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This article aims to investigate the impact of functional elements of green marketing on 

ecological behavior through the mediating effect of green competencies. It offers a novelty in 

becoming among the first studies focusing on exploring green competencies as mediating 

effect to ecological behavior. This study attempts to identify the other element of green 

marketing advertising and focusing on the psychological effect of ecology. The data analysis 

method involves collecting primary data from respondents in Malaysia and applying statistical 

model using structural equation modeling partial least square to evaluate the impact of the 

policy. The analysis highlights the positive relationship between functional elements of green 

marketing on ecological behavior through the mediating effect of green competencies. The 

implications of these findings can provide valuable insights for regulators and institutions in 

managing green awareness in the advertising sector. 
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1. INTRODUCTION

As more research has focused on these market niches in 

recent years, green marketing has become a central concept in 

the marketing literature [1]. On the other hand, government 

and non-governmental groups are attempting to change 

people's ideas of environmental consciousness through the use 

of green marketing strategies in order to increase public 

knowledge of environmental challenges [2]. Green marketing 

is considered one of the most effective techniques when 

properly planned and executed [3]. Electronic trash, in the 

form of unused and disposed electronic devices, is one of the 

most challenging issues to solve since, according to studies, it 

is expanding up to three times faster than the world's 

population [4]. In the twenty-first century, electronic and 

electrical equipment has always been a part of our lives, even 

as technology becomes more important and assists us in our 

everyday lives [5]. 

Pollution is spreading quicker than we realize these days, 

starting with trash and continuing with electronic waste (e-

waste), which has the potential to become a problem [5, 6]. 

Electronic trash, or "e-waste," is being produced at an 

alarmingly rapid rate, posing a serious threat to both our 

valuable human health and the environment [7]. 

The exponential growth of electronic and electrical 

equipment will ultimately create an issue as more people enter 

the digital world [8]. According to official forecasts, the 

quantity of e-waste produced will increase by up to 14% 

annually; by the end of each year, 1.17 billion units, or 21.38 

million tons, are estimated to be produced [9]. These 

expanding issues with electronic trash need to be properly 

managed in order to prevent contamination [10]. 

A number of non-profit groups and the government have 

started campaigns to raise awareness about ordinary rubbish 

and electronic waste, commonly known as "e-waste," in an 

effort to promote environmental sustainability and an eco-

friendly way of life [11]. Even though Malaysia has already 

started a few campaigns and initiatives, the recycling system 

has been proven to be ineffectual and was primarily designed 

with huge corporations in mind [11]. Many Malaysians 

continue to dispose of their electrical and electronic equipment 

carelessly, oblivious to the enormous harm that their actions 

cause to the environment and wildlife, despite the Department 

of Environment Malaysia's (DoE) aggressive efforts to reduce 

electronic waste (also known as "e-waste") nationwide [12].  

Even though sustainability and environmental awareness 

are becoming more and more important in marketing strategies, 

there are still a number of unanswered questions about how 

green competencies affect ecological behavior, especially 

when it comes to green advertising. Current research mostly 

focuses on how green advertising directly affects consumer 

behavior, frequently ignoring the functional components that 

motivate the behavioral and cognitive mechanisms that 

underlie eco-friendly behavior. 

2. LITERATURE REVIEW

2.1 Functional elements of green marketing advertising 

Functional and emotional values are the two categories 
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under which green marketing advertising falls [13]. Functional 

values often deliver data or information, but there are opposing 

data on which values work best [14]. Emotional values 

strategy focuses primarily on the visual and appearance, such 

as beautiful scenery or a view of the outdoors. Meanwhile, 

functional values often deliver data or information [15].  

Information sharing is highly valued by functional values, 

as evidenced by the distribution of statistics on recycling 

benefits and rates, among other things [16]. Functional value 

is established in order to communicate information, 

specifically about the environmental impact of data or the 

influence on the environment, such as the use of arguments in 

advertisements [17]. Customers may find functional value less 

appealing due to a variety of issues, including human nature 

and their limited ability for reason in real-world setting [18].  

In the natural world, people have a wide range of 

alternatives to choose from when making selections, including 

what product to buy. Due to the continual barrage of 

information, they are exposed to—also known as information 

overload—this may be too much for them to handle and may 

hinder their capacity to make judgments. As a result, buyers 

are more inclined to select goods that are enticing and provide 

outstanding value [19].  

