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ABSTRACT 

Purpose: The objective of this study is to investigate the effects of green marketing 

strategies and corporate social responsibility (CSR) practices on organizational 

performance and competitive advantage. The study aims to advance understanding 

of CSR principles and green marketing strategies and to provide practical guidance 

to companies wishing to increase their commitment to sustainability while 

maintaining a profitable position in the Pakistan market. 

Design/Methodology: The study adopted a positivist ideology as well as deductive 

technique. A combination of snowball and accessible sampling techniques was 

employed to acquire the data from 121 participants.  

Findings: According to the study’s findings, the implementation of green marketing 

strategies and CSR policies helps to improve the performance and competitive 

advantage of lubricant companies. Further, customers as well as business experts 

support companies that produce ecologically friendly products. Thus, the present 

study provides evidence that CSR and Green marketing have a positive impact on 

company performance. 

Originality: This research enriches the information base on CSR practices, green 

marketing strategies and how they impact company performance and competitive 

advantage. The study broadens comprehension of these concepts within the context 

of the Oil Lubricant Industry. The combination of green marketing and CSR 

practices in the understudied Pakistani lubricant business makes the research 

distinctive and new. The beneficial insights gained from this study can aid 

companies in creating strategies to improve their contribution to the environment 

while still generating revenue form the Pakistani market.  
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INTRODUCTION 

Environmental sustainability is becoming increasingly important to businesses 

across all sectors. To demonstrate their environmental performance and promote 

sustainable growth, many companies have implemented sustainable practices and 

green marketing techniques. The lubricant business too has been steadily adopting 

green marketing strategies in Pakistan, wherein the demand for sustainable 

practices has proven especially critical. There is a rising need to address 

environmental issues, considering the likelihood of harmful environmental effects 

from this business. Numerous studies have examined how green marketing 

techniques and corporate social responsibility (CSR) practices affect organisational 

performance throughout a range of international businesses. Resarch has also 

examined how green marketing techniques and corporate social responsibility (CSR) 

practices affect organisational performance across a range of international 

businesses. For instance, Qureshi et al. (2020) looked into how green marketing 

affected client loyalty and satisfaction in the Indian auto industry. They found a 

strong correlation between the two, which increased customer loyalty. Green 

marketing has gained widespread acceptance in the modern market thanks to its 

emphasis on encouraging and creating environmentally friendly products in 

accordance with laws (Waqas et al., 2018). 

Both consumers and authorities worldwide are increasing their demands for 

environmentally friendly business practices. Environmental catastrophes induced 

by human activity and pollution have a direct effect on ecosystems. Therefore, it is 

essential to set specific objectives and goals for wildlife protection. The lubricant 

industry continues to produce waste and pollutants despite its fast-paced global 

expansion (Shuja et al., 2018). Adopting sustainable practices that put the 

preservation of the environment first is crucial. This entails adhering to CSR 

principles which prioritize stakeholder-company interactions and guarantee 

adherence to sustainability and safety requirements across all production and 

manufacturing procedures and end products (Waqas et al., 2020). 

In view of these factors, the objective of the research is to investigate how a lubricant 

company's performance and competitive advantage are impacted by green 

marketing strategies and corporate social responsibility (CSR) rules.  

The present study aims to investigate how respondents perceive corporate social 

responsibility initiatives affect the performance of the organization. The study 

specifically focuses on examining the impact of CSR policies and green marketing 

strategies on the performance and competitive advantage of a Lubricant Company. 
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THEORY AND HYPOTHESES 

Green Marketing 

The term’ green Marketing" refers to the process of emphasizing products or 

services that are generally environmentally friendly or have been manufactured in 

such a way as to be environmentally friendly (Alikor et al., 2022). It involves 

incorporating sustainability and environmental considerations into a variety of 

marketing techniques such as product design, packaging, delivery, and promotions 

(Kwarto et al., 2022). Green marketing is the practice of promoting products that are 

deemed sustainable for the environment (Alikor et al., 2022). Thus, an extensive 

variety of operations, including product alterations, production process 

adjustments, packaging modifications, and advertising alterations, are included in 

green marketing (Okoli et al., 2022). Green marketing comprises developing and 

advertising products and services that simultaneously satisfy consumers’ demands 

for efficiency, quality, and cost. Green marketing is an organisational approach that 

successfully and sustainably finds out, predicts, and meets client and social 

demands while taking environmental factors into account (Gusov et al., 2022). Green 

