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Abstract  

Green product demand increases as consumers become more conscious of the world's worsening environmental 

problems. This study investigates the impact of green product demand on brand performance. Despite the attention 

paid by FMCG firms in Nigeria to green product demand (green product design and green promotion), brand 

reputation still needs to improve. The study used a descriptive survey approach, using 121 workers from the 

identified firms as participants. The total sample size for the research was 121. A systematic questionnaire was 

used to obtain information from respondents using primary data. In addition, Cronbach's alpha and the Statistical 

Package for Social Sciences (SPSS) version 20.00 were used in this study to regress the data obtained from the 

respondents. The results show that green product demand [green product design (.01+2.24) and green advertising 

(.01+1.41)] had a positive and significant impact on FMCG brand performance (brand reputation) in Nigeria. 

Based on this finding, the study recommends that the chosen FMCG's managers and quality control department 

continue to use green product demand to improve brand performance. This is the new method of getting product 

consumers to be more patriotic by helping build a better brand reputation for the organisation. Furthermore, 

FMCG in Nigeria should continue to improve their green design and use green advertising to attract more 

customers to their product since it is favourably associated with it. 

Keywords: Green Product Design, Green Advertising, Brand Performance and Brand Reputation. 

 

INTRODUCTION 

Contemporary society is plagued with various environmental issues like climate change and 

global warming as a result of industrial development and evolution. The operations of 

Multinational brands have the most negative impact on the environment due to their large 

carbon footprints, resource consumption and waste (Niu et al. 2020). The digital world has 

seen consumers become more aware of the impact that these brands have on the environment 

and want such brands to be more responsible with their actions towards the environment. 

Consumers and clients have become environmentally aware and are looking for products and 

services that align with their lifestyles and beliefs (Berger, 2019). As consumers are becoming 

more aware of environmental issues, green products are getting all the attention and value in 

the market. Green products are defined as products that are developed or manufactured to 

reduce their environmental impact during the entire life cycle i.e from manufacture to use and 

final disposal (Nekmahmud & Fekete-Farkas, 2020).   

The shift of consumers towards green products has led to many brands developing green 

products in order to thrive in the international market. The development of green products is 

also something that is quite important for addressing environmental issues in the most 
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appropriate manner. Consumers are more likely to avoid products that have a negative impact 

on the environment. Customers also believe that green products are healthy, authentic and safe 

to use (Woo & Kim, 2019). On the other hand, governments across the globe have made the 

protection of the environment their first priority with the development of various environmental 

laws and policies. All of these have led to brands starting to consider the development of green 

products as an important part of business strategy to survive in the long run (Guo et al. 2020). 

There are numerous examples of multinational brands making changes to their product 

development process to integrate it with green practices.  

Apple, in 2019, made a declaration during the launch of their products MacBook Air and 

MacBook Mini that the products were made from aluminium which is 100% recyclable (Barley 

et al. 2020). With this, Apple has started working towards the goal of developing products that 

reduce waste and have a positive impact on the environment. Nike is another example of a 

brand that is committed towards the development of green products for the betterment of the 

environment. Nike offers footwear options and running shoes that are sustainable which means 

that they are made with at least 20% recyclable materials by weight (Almiya et al. 2020). 

Hence, the changing attitude of the consumer and market trends have led to the research and 

development of green products. However, the development of green products can be a costly 

endeavour for a brand and would lead to high pricing of the same in the market (de Marco et 

al. 2019).  

Nonetheless, people are looking to make a shift towards green products and are willing to spend 

extra if necessary to ensure that their actions have a positive impact on the environment 

(Tandon et al. 2020). There are numerous reasons for the development of green products for a 

business since their demand has increased in the market. However, the availability of green 

products is quite low in the market and there are very few outlets selling them across various 

markets. Developing a green product must be in line with the needs of the consumer and 

provide them with better options than the previous ones (Dong et al. 2019). Providing 

customers with the right products in a sustainable manner can significantly improve the 

performance of the brand in the market. Hence, the purpose of this research is to evaluate and 

investigate the impact that the demand for green products can have on the performance of the 

brand in the market. Other related objectives include evaluating the impact of Green Product 

Design on brand reputation of Fast Moving Consumer Goods in Nigeria and Green Advertising 

on brand reputation of Fast Moving Consumer Goods in Nigeria. 

