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Abstract 

Green branding has evolved from a niche positioning strategy into a central pillar of 

contemporary digital marketing, driven by escalating environmental concerns, regulatory 

pressures, and changing consumer expectations. In an era where sustainability claims are 

instantly scrutinized and amplified through digital platforms, consumer trust has become the 

critical currency determining the success of green branding initiatives. This study explores how 

green branding strategies communicated through digital marketing channels influence consumer 

trust and purchasing behavior, and how credibility, transparency, and consistency shape the 

effectiveness of sustainability narratives. 

Digital environments have transformed the relationship between brands and consumers from 

one-directional communication into participatory ecosystems. Social media, websites, online 

reviews, and influencer marketing create continuous feedback loops where sustainability claims 

are evaluated in real time. Consumers increasingly rely on digital cues—such as certifications, 

sustainability reports, user-generated content, and peer endorsements—to judge the authenticity 

of green branding. The research argues that digital marketing magnifies both opportunity and 

risk: credible sustainability communication strengthens long-term trust and loyalty, whereas 

perceived greenwashing leads to reputational damage and skepticism. 

The study adopts a conceptual-empirical perspective to analyze mechanisms linking green 

branding to consumer trust. Three interconnected drivers are identified: informational 

transparency, emotional engagement, and social validation. Informational transparency involves 

clear disclosure of environmental practices and measurable impact. Emotional engagement 

emerges through storytelling that connects sustainability to consumer identity and values. Social 

validation arises when communities, influencers, and peer networks reinforce brand credibility. 

These drivers interact within digital ecosystems to produce trust-based relationships that 

influence ethical purchasing behavior. 
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The research also highlights contextual dynamics in emerging and digitally expanding markets, 

where sustainability awareness is rising but institutional verification mechanisms may be uneven. 

In such contexts, digital platforms act as informal accountability systems, empowering 

consumers to challenge misleading claims. The study emphasizes that green branding must 

extend beyond marketing symbolism into operational sustainability. Brands that integrate 

lifecycle transparency, traceability technologies, and stakeholder collaboration achieve stronger 

trust outcomes. 

Ultimately, the findings position green branding as a strategic bridge between corporate 

sustainability commitments and consumer perception. Trust is not generated by messaging alone 

but by alignment between digital narratives and real-world practices. The study concludes that 

digital marketing can accelerate the mainstream adoption of sustainable consumption by 

embedding credible green branding into everyday consumer decision-making. By strengthening 

trust through authentic communication, organizations contribute to broader sustainability 

transitions while enhancing competitive advantage in socially conscious markets 

Keywords: Green branding, consumer trust, digital marketing, sustainability communication, 

ethical branding, green marketing, brand credibility. 

1. Introduction 

The global marketplace is witnessing a fundamental shift toward sustainability as consumers, 

governments, and organizations confront the environmental consequences of overconsumption 

and industrial expansion. In response, businesses increasingly adopt green branding strategies to 

signal their commitment to environmental responsibility. Digital marketing platforms have 

become the primary arena where these sustainability claims are communicated, debated, and 

validated. Unlike traditional advertising, digital communication enables real-time interaction, 

transparency, and peer evaluation, making consumer trust a central determinant of branding 

success. 

Green branding in digital contexts operates within an environment of heightened scrutiny. 

Consumers are more informed and skeptical, often cross-checking sustainability claims through 

independent sources. At the same time, social media and online communities amplify both 

positive advocacy and negative backlash. Trust emerges as a fragile yet powerful asset: credible 

green branding fosters loyalty and advocacy, whereas perceived inconsistency leads to 
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accusations of greenwashing. Understanding how digital marketing shapes trust is therefore 

essential for organizations seeking to align sustainability with long-term brand value. 

This research investigates the intersection of green branding, consumer trust, and digital 

marketing from a sustainability perspective. It seeks to evaluate how digital communication 

strategies influence trust formation and ethical consumption behavior while identifying the 

factors that strengthen or weaken credibility. By situating branding within a broader 

sustainability framework, the study reframes marketing as a mechanism for advancing 

responsible economic systems. 

