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Abstract 

Consumer perception of green marketing strategies is a crucial aspect in understanding how 

environmental claims influence purchasing behavior. This research explores how consumers 

interpret and respond to green marketing initiatives, focusing on their understanding of eco-

friendly products, sustainable practices, and corporate social responsibility efforts. It examines 

the factors influencing consumer perceptions, such as the authenticity of environmental claims, 

individual environmental awareness, and cultural values. The study also highlights emerging 

trends in consumer preferences, including the growing demand for transparency and genuine 

sustainability efforts. It addresses the challenges faced by businesses, such as combating 

greenwashing and navigating economic and regulatory pressures. By analyzing the effectiveness 

of various communication channels and media coverage, this research provides insights into how 

companies can effectively engage with consumers through green marketing. The findings 

emphasize the importance of aligning green marketing strategies with genuine environmental 

practices to build trust and enhance consumer loyalty. This study underscores the need for 

businesses to adopt transparent and substantiated green marketing practices to meet the evolving 

expectations of environmentally conscious consumers and maintain competitive advantage in the 

market. 

Introduction 

Green marketing has emerged as a crucial strategy for companies seeking to align their products 

and practices with environmental sustainability, reflecting growing consumer awareness and 

concern for ecological issues. The term "green marketing" encompasses a range of activities 

designed to promote environmentally friendly products and practices, such as eco-friendly 

packaging, sustainable sourcing, and energy-efficient manufacturing. This shift in marketing 

strategy has been driven by increasing consumer demand for products that contribute to 
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environmental preservation and by regulatory pressures pushing companies towards more 

sustainable practices. 

Consumer perception plays a pivotal role in the effectiveness of green marketing strategies. 

Perception, in this context, refers to the way consumers interpret and respond to marketing 

messages that highlight a company's environmental efforts. It is influenced by several factors, 

including individual environmental attitudes, awareness of ecological issues, and previous 

experiences with green products. Positive consumer perception of green marketing can lead to 

enhanced brand loyalty, increased sales, and a competitive edge in the market. Conversely, 

skepticism and negative perceptions, often arising from instances of greenwashing or misleading 

claims, can undermine the credibility of green marketing efforts and damage brand reputation. 

Understanding consumer perception of green marketing strategies is essential for businesses 

aiming to effectively communicate their environmental commitment and build strong, trust-

based relationships with their target audience. This research explores various dimensions of 

consumer perception, including how different marketing strategies are received, the impact of 

perceived authenticity and transparency, and the role of consumer education in shaping attitudes 

towards green products. Additionally, it examines the influence of demographic and 

psychographic factors on consumer responses to green marketing, providing insights into how 

businesses can tailor their strategies to meet the needs and expectations of diverse consumer 

segments. 

The growing emphasis on sustainability and corporate social responsibility underscores the need 

for businesses to navigate the complexities of green marketing effectively. As consumers 

become increasingly informed and critical of environmental claims, companies must ensure that 

their green marketing strategies are not only innovative and engaging but also genuine and 

aligned with actual sustainable practices. By investigating consumer perceptions, this research 

aims to provide valuable insights into how businesses can enhance their green marketing 

strategies, foster positive consumer relationships, and contribute to broader environmental goals. 
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Importance of the Study 

This study is crucial for several reasons. Firstly, it provides valuable insights into how consumers 

perceive and react to green marketing strategies, which is essential for businesses aiming to 

effectively engage with environmentally conscious customers. By understanding these 

perceptions, companies can design more impactful and authentic green marketing campaigns that 

align with consumer values and expectations. Secondly, the study addresses the challenge of 

greenwashing by highlighting the need for transparency and genuine sustainability efforts, 

helping businesses avoid misleading claims and build trust. Thirdly, it explores the effectiveness 

of various communication channels in conveying green messages, guiding companies in 

selecting the most appropriate platforms to reach their target audience. Finally, the research 

contributes to a broader understanding of consumer behavior in the context of environmental 

sustainability, offering insights that can drive strategic decisions and foster long-term brand 

loyalty. In a market increasingly driven by environmental concerns, this study equips businesses 

with the knowledge needed to enhance their green marketing efforts and achieve competitive 

advantage. 

