more enjoyable products (Astuti 

et al. 2021; García Salirrosas–Rondon Eusebio  

2022). Hence, based on this literature, the first 

hypothesis was designed: 

Hypothesis 1: Green products have a signif-

icant influence on environmental sustainability. 

2.2.2 Green pricing: 

Pricing is a critical element of environmen-

tal marketing (Govender–Govender 2016; 



  

163 
 

Shrikanth–Raju 2012). Most people are inter-

ested in paying a premium for goods they believe 

to be of superior value (Aschemann-Witzel–

Zielke 2017). Therefore, it will be measured in 

terms of value, which may be improved quality, 

function, performance, design, aesthetic appeal, 

flavor, or ecological benefits (Sinambela et al. 

2022). When product life cycle costs are consid-

ered, environmentally friendly products are fre-

quently cheaper than environmentally unfriendly 

ones (Gupta et al. 2016; Sana 2020). For in-

stance, fuel-efficient automobiles, water-effi-

cient printers, and non-hazardous goods are good 

examples of environmentally friendly products. 

Hence, based on this literature, the second hy-

pothesis was constructed: 

  Hypothesis 2: Green prices have a signifi-

cant impact on environmental sustainability. 

2.2.3 Green Placing:  

A "green place or channel of distribution" is 

a supply chain or distribution network that prior-

itizes green products, processes, and practices 

(Swami–Shah 2013). This may include using 

eco-friendly products, reducing pollutants and 

emissions, and using sustainable logistics and 

transportation (Sinambela et al. 2022). The goal 

of green distribution is to reduce the harmful ef-

fects of distributed products and encourage sus-

tainability throughout the entire supply chain 

(Davari–Strutton 2014). Moreover, the decision 

of when and where to distribute a good or service 

has an immense effect on the environment (Me-

lović et al. 2020). The place has to be compatible 

with the company's desired image and distin-

guish it from its rivals (Nolega et al. 2015). This 

can be accomplished via in-store advertising, 

visually pleasing exhibits, or the use of recycla-

ble materials to highlight the ecological and 

other advantages (Syaekhoni et al. 2017). Thus, 

depending on this literature, the third hypothesis 

was developed as follows: 

  Hypothesis 3: Green place has a signifi-

cant impact on environmental sustainability. 

2.2.4 Green promotion  

"Green promotion" involve promoting green 

products and services to specific audiences 

through public relations, paid advertising, direct 

marketing, sales promotion, and on-site promo-

tions (Dangelico–Vocalelli 2017). The goal of 

green promotion is to create understanding about 

the impact of consumer choices on the environ-

ment, promote sustainable materials, encourage 

energy-efficient appliances, encourage recy-

cling, reduce waste, and encourage more sustain-

able behavior (Boztepe 2012). By employing 

sustainable promotion techniques, savvy market-

ers can enhance their company's environmental 

credibility (Singh–Pandey, 2012). For instance, 

e-marketing is gradually substituting more con-

ventional marketing approaches, and printed 

goods can be made utilizing recyclable items and 

economical procedures (e.g., waterless printing) 

(Shrikanth– Raju 2012). Consequently, the next 
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hypothesis was devised:  

Hypothesis 4: Green promotion has a significant 

impact on environmental sustainability. 

3. RESEARCH METHODS 

Description of study area 

Arsi is situated in the Oromia region, in the 

south-eastern part of Ethiopia. Geographically, 

Arsi encompasses a diverse landscape character-

ized by highlands, valleys, and forests. The re-

gion is traversed by numerous rivers and streams, 

which contribute to its agricultural fertility. It has 

a latitude and longitude of 7°7′N, 40°0′E, and an 

elevation of 2,492 meters (8,176 ft.) above sea 

level. The region is divided into two zones: West 

Arsi and East Arsi. The town of Shashemane is a 

notable urban center and serves as a hub for trade 

and transportation in West Arsi, while the city of 

Asella serves as the administrative center of East 

Arsi and an important urban hub in the region.   

3.1 Research design 

This paper utilized an explanatory and descrip-

tive design to achieve the intended objectives. 

The researchers employed an explanatory design 

to explain how environmentally responsible mar-

keting impacts environmental sustainability and 

a descriptive design to analyze and explain the 

respondent profiles and average study variable 

scores. Moreover, the researchers utilized a 

quantitative research approach to analyze and in-

terpret the data to generalize the research find-

ings to the entire population. The researchers 

also used both primary and secondary sources. 