1.1 Background and Global Context  

Environmental degradation, climate change, and resource scarcity have intensified pressure on 

corporations to demonstrate environmental accountability. Global consumers increasingly prefer 

brands that align with sustainability values. Simultaneously, digital transformation has reshaped 

how brands communicate with audiences. Social media, online marketplaces, and corporate 

websites act as global stages where environmental claims are instantly visible and contestable. In 

this context, green branding becomes both a strategic necessity and a reputational risk, as digital 

transparency exposes inconsistencies between messaging and practice. 

1.2 Conceptual Importance of the Topic 

Conceptually, green branding intersects with trust theory, stakeholder theory, and sustainable 

marketing scholarship. Trust functions as a relational contract between brands and consumers, 

reducing uncertainty in ethical decision-making. Digital marketing intensifies the role of trust 

because information flows rapidly and reputational signals spread widely. Studying this topic 

reveals how environmental values are translated into market behavior and how branding can 

serve as a tool for societal change rather than mere persuasion. 

1.3 Linkage to Sustainable Development Goals 

Green branding directly supports Sustainable Development Goals such as SDG 12 (Responsible 

Consumption), SDG 13 (Climate Action), and SDG 9 (Sustainable Industry). By promoting 

environmentally responsible products and encouraging transparency, digital sustainability 

communication reinforces global efforts to reduce ecological impact. Consumer trust is essential 



Conference Proceedings International Conference on Sustainable Development Goals- Challenges, Issues 

& Practices by TMIMT- College of Management, Teerthanker Mahaveer University, Moradabad 24th & 

25th April 2026. TMIMT International Journal (ISSN: 2348-988X) 

 

 

4 ICSDG-CIP-2026 24th – 25th April 2026 

to achieving these goals because behavioral change depends on credible information and ethical 

market participation. 

1.4 Research Gap and Purpose of the Study 

Despite growing corporate emphasis on sustainability branding, empirical research linking 

digital green branding to measurable trust outcomes remains limited. Much existing literature 

focuses on brand image rather than behavioral or psychological mechanisms. There is a need to 

examine how authenticity, transparency, and digital engagement shape trust formation. This 

study aims to fill that gap by analyzing the trust-building dynamics of green branding within 

digital marketing ecosystems and identifying best practices for credible sustainability 

communication. 

2. Literature review 

Scholarly interest in green branding and digital trust has accelerated in recent years as 

researchers seek to understand how online communication shapes consumer perceptions of 

corporate sustainability. Conceptual works have reframed green branding from a purely symbolic 

positioning strategy to a relational process that depends on credibility, transparency, and 

stakeholder co-creation (Anderson & Lee, 2023; Park, 2024). These accounts draw on signaling 

theory and stakeholder theory to argue that digital cues—certifications, lifecycle disclosures, 

traceability widgets—function as credibility signals that reduce information asymmetry between 

firms and consumers. However, conceptual treatments caution that signals must be corroborated 

by observable practices; otherwise, they risk becoming counter-signals that erode trust (Martínez 

& Osei, 2025). 

Empirical studies provide mixed but instructive evidence about the conditions under which green 

branding produces durable trust. Survey and experimental research finds that transparent 

disclosure of environmental performance (quantified metrics, third-party audits) increases 

perceived brand credibility and purchasing intention (Nguyen et al., 2023; Silva & Rao, 2024). 

Field experiments on digital platforms demonstrate that interactive disclosures—such as impact 

dashboards and supply-chain stories—lead to higher engagement and willingness to pay a 

premium compared with generic sustainability claims (Gonzalez et al., 2024). Yet, other 

empirical work shows the fragility of digital trust: when consumers detect inconsistency between 
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online claims and offline behavior, negative word-of-mouth spreads rapidly, producing stronger 

reputational loss than the reputational gain from earlier modest sustainability claims (Hossain & 

Mehta, 2025). 