Emotional values emphasize the relationship between 

people's feelings and the marketing that has been used, for 

example, by adding elements of serenity, rage, or melancholy 

that may affect consumers [20]. An increasing number of 

advertisers are shifting to emotional values, which is backed 

by research showing a correlation between emotional 

advertising and recall of the advertisement [21]. Emotional 

advertising allows the targeted audience to become fully 

immersed and feel as though they are inside the situation that 

the advertiser is trying to convey. A single, overwhelmingly 

positive image in an advertisement can act as a trigger and be 

sufficient to elicit positive reactions towards the advertisement 

[22].  

Nevertheless, past studies have shown that a thorough 

assessment must consider both functional and emotional 

factors [23]. However, despite the expanding practical 

relevance of functional, emotional, or combination green 

marketing promotion, our knowledge of the values effect 

remains inadequate [24]. The efficacy of advertising has been 

investigated, but the study has not been able to provide solid 

proof [25] or considered the role that emotions play in 

assisting the audience in understanding the messages being 

presented and in making judgments [26]. 

 

2.2 Understanding green competencies 

 

A person's ability to interact positively and passionately 

with their environment is referred to as having green skills [27]. 

An individual has to fulfill three conditions in order to interact 

and connect with their surroundings: They have three 

requirements: (1) they need to be conscious of environmental 

concerns; (2) they need to know something about 

environmental issues and the environment in general; and (3) 

they need to keep up their environmental preservation 

techniques [28]. Green skills consist of three elements: (1) 

knowledge; (2) conscientiousness or awareness; and (3) talents 

connected to resource conservation [29]. The idea that green 

competences are a higher-order dispositional variable that 

includes environmental motives and views is supported by 

empirical data [30]. The study also looked at green motives 

and green competences as helpful reactions that are essential 

to environmental preservation [31]. 

Additionally, according to Fraijo-Sing et al. [29], green 

competencies are made up of two components: environmental 

knowledge and abilities. The results highlighted that there are 

two kinds of green capabilities in management literature: fake 

and natural. Environmental concern is a component of natural 

green competencies, whereas artificial green competencies 

encompass a variety of dimensions, including knowledge, 

skills, awareness, and attitude towards the environment [32]. 

In general, "green knowledge" refers to a person's 

comprehension of ideas, information, and relevant 

connections related to environmental concerns or 

environmental knowledge [33]. Finding answers to issues can 

be aided by using green knowledge and modifying one's own 

behavior and attitudes [34]. 

Green knowledge is crucial for employees of the 

organization since it pertains to their comprehension of ideas 

and practices linked to environmental preservation and 

conservation [35]. Moreover, the application and 

understanding of both objective and subjective green 

knowledge are crucial in influencing respondents' conduct-

based awareness of environmental concerns [36]. Through 

environmental education, people are usually given the 

capacity to understand the environment [37]. The degree of 

awareness regarding environmental issues is important as it 

may affect how someone behaves and thinks. An individual's 

green environmental uncertainty and intention may be 

enhanced by green information, which also acts as a 

motivation [38]. 

When discussing green awareness, the research addresses a 

variety of perspectives, including an individual's knowledge of 

their carbon footprint [38], their awareness of the effects of air 

pollution [37], and their awareness of environmental danger 

[37, 38]. One of the key elements for implementing 

environmental issues is green awareness [39]. A study carried 

out in Nicaragua revealed the importance of green awareness 

among the nearby ecotourism sites' local communities that 

have different natural resources. The study also revealed that 

green awareness encourages the community to engage in a 

variety of environmental activities [40]. According to other 

studies looking at how ecotourism affects the economy, a 

person's degree of environmental consciousness does have a 

big role in how sustainable their travel industry is [41]. 

An individual's attitude is defined as the extent to which 

they evaluate or interpret the conduct in question—whether 

positively or negatively [42]. Environmental attitudes are 

defined by AlSuwaidi et al. [43] as an individual's cognitive 

evaluation of the significance of environmental preservation 

within the framework of environmental management [44]. 

