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Abstract:  

The past decade has seen a rising emphasis on sustainability and environmental awareness in 

business worldwide. In developing economies, entrepreneurs are increasingly launching green 

ventures businesses whose products, services or operations explicitly aim to benefit the 

environment. These green entrepreneurs must often communicate their environmental credentials 

effectively to succeed, making branding and marketing a crucial part of their strategy. This paper 

examines how green startups in emerging markets brand themselves, which branding strategies 

resonate with consumers, and how market trends support (or hinder) green ventures. We draw on 

real, publicly available data from market research surveys, industry reports, and global datasets to 

explore these questions in the context of developing countries (especially South Asia and Africa). 

In particular, we analyze consumer attitudes, market size and growth of eco-friendly products, and 

examples of brand positioning. The findings aim to guide entrepreneurs and policymakers in using 

data-driven branding approaches for sustainability. 
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Literature Review 
Green entrepreneurship is often defined as launching and running a business that creates 

environmental or social value alongside profit. Prior research shows that many new ventures 

incorporate eco-innovation, such as renewable energy, waste reduction, or sustainable agriculture, 

to meet environmental challenges. A key element of success for such ventures is how they brand 

themselves. In marketing literature, green branding involves communicating a firm’s 

environmental commitment through its brand image, messaging, and certification (e.g. organic 

labels). Studies note that effective green branding strategies include emphasizing eco-friendly 

product attributes, obtaining third-party eco-certifications, and engaging in cause-related 

marketing campaigns. For example, Hassan (2024) highlights that small businesses can 

differentiate themselves by transparently reporting sustainability practices, using green labels, and 

telling authentic ecological stories to attract conscious consumers. However, challenges include 

limited resources (common for startups) and consumer skepticism (risk of greenwashing claims). 

Consumer responses to green branding are another focus in the literature. Surveys suggest that a 

large majority of consumers worldwide say they care about sustainability. For instance, one 

NielsenIQ survey found that 81% of consumers globally believe companies should help improve 

the environment. Younger generations (Millennials, Gen Z) often show the strongest support for 
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corporate social responsibility. In the U.S., surveys report that over 60–78% of consumers claim 

they are willing to pay more for sustainable products or packaging. Such findings have made many 

firms expand their “green” product lines. However, academic studies warn of a “say–do” gap: 

while stated intent is high, actual purchases of green products may lag due to price, availability or 

confusion about labels. In developing markets, the patterns can differ. Bain & Company’s 

consumer research in India finds that although sustainability concerns are growing, many 

environmentally-friendly behaviors there arise from cultural or economic reasons (e.g. vegetarian 

diets for tradition or cost-saving) rather than pure eco-consciousness. India’s consumers are 

generally price-sensitive, so sustainable products often need to save money or provide other clear 

benefits. Thus, marketing strategies in such markets must go beyond generic “green claims” firms 

should tailor messages to what local customers value (health, cost savings, local community 

welfare) rather than assuming Western models of “pay more for planet”. 

In summary, the literature suggests: (1) Green entrepreneurs rely on branding (eco-labels, cause 

marketing, transparency) to build trust; (2) Global consumers report strong pro-environment 

attitudes, but real buying behavior is influenced by price and convenience; (3) In emerging 

economies, cultural context shapes how sustainability is perceived, requiring nuanced approaches. 

However, much of the literature offers qualitative insights or high-level survey results. This paper 

adds a quantitative angle, using public data to examine trends in green markets (e.g. renewable 

energy adoption, sustainable product share) and specific consumer surveys to ground the branding 

discussion in measurable outcomes. 

Methodology. This study relies on secondary, quantitative data from reputable sources. We 

collected data on: (a) consumer attitudes toward sustainability (e.g. percentages willing to pay 

premium, importance of eco-labels), (b) market trends in green products (e.g. sales growth, market 

share of green goods), and (c) macro indicators of green entrepreneurship (e.g. growth in 

renewable energy use, number of green startups and jobs). Sources include NielsenIQ and Bain 

surveys, World Bank and IEA datasets on energy, UNDP reports on climate tech startups, and news 

releases of reputable organizations (e.g. Reuters, PwC, McKinsey). We prioritize recent, publicly 

available reports and data (2020–2024). Where possible, we extract numerical values and present 

them in charts or tables. For charts, we used existing open visuals (e.g. from Our World in Data) 

or numerical tables to illustrate trends. For tables, we compiled key statistics from the literature 

(e.g. percentages of new sustainable products from the NYU SMSI report).  