Scope of the Research 

The scope of this research encompasses an in-depth analysis of consumer perception regarding 

green marketing strategies across various sectors and geographical regions. It focuses on 

evaluating how consumers interpret and respond to environmental claims made by businesses, 

including the authenticity and credibility of these claims. The study covers key components such 

as the effectiveness of different green marketing strategies, including eco-friendly products, 

sustainable packaging, and corporate social responsibility initiatives. Additionally, it examines 

the role of media and communication channels in shaping consumer perceptions and the impact 

of regulatory and ethical considerations on trust and credibility. 

The research also delves into emerging trends in consumer preferences for green products, the 

influence of lifestyle changes, and the effects of economic factors on green marketing adoption. 

By comparing green marketing strategies in global markets, the study provides a comprehensive 

understanding of cultural variations and their implications for marketing effectiveness. The 
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findings aim to offer actionable insights for businesses to enhance their green marketing 

approaches, address challenges, and align with evolving consumer expectations. 

Green Marketing 

Green marketing refers to the practice of promoting products or services based on their 

environmental benefits and sustainability. It involves highlighting eco-friendly attributes such as 

reduced energy consumption, recyclable materials, and minimal environmental impact. Green 

marketing aims to attract environmentally conscious consumers by emphasizing a company’s 

commitment to reducing its ecological footprint and supporting sustainable practices. This 

approach not only seeks to differentiate products in a competitive market but also aligns with 

broader corporate social responsibility goals. Effective green marketing communicates a genuine 

dedication to environmental stewardship, avoiding misleading claims, and ensuring that the 

marketing efforts are backed by actual sustainable practices. 

Importance of Green Marketing Strategies 

Green marketing strategies are increasingly important as businesses and consumers become more 

environmentally conscious. These strategies enable companies to differentiate themselves in a 

crowded market by highlighting their commitment to sustainability and eco-friendliness. As 

environmental issues gain prominence, consumers are more inclined to support brands that align 

with their values, making green marketing a powerful tool for attracting and retaining a loyal 

customer base. Effective green marketing can also enhance a company’s reputation, foster 

positive public relations, and provide a competitive edge. Additionally, adopting green marketing 

strategies often leads to operational efficiencies, such as reduced waste and energy consumption, 

which can result in cost savings and long-term sustainability. Furthermore, green marketing 

helps companies comply with increasingly stringent environmental regulations and standards, 

mitigating legal risks and promoting industry best practices. By integrating green marketing into 

their core strategies, businesses not only contribute to environmental preservation but also 

position themselves as leaders in the evolving market landscape, where sustainability is 

becoming a critical factor in consumer decision-making. 
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Consumer Perception 

Consumer perception encompasses the process by which individuals interpret and make sense of 

marketing messages and product attributes based on their experiences, beliefs, and attitudes. It 

involves several key components: sensory inputs (such as visual, auditory, and tactile 

experiences), cognitive evaluations (how individuals assess and think about the information), and 

emotional responses (the feelings elicited by the marketing stimuli). In the context of green 

marketing, consumer perception is shaped by how consumers perceive the environmental 

benefits of a product and the credibility of the company's claims. 

Several factors influence consumer perception of green marketing strategies. Firstly, the 

authenticity of the environmental claims plays a crucial role. Consumers are increasingly 

skeptical of "greenwashing," where companies make exaggerated or misleading claims about 

their environmental efforts. Thus, transparent communication and third-party certifications can 

enhance credibility and trust. Secondly, prior knowledge and awareness of environmental issues 

significantly impact perception. Consumers who are well-informed about sustainability are more 

likely to critically evaluate green marketing claims and value genuine efforts. 

Environmental awareness and attitudes are central to shaping consumer perceptions. Consumers 

with a high level of environmental consciousness are more inclined to seek out and support 

products that align with their values. These individuals are likely to perceive green marketing 

efforts positively, provided the claims are substantiated. Conversely, those with lower 

environmental awareness might be less responsive to green marketing unless it is accompanied 

by compelling evidence and clear benefits. Additionally, personal values and lifestyle choices 

influence how consumers interpret green marketing messages. For example, consumers who 

prioritize sustainability in their daily lives are more likely to favor brands that demonstrate a 

commitment to environmental responsibility. 

