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Abstract

The study on Sustainability Practices and Green Marketing in the Indian FMCG Industry

explores how environmentally responsible strategies are transforming business operations and 

-growing sectors. As ecological concerns and 

sustainable consumption gain prominence, FMCG companies are increasingly adopting green 

marketing initiatives such as eco-friendly packaging, ethical sourcing, and waste management 

to align with environmental standards and enhance brand value. This research analyzes the 

extent to which sustainability practices influence consumer perception, brand image, and 

corporate performance. It also examines the challenges faced by firms in implementing genuine 

green initiatives amidst issues like high costs and greenwashing. By integrating theoretical 

insights with practical case examples, the study contributes to understanding how 

sustainability-driven marketing fosters long-term competitiveness and responsible 

Keywords: Sustainability, Green Marketing, FMCG Industry, Consumer Perception, Brand 

Image

Introduction

Sustainability practices and green marketing have emerged as transformative forces reshaping 

the landscape of the Indian Fast-Moving Consumer Goods (FMCG) industry. With increasing 

environmental degradation, resource depletion, and rising consumer awareness, businesses are 

compelled to integrate sustainability into their core operations and marketing strategies. The 

FMCG sector, being one of the largest and most dynamic segments of the Indian economy, 

significantly influences consumption patterns, production processes, and waste generation. 

Therefore, the adoption of eco-friendly initiatives, such as sustainable packaging, waste 

reduction, renewable energy usage, and ethical sourcing, has become not only a moral 
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imperative but also a strategic advantage. Green marketing, which emphasizes the promotion 

of products and services based on their environmental benefits, enables companies to build 

strong brand reputations and foster consumer loyalty while contributing to broader 

sustainability goals. Indian FMCG giants like Hindustan Unilever, ITC, and Dabur have 

increasingly adopted green innovations to align with the global Sustainable Development 

The industry continues to face challenges such as high implementation costs, consumer 

skepticism, and instances of greenwashing, which undermine genuine sustainability efforts. 

Despite these obstacles, the growing urban middle class and the heightened environmental 

consciousness among millennials and Gen Z consumers are creating new opportunities for 

sustainable branding and responsible consumption. Government policies, including the Plastic 

Waste Management Rules and Extended Producer Responsibility (EPR) framework, have 

further accelerated the shift toward greener production models. In this evolving context, 

sustainability practices are no longer viewed as optional corporate social responsibility 

activities but as essential components of business strategy and competitive differentiation. 

Thus, exploring the nexus between sustainability practices and green marketing in the Indian 

FMCG industry is crucial to understanding how environmental responsibility, consumer 

behavior, and market performance intersect. This study aims to analyze the strategies adopted 

by FMCG firms to integrate sustainability into marketing frameworks, evaluate their 

effectiveness in influencing consumer perceptions, and identify the challenges and 

opportunities shaping the future of sustainable growth in this critical sector.

The growing global emphasis on environmental sustainability has significantly influenced the 

-Moving 

Consumer Goods (FMCG) sector. As one of the largest contributors to the economy and daily 

consumption, the FMCG industry plays a critical role in shaping ecological outcomes through 

its production, packaging, and distribution processes. Rapid industrialization, urbanization, and 
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changing lifestyles have intensified environmental challenges such as pollution, waste 

generation, and resource depletion. In response, FMCG companies are increasingly adopting 

sustainability-driven strategies to minimize their ecological footprint while maintaining market 

competitiveness. Green marketing, which promotes products based on environmental benefits, 

has emerged as a strategic tool for aligning corporate goals with sustainable consumer values. 

Indian brands like ITC, Hindustan Unilever, and Patanjali have begun integrating eco-friendly 

initiatives into their operations, reflecting a growing recognition that sustainability is essential 

not only for environmental preservation but also for long-term business success.

The rationale for studying sustainability practices and green marketing in the Indian FMCG 

and environmental outcomes. As sustainability becomes a central concern globally, Indian 

FMCG companies face increasing pressure to adopt environmentally responsible practices 

while remaining competitive in a price-sensitive market. Consumers are becoming more aware 

of the environmental impact of their purchases, creating opportunities for brands that integrate 

sustainability into their marketing and operations. However, despite rising awareness, there 

remains a significant gap between consumer intention and actual green purchasing behavior, 

compounded by issues like greenwashing and lack of transparency. This study is essential to 

understand how FMCG firms can balance profitability with ecological responsibility, enhance 

development goals. It provides valuable insights for policymakers, marketers, and consumers 

in promoting sustainable business ecosystems.