marketing refers to the promotion of products and services that are deemed 

sustainable for the environment (Kwarto et al., 2022). The phrase refers to a variety 

of actions such as changing advertisements along with goods, manufacturing 

procedures, packing, and packing layout (Okoli et al., 2022). Green marketing is 

intended to meet the growing demand for environmentally friendly products, raise 

environmental knowledge, and encourage moral consumer behaviour (Alikor et al., 

2022). Darmawan et al. (2022) showed that a large portion of customers are 

becoming increasingly concerned about environmental concerns. They are prepared 

to support and purchase advertised ecologically friendly goods. Mohammad et al. 

(2022) found that consumer intent to purchase is positively impacted by their 

positive perceptions of green products and green marketing strategies. Effective 

green marketing strategies can significantly alter consumer behaviour. 

Consumer views and buying decisions may be positively influenced by particular 

green product attributes such as energy consumption, recyclable materials, or 

natural components (Zhang et al., 2022). The development of a positive brand 

reputation associated with sustainability and environmental consciousness could be 

aided by green marketing strategies (Patwary et al., 2022). The development 

community usually sees green products as being more trustworthy and moral. 

Despite the fact that green marketing is actually effective, customers tend to be 

skeptical of green statements. According to Rosyidah et al. (2022), customers are 

concerned about "green washing," in which companies misrepresent claims 

regarding how environmentally friendly their goods are. Credibility and openness 

are essential components of effective green marketing (Wang et al., 2023). By 

educating and informing consumers on the environmentally friendly products 

offered to the environment in addition to the reasoning behind green marketing 

strategies, it is possible to increase consumer knowledge and acceptance (Gusov et 

al., 2022). Although some consumers are willing to pay extra for environmentally 
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friendly products, others may place a higher value on cost. Sustainable packaging 

techniques such as the utilization of recyclable suppliers or the reduction of wasteful 

packaging have been found to have a beneficial impact on consumer views of 

products and companies (Patwary et al., 2022). CSR activities and green marketing 

programmes regularly cross paths. According to Mohammad et al. (2022), customers 

become more committed to firms that demonstrate social responsibility and 

environmental sustainability through the implementation of green marketing 

strategies that unequivocally demonstrate a company’s commitment to 

environmental responsibility. Consumer confidence and commitment may be 

enhanced. The price sensitivity among customers can vary, whether it relates to 

green items or not. Credible and reliable green marketing strategies make it easier to 

build long-term connections with clients who care about the environment (Aslam et 

al., 2021). By effectively distinguishing themselves through green marketing 

strategies, businesses may gain a competitive advantage. Environmentally conscious 

consumers can be attracted by environmentally friendly efforts, which may also 

increase market share (Borah et al., 2023). Green marketing strategies improve the 

efficiency of organizations. A company’s profitability, brand reputation, and market 

share may all improve through the use of efficient green marketing techniques 

(Rajput et al., 2022). 

Green Marketing Strategies in Lubricant Sector 

Environmental sustainability is an increasing priority for companies in a variety of 

industries around the world. To showcase how they protect the environment and 

promote sustainable growth, many companies have embraced environmentally 

friendly business practices and green marketing strategies (Shuja et al., 2018). Since 

there is a greater demand for sustainable practices in the lubricant sector in Pakistan, 

there has been a steady increase in the use of green marketing strategies. This 

industry has come under a lot of pressure to solve environmental problems because 

of the likelihood of adverse consequences for the environment. The impact of CSR 

and green marketing strategies on organisational performance throughout a variety 

of international industries has been the subject of many research studies. For 

instance, Qureshi et al. (2020) looked at how green marketing impacted client 

satisfaction and retention in the Indian auto industry. The study found a connection 

between green marketing and client satisfaction, which ultimately leads to increased 

client loyalty. Green marketing has become a prominent concept in the 

contemporary market, with an emphasis on creating and marketing 

environmentally friendly goods that abide by numerous standards (Waqas et al., 

2018). In several nations across the world, there has been an increasing market 

demand for environmentally friendly business practices from the general public and 

from governments. Environmental disasters brought on by pollutants and human-

made activities have a direct impact on the natural system. Environmental disasters 

brought on by pollution and human-made activities have a direct impact on the 

natural system (Uduji et al., 2022). Specific objectives and goals must be set in order 

to protect the environment. The lubricant industry is rapidly growing on a global 
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scale, but it also generates waste and pollutants (Shuja et al., 2018). Therefore, it is 

critical to adopt sustainable practices that prioritize environmental factors. This 

requires implementing CSR principles, which place an emphasis on the relationship 

between users and the business while ensuring that safe environmental criteria are 

adhered to in all production, procedures, and finished goods (Waqas et al., 2020). 