Our analysis focuses on “developing country” contexts, drawing examples primarily from India, 

other South Asian markets, and Africa (given data availability). Where global or developed-market 

figures are cited, they serve as benchmarks for comparison. We interpret patterns in green 

entrepreneurship and branding through a mixed lens: combining market-level trends (energy 

adoption, startup counts) with consumer behavior metrics (survey responses) to infer how branding 

strategies may align with demand. Limitations include the heterogeneity of developing markets 

and the reliance on available data (which may be sparse for some regions). Nonetheless, the 

approach allows us to triangulate multiple sources to arrive at data-driven insights. 

Data and Analysis 

Our data analysis covers three main dimensions: (1) Consumer attitudes and behaviors, (2) Market 

growth of green products and industries, and (3) Green startup ecosystem metrics. Wherever 

possible, we highlight differences between developing and developed contexts. 
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Consumer Attitudes and Responses 

Multiple surveys reveal a growing consumer interest in sustainability. In a global NielsenIQ 

survey, 81% of respondents agreed that companies should actively help improve the environment. 

Notably, this expectation is even higher in emerging markets: the report notes that “regions rife 

with emerging-market consumers… show higher expectations than developed markets” for 

corporate environmental action. This suggests a strong base of consumer demand for green 

initiatives in developing countries. 

In specific markets, we see large numbers of people willing to pay a premium for eco-friendly 

goods. For example, a Bain & Co. survey in India found that 60% of consumers said they are 

willing to spend more on “sustainability products”. Similarly, 52% of urban Indian consumers 

expect to increase their spending on eco-friendly brands over the next three years. (A related Bain 

report noted that 52% of Indian consumers were willing to pay a premium in an earlier phase of 

the research.) These figures highlight latent demand: even though sustainable goods are a small 

share of the market, a majority say they would pay extra to shop green. However, Bain also found 

a large “say–do gap” in India: though 60% express willingness to pay more, only about 5% of 

packaged food products on shelves carry sustainability claims. Consumers face barriers like price, 

availability, and unclear labels, leading many to drop out of “the purchase journey” despite intent. 

Our analysis corroborates the global uplift in sustainable product interest. The NYU Stern 

Sustainable Market Share Index (SMSI) reports that the share of new products launched with 

sustainability claims has roughly doubled in recent years. As Table 1 shows, in 2021 about 48.1% 

of new consumer products were marketed as sustainable, up from only 28.1% in 2017. (This trend 

is global and mostly reflects packaged goods in developed markets, but it signals how mainstream 

the “green packaging” message has become.) 

Table 1. Share of newly introduced consumer products with sustainability claims. 

Year Sustainable New Products (% of all new products) 

2017 28.06% 

2018 32.88% 

2019 36.53% 

2020 36.60% 

2021 48.10% 

Other surveys reinforce consumers’ willingness to reward green brands. A McKinsey report noted 

that in a US survey, 78% of consumers said a sustainable lifestyle is important to them. Similarly, 

Deloitte/HBR finds that sustainability is becoming “table stakes” for brands: consumers are 

moving toward a “major shift” where genuinely sustainable companies will outperform those with 

only superficial green claims. These high-level findings imply that, globally and in emerging 

markets, consumers are primed to support environmentally responsible brands. 

However, the context matters. Data from India illustrate a nuanced picture: many eco-friendly 

behaviors there arise from tradition or economics rather than environmental activism. Bain’s 

Consumer Lab reports that sustainability is often a byproduct of everyday habits in India: for 

example, 83% of Indians adopt a vegetarian diet (often for cultural reasons, not primarily for 

climate). Likewise, measures like reducing home energy use or driving less are motivated by 

saving money or convenience. In effect, Indian consumers expect sustainability to save them 

money, not cost extra. A Bain survey found Indians prioritize natural, healthful products and care 
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greatly about packaging waste – 83% of Indian consumers say packaging’s environmental impact 

is “important” or “very important,” compared to 61% globally. In short, while Indian shoppers 

value green attributes, they require concrete personal or cultural relevance. Marketing 

sustainability in India thus often means emphasizing health benefits, cost savings, and local 

community impact, rather than abstract climate talk. This cultural insight suggests branding 

strategies in emerging markets should align with local values (e.g. showing how a product saves 

money or supports farmers) and highlight eco-credentials (like recycled packaging) in simple 

terms. 

