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ABSTRACT
Environmental pollution is one of the global challenges of this century 
since industrialization has created an excessive amount of polluting 
waste. Added to this is the frequently insufficient public awareness of 
environmental problems, which is why both lines are recognized in the 
system of sustainable development objectives. Given this reality and 
considering that university students are the future business, social, and 
educational leaders, adopting a preventive and proactive approach in 
their environmental education is necessary. In order to achieve a better 
understanding of the problem, we sought to evaluate the contribution 
of environmental marketing as a method to promote environmental 
awareness in university students, examine its theoretical advances and 
investigate the importance of environmental awareness in university 
students. A semi-systematic study of relevant articles was carried out 
through a critical literature review. The results indicate that environmental 
marketing is a method for environmental promotion among university 
students, which can reduce consumerism and encourage ecological 
awareness. It is concluded that environmental marketing generates 
positive transformations in students, generates changes in their vision of 
the world, and favors responsible environmental behavior.

Keywords: environment, environmental management, higher education, 
sustainable development.

JEL Classification: I23, Q01, Q56

RESUMEN
La contaminación ambiental es uno de los desafíos globales de este 
siglo, ya que la industrialización ha creado una cantidad excesiva de 
residuos contaminantes. A ello se suma, con frecuencia, la insuficiente 
conciencia pública sobre los problemas medioambientales; de ahí que 
ambas líneas sean reconocidas en el sistema de objetivos del desarrollo 
sostenible. Ante esta realidad y en consideración a que los universitarios 
son los futuros líderes empresariales, sociales y educativos, es preciso 
adoptar un enfoque preventivo y proactivo en su educación ambiental. 
En vista de lograr una mejor comprensión de la problemática, se buscó 
evaluar el aporte del marketing ambiental como método para fomentar la 
conciencia ambiental en los universitarios, examinar sus avances teóricos 
e indagar la importancia de la conciencia ambiental en los universitarios. 
Se llevó a cabo un estudio semi-sistemático de artículos relevantes, a 
través de la revisión crítica de la literatura. Los resultados indican que el 
marketing ambiental es un método para la fomentación ambiental en los 
universitarios, que puede contribuir a disminuir el consumismo y alentar 
la conciencia ecológica. Se concluye que el marketing ambiental genera 
transformaciones positivas en los estudiantes, genera cambios en su 
visión del mundo y favorece un comportamiento ambiental responsable.
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INTRODUCTION

Currently, environmental pollution is considered one of the main global problems of the century. In this regard, Ukaogo 
et al. (2020) mention that, in recent years, the progressive destruction of the environment threatens the lives of people 
and all living beings at the ecosystem level. Furthermore, the literature indicates that these environmental problems have 
increased in recent years, which is why they are considered one of the topics on future agendas. Within this framework of 
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attention to the system of threats posed by environmental pollution, the effects on human health, irreparable damage 
to the environment and the ozone layer, and the vision of a future for new generations stand out. According to Ibarra 
(2020), as a result of environmental change, climate variability generates more frequent sudden catastrophes, the 
occurrence of natural phenomena, seasonal alterations, increased environmental deterioration, and substantial 
changes in the social and cultural life of communities.

Regarding this issue, the sustainable development agenda proposes a system of needs and processes to address. 
However, this research focuses on Goal 12, which addresses the waste associated with responsible production 
and consumption, especially in relation to changing population attitudes (Fonseca et al., 2020; Gutberlet, 2021; 
Ogunmakinde et al., 2022). One of the most recognizable and growing lines of action emerged from the idea 
that companies should generate initiatives aimed at offering environmentally friendly products and promoting 
environmental advertising. According to Urango De La Rosa (2019), digital marketing could be an important 
business resource for expanding these initiatives and reaching as many consumers as possible. This would be 
key to encouraging the use of goods and products that reduce pollution and developing environmental awareness 
among consumers. Furthermore, companies must contribute to the environment through recycling strategies, waste 
reduction, and the responsible use of natural resources (Saura et al., 2020; Sun et al., 2021).

