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Abstract Traditional marketing tactics have been significantly challenged by marketers, especially 
in the food sector. Companies have been engaging in covert and overt advertisements as an 
emerging marketing communication strategy to circumvent customer skepticism, build a good 
image, and create value for the brand. But there is a lack of literature regarding integrating 
traditional and new marketing tactics in building intention and ecologically conscious consumer 
behavior. Therefore, the purpose of the present study is to provide empirical evidence concerning 
the integration of different marketing tactics, i.e., Green Product Features, Green Pricing, Covert 
Advertisement, Overt Advertisement and Guerrilla Marketing, and their effects on Purchase 
Intention and Ecologically Conscious Consumer Behavior. The study also employs moderation of 
Brand Evangelism, Environmental Knowledge and Habitat Attitude between intention and 
behavior building. A visual appraisal technique was used by showing a video or picture as a sample 
of covert or overt marketing tactics before filling out a close-ended questionnaire to get accurate 
responses. The data from 568 customers of the frozen food industry were analyzed using the co-
variance-based structure equation modeling technique with the help of AMOS. The findings of the 
study elaborate that parallel to the significant impact of conventional marketing mix tactics, covert, 
overt and guerrilla marketing are strong antecedents for intention building, which eventually 
develops Ecologically Conscious Consumer Behavior (ECCB). The results also affirm that intention 
can lead to ECCB significantly through brand evangelism and environmental knowledge. These 
findings reflect the importance of shifting marketers from conventional marketing tactics to novel 
hidden marketing techniques. 

Keywords: covert marketing; overt marketing; guerrilla marketing; brand evangelism; ecological 
consciousness; food industry 

 

Introduction 

The link between food and quality has been tested in numerous studies, but this consideration 
is at its peak in post-pandemic conditions. In recent years, given ever specific demand for healthy 
food consumption, people buy more and more balanced and nutritious food to satisfy their health 
well-being (Tarabella, Apicella, Tessitore, & Romano, 2021; Anastasiou, Miller, & Dickinson, 2019; 
Cecchini & Warin, 2016). Since healthy and eco-friendly food consumption positively impacts health, 
higher authorities regarding the health sector distinguish quality aspects. Due to the recent pandemic 
situation, eco-friendliness is mainly associated with eatable products. This trend shifting is becoming 
a lifestyle in numerous countries and has a check on quality standards for eatable products (Yang, 
2020; Majid, Hanan, & Hassan, 2020). 
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contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to people or property resulting 
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Customers now require wholesome food that meets their expectations and beneficial aspects of 
a meal. As an aspect of healthy good quality food, seafood is recommended by World Health 
Organization (2017) because two meals consumption of seafood per week positively influences 
consumer health (Allegro, et al., 2021). Moreover, with a growing trend in world population, 
technological advancement, and taste preferences, the importance of the food industry in 
contemporary society is proliferating. The dependability on consumer culture, intensive production 
of eatable products and massive exploitation of natural resources are becoming the reason behind 
environmental problems resulting in adverse effects on human health (Belyaeva, Rudawska, & 
Lopatkova, 2020; Topleva & Prokopov, 2020). Due to these aspects, marketing is playing a vital role 
in the food sector among various factors that influence food habits (Tarabella, Apicella, Tessitore, & 
Romano, 2021; Nielsen, 2018). 

Hence, recent studies have considered various aspects of marketing to tackle behavioral 
characteristics of an individual by considering the green marketing mix as ‘knowledge of 
environment-friendly things’ (Tariq, Badir, & Chonglerttham, 2019). It has occupied the mind and 
imagination from the late twentieth century. Furthermore, Guerrilla, Covert, and Overt are also 
essential factors as antecedents of building positive behavior. Guerilla Marketing is defined as an 
umbrella term for unconventional advertisement campaigns that aim to draw the attention of a large 
number of recipients to the advertising message at comparatively little cost by evoking surprise and 
diffusion effects (Sinha & Student, 2019). 

Similarly, covert marketing is the foundation of freedom of choice, consciousness and 
modification. It helps the marketers to promote their products in movies to have some positive 
outcomes regrading consumer perception building (Sabir, et al., 2014; Kiran, Majumdar, & Kishore, 
2012). The marketers have identified various positive outcomes, but intention building was found on 
the peak  (Skiba, Petty, & Carlson, 2019). One of the key features of covert marketing is that it is used 
to understand and capture the weakest level of the customer, and implement it to connect with them 
(Kaikati, J., & Kaikati, 2008). Likewise, it is the method that has no purpose of maximizing the sale 
but gave a substitute to guarantee the positive attitude of the customers toward brand and 
advertisement (Taylor, 2003). 

Thus, marketing mix and its implication in green marketing are considered as a crucial topic in 
the research by various recent studies (Joshi & Patel, 2020; Musa, Mansor, & Musa, 2020; Nur, 
Akmaliah, Chairul, & Safira, 2021; Hayat, Nadeem, & Jan, 2019). However, there is a paucity 
concerning research in the current field regarding an integrated model for marketing mix, attitude, 
brand evangelism, intentional, and buying behavior (Piroth, Ritter, & Rueger-Muck, 2020; 
Karunarathna, Bandara, Silva, & De Mel, 2020; Zaky & Purnami, 2020). This behavior building is a 
broader concept that needs to be studied comprehensively in various contexts and settings (Migliore, 
Thrassou, Crescimanno, Schifani, & Galati, 2020; Zheng, Siddik, Masukujjaman, Alam, & Akter, 
2021). A paucity of empirically tested evidence was also discovered regarding the use of covert and 
guerrilla marketing in the food industry of developing countries (Serazio, 2021; Evans & Wojdynski, 
2020). These concepts could be used as intention builders for green marketing due to the current 
pandemic situation of COVID-19 over the globe. 

Based on these arguments, the present study proposes a model to fill a literature gap regarding 
the integration of marketing mix and new marketing concepts like Covert, Overt and Guerrilla 
Marketing in the food industry (Zhang, 2020; Wojdynski & Evans, 2020; Rosenbaum, Ramirez, & Kim, 
2021). Moreover, Vila-Lopez and Küster-Boluda (2020) elaborated a gap for empirical studies 
regarding the consideration of environmental factors on behavior building after reviewing 1,170 
research studies based on a qualitative survey in food packaging. Recent literature on green 
marketing and buying behavior in pandemic conditions has also directed the researchers to consider 
environmental factors such as ecological knowledge on behavioral building (Sun, Su, Guo, & Tian, 
2021; Musa, Mansor, & Musa, 2020; Karunarathna, Bandara, Silva, & De Mel, 2020). The present study 
also contributes by incorporating environmental aspects in the proposed model in which these 
aspects have considerable importance. Lastly, the study would use online and offline data collection 
methods recommended in the existing literature (Musa, Mansor, & Musa, 2020). Despite COID-19 
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pandemic conditions, brands are trying hard to use green marketing practices to attain and sustain 
their customers through various marketing tactics in which covert and guerrilla advertising indirectly 
captures customerʹs attention. The present study would provide empirical justification of the 
importance of different marketing tactics in the behavior building of target customers of the Food 
industry of Pakistan. The study would be beneficial not only for marketing agencies but also for the 
brands to deal with customer’s mindset regarding their products and marketing activities used by 
brands. 