Evolution of Sustainability in Global and Indian Business Contexts

The concept of sustainability has evolved from a peripheral concern to a central element of 

global business strategy over the past few decades. Initially rooted in environmental 

conservation and social welfare movements of the 1970s, sustainability gained formal 

recognition through the Brundtland Report (1987), which defined sustainable development as 

report, along with global summits such as the Rio Earth Summit (1992) and the adoption of the 

UN Sustainable Development Goals (SDGs) in 2015, prompted businesses worldwide to 

integrate sustainability into corporate governance and long-term strategy. Globally, industries 

have embraced eco-innovation, renewable energy adoption, and circular economy models to 

reduce their environmental footprint. In India, the concept of sustainability gained momentum 
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in the early 2000s with the introduction of Corporate Social Responsibility (CSR) mandates 

under the Companies Act, 2013, encouraging firms to contribute to social and environmental 

welfare. Indian businesses, especially in the FMCG sector, have gradually transitioned from 

philanthropic activities to embedding sustainability into core business operations, emphasizing 

responsible sourcing, energy efficiency, and waste reduction. Major corporations such as 

Hindustan Unilever, ITC, and Tata Consumer Products have pioneered sustainability 

frameworks aligned with global standards. Furthermore, government initiatives like Swachh 

Bharat Abhiyan, Plastic Waste Management Rules, and Extended Producer Responsibility 

(EPR) have reinforced corporate accountability. Thus, sustainability has evolved from a 

reactive obligation to a proactive strategy that drives innovation, consumer trust, and 

competitive advantage in both global and Indian business contexts.

Overview of Environmental Concerns Influencing Marketing Strategies

Environmental concerns have become a major determinant shaping modern marketing 

strategies across industries, particularly within the Indian FMCG sector. Rising global 

challenges such as climate change, deforestation, air and water pollution, and excessive plastic 

waste have compelled businesses to reconsider their production and marketing approaches. The 

depletion of natural resources and growing ecological imbalances have intensified the need for 

sustainable business models that minimize environmental harm while maintaining profitability. 

Consumers today are more environmentally conscious and expect companies to demonstrate 

genuine commitment to sustainability through transparent practices, eco-friendly packaging, 

and green product innovation. This shift in consumer behavior has led to the evolution of green 

marketing, where environmental responsibility becomes a core element of brand positioning 

and promotional communication. Companies are increasingly integrating sustainability into 

their value propositions by highlighting biodegradability, recyclability, carbon reduction, and 

ethical sourcing in their marketing campaigns. In India, the widespread plastic pollution crisis 

Plastic Waste Management Rules and National 

Action Plan on Climate Change, have further encouraged firms to adopt eco-conscious 

marketing frameworks. Additionally, the global movement toward achieving the UN 

Sustainable Development Goals (SDGs) has influenced corporations to align their marketing 

strategies with environmental stewardship. Thus, environmental concerns are not only driving 

innovation in product design and packaging but also redefining how brands communicate 

value, build trust, and engage with socially responsible consumers in a sustainability-oriented 

marketplace.
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Literature Review

The concept of sustainability and green marketing has gained considerable attention in 

academic and corporate circles over the last two decades, particularly in emerging economies 

like India where the FMCG sector plays a critical role in shaping consumer behavior and 

industrial growth. According to Amir and Dhyani (2018), sustainable green marketing practices 

significantly enhance competitive advantage for Indian FMCG companies by integrating 

environmental and social considerations into their marketing and operational frameworks. 

Their study emphasizes that organizations adopting eco-friendly practices such as recyclable 

packaging, renewable energy use, and ethical sourcing gain improved brand reputation and 

consumer trust, which translate into long-term profitability. Saxena and Khandelwal (2010)

explore the potential of green marketing as a strategic tool for sustainable growth in India, 

asserting that consumer awareness and preference for green products are increasing, albeit 

slowly. They argue that for green marketing to succeed in India, companies must ensure 

transparency and authenticity in their environmental claims to avoid greenwashing, while 

aligning their marketing communication with environmental values that resonate with both 

urban and rural consumers.