One of the most serious problems in this regard is the pollution caused by the amount of plastic waste and/or 
debris that ends up directly in the ocean; this has caused damage to fauna and flora, leading to the emergence of 
“plastic islands,” and other problems that increasingly affect the marine ecosystem and the communities that depend 
on these natural resources (Mihai et al., 2022; Thushari & Senevirathna, 2020). Faced with these events, various 
organizations have introduced efficient alternatives to mitigate this impact, both in their production processes 
and in the presentation of the goods and services they offer, seeking better environmental and social integration 
(Martínez-Vázquez et al., 2021).

As a country, Colombia is no stranger to this reality, and this is because excess plastic waste affects areas close to 
the population, such as rivers, lakes, lagoons, and seas, disrupting their balance and functioning (Rocha et al., 2020). 
Therefore, this research seeks to establish the foundations for generating initiatives to cultivate environmental 
awareness and implement environmentally friendly actions. To achieve this, it is necessary to meet consumer needs 
in innovative ways because, as Bórquez Tepezano et al. (2020) affirm, environmental awareness and the demand for 
environmentally friendly products have grown in demand; this is also important at the market level.

Therefore, these strategies must be demonstrated by increasing recycling and choosing products and brands 
whose processes demonstrate respect for the environment. In this way, product design for responsible and ecological 
consumption would be promoted. Thus, the following research question was established: How can environmental 
marketing foster environmental awareness in higher education institutions?

In order to operationalize the question, the general objective is to evaluate the contribution of environmental 
marketing as a method to promote environmental awareness among university students. As for the specific 
objectives, these were aimed at examining the theoretical advances of environmental marketing and investigating 
the importance of environmental awareness among university students through a semi-systematic study of relevant 
articles by means of a critical review of the literature.

In this context, the progress of environmental marketing and environmental awareness in this age group was 
analyzed through a thorough literature review based on a compilation of research articles published in journals 
and theses published in repositories. Finally, an evolutionary approach was included to capture the main ideas 
related to the field of study. The main background studies consulted and the theoretical foundations that guided the 
subsequent analysis are presented below.

Analogous studies consulted

First, it is important to mention that companies must implement methods to capture this environmental 
awareness through affordable, eco-friendly products. From Hoyos’s (2019) perspective, one of the main alternatives 
is the development of a retail market that increases the ability to meet consumer needs, allowing university students 
to make purchasing decisions within their purchasing capacity.

The background to this research included the study by Canchaya (2020) from the National University of Callao, 
which aimed to demonstrate students’ environmental awareness and eco-friendly behaviors. The study found 
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consistency between the variables and behaviors through basic research and a quantitative approach. The study 
was used to implement, create, and incentivize policies to improve environmental awareness.

It was also found the research contribution of Mediavilla et al. (2020), or analytical report that evaluated 
environmental awareness, care, and respect for the environment. A descriptive, non-experimental design method 
was used, using a questionnaire survey of 532 students from the Faculty of Education at the University of Córdoba, 
Spain. The conclusion was that it is important to consider global issues, lower the level of abstraction, and establish 
emotional ties with the environment.

Another was the Guerra (2020) study, which investigated the relationship between responsible consumption and 
patterns oriented by social, ethical, and environmental dimensions. The research surveyed 328 university students 
and concluded that more responsible opinions appeared among women, although this is not always statistically 
consistent. In addition, this study showed that the consumption of sustainable products is related to ecological 
awareness, and this emphasizes the need to study the level of awareness of university students.

Likewise, among the research articles found, Naz et al. (2020) investigated customer factors or purposes for 
purchasing environmental products or goods. The authors conducted exploratory research surveying 1,185 students 
in Hungary. Among the main results, it was found that willingness to pay and green purchasing are the main factors, 
while intention is the factor that most affects students’ environmental behavior.

