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Abstract

Consumer awareness of the environmental issues, and a demand for eco-friendly products,
appears to encourage for-profit organizations to adopt green marketing (GM) practices. Further,
during the COVID-19 pandemic, electronic commerce (e-commerce) has become the primary
distribution channel in the retail market globally. Since GM and e-commerce are novel and
emerging concepts in the Georgian market, the current study aimed to assess consumer awareness
and attitude about the three-dimensional construct of green marketing tools and business-to-
consumer (B2C) e-commerce. In particular, the purpose of this study was to determine the
separate and concurrent effects of environmental advertising (EA), eco-labelling (EL), and eco-
branding (EB) on the online purchase intention (OPI) of green products in Georgia. As a context,
the wine sector's small and medium-sized enterprises (SMEs) were selected since it is an industry
that is more concerned with environmental problems. In terms of methodology, the study was
quantitative in nature and in line with a quota sampling technique, a structured questionnaire
was developed and used to gather responses from 392 individuals who were identified as the
sample. The primary data were analysed using the statistical software SPSS 26, and statistical
measures such as descriptive analysis, exploratory factor analysis, independent analysis, and
hypothesis testing were used to generate the results. According to the findings, the EA, EL, and
EB have a moderate but positive impact on the OPI of green products. In terms of the research
novelty, this has been the first attempt at grasping the relationship between the GMTs and OPI
of eco-friendly goods. Last but not least, several implications, limitations, and suggestions for

further research have been discussed.
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