The hypotheses of the study are stated in null forms and tested from the objectives of the study: 

Ho1: Green Product Design has no significant impact on brand reputation of Fast Moving 

Consumer Goods in Nigeria  

Ho2: Green Advertising has no significant impact on brand reputation of Fast Moving 

Consumer Goods in Nigeria  
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Green Product Demand 

Green product demand is strongly related to the broader idea of sustainable consumption, 

which refers to adopting consumption patterns that reduce negative environmental and social 

consequences while increasing positive ones (Peattie & Peattie, 2003). Recycling, utilising 

energy-efficient appliances, and purchasing environmentally friendly items exemplify 

sustainable consumerism (Luchs et al., 2010). 

Various factors are driving the demand for green products. Environmental concern is one of 

the most significant, reflecting consumers' increased knowledge of the harmful effects of 

human actions on the environment (Mohr et al., 2001). Environmentally conscious consumers 

may be more likely to seek out green items to lessen their ecological footprint. Social norms, 

which relate to the unwritten standards that govern conduct in a specific social group, are 

another driver of green product demand. As more customers adopt environmentally friendly 

habits, such as using reusable bags or purchasing locally produced goods, these behaviours 

become more normalised, resulting in a rise in demand for environmentally friendly items 

(Tukker, 2004). 

Individual values play a crucial role in driving green product demand. Green goods may appeal 

more to consumers prioritising sustainability and social responsibility (Luchs et al., 2010). 

Furthermore, customers driven by health and well-being may be more inclined to purchase 

ecologically friendly items devoid of dangerous chemicals or created from natural materials. 

The rise in demand for green products has far-reaching ramifications for companies and the 

economy. Companies that provide eco-friendly solutions may gain a competitive edge as 

customers grow increasingly interested in sustainable goods (Kotler & Armstrong, 2010). 

Green goods help a company's reputation and brand image and improve consumer loyalty and 

sales. Companies must be upfront about the environmental effect of their goods and engage in 

research and development to produce more sustainable products and processes to successfully 

capitalise on green product demand (Peattie & Peattie, 2003). 

Various obstacles and possibilities are also related to the need for green products. Transparency 

is one of the most critical problems. Consumers are becoming more interested in learning about 

the environmental effects of their purchases. Businesses must be prepared to provide this 

information to preserve consumer trust and loyalty (Luchs et al., 2010). Furthermore, there may 

be a trade-off between environmental sustainability and economic development since 

businesses emphasising sustainability may suffer more significant short-term expenses. 

However, there are several possibilities linked to green product demand, such as innovation 

and new markets for sustainable goods and services (Demirel & Kesidou , 2019). 

Green Product Design  

Product design encompasses the integration of customer satisfaction, the marketplace, and 

environmental considerations in the development of products. The field of product design has 

gained importance in marketing research due to the need to update product form and function 

to align with sustainability requirements. The form of a product pertains to its design, 

addressing consumers' hedonic needs, while the function relates to the engineering aspects and 
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addresses utilitarian needs (Luchs & Swan, 2011). Form and function are crucial in product 

design, influencing consumer attraction and ultimately leading to marketplace success (Luchs 

& Swan, 2011). To achieve this, some leading companies collaborate with lead users, such as 

green consumers, during the early stages of product design (Hippel, 2006). 

Lead users are highly demanding consumers, and involving them helps capture the voice of the 

customer, understand consumer perceptions and needs, and meet challenging product 

requirements, ultimately benefiting regular consumers. However, translating consumer needs 

into product design can be challenging, as consumers may need to know their latent needs 

(Rosenthal & Capper, 2006). 