Main theoretical postulates

Environmental marketing, as its name suggests, is a strategy or advertising for environmental products. However, 
this movement, or the term attributed to it, transcends the scope of traditional advertising, as it encompasses 
consumer awareness and environmental stewardship. Marketing is a developing discipline shaped by the need to 
contribute to mitigating environmental damage. The emergence of this field was linked to alternatives for preserving 
the environment and presented constructive trade as a solution for society (Salas-Canales, 2020). In this regard, 
Saleem et al. (2021) state that environmental marketing is also known for its inclination to transform different 
industries, not only through product presentation but also because it contributes to the design of ventures or 
product development.

Over time, organizations that have sought to contribute to society and the environment (some of them by creating 
foundations, encouraging recycling, or seeking other alternatives to reduce the impact of global warming) have 
gained greater recognition and value in the market. These results and growing consumer demand have mobilized 
companies to set goals that contribute to sustainability. Consequently, it has become necessary to measure the 
effectiveness of strategies, and the triple bottom line metric is one of the most widely used.

The triple bottom line, commonly used within the sustainability framework, is an indicator that seeks to measure 
the result of simultaneous management focus on the outcome of three dimensions (3Ps): profit (economic), people 
(social), and planet (environmental) (Tseng et al., 2020; Zaharia & Zaharia, 2021). Companies use strategies to fulfill 
a purpose and acquire market value, as the application of this approach promotes a commitment for companies to 
care as much about social and environmental aspects as about profits and involves organized clusters of variables 
(Budak, 2020). Among the latter, economic initiatives stand out, which are executed directly by the company for its 
benefit; Social initiatives, which are implemented or designed by the company for a specific population or society; 
such as environmental initiatives, proposed by the organization for the care or preservation of the environment 
(Kouaib et al., 2020).

Additionally, environmental marketing contains subunits or variables that reduce expansion and classify 
relevant information. Therefore, although elements such as price or promotion are analyzed, each organization 
adapts the strategy to its own dynamics (Kaur et al., 2022). Therefore, companies study these variables in detail 
to obtain concrete, concise, and verifiable results to determine and create applicable alternatives in organizations 
(Gelderman et al., 2021) (Kazibudzki and Trojanowski, 2020).

The four variables are important for this marketing mix and are necessary for formulating hypotheses or making 
decisions, thus capturing consumer attention. In this regard, four traditional variables that are part of the marketing 
mix (product, price, place, and promotion) are proposed, applied to environmental issues and seeking to capture 
the attention of consumers seeking to purchase environmentally friendly products (Salas-Canales, 2020) (Sharma, 
2021). The use of marketing is fundamental to consumer awareness. From its inception, it is necessary to separate 
fiction from reality and to promote and verify that information about environmental and/or environmentally friendly 
products is 100% true.
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The product variable complements environmental marketing, which involves physical and intangible 
characteristics. A group of intangible and tangible properties relates to those that relate to quality, color, label, 
brand, and appearance. Whether a good or service, the product must assess quality and meet the requirements of 
being environmentally friendly, organic, natural, and environmentally friendly (Marcon et al., 2022). The second 
variable of green marketing is price, which establishes a purchasing value for the product so that the consumer 
can acquire it. It involves taking into account the value of the product’s creation and how much the customer or 
consumer is willing to pay for the service or product (Heydari et al., 2021; Troudi & Bouyoucef, 2020).

The third variable of environmental marketing is the place where the product is evaluated or studied, the 
extent to which it is intended to be taken, and goals or limits are established. In this regard, it must be taken into 
consideration that once the product reaches the customer for final consumption, the product’s journey must be 
established, deciding whether it will be moved from wholesaler to retailer or whether it will be sold from store to 
store, or in supermarkets (Hanaysha et al., 2021). The fourth marketing variable is promotion, aimed at attracting 
consumers’ attention by establishing promotions that are eye-catching in the consumer’s eye. This involves using 
tools that, through studies by the company itself, seek to convince, attract attention, and communicate to the market 
and/or sales sector (Dinh et al., 2023).

