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ABSTRACT
Increasing environmental issues and the level of stakeholder awareness have necessitated
companies to incorporate sustainability within their internal operations and as a standpoint in the
external market. In this respect, Green Human Resource Management (Green HRM) has become
a key tool of introducing environmental values into the corporate culture, whereas sustainable
branding has gained the necessity of conveying the message about eco-friendly promises to the
consumers. The paper discusses strategic fit between green HRM practices and green branding
initiatives, including the significance of people-based environmental initiatives in strengthening
the eco-marketing initiatives and developing brand credibility.
The paper is conceptual and analytical in nature, based on the available literature pertaining to
Green HRM, sustainable branding and corporate sustainability. The main practices of Green
HRM, including green recruitment and selection, environmental training and development,
performance appraisal based on sustainability objectives, and green reward schemes are
discussed in terms of their contribution to the emergence of pro-environmental employee
behaviour. The research paper also examines the role of such internal practices in achieving true
sustainable branding through consistency in organizational practices and marketing boasting.
Results of the literature indicate that organisations that successfully combine Green HRM with
sustainable branding are in a better position to create trust amongst the environmentally aware
consumers, minimise the perceived greenwashing, and attain competitive advantage in the long
term. The employees become critical brand ambassadors whose actions and interactions towards
the environment are environmentally responsible, which enhances the sustainability narrative of
the organization. Further, the correspondence of the human resource practice to eco-marketing
strategies improves organizational reputation, relations with stakeholders, and the sustainability
performance in general.
This paper makes a contribution to the research in the field of sustainability and human resource
management because it shows the significance of internal-external alignment in the
sustainability programs. It provides a realistic information to managers who are interested in
exploiting Green HRM as a strategic instrument to endorse believable sustainable branding and
emphasizes on the importance of a comprehensive perspective in the realization of
environmental and business goals...
Keywords: Green Human Resource Management, Sustainable Branding, Eco-Marketing
Strategies, Employee Engagement, Environmental Sustainability, Pro-Environmental
Behaviour, Corporate Social Responsibility, Brand Credibility.

1. INTRODUCTION:

Over the past few years, sustainability has ceased to be a
fringe organizational issue, to become a core strategic
consideration, due to the increasing environmental
concerns, regulatory demands, and increased stakeholder
sensitivity. Organizations are not only supposed to reduce
the impact they have on the environment, but they are also
expected to express their sustainability pledges in a
credible manner through responsible branding. In this
regard, Green Human Resource Management (Green
HRM) and sustainable branding has become a crucial
point of concern since people practices are central to the
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definition and provision of environmental values in an
organization.

Green HRM can be described as the process of ensuring
that human resource practices, including the recruitment,
training, performance management, and engagement of
employees are applied in line with the environmental
sustainability goals. Green HRM helps organizations to
internalize sustainability by promoting eco-friendly
behaviours and green competencies among the workforce
as opposed to making superficial marketing statements.
The employees are the main agents in the promotion of
sustainability initiatives and their attitudes and behaviours
play a major role in veracity of green branding campaigns.
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Sustainable branding and especially eco-marketing
strategies are hinged on the sufficiency of the coherence
between inner practices and outer communications of an
organization. Lack of true internal practices to reinforce
sustainability messages means firms are likely to be
accused of being greenwashed, and that criticism can
tarnish brand respect and confidence. The Green HRM
practices should be used in order to align eco-marketing
strategies with the organizational reality, which would
contribute to the presence of sustainability claims in the
organizational reality, enhancing the brand authenticity
and reputation over the long term.

The research paper will discuss the strategic connection
between sustainable branding and Green HRM with
reference to the capability of environmentally conscious
people practices in supporting plausible eco-marketing
results. The analysis of this alignment brings the study to
the ever-expanding body of literature regarding
sustainable management and the importance of human
capital in promoting sustainability in the marketplace in
addition to brand value.