The design and development of green products present unique challenges compared to their 

unsustainable counterparts and require more clarity in this area (Albino et al., 2009; Dangelico 

& Pujari, 2010; Nidumolu et al., 2009). Product design integrates form, function, and 

sustainability considerations. Collaborating with lead users and addressing latent consumer 

needs is essential to creating successful green products.  

Green advertising  

Green advertising is a growing marketing approach that promotes a product's or brand's 

environmental sustainability. With consumer concern for the environment rising, green 

advertising may have a substantial influence on customer brand choice. This paper investigates 

the notion of green advertising, how it influences customer behaviour, and how it influences 

brand choice. Green advertising refers to marketing methods that promote the eco-friendliness 

of a product or brand. It includes a variety of communication platforms such as television, print 

media, internet ads, and social media. Green advertising has been demonstrated in studies to 

have a considerable influence on consumer behaviour, notably brand choice. Tran et.al (2002) 

discovered, for example, that environmentally aware customers are more likely to acquire items 

from firms that promote eco-friendly practises. Similarly, according to David-Ignatieff et al. 

(2023), green advertising promotes customer behaviour by improving brand trust and loyalty. 

Furthermore, by influencing their environmental beliefs, green advertising may affect 

consumer brand choice. According to research conducted by Shin et al (2017), consumers 

exposed to green advertising have more favourable views towards eco-friendly items and are 

more inclined to make environmentally conscious decisions. Similarly, Sharma (2021) found 

that green advertising may influence customer attitudes and inclinations to buy 

environmentally friendly items. It is important to highlight, however, that not all green 

advertising positively impacts consumer brand choice. According to the findings of Santa and 

Drews’ (2023) research, the believability of green advertising messages is essential in 

determining their success. Consumers are more likely to believe green advertising claims made 

by reputable organisations. Furthermore, the substance of green advertising messaging is 

important in influencing client brand choice. According to Nguyen-Viet (2023).), the precision 

and clarity of the message have a major impact on the perceived trustworthiness of green 

advertising messaging.  
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The demographic features of the target population also influence the efficiency of green 

advertising in influencing client brand choice. According to research conducted by Kang and 

Hustvedt (2014), younger consumers are more responsive to green advertising themes and are 

more inclined to make environmentally responsible decisions. The survey also discovered that 

women are more ecologically sensitive than men and are more inclined to react to green 

advertising messaging. 

 

Fig 1: Conceptual framework 

Source: Authors compilation (2023) 

Figure 1 explains how green product dimensions influence brand performance. In this 

competitive environment, consumers are seeking sustainable product which are driven by how 

the product is designed and the quality of information that is available through green 

advertising. Brand performance is proxy by brand reputation. Brand reputation is the degree to 

which a consumer is willing to recommend a product. 

everal empirical studies have been undertaken to investigate the link between different 

elements and their impact on green product development success. Luan, Doan, and Nguyen 

(2022) used a survey questionnaire to gather data from over 1000 individuals who are informed 

and actively engaged in environmental conservation. Their study discovered that green 

creativity, green dynamic capabilities, green transformational leadership, reactive green 

innovation, and proactive green innovation all influence outstanding green product 

development performance. The research used SPSS 20 and AMOS 24 tools to test the 

hypotheses. It sought to provide essential data and increase awareness of innovation in 

development models for companies and organisations. 

In another study, Narges and Armin (2015) conducted a descriptive survey to investigate the 

relationship between brand-perceived quality, green brand image (GBI), brand value, and green 

brand-perceived value (GBPV) in the context of low-power electronic and electric products in 

Guilan Province. The research included 384 users chosen at random using cluster sampling. 

Confirmatory factor analysis and structural equation modelling were used to analyse the data. 

The data revealed a substantial link between brand-perceived quality, GBI, and brand value. 