METHODOLOGY

This research focuses on a semi-systematic and qualitative study, which included the stages of problem and 
objective formulation, the location and selection of relevant studies, a review of source content, and the extraction, 
interpretation, and analysis of results (Pollock et al., 2023). The first stage addressed the research questions and 
objectives, which helped establish the context, the problems analyzed, the study population, and the rationale for 
the analysis, emphasizing the evolution of ideas within the field (Omazic & Zunk, 2021).

In the second stage, the research aimed to establish criteria for selecting research on environmental marketing. 
Published theses and scientific articles published in indexed journals were considered. Additionally, studies focused 
on environmental marketing were considered to examine the impression and/or interventions with youth. Similarly, 
studies available in full text were included, but printed studies were excluded.

Subsequently, a review of the articles was conducted, with the aim of selecting those published in high-impact 
journals located in the Scopus and SciELO databases. According to Snyder (2019), the analysis of the articles 
should facilitate the production of criteria for new theoretical contributions to environmental marketing. Therefore, 
the study focused on the Scopus database, where the search began with the word “environmental marketing,” which 
resulted in 4,274 articles. The keyword “marketing mix” was then added to the search filter, yielding 363 research 
articles; of these, only 93 were accessible. In addition to the previous filter, the completeness of the articles was 
taken into account, resulting in 71 articles.

Of these articles, 22 included definitions of “green marketing” in the title of the research, all in English. Of these 
articles, 7 contained author restrictions on viewing. Finally, the remaining 15 articles that included definitions of 
environmental marketing and its mix were analyzed. Only 3 articles met this requirement in the database. The 
search in the SciELO database began with the keyword “Green Marketing,” resulting in 12 articles, 3 of which were 
in English, 1 in Spanish, and the remaining 6 in another language. Consequently, 11 articles were eligible for review, 
and 1 was discarded for not meeting this requirement. All 11 articles mentioned “Green Marketing” in their titles, so 
their content was analyzed in their entirety.

The search to select articles addressing the importance of environmental awareness in university students 
incorporated randomized controlled trials conducted in the field of environmental awareness to examine young 
people’s thoughts. Likewise, analyses with extensive text were included, and those in inaccessible formats were 
rejected.

A search was conducted in the Scopus database for articles containing theoretical advances in environmental 
marketing, beginning with the first search filter using the words “green consciousness.” This procedure yielded 954 
articles, to which the second filter was added using the word “green marketing.” A total of 273 studies were obtained; 
of these articles, 48 ​​were accessible. The third filter, which required articles to contain the word “student,” yielded 
11 articles in English, with one article not accessible. Finally, the articles were analyzed to verify whether they 
met the definition of environmental marketing, and only two articles met the definition. The procedure was then 
replicated in the SciELO database using the keyword “green consciousness,” yielding 10 research papers; 4 were 
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in English, 2 were in Spanish, and the remaining 4 were in another language. Of these articles, 11 were accessible, 
and 1 was unavailable. Finally, the content of 11 articles was analyzed, and only 1 that met the established criteria 
was selected.

RESULTS

Theoretical progress of environmental marketing

At the beginning, a table was made where the accepted and non-accepted filters for research in the study on 
environmental marketing and mix in the Scopus and/or SciELO databases are mentioned.

Table 1. 
Inclusion and exclusion criteria for the systematic review of the theoretical progress of 
environmental or green marketing
Feature Criteria Inclusion Exclusion

Modern scientific articles based on 
databases

X

Publication Type Thesis X

Articles X

Books X

Article Format Electronic X

Print X

Publication Date All dates X

Country of Publication Any country X

Keywords Environmental or green marketing X

Marketing mix X

Environmental product, environmental 
price, place or distribution, and promotion

X

Location of Variables Title X

Abstract X

Source: own elaboration
Note: this table shows the applied inclusion and exclusion characteristics for the 

collection of information on theoretical progress.

Table 2. 
Results obtained from the Scopus and Scielo databases

Item Article Item
Number 

of Scopus 
articles

Number of 
articles in 

Scielo
Words

1 Semi-systematic 
review

First filter Start with the search 
with the word “marketing 
green.”