A growing literature examines the mediating and moderating psychological processes linking 

green branding to trust. Research combining surveys and structural equation modeling indicates 

that perceived authenticity and corporate transparency mediate the effect of green messaging on 

trust and loyalty (Chen & Verma, 2024). Social validation mechanisms—peer reviews, influencer 

endorsements, and user-generated content—also play important moderating roles; endorsements 

from trusted community members amplify the effect of corporate disclosures, but only when 

endorsers are perceived as independent and knowledgeable (Rahman & Ellis, 2023). Conversely, 

celebrity endorsements without demonstrable domain expertise can exacerbate skepticism (Khan 

& Patel, 2024). 

Contextual and institutional factors are pivotal according to comparative studies. In emerging 

markets, where regulatory oversight and standardized verification systems may be weaker, 

digital platforms can substitute as informal accountability spaces—citizen journalism and activist 

communities often surface inconsistencies and demand remedial action (Okoye & Fernando, 

2024). However, small and medium enterprises (SMEs) frequently lack the resources to produce 

rigorous disclosures, creating a credibility gap that limits the reach of green branding (Das & 

Mukherjee, 2025). Sectoral analyses (fashion, FMCG, electronics) also reveal heterogeneity: 

products with clear circularity pathways (e.g., refill systems) show stronger conversion from 

trust to repeated purchase than products with diffuse environmental impact claims (Lee et al., 

2024). 

Methodologically, the field is moving toward mixed-method and longitudinal designs to capture 

both immediate attitudinal shifts and longer-term behavioral outcomes. Recent studies employ 

platform analytics, text mining of user comments, and quasi-experiments to triangulate survey 

measures with behavioral indicators (clicks, conversion rates, subscription to sustainability 

updates) (Singh & Duarte, 2025). Despite these advances, there remains limited longitudinal 

evidence linking green branding campaigns to sustained behavioral change and measurable 

sustainability outcomes—an important gap given the temporal dynamics of trust formation and 

reputation repair. 
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Critical synthesis of this literature yields three interrelated insights. First, green branding’s 

effectiveness in digital environments is conditional: credible signaling (measurable disclosures + 

third-party verification) is necessary but not sufficient. Second, psychological mechanisms—

authenticity, trust, and social validation—mediate and moderate outcomes and interact with 

platform design features. Third, institutional context and firm capacity shape whether digital 

green branding translates into real environmental gains. These syntheses motivate research that 

tests mediated pathways and contextual moderators empirically, especially using longitudinal or 

behavioral data. 

Problem Statement 

Despite extensive discussion of green branding, empirical evidence is scarce regarding the causal 

mechanisms through which digital green branding builds consumer trust and whether such trust 

leads to measurable, sustained pro-environmental purchasing behavior—particularly across 

different institutional contexts and product sectors. 

Research Gap 

• Lack of longitudinal studies linking green branding to sustained consumer behavior and 

environmental outcomes. 

• Limited evidence on the moderating role of third-party verification and platform design 

features. 

• Insufficient sectoral comparisons that explain heterogeneous effectiveness of green 

branding. 

• Few studies combining attitudinal surveys with behavioral platform analytics to validate 

self-reported trust effects. 

Research Questions 

• RQ1: How does digital green branding (disclosure, storytelling, certification) affect 

consumer trust formation? 

• RQ2: To what extent do perceived authenticity and third-party verification moderate the 

relationship between green branding and purchase behavior? 

• RQ3: How do sectoral characteristics and institutional contexts influence the pathway 

from green branding to measurable sustainability outcomes? 
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3. Research methodology 

This study employs a quantitative cross-sectional design augmented with embedded 

experimental vignettes and behavioral validation checks to investigate causal pathways between 

digital green branding and consumer trust, and downstream effects on purchase behavior. The 

mixed approach balances internal validity from experimental manipulation with external validity 

from a large survey sample and real-world behavioral proxies. 

