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ABSTRACT 

Eco-marketing has a significant influence on consumer support for blue economy products. 

Managing consumer support for the blue economy has become more complex due to rapid 

advancements in eco-marketing strategies. This study aimed to assess the influence of eco-

marketing on consumer support for blue economy products. Eco-labeling and green branding were 

used as indicators of eco-marketing, while consumer trust and purchase intention served as 

proxies for consumer support. The research employed a descriptive survey approach, targeting 

staff from three purposively selected firms in Lagos State, Nigeria that sell blue economy products 

and utilize eco-marketing in their operations.The study population consisted of 500 staff members 

from Nigerian Fisheries Limited, Olam Nigeria, and Seafood Village Nigeria, and a sample size 

of 200 was drawn from this population. The formulated hypotheses were tested using z-test 

statistics. The findings revealed that the use of eco-labeling significantly enhances consumer trust 

in blue economy products(z = 8.813, p < 0.05), and green branding positively influences purchase 

intention for these products(z = 8.307, p < 0.05). Hence, eco-marketing was proven to positively 

impact consumer support for blue economy products. The findings imply that eco-marketing 

strategies like eco-labeling and green branding effectively boost consumer trust and purchase 

intentions for blue economy products. The study, therefore, recommended nesses involved in the 

blue economy can significantly enhance their marketing strategies by leveraging eco-labeling to 

build consumer trust and utilizing green branding to drive purchase intentions. This dual approach 

is expected to foster stronger consumer support for blue economy products.  

Keywords:Eco-Marketing; Eco-labeling; Green Branding; Consumer Support; Consumer Trust; 

Purchase Intention 

INTRODUCTION 

Eco-marketing has emerged as a pivotal tool in aligning business strategies with environmental 

sustainability, particularly in industries linked to the blue economy. As global awareness of 

environmental issues grows, consumers increasingly demand sustainable products and practices, 
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compelling businesses to incorporate eco-friendly principles into their marketing strategies (Kotler 

& Armstrong, 2023; Yazdanpanah et al., 2022). Blue economy products, which focus on 

sustainable use of ocean resources for economic growth, improved livelihoods, and ocean 

ecosystem health, have gained prominence in Nigeria.  

Eco-marketing strategies are designed to appeal to environmentally conscious consumers by 

emphasizing sustainability, conservation, and ethical practices (Chen et al., 2023). In the blue 

economy, this involves showcasing the sustainable sourcing, production, and distribution of 

products. Firms in this sector face unique challenges, including limited consumer awareness and 

infrastructural constraints, necessitating innovative approaches to capture market interest. 

Effective eco-marketing not only educates consumers about the benefits of blue economy products 

but also fosters trust and loyalty, creating a competitive advantage for firms that can successfully 

integrate these principles (Liang et al., 2023). 

Eco-marketing plays a critical role in shaping consumer support for blue economy products by 

emphasizing sustainable practices and fostering awareness of marine conservation (Zhou et al., 

2022). For firms operating in Nigeria's blue economy, strategies that highlight their commitment 

to the sustainable use of ocean resources are essential. By aligning their marketing efforts with the 

United Nations Sustainable Development Goals (SDGs), particularly Goal 14 on conserving 

marine resources, these firms can demonstrate their dedication to environmental stewardship. The 

success of such eco-marketing campaigns hinges on their ability to resonate with local consumer 

values, emphasizing transparency, ethical storytelling, and the tangible environmental benefits of 

supporting blue economy products (Sharma et al., 2024). These approaches not only enhance 

consumer trust but also encourage broader adoption of sustainable practices within the Nigerian 

context. 

Literature Gap 

Despite the increasing academic and industry focus on eco-marketing and sustainability, limited 

research has been conducted on how eco-marketing influences consumer behavior in Nigeria’s 

blue economy. Most existing studies have concentrated on general green marketing practices 

without addressing the specific challenges and opportunities within the blue economy sector 

(Kotler & Armstrong, 2023; Chen et al., 2023). 

Additionally, previous research has largely examined eco-marketing effectiveness in developed 

economies, where consumer awareness and regulatory frameworks are well-established. However, 

in developing markets like Nigeria, where eco-conscious consumerism is still emerging, there is a 

need to explore how local businesses can adapt eco-marketing strategies to build consumer trust 

and drive sustainable purchasing behaviors (Sharma et al., 2024). 