4274 12 Ecological or green 
marketing, marketing 
mix, ecological product, 
ecological price, place 
or distribution and 
promotion.

2 The following inclusion is 
added: “marketing mix.”

363 12

3 Article in English 353 3
4 Article in Spanish 1 1
5 Other languages 9 6
6 Access available 93 11

7 Second filter Article in English 90 2

Angi Paola Duque Ramos
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8 Article in Spanish 1 3
9 Article in another 

language
2 6

10 Document type Full article 71 11
11 Scientific thesis or theory 0 0
12 Third filter or 

limitation
Includes the keyword 
“Green Marketing”

22 11

13 Article in English 22 2
14 Article in Spanish 0 3
15 Other language 0 6
16 Total Based on item review. 22 11
17 Shortlisted 3 11
18 Not shortlisted due to 

author restrictions.
7 0  

19   Not shortlisted 12 0  
Source: own elaboration

Note: this table shows the filters applied for the collection of information on theoretical progress.

According to the table, the process for obtaining data from the Scopus and Scielo databases is shown; fourteen 
articles were selected to perform the semi-systematic review.

Figure 1. 
General co-occurrence

Source: own elaboration

In the analysis of the results of the authors’ research positions, it was observed that Souza (1993) mentioned 
that advertising uses environmental appeal as an emerging strategy and that this is one of the initial antecedents of 
the mix. According to Santos et al. (2013), Lopes and Pacagnan (2014), and Bur (2013), environmental marketing 
is a set of tools, strategies, and/or activities that seek to provide goods and/or services that meet consumer needs. 
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These authors broadly established the objectives of balancing society’s consumption and creating environmental 
market opportunities.

In another vein, Arantes et al. (2014), Escobar-Moreno et al. (2015), and Alves et al. (2015) mention that 
environmental marketing is used as a tool to meet new consumer market demands and that it is a mechanism to 
implement product recycling and reuse. On the other hand, Chockalingam and Isreal (2016) and de Souza et al. 
(2016) mention that marketing makes a significant contribution to alleviating the impact that consumerism has on 
the environment and facilitating the consumption, production, distribution, promotion, and promotion of products 
in a sensitive and responsible manner. Finally, Caldas et al. (2021) mention that environmental marketing seeks 
to develop strategies to strengthen corporate image and connect environmental appeal with products and brands.

Keyword analysis revealed two distinct niches: one focused on general environmental marketing (Figure 1) and 
the other on environmental marketing specifically aimed at university students. Greater dispersion was observed in 
the former, while thematic niches predominated in the latter.

Figure 2. 
Co-occurrence of keywords with the student identifier

Source: own elaboration

Table 3. 
Theoretical evolution of environmental marketing

Authors-Year Definition Search 
engine

Environmental 
or green 
marketing

Souza (1993) Advertising using environmental appeal in advertising. SCIELO

Reinaldo (2008) They state that green or environmental marketing 
consists of all activities aimed at generating and 
facilitating any change, with the goal of satisfying 
human desires or needs and with minimal detrimental 
impact on the environment.

SCIELO
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Bur (2013) They consider that the “Green” movement creates 
significant market opportunities for their companies, 
as evidenced by the increase in demand for goods and/
or services.

SCIELO

Santos et al. (2013) They state that organizations that choose to use green 
marketing must develop a set of strategies that seek 
to provide goods and/or services that not only meet 
consumer needs but also have little or no impact on 
the environment.

SCIELO

Lopes and Pacagnan 
(2014)

They assert that green marketing emerges as a 
strategic tool that aims to balance social consumption 
with minimal impact on the environment, creating 
ecologically sound products from production to disposal 
to meet the growing demand of environmentally 
conscious customers.

SCIELO

Arantes et al. (2014) They assert that brands use environmental marketing, 
whether through electronic means (website) or through 
customer service, as a strategy. The user delivers the 
product to the collection point, where subcontracted 
third-party companies carry out the collection and 
recycling, followed by proper disposal of the product.