 

3.2 Population, Sample Size Determination, 

and Sampling Technique 

The researchers choose the study areas due to 

easy access for researchers in terms of transpor-

tation and logistics as well as to contribute new 

insights. To address consumers in this research, 

the researchers intended to consider the employ-

ees of three water bottling companies them-

selves, as they are the water users in the study 

area and know how the companies operate con-

cerning environmental sustainability. The com-

pany has 621 employees. Thus, the sample was 

drawn from a population of 621 employees em-

ployed by the companies. The number of sam-

ples was calculated using Kothari’s (2004) for-

mula for determining the sample size for a finite 

population:  

“𝑛𝑛 = 𝑧𝑧2.𝑝𝑝.𝑞𝑞.𝑁𝑁
𝑒𝑒2(𝑁𝑁−1)+𝑧𝑧2.𝑝𝑝.𝑞𝑞

”………………………. (1) 

Where: n=sample size; z=1.96; q=1-p; p= 

sample proportion; N=population; and e=error 

term. In cases where p is undetermined, Kothari 

proposes using a value of 0.5 to maximize the 

sample size that meets or exceeds the specified 

precision. Hence, the sample was as follows: 

=
(1.96)2 × 0.5 × 0.5 × 621

(0.05)2(621 − 1) + (1.96)2 × 0.5 × 0.5

≈ 𝟐𝟐𝟐𝟐𝟐𝟐 

Finally, appropriate sample sizes were selected 

in proportion to the population size of each com-

pany (See table 1).  
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Table 1: The sample size of each company. 

No Name of company Population Sample size 

1 Selam 227 𝑛𝑛 =
227 × 238

621 ≈ 87 

2    Gada 206 𝑛𝑛 =
206 × 238

621 ≈ 79 

3    Bokoji 188           𝑛𝑛 = 188×238
621

     ≈ 72         

      Total 621                                       238 

Therefore, 238 respondents were selected for this study using simple random sampling to select 

samples from the employee population at companies. 

 

3.3  Data analysis  

After collecting, documenting, reviewing, 

and coding the data using the proper techniques, 

the researchers utilized descriptive statistics such 

as means, frequencies, percentages, and standard 

deviations to examine the demographic charac-

teristics of the respondents. Moreover, with the 

help of SmartPLS version 4, tests of internal con-

sistency, convergent validity, discriminant valid-

ity, correlation matrix, exploratory factor analy-

sis, path coefficient, and the structural equation 

model (SEM) have been performed. 

 

 

 

3.4  Model specification. 

The specification of the multiple regression 

model is illustrated below in detail. 

             Yi = Ao + Bi(Xi) + e.................(2) 

Where: Yi is "environmental sustainability 

(a dependent variable)", Ao is "the intercept 

term", Bi is "the coefficient of Xi', Xi is "the in-

dependent variables", and e is "the error term". 

Therefore, following the research's hypotheses, 

the following regression model was presented: 

             EnvS= 

ao+b1(Gpro)+b2(Gpri)+b3(Gpla)+b4(Gpro

m)........(3) 

Where: EnvS is environmental sustainablity, 

Gpro:- “green Product”, Gpri:-“green Pricing”, 

Gpla:- “green placing”, and Gprom:- “green pro-

motion”.  

Finally, the Kaiser-Meyer-Olkin, Bartlett's 

Test of Sphericity, Cronbach's alpha, average 

variance extracted, composite reliability, and 

factor loading assessments were employed to 

evaluate the model's measurement. P-value and 

T-value allowed the significance of the model to 

be estimated at a 95% confidence interval level. 
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4 RESULTS AND DISCUSSION 

4.1 Data screening and respondent profiles 

The complete research population was repre-

sented by 238 individuals. Of the 238 question-

naires provided, 220 were completed and 18 

were not. Ten respondents are excluded due to 

excessive missing and outlier data at data screen-

ing, leaving 210 for analysis. Among the 210 

questionnaire respondents, 131 (62.9%) were 

male and 78 (37.1%) females. The detail sum-

mary of respondent profles is given in Table 2.  