Understanding these dynamics is crucial for businesses aiming to effectively engage with their 

target audience through green marketing. By aligning their strategies with genuine environmental 

benefits and addressing consumer concerns about authenticity, companies can foster positive 

perceptions and build stronger connections with environmentally conscious consumers. 
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Green Marketing Strategies 

Green marketing strategies are diverse approaches that companies use to promote 

environmentally friendly products and practices. These strategies aim to communicate a brand's 

commitment to sustainability while meeting consumer demand for eco-conscious options. Key 

types of green marketing strategies include: 

1. Eco-Friendly Products: These strategies involve developing and promoting products 

that have a reduced environmental impact. This can include items made from recycled or 

biodegradable materials, energy-efficient products, or those that support conservation 

efforts. For example, companies like Patagonia emphasize their use of recycled materials 

in their apparel, appealing to eco-conscious consumers. 

2. Sustainable Packaging: Companies adopt packaging solutions that minimize 

environmental harm, such as using recyclable, biodegradable, or reusable materials. An 

example is Unilever's initiative to reduce plastic packaging and increase the use of 

recycled materials in its product lines. 

3. Corporate Social Responsibility (CSR): CSR strategies integrate environmental 

concerns into a company's broader operations and policies. This can include initiatives 

like reducing carbon footprints, supporting environmental causes, or engaging in 

community-based sustainability projects. For instance, Starbucks' commitment to 

ethically sourcing coffee and supporting sustainable farming practices reflects a 

comprehensive CSR approach. 

Examples of Successful Green Marketing Campaigns 

Several companies have effectively leveraged green marketing strategies. The "Share a Coke" 

campaign by Coca-Cola, which included a segment promoting recycling, successfully combined 

consumer engagement with environmental messaging. Similarly, IKEA's "Sustainable Living" 

campaign, which highlights its efforts in reducing carbon emissions and promoting renewable 

energy, has resonated with consumers and reinforced its brand as a sustainability leader. 

Challenges and Limitations of Green Marketing 



International Research Journal of Commerce and Law  
Volume 6 Issue 04, April 2019 ISSN: 2349-705X Impact Factor: 5.486 
Journal Homepage: http://ijmr.net.in, Email: irjmss@gmail.com                         
Double-Blind Peer Reviewed Refereed Open Access International Journal  

 

 

112 International Research Journal of Commerce and Law 
http://ijmr.net.in, Email: irjmss@gmail.com 

 

Despite its benefits, green marketing faces several challenges. One significant issue is 

"greenwashing," where companies exaggerate or falsely claim environmental benefits, leading to 

consumer distrust and skepticism. Additionally, green marketing can sometimes lead to higher 

costs for companies, which may be passed on to consumers, potentially limiting market appeal. 

Another challenge is the need for continuous innovation to stay ahead of evolving environmental 

standards and consumer expectations. Companies must also ensure that their green claims are 

backed by genuine actions to avoid damaging their reputation. Overcoming these challenges 

requires transparency, authenticity, and a commitment to real, measurable environmental 

improvements. 

Consumer Behavior Trends 

Emerging trends in consumer preferences reflect a growing inclination toward green products 

and sustainable practices. As environmental awareness increases, consumers are increasingly 

seeking out products that align with their values and contribute to ecological preservation. This 

shift is evident in the rising demand for eco-friendly products, such as those made from recycled 

materials, biodegradable packaging, and energy-efficient appliances. Consumers are not only 

interested in the environmental benefits of products but also in the overall sustainability practices 

of the brands they support. This trend is driven by a heightened awareness of climate change, 

pollution, and resource depletion, leading consumers to prioritize brands that demonstrate a 

genuine commitment to sustainability. 

Lifestyle changes also play a significant role in shaping perceptions of green marketing. As more 

individuals adopt eco-conscious lifestyles, influenced by factors such as increased environmental 

education and societal norms, their expectations from brands evolve. For instance, the growing 

trend of minimalism and zero-waste living encourages consumers to seek products that reduce 

waste and environmental impact. This shift in lifestyle choices has heightened scrutiny of green 

marketing claims, with consumers demanding greater transparency and authenticity from brands. 

