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theory of planned behavior, the chapter assesses how students’ exposure to green
marketing practices influences their purchase of cosmetic products over time. The
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examine the effect of green marketing tools on students’ purchasing decisions. The
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purchase of cosmetic products. Implications of the findings are discussed.
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Preface

Environmental challenges have far-reaching social, economic, and ecological
implications. Climate change, for instance, poses risks to food security, water
availability, and public health. Biodiversity loss threatens ecosystem stability and
resilience. Pollution in various forms negatively impacts air and water quality, affecting
human health and ecosystems. A shift towards more sustainable practices is desirable
and essential for the long-term well-being of our planet and future generations. Green
consumerism has emerged as a response to these challenges, driven by a desire to
minimize environmental impact and promote a more sustainable future.

Green consumerism, also known as sustainable or conscious consumption, refers
to purchasing decisions that prioritize environmental sustainability and ethical
considerations. It is a proactive approach that recognizes the power of consumers
to influence market dynamics and drive positive change. By prioritizing sustainable
and environmentally friendly products and services, green consumerism can drive
economic growth while enhancing the welfare of individuals and communities.

The economic growth is stimulated by creating new market opportunities and
innovations. As consumers increasingly demand sustainable products and services,
businesses are incentivized to invest in research and development, improve their
sustainability practices, integrate eco-friendly manufacturing processes and adopt eco-
friendly technologies (i.e., renewable energy solutions, efficient waste management
systems and energy-efficient technologies). This innovation leads to the emergence
of green industries and the creation of new jobs, which in turn, fosters economic
growth.

Moreover, green consumerism often involves opting for healthier or more ethically
produced products. For example, choosing organic food, non-toxic materials, eco-
friendly personal care products, or sustainably sourced clothing not only reduces
exposure to harmful chemicals but also promotes healthier lifestyles. These choices
can improve physical health, quality of life, ethical satisfaction, and a greater sense
of connectedness to the environment. Engaging in sustainable practices also fosters
community and social cohesion through collective actions, such as participating in
community recycling programs, supporting local farmers’ markets, or advocating
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for environmental policies. These shared endeavors can strengthen social bonds,
promote collaboration, and enhance the community’s welfare.

It should be emphasized that green consumerism is a collective effort that
necessitates the participation and collaboration of all parties involved. It is not solely
the responsibility of individuals or consumers, but also requires the engagement
of businesses, governments, and non-governmental organizations. Consumers play
a crucial role by making conscious and sustainable choices in their purchasing
decisions, creating demand for greener alternatives and sending a powerful message
to businesses. In turn, companies can drive change by embracing sustainable
practices, implementing eco-friendly policies, and offering a more comprehensive
range of sustainable options. Governments contribute by creating an enabling
environment through policies, regulations, incentives, and investments in sustainable
infrastructure. Additionally, organizations and non-governmental entities are vital
in raising awareness, advocating for sustainability, and fostering collaboration
among businesses, governments and consumers. Through this shared commitment
and action, we can achieve lasting positive impacts on both the economy and the
well-being of people.

A holistic approach to green consumerism becomes indispensable for a future
green world. It means considering sustainability and making conscious choices across
all areas of our lives, not just focusing on one aspect in isolation. A truly sustainable
and environmentally conscious society requires us to examine and address the
environmental impact of our choices in energy, transportation, food, fashion, housing,
finance, education, tourism and more. By embracing green consumerism holistically,
we can create a synergy of sustainable practices across various sectors, leading to
a more interconnected and harmonious relationship with the environment. This
holistic approach ensures that our efforts towards a green world are comprehensive,
impactful and address the sustainability challenges we face thoroughly.

A Description of the Target Audience

While this book may comprise a limited number of chapters, it serves as a valuable
starting point for a wide range of readers seeking to delve into green consumerism.
Incorporating the latest empirical and analytical research offers much information
for academics, interdisciplinary researchers, policymakers, professionals, and
practitioners alike. This insightful resource provides knowledge and practical
applications that will empower readers to enhance their understanding of green
consumerism and initiate meaningful actions towards achieving economic growth
and welfare through sustainable consumption.

Xiv
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Organization of the Book

The book is organized into ten chapters, each offering unique insights into different
aspects of green consumerism. Here is a brief introduction to each chapter.