Furthermore, while studies have highlighted the importance of eco-labeling and green branding, 

their specific impact on consumer trust and purchase intention in the Nigerian blue economy 

remains unexplored. This study seeks to fill these gaps by examining eco-labeling and green 

branding as key marketing strategies that could enhance consumer support for sustainable marine 

products in Nigeria. 
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Research Questions 

This study is guided by the following research questions: 

1. How does eco-labeling influence consumer trust in blue economy products in Nigeria? 

2. What is the impact of green branding on consumer purchase intention of blue economy 

products? 

Research Objectives 

This study aims to investigate the influence of eco-marketing on consumer support for blue 

economy products in Nigeria. Specifically, it examines: 

1.  The influence of eco-labeling on consumer trust in blue economy products in Nigeria  

2. The impact of green branding on consumer purchase intention of blue economy products 

in Nigeria 

By providing insights into the effectiveness of eco-marketing strategies, this research will 

contribute to the understanding of how Nigerian firms can leverage sustainability to build 

consumer trust and enhance their market share in the blue economy sector. 

LITERATURE REVIEW  

Existing studies explore the role of eco-marketing in shaping consumer behavior, particularly in 

fostering trust and purchase intention. Research highlights its impact on sustainable business 

growth, emphasizing the effectiveness of eco-labeling and green branding. In Nigeria’s blue 

economy sector, literature examines how these strategies influence consumer support despite 

challenges such as regulatory gaps and consumer awareness. This review synthesizes relevant 

studies to establish a foundation for understanding the relationship between eco-marketing and 

consumer support for blue economy products. 

Conceptual Review 

The conceptual review explores key constructs related to eco-marketing and consumer support 

within the blue economy sector. It examines eco-labeling and green branding as strategic tools 

influencing consumer trust and purchase intention. Existing frameworks highlight the role of 

sustainable marketing in shaping consumer preferences, while theoretical perspectives provide 

insights into the link between eco-marketing initiatives and consumer behavior. This review 

establishes a conceptual foundation for analyzing how eco-marketing strategies drive consumer 

support for blue economy products in Nigeria. 

Eco-Marketing 

Eco-marketing refers to the strategic promotion of products and practices that prioritize 

environmental sustainability. It emphasizes the importance of communicating a brand’s 

commitment to eco-friendly initiatives, fostering consumer trust and loyalty through transparency 

and ethical practices. Adeyemi and Okonkwo (2023) highlight that eco-marketing is not just about 



Kings Journal of Entrepreneurship, Innovation, and Management. (April, 2025) Vol. 1 (2) 
 

88 | P a g e  
 

selling products but about educating consumers on sustainable practices and aligning with their 

values to promote environmentally conscious consumption. 

In Nigeria’s blue economy sector, eco-marketing is critical in driving consumer support for 

sustainable products. Firms in this sector must tailor their marketing strategies to resonate with 

local audiences, emphasizing the benefits of sustainable practices for marine resource 

conservation.  

Technological advancements have enhanced the effectiveness of eco-marketing by providing tools 

for greater transparency and consumer engagement. Blockchain technology, for example, allows 

firms to verify and share the sustainability credentials of their products, fostering trust and 

accountability (Ahmed et al., 2024). Furthermore, the use of digital platforms enables firms to 

reach a wider audience, using educational content and culturally relevant messaging to emphasize 

the importance of sustainability. 

Factors of Eco-Marketing 

Eco-marketing comprises key strategies that influence consumer perception and support for 

sustainable products. This study focuses on two major factors: eco-labeling and green branding, 

which are discussed below. Existing literature highlights eco-labeling as a tool for providing 

credible environmental information, enhancing consumer trust (Bello et al., 2024). Green 

branding, on the other hand, positions brands as environmentally responsible, shaping purchase 

intentions (Yusuf and Bello, 2024). This review provides a foundation for understanding how these 

factors contribute to consumer support for blue economy products in Nigeria.  

i. Eco-Labeling 

Eco-labeling is a pivotal element of eco-marketing, reinforcing efforts to promote environmentally 

sustainable products and practices. It enhances eco-marketing by providing consumers with 

tangible evidence of a product’s environmental benefits, thereby fostering transparency and trust. 