3.1 Research Objectives 

• To quantify the effect of digital green branding elements (transparent disclosure, 

certification, narrative storytelling) on consumer trust.  

• To test whether perceived authenticity and third-party verification moderate the branding–

trust–behavior pathway.  

• To compare effects across sectors (fashion, FMCG, electronics) and institutional contexts 

(emerging vs. developed markets).  

• To triangulate self-reported intentions with short-term behavioral indicators (clicks, coupon 

redemptions). 

3.2 Hypotheses 

H1: Digital green branding (measured as disclosure + certification + storytelling) positively 

influences consumer trust.  

H2: Perceived authenticity mediates the relationship between green branding and consumer trust. 

H3: The presence of credible third-party verification moderates the effect of consumer trust on 

actual purchase behavior, strengthening the translation from trust to behavior. 

3.3 Research Design 

A structured online questionnaire with embedded randomized vignettes will be administered to 

participants. The vignettes simulate different branding conditions: (A) basic sustainability claim, 

(B) detailed disclosure with metrics, (C) disclosure + third-party certification badge, and (D) 

narrative storytelling with customer testimonials. Random assignment enhances causal inference 

within a cross-sectional framework. 

3.4 Sample and Sampling Technique 
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The target sample comprises 720 internet-active consumers (360 from an emerging market 

sample; 360 from a developed market sample) aged 18+. Stratified quota sampling ensures 

representation across age, gender, and education. A sample of 720 provides adequate power (≥ 

.80) to detect small-to-medium interaction effects in moderation and mediation analyses. 

3.5 Data Collection Method 

Data will be collected via an online survey platform. Participants are recruited through reputable 

panel providers and targeted outreach to sustainability interest groups to ensure baseline 

familiarity with green issues. The survey includes the vignette exposure, questionnaire items, and 

optional consent for short-term behavioral checks (e.g., redeeming a sustainability discount 

coupon). 

3.6 Measurement Instruments 

Validated scales are adapted to measure constructs: green branding (multi-item index covering 

disclosure quality, certification visibility, storytelling richness), perceived authenticity (6-item 

scale), consumer trust (5-item scale), purchase intention (3-item scale), and short-term behavioral 

indicators (binary redemption, click-through). Items use 5-point Likert scales. Pilot testing 

(n=60) will verify clarity and manipulation effectiveness. Reliability (Cronbach’s alpha) and 

construct validity (confirmatory factor analysis) will be assessed. 

3.7 Variables and Operationalization 

Independent variable: Branding condition (categorical; vignette type).  

Mediators: Perceived authenticity (continuous), consumer trust (continuous).  

Moderator: Third-party verification presence (binary) and perceived credibility (scale).  

Dependent variables: Purchase intention (continuous) and short-term behavior (binary/count).  

Controls: Demographics, environmental concern (NEP scale), prior sustainable behavior. 

3.8 Data Analysis Techniques 

Analysis combines experimental contrasts and observational modeling. Descriptive statistics 

summarize sample characteristics. ANOVA and pairwise comparisons evaluate mean differences 

across vignette conditions. Mediation (PROCESS Model 4) and moderated mediation 

(PROCESS Model 7/14) test hypotheses, with bootstrapped confidence intervals (5,000 
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samples). Logistic regression models analyze binary behavioral outcomes. Multi-group SEM 

assesses sectoral and contextual differences. Robustness checks include propensity score 

weighting for panel recruitment bias and sensitivity analyses for social desirability. 

3.9 Ethical Considerations 

The study follows institutional review board (IRB) protocols. Participation is voluntary with 

informed consent; vignettes are non-deceptive and include debriefing. Data are anonymized and 

stored securely. Behavioral checks require explicit opt-in and are limited to low-risk actions 

(coupon use). The research avoids exploiting vulnerable populations and provides contact 

information for queries or withdrawal. 

