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Environmental challenges including climate change, pollution, and resource depletion have 

received international attention in recent decades.  In response, both consumers and companies 

have redirected their attention to sustainability.  This has resulted in the growth of "green 

marketing," which entails promoting products or services for their environmental advantages.  

Companies increasingly aspire not simply to sell products, but also to lessen their environmental 

impact.  As customers become more environmentally sensitive, green marketing has grown from 

a niche approach to a mainstream technique.  The combination of environmental responsibility 

and consumerism represents a fundamental shift in global corporate operations.  Companies 

that adopt these principles not only generate trust, but also gain a competitive advantage, 

contributing to a more sustainable global economy. 
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1. INTRODUCTION: 

Environmental challenges including climate change, pollution, and resource depletion have received international 

attention in recent decades.  In response, both consumers and companies have redirected their attention to 

sustainability.  This has resulted in the growth of "green marketing," which entails promoting products or services 

for their environmental advantages.  Companies increasingly aspire not simply to sell products, but also to lessen 

their environmental impact.  As customers become more environmentally sensitive, green marketing has grown from 

a niche approach to a mainstream technique.  The combination of environmental responsibility and consumerism 

represents a fundamental shift in global corporate operations.  Companies that adopt these principles not only 

generate trust, but also gain a competitive advantage, contributing to a more sustainable global economy. 

Green marketing is no longer a trend; it is a reaction to rising customer demand.  According to a Nielsen poll 

conducted in 2023, 73% of worldwide customers are willing to adjust their buying patterns in order to lessen 

environmental impact.  In the United States, more than 60% of millennials choose to buy sustainable items even if 

they are more expensive.  The global market for eco-friendly products is estimated to exceed $150 billion by 2026.  

These figures show an increasing link between consumer preferences and environmental responsibility.  The 

prevalence of labels like "organic," "biodegradable," and "carbon-neutral" suggests that customers are becoming 

more concerned about the environmental effect of their purchases.  This trend has compelled businesses to reconsider 

their methods, from raw material procurement to packaging and delivery, resulting in a significant impact on 

corporate sustainability plans. 

Green marketing has progressed through several phases.  Initially, it was focused on complying with environmental 

requirements.  Companies first used eco-labels to differentiate products in the 1990s, followed by larger sustainability 

initiatives in the 2000s.  Today, green marketing is strongly embedded in business branding and communication 

strategies.  It is not enough to just promote a product's eco-friendliness; one must also demonstrate a long-term 

commitment to environmental care.  This transformation mirrors a larger cultural trend towards sustainability as a 

basic value.  Governments, non-governmental organizations (NGOs), and consumers are now holding firms 

accountable for their environmental effect.  Transparency and authenticity have become essential components of 

green marketing.  Brands that participate in "greenwashing" - deceiving consumers about the sustainability of their 
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products — frequently experience backlash, underlining the importance of transparency and demonstrable 

environmental commitments. 

Green marketing may take several forms, each reflecting the company's dedication to sustainability.  Product-based 

green marketing is the creation and promotion of environmentally friendly products such as reusable water bottles 

and organic apparel.  Process-based green marketing focuses on environmentally friendly manufacturing and 

packaging processes, such as the use of renewable energy or waste-reducing designs.  Image-based green marketing 

seeks to associate brands with environmental principles through campaigns and collaborations, even if the products 

themselves are not considerably greener.  Another form is eco-labeling, in which third-party certifications such as 

Energy Star, Fair Trade, or USDA Organic increase customer trust.  Companies may also engage in environmental 

corporate social responsibility (CSR) activities, such as reforestation or carbon offset schemes.  These many ways 

enable firms to show environmental responsibility in several elements of their operations. 

Adopting green marketing tactics has various advantages for firms.  First, it improves brand image and increases 

consumer trust.  In today's socially conscious market, organizations that share environmental ideals are more likely 

to gain client loyalty.  Second, it provides a competitive edge by distinguishing items in crowded markets.  Green 

marketing may potentially attract investment as ESG (Environmental, Social, and Governance) criteria grow more 

important for institutional investors.  Third, it can result in long-term cost reductions.  For example, employing 

energy-efficient production methods or recyclable materials may save operational costs.  Fourth, organizations that 

value sustainability typically have stronger employee morale and easier recruiting, especially among younger 

personnel.  Overall, green marketing is not only ethical but also profitable, bringing both real and intangible benefits 

to forward-thinking businesses. 