However, no significant association was seen between GBPV and brand value. The research 

also discovered that brand credibility has a substantial link with GBPV and GBI; however, the 

relationships with GBPV and GBI varied in type. Chang (2014) used structural equation 

modelling (SEM) to investigate the beneficial impacts of corporate environmental commitment 

and green human capital on green product innovation performance. The research focuses on 
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the function of green adaptive capacity as a mediator. The sample consisted of 136 Taiwanese 

industrial firms. The results emphasised the significance of corporate environmental 

commitment and green human capital as predictors of green adaptive capacity and green 

product innovation. The findings suggested that corporate environmental commitment 

promotes green product innovation performance directly and indirectly through green 

adaptable capacity. On the other hand, green human capital has no direct impact on the 

performance of green product innovation. Green adaptable ability was discovered to be a 

complete mediator between green human capital and green product innovation performance 

but only partially between corporate environmental commitment and green product innovation 

performance. Overall, these studies contribute to a better understanding of the linkages between 

numerous elements and their influence on green product development success. They provide 

insights for companies and organisations wanting to understand the relationship between 

economics and the environment and vital data to support innovation in development models. 

Ajzen's Theory of Planned Behaviour (TPB) (2002) provides a theoretical foundation for 

rigorously assessing people's perceptions and intentions of conduct while acquiring green 

products and services. The primary aspect of the theory is an individual's desire to conduct a 

specific activity; however, in the present research, situational variables were examined to help 

explain why customers with green product awareness do not buy. As a result, the person's 

behaviour is determined by his or her willingness (intention) to carry out that behaviour 

(Tavousi, 2009). Motives are thought to capture the motivating variables that drive conduct, 

which frequently represent how tough individuals are prepared to try and how much work they 

anticipate putting in to execute the activity (Ajzen, 2002). According to this notion, behavioural 

accomplishment depends on motivation (intention) and competence (behavioural control). 

According to the hypothesis, customers consider purchasing green-promoted items when 

presented with beneficial situational variables, influencing their purchase behaviour. 

 

METHODOLOGY  

The study adopted the survey research design and this is because the information or data needed 

for the study required the use of structured questionnaire that was administered to the 

respondents who are the managers and product quality designers of the Fast-Moving Consumer 

Goods with reference to Nestle food and beverages, Coca-Cola and Nigeria Breweries in 

Nigeria. Also, the population of the study consists of all the 121 managers and heads of quality 

product in Nigeria. Hence, a primary method of data collection has been used in the study to 

gather the required information. An online survey involving 121 participants was conducted to 

gain their views and opinions on green products demands and brand performance. A self-

developed questionnaire was used to conduct the online survey where the questionnaire had a 

total of 10 questions (2 demographic questions and 8 topic-related questions).  

The 5-point Likert Scale was used to gather the responses of the participants regarding the 8 

research-oriented questions. A 5-point Likert Scale is an analytical tool that is used to measure 

the level of agreeableness of a person towards a particular statement (Alabi & Jelili, 2020). The 

5-point scale used in this context had the following measure- (1)- Strongly Disagree, (2)- 



  
  
 
      

DOI: 10.5281/zenodo.10441832 

1374 | V 1 8 . I 1 2  

Disagree, (3)- Neutral, (4)- Agree and (5)- Strongly Agree. Further, the IBM SPSS software 

was used to analyse the collected data and gain the results for making the required 

interpretation. The study findings was summarized by the help of the SPSS analysis tool. 

Hence, the software has been used to perform descriptive analyses to gain the frequency results 

and mean value. A reliability test of the collected data has also been performed of the two 

variables to understand the relationship between the two for the sake of the research 

Reliability test 

 

Figure 2: Reliability test 

The Cronbach alpha is the most common measure of reliability for the questionnaire used for 

the survey method with multiple Likert questions. The consistency of the score is measured 

with the help of the reliability test in SPSS. The questionnaire can be said to be consistent and 

reliable if the score of Cronbach's alpha is more than 0.70. The results of the Cronbach alpha 

have been provided in the below image which clearly highlights that the value is 0.987. It is 

clearly evident that the value of the Cronbach alpha is more than 0.7 in this case and this further 

leads to the inference that the questionnaire used is highly reliable and the values generated are 

consistent. 