The purpose of the comprehensive Green Marketing Strategy is to positively 

influence consumer choices for environmentally friendly and sustainably produced 

goods. The ideology is based on changing how raw materials are used, including 

natural resources, to fulfil environmental standards and changing industrial 

processes accordingly (Ikram et al., 2021). It presents chances for the oil sector to 

show environmental responsibility and assessment (Aslam et al., 2021). 

Organizations may better understand how consumers, stakeholders, and 

governments behave when it comes to green consumption by applying green 

marketing. They may also tackle the significant strain brought on by pollution and 

climate change in the lubricant sector and advance environmentally friendly growth 

(Bux et al., 2020). 

A strategy approach called "green marketing" gives the protection of the 

environment top priority and incorporates it into various commercial operations 

like manufacturing, packaging, and promotion (Elsaman et al., 2021). It tries to 

promote ecologically sustainable consumer behaviour and activities. Due to its 

negative effects on the environment and ineffective responses to sustainability 

problems, the oil-based lubricant business has been increasing (Aslam et al., 2021). 

As a result, this sector is increasingly in need of a commitment to environmentally 

friendly growth. 

Over the years, Pakistan's lubricant sector has experienced phenomenal expansion. 

However, the increased use of renewable resources has made it necessary for 

governments to regulate the use of cutting-edge alternative solutions. Because of 

their short-term expense and complexity, as well as the intangible nature of these 

environmental advantages, which might render it impossible for consumers to 

understand their impact, green marketing techniques are frequently challenging for 

businesses to implement (Bux et al., 2020). However, Saeed et al. (2021) contend that 

green marketing is a type of advertising that emphasizes ethical issues while 

concentrating on eliminating environmental difficulties and issues through 

beneficial economic actions. The oil business may find it advantageous to use this 

strategy to grow its operations in a sustainable manner. In order to successfully 

market their green initiatives and boost profitability in the marketplace, businesses 

need to possess a concise strategy as well as the necessary resources, objectives, and 

targets (Khan et al., 2019). Even though the lubricant business still relies heavily on 

crude oil as a source of energy, there are competing objectives among oil exploration 

and energy production, and minimizing environmental marketing, on the other 

hand, can give businesses the chance to market eco-friendly goods and raise 

consumer knowledge (Shah et al., 2022). As a result, many businesses have switched 

to using green marketing techniques since they see it as a competitive advantage. 
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In terms of marketing, the government has put environmental laws into place to 

safeguard customers, guarantee that the lubricant business manages risky waste, 

and set production limitations for motor oil to avoid environmental problems 

(Borah et al., 2023). Green marketing can encourage consumers to migrate towards 

more energy-efficient products, which can boost output and efficiency in the 

worldwide marketplace (Waqas et al., 2018). The concept of sustainability in 

business calls for a close collaboration between the pursuit of greater profitability 

and the use of green marketing techniques (Atiq et al., 2014). By making investments 

in renewable energy sources derived from renewable natural assets like wind, tides, 

and direct sunlight, oil corporations can increase the sustainability of their 

operations (Moilanen et al., 2022). Even though making investments in renewable 

energy doesn't necessarily result in quick returns, it can boost demand in the 

Pakistani market. For oil firms, environmental responsibility must be seen as equally 

a moral duty and a business imperative (Shah et al., 2022). The uncertainty 

avoidance index may also have an impact on a consumer's decision to buy an 

innovative item or piece of technology. This indicator gauges how citizens of a 

nation or culture react to novel concepts or impending events, revealing how much 

they accept or reject change (Roman et al., 2022). A nation's wealth and legal system, 

in addition to cultural understanding, influence buyer behaviour towards novel 

ideas. According to Bux et al. (2020), Pakistan has an elevated uncertainty avoidance 

score, making it difficult to persuade consumers to buy innovative green technology 

items instead of traditional ones. Over the past ten years, the oil sector has 

succeeded in increasing energy efficiency; nonetheless, a lack of extraction efficiency 

has had an impact on Saudi Arabia's ability to produce oil and gas. 

