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Abstract

Against the backdrop of established environmental challenges and growing consumer
demands, this master’s thesis explores the interrelationship between eco-friendly branding,
consumer behavior, and neuromarketing, with a particular focus on the Georgian market. The
aim of the study is to determine how eco-friendly brand communication influences consumer
perception and loyalty, and what role subconscious, emotional responses to packaging and

symbols play.

The study begins with an explanatory and legal analysis of the terms “eco” and “bio” in
both the international and Georgian contexts. The findings show that the regulations in force
in Georgia are fragmented, which leads to consumer distrust and inconsistency of eco-labels.
The paper also addresses corporate sustainability and the formation of an eco-brand image, in
strong connection with the 17 UN Sustainable Development Goals. It is emphasized that

business plays an important role in establishing environmental responsibility.

The results of a quantitative study are presented, which examined the attitudes,
behavioral patterns and expectations towards eco-friendly products through a survey of 102
consumers. It turned out that environmental issues are important for the majority of the
population, but actual behavior remains largely at an average level and is influenced by
emotional factors, health benefits, visual elements (for example, the color green and natural
symbols) and trust in certification. The study revealed that becoming a parent has a significant

impact on eco-friendly choices.

The paper combines neuromarketing theories with eco-communication and shows that
subconscious stimuli — colors, simplicity, organic shapes — increase the attractiveness of a
product and help to bridge the gap between consumer behavior and beliefs. The study
concluded that credibility, transparency, and ethical consistency are essential to gain

consumer trust and loyalty, especially in markets where regulatory mechanisms are still weak.
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The paper concludes with recommendations for marketers, policymakers, and brand
strategists to strengthen consumers emotional connection to eco-brands and establish
sustainable and trust-based relationships. The study offers both theoretical and practical value
and fills the academic space at the intersection of environmental communication and

neuromarketing in the context of an emerging market.

Keywords: eco-friendly branding, consumer behavior, neuromarketing, sustainable

development, green PR, Georgia, eco-symbolism, corporate sustainabilit
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