Model Specification 

In carrying out this work, the researcher adopted the model of influence of green product 

development performance to enhance enterprise effectiveness and innovation, which was 

examined by Luan, et. al., (2022). with a slight modification to suit the adaptability of this 

study. 

Y= α + ßIx 

Where y = dependent variable, α = intercept, ßI  is coefficient and x is the independent variable. 

However, the above model is expressed as:   

BP = α + ßIGPD + ß2GAD + µ 

Where: BP = Brand Performance (measured as brand reputation), ß = Coefficient, α = Intercept, 

µ = Error terms, GPD = Green Product Design and GAD = Green Advertising. 
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DATA ANALYSIS AND RESULTS 

Table 1: Assessment of Green Product Design 

Items 5(SA) 4(A) 3(UN 2(SDA) 1(DA) 

The green product design by FMCG in Nigeria, 

improved the market value of the product. 

47 

(38.84) 

35 

(28.93) 

3 

(2.48) 

15 

(12.40) 

21 

(17.36) 

Green product design is a conscious effort by 

the organisation so as to make consumer rethink 

the product or service. 

53 

(43.80) 

38 

(31.40) 

5 

(4.13) 

11 

(9.09) 

14 

(11.57) 

The FMCG in Nigeria uses green product 

design to provide consumers a feel of the 

standards the company has to offer through its 

products. 

40 

(33.06) 

52 

(42.96) 

4 

(3.31) 

12 

(9.92) 

13 

(10.74) 

Source: Survey, 2023 

In table 1, it was discovered that majority of the respondents strongly agreed (38.84%) and 

agreed (28.93%) to the statement that the green product design by FMCG in Nigeria, improved 

the market value of the product. 12.40% strongly disagreed and 17.63% disagreed with the said 

statement while only 2.48% were undecided. It was also observed that the majority of the 

respondents, 43.80% and 31.40% strongly agreed and agreed respectively that green product 

design is a conscious effort by the organisation so as to make consumer rethink the product or 

service. While 9.09% and 11.57% strongly disagreed and disagreed respectively, while only 

4.13% were undecided.  

From the table 1 also, the majority of the respondents 33.06% and 42.96% strongly agreed and 

agreed respectively that the FMCG in Nigeria uses green product design to provide consumers 

a feel of the standards the company has to offer through its products. 9.92% and 10.74% 

strongly disagreed and disagreed respectively, while 3.31% were undecided. 

Table 2: Assessment of Green Advertising 

Items 5(SA) 4(A) 3(UN 2(SDA) 1(DA) 

Green advertising is a credible source of 

knowledge on the efficacy and consistency of 

FMCG in Nigeria 

60 

(49.57) 

20 

(16.53) 

8 

(6.61) 

14 

(11.57) 

19 

(15.70) 

In most green advertising by FMCG in Nigeria, 

we believe in giving the truth about the product 

30 

(24.79) 

42 

(34.71) 

4 

(3.31) 

22 

(18.18) 

23 

(19.01) 

Green advertising influence consumers to buy 

FMCG product in Nigeria 

55 

(45.45) 

41 

(33.88) 

5 

(4.13) 

10 

(8.26) 

10 

(8.26) 

Source: Survey, 2023 

In table 2, it was discovered that majority of the respondents strongly agreed (49.57%) and 

agreed (16.53%) to the statement that Green advertising is a credible source of knowledge on 

the efficacy and consistency of FMCG in Nigeria. 11.57% strongly disagreed and 15.70% 

disagreed with the said statement while only 6.61% were undecided. It was also observed that 

the majority of the respondents, 24.79% and 34.71% strongly agreed and agreed respectively 

that in most green advertising by FMCG in Nigeria, we believe in giving the truth about the 
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product. While 18.18% and 19.01% strongly disagreed and disagreed respectively, while only 

3.31% were undecided. From the table 2 also, the majority of the respondents 45.45% and 

33.88% strongly agreed and agreed respectively that green advertising influence consumers to 

buy Fast-Moving Consumer Goods with reference to Nestle food and beverages, Coca-Cola 

and Nigeria Breweries in Nigeria product in Nigeria. 8.26% and 8.26% strongly disagreed and 

disagreed respectively, while 4.13% were undecided. 