Even if efficiency must be increased, doing so necessitates a substantial quantity of 

energy for extraction, interpretation, and transportation, which raises the amount of 

carbon dioxide emissions (Majeed et al., 2022). Experts' attention has switched to 

sustainability and lowering carbon emissions, which has fueled the expansion of 

renewable energy sources and distributors. The production of biofuels has increased 

by 14% globally, ranking among the world's largest sources of liquid goods. 

Organizations must create renewable energy sources while making a major 

contribution to sustainable development (Zhang et al., 2022). 

The lubricants sector has also implemented a smart energy plan to cut carbon 

emissions, which is the best method for businesses to manage their daily operations 

and tasks. Energy efficiency specialists are finding ways to boost effectiveness while 

lowering carbon emissions. By choosing the proper lubrication products that have a 

good effect on the environment, it is simpler to quantify energy efficiency (Roman-

Augusta et al., 2021). This enables businesses to handle business difficulties in a 

competent way, improve their working environment, and preserve safety and 

ecological balance (Shah et al., 2022). There is a void in the literature, nevertheless, 

on the connection between implementing corporate social responsibility (CSR) and 

enhancing business performance in particular sectors, including the oil and gas 

industry. Therefore, additional research is required to close this gap and shed light 
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on the oil and gas sector's current market condition in South Asia, notably in 

Pakistan. Future studies should examine the implementation of new technologies 

for environmentally friendly lubricant products and the evaluation of consumer 

views towards this environmental goal. In a study on the Pakistani lubricant market, 

Zhang et al. (2022) emphasized the necessity for businesses to adopt green 

marketing techniques. The study found that the degree and scope of environmental 

difficulties are influenced by social, political, cultural, and economic aspects. Due to 

the lubricant industry's ongoing creation of waste and emissions, organizations 

must identify the environmental hurdles (Saeed et al., 2021). Overall, in order to 

encourage sustainable development and lessen environmental damage, the lubricant 

business must implement green marketing strategies. The application of these tactics 

will boost overall performance and support organisational development. In order to 

create ecologically friendly practices, it is crucial for businesses to embrace green 

marketing techniques in the lubricant industry, according to a number of 

researchers. 

Impact of CSR on Organizational Performance 

CSR, which refers to an organization’s willingness to uphold moral and ethical 

principles while fostering economic development and improving its general 

excellence, has emerged as a critical element in the modern corporate landscape 

(Saxinger et al., 2023). The traditional methods of doing business mostly concentrate 

on economic factors, which cause issues with society and the environment (Shah et 

al., 2022). Organizations can gain a number of advantages through implementing 

CSR in the lubricants sector, including expanding their standing and compassion in 

the international market, raising staff engagement, and raising consumer happiness 

(Saxinger et al., 2023). Additionally, implementing organisational rules in relation to 

environmental and social concerns helps grow customers for the company (Tanaya 

et al., 2022). 

Organizations often implement corporate strategy marketing in the Pakistani 

market based on elements like company culture and capabilities. But from 

Friedman's viewpoint, the primary objective of a corporation is to maximize profits 

via the utilization of resources and involvement in income-increasing schemes while 

simultaneously maintaining open and equal competition without deceit or 

dishonesty. This hypothesis casts doubt on the idea of CSR because it takes into 

consideration social and environmental aspects (Majeed et al., 2022). The 

development of engagement programmes, profitability, reputational improvement, 

brand awareness, staff involvement, and managing risks are a few advantages of 

CSR notwithstanding this (Tanaya et al., 2022). 

The development of social and environmentally friendly improvements within the 

company is encouraged by CSR policies, which create a valued, functioning 

company that can handle hazards and establish an increasingly competitive brand 

(Khobreh et al., 2022). Due to the likelihood of corporate participation in 

environmental difficulties, concerns about social responsibility have become more 

prominent as a result of environmental disasters. Transparency and accountability 
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are two essential factors that should be taken into account in order to build 

successful CSR policies that aid in reducing pressure on the organization and 

controlling the lack of confidence (Khan et al., 2021). CSR is frequently utilized by 

organizations as a means of disguising their responsibilities and accountability, 

claim Zhang et al. (2022). It entails incorporating environmental considerations into 

routine business operations and contacts with stakeholders in order to increase both 

shareholder profit and the company's standing in the international marketplace 

(Khobreh et al., 2022). Organizations must take into account not only the bottom line 

when deciding matters but also the influence on the environment, investments, 

business ethics, and people's rights. Accountability for practices and activities that 

have an effect on society as a whole and the environment is required by CSR in the 

lubricants sector. By putting money into business growth and sustainable practices, 

efficient CSR policies can enhance profitability (Waqas et al., 2021). 