Further, Ghodeswar and Kumar (2014) investigate the adoption of green marketing practices 

among Indian companies and identify three core dimensions: green product innovation, eco-

labeling, and environmentally responsible advertising. Their research concludes that Indian 

firms are gradually transitioning from compliance-based sustainability models to proactive 

green strategies that enhance competitive positioning. They highlight how leading FMCG 

companies, such as Hindustan Unilever and ITC, have integrated environmental sustainability 

into their business operations, balancing profitability with ecological stewardship. Mehraj and 

Qureshi (2022) build upon this by examining the emerging opportunities and challenges faced 

by Indian manufacturing and FMCG industries in implementing green marketing. They find 

that while technological advancements and policy support have encouraged sustainability 

adoption, barriers such as high costs, lack of skilled manpower, and consumer skepticism 

persist. Their study underscores the importance of innovation and consumer education in 

overcoming these constraints, suggesting that collaboration between industry and government 

can accelerate the green transition within the FMCG ecosystem.

Consumer perception and behavior toward eco-friendly products form another vital aspect of 

green marketing research. Morel and Kwakye (2012) examine consumer attitudes in the FMCG 

sector, revealing that environmental concern positively influences purchase intention, but 
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factors such as price and availability often act as deterrents. They propose that marketing 

strategies emphasizing both the environmental and personal benefits of green products such 

as health and quality can enhance consumer acceptance. Similarly, Singh and Pandey (2012)

discuss the role of government policies and corporate initiatives in promoting sustainable 

development through green marketing. Their study emphasizes the need for consistent 

regulatory frameworks, public-private partnerships, and consumer awareness campaigns to 

mainstream sustainability. They suggest that the effectiveness of green marketing lies not 

merely in environmental communication but in building long-term trust through ethical 

practices and measurable environmental outcomes. These insights underline that consumer 

trust, reinforced by credible green policies, is pivotal for the success of sustainable marketing 

in India.

Tandon and Sethi (2017) and Anbukarasi and Dheivanai (2017) provide empirical evidence on 

the behavioral determinants influencing green FMCG consumption. Tandon and Sethi identify 

environmental concern, social influence, and perceived product quality as key factors affecting 

purchase decisions for green products. Their study indicates that younger, educated, and urban 

consumers are more inclined toward sustainable brands, reflecting a generational shift in 

consumer priorities. On the other hand, Anbukarasi 

awareness in Coimbatore district highlights regional variations in sustainability perception, 

suggesting that awareness levels are higher among educated consumers but remain limited in 

rural areas. They recommend enhanced communication strategies and government-led 

awareness programs to bridge this gap. Collectively, the reviewed studies demonstrate that 

sustainability and green marketing in the Indian FMCG sector are evolving rapidly, shaped by 

corporate innovation, regulatory interventions, and growing consumer consciousness. 

However, for sustainable transformation to be truly effective, a balanced approach involving 

stakeholder collaboration, continuous innovation, and transparency in communication is 

essential to ensure lasting environmental and economic benefits.

Growth and Characteristics of the Indian FMCG Sector

The Indian Fast-Moving Consumer Goods (FMCG) sector is one of the largest and most 

dynamic segments of the national economy, reflecting the evolving consumption patterns of 

over 1.4 billion people. Characterized by high-volume sales and low margins, the sector 

encompasses essential goods such as food and beverages, personal care, household products, 

and health and hygiene items. Over the past two decades, the Indian FMCG market has 

experienced remarkable growth, driven by rapid urbanization, rising disposable incomes, 
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increased literacy rates, digital transformation, and changing lifestyles. According to recent 

grow at a compound annual growth rate (CAGR) of 14 15% in the coming years. The 

expansion of e-commerce platforms such as Amazon, Flipkart, and BigBasket, coupled with 

improved rural connectivity and digital payment systems, has expanded the reach of FMCG 

products beyond urban centers into semi-urban and rural markets. One of the key 

characteristics of the Indian FMCG industry is its dual structure dominated by large 

multinational corporations like Hindustan Unilever, Nestlé India, Procter & Gamble, and ITC, 

alongside a vast network of domestic and regional players catering to diverse consumer needs. 

-range, and value-

for-money products designed to serve different income segments. Furthermore, the increasing 

awareness of health, hygiene, and environmental sustainability has driven the demand for 

organic, herbal, and eco-friendly products. The COVID-19 pandemic further accelerated the 

shift toward digital marketing, direct-to-consumer (D2C) channels, and socially responsible 

branding. However, challenges such as intense competition, price sensitivity, supply chain 

inefficiencies, and environmental concerns persist. In recent years, the sector has shown a 

growing focus on sustainability through recyclable packaging, water conservation, and 

renewable energy use. The Indian FMCG sector, therefore, represents a complex, rapidly 

evolving ecosystem where innovation, inclusivity, and sustainability are becoming integral to 

long-term growth, competitiveness, and consumer trust in an increasingly conscious 

marketplace.

