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Abstract: Growing ecological awareness and regulatory pressure are transforming the competitive logic of Uzbek 
firms. Green marketing—the strategic integration of environmental concerns into branding—has emerged as a 
salient response. This study investigates how enterprises in Uzbekistan embed eco-conscious values in their brand 
narratives, which factors shape consumer acceptance, and what obstacles curb wider adoption. Drawing on a 
mixed-methods design that combines longitudinal policy analysis, a survey of 318 urban consumers, deep-dive 
interviews with 22 marketing managers, and content analysis of 47 corporate sustainability reports, the article 
shows that (i) state-led “green economy” targets and forthcoming restrictions on single-use plastics accelerate 
corporate engagement; (ii) consumer demand is strongest among Generation Z and rises with trust in domestic 
environmental policy; (iii) successful brands pivot from symbolic messaging to verifiable life-cycle improvements, 
thereby reducing “greenwashing” risk; and (iv) the absence of unified ecolabel standards and limited access to 
green finance restrain scale-up. Policy and managerial recommendations include establishing a national eco-label, 
expanding preferential credit lines for sustainable packaging, and fostering cross-sector knowledge networks. 
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Introduction: Environmental degradation has 
proliferated across Central Asia as rapid 
industrialisation, intensive agriculture and rising 
household consumption stress finite water, soil and air 
resources. Uzbekistan’s greenhouse-gas footprint grew 
by almost ten per cent between 2010 and 2020, 
prompting the government to adopt a “Strategy for the 
Transition to a Green Economy 2019–2030” that sets 
energy-efficiency, renewable-energy and waste-
management benchmarks. Complementing this macro-
policy shift, Uzbekistan’s updated Nationally 
Determined Contribution pledges a thirty-five-per-cent 
reduction in carbon intensity by 2030 relative to 2010 
levels. 

Policy ambitions coincide with global market dynamics. 
Large export buyers increasingly require environmental 

disclosure from Uzbek cotton, textile and electronics 
suppliers, while local retailers confront tightening rules 
on plastic use. A January 2025 draft law proposes a 
phased ban on conventional plastic bags from 2027, 
incentivising biodegradable alternatives. Even before 
legal compulsion, the country’s largest grocery chain, 
Korzinka, pledged in 2023 to cut plastic in logistics by 
144 tonnes over eighteen months. Artel Electronics, a 
household-appliance leader, has similarly highlighted 
carbon-footprint mitigation in corporate 
communications, seeking competitive advantage at 
home and abroad. 

Academic discourse frames such activities within the 
broader concept of green marketing, defined as the 
planning, promotion and distribution of products that 
minimise negative environmental impacts while 
satisfying customer needs. Studies in OECD economies 

 

https://doi.org/10.37547/ijmef/Volume05Issue06-04
https://doi.org/10.37547/ijmef/Volume05Issue06-04
https://doi.org/10.37547/ijmef/Volume05Issue06-04
https://doi.org/10.37547/ijmef/Volume05Issue06-04


International Journal of Management and Economics Fundamental 

 

15 https://theusajournals.com/index.php/ijmef 

International Journal of Management and Economics Fundamental (ISSN: 2771-2257) 
 

 

link green positioning to higher brand equity and 
customer loyalty, yet emerging-market evidence 
remains sporadic. In Uzbekistan, small-scale surveys 
suggest that Generation Z attitudes towards eco-
packaging correlate positively with purchase intention, 
though empirical consensus is limited. 

This article addresses three interrelated questions. 
First, which policy, infrastructural and cultural factors 
drive Uzbek firms to adopt eco-conscious branding? 
Second, how do consumers perceive and reward such 
positioning? Third, what barriers prevent mainstream 
diffusion of authentic green marketing? By situating 
the inquiry within the national policy context and 
triangulating corporate and consumer perspectives, 
the study contributes to both marketing scholarship 
and practical strategy-making in Uzbekistan’s evolving 
green economy. 

A sequential mixed-methods approach was employed. 
The research period spanned January 2024 to March 
2025, covering legislative developments and corporate 
initiatives preceding the anticipated plastic-bag ban. 

Documentary analysis mapped the trajectory of green-
policy instruments, including presidential decrees, 
ministerial regulations and international partnership 
frameworks such as the Global Green Growth 
Institute’s 2024–2028 Country Planning Framework. 
Publicly available sustainability reports from the forty-
seven largest domestic brands—textile, retail, food, 
electronics and construction—were coded for 
ecological claims, third-party certifications and 
quantitative performance indicators. 

To gauge consumer sentiment, an online questionnaire 
(Cronbach’s α = 0.83) captured responses from 318 
residents in Tashkent, Samarkand and Bukhara. Quotas 
ensured demographic representativeness by age, 
gender and income. Key constructs measured on 
seven-point Likert scales included environmental 
concern, perceived credibility of green claims, 
willingness to pay a premium and trust in national 
environmental governance. 

Qualitative insight came from twenty-two semi-
structured interviews with marketing managers and 
sustainability officers. Firms varied in size—from 
startups selling bamboo utensils to multinationals 
producing white goods—and in sectoral exposure to 
forthcoming regulation. Interviews, averaging fifty 
minutes, probed motivations, tactic effectiveness and 
perceived obstacles. Transcripts were subjected to 
thematic analysis using NVivo 14, yielding categories 
that informed quantitative interpretation. 