Adeyemi and Hassan (2023) emphasize that eco-labeling acts as a direct link between consumer 

preferences for sustainability and businesses' commitment to eco-friendly values, a fundamental 

goal of eco-marketing. By showcasing attributes like energy efficiency, biodegradability, and 

responsible sourcing, eco-labels amplify eco-marketing campaigns, empowering consumers to 

make informed decisions aligned with their environmental values. 

In Nigeria’s blue economy, eco-labeling significantly supports eco-marketing strategies aimed at 

driving consumer support for sustainable marine products. Labels that certify compliance with 

sustainable fishing practices or marine biodiversity conservation directly align with eco-marketing 

objectives, which focus on promoting products that benefit the environment. Bello et al. (2024) 

highlight that Nigerian consumers increasingly recognize eco-labels as a mark of authenticity and 

environmental responsibility, making them a critical tool in eco-marketing campaigns. This creates 

a unique opportunity for blue economy firms to distinguish their products while advancing eco-

marketing goals of sustainability and marine conservation. 
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The success of eco-labeling within eco-marketing depends on its credibility and consumer 

awareness. Aligning with global standards, such as those set by the Marine Stewardship Council 

(MSC), strengthens the legitimacy of eco-labels and reinforces their role in eco-marketing 

(Okonkwo & Yusuf, 2023). Additionally, integrating educational initiatives into eco-marketing 

strategies—such as using digital platforms to explain the importance of eco-labels—can enhance 

consumer understanding and support for sustainable products. This synergy ensures that eco-

marketing messages resonate deeply with local audiences, increasing their impact. 

ii. GreenBranding  

Green branding is a vital component of eco-marketing, which focuses on promoting products and 

corporate practices that emphasize environmental sustainability. By positioning their brand 

identity around eco-friendly values, businesses not only highlight their commitment to 

sustainability but also align with the broader principles of eco-marketing. Green branding 

showcases sustainable sourcing, ethical production, and environmental responsibility, making it 

an effective tool for differentiating products in a competitive marketplace. As Adeyemi and Hassan 

(2023) explain, a strong green brand conveys authenticity, reinforcing eco-marketing efforts to 

engage environmentally conscious consumers while addressing global ecological concerns. 

In the context of Nigeria’s blue economy, green branding directly supports eco-marketing 

initiatives aimed at fostering consumer awareness and support for sustainable marine products. 

Through green branding, firms can integrate eco-friendly values into their marketing strategies, 

emphasizing their role as stewards of marine resources. Yusuf and Bello (2024) note that brands 

perceived as environmentally responsible enjoy higher consumer trust and loyalty, a critical aspect 

of successful eco-marketing campaigns. Green branding amplifies the reach of eco-marketing by 

offering consumers a clear and relatable narrative about the environmental benefits of their 

purchases. 

Consumer Support 

Consumer support refers to the willingness and actions of customers to endorse, purchase, and 

advocate for products or services that align with their values and preferences. In the context of 

sustainability, consumer support is often driven by awareness of environmental issues, trust in eco-

friendly claims, and the perceived benefits of supporting such initiatives. According to Adeyemi 

and Hassan (2023), consumers are more likely to support brands that demonstrate transparency, 

authenticity, and a genuine commitment to sustainability goals. 

For firms in Nigeria’s blue economy, fostering consumer support involves creating awareness 

about the environmental benefits of sustainable marine products. Yusuf and Bello (2024) 

emphasize that Nigerian consumers are becoming increasingly aware of the importance of 

preserving marine ecosystems, which creates opportunities for firms to connect with their target 

audience through sustainability-focused marketing. Offering products that promote marine 

conservation and showcasing tangible impacts, such as reduced overfishing or habitat restoration, 

can enhance consumer willingness to support these products. 
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Building and sustaining consumer support requires engaging communication and education 

strategies. By leveraging storytelling that highlights the positive impact of consumer choices on 

marine biodiversity, firms can create emotional connections with their audience (Okonkwo & 

Ibrahim, 2024). Furthermore, consumer support can be amplified through community 

involvement, such as supporting local fishing communities or partnering with environmental 

organizations. These initiatives not only increase brand loyalty but also empower consumers to 

feel that their purchases contribute to meaningful change. 