Environmental performance requires green attitudes, which 

have been defined as feelings combined with evaluative 

actions. Several previous research have examined the benefits 

of adopting a green mentality in environmental management. 

When IT specialists performed research on the relationship 

between green computing practices and attitudes, relationships 

between several constructs were discovered [42]. 

Green behaviour is sometimes referred to as 

environmentally sustainable behaviour, eco-friendly 

behaviour, or even responsible environmental behaviour [43, 

45]. It may be defined as employee-initiated activities and 

behaviors that enhance environmental sustainability within the 

framework of organizations and enterprises [46]. The usage of 

ecologically friendly products or making use of reusable, 

recyclable, energy-efficient, and less polluting objects is 
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another definition of ‘green behavior’ [47, 48]. Chen et al. [49] 

assert that achieving environmental performance can be aided 

by green values, communication, and mindset. There have 

been instances where the majority of those expressing 

environmentally conscious conduct had knowledge of 

environmental problems like pollution, which can endanger 

their health and well-being [50]. 

We created these proposed relationships based on the 

explanations: 

 

H1: Functional elements of green marketing advertising and 

green competencies are significantly correlated. 

H2: Green competencies and ecological behaviour are 

significantly correlated. 

 

2.3 Determining factor of the ecological behaviour and 

mediating effect of green competencies 

 

A meta-analysis of data encompassing several aspects of 

ecological activity, including interacting with nature, 

preserving it, disseminating sustainability knowledge, and 

ecological behaviour, lends credence to it [23, 51]. The life 

cycle of humans and ecological behavior are at odds with one 

another. A considerable amount of these behaviors, such 

parents teaching their kids to recycle, start when people 

become parents [52, 53]. 

An individual's amount of information and comprehension 

of environmental issues, as well as their capacity to identify 

and assess the consequences on the environment, are factors 

that define their level of knowledge, whether it be general or 

environmental [52]. People who are very conscious of the 

environment will act in a more environmentally friendly 

manner [54]. 

Thus, educating someone is one of the best strategies to 

influence their behavior and attitude about environmental 

concerns [55]. Moreover, individual perspectives on 

environmental matters differ widely and are impacted by other 

elements, such as one's degree of environmental literacy [56]. 

Additionally, those who care more about the environment 

typically save more energy, for example, and have higher 

environmental knowledge and values [57]. Ignorance will 

eventually cause problems since it might result in 

misinterpretations and contradicting facts, which will prevent 

ecological behavior [58]. 

The condition of knowing, attentive, informed, and alert to 

one's capacity to perceive, experience, and be aware of an 

event is the broad definition of awareness, according to Gafoor 

[59]. People become more conscious of environmental 

concerns after a major natural disaster, which benefits 

ecological behavior. 

Awareness of the educational component that supports 

environmental activities has a beneficial effect on people's 

motivation to engage in them [57]. People may find it 

challenging to determine the root cause of an environmental 

issue when one occurs because they lack the necessary skills 

or may choose to wait for a clear, obvious signal, like a natural 

disaster [60]. 

Based on an individual's perceptions and evaluation of an 

event that affected them and was linked to their behavior, 

emotions may be understood as a person's level of readiness 

[59]. The surroundings will ultimately bring up the pertinent 

action done, as an individual's emotional involvements do 

affect their attitudes and awareness [32]. The findings showed 

that integrating emotions into advertising efforts and even 

educational programs can support ecological behavior [61, 62]. 

To the best of our knowledge, there have not been much 

research done on ecological behavior from the standpoint of 

green marketing and advertising. Consequently, we developed 

these proposed connections: 

 

H3: Green competencies and ecological behaviour are 

significantly correlated. 

 

Stakeholders are empowered by green competencies to 

convert green marketing messages into practical actions. 

Customers who are aware of sustainable practices, for instance, 

are more likely to buy eco-friendly goods or develop eco-

friendly habits [32]. Green competencies help close the gap 

between ecological behavior and awareness by giving people 

the skills and self-assurance they need to implement green 

marketing initiatives. This alignment guarantees that the goals 

promoted by green marketing are realized through concrete, 

long-lasting actions. The overall effect of green marketing on 

ecological behavior is strengthened by this iterative process 

[63]. 