Literature Review 

Marketing Mix Product and Price  

Even though the concept of green marketing has been discussed in earlier literature, it became 
an underpinning topic in the late 1980s and early 1990s. Research seminar on ʺEcological Marketingʺ 
by American Marketing Association in 1975 produced a book on green marketing entitled “Ecological 
Marketing” (Rudi, 2009). A process of producing and promoting environment-friendly products or 
services is considered under the umbrella of green marketing. Due to environmental considerations 
and global warming consequences, companies should use these green marketing tactics to produce 
and deliver environment-friendly products (Sembiring, 2021). Literature also discusses this as a 
concept, which includes numerous activities related to development to stimulate and sustain eco-
friendly customerʹs attitude and behavior (Joshi & Patel, 2020; Musa, Mansor, & Musa, 2020; Nur, 
Akmaliah, Chairul, & Safira, 2021; Zheng, Siddik, Masukujjaman, Alam, & Akter, 2021). Literature 
evident nemorous aspects of marketing mix i.e. 7 P’s and 4 P’s as the key elemnts for marketing mix 
startregies. 

Green Product Features 

Now talking about marketing mix dimesnsions i.e. product and proice, firstly in green or eco-
friendly marketing mix product plays a central role; however, it should keep in mind that green 
product is not just limited to its core objective, but it also involves various elements linked with the 
product, such as materials, production process and others (Cullington & Zeng, 2011). Literature also 
suggests that green products are not harmful to humans and the environment in all aspects but 
mainly in their production, usage, and disposal of these products (Junaedi, 2015). Literature also 
indicates that green products are produced using environment-friendly measures, especially non-
toxic licensed ingredients, and those that directly affect humans like eatable or cosmetic products 
(Kumar & Ghodeswar, 2015). These products should consider the environmental aspects in their life 
cycle to minimize the negative influence on their surroundings. These efforts to mitigate adverse 
effects encourage all participants to play a crucial role in technology development toward building 
environment-friendly green products. 

Green Price 

The pricing component is the most critical factor of green marketing integration. Research 
regarding marketing mix states that price is the cost or economic factor associated with any 
product/service, which is also considered a vital element of the marketing mix. A number of 
individuals intend to buy any product just because they are well prepared to pay a premium price if 
that product meets their expected value in their mindset (Sembiring, 2021). The green price refers to 
a specific price by the company relating to a specific product that assures environmental 
considerations and regulations (Hashem & Al-Rifai, 2011). Green products often seem to have a 
higher price than other traditional products in the same category because most of these products 
contain high initial or primary costs, but eventually, they provide better output in the long run. 
Researchers also enlighten the issue that the price component of any green product must be 
reasonable, inspiring the customers to prefer these products to other conventional products, 
especially dealing with the customer line of developing economies (Yazdanifard & Mercy, 2011). 
Summing up all these aspects, it was recommended in earlier studies that green products should have 
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a balanced pricing consideration for their functionality and value provision, mostly dealing in eatable 
products (Saremi, Nezhad, & Tavakoli, 2014). 

Covert, Overt and Guerrilla Marketing 

Covert Advertising can be explained with the example from a group of friends who meet on a 
summer vacation weekend and go outside for cooking and pleasing themselves. One of the friends 
repeatedly promotes a sausage by saying this is his favorite. That friend was actually associated with 
the company but hid his connection to promote that sausage. Many people use that sausage just 
because of the recommendation of their groupmate. These people, and those who heard their friend’s 
sausage references, were influenced due to covert marketing tactics (Boyer, Boyer, & Brent Baker, 
2015). Table 1 summarizes the type of marketing and its message conveying to the target audience 
through these two techniques (Boyer, Boyer, & Brent Baker, 2015). 

Table 1. Typology of Covert Marketing Techniques. 

 
Real Source 

Overt Covert 

M
es

sa
g

e 

O
v

er
t 

Traditional Techniques 

 

• Advertisement 
• Public Relations 
• Personal Selling 

• Direct Marketing 
• Sales Promotion 

Masked Techniques 

 

• Celebrities 
• Viral Marketing 

• Editorials & Video News Releases 
• Brand Ambassadors 

• Youth Marketing 
• Infomercials 

 

C
o

v
e

rt
 

Indirect Techniques 

 

• Product Placement 
• Artificial Crowds and Dialogues 

• Frightening 
• Manipulation 

• Brand Communities 
• Social Networks 

• Conditioning 

Fox Techniques 

 

• Subliminal Message 
• Amateurs 
• Cookies 

• Curiosity 
• Flogs 

• Forums & Chat Rooms 
• Ambush Marketing 

• Marketing with Senses 

In typology, the element specified as the real source is the message owner and the company that 
initiates the communication process. The real source can explain or disclose its true identity to the 
recipient in the message transmission process, or it is possible to hide it (Lu, Chen, & Wang, 2020; 
Skiba, Petty, & Carlson, 2019). The prepared message can also be transmitted explicitly or implicitly 
to the recipient. Each cell was named as traditional techniques, indirect techniques, masked 
techniques and fox techniques depending on the level of cover. 

Covert advertising is a product or brand embedded in entertainment and media. In other words, 
branding of various products by placing them within films or television programs where the 
audience may not realize is another form of advertising. Similarly, literature also believes that 
advertisers use various techniques in order to conceal such intentions smartly (Lu, Chen, & Wang, 
2020). Advertisers use covert communication as an effective way to persuade the audience to buy 
their products. According to Aka et al. (2015), advertising affects the behavioral pattern of consumers 
and ensures the patronage of the advertised brand. It makes use of messages channeled through the 
right medium, that is, the medium mostly used by potential customers (Newspapers, TV, Radio and 
Billboard). So, advertising works with the right message channeled through the right media to the 
right audience. 
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Guerrilla Marketing 

Business entities use another emerging strategy called guerrilla marketing to meet their value 
preposition and deliverability to customers. There are numerous definitions of this concept; initially, 
guerrilla marketing was defined as the set of marketing tactics that can be planned and implemented 
to a specific audience at low cost to have a marketing edge over the other competitors (Fong & 
Yazdanifard, 2014; Caldwell, Osborne, Mewburn, & Crowther, 2015). Some other recent literature 
also defines it as the advertising strategy which is designed to promote business and its 
products/services through unconventional tactics in a low budget which has a long-lasting impact on 
customerʹs mindset in building positive and strong perception for a brand (Vasileva & Angelina, 2017; 
Dinh & Mai, 2015). 

As compared to other marketing tactics, guerrilla marketing has some advantages and 
disadvantages. Talking about its benefits, it is cheap, has a long-lasting impact on customer minds, is 
highly reliable, has a high level of efficacy. So, the delivered message can cover the mass audience 
effectively and rapidly through attractive tactics and fun, and most importantly, it multiplies the 
companyʹs profit by giving them a competitive edge (Gökerik, Gürbüz, Erkan, Mogaji, & Sap, 2018). 
Now talking about its disadvantages, it has a level of ignorance risk, and secondly, due to its rapid 
reach, the uncertain negativity can also be spread rapidly through negative experiences or statements. 

Literature also shows that guerrilla marketing focuses on human behavior and psychological 
aspects, unlike conventional marketing strategies, which provide a platform to invest your time, gain 
knowledge, and build perception for buying efforts. It is also described that this technique has over 
200 sub tactics that a business can choose parallel to their product and target customers. In marketing 
terminologies, this mainly focused on ʺYouʺ rather than ʺMeʺ for building a long-lasting loyalty bond 
with customers (Caldwell, Osborne, Mewburn, & Crowther, 2015; Vasileva & Angelina, 2017; 
Gkarane, Efstratios-Marinos, Vassiliadis, & Vassiliadis, 2019). Guerrilla marketing is also a key tactic 
to enhance the companyʹs brand image in generation Y consumers (Gökerik, Gürbüz, Erkan, Mogaji, 
& Sap, 2018; Serazio, 2021). So, a positive image of a company can be built symbolically and 
experientially with the help of guerrilla marketing (Soomro, Baeshen, Alfarshouty, Kaimkhani, & 
Bhutto, 2021). Summing up the literature, past findings concluded that guerrilla marketing is the most 
considerable communication and promotional tool while having limited marketing costs, which has 
a long-lasting impact on customerʹs mindset. 