Factors of Consumer Support 

Consumer support for eco-marketed products is driven by key factors that influence purchasing 

behavior. This study examines consumer trust and purchase intention, which are discussed below. 

According to Adeyemi and Hassan (2023), consumer trust in eco-friendly claims enhances 

confidence in product authenticity, while purchase intention reflects the likelihood of choosing 

sustainable products. Understanding these factors provides insights into how eco-marketing 

strategies encourage consumer support for blue economy products in Nigeria.  

i. Consumer Trust  

Consumer trust is a fundamental driver of consumer support, particularly in the context of eco-

marketing and sustainable products. Trust is built on perceptions of authenticity, reliability, and 

the ethical practices of businesses, forming the cornerstone of strong consumer-brand 

relationships. According to Adeyemi and Hassan (2023), trust acts as the glue that connects 

consumers’ environmental values to their purchasing decisions, making it an indispensable 

element in fostering long-term consumer support. Businesses that establish trust through 

transparent communication and verifiable sustainability practices are better positioned to gain the 

support of environmentally conscious consumers. 

In Nigeria’s blue economy, consumer trust significantly influences support for sustainable marine 

products. Trust in a brand's eco-friendly claims enhances consumers’ willingness to purchase and 

advocate for these products. Okonkwo and Bello (2024) found that Nigerian consumers are more 

likely to support brands perceived as genuinely committed to sustainability, particularly when 

these brands demonstrate accountability through credible certifications and consistent messaging. 

This highlights the critical role trust plays in aligning consumer behavior with sustainable business 

objectives. 

ii. Consumer Purchase Intention  

Consumer purchase intention is a key factor in determining consumer support for eco-friendly 

products, especially in the context of eco-marketing. Purchase intention refers to the likelihood 

that a consumer will buy a product, influenced by their attitudes, beliefs, and perceptions of the 

brand’s sustainability efforts. According to Li and Xie (2023), the intention to purchase eco-

friendly products is directly linked to the consumer’s perception of the product’s environmental 

impact, the brand’s commitment to sustainability, and the alignment of the product with their 

personal values. For businesses in the blue economy, understanding and leveraging purchase 

intention is critical in driving consumer behavior towards supporting sustainable marine products. 
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In the Nigerian context, consumer purchase intention is a crucial element for fostering support for 

blue economy products. Nigerian consumers, especially those who are environmentally conscious, 

are increasingly willing to purchase products that align with their sustainability values. Bello et al. 

(2024) highlight that when consumers perceive a product to have a positive environmental impact, 

such as supporting marine conservation or using sustainable resources, their purchase intention 

significantly increases. Eco-marketing campaigns that emphasize the environmental benefits of 

blue economy products can effectively influence these intentions, leading to greater consumer 

support and market success. 

The role of trust and credibility cannot be overstated in shaping purchase intention. A study by 

Adeyemi and Hassan (2023) found that transparent communication about a product’s eco-friendly 

attributes and a brand’s commitment to sustainability directly increases consumers’ purchase 

intentions. Additionally, clear labeling, such as eco-certifications and sustainability credentials, 

plays a significant role in influencing consumers’ decisions. When consumers believe that their 

purchase contributes to environmental preservation, such as supporting sustainable fisheries or 

reducing plastic waste, they are more likely to follow through with their intention to buy (Okonkwo 

& Yusuf, 2024). 

Theoretical Review 

Eco-marketing draws on various theoretical perspectives to explain how sustainable marketing 

strategies influence consumer behavior, particularly in the blue economy sector. Theories such as 

the Environmental Sustainability Orientation Theory (ESOT), Consumer-Brand Relationship 

Theory (CBRT) and Value-Belief-Norm Theory (VBN) provide insights into consumer decision-

making and corporate responsibility in promoting eco-friendly products. These theories are well 

discussed below 

i. Environmental Sustainability Orientation Theory (ESOT) 

The Environmental Sustainability Orientation Theory (Martínez, 2019) focuses on how 

consumers' orientations toward environmental sustainability influence their purchasing decisions. 

