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Abstract:  

Green supply chains (GSCs) are recognized as vital structures for organizations to adopt sustainability, 

improve corporate social responsibility (CSR) and foster increased customer engagement. By 

the incorporation of eco-efficiency, life-cycle assessment, circular economy concepts, and sustainable 

procurement frameworks into supply chain operations, firms advance CSR beyond simple compliance 

to proactive environmental and social stewardship. This paper synthesizes data from empirical and 

conceptual research to demonstrate how GSC adoption enhances transparency, traceability, and ethical 

accountability, which are essential components of CSR reporting and governance. The concurrent 

integration of green logistics, reverse supply chains and low-carbon innovations cultivates positive 

consumer perceptions, converting sustainability into a value proposition that affects purchasing 

behavior, brand loyalty and the collaborative development of sustainable consumption habits. The data 

underscores the dual function of GSCs in mitigating environmental and social risks while fostering 

corporate advantage through customer trust and engagement. This review highlights the pivotal role of 

GSCs as strategic enablers of stakeholder legitimacy and market differentiation, merging corporate 

responsibility with global sustainability efforts and advancing the discourse on responsible supply chain 

management. 
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INTRODUCTION: 

 

Sustainability has transitioned from the margins to the center of business strategy, propelled by heightened global 

consciousness regarding environmental deterioration, social injustices and regulatory requirements (Li et al. 2024). In 

this context, green supply chains (GSCs) have become essential instruments for enterprises to implement Corporate 

Social Responsibility (CSR) and foster significant interaction with consumers. The incorporation of environmental, 

ethical and social factors into supply chain operations from sourcing to distribution to end-of-life management is now 

fundamental to brand legitimacy, risk mitigation, and sustained competitiveness (Li, Liu & Li 2024). The Corporate 

Social Responsibility has progressed from mere altruistic or reputational endeavors to frameworks that necessitate 

traceability, transparency and quantifiable impact (Li et al. 2024).  
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Simultaneously, consumers are becoming more knowledgeable and apprehensive regarding the environmental and 

social ramifications of their purchases: eco-friendly consumption, ethical convictions and the demand for corporate 

responsibility now substantially influence satisfaction, loyalty and purchasing intentions (Evaluating the Impact of 

Sustainability Practices on Customer Relationship Quality, 2025). Consequently, GSCs function at the convergence 

of internal organizational ethics, external stakeholder expectations and competitive strategy. Nonetheless, despite the 

abundance of research on GSC practices, pressures and performance, significant gaps persist. Although considerable 

study has focused on the drivers and constraints of GSC implementation (Choudhary & Sangwan 2022; Masudin 

2023), there has been insufficient examination of how various types of CSR implementation influence green decision-

making and pricing within supply chains (Li, Liu & Li 2024). The moderating impacts of phenomena such as 

greenwashing and information sharing remain little examined, especially concerning their influence on CSR 

credibility and consumer perceptions. The organizations are also focusing more on sustainability as they aim at 

balancing the persistent business success with the expansion of social and environmental responsibilities. The question 

of sustainability raises the question of how firms can effectively address their economic, social and environmental 

obligations in order to guarantee sustainable prosperity (Liu et al., 2019).  

In this concept, the firms demonstrate economic sustainability by incorporating socially responsible practices within 

the boundaries of incorporating sustainability into the core of corporate social responsibility (CSR) initiatives. The 

sustainable management is mostly defined by using environmentally friendly practices such as use of goods and de-

marketing strategies that are eco-friendly and combined can be described as the foundation of long term sustainability. 

The organizations are encouraged to reduce the negative impacts on the environment and work towards achieving the 

growth targets as part of the Sustainable Development Goals (SDGs) of the United Nations (Boluk et al., 2019). The 

corporate marketing strategies have progressively integrated sustainability by addressing socio-technical 

requirements, such as disaster assistance, environmental protection and cultural promotion (Boluk et al., 2019).  