In summary, consumer data indicate robust demand for sustainable products in developing 

contexts: around half of surveyed Indians say they’ll pay more for green goods, and three quarters 

of global consumers expect companies to help the environment. At the same time, actual purchase 

rates remain low due to barriers. Effective branding must therefore not only signal a green mission, 

but also address pragmatic concerns (price, trust, availability). Strategies identified in the literature 

such as emphasizing eco-friendly features, using credible eco-labels, and telling authentic social 

impact stories can help bridge consumers’ intent-behavior gap. 

Green Market Size and Growth 

Beyond consumer attitudes, we examine the size and growth of green markets in emerging 

economies. One clear signal is the rapid expansion of renewable energy, which often reflects 

government and commercial investment in sustainability (and provides markets for clean-

technology entrepreneurs). As Figure 1 illustrates, global consumption of renewable energy 

(including hydropower, wind, solar and bioenergy) has climbed sharply over the past few decades: 

 
Figure 1. Global direct primary energy consumption from renewable sources over time 

(traditional biomass + modern renewables). The brown area shows traditional biomass use, 

while the blue and green areas represent modern renewables (hydro, wind, solar, etc.)【59†】. 
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Figure 1 (Our World in Data) shows that global renewable energy consumption is now on the order 

of 20,000+ TWh annually, up from below 5,000 TWh in 1970. A significant portion is still 

traditional biomass in poorer regions, but modern sources (hydro, wind, solar) have surged since 

2000. This trend aligns with other data: for example, in 2022 global hydropower increased by 265 

terawatt-hours (14%) – the second-largest annual gain ever recorded for any renewable type. Solar 

and wind continue to grow even faster; in fact, wind and solar together are expected to provide 

over one-third of global power generation by the mid-2020s. Such growth indicates expanding 

green markets: more electricity from clean sources means more business for green entrepreneurs 

(e.g. solar installers, efficient appliance makers). Emerging markets are contributing to and 

benefiting from this shift, though from a lower base. For instance, India has become one of the 

world’s largest solar markets, aiming for 500+ GW of renewables by 2030. By 2023, installed 

renewable capacity in India exceeded 160 GW (including hydro, solar, wind). Other developing 

regions are also ramping up: the World Bank reports that as of 2023, low- and middle-income 

countries hosted about 89% of the world’s coal capacity and are accelerating renewable rollouts 

to mitigate this reliance. This transition creates room for green startups to offer solutions from 

mini-grid solar systems in rural Africa to efficient cooking stoves in Asia. 

 

Despite this momentum, large gaps remain. The renewable share of total energy consumption is 

still quite low in many developing countries. For example, a recent IEA/World Bank indicator 

shows renewable energy (including hydro) accounts for only around 20% of total final energy 

consumption in places like Nigeria or Pakistan, compared too much higher shares in Brazil or the 

EU. These figures highlight the growth potential: as developing economies grow and urbanize, 

their energy demand will rise, and many are adopting green policies (e.g. solar auctions in Africa, 

wind farms in Latin America). Government and NGO reports underline this: for example, the 

UNDP observes that climate-tech investments skyrocketed globally from 2013 to 2022 (a ~3,750% 

increase) even as short-term funding softened in 2023. Importantly, in 2022 over 70% of climate-

tech funding went to energy and water startups, sectors directly relevant to green entrepreneurs. 

We can also look at consumer goods markets. The global market for “sustainable products” is often 

cited as rapidly growing. One estimate pegs the global sustainable products market at USD 355 

billion in 2024, forecast to nearly double by 2033. More relevant to branding, the NYU Stern SMSI 

finds that products marketed as sustainable have driven 41% of the growth in the consumer-

packaged goods sector recently. These insights suggest that firms with green brands are capturing 

a disproportionate share of growth. In developing contexts, market research also signals rising 

green niches. A 2023 PwC survey reports that globally consumers will pay on average a ~9–12% 

premium for sustainable products (with higher willingness in emerging markets). In India 

specifically, 52–60% of consumers are willing to pay more. Meanwhile, the share of green 

products on shelves remains small – indicating a major business opportunity. 

