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Abstract

This paper discusses the changes of consumer behavior characteristics under the concept of green
consumption and the adaptability of enterprise marketing strategies, especially taking whole foods
market as an example. Under the trend of green consumption, consumers’ awareness of environ-
mental protection has been significantly improved, and their purchase preference has shifted to
healthier and environmentally friendly products. At the same time, information search behavior
has also changed, paying more attention to the source, production mode and environmental attrib-
utes of products. In order to adapt to this change, companies need to adjust their marketing strate-
gies, including developing green products, rebranding their positioning and communication meth-
ods, and adjusting their pricing strategies to attract green consumers. However, enterprises also
face many challenges in practice, such as rising costs, intensifying market competition, and the im-
provement of policies and regulations. In view of these challenges, this paper puts forward counter-
measures and suggestions such as strengthening technology research and development and inno-
vation, strengthening market analysis and competitive strategy, and optimizing product identifica-
tion management. Finally, the paper summarizes the important influence of green consumption con-
cept on enterprise marketing strategy, and emphasizes how enterprises should actively respond to
itin practice to achieve sustainable development.
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