These approaches yield several advantages, such as improved brand perception, heightened profitability and sustained 

competitive advantage (Barney, 2016; Shaukat and Ming, 2022). Furthermore, sustainability activities enhance 

consumer loyalty by fostering long-term connections instead of prioritizing short-term profit maximization (Prates et 

al., 2015). The sustainable marketing cultivates positive brand impressions and customer attitudes, therefore 

generating competitive advantage via brand equity. The cultural factors are crucial in sustainable marketing 

initiatives as they enhance social participation and increase consumer-organization connection by influencing brand 

image (Ko et al., 2015). In modern consumer behavior literature, the notion of client involvement has attained 

heightened significance. A robust brand image acts as a differentiating factor, aids in customer assessment of products 

and services and enhances brand-consumer relationships (Cretu and Brodie, 2007).  

The previous research establishes that brand image is pivotal in consumer engagement and affects sustainable purchase 

choices (Islam and Rahman, 2016; Huo et al., 2022). The sustainable marketing research has traditionally focused on 

sectors like luxury and fast fashion, where sustainability correlates with loyalty, satisfaction and purchase intentions 

(Sun et al., 2014; Jung et al., 2020; Kong et al., 2021); however, the electric vehicle (EV) industry exemplifies a 

particularly pertinent case. The swift growth of China's automotive industry has markedly heightened energy 

consumption, rendering the electric vehicle market a compelling option to traditional automobiles. In 2017, China's 

crude oil imports surpassed 8.4 million barrels per day (MMb/d), above the United States' 7.9 MMb/d (Barron, 2020). 

The electric vehicles thus can be considered as an environmentally friendly solution to the problems of energy 

dependence and pollution of the transport industry (Ou et al., 2020; Hu et al., 2021).  

The electric vehicles (EVs) that are powered by different forms of energy such as renewables have a direct impact on 

reducing the emissions and the sustainability goals (Ou et al., 2020). The adoption of electric vehicles has been actively 

promoted by the Chinese government the main driving force of the policy and demand among the population is the 

protection of nature (Ou et al., 2020). This makes the sector especially relevant to the study of the impact of sustainable 

practices on customer attitudes and behavior. Recent studies emphasize the fact that the views of customers to the 

correspondence between the product qualities and sustainability policies are crucial in realizing favorable 

organizational outcomes (Gleim et al., 2023). However, the statistics show that sustainability marketing within certain 

sectors like luxury goods can establish inconsistent relationships and decline the intention to purchase (Lee and Lee, 

2018).  

Unlike the markets of gasoline and diesel, electric vehicles (EVs) are closer to sustainable marketing strategies, 

delivering environmental and economic advantages that positively impact customers. This raises critical questions: 

To what extent do sustainable marketing methods build a competitive edge in the electric vehicle auto market? How 

can brand image and involvement of customers impact sustainable buying intentions in this context? The corporate 

Social Responsibility (CSR) provides other channels through which businesses can align corporate goals with social 

progress, therefore improving the sustainability of the companies in the long run (Luo and Bhattacharya, 2018). A 

consumer who recognizes and engages in CSR will be more likely to make sustainable buying decisions (Waheed et 

al., 2019). The Corporate Social Responsibility (CSR) not only bolsters business reputation and integrity but may also 

directly influence buy intentions or serve as a moderator in the interplay between brand image, consumer 
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engagement and sustainable purchasing intentions. This study is conceptually anchored in the resource-based view 

(RBV) and stakeholder theory, which combined elucidate how CSR, brand image, and consumer interaction may 

promote sustainable purchasing in the electric vehicle sector. 

Aim of the study: 

• This review seeks to integrate new empirical and conceptual research to elucidate how green supply chains 

augment CSR and promote consumer participation. It aims to: 

Assess the existing parameters of GSC practices, demands, and performance measures, together with their 

associations to CSR frameworks. 

• Analyze consumer reactions to CSR-oriented supply chain tactics (e.g., satisfaction, loyalty, perception) and the 

moderators/mediators influencing that relationship.  

• Identify the problems, conflicts, and paradoxes, including greenwashing, cost trade-offs, and information 

asymmetry, that complicate the relationship between GSC, CSR, and consumer participation. 

 

Conceptual Foundations 

Green Supply Chain Management (GSCM) signifies a transformative shift in supply chain philosophy by integrating 

environmental and social factors into procurement, production, logistics and reverse flows, thereby establishing it as 

a comprehensive, multi-stakeholder approach rather than a collection of disjointed practices (Choudhary & Sangwan 

2022). This operational framework directly facilitates Corporate Social Responsibility (CSR) which has progressed 

from mere reputational endeavors to quantifiable commitments in sustainability, informed by international standards 

and frameworks that prioritize environmental stewardship, transparency, and accountability (Li et al. 2024). 