By converting the impact of green marketing into ecological 

behavior, green competencies act as a crucial mediator. They 

guarantee that the information and inspiration offered by green 

marketing initiatives are successfully translated into 

sustainable behavior [64]. 

 

H4: Green competencies mediate the relationship between 

functional elements of green marketing and ecological 

behaviour. 

 

 
 

Figure 1. Conceptual framework 

 

Emotions may be viewed as a person's preparedness level 

based on how they perceive and assess an event that has 

influenced them and is related to their action [59]. The 

environment will eventually highlight the relevant action taken 

because a person's emotional engagements do influence their 

attitudes and awareness [32]. The results demonstrated how 

incorporating feelings into marketing campaigns and even 

educational initiatives might promote ecological behavior [61, 

62]. Cultural factors significantly influence ecological 

behavior and consumer responses to green marketing. 

Understanding these influences is essential for developing 

effective strategies that resonate with diverse consumer bases 

(Figure 1). 

Research indicates that cultural relevance plays a crucial 

role in predicting environmental behaviors. Cultural factors 

were considered alongside constructs like connectedness to 

nature and self-efficacy, cultural relevance significantly 

predicted environmentally friendly behaviors [32]. This 

suggests that many models of environmental behavior may 

overlook critical cultural and ethnic factors, particularly in 

diverse contexts such as Malaysia. To the best of our 
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knowledge, not much study has been done on ecological 

behavior from the perspective of environmentally friendly 

advertising and marketing. For this reason, we created these 

suggested relationships which are hypothesized as shown in 

Figure 2. 

 

 
 

Figure 2. Result of the path analysis 

 

 

3. METHODOLOGY 

 

3.1 The development of the research instrument 

 

A five-point Likert scale was used to assess the study's 

design, with 1 denoting strong disagreement and 5 strong 

agreement. Furthermore, given that the intended respondents 

were Malaysians, the last survey question was further 

translated into Malay. 

 

3.2 Respondents and methods of data analysis 

 

Participants in this research include people from several 

Malaysian states. The ideal sample size for the study should 

be around five to ten times the number of indicators employed, 

per Hair et al. [65] recommendations. There are thirteen 

indicators or items in the questionnaire. Nevertheless, we 

should have collected data from 384 people via social media 

sites like Instagram and WhatsApp by using the Krejcie and 

Morgan Sample Size (1970) technique. After that, a survey 

was requested of these people to complete. Ultimately, we 

obtained a total of 259 responses.  

The SmartPLS programme is used to analyse the data 

gathered from survey questions. Academic marketers highly 

consider PLS-SEM as a statistical analytical technique for 

assessing novel theoretical models with numerous complex 

social components. Marketing research is one area where 

structural equation modeling, or SEM for short, is quite 

popular [53, 66]. The present model is complex enough to use 

Partial Least Squares Structural Equation Modelling (PLS-

SEM) with one moderator variable, which has four 

components in total. There will be more details on the data 

analysis and findings interpretation supplied later. 

 

3.3 Method for statistical analysis 

 

Using SmartPLS software, the PLS-SEM technique was 

used in this study. PLS-SEM's enhanced flexibility and 

analytical dependability are its main benefits [67]. After that, 

two steps of statistical analysis using PLS-SEM are carried 

out: Measurement model evaluation and structural model 

evaluation, as shown in Table 1 [67]. Together with 

instructions for each unit of analysis, Table 1 contains 

instructions for doing PLS-SEM analysis. 

 

Table 1. The development of the research instrument 

 
Step of 

Analysis 

Analysis 

Unit 

Basic 

Threshold 
Ref. 

Measurement 

model 

evaluation 

Indicator 

reliability: 

Indicator 

loadings 

≥ 0.70 [68] 

Convergent 

validity: 

average 

variance 

extracted 

(AVE) 

≥ 0.50 [65, 67] 

Discriminant 

validity: 

HTMT 

< 0.85 [65, 69] 

Structural 

model 

evaluation 

p-value p < 0.05 [65, 67] 

R2 value 

0.75, 0.50. 