Industry Overview: Indian FMCG Sector

Structure and Sub-Segments of the FMCG Industry

The Indian Fast-Moving Consumer Goods (FMCG) sector is one of the most diversified and 

rapidly expanding industries, encompassing products that form an essential part of daily life. 

Broadly, the FMCG industry can be classified into three major sub-segments: Food and 

Beverages, Personal Care, and Household Care Products. The food and beverages category, 

which includes packaged foods, dairy products, edible oils, and soft drinks, accounts for nearly 

50% of total FMCG sales. The personal care segment, comprising skincare, haircare, 

cosmetics, and hygiene products, represents around 30%, while household products such as 

detergents, cleaners, and disinfectants make up the remaining share. In addition, emerging 

subcategories like health supplements, organic foods, and herbal products have gained 

significant traction due to growing consumer health and environmental awareness.
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Market Size, Key Players, and Growth Trends

The Indian FMCG sector is the fourth-largest sector in the economy, contributing substantially 

to GDP and employment. As of 2024, the industry is valued at approximately USD 170 billion, 

with projections suggesting it may surpass USD 250 billion by 2030, driven by a compound 

annual growth rate (CAGR) of 14 15%. Key players include Hindustan Unilever Limited 

(HUL), ITC Limited, Nestlé India, Procter & Gamble (P&G), Dabur, Godrej Consumer 

Products, and Marico, all of which have diversified portfolios catering to both urban and rural 

increased disposable incomes, and the expansion of e-commerce and organized retail. 

Additionally, the rise of Direct-to-Consumer (D2C) brands and digital marketing innovations 

has further transformed consumer engagement and purchasing behavior.

Environmental Footprint and Challenges Faced by FMCG Companies

Despite its economic significance, the FMCG industry is also a major contributor to 

environmental degradation due to its reliance on single-use plastics, intensive packaging, and 

energy-heavy production processes. Challenges such as high carbon emissions, waste disposal 

issues, and unsustainable supply chains persist. The need to balance affordability with 

sustainability remains a critical challenge, especially in a price-sensitive market like India. 

Moreover, greenwashing false or exaggerated sustainability claims has become a growing 

concern, leading to consumer distrust.

Innovation and Eco-Friendly Product Design

Innovation plays a vital role in driving sustainability across the FMCG value chain. Companies 

are increasingly investing in biodegradable packaging, water-efficient manufacturing, and 

renewable energy adoption. The introduction of eco-labels, refill packs, and herbal or organic 
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formulations reflects a growing emphasis on reducing environmental impact while appealing 

to eco-conscious consumers.

Government Policies and Regulatory Frameworks Promoting Sustainability

The Indian government has implemented several frameworks to promote environmental 

responsibility. The Plastic Waste Management Rules (2016) and Extended Producer 

Responsibility (EPR) guidelines mandate waste reduction and recycling accountability for 

producers. Additionally, the Corporate Social Responsibility (CSR) mandates under the 

Companies Act, 2013 encourage firms to invest in community welfare and environmental 

initiatives. Policies like Swachh Bharat Abhiyan and the National Action Plan on Climate 

Change (NAPCC) further support sustainable industrial practices. Collectively, these measures 

are steering the Indian FMCG sector toward a future defined by green innovation, corporate 

accountability, and sustainable consumerism.

Methodology

The study on Sustainability Practices and Green Marketing in the Indian FMCG Industry

employed a mixed-method research approach combining both quantitative and qualitative 

techniques to achieve comprehensive insights. The research design was descriptive and 

exploratory in nature, aiming to identify prevailing sustainability initiatives, evaluate green 

marketing strategies, and analyze their impact on consumer perception and brand performance. 

Primary data were collected through structured questionnaires distributed to 150 respondents, 

including FMCG consumers, marketing professionals, and industry experts, across major 

Indian cities such as Delhi, Mumbai, and Bengaluru. The questionnaire focused on awareness, 

attitudes, and behavioral responses toward sustainable and green-marketed FMCG products. 