Consumers stand to benefit from green marketing.  Eco-friendly products frequently contain safer, less harmful 

components that improve human health and well-being.  Biodegradable packaging lowers plastic waste, which helps 

to battle pollution.  Furthermore, green marketing promotes customer awareness and encourages ethical purchasing 

habits.  On a societal level, this shift in consumption helps to achieve wider environmental goals like carbon reduction 

and resource conservation.  As more individuals select sustainable options, demand forces industry to develop in 

greener areas.  These market signals also influence governments and policymakers, which frequently results in 

tougher environmental regulations and incentives for sustainable activities.  In this sense, green marketing serves as 

a catalyst for broader systemic change, linking business activity with environmental protection for future generations. 

Despite its benefits, green marketing does not come without hurdles.  One key concern is the greater manufacturing 

costs associated with sustainable materials and technology, which may result in more expensive goods.  Many 

businesses also suffer with supply chain transparency, making it impossible to assess the environmental effect of raw 

materials.  Another source of worry is customer distrust caused by greenwashing, which involves making false claims 

about a product's eco-friendliness.  According to TerraChoice, more than 95% of items surveyed in 2010 engaged in 

at least one kind of greenwashing.  Regulatory discrepancies between nations hamper operations, as multinational 

enterprises must traverse many standards and certifications.  Finally, creating meaningful environmental effect 

necessitates ongoing innovation and investment, which not all firms are willing or able to provide. 

Consumer behavior is vital in determining the effectiveness of green marketing tactics.  Multiple variables impact 

purchasing decisions, including price, availability, brand reputation, and environmental concerns.  While polls 

frequently indicate a strong interest in sustainability, this does not necessarily convert into action—a phenomenon 

known as the attitude-behavior gap.  For example, while many customers profess to favor eco-friendly items, they 

may nevertheless choose for traditional alternatives if they are less expensive or more convenient.  Understanding 

the disparity is critical for businesses and scholars.  Companies may improve the effectiveness of their green 

marketing initiatives by examining purchase trends, demographic impacts, and psychological drivers.  Consumer 

education, open communication, and emotional appeal may all assist to close the gap and increase meaningful 

participation with sustainable products. 

Given the world's environmental issues, knowing the effectiveness of green marketing has never been more 

important.  Climate change, plastic pollution, and deforestation continue to endanger ecosystems and livelihoods.  In 
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this sense, green marketing is a strategic instrument for influencing customer behavior toward more sustainable 

practices.  Despite its promise, it remains unclear how much eco-friendly branding impacts real purchase decisions.  

Are customers actually driven by environmental concerns, or are price and convenience more important?  Addressing 

these concerns is crucial for firms looking to create effective marketing efforts and politicians looking to promote 

sustainable consumption.  As such, this study investigates whether green marketing can truly influence customer 

behavior in ways that benefit long-term environmental goals. 

The major goal of this study is to investigate the impact of green marketing on customer purchasing behavior.  It aims 

to determine which parts of green marketing—product characteristics, branding, labeling, or messaging—are most 

effective in driving eco-conscious behavior.  It will also look at the factors that prohibit consumers from acting on 

their environmental beliefs, such as price sensitivity or a lack of understanding.  This study seeks to create insights 

that may influence both academic theory and practical marketing tactics by combining a literature review, case 

studies, and consumer surveys.  Finally, the study hopes to contribute to a better understanding of how marketing 

may be used as a force for sustainability, bridging the gap between consumer intent and action in the battle against 

environmental degradation. 

2. OBJECTIVES 

• To examine the extent to which green marketing strategies influence consumer purchasing decisions. 

• To identify which elements of eco-friendly marketing most effectively drive consumer preference. 

• To analyze the barriers that prevent consumers from choosing eco-friendly products despite expressed 

environmental concerns. 

3. INFLUENCE OF GREEN MARKETING STRATEGIES ON CONSUMER PURCHASING 

DECISIONS  

Green marketing has evolved as an important strategy for organizations seeking to engage with environmentally 

concerned customers, but the extent to which it influences purchase behavior is still being researched. 

