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Abstract: The intensification of global environmental pressures has transformed sustainability
from a peripheral ethical concern into a central determinant of competitive strategy and
consumer choice. This article examines the conceptual relationship between the paradigm of
sustainable development and the scientific foundations of ecological marketing. Drawing on a
systematic review and comparative analysis of the international scholarly literature published
between 1987 and 2024, the study clarifies the theoretical roots of ecological marketing,
distinguishes it from adjacent constructs such as green and societal marketing, and reconstructs
the ecological adaptation of the classical marketing mix. The results indicate that ecological
marketing operates simultaneously as a managerial philosophy and as an instrument for
reconciling enterprise profitability with the long-term carrying capacity of natural systems. The
analysis further identifies the principal drivers (regulatory pressure, consumer awareness,
reputational value, and resource efficiency) and barriers (greenwashing, price premiums, and
information asymmetry) that condition its diffusion. The article concludes that ecological
marketing should be understood not as a promotional tactic but as a strategic embodiment of
sustainable development principles at the level of the firm, with particular relevance for
emerging economies such as Uzbekistan.
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1. Introduction

Over the past four decades, the relationship between economic activity and the
natural environment has moved to the centre of academic and policy debate. The
publication of the report of the World Commission on Environment and Development in
1987 marked a decisive turning point, establishing sustainable development as a
normative framework that seeks to meet the needs of the present without compromising
the ability of future generations to meet their own needs. Since then, the concept has been
progressively institutionalised, culminating in the adoption of the 2030 Agenda and its
seventeen Sustainable Development Goals, which translate an abstract principle into
measurable economic, social and environmental targets[1].

The diffusion of sustainability thinking has not remained confined to
macroeconomic and political arenas; it has penetrated the microeconomic logic of the firm
and, in particular, the discipline of marketing. Traditional marketing, oriented towards the
unconditional stimulation of demand and the maximisation of short-term sales, has come
under criticism for encouraging patterns of production and consumption that exceed
ecological limits. In response, a body of theory and practice known as ecological marketing

Web of Scholars: Multidimensional Research Journal 2026, 5(3), 356-362.

https://journals.innoscie.com/index.php/wos


mailto:ilxomjonovafotima@gmail.com

357

has emerged, seeking to align the satisfaction of consumer needs with the preservation of
environmental quality[2].

Despite a growing literature, the conceptual boundaries of ecological marketing
remain contested. The terms ecological marketing, green marketing, environmental
marketing and sustainable marketing are frequently used interchangeably, which obscures
their distinct theoretical content and hampers cumulative knowledge building. Moreover,
the connection between the macro-level paradigm of sustainable development and the
firm-level practice of ecological marketing is often asserted rather than systematically
demonstrated[3].

The significance of this question is not merely academic. As national governments
commit themselves to ambitious environmental targets and as international supply chains
increasingly incorporate sustainability requirements, enterprises that fail to integrate
ecological considerations into their marketing strategies risk both regulatory exposure and
the loss of market access. A precise understanding of what ecological marketing is, and of
how it relates to the broader project of sustainable development, is therefore a prerequisite
for sound managerial practice as much as for theoretical clarity[4].

The purpose of this article is therefore twofold. First, it aims to clarify the theoretical
foundations of sustainable development and to trace the conceptual lineage of ecological
marketing. Second, it seeks to demonstrate, through comparative analysis, how the
principles of sustainable development are operationalised within the instruments of
marketing management. The study addresses three research questions: (i) what are the
defining principles of the sustainable development paradigm; (ii) how can ecological
marketing be conceptually delimited from adjacent constructs; and (iii) how are these
principles reflected in the ecological transformation of the marketing mix|[5].

2. Methodology

The present study is theoretical and analytical in character. Given that the research
questions concern the clarification of concepts and the synthesis of an existing body of
knowledge rather than the generation of primary empirical data, a qualitative
methodology based on a structured review of the literature was adopted.

The evidence base was assembled through a systematic search of the international
academic databases Scopus, Web of Science and Google Scholar, complemented by the
foundational policy documents of the United Nations. The search employed the keywords
“sustainable development”, “ecological marketing”, “green marketing”, “environmental
marketing” and “green consumer behaviour”, applied to publications issued between
1987, the year of the Brundtland report, and 2024. Priority was given to seminal
contributions with high citation counts, to peer-reviewed journal articles, and to
authoritative monographs, while purely promotional and non-scientific materials were

excluded.

Three methodological procedures were applied to the selected sources. Content
analysis was used to extract and classify the principal definitions and theoretical
propositions concerning sustainable development and ecological marketing. The
comparative method was employed to delineate the conceptual differences between
ecological marketing and its cognate constructs, and to contrast the assumptions of
traditional and ecological marketing. Finally, conceptual synthesis was used to reconstruct
the ecological adaptation of the marketing mix and to integrate the dispersed findings into
a coherent analytical framework. This multi-method design enhances the internal validity
of the conceptual conclusions and limits the influence of any single theoretical school.
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3. Results
3.1. The conceptual foundations of sustainable development

The analysis of the literature confirms that sustainable development rests on three
interdependent pillars: economic viability, social equity and environmental integrity.
These dimensions are conventionally represented as three intersecting domains, and
genuine sustainability is achieved only where the three overlap. The economic pillar
concerns the capacity of a system to generate income and employment over the long run;
the social pillar addresses equity, inclusion and the quality of human life; and the
environmental pillar refers to the preservation of ecosystems and the prudent
management of natural resources[6].