Intention and Behavior 

Green Purchase Intention 

According to Grewal, Monroe and Krishnan (1998, p.52), purchase intention can be defined as 
“a probability that lies in the hands of the customers who intend to purchase a particular product”. 
Consumers’ choice to buy a product (purchasing intention) depends largely upon the value of the 
product and opinions that other consumers have been sharing on various platforms. In other words, 
it is the possibility of buying a specific product or service in the near or far future. This intentional 
component is also considered as the most encouraging factor for an individual to execute its actual 
purchase or not (Arslan & Zaman, 2014; Kotler, Philip & Keller, 2012). 

The study also segregates the intentional concept as initially a state when a desire to own a thing 
is raised, next phase is about buying interest whereas an individual is affected through various 
product-related aspects, i.e., brand name, quality, and the price comparison with other brands in the 
same product category (Durianto, 2013). The business has to keep an eye on this intention, which can 
be executed through various marketing tactics. Viral marketing is also a key concept from these tactics 
created by the organization and word of mouth generated by the consumers leads to impulsive 
progressing and approval by users who find the brand having the value to be considered (Hoy & 
Milne, 2010). 

Empirical findings further reveal that attitude toward the sustainable brand and environment 
consciousness is the highest driving factor that raises purchase intention for buying green products, 
whereas risk perception plays a significant negative role in this relationship (Mataracı & Kurtuluş, 
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2020; Rausch & Kopplin, 2021). Another study (Tseng & Chang, 2015) also targeted exploring the 
antecedents and consequences for intention to buy organic products. The results disclosed that in a 
high level of conscious behavior, the utilitarian and hedonic values of an individual have the most 
substantial impact on intention building. The researchers also concluded that brands could educate 
customers through various marketing tools, providing a fruitful result in intention building. Similar 
to these findings, the literature also direct marketers that they need to understand how they can raise 
the level of green conscience. Furthermore, they also revealed that green conscience and consumer 
altruism are the important factors for increasing buying intention and building customer loyalty 
(Panda, et al., 2020). 

Ecologically Conscious Consumer Behavior 

Ecological conscious consumer behavior (ECCB) refers to the conceptualization of individual’s 
orientation toward presentation and concern to the environment (Zhao, Gao, Wu, Wang, & Zhu, 
2014). Being concerned for the environment is a favorable factor in behavior building; however, 
conscience toward green products and commitment toward the environment are critical factors in 
building ECCB (Prakash & Pathak, 2017). Aligned with these findings, recent researchers found that 
customers intend to switch to green ecological products and brands from non-green products due to 
climate and pandemic situations over the globe (Sajjad, Asmi, Chu, & Anwar, 2020). The researchers 
reviewed various factors that influence consumer ecological conscious behavior in recent decades, 
especially in the food industry. After extracting multiple factors from exiting studies, a recent study 
in the Asian context shows that health-conscious consumers regarding the food industry have more 
ecological behavior. This attitudinal shift is due to various health issues, especially during the 
pandemic situation facing the globe (Rana & Paul, 2017). The consumers who are characterized to 
any specific market segment consider environmental consideration while buying and consuming. 
This segment mostly believes in personal self-improvement and takes initiatives regarding adopting 
the ecological lifestyle, i.e., introducing others regarding the protection of the environment, 
consciousness for the environment, voluntary role in various events. Most considerably, their 
selection criteria are based on environmental factors (Paul & Rana, 2012). 

Researchers also explore the antecedents and consequences for building conscious ecological 
behavior by disclosing that consumer ecological behavior is mainly affected through subjective 
norms and attitudinal factors. These factors play a vital role in building ecological behaviors (Tseng 
& Chang, 2015). Likewise, research also determines that various socioeconomic levels are essential in 
deciding ecological behavior among customers of developed economies (Mataracı & Kurtuluş, 2020). 
Studies regarding sustainable behavior among youngers also show that individuals of developing 
countries for this age group are more concerned than various American and Russian countries 
(Kumar, Prakash, & Kumar, 2021). 

Environmental Knowledge 

The concept of environmental knowledge is defined as the individualʹs knowledge and 
awareness of the concepts, facts, and issues regarding environment protection and ecosystems 
(Vicente-Molina, Fernández-Sáinz, & Izagirre-Olaizola, 2013; Goh & Balaji, 2016). In simple words, 
this concept encompasses whatever an individual knows about the environment, its relationship and 
influences, capability to understand environmental issues and their response and act for its 
sustainability (Jaiswal & Kant, 2018). Existing literature related to pro-environmental factors explores 
that ecological knowledge is formed by attitudes that reflect their buying behavior. Nevertheless, the 
findings also demonstrate that environmental knowledge is an important factor in building attitude 
toward brand, intention and green behavior (Kumar, Manrai, & Manrai, 2017; Jaiswal & Kant, 2018). 
It is also directed that both practitioners and researchers should consider it seriously in the future 
(Vicente-Molina, Fernández-Sáinz, & Izagirre-Olaizola, 2013). 

Even though the concept of environmental knowledge seems like an essential factor to attain 
one’s attention toward pro-environmental ecological behavior building, it is also proven that 
knowledge about the environment is also helpful for the business world, so they can efficiently 
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deliver their information about green marketing to the targeted audience (Mahmoud, Ibrahim, Ali, 
& Bleady, 2017). Some inconsistent findings also exist in the literature, like a study by Kumar et al. 
(2017) found that environmental knowledge is a positive and significant factor for building pro-
environmental attitude, but discovered a weak and insignificant relationship with purchase intention 
in the context of Indian culture. Earlier research also uncovers the inverse findings by providing 
empirical results that environmental knowledge is a significant positive factor for green product 
buying intention building but insignificant for attitude (Vazifehdoust, Taleghani, Esmaeilpour, & 
Nazari, 2013; Aman, Harun, & Hussein, 2012). 

Brand Evangelism 

In a highly competitive market, the evangelist concept is an emerging trend for practitioners and 
researchers. Simply evangelism promotes anything by persuading others, and brand evangelism is 
also parallel to this concept; it talks about persuading others, which influences their buying intention 

(Hsu, 2019; Harrigan, Roy, & Chen, 2020). This concept of brand evangelism is considered as 
customerʹs supportive behavior and positive or negative saying about the brand, which can change 
purchase decisions. Literature also supports that brand customers could be evangelists for a brand, 
but key evangelists are the salespersons because they are working on the real ground to spread 
positive about the brand, and sells products or services (Mehran, Kashmiri, & Pasha, 2020). 

The brands are now considering an evangelical marketing frame to market their products and 
services. Recently, a study (Sanjari Nader, Yarahmadi, & Balouchi, 2020) interrogates the role of brand 
evangelism variables in building customer-brand relationships. Findings show that customer-brand 
relationships in various brand communities are significantly and positively correlated with brand 
evangelism. In marketing, brand evangelism is also replacing word-of-mouth marketing due to more 
reliance on making a non-customer individual a loyal customer of the brand (Riorini & Widayati, 
2016). Brand evangelism with co-creation and brand engagement was also a vital driver of positive 
brand evangelism (Harrigan, Roy, & Chen, 2020). 