Background of the study

The environmental issues, the challenges of climate
change and the rising level of awareness in the
stakeholders in the recent years, have forced organizations
to re-examine their business practices. Sustainability has
become not only an extraneous corporate responsibility
movement, but also a strategic requirement shaping the
policies of organizations, their operations, and market
positioning. In this respect, the companies are not judged
by only their financial performance but also by the way
they are taking care of the environment, their social
responsibility, as well as ethical governance of the
companies. This has made a organization to become more
involved in sustainability as a part of its internal
management practice and external branding strategies, in
order to be capable and viable in the market.

Green Recruitment Green Training and

and Selection Development

Green Management

of Organizational Management and

Culture Appraisal

Green Employee
Empowerment and
Participation

Figure 1. Green human resource management model

Source: https://ntanetmanagement.family.blog/

Human Resource Management (HRM) is critical in
transforming the sustainability goals into organizational
behaviour. The introduction of Green Human Resource
Management (Green HRM) is an indication of a strategic
management process that incorporates environmental

Green Performance

goals within people management processes which
includes recruitment, training, performance appraisal,
compensation, and employee engagement practices.
Green HRM contributes to creating an internal culture that
assists organizations in their sustainability efforts by
creating environmental awareness, promoting green
behaviours and green competencies among employees.
This is because the employees, being major stakeholders
in the organization will become active participants in
environmental performance and not mere beneficiaries of
sustainability policies.

In parallel with the internal sustainability process,
companies are also starting to think more about
sustainable branding to address the needs of
environmentally friendly consumers and other external
stakeholders. Sustainable branding focuses on conveying
authentic environmental values, accountable activities and
dedication to environmental conservation in the long run.
To create trust, improve brand image and distinguish
firms in competitive markets, eco-marketing techniques
such as green advertising, sustainability positioning of
products, and openness in environmental communication
are employed. Nevertheless, the success of sustainable
branding is mostly determined by the veracity of the
internal practices of an organization; otherwise an
organisation that is not genuine will be seen as committing
green washing thus compromising brand integrity.

Although the uptake of the two Green HRM and the
sustainable branding is on the rise, there exist little
empirical knowledge on the alignment of internal people
practices with the external eco-marketing practices. Most
companies are spending a lot of money on the green
branding yet have failed to implement sustainability in
their human resource framework and there is no
connection between what a company is saying and its
internal values. Such imbalances may undermine
employee  commitment, diminish credibility of
sustainability statements and eventually, organizational
performance. On the contrary, organizations that have
their strategies of Green HRM practices in line with
sustainable branding efforts have a better opportunity to
provide coherent sustainability stories backed by the
behaviour of employees as well as organizational culture.

It is against this background that the current research is
aimed at investigating the connection between Green
HRM and sustainable branding, and more particularly
how people practices should be harmonized with eco-
marketing approaches. Through the alignment, this study
will help in advancing the concept of sustainability as a
comprehensive organizational strategy and not a
collection of practices that are disconnected. It is
anticipated that the findings will deliver critical
information to academics, managers and policy makers
who intend on enhancing the role of human resource in
promoting sustainability in branding and long-term
sustainability of the organization.

Justification

Sustainability has become a key issue of focus among
organizations that find themselves operating in the highly

competitive and environmentallyv.sensitive marlets in the
T
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recent years. Although corporate responsibility is
becoming more popular in business as companies invest
in sustainable branding and green marketing in order to
attract responsible buyers, internal coordination of human
resource management aspects with sustainability remains
a less explored phenomenon. Green Human resource
Management (Green HRM) that incorporates
environmental goals in the recruitment, training,
performance management, and employee engagement are
of significance in instilling sustainability within the
organizational culture. Nonetheless, there is a lack of
current literature focused on studying Green HRM and
sustainable branding as independent strategies, which
introduces a knowledge gap in the study of how people-
oriented practices have a direct impact on and enhance
eco-marketing strategies.