This theory argues that consumers with a strong environmental orientation are more likely to 

support businesses that adopt eco-friendly practices. In the context of eco-marketing, this theory 

suggests that firms in Nigeria’s blue economy can attract consumers by aligning their marketing 

strategies with sustainable practices that appeal to the growing environmental concerns of Nigerian 

consumers. 

According to Martínez (2019), consumers’ environmental sustainability orientation shapes their 

perception of brands and their willingness to support products that are marketed as 

environmentally responsible. In the Nigerian blue economy, eco-marketing strategies that 

emphasize sustainable marine practices, eco-friendly packaging, or certifications from reputable 

environmental organizations resonate with consumers who prioritize environmental sustainability. 

This theory emphasizes that eco-marketing is most effective when it aligns with consumer values 

of environmental protection, fostering long-term consumer loyalty and support. 
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The Environmental Sustainability Orientation Theory helps explain how consumer orientation 

toward sustainability influences their support for blue economy products in Nigeria. Eco-

marketing strategies that target environmentally-conscious consumers can drive support for 

sustainable marine products. 

ii. Consumer-Brand Relationship Theory (CBRT) 

The Consumer-Brand Relationship Theory (Akinboade et al., 2023) posits that consumers form 

emotional connections with brands based on shared values and experiences. This theory highlights 

how consumers’ attachment to brands influences their loyalty and willingness to support the brand 

in the long run. In eco-marketing, the relationship between the consumer and the brand is 

particularly important when promoting products that align with values of sustainability and 

environmental stewardship. 

In Nigeria's blue economy, firms that develop strong, value-based relationships with consumers 

through eco-marketing campaigns that emphasize transparency, ethical practices, and a shared 

commitment to marine conservation are more likely to cultivate consumer loyalty and support. 

According to Akinboade et al. (2023), brands that authentically communicate their environmental 

efforts and establish a deep connection with consumers through shared values of protecting marine 

life are more likely to generate increased consumer support for sustainable products. 

The Consumer-Brand Relationship Theory helps to explain how eco-marketing strategies can 

foster emotional connections between consumers and blue economy brands. These connections, 

based on shared values of sustainability, can lead to enhanced consumer support and long-term 

brand loyalty. 

iii. Value-Belief-Norm Theory (VBN) 

The Value-Belief-Norm Theory (Stern, 2021) is a widely recognized model in environmental 

psychology that explains how personal values, beliefs about environmental issues, and norms 

influence pro-environmental behavior. According to this theory, when individuals value 

environmental protection and believe that their actions can help mitigate environmental harm, they 

are more likely to engage in behaviors that align with these values, such as purchasing eco-friendly 

products. 

In the context of blue economy products, the VBN Theory suggests that Nigerian consumers who 

value sustainability and believe in the importance of marine conservation will be more likely to 

support businesses that align with these beliefs. Eco-marketing strategies that highlight the 

importance of sustainable marine practices, biodiversity conservation, and environmental 

protection can activate these values and norms in consumers, encouraging them to purchase eco-

labeled blue economy products. Recent research by Bello et al. (2023) emphasizes that Nigerian 

consumers are increasingly driven by pro-environmental values, making VBN a relevant 

framework for understanding the drivers of consumer support for sustainable products. 

The Value-Belief-Norm Theory helps explain how eco-marketing can influence consumer support 

by activating values related to environmental sustainability and marine conservation. By aligning 
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marketing strategies with consumers' pro-environmental values and beliefs, firms in the blue 

economy can increase consumer support for their products. 

Empirical Review 

A recent study by Nwoye et al. (2023) investigated the influence of eco-labeling on consumer 

purchasing behavior towards sustainable marine products in Nigeria. The findings revealed that 

eco-labels significantly enhance consumer trust and increase their willingness to purchase eco-

friendly products. Consumers who recognized eco-labels indicating sustainable fishing practices 

or responsible sourcing were more inclined to support blue economy products, viewing them as 

authentic and environmentally responsible. Additionally, the study highlighted that eco-labels 

served as indicators of superior product quality, which directly influenced consumers' purchasing 

decisions in favor of sustainable marine products. 