Habitat Attitude 

Some studies also seemed that attitude is essential in building customer loyalty and purchasing 
intention (Rabbanee, Afroz, & Naser, 2020). This habitat attitude is also related to the environment, 
which discloses the attitude toward environmental factors. The literature discusses well about 
attitudes of customers, especially for cognitive characteristics and association with pro-
environmentalism, empirical findings discussed that attitude is the significant factor for intention 
building, especially regarding green products. It also seems that attitude is the subjective factor built 
through cognitive value propositions (Wang, Wong, & Alagas, 2020). 

Numerous authors also support the relationship between attitudinal factors and intention 
building, like a study by Huang et al. (2014) revealed that attitude is a considered factor for purchase 
intention toward green products (Huang, Yang, & Wang, 2014). Furthermore, another study also 
seconds these findings by indicating that attitude toward green environmental friendliness plays a 
vital role in intention and behavior building (Chekima, Wafa, Igau, Chekima, & Sondoh Jr, 2016). In 
the same vein, the attitude concept in the context of green products is the most significant factor that 
positively influences purchase intention and purchasing behavior (Amoako, Dzogbenuku, & 
Abubakari, 2020; Fauzan & Azhar, 2019). 

Hypotheses Development  

Marketing Mix and Purchase Intention 

Recently multi case-study-based research regarding retailers empirically found that digital and 
conventional marketing tactics will eventually positively influence marketing mix consequences— 
mainly product and price. Firstly, these tactics are grouped into product categories, and then this 
categorization associates the product with price factor, which lastly builds intentional factors 
(Gustavo Jr, et al., 2021). Research investigating consumer perception toward green products in 
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building buying behavior suggests a significant relationship between these factors under the hood of 
signal theory and psychological ownership theory. These findings also direct the practitioners to 
consider green product factors in their marketing tactics (Kartawinata, Maharani, Pradana, & Amani, 
2020; Chang, Chen, Yeh, & Li, 2021). 

Evidence was founded in Indonesian culture regarding influence of social media on green 
products purchase intention. This shows that potential consumers tend to seek information about 
their expectations and prioritize the green product over other products in the same category 

(Mahmoud, 2018; Dewi, Avicenna, & Meideline, 2020). Product and price are the key components of 
the marketing mix, which play a crucial role in building one’s intention toward buying. Product and 
price are the main determinants for positively affecting an individual’s intention, especially in the 
food and beverages industry (Sembiring, 2021). These findings also direct practitioners that product 
and price are the most necessary elements of the marketing mix to increase the sales intention of the 
target audience. 

Environment-friendly or green products include numerous aspects regarding environment 
friendliness, including its production, packaging, usage, and disposal. These products are primarily 
defined as a product/service offered by the company with some key environmental advantages that 
attract the consumers to buy compared to other conventional products in the same product category. 
Having a tag of environment-friendly for a product can positively affect the intentional factor of an 
individual (Mahmoud, Ibrahim, Ali, & Bleady, 2017; Shrestha, 2016). Similar to product, the pricing 
factor is also considered important for building the intention of an individual. 

Green pricing is the economic or cost factor that any customer must bear for consuming any 
ecological product. The positive and ecological value deliverability can change once perception to 
buy the green product even at a high price compared to other available non-green products in the 
same product category (Gaidhani, Arora, & Sharma, 2019; Liana & Oktafani, 2020). Most of the time, 
the green eco-friendly products seem to have a high price due to increased production costs. While 
those customers who are concerned and proactive for environment sustainability can understand the 
price offered by the firm, and they still have a positive intention to buy these products rather than 
selection other conventional non-green products. 

Customers do this their role in supporting the sustainability of the environment (Mahmoud, 
Ibrahim, Ali, & Bleady, 2017; Mahmoud, 2018). Another study in the context of green organic 
agricultural products revealed that these two components of the marketing mix are important in 
building ecological intention and behavior in customers, moreover also founded that customers are 
willing to pay more than a conventional product to buy a green environment-friendly product 
(Melović, Cirović, Backovic-Vulić, Dudić, & Gubiniova, 2020). This shows the shift of customer minds 
toward green products, considering the environment while building intentions. 

H1: Green product features have an impact on green purchase intention. 

H2: Green price has an impact on green purchase intention. 

Covert, Overt, Guerrilla Marketing and Purchase Intention 

Covert, overt or other types of advertisements utilize the appearance and deliverability 
mechanisms of familiar non-advertising formats. Researchers across these marketing formats tried to 
cover them and sum them up as various forms of paid sponsored for their editorial content. Some 
manifested native marketing formats and product placement as the key component (Wojdynski & 
Evans, 2020). In this pandemic situation over the globe, numerous business entities have to face 
crucial circumstances while dealing with their business. A study regarding the SME sector of Greek 
also tried to cover a case study regarding various consequences of guerrilla marketing strategies 
instead of traditional marketing, suggest that this marketing type is also a vital factor in building 
positive, intentional factors (Gkarane, Efstratios-Marinos, Vassiliadis, & Vassiliadis, 2019). Another 
study (Talebpour & Khorsandi Fard, 2018) measured the differential effect of guerrilla and non-
guerrilla marketing techniques on consumer perception. This differential effect was measured by 
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showing a video advertisement at the time of questionnaire filling. Empirical findings revealed a 
significant difference between the control and experimental groups; the latter were shown specific 
guerrilla marketing ads of a brand. 

Similarly, an exploratory study regarding guerrilla marketing for organic agricultural products 
was conducted, and penetration of fresh organic products was studied via guerrilla marketing as a 
novelty and unconventional approach (Damar-Ladkoo, 2016). The author collected responses from 
both supply and demand ends. The findings revealed that in this industry, reluctance seemed to 
consume fresh organic agricultural products, but promoting through unconventional guerrilla 
marketing appeared a beneficiary technique, which practitioners are ignoring. Some limited 
literature also discusses the impact of guerrilla marketing on awareness and perception of customers 
like, some earlier studies conducted, which uncover that guerrilla marketing is a multi-dimensional 
factor for change in brand equity, and it is also a vital element for building consumer perception 
(Mokhtari, 2011; Shakeel & Khan, 2011; Prevot, 2009). Literature also found empirical evidence 
exploring guerrilla marketing factors on behavioral building (Nawaz, et al., 2014). Recently, another 
study on Turkish consumers revealed that various dimensions of guerrilla marketing, i.e., surprise, 
novelty, aesthetics, clarity, emotional arousal, and relevance, significantly affect customer perception 
positively (Yildiz, 2017), on these bases present study hypothesized as: 

H3: Covert advertising has an impact on green purchase intention. 

H4: Overt advertising has an impact on green purchase intention. 

H5: Guerrilla marketing has an impact on green purchase intention. 

Purchase Intention and Ecologically Conscious Consumer Behavior 

Ecological behavior is now an emerging practical trend due to various health issues raised over 
the globe, especially while buying eatable products. Exploring the intentional factors for building 
ecological behavior of consumers, it was revealed that knowledge and consideration of health are the 
most important factors that arise intention, leading to ecological buying behavior, especially in the 
food sector of Asian countries (Paul & Rana, 2012). The literature on emerging economies was also 
studied regarding the increase in the importance of sustainable ecological conscious consumer 
behavior through various antecedents with the integration of theory of planned behavior, and found 
that along with environmental factors, green purchase intention is the key component that builds 
ecological behavior in consumer’s mindsets (Yarimoglu & Binboga, 2019). 