Table 2: Demography of the survey participants 

Variables Type Frequency (%) 

 

Gender 

Male 132 62.9 

Female 78 37.10 

Total 210 100 

 

Age 

18- 29 3 1.40 

30-39 131 62.4 

40-49 60 28.6 

Fifty and above 16 7.60 

Total 210 100.0 

 

Education 

level 

Diploma (Vocational ) 38 18.10 

First degree (BA/BSc) 144 68.60 

Master’s & above 28 13.30 

Total 210 100.0 

Source: SPSS(Survey data, 2023) 

4.2 Measurement of model 

4.2.1 Internal consistency test 

As Hair et al. (2020) mentioned, the speci-

fied variable's internal consistency must be 

greater than or equal to 0.7. Table 4 displays that 

Cronbach's alpha scores in this study are all 

higher than the threshold, which means that the 

internal consistency is excellent. To verify 

whether the data were appropriate to perform 

factor analysis, Bartlett’s test and KMO were ex-

ecuted. According to Kaiser and Rice (1974), 

Kaiser-Meyer-Olkin scores above 0.5 are ac-

ceptable. The results of this research recorded a 

chi-square of 1606.987 with 120 degrees of free-

dom and a KMO score of 0.80 at the 0.000 level 

of significance (see Table 3). 

 

Table 3:- Bartlett’s and KMO test. 

KMO  Adequacy Measure. 0.806 

Bartlett's Test: Approx. Chi-Square 1606.987 
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 Degree of freedom 120 

 Significance 0.000 

 

4.2.2  Convergent validity  

According to Hair et al. (2020), factor load-

ing above 0.7, average variance extracted  

greater than 0.5, and composite reliability above 

0.5 are adequate for this test. Therefore, two 

questionnaire items, namely, Gpro6 and 

Gprom3, were eliminated from the analysis be-

cause their factor loadings were below the rec-

ommended limit. As shown in Table 4, the re-

maining variables had above-recommended 

loadings, confirming the convergent validity as-

sumption was fulfilled. Moreover, a variance of 

inflation below 3.0 indicates no collinearity is-

sue. Figure 1 illustrates the path coefficients and 

factor loadings obtained from the structural 

equation modeling results. 

Table 4: Exploratory factor analysis results in summary 

Construct Measurement Factor 

loading (𝝀𝝀) 

Green product (Gpro)  CR=  0.892, AVE=  0.619,  α = 0.853,  VIF=   1.397                  

Gpro1 The bottles of water are recyclable. 0.834 

Gpro2 The bottles of water are safe for disposal. 0.779 

Gpro3 The bottles of water have clear labels. 0.724 

Gpro4 The design of bottled water is well-made. 0.742 

Gpro5 The bottled water brand is environmentally friendly. 0.847 

Green price (Gpri) CR= 0.902,   AVE= 0.730,    α = 0.878,  VIF= 1.189                    

Gpri1 Bottled water is reasonably priced.  0.881 

Gpri2 Consumers are willing to pay for bottled water. 0.827 

Gpri3 The price of bottled water is proportional to their quality. 0.843 

Gpri4 Bottled water is economical. 0.865 

Green promotion 

(Gprom). 

 CR= 0.795,   AVE= 0.768,    α = 0.704,   VIF= 1.176                                          

Gprom1 Companies use eco-friendly content in promotion. 0.914 

Gprom2 Encourage customers to make more eco-friendly 

choices. 

0.838 

Green Place (Gpla) CR= 0.802,    AVE= 0.784,   α = 0.732, VIF= 1.299                         

Gpla1 Companies distribute bottled water in an eco-friendly 

way. 

0.845 
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CR: composite reliability; AVE: average variance extracted; α: Cronbach's alpha;  VIF: Variance 

Inflation Factor; 𝝀𝝀: factor loading. 

 

 

Figure 1: Path coefficients and factor loading.  

 

 

4.2.3 Discriminant validity 

Discriminant validity checks construct substan-

tial links to ensure that hypothesized relation-

ships are not supported. As shown in Table 5, the 

square root of average variance  (highlighted in 

bold font) is greater than correlation scores, indi-

cating the  “discriminant validity” premise was 

met. 

Gpla2 The companies are keen to collaborate with eco-friendly 

agents. 

0.925 

Environmental  sustain-

ability  (EnvS) 

CR= 0.799,     AVE= 0.714,   α = 0.801,  VIF=  1.743                                         

EnvS1 Companies have environmental management policies. 0.853 

EnvS2 Companies have the means to collect used plastic bot-

tles. 