Similarly, Eze and Okoro (2023) explored the connection between green branding and consumer 

support for environmentally sustainable products within Nigeria's blue economy sector. Their 

research demonstrated that firms that incorporated green branding strategies into their marketing 

efforts were more successful in fostering consumer loyalty and promoting eco-friendly products. 

Consumers were more likely to trust brands that showcased a strong commitment to environmental 

sustainability through branding initiatives. Specifically, in the Nigerian context, green branding 

that focused on sustainable fishing, marine conservation, and marine biodiversity protection 

proved particularly effective in attracting consumer support for blue economy products. 

In another study, Adedeji et al. (2023) examined how consumer perceptions of sustainability 

influence their support for blue economy products in Nigeria. The research found that consumers 

with greater awareness of environmental issues, such as overfishing and marine resource depletion, 

were more likely to engage with eco-marketing campaigns and support sustainable marine 

products. The study also emphasized that consumers increasingly sought products aligned with 

their environmental values. Businesses in the blue economy sector that effectively communicated 

their commitment to sustainability were able to gain a competitive advantage in the market by 

resonating with these eco-conscious consumers. 

The empirical studies reviewed emphasize the crucial role eco-marketing plays in driving 

consumer support for blue economy products in Nigeria. Research indicates that eco-labeling, 

green branding, and eco-marketing communication strategies are effective tools in building 

consumer trust, fostering loyalty, and enhancing purchase intentions. For instance, eco-labels that 

highlight sustainable fishing practices or responsible sourcing significantly influence consumer 

perceptions of authenticity and environmental responsibility. Similarly, green branding that 

emphasizes sustainable marine conservation efforts strengthens brand credibility and attracts 

environmentally conscious consumers. Furthermore, eco-marketing campaigns that align with 

consumer values on sustainability have been shown to enhance engagement and support for blue 

economy products. These findings suggest that integrating sustainability into marketing strategies 

not only boosts consumer support but also enhances the competitiveness and long-term 

sustainability of firms within Nigeria’s blue economy sector. 
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Conceptual Model 

The conceptual model for this study illustrates the relationship between eco-marketing strategies 

(independent variable) and consumer support for blue economy products (dependent variable). It 

highlights key eco-marketing elements, such as eco-labeling and green branding, and consumer 

support elements which include consumer trust and purchase intention. This framework provides 

a basis for understanding how firms in Nigeria’s blue economy can leverage eco-marketing to 

enhance consumer engagement and drive sustainable consumption. 

 Independent Variable                               Dependent Variable 

 

 

 

 

  

 

Source: Researcher Field Survey, 2025 

METHODOLOGY 

This study employed a descriptive survey research design to examine the influence of eco-

marketing on consumer support for blue economy products in Nigeria. It focused on how eco-

labeling and green branding impact consumer trust and purchase intention. This design enabled 

the collection of quantitative data from a large sample, offering a broad perspective on eco-

marketing practices in the sector. 

The target population comprised 500 employees from three purposively selected firms—Nigerian 

Fisheries Limited, Olam Nigeria, and Seafood Village Nigeria—engaged in eco-marketing. A 

stratified random sampling technique was used to select 200 respondents from various 

departments, ensuring representativeness. Trek’s statistical formula determined the sample size. 

Data were collected using a structured questionnaire divided into different sections: (A) 

demographics, (B) impact of eco-labeling on consumer trust, and (C) influence of green branding 

on purchase intention. The questionnaire used a 5-point Likert scale. It was distributed during 

scheduled meetings, with follow-up reminders to improve response rates. 

Descriptive statistics (frequency, mean, standard deviation) summarized responses, while 

inferential statistics (z-test) tested hypotheses. A pilot test with 30 respondents ensured reliability, 

Eco-labeling           Consumer trust 

Green Branding Purchase intention 

Eco-Marketing Consumer Support 
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achieving a Cronbach’s alpha of 0.85. Content validity was verified by marketing and 

sustainability experts. 

RESULTS AND DISCUSSION 

The analysis in this study is based on data collected from 200 questionnaires distributed to 

employees of three selected blue economy firms in Lagos State, Nigeria: Nigerian Fisheries Ltd., 

Olam Nigeria, and Seafood Village Nigeria. A total of 180 questionnaires were returned, 

representing a response rate of 90%. This section presents the results of the analysis and discusses 

the implications of the findings in relation to the study’s objectives. 