SCIELO

Escobar-Moreno et 
al. (2015)

They highlight certain aspects of this concept, such 
as the fact that manufacturers incorporate complex 
environmental components in this process, including 
recycling and reusing products.

SCIELO

Alves et al. (2015) Green marketing is used as a tool to meet new consumer 
market demands. It involves predictions about the 
environment and aspirations for competitiveness as 
an advantage over competitors.

SCIELO

Esmaili and Fazeli 
(2015)

Green marketing, with growing criticism and action 
groups, focuses on people in their environment, 
limited resources, and their efficient use, according to 
the needs of future generations. From this perspective, 
it has gained greater awareness, and in this sense, 
the green consumption approach has become more 
popular among the population.

Scopus

Chockalingam and 
Isreal (2016)

Green marketing can make a significant contribution 
to alleviating the impact that consumerism has on the 
environment by promoting ecology.

Scopus

de Souza et al. (2016) Green marketing to facilitate consumption, production, 
distribution, promotion, and marketing of products in 
a way that is sensitive or responsive to environmental 
issues.

SCIELO

Agustini (2019) A wide range of activities range from modifying a 
product to be environmentally friendly, to modifying 
packaging, to creating and developing promotions that 
are consistent with the green dimension.

Scopus

Caldas et al. (2021) Environmental marketing seeks to develop strategies 
to strengthen corporate image and connect 
environmental appeal with products and brands.

SCIELO

Source: own elaboration
Note: this table shows how the definition of Environmental Marketing evolved between 1993 and 2021.

According to the research selected from the database regarding “green marketing,” only a few sources contain 
the concept or mention the environmental marketing mix. Furthermore, there were only a few mentions of 
“environmental products,” which must meet consumer needs based on environmental sustainability. These elements 
are critical to environmental marketing, as they are the foundation of its commercial strategy.
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Furthermore, it was found that the “environmental price” is the key budget factor for green purchasing. 
Regarding the “green market,” it was largely conceived as the product distribution point that allows the consumer 
to purchase it, as well as environmentally friendly transportation. Finally, the authors referred to “green promotion” 
as communication that promotes products and services to raise consumer awareness.

Table 4. 
Concept of the marketing mix, according to several authors

Autores-Año Definición

Environmental 
product

Esmaili and Fazeli (2015) The green product is one of the most important 
elements in marketing. It has an environmental 
product design that tends to reduce pollution.

Chockalingam and Isreal 
(2016)

The term “green product” used throughout this 
research article refers to a product that has few 
chemicals (below 0.1% of total ingredients) compared 
to normal, chemical-based products.

Agustini et al. (2019) The friendly product must not only be able to satisfy 
consumer needs, but at the same time must support 
environmental sustainability

Environmental 
price

Esmaili and Fazeli (2015) Product pricing pays attention to greenness, as the 
effectiveness of purchasing a budget factor in green 
purchasing is the second priority. However, due to 
income and economic pressures on families, price is a 
key element in people’s green purchasing.

Chockalingam and Isreal 
(2016)

Consumers are happy to pay a higher price for high-
quality, environmentally friendly products.

Agustini et al. (2019) It is stated that it is a fixed price for a product that 
includes environmental considerations.

Square or 
ecological 
distribution

Esmaili and Fazeli (2015) It is mentioned that green distribution has two 
aspects: internally, in addition to environmental 
compliance issues within companies, there are other 
processes. Managers and employees must feel secure, 
while externally, locations that cause the least harm to 
the environment must be selected.

Chockalingam and Isreal 
(2016)

It is mentioned that in a place or market where goods 
are purchased, it has become fashionable to buy items 
that are “environmentally friendly.”

Agustini et al. (2019) It is mentioned that green distribution is about 
placing products in front of the right consumers, that 
is, those who are environmentally conscious.

Environmental 
promotion

Esmailiandy Fazeli (2015) It is mentioned that promotion increases consumer 
awareness of environmental issues.