Table 3: Assessment of Brand Performance (Reputation) 

Items 5(SA) 4(A) 3(UN 2(SDA) 1(DA) 

FMCG in Nigeria usually have increase in 

output as a result of green product design 

applied on its item 

50 

(41.32) 

31 

(25.62) 

2 

(1.65) 

25 

(20.66) 

13 

(10.74) 

FMCG in Nigeria frequently utilized its green 

advertising to obtain desired result 

46 

(38.01) 

34 

(28.10) 

4 

(3.31) 

20 

(16.53) 

16 

(13.22) 

The FMCG in Nigeria use brand performance 

(reputation) to ensure increase of their input 

based on green product demand 

31 

(25.62) 

21 

(17.36) 

10 

(8.26) 

27 

(22.31) 

32 

(26.45) 

Source: Survey, 2023 

In table 3, it was discovered that majority of the respondents strongly agreed (41.32%) and 

agreed (25.62%) to the statement that FMCG in Nigeria usually have increase in output as a 

result of green product design applied on its item. 20.66% strongly disagreed and 10.74% 

disagreed with the said statement while only 1.65% were undecided. It was also observed that 

the majority of the respondents, 38.01% and 28.10% strongly agreed and agreed respectively 

that their FMCG in Nigeria frequently utilized its green advertising to obtain desired result. 

While 16.53% and 13.22% strongly disagreed and disagreed respectively, while only 32.25% 

were undecided. From the table 3 also, the majority of the respondents 25.62% and 17.36% 

strongly agreed and agreed respectively that the FMCG in Nigeria use brand performance 

(reputation) to ensure increase of their input based on green product demand. 22.31% and 

26.45% strongly disagreed and disagreed respectively, while 8.62% were undecided. 

Descriptive Statistics 

Table 4:  Descriptive Statistics of the Variables 

 



  
  
 
      

DOI: 10.5281/zenodo.10441832 

1377 | V 1 8 . I 1 2  

Statistics is used for the summarization of the entire dataset and for gaining a better 

understanding of the way in which the data are structured. The various measures to understand 

the characteristics of the dataset in this particular context are mean, median, mode and standard 

deviation. The below image outlines the value for these measures for each of the questions. It 

is visible that the mean value for all of the research-related questions is close to 3 while the 

median value for the same is 3. The mode has also been 3 indicating that the number 3 has 

appeared the most number of times in the entire dataset.  

The value ‘3’ is something that has been assigned to the ‘agree’ option of the Likert Scale and 

this further highlights that most of the participants have agreed to all the statements that were 

part of the survey. The value of standard deviation is also very low in this particular context 

which indicates the dataset is closely surrounded around the mean of the study. Further, a more 

appropriate idea and required inference can be drawn from the frequency analysis that would 

be performed in the next part of this section. 

Test of Hypotheses 

Table 5: Regression Result 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate  
1 .974a 0.752 0.735 0.51378 

a. Predictors: (Constant), GPD, GAD  

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 732.753 2 131.461 1886.212 .000b 

Residual 54.644 199 0.317     

Total 511.223 120       

a. Dependent Variable: BR 

b. Predictors: (Constant), GPD, GAD 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 0.017 0.037   -7.315 0 

GPD 2.245 0.045 0.731 10.531 0.001 

GAD 1.41 0.041 0.693 8.318 0.02 

a. Dependent Variable: BR 

Source: SPSS output, 2023 

Decision rule 5% 

The R2 = 0.75 indicates that only 75% of variation on green product demand can be used to 

explain the brand performance of Fast-Moving Consumer Goods with reference to Nestle food 

and beverages, Coca-Cola and Nigeria Breweries in Nigeria but 25% cannot be explained by 

other factors not noted in the regression model which is refer to as error term. The regression 

result shows that the model is fit for the study since the f-statistics is significant at 5% level of 

significant. The result implies that green product demand significantly affects the brand 
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performance of FMCG in Nigeria. Furthermore, the coefficient of green product design has a 

positive (.01+2.24) and significant impact on the brand reputation of FMCG in Nigeria, which 

indicates that brand performance (reputation) of FMCG in Nigeria product will increase by 

every 22% in every 1% increase.  