0.878 

EnvS3 The companies dedicate a special day to environmental  

sustainability. 

0.802 
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Table 5: correlation matrix. 

Construct CR AVE Gpro Gpri Gprom Gpla EnvS 

Gpro 0.892 0.619 0.574         

Gpri 0.902 0.730 0.266 0.730       

Gprom 0.795 0.768 -0.364 0.28 0.574     

Gpla 0.802 0.784 0.497 0.19 -0.231 0.818   

EnvS 0.799 0.714 0.332 0.496 0.234 .375 0.684 

4.3  Assessment of model  

At this stage,  multicollinearity, size of the 

path coefficient, the predictive capacity (R2), 

blindfolding (Q2), and the effect size (f2) were 

assessed. Fox and Monette (1992) suggested that 

collinearity occurs when highly connected varia-

bles, making coefficient estimation inaccurate. 

Benitez et al. (2020) asserted that the data has no 

collinearity issues if the VIF is below three. In 

this research, all VIF scores were below 3.0, 

which means that the constructs used in this anal-

ysis did not have a problem with collinearity (see 

table 6). As a general rule, the closer a path coef-

ficient is to 0, the less predictive power it has 

over its dependent construct, and the closer it is 

to 1, the more predictive power it has over its de-

pendent construct. Hence, the path coefficient 

values of all construct variables are positive and 

significant at P values less than 0.05 (see table 8). 

The predictive capacity (R2) value is the 

quantity of variance in the endogenous variable 

that can be explained by the exogenous variables. 

As a general rule, Cohn (1988) said that the co-

efficient of determination values for dependent 

variables should be between 0.26 and 0.02. The 

value of R2 in Table 5 for all endogenous is over 

0.26, indicating that green products, prices, pro-

motions, and places substantially explain 37.9 

percent of the environmental sustainability.  

The result in Table 5 reveals that the effect 

size (f2) ranged from 0.044 to 0.055 (green place, 

green promotion, and green product), which is a 

small effect size. However, the green price has a 

medium effect size of 0.212. The third structural 

model assessment is model predictive accuracy 

(Q2), also known as blindfolding (Geisser 1974). 

The PLS-SEM model's ability to predict out-

comes is deemed medium when Q2 is greater 

than 0.25 and substantial when Q2 is greater than 

0.50. Hence, the value of Q2 is above 0.25, and 

the predictive relevance of the model is moderate 

(see table 6). 

 

Table 6: The Summary of the Structural Model Assessment 
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Predictors Outcome VIF R2 F2 Q2 

Gpro EnvS 1.299        0.379 0.049 0.341 

Gpri 1.189 0.212 

Gpla 1.397 0.044 

0.055 Gprom 1.176 

 R2:coefficient determination; F2: effect size; Q2: model predictive accuracy or blindfolding. 

 

4.4  Model fit. 

Confirmatory factor analysis determined 

whether the model matched the data. Thus, the 

standardised root mean square residual, degree 

of unweighted least squares, modified goodness-

of-fit index, and Normed fit index were investi-

gated. Hair et al. (2020) recommended that 

SRMR and d_ULS values less than 0.08 are ac-

ceptable. Thus, the model has a good fit, as 

SRMR and d_ULS values are less than 0.08. The 

d_G value between 0 and 1 are acceptable, with 

larger values implying a better fit (Hair et al. 

2017). Therefore, the d_G values is also within 

an acceptable range. The NFI value of 0.7 con-

firms a moderately good fit for the estimated 

model. This index has values between 0 and 1, 

with values nearer to 1 showing an excellent fit. 

Therefore, it's possible to claim that the sample 

data collected fit the measurement model(see Ta-

ble 7). 

Table 7: Model fit. 

Fit indices Suggested threshold Structural Equation Model Values Remark 

SRMR <=0.08 0.075 Good fit. 

d_ULS <=0.08 0.774 Good fit. 

d_G 0 -1 0.384 Good fit. 

NFI >=0.90 0.700 moderate fit. 

SRMR: standardised root mean square residual; d_ULS: degree of unweighted least squares; d_G: 

goodness-of-fit index; NFI: Normed fit index. 

4.5 Structural equation modeling 

This section addresses the research hypoth-

eses and discusses the conclusions of the tested 

hypotheses. The path coefficients were evaluated 

using the non-parametric partial least-squares 

bootstrapping techniques of structural equation 

modeling. Figure 2 displays the estimated path 

coefficients, t-value, and p-values for the model, 

as determined by a path analysis technique for 

structural equation modeling (SEM). Hair et al. 