By encouraging ethical behaviour and upholding environmentally friendly growth, 

they also enhance employee capacities and motivation. In the lubricant industry, 

strict CSR policies are essential for enhancing overall company performance and 

upholding ethical and moral standards (Smith et al., 2015). These regulations foster 

long-lasting confidence in businesses and customers, which draws in potential 

partners, strengthens current ones, and expands market share (Khan et al., 2019). 

Ahmed et al. (2022) assert that despite the fact that restricted resources may prevent 

CSR from offering a comprehensive solution to social issues, it is nonetheless a 

crucial set of principles to take into account for future tactics. Due to its limited 

resources, the lubricant sector has trouble meeting its social commitments; it is the 

government's job to deal with these issues (Maheshwari et al., 2022). CSR may 

support environmentally friendly growth and highlight businesses that put 

sustainability issues first. The lubricant sector may support sustainable development 

by embracing stakeholder theory and strengthening corporate management. The 

stakeholder-centred approach to CSR could have certain discrepancies with regard 

to sustainability, according to Saeed et al. (2021), as it fails to guarantee equal 

advantages for all parties involved. 

To increase performance and incorporate social and environmental concerns into 

their business goals, organizations are implementing CSR policies and governance. 

According to Atiq et al. (2014), demand from stakeholders for compliance with 

corporate social responsibility along with shifts in the business environment are 

what are driving these managerial changes. Therefore, CSR policies may assist 

organizations in attaining their corporate aims and ambitions. Stakeholders are 

becoming more actively involved in the CSR process, which comprises controlling 

interested parties and recognizing environmental issues (Smith et al., 2015). By 

focusing on existing customers, CSR positively promotes the lubricant industry 

while establishing business identity, interpersonal interaction, and fruitful 

partnerships. In the worldwide marketplace, this strategy produces a workforce and 

boosts economic viability, resulting in steady expansion and repeat business (Abid 

et al., 2022). CSR has become a crucial component of the planning process in the 
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lubricants sector, especially for businesses wanting to establish themselves in a 

cutthroat field and enhance their brand image. Organizations can augment their 

objectives and keep track of targets and rewards by incorporating CSR into their 

business practices (Maheshwari et al., 2022). A web-based survey with a 

questionnaire is an effective and cost-efficient way to collect primary data from 

significant resources in order to do a study. The policies acknowledge that CSR is a 

commitment to enhance the lives of individuals within the organization while 

supporting equality and putting forward creative ideas to improve the company's 

overall capacities and abilities. CSR is also a dedication to compliance. (Khan et al., 

2019). 

 

 

Figure 01: Research Model  

METHODS 

In order to completely examine the effects of green marketing strategies and 

corporate social responsibility (CSR) policies on the performance and competitive 

advantage of a lubricant company. The present investigation adopted a method 

based on the collection and analysis of quantitative data. The study’s descriptive-

correlational research design and survey methods were utilized to determine 

correlations between variables by altering them. Data was simultaneously collected 

from two target groups: lubricant green oil users (N1 Survey, n = 121) and oil gas 

professionals (N2 Survey, n = 111). The researchers employed an accessibility-

snowball method of sampling to select respondents and reach the target population. 

The surveys were created with reliability in mind, employing Cronbach’s Alpha 

values of 0 or 70 and an acceptable questionnaire error factor of 5%. While the 

pandemic reached its deadliest, data collection was done using internet survey 

approaches. The study sought to gather a sizable dataset utilizing these approaches 

for data collection in order to effectively achieve its objectives and analyse the 

correlations between variables. 

RESULTS AND DISCUSSION 

Respondents’ perceptions of CSR policies as contributing to organizational performance 

The views of oil and gas industry professionals with various levels of expertise are 

shown in Table 1 regarding how CSR policies might help achieve a balance between 
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organisational advantages and environmental responsibilities for company 

sustainability. The chart demonstrates that professionals with high, medium, and 

low levels of experience all concur that CSR policies can close the gap between 

maximizing organisational benefits and guaranteeing company sustainability for 

environmental responsibility. 