0.25 

(substantial, 

moderate, 

weak) 

[65, 67] 

f2 (effect 

size) 

> 0.02 

(small); > 

0.15 

(medium); > 

0.35 (large) 

[70] 

 

 

4. RESULT AND DISCUSSION 

 

SmartPLS software with Partial Least Squares Path 

Modeling (PLS-SEM) was utilized in this investigation. Ulum 

et al. [71] state that PLS-SEM looks at whether there is a 

relationship or influence between such structures in order to 

assess the predictive link between them. Evaluation of the 

measurement model occurs in two stages: the structural model 

(inner model) and the measurement model (outer model). This 

two-phase assessment of the measurement model aims to 

evaluate a model's validity and dependability [21]. 

 

4.1 Model testing (outer model) 

 

Three criteria are used to evaluate the outer model using the 

SmartPLS software: the value of the loading factor and AVE 

indicates convergent validity; the value of the AVE square root 

indicates discriminant validity; and the value of composite 

reliability and Cronbach's alpha indicates the correlation 

between leten constructs and reliability tests. 

 

4.2 Convergent validity 

 

In order to conduct the convergent validity test, the loading 

factor value is first compared with the thumb rule (> 0.60), and 

then the AVE value is compared with the same rule (> 0.50) 

[67, 68]. Because the loading factor value in the first model is 

less than 0.5, it does not satisfy the convergent validity 

requirement. In order to remove the indication whose loading 

factor value was less than 0.5, the model change was done 

twice. Composite reliability is decreased when one or more 

indicators have low loadings because this lowers the total 

shared variance among the indicators. This suggests that there 

may be internal inconsistencies in the construct, thus we 

deleted the values with asterisks for further analysis (Table 2). 
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Table 2. The factor loading values of the first model 

 

Variable Factor Loading 

Functional Green Marketing Advertising 

GMA1 0.688 

GMA2 0.844 

GMA3 0.711 

GMA4 0.829 

GMA5 0.875 

GMA6 0.851 

Green Competencies 

GC1 0.751 

GC2 0.762 

GC3 0.425* 

GC4 0.388* 

GC5 0.649 

GC6 0.746 

GC7 0.663 

GC8 0.536 

AWA8 0.600 

Ecological Behaviour 

EB1 0.289* 

EB2 0.553 

EB3 0.637 

EB4 0.744 

EB5 0.662 

EB6 0.591 

EB7 0.653 

 

4.3 Discriminant validity and reliability test 

 

Reliability test to prove the accuracy, consistency, and 

accuracy of the instrument in measuring constructs. Reliability 

tests were carried out by looking at the value of composite 

reliability and the value of Cronbach's alpha (> 0.60) for 

exploratory research [67, 68]. 

 

Table 3. Values of Cronbach’s alpha, composite reliability 

and AVE 

 
 Cronbach Alpha (> 0.5) CR (> 0.7) AVE (> 0.5) 

GMA 0.888 0.915 0.645 

GC 0.769 0.834 0.397 

AWA 0.785 0.843 0.407 

EB 0.703 0.796 0.370 

 

The values of Cronbach's alpha and composite reliability of 

each indicator are above 0.6. The total research variables are 

therefore deemed to meet or reliably, it may be inferred.  

Since the AVE values shown in Table 3 are somewhat 

brittle, we had to come up with a hypothesis that would allow 

us to proceed with the data analysis. According to Lam [72], 

the three measures' combined dependability falls between 0.71 

and 0.74, which is within the acceptable range of .60 [73]. 

However, even if more than 50% of the variance is attributable 

to error, the researcher may infer that the construct's 

convergent validity is sufficient if the average variance 

extracted falls between 31% and 40% and is below the 

suggested threshold of 0.5 [28]. The internal reliability is 

adequate since the three constructions' composite reliability is 

significantly higher than the suggested threshold. 

 

4.4 Structural model testing (Inner model) 

 

Inner model testing was carried out using R-Square for 

dependent constructs and significance values (t-value 1.96 

with a significant level of 5%). R-Square's assessment aims to 

measure the degree of variation in the change of independent 

variables to dependent variables [21]. Rule of thumb values for 

R Square, namely 0.75, 0.50. 0.25 indicate strong, medium, 

and weak models, as shown in Table 4 [67]. 