Chapter 1 provides an in-depth exploration of green marketing, focusing on
its evolution, opportunities, and threats. Businesses can leverage its benefits by
gaining a deeper understanding of green marketing. The chapter also emphasizes
the importance of carefully analyzing and understanding the potential threats to
green marketing strategies for successful implementation.

Chapter 2 focuses on environmentally responsible consumption behavior. It
provides a comprehensive overview of this behavior, discussing its evolution,
significance, and the factors influencing it. The chapter also explores the consequences
of environmentally responsible consumption behavior on businesses, individuals, and
the environment. The connection between this behavior, the pursuit of environmental
sustainability, and its contribution to the United Nations Sustainable Development
Goal 12 are emphasized.

Chapter 3 presents abibliometric analysis of research trends in green consumerism.
Examining studies published between 1965 and 2023 provides insights into the
number of publications and citations over the years, the most published journals and
authors, the productivity of countries, and the collaboration networks in this field.
The analysis aims to identify the key trends and contributions in green consumerism
research.

Chapter 4 examines the application of green consumerism in the energy sector,
specifically in Nigeria. It analyzes the impact of adopting renewable energy sources
on economic growth and household consumption using methods such as Granger
causality tests and VAR impulse response functions. The chapter highlights the
potential benefits of transitioning to renewable energy, including reduced reliance
on fossil fuels and job creation. It also discusses policy frameworks and government
initiatives necessary to support renewable energy adoption.

Chapter 5 focuses on sustainable transportation systems. It explores the integration
of emerging technologies, such as Artificial Intelligence and Data Analytics, into
transportation infrastructure to enhance the efficiency and sustainability of travel.
The chapter emphasizes the value propositions of smart transportation systems in
improving the tourist experience and providing convenient travel solutions. It also
discusses the long-term prospects and challenges of implementing sustainable
transportation infrastructure at significant touristhubs. By examining the intersection
of technology, sustainability and tourism, this chapter sheds light on the potential
of smart green transportation to contribute to a more sustainable future.

Chapter 6 delves into the significance of data centers in promoting sustainability
and green computing practices. It highlights the challenges posed by the increasing

XV
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volumes of data generated worldwide and the need for effective resource utilization.
The chapter explores the concept of sustainability in data centers and shares global
standards, examples, and recommendations to enhance their efficiency. It provides
valuable insights for optimizing data centers and promoting a greener approach to
data management and computing.

In the tourism domain, chapter 7 examines the feasibility of implementing green
tourism practices in small emerging economies in Europe. Using a case study of a
spadestination in Serbia, it analyzes the potential for meeting certification standards
and promoting sustainable tourism. The chapter explores the challenges faced by
smaller destinations in aligning with sustainable tourism standards and discusses the
role of destination management and national-level support in achieving certification.

Chapter 8 explores the impact of green marketing tools on consumer purchasing
behavior in the cosmetic industry. It examines the influence of eco-label, eco-brand,
and environmental advertising on students’ purchasing decisions, in reference to
the Theory of Planned Behavior. Through Partial Least Squares Structural Equation
Modeling (PLS-SEM), the chapter reveals the significant role of eco-label and
environmental advertising in shaping consumer choices. The findings contribute
to a better understanding of how green marketing strategies drive sustainable
consumption in the cosmetic industry.

Chapter 9 delves into the challenges of road traffic congestion and proposes
innovative measures to achieve a sustainable transportation system. It emphasizes
the critical role of transport in sustainable development and highlights the growing
demand for mobility. The chapter examines vital decision-makers in shaping
transportation systems, focusing on intelligent transportation systems. These systems
are identified as instrumental in addressing road congestion, reducing noise levels,
and promoting sustainable mobility. By exploring the role of intelligent transportation
systems, the chapter aims to enhance overall traffic performance and contribute to
a more sustainable and efficient transportation infrastructure.

Chapter 10 focuses on the implementation of carbon tax measures, emphasizing
the need for a selective and authoritative approach to ensure effectiveness. By
introducing Petri Nets, the chapter aims to provide a framework for modeling and
optimizing a multi-level marketing system that supports a green economy and
facilitates the effective implementation of carbon tax policies.

Punitha Sinnappan
Sunway University, Malaysia
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