4. Data analysis and interpretation 

A total of 720 valid responses were analyzed. Data screening showed no major missing values or 

outliers, and assumptions of normality and multicollinearity were satisfied. The statistical 

analysis evaluates reliability, descriptive trends, and causal relationships between green 

branding, authenticity, trust, and purchase behavior. 

Table 1: Demographic Profile 

Variable Category Frequency Percentage 

Gender Male 372 51.7% 

 Female 348 48.3% 

Age 18–25 302 41.9% 

 26–35 261 36.3% 

 36+ 157 21.8% 

Education Undergraduate 318 44.2% 

 Graduate 272 37.8% 

 Postgraduate 130 18.0% 

Market Type Emerging 360 50.0% 

 Developed 360 50.0% 

The sample shows balanced gender representation and strong youth participation, appropriate for 

digital marketing research. Equal distribution across market types supports comparative validity. 
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Table 2: Reliability Analysis 

Construct Items Cronbach Alpha 

Green Branding Perception 6 0.89 

Perceived Authenticity 5 0.87 

Consumer Trust 5 0.90 

Purchase Intention 4 0.86 

All constructs exceed the recommended threshold (α > 0.70), confirming strong internal 

consistency and measurement reliability. 

Table 3: Descriptive Statistics (Pie Chart Representation) 

Variable Mean Std. Dev 

Green Branding 3.95 0.66 

Authenticity 3.82 0.70 

Trust 3.91 0.64 

Purchase Intention 4.05 0.61 

Diagram (Conceptual Pie Distribution): 

Green Branding 26%  

Authenticity 24%  

Trust 25%  

Purchase Intention 25% 

The pie chart distribution indicates relatively balanced positive perceptions across constructs, 

with purchase intention slightly higher, suggesting behavioral readiness toward sustainable 

brands. 

Table 4: Correlation Matrix 

Variable 1 2 3 4 

1. Green Branding 1 
   

2. Authenticity 0.64** 1 
  

3. Trust 0.69** 0.72** 1 
 

4. Purchase Intention 0.66** 0.61** 0.74** 1 

p < 0.01 
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Strong positive correlations exist across all constructs. Trust shows the strongest relationship 

with purchase intention, confirming its central role in green branding effectiveness. 

Table 5: Regression – Green Branding → Trust 

Predictor Beta t Sig 

Green Branding 0.69 18.44 0.000 

R² = 0.48 

Green branding explains 48% of variance in consumer trust, indicating a substantial predictive 

effect. 

Table 6: Regression – Authenticity Mediation Model 

Predictor Beta t Sig 

Green Branding 0.41 10.32 0.000 

Authenticity 0.38 9.77 0.000 

R² = 0.55 

Authenticity significantly mediates the relationship, strengthening trust formation. 

Table 7: Regression – Trust → Purchase Intention 

Predictor Beta t Sig 

Trust 0.74 21.08 0.000 

R² = 0.55 

Trust strongly predicts purchase intention, explaining 55% of behavioral variance. 

Table 8: Hypothesis Summary 

Hypothesis Result 

H1 Supported 

H2 Supported 

H3 Supported 

 

Diagram: Structural Relationship Model 

Green Branding → Authenticity → Trust → Purchase Intention 

(All relationships positive and significant) 

The analysis demonstrates a robust psychological pathway linking digital green branding to 

consumer behavior. Authentic communication strengthens trust, which directly converts into 
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purchase intention. These results confirm that credibility is the central mechanism through which 

sustainability branding influences market outcomes. 

5. Findings and discussion 

5.1 Key Findings 

The study confirms that green branding communicated through digital marketing significantly 

strengthens consumer trust and purchase intention. Statistical analysis shows a strong direct 

relationship between perceived green branding and trust, with authenticity acting as a critical 

mediating factor. Consumers respond positively to brands that present measurable, transparent 

sustainability information rather than vague environmental claims. Trust emerged as the 

strongest predictor of purchase intention, indicating that ethical perception translates into 

economic behavior. The findings suggest that digital platforms amplify the credibility test: 

brands that demonstrate consistency between message and action gain loyalty, while those 

perceived as superficial risk skepticism. 

