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Objective: The purpose of this study was to design a green brand maddness model.
Methodology: This study is fundamental in terms of its objective and exploratory in
terms of methodology. The qualitative phase of the research involved a statistical
population consisting of 15 faculty members in the field of management at the
University of Tehran, as well as managers and professionals in the mobile phone
industry with more than six years of experience. Grounded theory methodology was
employed in this study. Data were collected through in-depth semi-structured
interviews with experts in the country, as well as consultations with decision-makers
and managers of selected units and centers at Islamic Azad University. The collected
data were analyzed using specialized methods and techniques.

Findings: The resulting model in this study consists of five main categories: (1)
Causal Conditions (environmental awareness, market orientation, sensory factors,
product-related factors, marketing and advertising factors); (2) Contextual Factors
(society, economy, technological advancement, psychological and behavioral
factors); (3) Intervening Factors (political and legal factors, economic and financial
changes, social and cultural changes, environmental and climatic changes); (4)
Strategies (unique and attractive innovations, community-building and group
belonging, brand positioning, strong brand communications, social activities,
creating a sense of rarity and uniqueness, green strategies); and (5) Outcomes
(development of brand cultural identity, creation of green values, improvement in
product and service performance, widespread impacts on market behavior and
industry, increased psychological pressure and stress on consumers, economic and
social inequalities, product development challenges, unexpected cultural and social
consequences, communication and transparency challenges).

Conclusion: The findings of this study indicate that green brand maddness is
influenced by various factors, and appropriate strategies can contribute to creating
green values, enhancing brand performance, and managing related challenges.
Keywords: Brand maddness, Green brand maddness, Grounded theory.
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EXTENDED ABSTRACT
Introduction

The concept of Green Brand Madness has gained significant attention in contemporary marketing
research. The increasing environmental awareness among consumers, coupled with growing concerns
about climate change, has led to the emergence of brands that integrate sustainable practices into their
core identity. Consumers today are not only looking for high-quality products but also seeking brands that
align with their values, particularly in terms of sustainability and social responsibility (Borah et al., 2023;
Lin et al., 2021). As a result, green branding has evolved from a niche strategy to a mainstream movement
that influences purchasing behaviors and market dynamics.

Brand madness, as a psychological phenomenon, describes consumers' deep emotional connection
with a brand, often leading to obsessive and irrational loyalty. When combined with sustainability values,
Green Brand Madness creates an intense brand-consumer relationship, where customers become
emotionally attached to environmentally friendly brands and advocate for them passionately (Beverland et
al., 2007; Greenberg, 2008; Panda et al., 2020). This attachment can lead to positive word-of-mouth
marketing, increased customer retention, and enhanced brand equity, making it a crucial factor in the
success of modern businesses.

Research suggests that green branding can significantly impact consumer behavior by leveraging
emotions, social values, and perceived authenticity. However, Green Brand Madness is a complex and
multi-faceted phenomenon influenced by psychological, social, cultural, and market factors (Goyal &
Verma, 2024; Kulawardena, 2024; Liao, 2024; Watson et al., 2024). While this concept presents opportunities
for brand differentiation and competitive advantage, it also introduces challenges such as greenwashing
risks, increased consumer skepticism, and the ethical dilemmas of leveraging environmental
consciousness for profit (Nguyen et al., 2024; Tabelessy, 2024).

This study aims to develop a comprehensive model of Green Brand Madness, identifying its key
components, influencing factors, and implications for businesses and consumers. Through a grounded
theory approach, the research explores how brands can cultivate meaningful relationships with

environmentally conscious consumers while navigating the challenges of sustainability-driven branding.

Methodology

This research follows an exploratory qualitative approach using Grounded Theory methodology
to develop a conceptual model of Green Brand Madness. The statistical population of the study consists
of 15 faculty members specializing in management at the University of Tehran, as well as industry
professionals in the mobile phone sector with over six years of experience.