Two principles, derived from environmental and ecological economics, underpin this
framework. The first is the principle of intergenerational equity, which requires that
present consumption does not deplete the natural capital on which future welfare
depends. The second is the principle of carrying capacity, which holds that economic
activity must remain within the regenerative and absorptive limits of the biosphere[7].
Taken together, these principles reframe the natural environment not as an externality but
as a finite form of capital that constrains the scale of admissible economic activity.

3.2. The scientific foundations and definition of ecological marketing

Ecological marketing can be defined as the management process responsible for
identifying, anticipating and satisfying the requirements of consumers and society in a
profitable and ecologically sustainable manner. Its scientific foundations are
interdisciplinary, drawing simultaneously on environmental economics, the theory of
consumer behaviour, corporate social responsibility and systems thinking[8]. From
environmental economics it inherits the recognition of negative externalities and the logic
of internalising environmental costs; from the theory of consumer behaviour it derives the
analysis of green attitudes, ecological values and the well-documented gap between stated
environmental intentions and actual purchasing behaviour.

The literature distinguishes ecological marketing from neighbouring constructs
along the dimension of breadth. Green marketing is frequently treated as a narrower,
predominantly tactical notion centred on the promotion of environmentally improved
products. Societal marketing, by contrast, broadens the focus to encompass the long-run
welfare of society as a whole[9]. Ecological marketing occupies an intermediate yet
integrative position: it retains the environmental specificity of green marketing while
embedding it within the strategic, life-cycle perspective demanded by sustainable
development. Sustainable marketing, the most recent term, extends this logic still further
by giving equal weight to the social pillar alongside the environmental one.

3.3. The ecological transformation of the marketing mix

A central finding of the review is that the classical marketing mix is not abandoned
within the ecological paradigm but is reinterpreted in the light of environmental criteria.
The product dimension shifts towards goods designed for durability, reparability,
recyclability and minimal life-cycle impact. The price dimension incorporates the full
social and environmental cost of production, while seeking to manage the green price
premium that may otherwise deter cost-sensitive buyers. The place dimension emphasises
the reduction of the carbon footprint of logistics and the development of reverse channels
for recovery and recycling, consistent with the principles of the circular economy. Finally,
the promotion dimension privileges credible, verifiable environmental claims and certified
eco-labelling over unsubstantiated assertions[10].

The contrast between the traditional and ecological orientations is summarised in
Table 1, which juxtaposes the two paradigms across the principal parameters of marketing
management.
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Table 1. Comparison of traditional and ecological marketing

Parameter

Traditional marketing

Ecological marketing

Primary objective

Time horizon

Maximisation of short-term sales
and profit

Short to medium term

Functional benefits and demand

Profit reconciled with
environmental and social welfare

Long term and intergenerational

Life-cycle impact, durability and

Product focus

stimulation recyclability

. . Environmental costs internalised
Treatment of cost Environmental costs externalised

in price

Finite natural capital with

View of nature Free and unlimited resource

carrying limits
Passive recipient of demand
stimulation

Active, environmentally

Consumer role . o
conscious participant

Source: compiled by the author on the basis of the reviewed literature.

3.4. Drivers and barriers

The synthesis identifies a recurrent set of factors that condition the adoption of
ecological marketing. On the side of drivers, four forces predominate: the tightening of
environmental regulation and the associated risk of sanction; the growth of
environmentally conscious consumer segments willing to reward responsible firms; the
reputational and brand-equity value of a credible green positioning; and the cost savings
achievable through resource and energy efficiency. On the side of barriers, the literature
consistently highlights the phenomenon of greenwashing, whereby unsubstantiated
environmental claims erode consumer trust; the price premium that frequently
accompanies sustainable products; and the information asymmetry that prevents
consumers from accurately assessing environmental quality at the point of purchase.

It is significant that these forces do not operate in isolation but interact dynamically.
Regulatory pressure, for example, frequently functions as a catalyst that converts a latent
reputational concern into an explicit strategic priority, while the expansion of green
consumer segments raises the reputational cost of inaction[11]. Conversely, where
greenwashing becomes widespread within an industry, it generates a negative externality
that depresses the credibility of all environmental claims, including genuine ones, and
thereby weakens the very driver of consumer awareness on which ecological marketing
depends. The net effect of these forces is therefore contingent on the institutional
environment, and especially on the presence of trustworthy certification and disclosure
mechanisms.