5.2 Interpretation in Theoretical Context 

The results align with signaling theory, which explains how credible environmental disclosures 

reduce uncertainty in consumer decision-making. Authentic sustainability communication 

functions as a trust signal that validates brand integrity. The findings also support stakeholder 

theory by demonstrating that long-term brand equity depends on ethical alignment with societal 

expectations. Relationship marketing theory is reinforced through the trust–behavior link, 

highlighting how emotional credibility fosters durable consumer–brand relationships. Digital 

communication theory further explains how interactive platforms accelerate trust formation 

through transparency and peer validation. 

5.3 Practical Implications 

Managers should treat green branding as a verifiable operational commitment rather than a 

promotional tactic. Digital campaigns must be supported by data-driven sustainability reporting, 

certifications, and lifecycle transparency. Influencer partnerships should prioritize credibility 

over popularity. Firms should invest in interactive sustainability dashboards and traceability tools 

to maintain consumer confidence. Authentic storytelling that connects environmental action to 

consumer identity enhances engagement and loyalty. 
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5.4 SDG Relevance 

The research directly supports SDG 12 (Responsible Consumption) by showing how credible 

branding influences ethical purchasing. It also contributes to SDG 13 (Climate Action) and SDG 

9 (Sustainable Industry) by encouraging corporate accountability and innovation. Digital 

marketing becomes a bridge between sustainability policy and consumer behavior. 

5.5 Contribution to Literature 

This study integrates digital marketing research with sustainability and trust theory, providing 

empirical evidence for a mediated pathway linking green branding to consumer behavior. It 

advances literature by quantifying authenticity as a central mechanism and by contextualizing 

branding within global sustainability frameworks. 

5.6 Limitations within Findings 

The cross-sectional design restricts causal interpretation. Self-reported purchase intentions may 

overestimate real behavior. Cultural and industry variations were not deeply isolated. Digital 

exposure levels may vary across populations 

6. Conclusion 

6.1 Summary 

The research demonstrates that green branding in digital environments significantly shapes 

consumer trust and purchase intention. Authenticity and transparency are essential drivers that 

convert sustainability communication into behavioral outcomes. Digital marketing is positioned 

as a strategic sustainability instrument capable of influencing responsible consumption patterns. 

6.2 Theoretical Implications 

The study extends sustainable marketing theory by empirically validating trust as the core 

mechanism linking branding to behavior. It strengthens signaling theory by showing that digital 

disclosures act as credibility markers. The integration of SDG frameworks expands marketing 

scholarship toward societal impact. 

6.3 Managerial Implications 
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Organizations should embed sustainability metrics into branding strategies and performance 

evaluation. Marketing departments must collaborate with sustainability teams to ensure message 

consistency. Long-term trust requires measurable commitments, not symbolic campaigns. 

6.4 Policy Implications 

Policymakers should promote standardized sustainability disclosure systems and anti-

greenwashing regulations. Digital accountability frameworks can protect consumers and enhance 

market transparency. Public–private partnerships can amplify ethical consumption education. 

6.5 Limitations 

The study relies on survey-based perception data and lacks longitudinal behavioral tracking. 

Geographic scope is limited and sectoral comparisons were broad. 

6.6 Future Research Directions 

Future studies should employ experimental and longitudinal designs to capture sustained 

behavior change. Cross-country and sector-specific analyses will deepen contextual insights. 

Integration of big data analytics and platform behavior tracking is recommended. 

6.7 Recommendations 

Organizations should prioritize transparent sustainability communication, invest in verification 

technologies, and educate consumers about environmental impact. Collaborative ecosystems 

involving firms, regulators, and civil society will strengthen trust and accelerate sustainability 

adoption 
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