This study is justified by the fact that there is an increasing
awareness of the need to shift to more real and holistic
sustainability actions beyond the symbolic or surface level
efforts. The stakeholders have been questioning
sustainable branding, with many individuals demanding
that organizations show actual commitment to the
environment and not greenwashing. The employees are
the central promoters of sustainability values of the firm,
and their attitudes, behaviours, and engagement play a
significant role in determining brand credibility. The lack
of eco-branding programs supported by Green HRM
practices is that eco-branding efforts may be viewed as
unfaithful or fake. Consequently, the analysis of the
connection between an internal people management
structure and external brand positioning is an opportune
and a necessity.

In the theoretical sense, this study adds to the inter-
relationship between human resource management,
sustainability and marketing literatures. The study goes
beyond the stakeholder theory and resource-based
perspectives by examining how the green HRM
contributes to sustainable branding, and it places human
capital as a strategic resource in developing
environmentally responsible brand. It deals with the
paucity of empirical research on the impact of employee-
motivated sustainability practices on brand image,
consumer confidence, and long-term competitive edge.

In practicality, the study is upheld by the fact that it is
relevant to managers and policymakers who would wish
to carry out sustainability in a holistic approach.
Companies usually have a problem in translating the
strategies regarding the environment into daily employee
practices. The study offers the evidence of how the Green
HRM can be used to ensure the behavior of workforce is
related to the eco-marketing goals in order to enhance the
brand authenticity and the organizational legitimacy. The
results can inform companies to come up with
comprehensive sustainability models that connect internal
culture and external brand communications.

The rationale behind the study is that the business case of
sustainable businesses is growing, employees play a vital
role in providing a credible green brand, and there is a
requirement of integrated research between HRM and
marketing. This study helps the creation of sustainable
brands, environmentally  responsible,  internally

Advances in Consumer Research

consistent, and socially trusted, by conforming people
practices with eco-marketing strategies.

2. OBJECTIVES OF THE STUDY

To explore the notion and the scope of Green Human
Resource Management (Green HRM) regarding
sustainability of organizations.

To examine how HR practices which include green
recruitment, training, performance management and
employee engagement are applicable in facilitating
sustainable branding efforts.

To determine the relationship between people practices
that are environmentally responsible and brand credibility
and green brand positioning.

To explore the congruence between internal Green HRM
practices and external eco-marketing practices embraced
by organizations.

To examine the perceptions of employees regarding
Green HRM initiatives and the role it plays in creating
sustainable brand image.

3. LITERATURE REVIEW

Green Human Resource Management (Green HRM) is
becoming an important strategy that incorporates the
concept of environmental sustainability within the
conventional HRM practices e.g. recruitment, training,
performance management and rewards. According to
scholars, Green HRM is not an operation-only kind of
approach but a transformational type of management of
human capital that puts into harmony human capital
management with the ecological objectives and
sustainability objectives of the organization (Renwick et
al., as cited in International Journal of Creative Research
Thoughts, 2024).

The researchers have repeatedly discovered that the
practices of Green HRM have a positive impact on the
environmental behaviour of the employees and the green
working results. To illustrate this point, Khan et al. (2025)
established that green HRM has a significant relationship
with green innovative work behaviour within the
hospitality industry, which implies that strategic HR
practices can influence the employees to act in a pro-
environmental way. Likewise, research indicates that
green HRM inculcates environmentally friendly
behaviour through the utilization of organizational climate
and environmental knowledge; depending on internal
culture in the results of sustainability.

Green HRM has influence on employee engagement and
commitment, which is essential in sustainable branding. A
study of Abrar et al. (2025) discovered that HR practices
that focus on sustainability positively affect the employee
engagement, especially in cases where the organizational
environmental policies reinforce the relationship between
the two. Increased involvement, conversely, contributes to
the organizational goals of sustainability and encourages
pro-environmental practices by employees which can be
provided to the outside world.