Significantly, GSCM offers the operational framework that converts CSR pronouncements into concrete results, 

maintaining coherence between business policies and stakeholder expectations.  

The sustainability-oriented practices at the consumer level have demonstrated an ability to augment satisfaction, trust 

and loyalty, fostering engagement that transcends mere transactions to include advocacy and value co-creation; 

nonetheless, credibility is paramount, as issues like greenwashing erode the authenticity of CSR assertions and 

diminish consumer trust (Nazir et al., 2024). To understand these dynamics, scholars utilize various theoretical 

frameworks: the Triple Bottom Line (TBL) which encompasses environmental, social and economic performance; 

Stakeholder Theory which asserts that firms are responsible to multiple stakeholder groups; Institutional Theory which 

emphasizes the influence of regulatory and normative pressures on adoption and the Resource-Based View (RBV), 

which regards GSC practices as strategic capabilities that bolster competitive advantage when effectively integrated 

with CSR and consumer engagement (Masudin 2023). These pillars serve to testify to the fact that GSCM is not merely 

an operating need but one of the strategic instruments that join the corporate responsibility with consumer legitimacy 

thereby increasing the transformative potential of sustainability on business operations. 

 
Figure 1: Illustration of the functioning of GSCM in the planning process (Nazir et al., 2024). 
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Green Supply Chains and Corporate Social Responsibility: 

Corporate Social Responsibility (CSR) is becoming more and more contingent on the inclusion of the green supply 

chain management (GSCM) in order to turn the intangible promise into action in the supply chain procurement, 

manufacturing, logistics and end-of-life management. The organizations change CSR into an active management that 

focuses on environmental stewardship and responsible ethical accountability and social inclusivity through strategies 

such as sustainable sourcing, eco-design, reverse logistics and low-carbon distribution (Choudhary and Sangwan 

2022; Li et al. 2024). Recent studies also suggest that GSCM enhances the CSR outcomes improving the transparency, 

resource efficiency and ensuring the compliance with the global standards of sustainability and thereby seals the gap 

between corporate pledges and the expectations of the stakeholders (Mahar et al. 2025; Junejo et al. 2025). Such 

strategies not only reduce environmental harm, but also advance social goals like fair standards of labour and societal 

health and well-being, which makes CSR more multi-dimensional (Masudin 2023). Additionally, the reporting 

structures and traceability methods are introduced in the supply chains which enhances the performance of CSR 

considerably since it elevates the credibility, integrity of the stakeholder trust and minimizes the risk of reputational 

damage which is an outcome of greenwashing (Li et al. 2024; Going Green 2022). The empirical studies prove that 

GSCM provides strategic legitimacy to the developed and developing market companies and assists them to navigate 

the regulatory pressures, the expectations of the society and the forces of competition and makes CSR a source of 

long-term sustainability and innovation (Mahar et al. 2025; Masudin 2023). Consequently, GSCM is a strategic 

necessity and the tool of operations, the heart of CSR programs is related to the measurable results, and the adaptation 

of corporate responsibility to the requirements of stakeholder legitimacy and global sustainability. 

Green Supply Chains and Consumer Engagement: 

Green supply chain management (GSCM) has emerged as a strategic system of sustainability and an important other 

of customer involvement particularly as more and more environmentally conscious markets reward companies that 

demonstrate a sense of responsibility in their ecological and social impacts. The open disclosure, external certifications 

and eco-labeling initiatives enhance the credibility of companies and strengthen consumer belief by reducing 

uncertainty over the issue of greenwashing which in turn strengthens the relationships between stakeholders (Junejo 

et al. 2025; Li et al. 2024). The activities of responsible sourcing, reverse logistics, and the circles of a circular 

economy make the consumers loyal and allow them to associate their purchasing patterns with the socially responsible 

corporations and ensure long-term brand association (Masudin 2023; Choudhary and Sangwan 2022). All the practices 

that help to improve Corporate Social Responsibility (CSR) and Green Supply Chain Management (GSCM) are 

reflected in the practices such as eco-friendly packaging, reduction of carbon footprint, and sustainable logistics, which 

significantly influences customer purchasing intentions (Mahar et al. 2025). Ethical supply chain processes not only 

enable companies to enhance their reputational capital but also stimulate positive behaviors among customers such as 

word-of-mouth marketing and communication via online platforms such as social networks (Going Green 2022). 