Green buying or ecological buying behavior is generally a widely discussed and well-
understood concept in literature. Recently, a study by Rausch and Kopplin (2021) provided a holistic 
framework to determine the key antecedents of buying behavior. They indicated that attitude 
towards sustained products has highly influenced the intention, which eventually builds ecological 
behavior in customers. Researchers also interrogate the relation between intention and ecological 
behavior through the theory of planned behavior in Mexican consumers, and found that along with 
control and other factors, the relationship between intention and ecological behavior is also 
significant (Müller, Acevedo-Duque, Müller, Kalia, & Mehmood, 2021). 

Tseng and Chang (2015) also explored the antecedents and consequences for the intention to buy 
organic products. The study also found that while building ecological behavior, intention building is 
the critical factor marketers should keep in mind while developing their marketing terms (Tseng & 
Chang, 2015). Likewise, numerous studies have been conducted on the role of intention in building 
behavioral aspects in green marketing. The researchers uncover that along with other various 
attitudinal and environmental aspects, intention building is the most considerable behavioral factor 
regarding green ecological buying (Mataracı & Kurtuluş, 2020; Wang, Wang, Xue, Wang, & Li, 2018; 
Fong & Yazdanifard, 2014). So, the current study hypothesizes: 

H6: Green purchase intention has an impact on ecologically conscious consumer behavior. 
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Moderation of Brand Evangelism, Habitat Attitude and Environmental Knowledge 

Evangelism is now an emerging and eye catching trend in research and business world 

(Schnebelen & Bruhn, 2018; Nyffenegger, Krohmer, Hoyer, & Malaer, 2015). The recent research body 
has identified and discusses its emotional component but customer intention building needs to study. 
Literature also discusses this concept in various phenomena, like the relationship of hedonic 
utilitarian shopping values, brand evangelism and word-of-mouth. A research study by Al-Nawas, 
Altarifi and Ghantous (2021) found that instead of cognition, emotional aspects strongly influence 
brand evangelism, which is also higher than word-of-mouth. Linked to these findings, literature also 
supports that emotional bonding with brand eventually leads towards evangelism, even though some 
external factors try to bias the individual but it is the customer who chooses to be evangelist due to 
having a trustful bonding with the brand (Papista, Chrysochou, Krystallis, & Dimitriadis, 2018). 

Various brands are considering evangelism marketing a vital tool during the pandemic COVID 
19. A recent study (Panda, et al., 2020) also explored this phenomenon by integrating environmental 
factors with evangelism and the development of buying intention. The empirical findings prove that 
awareness of sustainability positively influences brand evangelism, which is positively linked with 
the purchase intention of green-tagged brands. Some other studies empirically prove that brand 
evangelism is the strongest and significant factor for purchase intention, especially in green products 
in the context of developing economies (Badrinarayanan & Sierra, 2018; Li, et al., 2020). 

Attitudinal factors are also considered vital components of building intention. An investigation 
was aimed to explore the stimulus organism response model to evaluate attitude toward buying 
intention for organic food customers (Sultan, Wong, & Azam, 2021). The study empirically justified 
that besides gender differences, there is a significant relationship between attitudinal factors and 
intention building. Green and ecological buying behavior are well-discussed terminologies; literature 
also provides empirical findings regarding attitudinal factors indicating that attitude toward 
sustained products highly influences intention (Sun & Liang, 2020; Rausch & Kopplin, 2021). The 
researchers provided empirical findings that discussed attitude as the important factor for intention 
building, especially green products (Wang, Wong, & Alagas, 2020). 

Environmental management is also an emerging trend in research. A study about sustainable 
ecological conscious consumer behavior through various antecedents in some emerging economies 
found the environmental consideration and related factors as the most vital components to drive the 
ecological behavior of consumers (Yarimoglu & Binboga, 2019). Literature also explored well that 
environmental knowledge and being conscious in human actions are the factors for behaviour 
building (Goh & Balaji, 2016). Similarly, a study in the context of UK consumers assures the significant 
consideration of environmental factors in their mindset, especially while paying for eatable products 
(Dunne & Siettou, 2020). Under the pandemic situation and increasing trends in environmental 
consideration, customers had developed a positive attitude toward reducing the adverse 
environmental effect of their product buying and consumption (Cheung & To, 2019; Chen, Hung, 
Wang, Huang, & Liao, 2017).  

Moreover, substantial empirical research also discusses environment knowledge as a cognitive 
component in forming attitudinal and behavioral outcomes (Jaiswal & Kant, 2018). Knowledge is also 
considered an enabler for different attributes regarding negative or positive impact on the 
environment due to their specific product usage. Literature on green marketing and buying behavior 
also directed the researchers to consider environmental, evangelism, and attitudinal factors in 
behavioral building (Sun, Su, Guo, & Tian, 2021; Musa, Mansor, & Musa, 2020; Karunarathna, 
Bandara, Silva, & De Mel, 2020). Based on these arguments, we hypothesize: 

H7: Brand evangelism moderates the relationship between green purchase intention and ecologically conscious 

consumer behavior. 

H8: Habitat attitude moderates the relationship between green purchase intention and ecologically conscious 

consumer behavior. 
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H9: Environmental knowledge moderates the relationship between green purchase intention and ecologically 

conscious consumer behavior. 

 

Figure 1. Theoretical Framework 

Methodology 

Participants and Procedure 

Covert, Overt and Guerrilla marketing are considerable tactics used by marketers nowadays. 
The study used these novel concepts, under-studied in existing literature, so the present study results 
add substantial knowledge to the literature by providing empirical results regarding the proposed 
model. The present study has used quantitative research type and primary data to evaluate the 
influence of these marketing mix tactics. The target population of the study is the consumer of the 
frozen food sector of Pakistan. Due to the vast, diverse population, and unavailability of a sampling 
frame, the study used non-probability public intercept sampling by targeting a sample size of 1000 
respondents. From this sample, the valid completely filled number of questionnaires was 568, which 
shows that response rate of study is also higher than 90%. Now about instrument, firstly some 
questions were asked for their demographics, including gender, age, pre-visit, occupation, income, 
and preferred brand (Shown in Table 2). Here a screening question was also considered regarding 
knowledge of covert marketing to have a real time valid responses data set. These demographic 
results uncover that the data is more male dominated by having maximum respondents of 25 to 34 
year age frequent well educated buyers. Lastly these results also disclosed that K&Nʹs and Sabroso 
are top of the list brand having maximum responses for these brands. 

Table 2. Demographic Profile of Respondents. 

Total Valid Responses (N= 568) Frequency Percentage 

Gender 
Male 363 63.91 

Female 205 36.09 

Age (in Years) 

18-24 170 29.93 
25-34 263 46.30 
35-44 98 17.25 
45-54 18 3.17 
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55 and Above 19 3.35 

Pre-Visit 
Been Before / Frequent Buyer 362 63.73 

First Time 206 36.27 

Occupation 

Student 234 41.20 
Govt. Employee 87 15.32 

Private Employee 162 28.52 
Self-Employee/ Business 78 13.73 

Others 7 1.23 

Monthly Family 
Income (in PKR) 

≤20,000  14 2.46 
21,000 – 35,000 57 10.04 
36,000 – 50,000 49 8.63 
51,000 – 65,000 63 11.09 
66,000 – 80,000 84 14.79 

≥80,000 167 29.40 
Prefer Not to Disclose 134 23.59 

Preferred Brand 

K&Ns 284 50.0 
Sabroso 128 22.54 
Big bird 60 10.56 
Menu 14 2.46 
Sufi 14 2.46 

Mr. Chicken 12 2.11 
Dawn foods 7 1.23 

Frozen 6 1.06 
Jalal sons 6 1.06 

No 37 6.51 

Both online and offline means were used for the data collection process rapidly and accurately. 
In the case of online data collection, a covert marketing example was shown at the top of the 
questionnaire. Whereas for offline data collection, a group of individuals at a specific space like 
college or university class was selected to show them a small video regarding the covert 
advertisement to create a real-time scenario for getting accurate responses. 