Employee involvement has a mediator role in the
relationship between green HRM and consumer views of

>

-In
365



How to cite : Dr. N. Bargavi, Dr. Sonal Sharma , Dr. Mora Murali, Dr. Karishma Agarwal , Sruthi S , Green HRM and Sustainable
Branding: Aligning People Practices with Eco-Marketing Strategies Advances in Consumer Research. 2026;3(1): 363-370

the article Seeds of sustainability in organizations, green
HRM was directly found to positively affect the consumer
trust of a brand, mediated by green branding. Remarkably,
the same effect was enhanced by corporate sustainability
responsibility (CSR) implying the importance of the
internal HR practices in communicating sustainability to
the external stakeholders.

The interrelation between the Green HRM and sustainable
brand development is also echoed by the research on the
overlap between the green marketing and engagement of
the working force. Shah et al. (2025) highlighted that the
HRM policies that promote sustainability and
involvement of the employees in green activities will help
in creation of a culture that will be transmitted to the eco-
marketing of the external environment and Prosperous
brand identity.

In addition to internal practices, theoretical discourse
brings to the fore the contribution of organizational
culture and leadership in the operationalization of Green
HRM. When sustainable leadership is aligned with Green
HRM policies, it assists in entrenching ecological values
into organizational discourses which make the brand
sustainability messages stronger among stakeholders,
such as customers and investors.

The overall organizational consequences of combining
green HRM with sustainability strategies have also been
studied through empirical studies. The systematic reviews
indicate that GHRM has a positive impact on
environmental performance and employee attitude
towards sustainability which are requirements of real
sustainability branding. GHRM will develop a culture of
being environmentally friendly that when passed outside
as green marketing will strengthen the brand credibility
and trust among consumers.

There is a strategic direction identified in the literature, in
which Green HRM develops an institutionalized
sustainability culture, enhances employee involvement in
environmental activities, and contributes to eco-marketing
practices that enhance sustainable brand positioning. By
doing so, organizations are able to communicate a sense
of commitment to sustainability, not just to employees
within the organization, but also to consumers and other
stakeholders, and build a unified sustainability story of
commitment that can reinforce internal performance as
well as external brand equity.

4. MATERIAL AND METHODOLOGY
Research Design:

The research design proposed by the study is descriptive
and explanatory research design which focuses on
analyzing relationship between Green Human Resource
Management (Green HRM) practices and sustainable
branding results. The study is cross-sectional and aims at
comprehending the role of environmentally-based HR
practices in sustaining and enhancing the eco-marketing
and brand sustenance processes. The quantitative and
qualitative  techniques are employed to gather
organizational practices, perceptions of employees and
branding results in order to conduct thorough analysis of
how people management and sustainable branding
Initiatives alion

Data Collection Methods:

The primary data will be gathered using a structured
questionnaire that will be conducted on HR professionals,
marketing managers, and employees who have been
employed in an organization that has implemented
sustainability or green programs. The questionnaire has
areas of green recruitment, training, performance
management, employee participation in sustainability and
perceived brand value associated with environmental
responsibility. To ensure consistency and ease of analysis,
measures of responses are taken on a five-point Likert
scale.

Besides primary data, secondary data are gathered using
the academic journals, sustainability reports, corporate
websites, annual reports, policy documents, as well as
published case studies on the Green HRM and sustainable
branding. These sources are useful in constructing the
theoretical framework and even legitimating the empirical
results of the study.

Inclusion and Exclusion Criteria:

Inclusion criteria include the organizations actively
practising green or sustainability oriented HR practices
and branding strategies. HR managers, marketing
executives, sustainability officers, and employees having
not less than one year of experience working in an
organization were used as the respondents to make sure
that they are acquainted with the internal people practices
and branding initiatives.

The exclusion criteria are organisations that do not have
formal sustainability policies or green HR initiatives.
Employees under probation, interns and those respondents
whose responses to the questionnaire are incomplete or
not consistent are excluded to ensure data reliability and
validity.

Ethical Considerations:

The research process is highly guided by the ethical
principles. All the respondents will be asked to take part
in the study and an informed consent will be sought before
data is collected. The anonymity and confidentiality of the
participants are guaranteed in terms of not collecting
personal identifiers and using the data only in the field of
academics. The respondents are made aware that they
have the option of dropping out of the research at any
point without any form of penalty. The research does not
involve manipulation of data, distortion of results, and
transparency in the presentation of results.