Chockalingam and Isreal 
(2016)

Green promotion is also referred to as communication 
that promotes products and services. In addition to 
promoting a green advertising campaign, it must also 
have the necessary characteristics to enhance the 
corporate image of social responsibility.

Agustini et al. (2019) It is mentioned that green promotion consists of 
promoting an environmentally friendly product, aimed 
at educating and changing buyers’ opinions about the 
product

Source: own elaboration
Note: this table shows how the definition of the Environmental Marketing Mix evolves

Relevance of environmental awareness in university students

The following table represents the inclusion and exclusion criteria for conducting a semi-systematic review of 
the relevance of environmental awareness in university students according to the Scopus and SciELO databases.
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Table 5. 
Inclusion and exclusion criteria of ecological awareness
Feature Criteria Inclusion Exclusion

Modern scientific articles based 
on databases

X

Type of publication Thesis X

Articles X

Books X

Article format Electronic X

Print X

Date of publications All dates X

Country of publication Any country X

Keywords Eco-consciousness X

Environmental or green marketing X

Study population University students X

Location of variables Title X

Abstract X

Source: own elaboration
Note: this table shows the inclusion and exclusion criteria for conducting a semi-

systematic review of the relevance of environmental awareness in university students.

According to the results obtained, three articles were selected that showed, evaluated and analyzed the 
environmental awareness of young university students.

According to the results obtained in the articles that studied a population of university students, the age limits 
for the research ranged from approximately 18 to 24 years old. Regarding the techniques, all the selected studies 
used the survey or questionnaire method for university students. In the research by Gurbuz and Ozkan (2019), it 
was found that young people possess “environmental intelligence” but show low levels of environmental behavior. 
In the research by Yusliza et al. (2020), a survey of a population of 72 university students was used as a method 
to collect data, which resulted in the young people demonstrating commitment to environmental awareness and 
pro-environmental behaviors predominating in their daily lives. Finally, in the research by Amérigo et al. (2017), 
a survey was used with a population of 250 students, and the result was that young people link conservation with 
human well-being and the perception of connection with nature.

Table 6. 
Scopus and Scielo results on ecological awareness

Item Article item
Number of 
articles in 

Scopus

Number of 
articles in 

Scielo
Words

1

S
em

i-s
ys

te
m

at
ic

 r
ev

ie
w First filter Initially, the search is 

done with the word “green 
consciousness”

954 10 Green marketing, green 
consciousnees, student.

2 The following inclusion is 
added: “green marketing”

273 10

3 Article in English 269 4
4 Article in Spanish language 1 2
5 Other languages 3 4
6 Open access 48 10
7 Second Filter Article in English 47 4
8 Article in Spanish language 1 2
9 Article in another language 0 4
10 Document type Full article 45 10
11 Thesis or scientific theory 0
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12 Third filter or 
limitation

Type of population: “Student” 11 10
13 Article in English 11 4
14 Article in Spanish language 0 2

Article in another language 0 4
15 Total According to item review- 11 10
16 Shortlisted 2 1
17 Not shortlisted due to author 

restrictions
1 0

18 Not shortlisted 8 9
Source: own elaboration

Note: this table shows the filters that were applied to the articles that showed, evaluated and analyzed the 
environmental awareness of young university students.

Table 7. 
Environmental awareness in university students
Authors - 
Year Method Population Age Range Result Search 

engine
Amérigo et 
al. (2017)

A self - 
a d m i n i s t e r e d 
questionnaire on 
environmental 
attitudes and 
behaviors.

250 Brazilian 
university students 
from the city of Sao 
Paulo

The average age of 
the participants was 
23.96 years (SD = 
5.75)

A holistic perspective on 
these relationships in the 
sample of Brazilian university 
students. For the group studied, 
environmental conservation to 
improve human well-being, the 
perception of connection with 
nature, and feelings of emotional 
affinity with nature appear to be 
linked in the same way.

SciELO

G u r b u z 
and Ozkan 
(2019)

The survey 
consisted of 32 
questions.