3.1. Understanding Green Marketing and Consumer Awareness 

Green marketing is the process of advertising products or services based on their environmental advantages.  As 

climate change and environmental degradation receive worldwide attention, firms are increasingly using this strategy 

to appeal to a rising section of environmentally conscious customers.  The core premise of green marketing is that 

customers will pick more sustainable solutions if they are properly conveyed and positioned as helpful.  However, 

awareness does not necessarily result in action.  While 73% of worldwide customers are prepared to modify their 

habits to benefit the environment (Nielsen, 2023), many still emphasize cost and convenience.  This creates a 

complicated picture in which businesses must go beyond simple branding to demonstrate genuine environmental 

commitment. Consumer trust is essential; greenwashing or deceptive eco-claims might have the opposite impact, 

increasing mistrust rather than loyalty.  Finally, understanding the psychological and informational variables that 

influence environmentally friendly behavior is critical. 

 

Figure: Green consumption cycle for sustainable value (Source: García-Salirrosas et al 2022) 
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Education is a critical component of good green marketing.  Consumers want easily available, clear information in 

order to make ecologically responsible decisions.  To retain credibility, labels like "organic," "biodegradable," and 

"carbon neutral" must be backed up with validated third-party certification.  Emotional appeals, such as saving future 

generations or conserving environment, can have a greater impact on customer decisions than technical descriptions.  

Businesses that combine clear message with real sustainable initiatives typically acquire the most momentum.  

Consumers must not just be knowledgeable; they must also believe in the significance of their decision and trust the 

business that offers it.  To genuinely influence behavior, green marketing must be comprehensive, including product 

creation, communication, and value alignment. 

3.2. Key Green Marketing Strategies that Influence Consumer Behavior 

Green marketing techniques may be divided into three categories: product-related, process-related, and 

communication-based methods, all of which aim to influence customer behavior.  Product-related initiatives 

emphasize eco-friendly options such as biodegradable packaging, cruelty-free commodities, and recycled materials.  

These qualities frequently appeal to socially conscious consumers that consider environmental effect in their 

purchasing decisions.  Statista (2022) predicts the worldwide market for eco-friendly items would approach \$150 

billion by 2026, demonstrating a high demand in sustainable solutions.  However, interest alone does not ensure a 

purchase.  Before making a purchase decision, consumers consider functionality, cost, and brand reputation.  Thus, 

effective green goods must fulfill both environmental and performance standards, resulting in a balanced value 

proposition that is consistent with practical and ethical issues. 

Process-related green marketing, such as implementing energy-efficient manufacturing or lowering carbon 

emissions, appeals to customers concerned about business sustainability.  Communicating these behind-the-scenes 

efforts through sustainability reports or certifications (such as ISO 14001) strengthens a brand's environmental 

commitment.  Furthermore, narrative is critical—brands that openly discuss their environmental journey, including 

problems and accomplishments, may establish powerful emotional connections with customers.  Meanwhile, 

communication methods like eco-labeling, green package design, and digital advertising increase brand recognition 

and recall.  Social media, in particular, has emerged as a significant tool for green marketing, enabling businesses to 

communicate with customers in real time and share sustainability achievements.  When done correctly, these 

combined techniques may effectively transform customer views, making environmentally sustainable products not 

just attractive but also socially rewarding. 

Finally, companies frequently work with environmental NGOs or undertake green initiatives such as tree planting or 

zero-waste programs.  These behaviors, when visible and measurable, boost brand credibility.  Consumers are more 

inclined to support businesses that display a real commitment to environmental sustainability.  As a result, an 

integrated strategy—including product, process, and promotion—is most likely to impact and sustain green consumer 

behavior. 

3.3. Challenges and Opportunities in Driving Green Consumer Choices 

Despite the promise of green marketing, there are substantial barriers to turning environmental awareness into 

consistent customer behavior.  One important impediment is the attitude-behavior divide, in which customers voice 

support for sustainability while making traditional purchase decisions.  Price is often a decisive factor; 

environmentally friendly options are typically more expensive, restricting availability for low-income purchasers.  

Furthermore, many customers lack the time and expertise to assess the environmental claims made by businesses.  

This misunderstanding is worsened by the popularity of greenwashing, a practice in which ambiguous or inflated 

sustainability promises undermine customer trust.  For green marketing to be effective, openness and verification 

are required.  Independent certifications, thorough labeling, and clear communication serve to overcome the trust 

gap, allowing customers to make educated, confident decisions. 