Companies that effectively align their marketing strategies with these lifestyle trends can build 

stronger connections with their target audience and enhance brand loyalty. 
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Economic factors further influence the adoption of green marketing strategies. While the initial 

cost of eco-friendly products and sustainable practices can be higher, many consumers are 

willing to invest in them due to long-term savings and environmental benefits. Economic 

incentives, such as government subsidies for energy-efficient appliances or tax breaks for 

sustainable practices, can also encourage consumer adoption. However, economic downturns can 

impact consumer spending behavior, making price a more significant factor in purchasing 

decisions. During such times, consumers might prioritize cost over sustainability, posing 

challenges for green marketing efforts. Despite these challenges, the long-term economic 

benefits of investing in green practices, such as reduced operational costs and enhanced brand 

reputation, can drive continued adoption of sustainable marketing strategies. 

Understanding these trends allows businesses to tailor their green marketing strategies to meet 

evolving consumer preferences, adapt to lifestyle changes, and navigate economic fluctuations, 

thereby maintaining relevance and competitiveness in a dynamic market. 

Cross-Cultural Perspectives 

Consumer perceptions of green marketing vary significantly across different cultures, influenced 

by distinct environmental values, beliefs, and practices. These variations highlight the 

importance of tailoring green marketing strategies to align with cultural contexts. For instance, in 

cultures with a strong emphasis on environmental conservation, such as in Scandinavian 

countries, consumers may have higher expectations for green marketing authenticity and 

effectiveness. In contrast, in regions where environmental issues are less prioritized, such as 

some developing countries, the focus might be more on the immediate benefits of products rather 

than their ecological impact. 

Cultural values play a crucial role in shaping the effectiveness of green marketing strategies. In 

collectivist cultures, where community and social harmony are prioritized, green marketing 

campaigns that emphasize collective benefits and social responsibility may resonate more 

strongly. For example, in countries like Japan and South Korea, green marketing strategies that 

highlight how eco-friendly practices contribute to societal well-being can be particularly 

effective. Conversely, in individualistic cultures, where personal achievement and individual 
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choice are emphasized, green marketing that focuses on personal benefits and self-improvement 

may be more impactful. 

A comparative analysis of green marketing strategies in global markets reveals both 

opportunities and challenges for multinational companies. Companies must navigate diverse 

cultural attitudes towards environmental issues and adapt their strategies accordingly. For 

instance, while a global campaign promoting sustainability might work well in Western markets, 

it may need to be customized for markets with different cultural attitudes towards green 

products. Multinational companies like Unilever and Coca-Cola have successfully adapted their 

green marketing strategies by tailoring their messages to reflect local cultural values and 

consumer expectations, demonstrating the effectiveness of culturally sensitive approaches. 

Understanding cross-cultural variations in consumer perception and the impact of cultural values 

is essential for developing effective green marketing strategies. By considering these factors, 

businesses can create more targeted and resonant campaigns, enhancing their global presence 

and fostering positive consumer relationships across diverse markets. 

Regulatory and Ethical Considerations 

Green marketing operates within a framework of regulations designed to ensure that 

environmental claims are accurate and not misleading. Regulatory bodies, such as the Federal 

Trade Commission (FTC) in the United States and the European Union's Green Claims 

Directive, provide guidelines for companies to make truthful and substantiated environmental 

claims. These regulations require companies to provide evidence for their sustainability 

assertions, disclose specific information about the environmental benefits of their products, and 

avoid vague or deceptive language. Compliance with these regulations is essential for 

maintaining credibility and protecting consumers from misleading practices. 

Ethical issues in green marketing, particularly greenwashing, pose significant challenges. 

Greenwashing occurs when companies exaggerate or falsely claim environmental benefits to 

attract environmentally conscious consumers without making substantive changes to their 

practices. This misrepresentation undermines consumer trust and can lead to skepticism about 

the legitimacy of green marketing claims. Ethical green marketing requires transparency, 
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accuracy, and a genuine commitment to environmental sustainability. Companies must avoid 

misleading claims and ensure that their green initiatives are supported by verifiable actions and 

credible certifications. 

The impact of regulations on consumer trust and perception is profound. Stringent regulations 

and standards help establish a baseline of credibility, reducing the risk of greenwashing and 

ensuring that consumers receive accurate information about environmental claims. When 

companies adhere to these regulations, they build consumer trust and enhance their brand 

reputation. Conversely, failure to comply with regulations or instances of greenwashing can 

erode consumer confidence, leading to negative perceptions and potential backlash. Regulatory 

frameworks not only safeguard consumers but also drive companies towards more responsible 

and transparent green marketing practices, ultimately benefiting both businesses and the 

environment. 