(2020) stated that the values of t-statistics above 

or equivalent to 1.99 are adequate. As shown in 

Figure 3, the t-values are above the recom-

mended threshold. 

Hypothesis one evaluates whether green 
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products have a substantial influence on environ-

mental sustainability. The finding showed that 

products have a substantial influence on environ-

mental sustainability, with a betta value of 0.206, 

t-test value of 3.693 and P-value of less than 

0.05. Consequently, the alternative hypothesis 

that green products have a substantial influence 

on environmental sustainability is accepted. The 

structural path  and the p-value indicated that 

green products have significant impact on envi-

ronmental sustainability in the study area. Alt-

hough green products are widely regarded as an 

important component to environmental advance-

ment, Previous research demonstrates that green 

products act as mediators after the introduction 

of environmental rules and regulations (Chan et 

al., 2016). Moreover, Vachon & Klassen, (2008) 

found that green products are predictors of per-

formance. However, this study vividly reveals 

that the attribute of green products directly im-

pacts environmental sustainability. 

Hypothesis two measures whether green 

prices have a substantial impact on environmen-

tal sustainability. The findings revealed that 

green prices have a substantial impact on envi-

ronmental sustainability (B = 0.395, T = 6.278, 

P<0.05). Therefore, the findings support the al-

ternative hypothesis that green prices have a sub-

stantial impact on environmental sustainability. 

The value of the betta coefficient (0.395) and the 

p-value less than 0.01 indicated that green pric-

ing significantly impacts environmental sustain-

ability in the study area. This study supports the 

findings of Gupta et al. (2016); Sana (2020),  

who revealed that eco-friendly products are often 

reasonably priced and have a low impact on en-

vironmental degradation. In other words, green 

prices help to protect the environment by encour-

aging the reusability and recyclability of plastic 

bottles, which have lower environmental degra-

dation and reduce carbon emissions. 

 



  

172 
 

 

Figure 2:- Structural model estimation displaying the level of significance (P and T-values) 

 

Figure 3: The estimation of conceptual research models. 

Hypothesis three assesses whether green 

places or green channels of distribution signifi-

cantly and positively affect environmental sus-

tainability. The results disclosed that green plac-

ing positively impacts environmental sustaina-

bility (B=0.188, T=2.752, P<0.05). Conse-

quently, the data set accepted the alternative hy-

pothesis that green places have a substantial im-

pact on environmental sustainability and rejected 

the null hypothesis. Moreover, the structural path 

(0.188) and the p-value less than 0.01 indicated 



  

173 
 

that green placing has a significant impact on en-

vironmental sustainability of the study area. This 

implies that firms must make certain that green 

products are distributed safely and in an eco-

friendly way. This research supports the findings 

of Eltayeb & Zailani, (2014) who found that 

green distribution can play crucial role in achiev-

ing the triple bottom-line of environmental, so-

cial, and economic benefits.   

Hypothesis four evaluates whether green 

promotion substantially influences environmen-

tal sustainability. The findings indicated that 

green promotion positively impacts environmen-

tal sustainability (B= 0.20, T= 3.168, P<0.05). 

Thus, the study concluded that the data set sup-

ported the alternative hypothesis that green pro-

motion has a substantial impact on environmen-

tal sustainability, and the null hypothesis was re-

jected. The structural path of 0.200 and a p-value 

less than 0.01 indicated that green promotion 

positively and significantly impacts environmen-

tal sustainability in the study area. This implies 

that companies' use of eco-friendly content in the 

promotion and encouraging customers to make 

more eco-friendly choices are metrics for meas-

uring green promotion.  This research supports 

the findings of Wahyuningtiyas & Novianto, 

(2023) who revealed that  green promotion di-

rectly affect environmental sustainability.  

Overall, the findings demonstrated a posi-

tive and substantial correlation between green 

marketing and environmental sustainability, with 

a 95% confidence level, a  t-statistic greater than 

1.96, and a value of p less than 0.05. Accord-

ingly, all the alternative hypotheses are accepted, 

and the null hypothesis is rejected (see table 8). 

Table 8: Hypothesis testing and model path summary. 