Table 1: The relationship among respondents' opinions on CSR initiatives and policies and 

those of survey participants with various experiences 

 Less than 5 

years 

05 to 10 

years 

10 to 15 

years 

15 to 20 

years 

Above 20 

years 

 
Count % Count % Count % Count % Count % 

Yes 06 100 10 100 12 100 06 100 34 100 

No 0 0 0 0 0 0 0 0 0 0 

Total 06 100 10 100 12 100 06 100 34 100 

 

Table 1 shows that industry professionals have a favourably view of CSR policies 

and anticipate that these policies would enhance organisational performance and 

profitability while upholding environmental responsibility. According to the 

professionals that responded, CSR policies can close the gap between increasing 

organisational advantages and economic sustainability for environmental 

responsibility. These results are consistent with earlier study by Zhang et al. (2022) 

on the potential benefits of business expansion through customer demand while 

implementing organisational policies pertaining to environmental and social 

concerns. The findings also corroborate recent studies by Srivastava and Shree, 

which emphasize how CSR increases profits while boosting output and profitability 

in the global economy. 

The opinions of lubricant industry professionals regarding gender and end-users in the 

Pakistan market with regard to the adoption of green products 

*Table 2: End-user opinions about the novel idea of green oil technology 

Options Respondents Percentage 

Extreme Innovative 26 21.4% 

Extreme Creative 59 49.2% 

Somewhat Imaginative 27 22.2% 

Not very Creative 07 3.2% 

Hardly Innovative 02 04 

Total 121 100% 
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According to Table 2, more than 70% of the respondents assessed the idea as 

original or highly innovative. On the other hand, 22.2% had an indifferent attitude 

towards the idea. According to the data, the novel idea of green gasoline with 

environmentally friendly benefits is gaining traction in the Pakistan market, 

encouraging many consumers to buy it and boosting the profit margin for 

businesses. In line with Khan et al.'s (2019) study of Green Marketing Strategies and 

development supporting the eco-environment for promoting organisational profit, 

the response that was obtained for the idea of employing products made from green 

technologies as an aspect of green marketing strategies in the lubricants Pakistan 

market was extremely favorable and supportive. 

Green Marketing Strategies leading to improvement in Organizational Performance 

Table 3: How CSR can boost revenue in Pakistan through green marketing 

 
Less than 5 

years 

05 to 10 

years 

10 to 15 

years 

15 to 20 

years 

Above 20 

years 

 
Count % Count % Count % Count % Count % 

Strongly 

Agree 01 15.6 02 20.2 01 10.4 0 0 05 25.5 

Agree 06 84.4 05 69.2 09 69.4 06 82.8 26 72.1 

Neutral 0 0 01 10.6 02 20.2 01 17.2 04 12.4 

Strongly 

Disagree 0 0 0 0 0 0 0 0 0 0 

Disagree 0 0 0 0 0 0 0 0 0 0 

Total 07 100 08 100 12 100 06 100 34 100 
 

According to the table, senior managers with over sixteen years of experience in the 

industry think that while implementing a CSR strategy could initially cost the 

business money, doing so is going to enhance performance, branding, public 

relations, and profitability. 86.6% of those surveyed agree. Both industry insiders 

and end users concur that implementing green motor oil technology could broaden 

the company's clientele in the Pakistan market. In addition, due to the 

environmental benefit that green gasoline offers, the majority of consumers are 

interested in buying it if it is offer market at a comparable or even slightly greater 

price comparing with comparable traditional goods. The creative idea of combining 

vegetable oil and environmentally beneficial chemicals in an automotive oil formula 

encourages customers to make environmentally responsible purchasing decisions 

and boosts the compare’s acceptance in the Pakistan market, which generates more 

revenue for the business. Putting ethical and ecologically friendly practices into 

practice can enhance the engine's performance and gas mileage that may improve 

the organization’s reputation and its financial performance. The research conducted 

by Abid et al. (2022) and Ahmed et al. (2022) provides credence to these results. 
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Findings 

For the purpose of thoroughly evaluating the impact of green marketing strategies 

and corporate social responsibility (CSR) policies on the performance and 

competitive advantage of a lubricant company. This investigation used the method 

of quantitative research. The research used a survey methodology and a descriptive-

correlational research design in order to determine connections between variables 

without altering them. A good attitude towards the latest automotive oil product 

consumption and ecological friendliness was shown by the results of polls 

performed with lubricant green oil consumers and specialists in the oil and gas 

business. This implies that there may be a market for ecologically friendly goods in 

the lubricant industry. The results showed that corporate social responsibility (CSR) 

policies improve organisational performance and help maintain a balance between 

organisational demands and environmental responsibilities for long-term economic 

viability. Industry analysts concurred that CSR policies could bridge the distance 

between increasing organisational advantages and guaranteeing economic 

sustainability for environmental responsibility.  