 

Market data on green startups is more scattered, but some figures illuminate trends. The 

International Renewable Energy Agency (IRENA) reports that renewable jobs in developing 

regions are rising: in 2023 Africa had ~324,000 renewable energy jobs (for context, there are over 

16 million worldwide). Even this small share is growing: for example, Africa is projected to have 

1.7 million solar jobs by 2030. Such forecasts underscore that as policy and investment flow in, 

new companies – from solar financiers to eco-consultants – will emerge. We did not find 

centralized global data on the total number of “green startups” by country, but entrepreneurship 

surveys offer proxies. For instance, the Global Entrepreneurship Monitor (GEM) reports that in 
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many economies a significant minority of entrepreneurs identify as “sustainable entrepreneurs” 

(meeting several eco-criteria). In 34 out of 62 surveyed countries, at least 20% of new 

entrepreneurs met all four GEM sustainability conditions, indicating a baseline of green venture 

activity even in middle-income nations. 

 

In summary, the data depict a market environment increasingly favorable to green ventures: 

renewable energy and sustainable goods are growing fast globally, including in developing regions

【59†】. Consumers indicate high interest in eco-products (often a majority willing to pay 

premiums), even if actual market share is still limited. In the next section, we integrate these 

insights into findings on branding effectiveness. 

 

Branding Strategies and Effectiveness 

Based on the reviewed data, what branding approaches help green entrepreneurs succeed in 

emerging markets? We combine the above trend analysis with marketing principles to draw 

conclusions. 

First, authenticity and transparency appear crucial. Surveys show that savvy consumers distrust 

empty “greenwashing” and reward genuine commitment. For example, Deloitte/HBR argues that 

truly sustainable brands – ones that “make good on their promises” – are poised to outperform 

competitors. Thus, green startups should build credible narratives. This might involve obtaining 

recognized eco-certifications (e.g. Fair Trade, Rainforest Alliance, organic labels) and prominently 

displaying them on packaging – a strategy noted by Hassan. Eco-labels help consumers quickly 

trust a brand’s green claims. Likewise, transparent reporting of environmental impact (e.g. 

showing reductions in carbon or waste) can bolster trust. 

Second, communicating benefits beyond just “eco” is important, especially in cost-sensitive 

markets. As noted, Indian consumers link sustainability with cost savings or health. Therefore, 

entrepreneurs should highlight how their green product also saves money or improves well-being. 

For instance, promoting a solar home lighting system in rural areas could emphasize lower 

electricity bills and safer lighting (no kerosene fumes), rather than only environmental impact. 

Similarly, marketing recyclable packaging can stress cleanliness (less litter) and social welfare. 

The key is aligning the green message with customer priorities. Bain’s research advises that in 

India, brands should tailor their pitch category-by-category and focus on the specific sustainable 

attributes that matter most to that group. In practice, this could mean health & natural messaging 

for food products, energy savings for appliances, or community benefits for services. 

Third, leveraging local cultural values can strengthen green branding. In many emerging markets, 

environmentalism is intertwined with tradition or religion (e.g. respect for nature, vegetarianism). 

Green entrepreneurs can tap into these narratives. For example, an eco-tourism startup in Southeast 

Asia might brand itself around traditional harmony with nature. A sustainable fashion brand in 

Africa could celebrate local materials and craftsmanship. Such cultural resonance differentiates 

from simply copying Western eco-messages. It also helps overcome the “foreignness” barrier that 

some green concepts face. Social proof is another tactic: green brands often partner with or receive 

endorsements from community leaders and NGOs, using those associations in marketing to gain 

credibility. Given the data that more than half of consumers in developing regions feel strongly 

about corporate responsibility, showcasing local partnerships and endorsements can be persuasive. 

Fourth, digital storytelling and social media engagement are emerging as powerful for green 

branding. While we did not have direct quantitative data on this aspect, global trends indicate that 

younger consumers, especially in emerging markets, look to online platforms for brand 
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information. Startups can share videos showing their eco-friendly processes or impact, thereby 

building a brand identity. For example, solar energy companies often use social media to highlight 

customers getting power for the first time. Cause-related campaigns (e.g. planting a tree per 

purchase) also spread via social networks. NielsenIQ’s analysis emphasizes that companies must 

“connect with consumers who are excited about change”; modern marketing is a key way to do 

that. 