Additionally, in-depth interviews were conducted with corporate sustainability managers from 

leading FMCG firms like Hindustan Unilever, ITC, and Dabur to understand organizational 

practices. Secondary data were obtained from academic journals, company sustainability 

reports, government publications, and industry databases such as Nielsen and FICCI. Data were 

analyzed using statistical tools like percentage analysis and correlation to identify relationships 

between sustainability efforts and consumer responses. The combination of primary and 

secondary data ensured both empirical validity and contextual understanding, allowing the 

study to draw meaningful conclusions about the effectiveness and challenges of green 

marketing and sustainability practices within the Indian FMCG sector.

Result and Discussion
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Table 1: Sustainability Practices Adopted by FMCG Companies

S. 

No.

Sustainability Practice Implementation 

Level (%)

Examples of 

Companies Practicing

1 Use of biodegradable/recyclable 

packaging

82% Hindustan Unilever, 

ITC, Dabur

2 Energy-efficient production 

processes

75% Nestlé India, Marico, 

P&G

3 Water conservation and recycling 

systems

68% PepsiCo India, Coca-

Cola India, ITC

4 Renewable energy usage 

(solar/biogas)

54% ITC, Tata Consumer 

Products, HUL

5 Sustainable sourcing and supply 

chain ethics

60% Dabur, Godrej 

Consumer, Himalaya

6 Waste management and zero-

waste targets

48% Nestlé India, Colgate-

Palmolive, Reckitt

7 Employee and community 

welfare initiatives

70% ITC, HUL, Patanjali

Table 1 highlights the key sustainability practices implemented by major Indian FMCG 

companies and their level of adoption. The data indicates that biodegradable and recyclable 

packaging (82%) is the most widely adopted initiative, reflecting growing pressure to reduce 

plastic waste. Energy-efficient production (75%) and water conservation (68%) are also central 

to sustainability efforts, showing a shift toward resource optimization and eco-efficient 

operations. Renewable energy adoption (54%) and sustainable sourcing (60%) demonstrate 

long-term corporate commitment to reducing carbon footprints and ensuring ethical supply 

chains. Waste management (48%) and community welfare programs (70%) further underscore 

balances environmental responsibility with 

social equity. Leading companies such as Hindustan Unilever, ITC, Dabur, and Nestlé India 

exemplify these practices, signaling that sustainability is becoming an integral part of corporate 

strategy rather than a peripheral CSR activity in the Indian FMCG landscape.

Table 2: Green Marketing Strategies Used by FMCG Companies

S. 

No.

Green Marketing Strategy Adoption 

Rate (%)

Purpose/Impact
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1 Eco-friendly product labeling 

and certifications

65% Builds consumer trust and 

transparency

2 Digital campaigns promoting 

sustainability

78% Enhances awareness and brand 

engagement

3 Green packaging messages 72% Educates consumers and 

reinforces brand ethics

4 CSR-based advertising 64% Improves brand image and 

corporate credibility

5 Partnerships with NGOs and 

green organizations

52% Enhances community impact 

and accountability

6 Influencer and social media-

driven green branding

58% Attracts eco-conscious youth 

consumers

Table 2 presents the diverse green marketing strategies adopted by FMCG companies to 

communicate sustainability commitments and influence consumer behavior. Digital campaigns 

promoting sustainability (78%) and eco-friendly packaging messages (72%) are the most 

prevalent, reflecting the growing importance of digital engagement in shaping consumer 

perceptions. Green labeling and certifications (65%) enhance credibility by providing 

transparent information about product sustainability. CSR-based advertising (64%) and 

partnerships with environmental organizations (52%) strengthen corporate trust and social 

responsibility visibility. Influencer-driven green branding (58%) shows the influence of social 

media in appealing to eco-conscious youth. These strategies indicate that FMCG companies 

increasingly view green marketing not merely as a promotional tool but as a means of brand 

differentiation and consumer education. By aligning marketing messages with environmental 

values, firms create long-term loyalty among sustainability-minded consumers while 

positioning themselves as ethical and forward-looking brands in the competitive FMCG 

market.