CMV could be a useful technique when the data is being collected at a single time through a 
single questionnaire. It is also used where the constructs are having overemphasized association 
between them. There are numerous sources of measuring CMV like, scale or item complexity, 
respondent’s inability or unexperienced, having double-barreled item, respondent’s low 
involvement in research, positions of scale items, etc. As the consequence of CMV use, this enrich the 
reliability and convergent validity of in the research. It was seemed that researcher can deal with 
CMV into two ways, i.e. procedural remedies and use of statistical techniques. Researcher used 
procedural remedies at the initial stage of designing the questionnaire to overcome the CMV. 
Common procedural remedies might be including the use of more than one source of information to 
collect the data for a specific construct of a model. Authors also use procedural remedies to shows the 
potential impact of common method variance in their findings. In other words, they might be facing 
some problems in findings justification which was full filled through some procedural solutions. In 
all these situations, they are more inclined to use statistical treatments for those problems. So, there 
is a wide range of statistical techniques which are used by numerous researchers to overcome the 
CMV. The most considerable are Harmanʹs single factor test as the Common Latent Factor (CLF) and 
second one was CFA for a single factor (Ali et al., 2021). This Harmanʹs single factor test is also known 
as Harmanʹs one factor test which is most popular technique used in model evaluation (Ashfaq et al., 
2020). By following this technique, all 48 adopted items in present research were put into single 
confirmatory factor analysis. So, the findings of this analysis also verify that there is no existence of 
CMV bias in sample data.  
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Measures 

Frozen food was selected as a target product category for the study to measure the integrated 
model of the marketing mix, covert marketing attitudinal, environmental aspects, and ecological 
behaviors. Therefore, items were identified from various studies regarding these concepts after an 
extensive literature review. All the respective items were measured through a five-point Likert scale. 
Green marketing mix was measured through the four-item scale of green product feature (Mahmoud, 
Ibrahim, Ali, & Bleady, 2017), and green pricing was assessed through 4 items (Suki, 2016). An eight-
item scale was used to measure covert advertisement (Kelly, 2015), while the overt advertisement was 
measured through a four-item scale by Zhang (2020). Likewise, a seven-item scale was used to 
measure guerrilla marketing (Bradley, 2007). Purchase intention and environmentally conscious 
consumer behavior were measured through eight items by Soon and Kong (2012) and Zabkar & Hosta 
(2013). Lastly, moderating variables of three concepts was also measured: environmental knowledge 
was measured through a three-item scale by Mahmoud et al. (2017), brand evangelism was assessed 
through a five-item scale (Matzler, Pichler, & Hemetsberger, 2007), and four items were adopted to 
measure habitat attitude towards the brand (Saupi, Harun, Othman, Ali, & Ismael, 2019).  

Data Analysis and Results 

Descriptive  

Table 3 provides descriptive statistics, which shows that the valid sample size was 568 responses. 
The mean and standard deviation, which show the average and deviance of all variables, indicate 
above midpoint level and less scattered behavior of the data. Lastly, the table shows the skewness 
and kurtosis, which are used to analyze the symmetry in the dataset. Its value less than ±1.00 shows 
normally skewed (Hair et al., 2014); here, the BE and EK have slightly high values. 

Table 3. Descriptive Statistics. 

 Min. Max. Mean STDEV 
Skewness Kurtosis  

Statistic Std. Error Statistic Std. Error 

GM 1.29 5.00 3.6527 .99300 -.854 .103 -.232 0.205 
CA 1.38 5.00 3.4241 .93905 -.368 .103 -.410 0.205 
BE 1.00 5.00 3.8937 .78214 -1.307 .103 1.230 0.205 
OA 1.40 5.00 3.8475 1.01921 -.843 .103 -.108 0.205 

HAB 2.00 5.00 3.9492 .67865 -.197 .103 -.983 0.205 
GPI 1.33 5.00 3.5704 .91760 -.497 .103 -.286 0.205 

ECCB 1.00 5.00 3.1496 1.14311 -.005 .103 -1.109 0.205 
EK 1.00 5.00 3.9538 .63190 -1.203 .103 1.755 0.205 

GPF 1.00 5.00 3.0198 1.05092 -.016 .103 -1.087 0.205 
GP 1.33 5.00 3.5651 .97653 -.545 .103 -.363 0.205 

N= 568         

Confirmatory Factor Analysis 

Testing the integrated model empirically by targeting the customers of the food sector to 
measure their buying behavior regarding green marketing is the key step of the study. The present 
study used the covariance-based structural equation model (SEM) applied through AMOS software 
to extract the quantitative findings from collected data (Hair et al., 2017). SEM is the state-of-the-art 
technique to measure the inner and outer model of a research framework, which allows the relation 
of different concepts in one model (Anderson and Gerbing, 1988; Kline, 2005).  

Some other well-known criteria for the goodness of fit for the model are RMR, GFI, AGFI, PGFI 
and SRMR criteria. From all these, mainly SRMR is considered as standardized difference between 
observed and predicted correction for this, goodness is that value should be less than 0.08 (Hair, 
Gabriel, & Patel, 2014). In present research value for SRMR goodness was 0.0313, which is well 
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enough to meet the goodness criteria. Moreover, numerous researchers have done quality work 
regarding running measurement models to access reliability and two main types of validity, i.e., 
convergent and discriminant validity. Firstly, the reliability test shows the internal consistency of 
data collected through any specific research instrument. The present research is measured through 
composite reliability, which is preferable for reliability checks (Hair et al., 2019). Next, validity 
measures the extent of measurability of the instrument for that specific concept or variable. There are 
two types of validity: convergent and discriminant. First, convergent validity relates to the 
convergence of items and variables of a framework measured through two sub-criteria. It is assessed 
through factor loading values, which show that an item is a good measure for a variable whose value 
should be greater than 0.6. Three items did not meet the criteria in our study, and we omitted those 
questions for further analysis (Appendix 1 & 2). The convergent validity is also computed through 
average variance extracted (AVE), as shown in Table 4. Our results demonstrate convergent validity 
because AVE values are higher than 0.5 for each construct (Hair et al., 2019).  

Table 4. Reliability and Validity. 