Finally, monitoring and adapting to consumer feedback is essential. Consumer surveys evolve 

rapidly: what mattered last year may shift next year. The HBR/Deloitte study warns that 

sustainability is becoming baseline for purchases, meaning entrepreneurs must stay ahead by 

innovating. In practice, green startups should track metrics such as customer perception of their 

brand’s eco-attributes, their net promoter score, and competitor positioning. On a tactical level, 

they can test small changes (e.g. new eco-label on packaging) and gauge if it improves sales. While 

not easily captured in existing public data, this iterative approach is consistent with both market 

trends and evidence from larger firms: successful CPG companies are increasingly analyzing sales 

of products with ESG labels and adjusting their offerings. 

 

In sum, effective branding in emerging markets combines authenticity, relevance, cultural 

resonance, and engaging communication. The data (high consumer interest and growing green 

markets) suggest that these strategies can pay off: sustainable products are capturing a rising share 

of market growth. For example, in markets like India where sustainability is culturally embedded, 

brands that brand around “nature, purity, and savings” tend to attract loyal customers. In Latin 

America and Africa, companies often highlight community impact (e.g. clean energy creating 

jobs). The precise brand strategy may vary, but it should always close the loop between consumers’ 

environmental concerns and their daily lives. 

 

Findings and Discussion 

Key Patterns. Our analysis of the data yields several overarching findings about green 

entrepreneurship and branding in developing economies: 

 High Consumer Expectation vs. Moderate Action: Consumers in emerging markets 

overwhelmingly say they care about sustainability – often more so than those in wealthy 

nations. Yet actual market share of green products remains relatively low. This gap 

indicates strong opportunity for entrepreneurs: a latent market awaits those who can turn 

goodwill into purchase. This is consistent with global studies (e.g. Nielsen’s “sustainable 

shoppers” reports). In practice, it means that even simple green claims can attract consumer 

attention, but only if they are credible. 

 Tailored Messaging Required: Branding cannot simply “lift” Western green campaigns 

into developing countries. Local consumer research shows differences. For example, 

India’s consumers link sustainability to health, money savings, and national pride more 

than abstract environmental benefits. In Africa, basic issues like energy access and water 

quality dominate the eco-concern. Hence, a one-size-fits-all green brand (“buy this for the 

planet”) may fall flat. Successful green startups in emerging markets often anchor their 

brand in solving a pressing local problem (e.g. malaria nets made from recycled materials, 

solar chargers for off-grid phones, biodegradable packaging to fight local waste). Our data 

reinforce this: packaging waste is top-of-mind for 83% of Indian consumers, so green 

brands emphasize recyclable boxes. 
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 Rapid Growth of Green Sectors: Market data show that sectors related to sustainability 

are growing rapidly in developing economies. Renewable energy has expanded (the globe 

added record amounts of clean power in recent years), and governments in Asia, Africa and 

Latin America are investing heavily (often driven by international climate funds). Green 

consumer goods are also expanding: as Table 1 indicated, sustainable product launches 

soared to nearly half of all new goods in 2021. While Table 1 is global, similar upward 

trajectories have been reported locally (for instance, new data from PBI India show growth 

in eco-labeled goods). In sum, these growth trends create a widening “blue ocean” for green 

entrepreneurs. 

 Importance of Strategic Alliances: Several sources hint that partnerships can boost green 

branding. For example, when established firms form joint ventures or contracts with green 

startups, they often bring the startups’ brands to more markets. In developing economies, 

alliances with NGOs, government programs, or large buyers (e.g. palm oil recycled into 

packaging by a mainstream food firm) help green brands gain scale. While our data are 

qualitative on this point, industry reports (like the IEA’s Energy Start-up Data Explorer 

project) emphasize that collaboration between green tech startups and incumbents 

accelerates adoption in emerging markets. This suggests an indirect branding effect: green 

entrepreneurs can leverage partner brands to enhance their own credibility. 