Furthermore, green marketing must include demographic diversity.  According to research, younger generations, 

notably Gen Z and millennials, respond more positively to sustainability messaging than older customers.  Brands 

must modify their campaigns appropriately, engaging young people with digital storytelling while appealing to older, 

more skeptical audiences with knowledge and facts.  Cultural and geographical considerations impact how green 
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messages are perceived.  In emerging economies, fundamental requirements may take precedence over 

environmental principles, forcing marketers to link green values to tangible benefits such as health or cost savings.  

Therefore, a one-size-fits-all strategy is useless.  Companies must localize and personalize their green marketing 

efforts in order to truly engage with a varied audience. 

 

Figure: The concept of the consumer stratification, preference analysis on green marketing strategies, government 

strategies, and green marketing strategies (Source: Wulandari et al 2012) 

Despite these difficulties, the potential for influence is enormous.  As environmental awareness grows, organizations 

that really integrate sustainability into their fundamental beliefs and marketing strategies have the potential to 

significantly influence customer behavior.  They not only increase sales, but also help to transform the culture toward 

responsible consumerism.  In the long run, green marketing is about more than simply influencing; it is about 

collaborating with customers to develop a sustainable future. 

4. MOST EFFECTIVE ELEMENTS OF ECO-FRIENDLY MARKETING ON CONSUMER 

PREFERENCE  

Eco-friendly marketing consists of numerous factors, but knowing which of these—labeling, packaging, or 

messaging—has the greatest influence on customer choice is critical to developing effective sustainability campaigns. 

4.1. The Power of Eco-Labels in Building Consumer Trust 

Eco-labels play an important role in influencing customer purchasing decisions by providing visible, third-party 

guarantees that a product satisfies environmental criteria.  These labels, such as USDA Organic, Energy Star, or Fair 

Trade, serve as quick-reference indications for customers, allowing them to distinguish between truly sustainable 

items and those making unproven claims.  In a congested marketplace, eco-labels lessen purchasers' cognitive 

burden, allowing them to make faster, more confident decisions.  According to a 2020 European Commission 

research, 54% of customers claimed labels helped them choose environmentally responsible choices.  Trust is key 

here—labels supported by trustworthy organizations have more clout than those that are not regulated.  Furthermore, 

customers unfamiliar with technical sustainability aspects frequently depend on these symbols to support their 

purchase decisions. 

However, the success of eco-labels is dependent on awareness and comprehension.  Some symbols are well-known, 

but others may be too technical or obscure to have a significant impact.  For example, while the "Recyclable" mark is 

well known, newer certifications may not have the same level of consumer awareness.  Educating people about what 

each label represents increases the impact of eco-labeling.  Transparency in labeling is also important.  Overuse of 

ambiguous or self-created eco-symbols can lead to distrust, particularly in light of rising greenwashing.  As a result, 

clarity, familiarity, and third-party verification are the distinguishing characteristics that make eco-labels a 
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particularly effective component of green marketing.  When customers trust a label, they are more inclined to favor 

and buy the goods, even if it is more expensive. 

 

Figure: : Major factors influencing the consumer to buy green products (Source: Rahman et al 2017) 

4.2. Sustainable Packaging as a Visual and Functional Influence 

Packaging not only protects a product, but it also serves as a quiet transmitter of brand values and environmental 

purpose.  Sustainable packaging, which is created from recyclable, biodegradable, or reusable materials, has become 

a significant component in consumer purchasing decisions.  According to McKinsey (2022), 60-70% of customers in 

large markets are prepared to pay a premium for items with sustainable packaging.  Minimalist design, natural tones, 

and materials such as kraft paper or bamboo visibly indicate eco-consciousness, making them appealing to 

environmentally conscious shoppers.  Packaging also influences the consumer's experience; dissatisfaction with 

excessive plastic or non-recyclable components can harm brand perception and future purchases. 

Beyond appearances, functional sustainability is essential.  Packaging that saves waste, is easy to recycle, or performs 

several functions (such as reusable containers) gives practical value while confirming the brand's environmental 

commitment.  Brands like Lush and The Body Shop demonstrate this with refillable or package-free product 

alternatives.  Furthermore, appropriate labeling on packages with disposal instructions helps promote responsible 

consumer behavior.  For example, identifying whether the packaging is biodegradable or requires separation for 

recycling might help customers make more environmentally conscious decisions.  Importantly, sustainable packaging 

must strike a balance between aesthetics and durability; bad design can erode consumer faith in product quality.  

