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Abstract
Sustainable business practices are becoming essential for modern eco-friendly brands to
survive and remain competitive in the global market. Green innovation—through product
innovation, eco-design, green packaging, sustainable processes, and ethical supply chains—
plays a central role in building consumer trust and brand differentiation. This study examines
consumer awareness and perception of green innovation strategies and evaluates how these
strategies help eco-friendly brands gain competitive advantage. A percentage analysis was
conducted using responses from 100 consumers. Results show that consumers highly value
green innovation, with 70% agreeing that innovative green practices strengthen brand
competitiveness. The study concludes with strategic implications for eco-friendly businesses to

enhance sustainability-driven innovation for long-term growth.

Keywords: Green Innovation, Sustainable Business Models, Eco-Friendly Brands, Competitive
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1. Introduction

The shift toward sustainability has reshaped the competitive landscape of global business. With
rising environmental consciousness, consumers increasingly prefer eco-friendly products,
pushing brands to adopt innovative green practices. Green innovation refers to the development
of new or improved products, services, and processes that reduce environmental impact while
enhancing consumer value. Eco-friendly brands rely heavily on these innovations to

differentiate themselves from traditional brands and gain a competitive edge.
|
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In India, consumer demand for green products has significantly grown, especially in categories
like cosmetics, personal care, lifestyle, and daily-use products. Brands adopting green
technologies, renewable materials, ethical sourcing and biodegradable packaging have
demonstrated improved brand loyalty and market performance. This research explores how

such green innovation practices contribute to competitive advantage in the eco-friendly sector.

2. Review of Literature

2.1 Concept of Green Innovation

Green innovation involves creating new environmentally friendly products or processes that
reduce pollution, conserve resources, and support sustainable development. Studies show that
green innovation improves operational efficiency, product quality, and consumer satisfaction.
2.2 Sustainable Business Strategies

Sustainable strategies focus on long-term environmental preservation, ethical practices, and
social responsibility. This includes green supply chains, eco-friendly materials, carbon-neutral
operations, and waste reduction methods.

2.3 Competitive Advantage

Porter’s theory states competitive advantage arises when a company delivers superior value or
operates more efficiently than competitors. In eco-friendly brands, competitive advantage
comes from trust, product safety, green certification, sustainable innovation, and brand
authenticity.

2.4 Green Innovation in Eco-Friendly Brands

Research shows that innovative green practices such as biodegradable packaging, organic
formulations, eco-design, and energy-efficient production significantly influence consumer

perception and brand image.

3. Problem Statement

Although eco-friendly brands are growing, many face challenges in gaining long-term
competitive advantage due to inconsistent green practices, lack of innovation, and low
consumer awareness. There is limited empirical evidence on how green innovation strategies

directly influence competitiveness in eco-friendly brands.

Special Issue: Sustainability and Green Business: Effect of Sustainable Practices on

. . 214
Business Performance and Reputation



International Journal of Business and Economics Research (IJBER) e-ISSN: 2455-3921 | Jan. 2026

4. Objectives of the Study

To identify the key green innovation strategies adopted by eco-friendly brands.

To analyse consumer awareness and perception toward these green innovation strategies.

To examine how green innovation contributes to competitive advantage for eco-friendly

brands.

5. Research Design & Methodology
Research type: Descriptive and conceptual
Sample size: 100 respondents
Sampling method: Convenience sampling
Data type: Primary (percentage analysis) & secondary (research articles, reports)
Tool used: Percentage analysis
Area of study: Urban consumers familiar with eco-friendly products
Percentage was calculated using the formula:
Percentage = No. of Respondents *100
100

6. Percentage Analysis

6.1 Awareness of Green Innovation

Table No.1 Awareness of Green Innovation

Awareness No. of Respondents|Percentage
Aware 68 68%
Not Aware 32 32%

Interpretation
Most consumers understand the green innovation strategies used by eco-friendly brands.
6.2 Preference for Eco-Friendly Brands

Table No.2 Preference for Eco-Friendly Brands

Preference [No. of Respondents |Percentage

Yes 74 74%

No 26 26%

Interpretation: A majority prefer purchasing eco-friendly products.
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6.3 Importance of Green Innovation

Table No.3 Importance of Green Innovation

Response |No. of Respondents|Percentage

Important 71 71%

Not Important 29 29%

Interpretation
Consumers value green innovation while choosing brands.
6.4 Eco-Design & Trust
Table No.4 Eco-Design & Trust

Response|No. of Respondents|Percentage
Agree 65 65%
Disagree 35 35%

Interpretation: Eco-design increases consumer trust in the brand.
6.5 Product Innovation Improves Brand Image

Table No.5 Product Innovation Improves Brand Image

Response|No. of Respondents|Percentage
Yes 72 72%
No 28 28%

Interpretation: A majority of respondents (72%) believe that green product innovation
improves the brand image of eco-friendly brands.
6.6 Green Supply Chain Credibility

Table No.6 Green Supply Chain Credibility

Response|No. of Respondents|Percentage
Agree 69 69%
Disagree 31 31%

Interpretation: Nearly 69% of respondents feel that sustainable and transparent supply

chain practices enhance brand credibility.
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6.7 Willingness to Pay More
Table No.7 Willingness to Pay More

Response|No. of Respondents|Percentage
Yes 58 58%
No 42 42%

Interpretation: More than half of the respondents (58%o) are willing to pay a higher price

for eco-friendly and innovative green products.
6.8 Green Innovation — Competitive Advantage

Table No. 8 Green Innovation

Response|No. of Respondents|Percentage
Agree 70 70%
Disagree 30 30%

Interpretation

70% agree that green innovation gives brands a competitive edge.

7. Findings of the Study

Consumers show high awareness of green innovation.

Green packaging and eco-design greatly influence brand trust.

Product innovation significantly enhances brand image and differentiation.

Most consumers are willing to support brands that adopt green strategies.

Green innovation directly contributes to competitive advantage, credibility, and long-term

loyalty.

8. Suggestions

Brands should invest more in R&D for green product innovation.

Awareness campaigns must highlight green certifications and eco-labels.
Companies should strengthen green supply chain transparency.

Adoption of renewable energy and biodegradable materials should be increased.

Regular consumer feedback must be used for continuous improvement

9. Conclusion
Green innovation is no longer optional—it is a strategic necessity for eco-friendly brands

seeking competitive advantage. The study confirms that consumers value sustainable practices,
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product innovation, eco-design, and ethical supply chains. These factors significantly
contribute to brand credibility, differentiation, and long-term success. Eco-friendly brands that
invest in green innovation will continue to remain strong competitors in the evolving

marketplace.
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