3.5. The circular economy as an enabling framework

A further result emerging from the review concerns the increasingly close association
between ecological marketing and the circular economy. Whereas the traditional linear
model of production follows a take—-make-dispose logic, the circular paradigm seeks to
retain the value of materials and products within the economic system for as long as
possible through reuse, repair, remanufacturing and recycling[12]. Ecological marketing
supplies the demand-side counterpart to this supply-side reconfiguration: it cultivates
consumer acceptance of remanufactured and recycled goods, communicates the
environmental value embedded in circular products, and organises the reverse logistics
channels through which used products are returned to the producer. In this respect, the
circular economy provides ecological marketing with both a coherent operational
framework and a measurable set of environmental outcomes, while ecological marketing
provides the circular economy with the communicative and behavioural mechanisms
necessary for its commercial realisation.
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3.6. The green consumer and the attitude-behaviour gap

The behavioural foundation of ecological marketing rests on the figure of the green
consumer, understood as an individual whose purchasing decisions are informed by
environmental values. The literature, however, reveals a persistent discrepancy between
the environmental attitudes that consumers express and the choices they actually make at
the point of sale. Although a substantial proportion of consumers declare a willingness to
favour environmentally responsible products, a considerably smaller proportion translates
this declaration into consistent behaviour. This phenomenon, commonly termed the
attitude-behaviour gap, is attributed to the influence of price, convenience, habit and
scepticism towards environmental claims, all of which intervene between intention and
action[13].

The existence of the gap carries direct implications for marketing practice. It indicates
that the mere communication of environmental attributes is insufficient to generate
sustained demand, and that ecological marketing must reduce the perceived sacrifices
associated with green consumption. This may be achieved by narrowing the price
differential through economies of scale, by enhancing the functional performance of
sustainable products so that environmental benefit is not purchased at the expense of
utility, and by employing trusted third-party certification to overcome consumer
skepticism[13]. Segmentation of the market according to the depth of environmental
commitment also allows enterprises to target the most receptive consumer groups while
gradually broadening the appeal of green offerings.

4. Discussion

The findings reinforce the argument that ecological marketing should be conceived
not as a promotional embellishment but as the firm-level translation of the sustainable
development paradigm[14]. Where sustainable development articulates, at the
macroeconomic level, the imperative of operating within planetary boundaries, ecological
marketing supplies the microeconomic mechanism through which individual enterprises
can pursue that imperative while remaining commercially viable. The two concepts are
therefore vertically integrated: the macro principle of carrying capacity is mirrored in the
micro practice of internalising environmental costs and designing low-impact products.

This interpretation has two important implications. First, it suggests that the
effectiveness of ecological marketing depends critically on the credibility of environmental
claims. Because of the prevalence of information asymmetry, the value of a green
positioning collapses where consumers cannot distinguish genuine environmental
performance from greenwashing. Independent certification, transparent life-cycle
disclosure and verifiable eco-labelling thus emerge as institutional preconditions rather
than optional enhancements. Second, the persistence of the attitude—behaviour gap implies
that consumer education and the careful management of the green price premium are as
significant as product innovation itself.

For emerging economies, and for Uzbekistan in particular, these conclusions carry
specific resonance. The national strategy for transition towards a green economy and the
diversification of the economy create a favourable institutional context for the diffusion of
ecological marketing[15]. At the same time, the relative novelty of green consumer
segments and the sensitivity of demand to price suggest that enterprises should approach
the green premium with caution and should invest heavily in the credibility of their
environmental communication. Ecological marketing, in this setting, may serve
simultaneously as a competitive instrument and as a channel through which national
sustainability commitments are realised at the level of the enterprise.

The study is not without limitations. Its conclusions are derived from a conceptual
synthesis of the secondary literature rather than from primary empirical observation, and

Web of Scholars: Multidimensional Research Journal 2026, 5(3), 356-362. https://journals.innoscie.com/index.php/wos



361

REFERENCES

the comparative framework it advances would benefit from validation through firm-level
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developed here against quantitative evidence drawn from specific national markets, and
should examine the moderating role of cultural and institutional factors in shaping the
effectiveness of ecological marketing instruments.

5. Conclusion

This article has examined the conceptual relationship between sustainable
development and ecological marketing and has sought to clarify the scientific foundations
of the latter. The analysis demonstrates that sustainable development rests on the
interdependent pillars of economic viability, social equity and environmental integrity,
governed by the principles of intergenerational equity and carrying capacity. Ecological
marketing, in turn, constitutes the firm-level operationalisation of these principles,
distinguished from green and societal marketing by its integrative, life-cycle orientation
and grounded in the interdisciplinary insights of environmental economics, consumer
behaviour and corporate social responsibility.

The comparative reconstruction of the marketing mix shows that the ecological
paradigm does not discard the classical instruments of marketing but reinterprets each of
them in accordance with environmental criteria. The diffusion of these instruments is
propelled by regulatory pressure, consumer awareness, reputational value and resource
efficiency, and is constrained by greenwashing, price premiums and information
asymmetry. The overarching conclusion is that ecological marketing is best understood as
a strategic philosophy that embeds the macroeconomic logic of sustainability within the
everyday decisions of the enterprise. For an economy such as that of Uzbekistan, the
deliberate cultivation of credible ecological marketing practices represents both a source
of competitive advantage and a practical pathway towards the realisation of national
sustainable development objectives.
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