When done correctly, packaging acts as both a marketing tool and a concrete manifestation of environmental 

principles. It appeals to environmentally conscious consumers visually, ethically, and practically, making it one of 

the most influential elements in driving green purchase preferences. 

4.3. Messaging and Storytelling as Drivers of Emotional Connection 

While labeling and packaging give physical evidence of a product's sustainability, messaging engages customers on 

an emotional and cognitive level.  Effective eco-friendly messaging goes beyond just proclaiming that a product is 

green; it tells a story about values, responsibility, and a shared purpose.  Brands that deploy storylines like 

environmental protection, community support, or pollution reduction can create a sense of belonging to a broader 

cause.  According to an IBM analysis from 2021, 57% of customers are willing to adjust their purchase patterns to 

help lessen negative environmental effect, particularly when organizations explain how such activities contribute to 

larger sustainability goals.  As a result, messaging serves as a bridge between customer values and product offerings. 
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Emotional appeal is especially effective in green marketing.  Messages that express care for future generations, 

animals, or the environment frequently connect more strongly than abstract measures such as "15% fewer emissions."  

Visual information, such as footage of reforestation initiatives or plastic cleaning programs, can heighten the 

emotional effect.  Additionally, customization in messaging is beneficial.  Campaigns that inspire consumers to "join 

the movement" or "make a difference with your purchase" make the buyer feel like a stakeholder rather than a 

customer.  Transparency in communications also increases credibility.  Consumers are becoming increasingly 

skeptical of inflated claims, so businesses must back up their statements with facts, certifications, or evidence of 

effect.  In this setting, messaging serves as the voice of green marketing, shaping customer preferences not just via 

knowledge, but also through emotion, ethics, and involvement. When consumers feel connected to a cause, they’re 

more likely to support it through their purchases. 

5. BARRIERS TO ECO-FRIENDLY PURCHASING DESPITE ENVIRONMENTAL CONCERNS  

Although many customers show care for the environment, there is still a substantial gap between their ideals and 

their purchase behavior for environmentally friendly items. 

 

Figure: Barriers to purchasing eco-friendly products (Source: https://www.emarketer.com/) 

5.1. Price Sensitivity and Perceived Cost Barriers 

Price sensitivity is one of the most significant barriers to customers purchasing environmentally friendly items.  

Green products are typically more expensive owing to increased production costs, ethical sourcing, or sustainable 

packaging.  This cost is difficult to explain for budget-conscious customers, particularly those in developing nations 

or lower-income households—even if they are concerned about the environment.  According to a 2021 First Insight 

survey, almost 70% of customers perceive that sustainable products are more expensive, with 52% citing price as the 

primary obstacle to purchasing them.  This view inhibits repeat purchases, prompting many people to return to 

cheaper, traditional choices.  Furthermore, buyers may not completely appreciate the long-term value of green 

products, such as durability or health advantages, making the greater initial cost look unjustifiable. Until eco-friendly 

options reach price parity with traditional products, this economic barrier is likely to persist. 

Another layer to the price problem is the absence of a transparent cost-benefit analysis.  While certain green items, 

such as energy-efficient appliances or reusable containers, save money over time, many consumers are more 

concerned with the immediate out-of-pocket expenditures.  Short-term thinking is more prominent during periods 

of inflation or economic instability.  To close this gap, brands must improve their communication of long-term 

savings.  Furthermore, some corporations use the green badge to raise costs disproportionately, generating customer 

distrust and animosity.  This "green premium" may repel otherwise environmentally conscientious shoppers.  To 
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solve this, governments and companies could consider providing incentives such as subsidies, tax breaks, or loyalty 

programs to make sustainable solutions more cheap and appealing, particularly to price-sensitive customers. 

5.2. Lack of Trust and Greenwashing Concerns 

Trust is essential for sustainable consumption, and many customers are hesitant to buy eco-friendly items because 

they are concerned about greenwashing—false or misleading claims about a product's environmental advantages.  In 

an era of rising environmental consciousness, some businesses employ ambiguous phrases such as "natural," "green," 

or "eco-safe" without providing proof or third-party verification.  This fosters uncertainty and suspicion, hurting the 

legitimate efforts of ethical companies.  According to a 2020 European Commission poll, more than 42% of 

enterprises' environmental statements were overstated, misleading, or inaccurate.  When customers are unable to 

distinguish between genuine and bogus sustainability promises, they may reject green items entirely, feeling they are 

being duped. 