Also, the coefficient of green advertising has a positive (.01+1.41) and significant impact on 

the brand performance of Fast-Moving Consumer Goods with reference to Nestle food and 

beverages, Coca-Cola and Nigeria Breweries in Nigeria indicated by the t-statistics of 8.31. 

Thus, we can accept the alternative hypotheses and conclude that green product demand (green 

product design and green advertising) has a positive and significant impact on brand reputation 

of Nestle food and beverages in Nigeria. 

 

DISCUSSION OF FINDINGS 

Based on the study's findings, it is evident that green product demand plays a significant role 

in shaping the brand performance of Fast-Moving Consumer Goods (FMCG) companies such 

as Nestle, Coca-Cola, and Nigeria Breweries in Nigeria. 

These companies strategically utilize green products to stimulate increased sales, usage, and 

consumer experimentation. The study further establishes a strong positive relationship between 

green product demand and brand performance (reputation) of the FMCG companies, indicating 

that it has a favourable impact on their overall success. 

Additionally, the results highlight the crucial influence of green product design and green 

advertising on the brand performance (reputation) of these organizations in Nigeria. 

Respondents from the companies expressed agreement that the introduction of well-designed 

and effectively advertised green products in the market was well-received by consumers, 

contributing to the companies' improved performance and the achievement of industry 

objectives.  

Consequently, the study emphasizes the importance for FMCG managers and quality control 

teams to prioritize ongoing efforts in green design and green advertising to enhance brand 

performance over time. 

These findings align with a study conducted by Narges et al. (2015), which explored variables 

such as brand-perceived quality and green brand image, revealing a positive effect between 

these variables. Moreover, the study draws support from Ajzen's theory of planned behaviour 

(TPB) (2002), which provides a theoretical framework for systematically analysing individuals' 

perceptions and behavioural intentions regarding the purchase of green goods and services. 

In conclusion, the study's findings underscore the significant impact of green product demand 

on brand performance for FMCG companies in Nigeria. The integration of well-executed green 

product design and effective green advertising processes emerges as a key factor in achieving 

favorable brand reputation. By considering and consistently implementing these aspects, 

FMCG managers and quality control teams can drive improved brand performance and align 

with consumer preferences and industry objectives. 
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CONCLUSION AND RECOMMENDATIONS 

In summary, the study concludes that the demand for green products in Nigeria is primarily 

driven by the efforts of Fast-Moving Consumer Goods (FMCG) companies, such as Nestle, 

Coca-Cola, and Nigeria Breweries, in terms of green product design and green advertising for 

brand reputation. The research findings indicate significant relationships between green 

product demand, including design and advertising, and brand reputation. These findings have 

important implications for FMCG companies in Nigeria, suggesting the need to continue 

improving consumer awareness of their green products, establishing trust in green demand, and 

enhancing the perceived value of green advertising to increase consumer intention to use green 

products. 

Based on these conclusions, the study recommends that managers and quality control 

departments of FMCG companies, specifically Nestle, Coca-Cola, and Nigeria Breweries, 

should continue leveraging green product demand to enhance brand performance. This 

approach represents a new method of fostering consumer loyalty by actively contributing to a 

better brand reputation for the organization. Additionally, it is advised that these companies 

persist in their efforts to improve green product design and utilize effective green advertising 

strategies to attract more consumers to their products, given the positive relationship found in 

the study. 

By following these recommendations, FMCG companies in Nigeria can capitalize on the 

growing demand for green products, strengthen their brand reputation, and ultimately achieve 

better business outcomes 
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