5. RESULTS AND DISCUSSION

1. Profile of the Respondents

The research gathered useful responses of 312 workers
and marketing practitioners in manufacturing and service
companies that are vigorous in supporting sustainability
programs. The respondents were a representative of HR,
marketing, and the middle-level management position, so
the insights represented in the study were balanced
regarding people practices and branding strategies.
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Table 1: Demographic Profile of Respondents (n =312)

Variable Category Frequency Poercentage
(%)
Gender Male 176 56.4
Female 136 43.6
Age Below 30 0 505
years
31-40 years |[124 39.7
Above 40 96 308
years
Functional HR 18 178
Area
Marketing 104 333
Management {|90 28.9
Discussion:

Respondent profile shows that there was proper
representation of all age groups and areas of functionality.
This variety contributes to the validity of the results,
because the views on Green HRM and sustainable
branding are based on the perceptions of the various
organizational knowledge.

2. Descriptive Analysis of Green HRM Practices

Green HRM was evaluated in terms of five dimensions,
namely, green recruitment, green training, green
performance appraisal, green rewards, and employee eco-
engagement.

Table 2: Mean Scores of Green HRM Practices

Green HRM Dimension Mean||Std. Deviation

Green Recruitment & Selection ||3.84 {(0.71

Green Training & Development||4.12 ||0.65

Green Performance Appraisal ||3.76 |(0.74

Green Rewards & Recognition ||3.58 |[0.81

Employee Eco-Engagement 4.18 |0.62

(Scale: 1 = Strongly Disagree to 5 = Strongly Agree)

Discussion:

Employee eco-engagement had the highest mean score
closely followed by green training and development
meaning that organizations are presently concerned with
awareness and capability-building to sustainability. The
scores are lower on green rewards implying that
promotion of environmentally-friendly practices is being
made though the formal means of rewarding have not yet

3. Sustainable Branding Outcomes

Sustainable branding was assessed using brand
credibility, brand trust, and green brand image.

Table 3: Mean Scores of Sustainable Branding
Dimensions

Branding Dimension||{Mean|Std. Deviation

Green Brand Image ||4.21 {|0.60

Brand Trust 4.05 {|0.66

Brand Credibility 3.98 ||0.69

Discussion:

The findings indicate that perceptions of green brand
image are high meaning that internal sustainability
practices are positively projected to external brand
communication. This can prove the point that sustainable
branding can be enhanced when eco-values are integrated
into the organizational culture.

4. Relationship between Green HRM and Sustainable
Branding

Pearson correlation analysis was conducted to examine
the association between Green HRM practices and
sustainable branding outcomes.

Table 4: Correlation between Green HRM and
Sustainable Branding

Variables Green Sustainable

HRM Branding
Green HRM 1.000 0.682%*
Sustainable 0.682%*  [1.000
Branding

Note: p <0.01

6. DISCUSSION:

The statistical significance of the relationship between
Green HRM practices and sustainable branding is high (r
= 0.682). This result indicates that those organizations
whose people management systems are congruent with
the environmental values are more effective in creating
credible and trustful green brands.

5. Impact of Green HRM on Sustainable Branding

A multiple regression analysis was performed to
determine the predictive power of Green HRM
dimensions on sustainable branding.

beendeveloped:
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Table 5: Regression Results: Impact of Green HRM on
Sustainable Branding

t-

Predictor Variable B Significance
value

Green Recruitment 0.21}|3.84 {|0.000

Green Training 0.29||5.12  {|0.000

Green. Performance 01713.01  llo.003

Appraisal

Green Rewards 0.12([2.08 {|0.038

Employee Eco-Engagement ||0.33|(6.24  |/0.000

Model Statistics:
R?=0.54|F=71.36 |p<0.001

Discussion:

The regression model can explain 54 percent of the
sustainable branding, which is a high explanatory power.
Green training and employee eco-engagement turned out
to be the most significant predictors, which emphasized
the importance of the employee involvement and skill
enhancement in the genuine eco-marketing strategies.
Green rewards, which were important, had a less
influential effect, which justifies the necessity of more
intensive incentive alignment.