 

Table 4. R-Square 

 
 R Square 

Awareness 0.078 

Green Competencies 0.070 

Ecological Behaviour 0.469 

 

Based on the aforementioned statistics, it can be concluded 

that the green competences as measured by the impact of green 

marketing advertising were 0.143, or 14.3% (weak). While 

other things impact the remaining ones. Additionally, data 

indicated that green marketing promotion had a weak (value 

of 0.392 or 39.2%) effect on ecological behavior. While 

additional elements that have not been further investigated 

affect the other. According to Ulum et al. [71], the significance 

of the hypothesis is seen from the path coefficients table the 

magnitude of the calculated t value < t of table 1.96. Weak to 

moderate effects suggest that while there is a relationship 

between variables, it may not be strong enough to imply 

significant practical implications or robust predictive power. 

Even if an effect is statistically significant, a weak or moderate 

size may indicate that the relationship is not practically 

significant. 

 

Table 5. Hypothesis testing of the direct effects 

 

Hypothesis Paths 
Path 

Coefficient 

P 

Values 
Verdict 

Hypothesis 

1 

FMA → 

GC 
0.272 0.000 Accepted 

Hypothesis 

2 

FMA → 

EB 
0.161 0.004 Accepted 

Hypothesis 

3 

GC → 

EB 
0.352 0.000 Accepted 

 

Based on Table 5, it can be concluded that: 

Hypothesis 1 is accepted because it has a p-value below 

0.005, the results have achieved these criteria. The path value 

result (0.272) showed that Green Marketing Advertising has a 

significant and positive effect on Green Competencies. 

Hypothesis 2 is accepted because it has p-value below 0.005, 

the results have achieved t hese criteria with path value 0.161. 

It showed that Green Marketing Advertising has a significant 

and positive effect on Ecological Behavior. 

Hypothesis 3 is accepted because it has a p-value below 

0.005, the results have achieved these criteria with path value 

0.286. the results showed that Green Competencies has a 

significant and positive effect on Ecological Behavior. 

 

Table 6. Hypothesis testing of the direct effects 

 

Hypo. Paths 
Path 

Coefficient 

P 

Values 
Verdict 

Hypotesis 

4 

FMA → 

GC → EB 
0.184 0.003 Accepted 

 

Because hypothesis 4's p-value is less than 0.005, and the 

data meet these requirements (path value of 0.184), it is 

accepted. The findings demonstrated the strong and favorable 

influence that Green Marketing Advertising via Competencies 
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has on Ecological Behavior. This indicates that green 

competencies variable has a moderating influence (Table 6). 

 

 

5. DISCUSSION 

 

The promotion of ecologically friendly activities and goods 

is at the center of the interaction between green marketing, 

green competences, and ecological behavior. When the idea is 

applied to the creation and promotion of goods and services 

with environmental advantages, it entails integrating 

environmental factors into a number of marketing-related 

areas, including distribution, pricing, product design, and 

promotion [71]. Green marketing promotes goods and services 

that are seen as ecologically friendly in an effort to change 

customer behavior. The goal is to persuade customers to 

choose environmentally friendly products while making 

purchases [72]. 

The ability of people and organizations to successfully solve 

environmental issues and adopt sustainable practices is the 

foundation of green competences. Businesses that possess 

green skills are more suited to create and promote eco-friendly 

goods and services [73]. Comprehending environmental rules, 

integrating sustainable practices into corporate operations, and 

successfully conveying environmental objectives to customers 

are some examples of these abilities. Ecological behavior 

refers to individual or group behaviors that influence the 

environment in either a favorable or bad way. It covers things 

like recycling, energy saving, sustainable consumerism, and 

advocating for green behaviors and goods [74]. The goal of 

green marketing initiatives is to persuade and motivate 

customers to act sustainably. Strong green competences 

increase a company's likelihood of implementing sustainable 

business practices, which benefits the environment. Consumer 

trust is increased and credibility is strengthened when green 

marketing messaging are in line with real green skills. 

To sum up, green marketing is a tactic used to influence 

consumer behavior and promote eco-friendly products. Green 

skills facilitate the implementation of sustainable practices by 

firms, enabling them to connect their actions with the 

principles advocated by green marketing [75]. The ultimate 

objective is to encourage environmentally conscious behavior 

among firms and customers, hence promoting environmental 

sustainability. A study by Widodo et al. [73] demonstrated that 

green marketing and sustainable advertising significantly 

enhance consumers' intentions to purchase green products. 