Besides, sustainable supply chain practices increase the perceived value of products and services by positioning them 

not only as commodities in the market but also as contributions to the welfare of society and the environment (Masudin 

2023; Junejo et al. 2025). The GSCM functions as a conduit between corporate accountability and customer credibility, 

enhancing trust, loyalty and sustained involvement in competitive markets. By converting ethical and sustainable 

practices into concrete value propositions, firms may foster lasting customer connections while also promoting global 

sustainability goals. 

 

Table 1: Consumer Engagement Outcomes Driven by GSCM. 

Consumer Engagement 

Dimension 

GSCM Contributions 

Consumer Trust Transparent reporting, eco-labeling, and credible sustainability certifications 

strengthen consumer trust (The impact of greenwashing, 2024; Evaluating the 

Impact, 2025). 

Brand Loyalty Environmentally responsible sourcing and circular economy initiatives enhance 

long-term loyalty (Masudin 2023; Li et al. 2024). 

Purchase Intention Green packaging, reduced carbon footprint, and visible CSR alignment 

positively influence consumer buying decisions (Choudhary & Sangwan 2022). 

Word-of-Mouth Advocacy Ethical supply chains and demonstrated CSR performance encourage positive 

consumer advocacy and social media engagement (A literature review on green 

supply chain, 2024). 

Perceived Value Integration of sustainability into supply chain practices creates higher perceived 

product and service value among consumers (Evaluating the Impact … 2025). 
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Strategic and Operational Benefits of GSCM 

Implementing green supply chain management (GSCM) provides organizations with various strategic and operational 

advantages that surpass mere environmental compliance, fostering sustainable growth and enhancing competitive 

edge. The primary advantage is risk mitigation, as sustainable sourcing, eco-efficient processes, and transparent 

reporting decrease exposure to regulatory penalties, supply disruptions, and reputational damage linked to 

unsustainable practices (Choudhary & Sangwan 2022). GSCM facilitates cost reduction and resource efficiency 

through eco-design, energy optimization and reverse logistics, allowing firms to minimize waste, reduce energy costs 

and enhance material utilization, thereby achieving economic and ecological benefits (Masudin 2023). The integration 

of sustainability into supply networks improves market competitiveness and fosters innovation, as consumers 

increasingly prefer environmentally responsible brands and companies utilize green technologies for differentiation 

in global markets (Li et al. 2024). Furthermore, green supply chain management enhances supply chain resilience, 

enabling organizations to endure disruptions through supplier diversification, the adoption of circular practices, and 

the promotion of stronger collaboration within networks (A literature review on green supply chain management 

2024). These benefits result in long-term value creation for stakeholders, as businesses generate shared value by 

aligning economic performance with societal and environmental expectations, thus reinforcing legitimacy, trust and 

sustainable market positioning (Evaluating the Impact 2025). The strategic and operational advantages highlight that 

GSCM transcends compliance, representing a proactive framework that embeds sustainability within the essence of 

business competitiveness and stakeholder interaction. 

 
Figure 2: Importance of Green Marketing for Sustainability (Rahbar and Wahid, 2011). 

 

Sustainable marketing and brand image: 

The sustainable marketing efforts must be based on the economic, social and environmental issues in line with triple 

bottom line (TBL) framework. Such initiatives are not confined to the manufacturing and sales but also to the ethical 

responsibilities of companies towards the customers and the community in general. Sustainability is a trend that has 

gained importance in various areas, making sustainable marketing a necessity to balance the corporate behavior with 

the interests of the society (Ko et al., 2015). The new developments suggest that instead of traditional concept of 

corporate social responsibility (CSR), shared value management is emerging where companies aim to generate mutual 

benefits to the business and society (Sheehy and Farneti, 2021). This is because sustainable marketing is a business 

concept combining economic, social, environmental and cultural aspects to ensure compatibility between the welfare 

of the society and the performance of the business (Jung et al., 2020; Gleim et al., 2023). 