The Role of Media and Communication 

The role of media and communication in shaping green marketing perceptions is pivotal, as 

media coverage significantly influences how consumers view and respond to environmental 

claims. Media coverage can amplify a brand’s green marketing efforts, highlighting positive 

initiatives and reinforcing a company's commitment to sustainability. For example, positive 

media stories about a company’s successful recycling program or use of renewable energy can 

enhance its reputation and credibility. Conversely, negative media coverage, such as reports of 

greenwashing or unsustainable practices, can damage a brand’s image and erode consumer trust. 

Thus, media plays a crucial role in both promoting and scrutinizing green marketing claims, 

impacting consumer perceptions and behaviors. 

The effectiveness of different communication channels in green marketing varies based on 

audience reach and engagement. Social media platforms, such as Instagram, Twitter, and 

Facebook, offer dynamic and interactive spaces for brands to share their green initiatives directly 

with consumers. Social media’s ability to facilitate real-time interactions and user-generated 

content allows for more personalized and engaging green marketing campaigns. For instance, 
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brands can leverage social media influencers to promote their eco-friendly products, increasing 

visibility and authenticity. 

Traditional media channels, such as television, print, and radio, also play a significant role but 

often in a different capacity. Traditional media can provide extensive reach and lend credibility 

to green marketing messages through established news outlets and reputable publications. 

However, it may lack the interactive elements of social media and often involves higher costs. 

Effective green marketing strategies typically integrate both social and traditional media, using 

the strengths of each to maximize impact. Combining these channels allows companies to reach 

diverse audience segments, reinforce their environmental messages, and build a comprehensive 

communication strategy that supports their green marketing objectives. 

 

Literature Review  

Cronin, J. J., et al (2011). Green marketing strategies offer significant opportunities for various 

stakeholders, including businesses, consumers, and regulatory bodies. For businesses, adopting 

green marketing not only enhances brand reputation but also opens new market segments and 

drives innovation in sustainable products and practices. Engaging in eco-friendly initiatives can 

differentiate a brand from competitors and attract environmentally conscious consumers who 

prioritize sustainability in their purchasing decisions. Consumers benefit from increased access 

to products that align with their values, promoting a more sustainable lifestyle. Additionally, 

regulatory bodies play a crucial role by setting standards that guide companies in making 

credible environmental claims and avoiding greenwashing. This regulatory oversight fosters a 

fair market environment and enhances consumer trust. By effectively addressing the needs and 

expectations of these stakeholders, green marketing strategies can create a positive cycle of 

environmental responsibility, consumer satisfaction, and regulatory compliance, ultimately 

contributing to broader sustainability goals. 

Cherian, J., & Jacob, J. (2012). This study explores consumers' attitudes towards 

environmentally friendly products within the realm of green marketing. It focuses on 
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understanding how consumers perceive and respond to products marketed as eco-friendly, 

highlighting the factors that influence their purchasing decisions. The study examines key 

elements such as the authenticity of environmental claims, the effectiveness of various marketing 

strategies, and the role of consumer values and awareness in shaping attitudes. By analyzing 

consumer preferences and behaviors, the research provides insights into what drives positive 

perceptions of green products, including the importance of transparency, product certifications, 

and corporate social responsibility. Understanding these attitudes is crucial for businesses aiming 

to align their marketing efforts with consumer expectations and enhance their appeal in a 

competitive market. The findings contribute to more effective green marketing strategies, 

enabling companies to meet the growing demand for sustainable products and foster stronger 

connections with environmentally conscious consumers. 

Polonsky, M. J., & Rosenberger III, P. J. (2001). Reevaluating green marketing involves 

adopting a strategic approach to ensure that environmental initiatives align with evolving 

consumer expectations and market dynamics. This process starts with critically assessing the 

effectiveness of current green marketing strategies and identifying areas for improvement. A 

strategic approach requires businesses to focus on authenticity and transparency, avoiding 

greenwashing by substantiating environmental claims with credible evidence and certifications. 

Companies must also stay abreast of emerging trends and technologies that influence consumer 

attitudes towards sustainability. Strategically reevaluating green marketing entails integrating 

consumer feedback and market research to refine messaging and enhance the appeal of eco-

friendly products. It involves leveraging data to understand consumer preferences and tailor 

marketing efforts accordingly, utilizing effective communication channels and media to reach 

target audiences. Additionally, this approach includes aligning green marketing strategies with 

broader corporate sustainability goals and regulatory requirements to build trust and credibility. 