The study also emphasized the enthusiastic response that the unique concept of 

green gasoline technology received from the end users and specialists in the 

lubricant business in Pakistan. The reality that nearly all of the respondents ranked 

the idea as extremely inventive or innovative indicates that it is becoming more and 

more popular and has the potential to increase business profitability. The 

employment of green technology and green marketing strategies was thought to 

enhance organisational performance. The overall result of this study shows that 

increasing productivity, profitability, and performance levels within organizations 

could be accomplished by implementing CSR and green marketing practices. By 

incorporating moral and eco-friendly business practices, businesses can boost their 

reputation, attract clients, and promote sustainable growth. These findings support 

the importance of integrating marketing strategies and scientific advancements to 

achieve success in the oil and gas business, emphasizing that creating products with 

cutting-edge features alone is insufficient to gain market share and make money. 

The findings of this study emphasize the need for green marketing for both the oil 

and gas industry and other commercial activities. It emphasizes how essential it is 

for enterprises to mix marketing and chemical expertise in order to flourish, capture 

market share, and contribute to environmental preservation. 

DISCUSSION 

The overall findings of this study provide valuable information about how green 

marketing strategies and corporate social responsibility (CSR) policies affect the 

performance and competitive advantage of a lubricant company. The results show 

that implementing and adopting these strategies can greatly enhance organisational 

performance, profitability, and sustainability. Firstly, the positive feedback for the 

recently introduced motor oil product from lubricant green oil consumers and 
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industry professionals in the oil and gas sector points to possible market 

acceptability and the need for environmentally friendly lubricants. Enhanced 

mileage performance, reduced emissions, and environmental responsibility appeal 

to both consumers and business leaders, which could suggest a shift in consumer 

behaviour towards greener purchase decisions. The findings of the study support 

the assertion that CSR practices enhance organisational performance. Experts of all 

levels agree that, in order to maintain environmental consciousness and ensure 

economic sustainability, the gap between achieving organisational advantages and 

doing so must be closed. The compatibility of corporate goals with environmental 

consciousness is necessary for the development of a strong brand reputation, trust-

building, and customer attractiveness. Professionals in the lubricant sector in 

Pakistan and end consumers’ positive reactions to the unique idea of green gasoline 

technology further demonstrate the effectiveness of green marketing strategies. Due 

to the significant number of respondents who thought the idea was highly inventive 

or unique, including green technology items could aid lubricant companies in 

increasing their clientele and profitability. This outcome is in line with previous 

research that emphasizes the value of eco-environmental protection and innovation 

in creating organisational profit. 

The study also highlights the importance of moral conduct and environmental 

responsibility in the oil and gas industry. According to the findings, customers are 

willing to purchase green motor oil if it costs around the same as or slightly more 

than equivalent conventional items. This implies that customers are ready to make 

environmentally conscious purchases when presented with environmentally 

beneficial options. By encouraging moral and environmentally conscious business 

practices, improving engine performance and fuel consumption can benefit the 

company’s reputation, boost profitability, and possibly reduce expenses. The study’s 

overall findings highlight the significance of incorporating CSR and green 

marketing tactics into corporate planning and strategy. Companies may enhance 

their competitive edge, attract customers who are concerned about sustainability, 

and support environmental growth as a whole by using these techniques. 

Practical Implications 

The findings of this study are particularly pertinent for managers and other 

professionals working in the oil and gas sector. Managers are able to incorporate 

corporate social responsibility (CSR) ideas and green marketing strategies into their 

daily operations. Organizations can differentiate themselves from other companies 

and get a competitive edge by implementing green business practices and CSR 

initiatives. Managers can use favorable impressions of sustainable products to 

attract clients who care about the environment and cultivate long-lasting loyalty to 

the brand. The study highlights the potential for increased profitability through the 

use of green marketing strategies. Managers can focus on highlighting the eco-

friendly features of their products and emphasizing their dedication to CSR in order 

to attract clients who respect sustainability and are prepared to pay more for 

environmentally friendly alternatives. Customers’ involvement and education in 
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sustainability concerns can lead to the development of relationships and increased 

customer satisfaction. By actively including customers in conversations and efforts 

connected to environmental responsibility, managers can create a sense of shared 

values and a loyal customer base. The reputation of a company can be improved by 

demonstrating ethical and environmentally responsible practices to stakeholders. 