The sustainable marketing is not limited by profit-based intentions and organizations can focus on more extensive 

goals and become more socially responsible companies (Min Kong and Ko, 2017). The community engagement such 

as food donations, free health screenings and volunteering activities help companies to fulfill their social obligations 

in addition to cultivating long-term trust and interaction (Park et al., 2017). The social contributions enhance corporate 

legitimacy and enhance the brand responsibility perceptions by consumers. The marketing initiatives need to be 

sustainable, including every aspect of the Triple Bottom Line instead of focusing on one of them (Ko et al., 2015). 

Here, brand image is a necessity. This is an example of the symbolic values and cognitive connections that consumers 

have in relation to a brand based on their beliefs, perceptions and impressions (Cretu and Brodie, 2007).  

The strong brand image eases the process of differentiation and market positioning and also enhances performance 

and serves as a cushion against the competition (Alexander et al., 2014). More so, positive brand perceptions that are 
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formed due to sustainable practices increase customer engagement, which strengthens loyalty and commitment in the 

long run (Islam and Rahman, 2016). The CSR initiatives serve as an impetus in the given process as they contribute 

to the better brand reputation and have certain impacts on positive consumer behaviors (Huo et al., 2022). Empirical 

studies have shown that sustainability-based marketing positively influences the perception of the brand, which leads 

to a competitive edge (Jung et al., 2020; Gleim et al., 2023). Economic sustainability strategies lead to the increase of 

profits, brand and corporate survival (Maignan and Ferrell, 2001). Companies that showcase a perfect social 

responsibility have a higher reputation and consumer attitude than other companies (Alexander et al., 2014). Such 

programs promote the consumer trust, brand awareness and enhance the degree of corporate awareness (Morales, 

2005). This is augmented with environmental sustainability initiatives that educate business and communities on 

maintaining environmental sustainability (Boluk et al., 2019), and culturally competent marketing that augments the 

awareness and knowledge of various societies (Min Kong and Ko, 2017; Almeida and Coelho, 2018). The assumption 

of this review is that sustainable marketing campaign is capable of miraculous changes on brand image and thus 

consumer readiness and consumer buying intentions. 

Brand Image and Sustainable Purchase Intention: 

The brand image is considered as the additional value a brand provides a product (Cho et al., 2015), further than the 

real characteristics of goods or services. The marketing activities are critical towards the development of incremental 

value through influencing consumer perception and making a brand different amid the other similar functional 

advantage competitors (Keller, 2013). Consumer knowledge and experiences gained over years on the brand form the 

strength of the brand, as they lead to loyalty and allow the brand to gain competitive advantages, such as intellectual 

property protections which keep the brand dominating the market (Keller, 2013). According to the study, the purchase 

intention in various industries is directly and indirectly affected by the brand image (Ramesh et al., 2019).  

Green branding is a comparatively scarce role, despite increasing importance of the green marketing in terms of 

sustainability. The brand image, according to the existing literature, is also significant in consumer attitude and 

behavior toward sustainable products (Morabi et al., 2011; Wu and Wang, 2014). Jung et al. (2020) demonstrated that 

the brand image improves due to the marketing actions in the case of corporate sustainability, which in turn results in 

customer satisfaction, trust and loyalty. It is believed that sustainable purchase intention is the primary behavioral 

implication of sustainable marketing activities in the case of electric vehicles (EVs). This paper will propose that brand 

image is a significant predictor of the intention to purchase an electric vehicle in the green marketing environment as 

it differentiates the companies in the competitive markets, and forms superior consumer perception as to the firm 

adherence to environmental issues (Elkington, 1998). Such activities do not only refer to the production and the sale 

but also the moral duties of the companies to the customers and the general society. The growing discussion of the 

concept of sustainability in various spheres has impacted this perspective, making sustainable marketing one of the 

crucial ways of harmonizing corporate activities with social values (Ko et al., 2015).  

