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GREEN TECHNOLOGIES AND MARKETING: OVERCOMING 

COMMUNICATION BARRIERS IN A SECTORAL CONTEXT 

 

In the context of the global environmental crisis, climate change, and the depletion 

of natural resources, implementing green technologies from energy-efficient solutions 

to complex, environmentally safe innovations has acquired strategic significance 

across all sectors of the economy. However, despite the dynamic development of such 

solutions, their commercialization is often hindered by numerous communication 

barriers arising both at the consumer level and within the business environment. 

Therefore, the effective implementation of green technologies transcends purely 

technical innovations and increasingly depends on the ability to tailor communication 

strategies to the specific perceptions of environmental value among different target 

audiences. Thus, the study of green technologies should be considered closely with 

environmental marketing, behavioral economics, and sector-specific characteristics, as 

these are key factors in overcoming barriers to sustainable consumption. 

Green technologies are inherently complex and often difficult for the general 

public to comprehend. The challenge of promoting them lies not only in their technical 

novelty but also in the need to transform consumer perceptions and values. Their value 

proposition is based on long-term environmental benefits, which may not always be 

obvious or appealing to consumers who prioritize immediate results. Limited 

environmental literacy, cognitive biases, varying degrees of ecological sensitivity 

across sectors, and the dominance of traditional consumption models significantly 

complicate the communication of such innovations. 

The concept of “green technologies” encompasses a wide range of solutions 

aimed at reducing environmental impact, increasing energy efficiency, conserving 

resources, and supporting the circular economy. According to the OECD, these are 
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technologies with minimal ecological footprints throughout their life cycle. 

Nevertheless, even when technological quality is high, their market perception largely 

depends on the ability of companies to effectively communicate their environmental 

value to both end consumers and business partners. In this context, communication 

plays not only a marketing role but also acts as a tool for shaping a new consumption 

culture based on responsibility, long-term thinking, and ecological awareness [1]. 

Environmental marketing encompasses the full range of activities involved in 

promoting goods and services that align with sustainable development principles. It is 

not limited to highlighting a product's ecological benefits, but includes a holistic 

strategy covering product policy, pricing, distribution channels, and communication 

practices. Key challenges include the prevalence of greenwashing, consumer distrust 

in corporate environmental claims, and the difficulty of creating compelling ecological 

value propositions for different market segments [2]. 

From a behavioral economics perspective, perception barriers driven by the 

psychological nature of decision-making are critically important. Even consumers who 

profess ecological awareness may avoid purchasing “green” products due to the status 

quo bias, limited attention to complex or abstract information, the tendency to discount 

long-term benefits in favor of short-term gains, or adherence to social norms that do 

not support sustainable behavior. These insights underscore the need to adapt 

marketing messages to actual cognitive models of consumer decision-making. 

Sectoral specificity plays a particularly important role in the implementation of 

green innovations. Different sectors of the economy vary significantly in their levels 

of ecological maturity, regulatory requirements, innovation readiness, consumer 

financial capacity, and receptiveness to new technologies. For instance, in renewable 

energy, the economic justification of environmental investment is paramount, while in 

the food industry, key factors include trust in certification, transparency of product 

origin, and emotional engagement with the brand. This necessitates a deep 

understanding of the target audience within each specific sector, the development of 

relevant communication messages, and the use of appropriate promotional channels. 
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A key prerequisite for the successful promotion of green technologies is building 

trust through transparency, scientific substantiation, and verifiable environmental 

benefits. Studies show that consumers are more receptive to ecological innovations 

when companies demonstrate compliance with eco-standards, publish independent 

research, and disclose product life cycle data. Certification, eco-labeling, 

environmental reporting, and participation in sustainability initiatives serve not only as 

reputation tools but also enhance communication effectiveness. 

Overcoming eco-communication barriers also relies heavily on education and 

awareness efforts. Developing basic environmental literacy from schools to corporate 

training can reshape consumption paradigms and increase the appeal of green 

technologies. The role of media, social networks, and opinion leaders in spreading 

accurate, emotionally engaging, and contextually relevant information is critical for 

fostering ecological awareness and behavioral change. 

Ultimately, addressing communication barriers in green technology promotion 

requires an interdisciplinary approach that integrates sustainable development, 

environmental marketing, behavioral economics, and sectoral marketing. Effective 

communication should be grounded not only in technical features but also in a deep 

understanding of the audience’s needs, expectations, and constraints. 

A communication strategy aimed at overcoming these challenges must account 

for sectoral specifics, cognitive traits of target groups, and trust-related risks, while 

being reinforced by companies’ tangible actions in sustainability. This approach will 

not only enhance the promotion of green technologies but also contribute to 

strengthening environmental culture across society. 
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