The findings affirm that Green HRM is a strategic
facilitator of a sustainable branding. By employing
environmentally-friendly recruitment, training,
evaluation, and engagement procedures, the employees
will be believable brand representatives of the green
principles of the organization. This internal-external fit
improves brand confidence and reduces the greenwashing
perceptions.

These results hold the point that sustainable branding is
not a sole marketing role but people-oriented strategic
deliverable and, hence, close coordination between the
HR and marketing departments is necessary.

Limitations of the study

There are some limitations that are related to this study
and must be noted when interpreting the results. To begin
with, the analysis is mainly founded on secondary data
and self-reported answers which can be affected by bias
or irregularities in the revelation of Green HRM and
sustainable branding acts. Secondly, the research is
conducted based on a small number of organizations and
industries, which can limit the applicability of the findings
to other industries, geographical locations, and the size of
the organizations. Third, the research is cross-sectional
and thus represents practices and perceptions at one point
in time, and is not a complete representation of a dynamic
and evolving nature of sustainability initiatives and
branding strategies. Also, the research fails to give much
scrutiny on the external aspect like regulatory pressures,
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also be very influential towards the success of the Green
HRM initiatives in enhancing sustainable branding. The
limitations indicate that the results are to be treated with
caution and emphasize that a longitudinal study and
sector-specific investigation should be conducted in the
future.

Future Scope

The research potential of this study is moving forward to
investigate how Green Human Resource Management can
be strategically incorporated in the various industries in
order to reinforce sustainability in local and global
markets in terms of creating sustainable brands. Future
researches can use the long-term effects of the green
recruitment, training, and performance appraisal systems
on brand credibility, customer trust, and competitive
advantage. The use of digital HR technologies, including
HR analytics and Al-based sustainability monitoring, has
a considerable prospect of being explored to provide
support to eco-marketing efforts and contribute to the
transparency of green branding claims. The comparative
and cross-cultural studies might offer further
understandings of how the institutional regulations,
cultural values and expectations of stakeholders
contribute to the differences in alignment between people
practices and environmental marketing. Also, further
studies could be concerned with quantifying the financial
and non-financial payoffs of the integrated Green HRM
and sustainable branding activities, which could provide
feasible models of organizations that attempt to reconcile
the needs of environmental responsibility and business
sustainability.

7. CONCLUSION

This paper concludes that Green Human Resource
Management (Green HRM) is a key and strategic factor in
enhancing sustainable branding through the correlation of
internal people practices with the external eco-marketing
practices. The results point out that those organisations
that incorporate environmental values in their recruitment,
training, performance management and reward systems
would be in a better position to develop a credible and
authentic green brand. The employees not only become
internal stakeholders but also become active ambassadors
that make sustainability commitments reflected in
cohesive organizational behaviour, and thus increase
brand trust and legitimacy in the eyes of consumers. The
study also highlights the fact that marketing
communications is not enough to sustain branding it takes
a thorough internal harmony where policies on human
resource support environmental responsibility as an
organizational culture. Green HRM boasts staff
engagement, environmental consciousness, and pro-
environmental behaviour, which consequently ensure
consistent and moral eco-marketing practices. Such
alignment minimizes the chances of greenwashing and
allows firms to compete in markets, which are
increasingly becoming competitive over sustainability-
conscience consumers. To sum up, the combination of
Green HRM and sustainable branding is a comprehensive
approach to the long-term value development.
Organization At - ainability into peaple
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management and brand positioning at the same time can
gain not only environmental and social advantages but

also

long-term  competitive  advantage.  Further

development of the strategic relationship between Green
HRM and sustainable branding could be conducted in
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