 
Alpha 

Value 
AVE MSV 

Max 

R(H) 
CA GM HAB OA ECCB BE GPF GP GPI EK 

CA 0.912 0.787 0.623 0.968 0.887          
GM 0.967 0.802 0.625 0.968 0.730 0.896         
HAB 0.942 0.665 0.282 0.910 0.169 0.146 0.816        
OA 0.932 0.768 0.608 0.948 0.727 0.778 0.203 0.876       

ECCB 0.796 0.805 0.225 0.951 0.370 0.417 0.081 0.421 0.897      
BE 0.966 0.618 0.282 0.891 0.196 0.227 0.531 0.292 0.075 0.786     

GPF 0.874 0.673 0.203 0.905 0.377 0.283 0.081 0.366 0.123 0.133 0.821    
GP 0.941 0.658 0.137 0.874 0.251 0.233 0.024 0.260 0.086 0.176 0.175 0.811   
GPI 0.890 0.629 0.625 0.842 0.789 0.790 0.057 0.780 0.475 0.103 0.451 0.370 0.793  
EK 0.908 0.620 0.238 0.849 0.182 0.208 0.488 0.221 0.064 0.484 0.016 -0.010 0.029 0.788 

On the other hand, discriminant validity talks about the theoretical difference between the 
variables and items. It is measured through the Fornell-Larcker criterion and HTMT, but the first two 
are considered the most vital tool for measurement. The results meet the Fornell-Larcker criterion, 
which states that square roots of AVE values of each construct (placed in diagonal) should be greater 
than the inter-construct correlations, as shown in Table 4. In addition, the table also justifies the values 
of maximum shared variance (MSV) parallel to comparison with AVE, the criteira for this is that value 
of MSV should be less than the value of AVE for each constrct in present research all the values are 
well lesser which support the concept of disriminent validity. 

Discriminant validity is also assessed through the Heterotrait-monotrait (HTMT) Ratio. Hair et 
al. (2018) recommend that its value should be less than 0.9, especially while talking about the inter-
correlation of variables (Table 5).  

Table 5. HTMT Criteria. 

 CA GM HAB OA ECCB BE GPF GP GPI EK 

CA           
GM 0.727          
HAB 0.168 0.150         
OA 0.732 0.781 0.206        

ECCB 0.369 0.429 0.081 0.430       
BE 0.197 0.228 0.534 0.298 0.074      

GPF 0.394 0.311 0.087 0.387 0.135 0.136     
GP 0.250 0.228 0.008 0.251 0.072 0.163 0.169    
GPI 0.801 0.794 0.059 0.776 0.476 0.105 0.486 0.361   
EK 0.179 0.219 0.515 0.223 0.066 0.489 0.013 0.008 0.031  
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Path Analysis 

After the testing goodness of model and validation, further valuable process is to analyze the 
path model through SEM in AMOS. This shows the results of the outer model, which tells about the 
direction and strength of the relationship between exogenous and endogenous variables. Error terms 
are also shown on each construct, as well as an indicator. 

Figure 2 demonstrates the results of path model analysis. It shows the influence of green 
marketing features, covert, overt and guerrilla advertisement on green purchase intention and 
ecologically conscious consumer behavior. Here, the estimation values represent the direction of 
relationships between exogenous and endogenous latent variables. The positive value represents that 
exogenous and endogenous latent variables have a positive direct relationship. Next, from this 
graphical representation, values for coefficients are shown in Table 6 along with standard error (S.E.), 
critical ratio (CR= Estimate/S.E.) (Chang, Tsaur, Yen, & Lai, 2020; Ali, Mahmood, Ahmad, & Ikram, 
2021). 

 

Figure 2. Path Analysis. 

Table 6. Hypotheses Testing. 

Path Estimate S.E. C.R. 

GPI <--- GPF .104*** .026 4.041 
GPI <--- GP .109*** .026 4.133 
GPI <--- CA .280*** .043 6.452 
GPI <--- OA .237*** .054 4.410 
GPI <--- GM .312*** .048 6.522 

ECCB <--- GPI .567*** .052 10.797 
Note: *** p value < 0.001 
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The significant values of the paths are determined through critical ratio (C.R.) and p values. The 
results in Table 6 show that all the direct hypotheses, i.e., H1 to H6, are considerably and positively 
significant (C.R.>1.96). 

The moderation in the model plays a valuable strengthening or weakening role for any 
relationship. The present study also interrogates three moderators, i.e., Brand Evangelism, 
Environmental Knowledge and Habitat Attitude, as shown in Table 7. 

Table 7. Moderators Coefficient and Model Summary of. 

 Coeff t LLCI ULCI Statistics Results 

GPI_Avg .5298 12.0078 .4431 .6165 R2 = .2955 
Supported BE_Avg .3704 6.7348 .2624 .4784 F = 78.8719 

Int_1 .2410 4.1625 .1273 .3547 p =.0000 
GPI_Avg .5212 10.9779 .4279 .6144 R2 = .2925 

Not 
Supported 

HAB_Avg .1253 1.9519 -.0008 .2514 F = 77.7196 
Int_1 .0230 .3325 -.1130 .1591 p = .0000 or .7397 

GPI_Avg .5316 12.0182 .4447 .6185 R2 = .1853 
Supported EK_Avg .4311 6.1521 .2935 .5688 F = 42.7734 

Int_1 .2619 4.1108 .1368 .3871 p = .0000 

These results show that all three moderators are significant, but mainly brand evangelism and 
environmental knowledge play a valuable role in strengthening the relationship at a significant level 
of p-value less than 0.05. Table 7 also shows the results of the significance test of moderators with the 
help of t and p values. The table is being segregated into three portions. Firstly, it shows a moderation 
of brand evangelism H7. Its coefficient value is .2410 and the t-value is 4.1625 at 95% confidence level 
means that brand evangelism strengthens the relationship. Next, habitat attitude H8 is also being 
studied as moderator with a coefficient of .0230 also showing positive impacts but the t-value is 0.3325 
and p-value is also not accepted, which means that habitat attitude moderates the relationship but 
not the relationship founded significant. Lastly, H9 is for the moderation of the environmental 
knowledge, which has the coefficient of .2619, with a t value of 4.1108 and p-value< .001, meaning 
that it strengthens the relationship so this relationship was also found to be significant. Summing up 
all these findings, the relationship between purchase intention and ecological conscious buying 
behavior is significantly and strongly moderated by environmental knowledge and brand 
evangelism. 

Discussion  

The core purpose of this research was to measure the influence of various marketing tactics, 
including covet, overt and guerrilla, on intention and ecological buying behavior of frozen food in a 
developing economy, i.e., Pakistan. Drawing a gap from the existing literature, the current study 
developed an integrated model with various marketing tactics that are vital as intention-building 
factors. Empirical findings extracted through a distinctive methodology uncover that these marketing 
tactics play a valuable role in developing an individual’s intention. It also seems that people’s 
perception is changing, and their intention-building factors also switch toward novel marketing 
tactics. The results also disclosed that instead of conventional green marketing tactics, covert and 
guerrilla marketing are more strong antecedents for developing customerʹs intention, which was also 
an identified gap in the literature (Serazio, 2021; Evans & Wojdynski, 2020). These results show that 
these marketing tactics lead to customer intention, which eventually builds the ecological behaviour 
of consumers, especially while buying frozen food (Zhang, 2020; Wojdynski & Evans, 2020; 
Rosenbaum, Ramirez, & Kim, 2021). 

Coming toward the moderators, the study interrogates three different moderations, and the 
results are also justifiable. All three variables, i.e., Brand Evangelism, Environmental Knowledge and 
Habitat Attitude, significantly strengthen intention and ecological behaviour factors, but evangelism 
and environmental knowledge are found stronger than the third one. Summing up all these findings, 
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it shows that a higher level of evangelism for the brand and good environmental knowledge results 
in a high level of ecological buying behaviour in consumers, especially in dealing with eatable 
products. The results are coherently consistent with the existing literature (Badrinarayanan & Sierra, 
2018; Li, et al., 2020; Dunne & Siettou, 2020), whereas some identified gaps are also bridged by the 
present findings (Sun, Su, Guo, & Tian, 2021; Musa, Mansor, & Musa, 2020; Karunarathna, Bandara, 
Silva, & De Mel, 2020). These findings direct practitioners to move from traditional marketing tactics 
towards novel covert or overt marketing techniques. All these substantial findings are building a 
logically grounded bridge between theory and practice. These findings will also uplift the 
understanding level regarding theory and practicability, especially while dealing with customer 
attraction tactics. 