 Brand Performance and Growth: Although direct measures of “brand value” for startups 

are scarce, some indicators suggest positive outcomes for green brands. Global reports note 

that products with sustainability claims are outperforming peers on sales growth. This 

implies that eco-branded products can enjoy a market premium. In developing markets, 

anecdotal evidence (e.g. Case studies from GEM) shows that green startups often attract 

more patient investment and grant funding than purely conventional ventures. For example, 

the UNDP Egypt ClimaTech report indicates that climate-tech startups raised billions in 

recent years, and a large portion went into energy-related firms. Furthermore, social media 

metrics (not in our data) often show higher engagement for green brands. All of these hint 

that a well-branded green venture can achieve robust growth. 

Challenges. Despite positive trends, data also point to obstacles. Cost remains a barrier: many 

consumers, especially in low-income segments, may be unwilling or unable to pay for sustainable 

goods. Surveys report willingness to pay premiums (often around 10–12%), but in practice such 

premiums are still unaffordable for many. Table 1’s results, for example, reflect global brands and 

markets that can bear a premium. In poor regions, green startups may need subsidies, low-cost 

innovation, or cross-subsidization (selling basic goods cheaply while offering a premium “green” 

line). 

Another issue is greenwashing and trust. Consumers are becoming more discerning – as Deloitte 

warns, brands that only make “flimsy claims” will lose out. For emerging markets, regulatory 

oversight of green claims is often weaker, so entrepreneurs themselves must police credibility. Any 

scandal (e.g. fake organic label) can tarnish the entire green market in that country. This 

underscores the recommendation to use independent certifications whenever possible. 

Finally, the data show that while trends are positive, they are uneven. For example, Africa’s 

renewable jobs are tiny compared to global figures, and many African countries still have minimal 

solar or wind installations【65†】. This suggests that some markets are only beginning to open. 
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Green entrepreneurs there must be especially resourceful (e.g. mobile solar kits in off-grid 

villages), and often rely on NGO or donor support until markets mature. 

Implications. Combining our quantitative findings with the branding strategies above yields 

practical guidance. Green entrepreneurs in developing economies should: 

 Leverage data and stories: Use statistics like those in this paper (e.g. “81% of consumers 

want more corporate sustainability”) to support marketing claims. Many consumers take 

pride in being part of a broader movement. Showing that “most people agree green matters” 

can validate their choices. 

 Customize messaging: As literature emphasizes, segment target audiences by values. For 

urban, middle-class consumers, environmental claims might be convincing. For cost-

conscious or rural segments, highlight efficiency and savings. 

 Innovate branding formats: Embedding green credentials into everyday symbols (e.g. 

recycle logos, green color schemes) can increase visibility. Partnerships with local 

influencers and schools to “brand” social initiatives also build reputation. 

 Capitalize on growth sectors: Focus on booming areas like renewable energy, water 

purification, and organic foods. Data suggest these sectors are where consumer dollars and 

investor capital are flowing. Being an early mover in these spaces (before saturation) can 

yield both social impact and market share. 

Conclusion 

This paper has explored the relationship between green entrepreneurship and branding in 

developing countries through a data-driven lens. By synthesizing consumer surveys, market 

statistics, and trend reports, we find that green brands are well-positioned for growth in emerging 

markets but only if they adopt the right strategies. Consumers in these markets show high concern 

for environmental issues and are often willing to pay more for sustainable products. However, they 

also have specific expectations (e.g. practical benefits, cultural relevance) that entrepreneurs must 

meet. The data underscore that branding approaches emphasizing authenticity, local relevance, and 

transparent green credentials tend to resonate best. 

Finally, our analysis highlights the critical role of quantitative insights in this field. Real data – 

about market growth, consumer attitudes, and funding flows can guide entrepreneurs and investors. 

For example, the rapid expansion of renewable energy consumption (Figure 1) and the surging 

share of sustainable products (Table 1) confirm that green markets are not a fad but a significant 

economic shift. Policymakers in developing countries can support this by ensuring clear eco-

labeling standards and promoting public awareness, which will help green entrepreneurs with 

branding. 

Effective branding amplifies the impact of green entrepreneurship. It turns abstract environmental 

concern into concrete consumer behavior. As our evidence shows, when green startups in 

developing economies brand themselves smartly – by speaking to local values, leveraging data-

driven credibility, and delivering on their eco-promises – they can both capture market share and 

advance sustainable development goals. The future looks bright for green ventures that combine 

solid business sense with genuine purpose. 
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