Managers should publicly explain their CSR initiatives and green marketing 

campaigns to customers, partners, investors, and the wider community if they want 

to establish a strong reputation as a socially responsible business. Implementing a 

CSR plan helps increase employer engagement and staff participation. Managers 

can promote a feeling of accomplishment and meaning through participation. Staff 

have the opportunity to participate in sustainability projects and match CSR 

programmes with employee values. Managing environmental risks and remaining 

current with environmental standards are the responsibilities of the staff there. 

Managers should routinely assess their operations, goods, and supply chains to 

verify standard compliance and reduce potential hazards. By being proactive, 

organizations can avoid legal issues and reputational damage. Suppliers, clients, 

and trade groups are just a few of the stakeholders that managers can work well 

with. By working together on initiatives focused on CSR and green marketing, 

organizations may leverage shared resources, information, and skills to promote 

industry-wide sustainable changes. Finally, by doing this, they may enhance their 

competitiveness, increase their profitability, build strong relationships with 

stakeholders, manage their image, engage their workforce, assure compliance, and 

foster cooperative ties. 

Limitations and Future Study Directions 

Despite the usefulness of the insights it gathered, the present study was 

characterized by a number of limitations. These include limited generalizabily due 

to a very small sample size. A bigger and more representative sample would allow 

for a more in-depth analysis of how CSR and green marketing strategies affect the 

oil and gas industry. Future studies may employ objective measures or alternative 

research methods, such as observational research or interviews, to collect more 

trustworthy data. Another flaw in this study is the cross-sectional design. Another 

limitation pertains to the adoption of a survey  approach. While the approach made 

it feasible to look at how different variables related to one another, it did not prove a 

cause-and-effect relationship nor follow changes over time. With longitudinal 

studies that track the implementation of CSR and green marketing practices by 

organizations over time, a greater comprehension of the implications for 

performance and competitive advantage may be achieved. Future research may also 

focus on specific industries within the oil and gas sector to study the unique 

challenges and opportunities they face when implementing CSR and green 

marketing strategies. By creating strategies that are particular to each business, it is 

feasible to obtain greater concentration and successful results because social and 

environmental problems may differ by industry. It is additionally beneficial to do 

comparative studies among other countries and areas. Cultural, governmental, and 
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economic issues may have an impact on the uptake and effectiveness of green 

marketing and CSR practices. Comparing practices and results in diverse contexts 

can provide managers and business professionals in different areas with insightful 

information. Finally, these quantitative findings could be supplemented by the 

qualitative method, which would also give additional nuanced knowledge of the 

factors influencing the use and outcomes of these practices. By addressing these 

limitations and conducting additional research with more participants, diverse 

contexts, and an amalgamation of quantitative and qualitative methods, an 

improved comprehension of the consequences of green marketing strategies and 

CSR policies in the oil and gas industry could be achieved. 

 

CONCLUSION 

The survey results revealed a favorable opinion of the new motor oil product, which 

provides advantages like enhanced mileage performance, reduced emissions, and 

environmental friendliness. In order to highlight the crucial function that Green 

Marketing plays in the oil and gas industry as well as business practices generally, it 

is imperative to launch a marketing campaign to increase customer awareness. It is 

insufficient to just create cutting-edge science or industrial projects with top-notch 

product specifications in order to grow market share or make a profit. To be 

successful, marketing and chemistry research have to be merged. 

The study looked at how respondents engaged with ethical and environmental 

practices for their own personal and professional gain. The results indicate that 

implementing a CSR strategy can significantly contribute to the expansion of the 

organization by raising employee enthusiasm and involvement. Additionally, CSR 

improves the company's reputation, fosters confidence, and benefits employees, 

suppliers, clients, and shareholders. Additionally, promoting innovative technology 

in the oil and gas industry can boost earnings, draw in funds and investors, and 

enable the company to participate in environmental programmes. In conclusion, 

employing green marketing techniques can be a crucial component of contemporary 

company planning and strategy. 
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