The recent developments show that the traditional concept of corporate social responsibility (CSR) is being replaced 

by shared value management, in which companies aim to establish mutual benefits between the society and the 

business (Sheehy and Farneti, 2021). The sustainable marketing incorporates economic, social, environmental, and 

cultural aspects, which facilitates coordination between the achievements of a business and the prosperity of a 

community (Jung et al., 2020; Gleim et al., 2023). Sustainable marketing is not limited to profit-making goals and, 

therefore, it enables organizations to set even more ambitious goals that would improve their reputation as socially 

responsible companies (Min Kong and Ko, 2017).  

The civic initiatives such as charitable food deliveries, complimentary health checks, and volunteer initiatives allow 

organizations to fulfill their social duty and achieve long-term credibility and interaction (Park et al., 2017). Social 

contributions enhance the corporate legitimacy and consumer brand responsibility perception. The sustainable 

marketing programs should be holistic, involving all aspects of Triple Bottom Line instead of focusing on one part 

(Ko et al., 2015). In this regard, brand image is necessary. This is an example of symbolic meanings and mental 

associations, which consumers have developed in relation to a brand based on their beliefs, perception and impressions 

(Cretu and Brodie, 2007). Strong brand image makes it easier to differentiate and position in a market and enhances 

performance and acts as a protective measure against competitive forces (Alexander et al., 2014).  

Moreover, positive brand perceptions created in the course of sustainable practices lead to the increased customer 

engagement, which strengthens the loyalty and the long-term commitment (Islam and Rahman, 2016). The role of the 

CSR initiative in this process is that it improves the image of the brand and affects the positive behavior of the 

consumer (Huo et al., 2022). As empirical studies support, sustainability-friendly marketing has a positive effect on 

the brand perception, which leads to the competitive advantage (Jung et al., 2020; Gleim et al., 2023). Economic 

sustainability strategies can lead to increase in profits, brand building and sustainability of the corporation (Maignan 

and Ferrell, 2001). Companies with the best social responsibility gain better reputations and better consumer attitudes 

compared to those that lack (Alexander et al., 2014). These activities enhance their consumer confidence, brand 

recognition value and that they generate a greater corporate awareness (Morales, 2005). This can be enhanced through 

the assistance of environmental sustainability programs that would focus on educating businesses and communities 
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on how to conserve the environment (Boluk et al., 2019) and culturally sensitive marketing so that awareness and 

harmony in different societies could be given (Min Kong and Ko, 2017; Almeida and Coelho, 2018).  

Challenges and Barriers to Implementation 

The organizations are confronted with numerous issues that perplex effective practice of green supply chain 

management (GSCM), yet the opportunities of the practice in improving corporate social responsibility (CSR) and 

consumer relationships are achieved. The economic cost of sustainable technology, eco-design, renewable energy 

systems, and reverse logistics is a major issue that is likely to inhibit the full participation of small and medium 

enterprises (SMEs) with scarce resources in green transitions (Masudin 2023). The absence of sophisticated 

monitoring tools, digital traceability tools as well as the integration of blockchain or artificial intelligence in supply 

chains is a technological limitation that hinders transparency and limits the ability of firms to ensure accountability in 

a global network (Choudhary and Sangwan 2022).  

Additionally, a lack of institutions and regulations leads to the patchy implementation of environmental regulations, 

particularly in the emerging economies in which poor compliance structures and disjointed policies make it difficult 

to homogenize the practices of the GSCM (Li et al. 2024). Besides the structural constraints, the threat of greenwashing 

will be an important issue: firms can overstate sustainability assertions, which will lead to consumer skepticism and 

less benefit of engagement that is often perceived in the context of a legitimate CSR campaign (The impact of 

greenwashing 2024).  

 
Figure 3: Factor identification process (Qian et al., 2023). 

  

Cultural resistance and insufficient awareness among suppliers and consumers can impede adoption, as stakeholders 

often prioritize immediate economic benefits over long-term sustainability goals (A literature review on green supply 

chain management 2024). The lack of standardized global reporting mechanisms impedes cross-border comparability, 

resulting in gaps in consumer perception and limiting the potential for reputational outcomes (Evaluating the Impact 

2025). These challenges indicate that although GSCM presents substantial opportunities for CSR enhancement and 

consumer involvement, it is crucial to address systemic, financial, technological and perceptual barriers to attain 

lasting impact. 

 

Table 2:Barriers to GSCM Implementation and Their Implications for CSR and Consumer Engagement. 