Distribution and Return of the Questionnaire 

Table 1: Distribution and Return of the Questionnaire 

Firms No. 

Distributed 

% No. 

Returned 

% No. Not 

Returned 

% 

Nigerian Fisheries 

Ltd. 

80 40 75 41.7 5 2.8 

Olam Nigeria 70 35 63 35 7 3.9 

Seafood Village 

Nigeria 

50 25 42 23.3 8 4.4 

Total 200 100 180 90 20 10 

Source: Researcher Field Survey, 2024 

The high response rate of 90% reflects the willingness of employees to participate and provide 

insights into eco-marketing practices and their impact on consumer support for blue economy 

products. 

Biographical Data of the Respondents 

Table 2: Biographical Data of the Respondents 

Biographical Info Options Frequency Percentage 

Gender Male 98 54.4  
Female 82 45.6 

Total 
 

180 100 

Managerial Position Top Level 15 8.3  
Middle Level 70 38.9  
Lower Level 95 52.8 

Total 
 

180 100 

Departments Marketing 85 47.2  
Production 50 27.8  
Administration 25 13.9  
Others 20 11.1 

Total 
 

180 100 

Source: Researcher Field Survey, 2024 
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The biographical data reveal that the respondents represent a balanced gender distribution, with a 

majority (91.7%) occupying middle- and lower-level positions. Most respondents (47.2%) work 

in marketing, emphasizing the focus of this study on eco-marketing strategies. 

Research Objective One 

The Influence of Eco-Labeling on Consumer Trust 

Table 3: Respondents' Responses to the Impact of Eco-Labeling on Consumer Trust 

S/N Question Items SA (5) 

No. (%) 

A (4) 

No. (%) 

U (3) 

No. (%) 

D (2) 

No. (%) 

SD (1) 

No. (%) 

Total 

1 Eco-labels make 

products appear more 

reliable 

65 (36.1) 60 (33.3) 15 (8.3) 25 (13.9) 15 (8.3) 180 

2 Eco-labels improve 

perception of quality 

70 (38.9) 55 (30.6) 20 (11.1) 20 (11.1) 15 (8.3) 180 

3 Eco-labeling builds 

customer confidence 

68 (37.8) 58 (32.2) 15 (8.3) 24 (13.3) 15 (8.3) 180 

Source: Researcher Field Survey, 2024 

Table 4a: One-Sample Statistics 

N Mean Std. Deviation Std. Error Mean 

180 38.167 18.321 4.332 

Table 4b: One-Sample Test 

Test Value = 0 Z df Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Decisions on Eco-

Labeling and Consumer 

Trust 

8.813 179 .000 38.167 30.245 - 46.089 

Source: SPSS Analysis of Field Data, 2024 

The z-test results (z = 8.813, p < 0.05) confirm a significant positive influence of eco-labeling on 

consumer trust, leading to the rejection of the null hypothesis. This finding underscores the 

importance of eco-labeling in fostering consumer confidence by ensuring product transparency 

and credibility. 
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Research Objective Two 

The Influence of Green Branding on Purchase Intention 

Table 5: Respondents' Responses to the Impact of Green Branding on Purchase Intention 

S/N Question Items SA (5) 

No. (%) 

A (4) 

No. (%) 

U (3) 

No. (%) 

D (2) 

No. (%) 

SD (1) 

No. (%) 

Total 

1 Green branding 

increases product appeal 

72 (40.0) 58 (32.2) 20 (11.1) 20 (11.1) 10 (5.6) 180 

2 Green branding 

encourages eco-friendly 

choices 

70 (38.9) 60 (33.3) 15 (8.3) 25 (13.9) 10 (5.6) 180 

3 Green branding drives 

purchase decisions 

68 (37.8) 60 (33.3) 20 (11.1) 22 (12.2) 10 (5.6) 180 

Source: Researcher Field Survey, 2024 

Table 6a: One-Sample Statistics 

N Mean Std. Deviation Std. Error Mean 

180 37.667 19.212 4.533 

Table 6b: One-Sample Test 

Test Value = 0 Z df Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Decisions on Green 

Branding and Purchase 

Intention 

8.307 179 .000 37.667 29.045 - 46.289 

Source: SPSS Analysis of Field Data, 2024 

The z-test results (z = 8.307, p < 0.05) reveal a significant positive influence of green branding on 

purchase intention, leading to the rejection of the null hypothesis. This finding highlights the 

effectiveness of green branding in motivating purchase decisions by aligning with consumer values 

of sustainability. 