Structural relation Hypothe-

sis(H) 

B SE T-Values P-values Remark 

Gpro -> EnvP H1 0.206 0.068 3.693 0.000 Accepted 

Gpri -> EnvP H2 0.395 0.063 6.278 0.000 Accepted 

Gpla -> EnvP H3 0.188 0.056 2.752 0.006 Accepted 

Gprom -> EnvP H4 0.200 0.063 3.168 0.002 Accepted 

 B = “Path coefficient,” SE = “standard error.”  

 

 Consequently, the subsequent model has 

employed to illustrate the number of predictions 

for the predicting factor: 

    EnvS= ao+ B1(Gpro)+ B2(Gpri)+ 

B3(Gpla)+ B4 (Gprom)+ ↋….(4) 

Where: EnvP is “environmental sustainabil-

ity,” aο is “intercept term,” and “B1, B2, B3, and 
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B4 are the beta coefficients of independent varia-

bles. Consequently, the researchers derived β-

values as follows: 

   EnvS= ao+ 0.206 (Gpro)+ 0.395 (Gpri)+ 

0.188 (Gpla)+ 0.200 (Gprom)+ ↋….(5) 

In this equation assuming all other inde-

pendent variables are constant, a one-percent in-

crement in the green product will result in a 

0.206 percent improvement in environmental 

sustainability; a one-percent increment in the 

green price will lead to an upsurge in the envi-

ronmental sustainability of the study area by 

0.395 percent; a unit increase in the green place 

or channel of distribution will result to an in-

crease in the environmental sustainability of the 

study area by 0.188 percent; and a percent in-

crease in a promotion can result to an improve-

ment in the environmental sustainability of the 

study area by 0.200 units. 
 

5 CONCLUSIONS AND RECOMENDATIONS 

The aim of this research is to find out the im-

pact environmental marketing on environmental 

sustainability. The study examined the effect of 

green marketing on environmental sustainability 

using four environmental marketing elements. 

The relationship between green prices and envi-

ronmental sustainability in the study area was 

strong, but product, promotion, and place had a 

moderate effect on environmental sustainability. 

Also, the coefficient path results showed that 

green price was the most significant variable, fol-

lowed by product, promotion, and place. In gen-

eral, the study shows that environmental market-

ing could explain 37.9% of environmental sus-

tainability. This proved that environmental mar-

keting has a substantial effect on environmental 

sustainability. Hence, the following suggestions 

are expected to significantly influence enhancing 

environmental sustainability. 

Primarily, green products offer numerous 

benefits, such as minimizing environmental im-

pact, improving air and water quality, conserving 

natural resources, supporting local economies, 

healthier living, longer product life cycles, and a 

positive brand image. According to ISO and 

other international agreements, the company is 

responsible for ensuring that its product packag-

ing does not contaminate the environment. How-

ever, firms are concerned with production and 

pay no attention to reusing and recycling plastic 

bottles for themselves or their suppliers. Moreo-

ver, the companies do not have a formal policy 

document on how to dispose of used plastic bot-

tles, which leads to environmental degradation. 

Therefore, the government should pay attention 

and establish a policy regarding how companies 

can collect, recycle, and reuse plastic bottles 

without causing environmental damage. 

Secondly, green pricing allows consumers to 

support environmental degradation and help cre-

ate a cleaner, more sustainable environment. By 

paying for green products, consumers can help 

reduce environmental damage, support the 

growth of green product sources, and contribute 

to the fight against climate change. Hence, firms 
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should apply a different pricing strategy and of-

fer reasonably priced green products that have a 

minimal impact on environmental deterioration 

by considering the product life cycle costs. 

Thirdly, green distribution channels often re-

quire less energy and resources, which can result 

in cost savings for the company. Many countries 

have regulations that encourage or require com-

panies to adopt environmentally friendly prac-

tices. Using a green distribution channel can help 

companies comply with these regulations and 

avoid potential penalties. Moreover, companies 

that adopt green distribution channels are per-

ceived as environmentally responsible and con-

scious. 

Finally, green promotion can help reduce the 

adverse environmental impact that business 

practices may cause. By promoting environmen-

tally responsible products, companies can help 

encourage sustainable consumption patterns, ul-

timately leading to a more sustainable future. 

Many consumers today are becoming more eco-

logically mindful and more willing to encourage 

companies to prioritize sustainability. Using 

green promotion, companies can build a positive 

reputation with their customers, increasing cus-

tomer loyalty and brand recognition. 
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