The breakdown of trust creates a psychological obstacle to action.  Consumers want to make ethical decisions, but 

they are hesitant to participate when authenticity is questionable.  For example, if a product claims to be 

"biodegradable" but lacks certification or explanation, it may raise concerns rather than confidence.  The 

oversaturation of green labels, many of which lack legitimacy, hinders decision-making.  Furthermore, when 

respected firms are proven guilty of greenwashing, it harms the sector as a whole, resulting in backlash against other 

sustainable products.  To overcome this hurdle, businesses can prioritize openness by providing extensive product 

information, valid certifications, and honest marketing.  Educating customers on how to detect credible sustainability 

promises is also important for regaining confidence. Without this foundational confidence, even the most well-

intentioned buyers may opt for conventional products out of caution. 

5.3. Convenience and Habitual Behavior as Behavioral Barriers 

Convenience maintains a huge influence on consumer decisions, often at the price of sustainability.  Eco-friendly 

items may need adjustments in behavior, greater work, or access to alternative infrastructure—barriers that might 

prevent even environmentally conscientious buyers.  Consumers must prepare ahead of time when using reusable 

bags or containers, whereas composting or sorting recyclables is dependent on local facilities and restrictions.  

Traditional items, on the other hand, are frequently more widely available, well-marketed, and ingrained into 

everyday habits.  According to a Harvard Business Review research published in 2019, habit and simplicity of use 

frequently override environmental considerations when making purchase decisions.  When sustainability involves 

more work, customers prefer to choose what is quickest and most familiar. 

This barrier is particularly significant in fast-paced metropolitan areas where convenience is valued.  Consider single-

use plastics: while consumers may be aware of their environmental impact, the convenience of throwaway packaging 

frequently overrides concerns, especially when alternatives are less available or involve more work.  Furthermore, 

persistent buying habits—such as devotion to specific brands or routines—can make it difficult for green items to 

acquire momentum, even when priced fairly.  Behavioral inertia, or reluctance to change, is an effective psychological 

barrier.  Overcoming this requires structural assistance from both enterprises and governments.  Retailers must 

ensure that sustainable items are clearly displayed, neatly packed, and competitively priced.  Policies such as 

prohibiting single-use plastics or providing rebates for reusable alternatives might help encourage customers to make 

better choices. Ultimately, green alternatives must match the convenience of conventional options if they are to 

become a mainstream choice. 

6. CONCLUSION 

In conclusion, this study emphasizes the important yet complicated link between green marketing and consumer 

behavior.  While many customers profess strong environmental values, their purchase behaviors are frequently 

contradictory with these convictions.  Eco-labeling, sustainable packaging, and authentic messaging all have a 

demonstrable impact on preferences, especially when they are backed up by transparency and trustworthiness.  

However, challenges such as increased pricing, a lack of confidence owing to greenwashing, and the hassle associated 

with sustainable options all impede regular adoption.  Bridging the gap between environmental awareness and 
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buying action necessitates comprehensive initiatives that address psychological, economic, and behavioral issues.  

Businesses must go beyond surface-level branding to provide really sustainable value while making it simple, 

inexpensive, and trustworthy for customers to make greener decisions. 

Looking ahead, the future of green marketing depends on innovation, regulation, and consumer education.  Advances 

in sustainable technology and circular production models can assist to cut costs and increase the availability of 

environmentally friendly products.  At the same time, stronger rules and third-party certifications are required to 

remove deceptive claims and foster long-term confidence.  Digital channels also provide significant opportunities for 

personalized and interactive sustainability messages, particularly among younger, tech-savvy customers.  

Furthermore, including environmental education into marketing and public policy might help consumers become 

more conscious and make better decisions.  As environmental concerns become increasingly pressing, green 

marketing is not merely a trend, but an essential development of commercial practice.  With sustained study and 

stakeholder participation, the gap between ecological ideals and purchasing behavior may be bridged, resulting in a 

more sustainable and responsible economy. 
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