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Abstract

This study systematically analyses the driving logic of green consumption and its marketing impli-
cations from the four dimensions of policy, market, technology and social culture. The study finds
that: the policy dimension builds a basic guarantee for green consumption through the institutional
synergy of the carbon trading market and green certification system; the market dimension relies
on the reconfiguration of the green supply chain and the integration of the carbon labelling system
to form the low-carbon transformation kinetic energy of the linkage between supply and demand;
the technology dimension realizes the transparent upgrading of the carbon management of the
whole industrial chain by leveraging carbon footprinting tracking and blockchain traceability tech-
nology; and the socio-cultural dimension reshapes the green value orientation of the consumer
body through the difference in environmental protection cognition between generations and the
KOL demonstration effect. Based on this, we propose an integrated marketing strategy of whole life
cycle carbon management product innovation, internalised carbon cost pricing, supply chain opti-
misation and visualised carbon disclosure. Empirical tests show that the synergy of multi-dimen-
sional strategies can significantly improve the carbon emission reduction performance of enterprises.
The study proposes to build a triadic governance framework of “policy regulation-market regula-
tion-social synergy”, which promotes the strategic integration of low-carbon transformation and
sustainable development through the coupling mechanism of legislative mandatory and economic
incentives. The findings of the study provide decision-making references and guidelines for the gov-
ernment to build an institutional framework for green consumption and for enterprises to imple-
mentlow-carbon transition strategies through the dual support of theoretical support and practical
paradigm.
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Table 1. Simulated data on green marketing by enterprises
F 1 R EEHIRM R

4k ID Product Pricing Channel Promotion Size Industry  Policy  BkUHESG R
EO1 0.76 0.68 0.83 0.62 320 1 1 2.45
EO2 0.54 0.39 0.47 0.58 110 0 0 1.10
EO3 0.82 0.71 0.76 0.79 270 1 1 2.83
EO4 0.31 0.29 0.33 0.40 90 0 0 0.96
EO5 0.68 0.55 0.73 0.64 220 1 1 2.10
EO6 0.45 0.36 0.41 0.52 150 0 0 1.28
EO7 0.79 0.62 0.74 0.85 380 1 1 291
EO8 0.60 0.49 0.59 0.56 210 0 1 1.75
E09 0.33 0.28 0.39 0.37 80 0 0 0.87
E10 0.74 0.65 0.78 0.70 310 1 1 2.56

RN FIRBHE A, BT
WHES % = B, + B, x Product + 3, - Pricing + 3, - Channel + 3, - Promotion + 2 1| 45 & + &, 1)

AR 2 FoR, HER™p<0.001; "p<0.01; "p<0.05. f=FhEkEil(s=0.88)"5 B [F A
(B = 0.77) X I HESTRGE M e 2, HUCONBRGE BRI (B = 0.63) 5 4x (UL HRIZIE R (B = 0.54). 1=
B, AR SBORMEAAE S WA, M A B2 BRI R2 Oy 0.71, RHI%RG
BB SR X A BRGUE A BOR AR
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Table 2. Results of simulated regression analysis
7= 2. EHIEADHHEER

65 EVEES -y tfH 2 E(p)
Product 0.88 4.25 0.0002"*
Pricing 0.63 3.70 0.0010™
Channel 0.77 4.80 0.0000*

Promotion 0.54 2.95 0.0065™

Size 0.0021 1.45 0.1560
Industry 0.38 2.10 0.0432"
Policy 0.51 2.68 0.0124"
WO 0.47 1.83 0.0791

R? 0.71
N 30
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Mk 1D Product Pricing Channel Promotion Size Industry Policy R EE 5y
EO1 0.76 0.68 0.83 0.62 320 1 1 2.45
E02 0.54 0.39 0.47 0.58 110 0 0 1.10
EO3 0.82 0.71 0.76 0.79 270 1 1 2.83
EO04 0.31 0.29 0.33 0.40 90 0 0 0.96
EO05 0.68 0.55 0.73 0.64 220 1 1 2.10
EO06 0.45 0.36 0.41 0.52 150 0 0 1.28
EO7 0.79 0.62 0.74 0.85 380 1 1 291
EO08 0.60 0.49 0.59 0.56 210 0 1 1.75
EO09 0.33 0.28 0.39 0.37 80 0 0 0.87
E10 0.74 0.65 0.78 0.70 310 1 1 2.56
E1l1l 0.62 0.57 0.66 0.61 250 1 1 2.22
E12 0.39 0.33 0.45 0.49 140 0 0 1.18
E13 0.77 0.66 0.71 0.73 300 1 1 2.70
E14 0.58 0.53 0.62 0.57 230 1 1 1.94
E15 0.35 0.34 0.40 0.38 100 0 0 1.05
E16 0.71 0.60 0.70 0.66 260 1 1 2.48
E17 0.67 0.58 0.69 0.63 240 1 1 2.30
E18 0.40 0.41 0.43 0.50 130 0 0 121
E19 0.30 0.27 0.36 0.34 85 0 0 0.81
E20 0.75 0.69 0.72 0.74 290 1 1 2.60
E21 0.65 0.52 0.64 0.60 200 1 1 2.08
E22 0.46 0.35 0.46 0.44 120 0 0 1.12
E23 0.63 0.61 0.68 0.67 280 1 1 2.40
E24 0.59 0.50 0.60 0.55 215 1 1 1.83
E25 0.32 0.26 0.37 0.36 95 0 0 0.92
E26 0.69 0.64 0.75 0.72 275 1 1 2.52
E27 0.66 0.56 0.63 0.65 235 1 1 2.18
E28 0.37 0.38 0.42 0.48 105 0 0 117
E29 0.29 0.25 0.35 0.33 92 0 0 0.85
E30 0.73 0.67 0.77 0.76 295 1 1 2.65
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