648 students at 
Bursa Uludag 
University, Türkiye. 
Bursa Uludag

18 and 24 in 4-year 
colleges, the Medical 
School varies 
between 18-26, 18-21 
in vocational schools 
and 18-26 in art 
school.

The results show that students 
have environmental knowledge, 
therefore, they show lower levels 
of environmental attitude and 
do not exercise very favorable 
behavior.

Scopus

Yusliza et 
al. (2020)

Survey or 
questionnaire

72 students 72% were between 
16 and 19 years old, 
25% were between 
20 and 23 years old, 
and the remaining 
2.78% were over 24 
years old.

The results showed that 
environmental commitment, 
environmental awareness, 
environmental lifestyle, and 
ecological self-efficacy positively 
influenced pro-environmental 
behavior, thus providing new 
insights into the existing 
literature on environmental 
sustainability.

Scopus

Source: own elaboration
Note: this table shows the filters that were applied to the articles that showed, evaluated and analyzed the 

environmental awareness of young university students.
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Study of the participation of environmental marketing as a method to promote environmental awareness 
among university students

Similarly, the study of the use of environmental marketing as a method to promote environmental awareness 
showed that this type of advertising is used as a means to attract and influence consumer purchasing decisions. 
Among the most frequent factors were preference, brand love, interest, and the trust generated by green advertising. 
According to the analysis, a closer relationship with the customer is developed, a change in perspective is generated, 
and an environmentally friendly lifestyle is encouraged.

Table 8. 
Study of the participation of environmental marketing as a method to promote 
environmental awareness in universities
Author- Year Definition
Alves et al. (2015) Environmental marketing as a shift in perspective 

and a way of doing business, requires environmental 
responsibility and commitment, as well as a global 
organization. It influences strategic decisions to promote 
not only the product name but also provides the company 
with proactivity and respect for the consumer.

Esmaili and Fazeli (2015) Green marketing, budget and preferred brand are the main 
elements that influence people’s purchasing decisions.

de Souza et al. (2016) Green marketing as a means to develop closer relationships 
with your customers.

Chockalingam and Isreal 
(2016)

Green marketing can make a significant contribution 
to alleviating the impact that consumerism has on the 
environment by promoting eco-friendly, eco-friendly 
variants of regular products.

Agustini et al. (2019) Being environmental can be used as a marketing strategy 
to tap into the market and expand the consumer base.

Caldas et al. (2021) In marketing, there are allusions that can be perceived as 
greenwashing, including: “preference for environmental 
products,” “interest in ecological information,” “trust 
associated with the brand,” “green purchase incentive 
advertising,” etc.

Source: own elaboration
Note: this table shows the articles that sought strategies to promote environmental 

awareness.

CONCLUSIONS

According to the research analyzed, it is observed that marketing has evolved to include current and future societies 
within the context of green advertising. Among the main challenges are the need to implement green production, 
facilitate the promotion and awareness of the use of resources to preserve the environment, and strengthen the 
company’s image. This involves including the environmental product and its brand as a tool that helps and generates 
environmental awareness. Although the results were mixed, it can be stated that this multidimensional approach 
demonstrates that its primary purpose is not to generate money; rather, it seeks to encourage the consumption of 
environmentally friendly products, educate consumers about alternatives that minimize pollution, and differentiate 
the offering from traditional, highly polluting products.

Regarding the relationship between environmental marketing and environmental awareness, studies show that 
they complement and support each other from the perspective of environmental marketing development; this is 
because the sources emphasize generating environmental awareness through the advertising of the environmental 
products they promote. Regarding the study population, university students must acquire knowledge and prepare 
themselves in their respective professions to face the challenges related to the conservation of the natural 
environment. Therefore, environmental marketing not only focuses on environmental aspects but can also be 
included in programs or learning experiences that promote the adoption of sustainable strategies. Therefore, 
university students must be trained to understand and master these strategies so that they can contribute to the 
organizations they work for in the future.
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