This aligns with findings from Harva et al. [74], which also 

confirmed a positive relationship between green marketing 

efforts and purchasing behavior. Research indicates that 

consumers who are more environmentally conscious are more 

likely to respond positively to green marketing strategies. 

 

 

6. CONCLUSIONS 

 

The difficulties that we had during the study process, 

namely related to scheduling problems and the limited 

sampling frame that made it difficult to obtain a representative 

sample from the East Coast of Malaysia, underscore the 

necessity for more studies to address these issues. The result 

is that qualitative methodologies should be used in future 

research to enhance our knowledge of the factors impacting 

beliefs and actions. Focus groups and in-depth interviews are 

examples of qualitative approaches that can offer deeper 

insights into the subtleties of individual viewpoints and 

experiences. We also require the cultural components that are 

ingrained in the study's environment. Investigating the 

potential effects of cultural variables on reactions to green 

marketing advertisements is part of this. Developing a more 

complete and contextually appropriate Green Marketing 

Advertisement model requires an understanding of the cultural 

environment. 

In conclusion, by using qualitative methods, taking cultural 

factors into account, and using more comprehensive and 

varied sample tactics, future research projects should seek to 

address the limitations found in this study. By doing this, we 

may further our knowledge of public attitudes and actions 

about green marketing in Malaysia in a more complex and 

thorough way. 

The findings underscore the practical significance of 

aligning green marketing strategies with the development of 

robust green competencies within organizations. Companies 

aiming to promote environmentally friendly products and 

influence consumer behavior must invest in cultivating green 

competencies. This entails incorporating sustainable practices 

into every aspect of the company's operations in addition to 

comprehending and abiding by environmental standards. The 

development of green competences may have a practical 

influence on the environment by facilitating the creation and 

promotion of goods and services that are really ecologically 

friendly. As a result, in order to increase the legitimacy of their 

green marketing initiatives and foster customer confidence, 

practitioners should give acquisition and application top 

priority. 

Brands can increase consumer trust and loyalty by 

equipping them with the information and abilities to act in an 

environmentally responsible manner. Customers are more 

inclined to support businesses that actively support their 

ability to live sustainably in addition to marketing sustainable 

goods. Based on this research, industries like consumer goods 

(FMCG), fashion, and energy can customize green advertising 

strategies to target particular ecological behaviors that are 

pertinent to their industries, increasing the campaigns' 

relevance and efficacy. 

Both the theoretical comprehension and the actual 

implementation of green marketing are significantly impacted 

by this research. By emphasizing the mediating function of 

green competencies, it not only advances scholarly discourse 

but also offers practical advice to companies and decision-

makers who want to encourage ecological behavior and 

sustainable consumption.  

In terms of limitation, the findings' applicability to 

Malaysia's larger population may be limited by the sample size 

and geographic constraints. The lack of East Coast 

representation could lead to conclusions that fail to take into 

consideration the region's distinct cultural, socioeconomic, 

and environmental features. Results might overrepresent the 

attitudes, behaviors, or experiences of the sampled regions, 

which could result in skewed policies or recommendations. 

Because specific viewpoints and experiences are routinely left 

out, sampling bias is introduced by the exclusion of 

participants from the East Coast. The sample might not 

accurately represent the diversity of Malaysians, especially if 

there are notable differences between the East Coast and the 

rest of the country in areas like environmental consciousness, 

cultural customs, and consumer behavior. 

The study clarifies the connections between ecological 

behavior, green skills, and green marketing from a theoretical 
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perspective. This adds to the growing corpus of information in 

the literature on sustainability and the environment. The study 

emphasizes the significance of green competences as a 

mediator between green marketing initiatives and good 

ecological behavior, providing empirical evidence in support 

of the theoretical framework connecting these notions. 

Theoretical implications underscore the necessity for 

investigators to delve deeper into the dynamics and 

mechanisms that underlie the correlation between ecological 

behavior, green skills, and green marketing. This may involve 

enhancing current models or formulating novel theoretical 

frameworks. Scholars may develop sustainable marketing 

theories and direct future studies in this area by expanding 

their theoretical knowledge. 
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