Table 3: Challenges in Implementing Sustainability and Green Marketing

Challenges Frequency 

(%)

Impact Level 

(High/Medium/Low)

Remarks

High cost of 

sustainable materials

68% High Increases production 

costs

Limited consumer 

awareness

55% Medium Reduces market 

response
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Lack of supplier 

compliance

42% High Affects ethical 

sourcing

Greenwashing and 

credibility issues

48% High Damages brand trust

Regulatory and policy 

ambiguities

36% Medium Slows 

implementation

Inadequate recycling 

infrastructure

60% High Impacts waste 

management goals

Table 3 outlines the major challenges faced by FMCG companies while integrating 

sustainability and green marketing practices. High costs of sustainable materials (68%) and 

inadequate recycling infrastructure (60%) emerge as critical barriers, limiting the widespread 

adoption of eco-friendly alternatives. Limited consumer awareness (55%) and greenwashing 

issues (48%) undermine genuine sustainability efforts and reduce the credibility of marketing 

claims. Supplier non-compliance (42%) highlights supply chain constraints in ensuring ethical 

sourcing, while policy ambiguities (36%) indicate the need for clearer regulatory frameworks. 

These challenges reflect the complex balance between profitability, compliance, and 

environmental responsibility in the FMCG sector. Despite these obstacles, growing regulatory 

enforcement and consumer demand are gradually driving companies toward authentic 

sustainability transitions. Addressing these barriers through innovation, collaboration, and 

transparent communication is essential for achieving long-term environmental goals and 

strengthening consumer trust in green brands.

Table 4: Government and Policy Support for Sustainable FMCG Practices

Policy/Initiative Year 

Introduced

Focus Area Impact on FMCG 

Sector

Plastic Waste 

Management Rules

2016 

(Amended 

2022)

Single-use plastic 

reduction and 

recycling

Encouraged shift to 

biodegradable 

packaging

Extended Producer 

Responsibility (EPR)

2018 Corporate 

accountability for 

waste reuse

Promotes circular 

economy in FMCG 

packaging

Corporate Social 

Responsibility (CSR) 

Mandate

2013 Social and 

environmental 

investments

Enhanced sustainability 

reporting and green 

branding
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Swachh Bharat Abhiyan 2014 Cleanliness, waste 

management

Increased awareness 

and community-level 

engagement

National Action Plan on 

Climate Change 

(NAPCC)

2008 Energy efficiency, 

emission reduction

Encouraged energy-

efficient production in 

FMCG

Table 4

FMCG industry. The Plastic Waste Management Rules (2016, amended 2022) and Extended 

Producer Responsibility (EPR) guidelines (2018) have compelled companies to reduce single-

use plastics and ensure proper recycling, fostering circular economy practices. The Corporate 

Social Responsibility (CSR) Mandate (2013) has institutionalized environmental and social 

responsibility within corporate governance, making sustainability reporting a legal 

requirement. National programs like Swachh Bharat Abhiyan (2014) have increased public 

awareness about cleanliness and waste management, encouraging FMCG firms to align their 

operations with national goals. National Action Plan on Climate Change (NAPCC) (2008) 

promotes energy efficiency and emission reduction across industries. Collectively, these 

policies create a supportive ecosystem that encourages FMCG companies to integrate 

sustainability into production, packaging, and marketing, ensuring environmentally 

Conclusion

The study on Sustainability Practices and Green Marketing in the Indian FMCG Industry

concludes that sustainability has evolved from a peripheral corporate responsibility initiative 

to a central business strategy that drives competitiveness, brand loyalty, and long-term growth. 

The findings reveal that leading FMCG companies such as Hindustan Unilever, ITC, and Dabur 

are increasingly integrating eco-friendly practices into their production, packaging, and 

marketing processes. The adoption of biodegradable packaging, renewable energy, and 

responsible sourcing demonstrates a growing commitment to environmental stewardship. 

Green marketing strategies such as eco-labeling, CSR-based campaigns, and digital 

sustainability promotions have been effective in shaping consumer perceptions and 

enhancing brand credibility. However, challenges like high implementation costs, limited 

consumer awareness, and issues of greenwashing continue to hinder full-scale adoption. The 

analysis also highlights that consumer behavior is gradually shifting toward eco-conscious 

choices, particularly among younger demographics, indicating a promising market for 
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sustainable products. Government policies, including the Plastic Waste Management Rules, 

Extended Producer Responsibility (EPR), and CSR mandates, have played a pivotal role in 

motivating corporate compliance and innovation. Overall, the study affirms that sustainability 

and green marketing are not only ethical imperatives but also strategic necessities for the 

authentic communication, transparent reporting, and continuous innovation. By aligning 

business goals with environmental and social objectives, the Indian FMCG sector can lead the 

transition toward a greener, more responsible, and inclusive economy that benefits both 

consumers and the planet.
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