Discussion 

The findings of this study emphasize the substantial impact of eco-marketing strategies, 

specifically eco-labeling and green branding, on consumer support for blue economy products. 

Insights gathered from Nigerian Fisheries Ltd., Olam Nigeria, and Seafood Village Nigeria 

underscore how these strategies can foster trust and motivate purchase intentions among eco-
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conscious consumers. The following discussion outlines the implications of these findings for the 

studied firms: 

1.Nigerian Fisheries Ltd.: Leveraging Eco-Labeling for Consumer Trust 

The study highlights that eco-labeling significantly enhances consumer trust (z = 8.813, p < 0.05)  

with respondents affirming that eco-labels improve product reliability, perceived quality, and 

customer confidence. Nigerian Fisheries Ltd. can capitalize on these insights by adopting eco-

labeling practices to ensure transparency about their sustainability efforts, such as responsible 

fishing and reduced bycatch. 

2. Olam Nigeria: Promoting Sustainability with Green Branding 

The study’s results on green branding (z = 8.307, p < 0.05) suggest its effectiveness in enhancing 

purchase intentions by increasing product appeal and encouraging eco-friendly choices. Olam 

Nigeria can integrate green branding into its marketing strategies by emphasizing sustainability in 

its agricultural practices, such as reducing carbon emissions and promoting sustainable 

aquaculture. 

3. Seafood Village Nigeria: Encouraging Eco-Friendly Consumer Choices 

The study findings affirm that green branding drives purchase decisions by connecting consumers 

with sustainability-oriented messaging. Seafood Village Nigeria can utilize these insights to 

encourage eco-friendly choices through targeted branding campaigns. 

The firm could create marketing initiatives that showcase the environmental benefits of choosing 

sustainably sourced seafood, such as “Support the Oceans, One Plate at a Time.” By leveraging 

eco-labels and green branding on their product packaging and in marketing communications, 

Seafood Village Nigeria can build stronger emotional connections with consumers, thereby driving 

purchase intentions and fostering long-term support. 

CONCLUSION 

This study examined the influence of eco-marketing on consumer support for Blue Economy 

products in Nigeria, focusing on three firms: Nigerian Fisheries Ltd., Olam Nigeria, and Seafood 

Village Nigeria. With 200 questionnaires distributed and 180 valid responses analyzed, the 

findings provide robust evidence of the significant role eco-marketing strategies, particularly eco-

labeling and green branding, play in fostering consumer trust and motivating purchase intentions. 

The study revealed that: 

1. Eco-Labeling Enhances Consumer Trust: Eco-labeling positively influences consumer 

perceptions of product reliability, quality, and transparency. This strategy strengthens 

consumer confidence by signaling adherence to sustainable practices and environmental 

standards. 
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2. Green Branding Drives Purchase Intentions: Green branding effectively aligns with 

consumer values of sustainability, increasing product appeal and encouraging eco-friendly 

purchasing decisions. 

RECOMMENDATIONS 

Based on the findings of this study, the following recommendations are proposed to enhance the 

effectiveness of eco-marketing strategies in fostering consumer support for Blue Economy 

products: 

i. Leverage Eco-Labeling for Enhanced Consumer Trust 

Firms should prioritize adopting and prominently displaying eco-labels on their products to build 

consumer trust and demonstrate their commitment to sustainability. By ensuring transparency 

about their environmental practices, such as responsible sourcing and reduced environmental 

impact, companies can strengthen their credibility and appeal to eco-conscious consumers.  

ii. Employ Green Branding to Strengthen Market Position 

Companies should integrate green branding strategies to align their products with consumer values 

of sustainability. By communicating eco-friendly practices and emphasizing environmental 

stewardship in their marketing campaigns, businesses can enhance product   appeal and motivate 

purchase intentions.  
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