Ethical approval was secured from the University of 
World Economy and Diplomacy ethics panel (protocol 
#UWED-06-2024). Respondents gave informed 

consent, and anonymisation protocols were applied to 
sensitive corporate disclosures. Statistical analyses 
utilised SPSS 29: descriptive statistics summarised 
consumer attitudes; exploratory factor analysis verified 
latent constructs; hierarchical regression models tested 
predictors of purchase intention and brand trust; and 
independent-sample t-tests compared generational 
cohorts. 

The state’s green-economy agenda exerts material 
influence on brand strategy. Nearly eighty per cent of 
interviewed managers cited compliance with 
anticipated waste-reduction and energy-efficiency 
rules as a primary catalyst for eco-branding initiatives. 
Several remarked that renewable-energy incentives—
zero-duty import of solar panels and feed-in tariffs 
targeting twenty-five per cent renewable electricity by 
2030—lowered operational costs of “greening” 
production processest. Report analysis shows a marked 
shift from symbolic language (“care for nature”) in 2021 
disclosures to life-cycle metrics such as kilograms of 
plastic eliminated, kilowatt-hours of renewable energy 
consumed and tonnes of CO₂ avoided in 2024, 
indicating deepening substantive engagement. 

Survey data reveal high baseline environmental 
concern: the sample’s mean score on the 
Environmental Concern Scale was 5.4 (SD = 1.0), yet 
perceived credibility of corporate green claims lagged 
at 4.1 (SD = 1.3), underscoring scepticism fuelled by 
limited third-party certification. Regression analysis 
identified environmental concern (β = 0.37, p < 0.001), 
trust in national environmental governance (β = 0.29, p 
= 0.002) and income (β = 0.18, p = 0.021) as significant 
predictors of willingness to pay a ten-per-cent premium 
for eco-labelled products. Generation Z respondents 
exhibited the highest premium willingness (M = 4.9) 
compared with Generation X (M = 3.7; t = 4.12, p < 
0.001), corroborating earlier findings on youth eco-
activism. 

Interviewees reported three prevalent tactics: 
substituting biodegradable packaging, offsetting 
carbon emissions through domestic tree-planting 
programmes and embedding circular-economy 
messaging via social-media storytelling. Many 
highlighted the commercial upside of aligning with 
global supply-chain requirements; a textile exporter 
noted that buyers from the European Union requested 
ISO 14001 certificates and traceable dye-chemicals as 
procurement prerequisites. 

Nonetheless, participants pinpointed obstacles 
inhibiting scale. The absence of a nationally recognised 
eco-label complicates consumer verification, fostering 
suspicion of “greenwashing”. Limited domestic 
suppliers of plant-based polymers inflate costs, 
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impeding price competitiveness. Marketing managers 
also lamented a “credibility gap” created by 
inconsistent enforcement of environmental 
regulations: sporadic inspections erode public trust, 
muting brand differentiation. 

The empirical evidence reveals a dual impetus behind 
green marketing in Uzbekistan: top-down regulatory 
momentum and bottom-up consumer aspiration. 
Regulatory announcements—plastic-bag phase-out, 
emission-intensity targets and renewable-energy 
quotas—set a compliance baseline. Yet firms that 
merely satisfy minimal standards risk commoditisation. 
Competitive advantage emerges when brands translate 
ecological compliance into authentic, measurable and 
communicable value propositions. 

Consumer-side dynamics confirm that environmental 
concern is widespread but conditional on credible 
information. Scepticism toward corporate claims 
underscores the need for transparent metrics and 
third-party validation. The correlation between trust in 
national environmental governance and premium 
willingness suggests that public institutions indirectly 
shape private-sector success in green branding. 
Strengthening inspection regimes and communicating 
enforcement outcomes could therefore elevate overall 
market trust, benefiting frontrunner firms. 

Managerial practice in Uzbekistan illustrates a shift 
from symbolic eco-aesthetics to operational re-
engineering. By tracking life-cycle footprints and 
publishing numerical targets, companies differentiate 
themselves from superficial adopters and pre-empt the 
reputational damage associated with greenwashing. 
Such data-driven transparency fits international buyer 
expectations, positioning domestic brands for export 
market entry and foreign investment partnerships. 

The study also illuminates structural constraints. High 
costs of sustainable materials stem from limited 
domestic production capacity and foreign-exchange 
volatility affecting imported inputs. Establishing local 
facilities for biodegradable polymers and recycled 
paper would shorten supply chains and reduce price 
premiums. Financial institutions can accelerate this 
transition by earmarking preferential credit lines for 
certified green upgrades, a mechanism already piloted 
in neighbouring Kazakhstan. 

Finally, the absence of a unified eco-label fragments 
consumer perception and inflates verification costs for 
firms. A national standard endorsed by state agencies 
and audited by accredited bodies would harmonise 
communication, reduce confusion and elevate the 
baseline credibility of green claims. 

CONCLUSION 

Green marketing in Uzbekistan has transcended early 
symbolism and is maturing into a substantive strategic 
avenue shaped by regulatory, market and cultural 
forces. Firms proactively adopting measurable 
environmental improvements and transparent 
communication reap branding dividends, particularly 
among young, urban consumers. Nevertheless, scaling 
eco-conscious branding requires systemic support: a 
robust eco-label framework, accessible green finance 
and consistent policy enforcement. By addressing 
these gaps, Uzbekistan could accelerate its transition to 
a competitive green economy and position domestic 
brands as credible actors on the global sustainability 
stage. 
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