By adopting a strategic and data-driven approach, businesses can strengthen their green 

marketing initiatives, meet consumer demands, and contribute to a more sustainable future. 

Chen, Y. S., & Chang, C. H. (2013). Greenwashing and green trust are critical factors 

influencing consumer perceptions of environmentally friendly products. Greenwashing occurs 

when companies make misleading claims about their environmental practices, which can 
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undermine genuine efforts and erode consumer trust. To address these issues, understanding the 

mediation effects of green consumer confusion and perceived risk is essential. Green consumer 

confusion arises when consumers encounter conflicting or unclear information about a product's 

environmental credentials, leading to skepticism and doubt. This confusion can diminish trust in 

green marketing claims and negatively impact purchasing decisions. Similarly, green perceived 

risk reflects consumers' concerns about the authenticity and effectiveness of eco-friendly 

products. High perceived risk can deter consumers from purchasing green products, as they may 

fear that these products do not deliver on their environmental promises. The mediation effects of 

consumer confusion and perceived risk highlight the importance of transparency and clarity in 

green marketing. By addressing these factors and providing clear, credible information, 

companies can mitigate the negative impact of greenwashing, build genuine trust, and foster 

consumer confidence in their environmental claims. 

Rahbar, E., & Wahid, N. A. (2011). The investigation of green marketing tools and their effect 

on consumers' purchase behavior is essential for understanding how environmental marketing 

strategies influence buying decisions. This research examines various green marketing tools, 

such as eco-labels, sustainable packaging, and corporate social responsibility (CSR) initiatives, 

and assesses their impact on consumer attitudes and behaviors. Eco-labels, for example, provide 

consumers with verifiable information about a product's environmental credentials, enhancing 

trust and influencing purchase decisions by making it easier for consumers to choose 

environmentally friendly options. Sustainable packaging, which reduces waste and uses 

recyclable materials, appeals to environmentally conscious consumers who prioritize 

sustainability in their purchasing choices. CSR initiatives, such as a company's commitment to 

reducing its carbon footprint or supporting environmental causes, can also positively affect 

consumer perceptions and loyalty.  

Research Problem 

The research problem addresses the gap in understanding how consumer perceptions of green 

marketing strategies impact their purchasing behavior and brand loyalty. As environmental 

concerns grow, consumers are increasingly exposed to green marketing claims, yet there is a lack 
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of clarity on how these claims influence their perceptions and decisions. This research seeks to 

investigate the effectiveness of various green marketing strategies, including the authenticity of 

environmental claims, and the role of media and communication in shaping consumer attitudes. 

Additionally, it aims to uncover the challenges businesses face, such as greenwashing and 

navigating regulatory requirements. The study also explores how cultural differences and 

economic factors affect consumer responses to green marketing across different markets. By 

addressing these issues, the research aims to provide valuable insights into aligning marketing 

practices with consumer expectations, thereby enhancing the credibility and impact of green 

marketing strategies and contributing to a more sustainable marketplace. 

Conclusion 

In conclusion, understanding consumer perception of green marketing strategies is vital for 

businesses aiming to effectively engage with environmentally conscious consumers and maintain 

a competitive edge in the marketplace. This research highlights the increasing importance of 

genuine and transparent green marketing practices as consumers become more discerning about 

environmental claims. Effective green marketing strategies must align with authentic 

sustainability efforts and avoid greenwashing to build and sustain consumer trust. 

The study underscores the role of various communication channels and media in shaping 

consumer perceptions, emphasizing the need for businesses to leverage both traditional and 

digital platforms to convey their environmental messages effectively. Additionally, it reveals that 

cultural and economic factors significantly influence how green marketing strategies are received 

in different markets, necessitating tailored approaches to address diverse consumer expectations. 

By providing insights into emerging trends, challenges, and the impact of regulatory and ethical 

considerations, this research offers valuable guidance for businesses to refine their green 

marketing strategies. Embracing these findings will enable companies to enhance their 

environmental credibility, foster stronger consumer relationships, and contribute positively to 

sustainability goals, ultimately achieving long-term success and making a meaningful impact on 

the global marketplace. 
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