Theoretical Implications 

The first theoretical contribution of this research is that research explored well positive impact 
of various marketing tactics in building green purchase intention. These findings are consistent with 
the existing literature. Radically, green or environmentally friendly products should also consider 
GPF and GP as intention building factors because, specifically in developing countries, price 
consideration for any product is also a vital factor for intention building, as documented in the 
existing literature (Liana & Oktafani, 2020; Karunarathna, Bandara, Silva, & De Mel, 2020; Sembiring, 
2021; Gustavo Jr, et al., 2021). These findings also enrich the literature regarding the significant 
positive influence of GPF and GP for purchase intention. The present study also relatedly responds 
to the call of researchers regarding the paucity of literature for covert, overt and guerrilla marketing 
(Serazio, 2021; Evans & Wojdynski, 2020). Departing from prior studies, this research has found an 
integrated model for these new marketing tactics and marketing mix. So, this study also fills the 
knowledge gap directing the positive influence of these factors for intention building, which 
eventually a significant factor for ECCB 

Some other theoretical contribution is regarding consideration of moderators, and approve that 
BE and EK are the factors that strengthen the positive relationship of PI and ECCB. These findings 
also fill the theoretical gap in the existing literature regarding the dearth of literature for moderations 
of these variables (Sun, Su, Guo, & Tian, 2021; Musa, Mansor, & Musa, 2020). The results affirm that 
theory developers should consider these aspects as well, which were underpinned. Last but not least, 
the methodological implications adopted in the study to consider both online and offline means of 
data collection, and secondly study also used a visual approach for showing covert ads to 
respondents to have an accurate response from them. Summing up all these, the present research 
redirects scholars to underscore the positive implications of these attractive new marketing tactics 
parallel to the existing approaches. 

Practical Implications 

Beyond the theoretical aspects, the study also directs some implications for practitioners in two 
major aspects. Firstly, it requires that managers should consider and highlight the productʹs price 
and features while developing and marketing the product through some novel marketing tactics. The 
provided information under the study is clear and instructs practitioners to play their role in product 
development while launching the product in the market. Findings also found for practitioners that 
although feature and price are essential factors while marketing a product than the way of marketing 
the product. In the competitive business world, you have to do something different to capture 
customers; these covert, overt or guerrilla marketing tactics are those differentiators. 

Secondly, strategical findings of the present study regarding moderation of BE, EK, and HAB on 
intention and behaviour building could also serve as a solution for some fundamental issues in the 
business. Nowadays, positive word of mouth is an important factor for marketers. If a satisfied 
customer represents the brand as an evangelist for the brand, that will positively influence the 
product. So, practitioners should consider these findings that BE and EK are valuable factors for 
strengthening intention and ecologically conscious behavior. However, all these results should be 
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interpreted practically with caution, in that these results depend upon objectivity. Practitioners 
should also consider some factors to enhance environmental consideration knowledge. 

Limitations and Future Directions 

Despite all these theoretical and practical contributions, the present study has enlightened some 
future directions for researchers. Although the present study is based on some theoretical gaps 
directed in the existing literature, some time and resource constraints could be considered as future 
directions. Firstly, the study used price and features from the marketing mix but the remaining Pʹs of 
the marketing mix, i.e., place and promotion, were omitted. Therefore, future researchers can use 
those marketing mix tactics as well. It might be possible that some other factors exist, which 
potentially may act as intention-building factors. 

The study also considered moderation but integrated mediated moderation of the model was 
not incorporated. So, the study urges future researchers to consider the mediated moderation test on 
this comprehensive model. Lastly, about the theoretical aspect, some other factors were neglected in 
the present study that could be strong influencers for intention building and explore some post-
purchase consequences like loyalty and repurchase inetenion that could provide a beneficiary result 
for the assurance of this model. Another theoretical direction is that future studies should also 
measure the post-purchase behavior, and mediation of individual personality to measure how 
customer personality plays a role in buying green products. 

The study is also limited to the frozen food industry, but future researchers can also cover other 
sectors that use covert or overt marketing techniques to measure the goodness of those tactics for 
them. Demographically, whether the study covers different cities of Pakistan as developing countries, 
but some other countries or a cross-country comparison should also be made with this model. Next, 
as discussed, the present study used both means of data collection, i.e., online and offline, but did not 
measure the differential effect between these two datasets, which could also be a theoretical finding 
that which means of data is more accurate. Parallel to these limitations, methodological limitations 
are also under consideration. As the present study used non-probability sampling for the 
experimental study, future researchers should consider a longitudinal probability-based survey to 
evaluate pre and post-perception of respondents after watching these covert and overt 
advertisements. Thus, researchers are recommended to conduct some research to have some nuanced 
examination and consider all these limitations in future models. 

Conclusion 

The present study tried well to bridge the unaddressed theoretical as well as practical gaps in 
the sector and literature. Concrete findings robust the conclusion with some sufficient warranted 
evidence generated through distinctive methodological aspects. The present research contributes to 
the burgeoning stream of marketing literature by theoretically and empirically testing the marketing 
mix and covert marketing tactics to build environmentally conscious behavior for green products. 
Findings indicate that instead of conventional marketing mix tactics, covert marketing tactics are the 
valuable factors for intention building. Moreover, findings also emphasize that evangelism and 
environmental knowledge are significant motivators to build the conscious ecological behavior of 
customers of the frozen food industry in developing countries. The findings are in line with the 
previous results (Chang, Chen, Yeh, & Li, 2021; Wojdynski & Evans, 2020; Müller, Acevedo-Duque, 
Müller, Kalia, & Mehmood, 2021; Sultan, Wong, & Azam, 2021). The researchers are recommended 
to extend the study by incorporating shortcomings of the present investigation, as discussed in the 
limitations section. 
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Appendix 1. Path Analysis Graph (After 3 Items Deletion Here Onwards) 

 

Appendix 2. Factor Loadings and Reliability  

Factors Loadings Reliability Factors Loadings Reliability 

GPF1 0.905 
0.891 

GM1 0.907 
0.966 GPF2 0.784 GM2 0.896 

GPF3 0.814 GM3 0.938 
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GPF4 0.773 GM4 0.886 
GP1 0.895 

0.852 

GM5 0.865 
GP2 0.794 GM6 0.894 
GP3 0.737 GM8 0.881 
CA1 0.909 

0.967 

ECCB1 0.870 

0.943 
CA2 0.918 ECCB2 0.879 
CA3 0.886 ECCB3 0.949 
CA4 0.881 ECCB4 0.889 
CA5 0.875 EK1 0.731 

0.830 CA6 0.888 EK2 0.871 
CA7 0.871 EK3 0.753 
CA8 0.868 BE1 0.768 

0.890 

OA1 0.787 

0.943 

BE2 0.775 
OA2 0.892 BE3 0.803 
OA3 0.903 BE4 0.778 
OA4 0.893 BE5 0.806 
OA5 0.901 HAB1 0.811 

0.909 

GPI1 0.845 
0.836 

HAB2 0.805 
GPI2 0.762 HAB3 0.858 
GPI3 0.770 HAB4 0.788 

   HAB5  0.816 
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