Barrier Description Implications for CSR and Consumer 

Engagement 

Financial Burden High costs of eco-design, renewable 

energy adoption, reverse logistics, and 

certification (Masudin 2023). 

Limits SMEs’ ability to adopt green practices, 

reducing inclusivity and CSR impact. 

Consumers may view firms as less proactive. 

Technological 

Constraints 

Lack of advanced monitoring, 

traceability, and digital integration tools 

(Choudhary & Sangwan 2022). 

Weakens transparency and accountability, 

leading to reduced consumer trust and CSR 

credibility. 

Regulatory and 

Institutional Gaps 

Uneven enforcement of environmental 

standards and fragmented policies (Li et 

al. 2024). 

Creates inconsistent CSR practices across 

regions, confusing consumers and weakening 

engagement. 

Greenwashing Risk Firms exaggerate sustainability claims 

to gain market advantage (The impact 

of greenwashing 2024). 

Erodes consumer trust, diminishes CSR 

legitimacy, and reduces long-term loyalty. 

Cultural Resistance Suppliers and consumers prioritize 

short-term cost savings over 

Slows adoption of GSCM, reducing CSR 

effectiveness and consumer advocacy. 
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sustainability (A literature review … 

2024). 

Lack of Global 

Standards 

Absence of uniform sustainability 

reporting and metrics (Evaluating the 

Impact 2025). 

Limits cross-border comparability, reducing 

reputational gains and weakening international 

consumer engagement. 

 

Future Directions 

The changing dynamics of green supply chain management (GSCM) offer considerable prospects for enhancing 

corporate social responsibility (CSR) and consumer engagement. However, future research needs to tackle existing 

limitations and investigate innovative approaches. The integration of digital technologies, including blockchain, 

artificial intelligence and the Internet of Things, is a crucial direction that can enhance transparency, traceability and 

stakeholder trust within supply networks (Choudhary & Sangwan 2022). The circular economy models that emphasize 

product reuse, recycling, and closed-loop systems warrant further investigation as scalable strategies for achieving 

environmental sustainability, while also enhancing brand legitimacy and consumer loyalty (Masudin 2023).  

A vital area of review involves the creation of comprehensive global reporting frameworks that align sustainability 

standards, such as GRI and ISO, across different regions. This alignment aims to address fragmentation and enhance 

comparability in CSR performance (Li et al. 2024). The researchers emphasize the significance of examining the 

psychological and behavioral aspects of consumers, investigating how perceptions of greenwashing, the credibility of 

eco-labels and ethical awareness affect sustained engagement (The impact of greenwashing 2024; Evaluating the 

Impact 2025). Future studies should examine how SMEs in emerging economies can receive enhanced support through 

policy incentives, financial subsidies, and capacity-building programs, as financial and cultural barriers significantly 

hinder their adoption of GSCM. The interdisciplinary strategies using sustainability science, consumer psychology, 

and supply chain analytics are necessary to fill the gaps in the theories and provide the holistic approaches. Based on 

these guidelines, the study has the potential to improve creation of resilient and socially responsible supply chain that 

reinforces CSR promise and encourages consumers to trust and advocate long term. 

 

CONCLUSION: 

 

Green supply chain management (GSCM) is a significant technique which enhances corporate social responsibility 

(CSR) and consumer participation in the sustainability-oriented markets. Their environmentally responsible sourcing, 

transparent reporting and practices of the circular economy help the organizations to significantly decrease their 

ecological footprints and develop trust, loyalty and advocacy among the consumers. However, there are several 

challenges like financial constraints, technology and different regulations, and greenwashing threats that have been 

one of the major challenges to mass adoption especially among small- and medium-sized in the developing economies. 

The additional growth will be decided by implementing digital technology and building up the universal guidelines of 

sustainability and encouraging interdisciplinary research to disregard the structural and conductive hindrances. GSCM 

is a key factor between corporate responsibility and consumer demands that enable the firms to be put on all regulatory 

and ethical obligations and be legitimate and competitive in the marketplace. With the increasing consumer awareness 

and environmental pressure, any company that manages to integrate Green Supply Chain Management with Corporate 

Social Responsibility initiatives will be in a better position to attain sustainable growth and have a significant 

contribution to the well-being of the world. 
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