Data collection was conducted through semi-structured in-depth interviews with experts, brand
managers, and decision-makers from selected business units and academic institutions. The interview
questions were designed to explore various dimensions of brand madness, green branding strategies, and

consumer psychology.



The collected data were analyzed using qualitative coding techniques, including open, axial, and
selective coding, to identify key themes and categories. The final model was validated through expert
reviews and iterative refinements to ensure theoretical saturation and practical relevance.

Findings

The study resulted in a five-component model of Green Brand Madness, outlining the key elements
that drive this phenomenon:
1. Causal Conditions
o Environmental Awareness: Consumer consciousness about climate change, pollution, and
sustainable consumption.
o Market Orientation: The increasing demand for sustainable products and green
alternatives.
o Sensory and Product-Related Factors: Perceived quality, eco-friendly materials, and ethical
production practices.
o Marketing and Advertising Factors: Communication strategies emphasizing environmental
responsibility.
2. Contextual Factors
o Social and Economic Influences: Changing consumer values, ethical concerns, and
economic considerations.
o Technological Advancement: Innovations in sustainable production, supply chains, and
circular economy models.
o Psychological and Behavioral Factors: Emotional engagement, perceived authenticity, and
brand trust.
3. Intervening Factors
o Political and Legal Factors: Government regulations, sustainability policies, and corporate
responsibility initiatives.
o Economic and Financial Changes: Market fluctuations, investment trends in green
technologies, and price sensitivity.
o Cultural and Environmental Changes: Social movements, climate-related disruptions, and
evolving sustainability expectations.
4. Strategies
o Unique and Attractive Innovations: Differentiation through product design, green
technology, and exclusivity.
o Community-Building and Brand Belonging: Creating a sense of shared identity among
environmentally conscious consumers.
o Brand Positioning and Strong Communication: Establishing the brand as a leader in
sustainability and ethical responsibility.
o Social Activities and Engagement: Corporate initiatives that promote environmental causes
and community well-being.

5. Outcomes

oYy
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o Cultural Identity and Green Values: Strengthening brand equity through sustainability-
driven narratives.

o Product and Service Performance Improvements: Enhancing functionality, durability, and
eco-efficiency.

o Market Influence and Industry Impact: Shaping consumer preferences and influencing
competitors to adopt green practices.

o Psychological and Social Consequences: Increased consumer pressure to adhere to green
choices, potential stress from sustainability expectations, and economic disparities in
access to sustainable products.

Discussion and Conclusion

The findings of this study highlight that Green Brand Madness is not merely a marketing trend but
a transformative movement shaping brand-consumer relationships. Companies that successfully integrate
sustainability into their branding strategies can enhance customer loyalty, increase brand advocacy, and
gain a competitive edge in the market. However, achieving genuine green brand affinity requires
transparency, authenticity, and consistent commitment to sustainability goals.

One of the critical insights from this research is that consumers increasingly expect brands to play
an active role in addressing environmental challenges. Merely promoting green values through marketing
campaigns is insufficient—businesses must demonstrate real impact through sustainable production,
ethical supply chains, and meaningful corporate social responsibility initiatives. Failure to do so can result
in consumer skepticism, accusations of greenwashing, and reputational damage.

Additionally, the study highlights the psychological dimension of Green Brand Madness, where
consumer attachment to eco-friendly brands is driven by emotions, values, and a sense of belonging to a
cause. Brands that foster emotional engagement through storytelling, community-building, and advocacy
for sustainability can create a loyal customer base that actively promotes their values.

However, the model also identifies potential challenges and risks associated with Green Brand
Madness. Consumers who feel pressured to adopt sustainable behaviors may experience decision fatigue,
stress, and guilt associated with their purchasing choices. Additionally, the economic divide in access to
sustainable products may contribute to social and financial inequalities.

In conclusion, Green Brand Madness presents both opportunities and challenges for businesses,
requiring a strategic and ethical approach. By developing innovative, transparent, and consumer-centric
sustainability initiatives, companies can build lasting relationships with environmentally conscious
consumers while fostering a positive social and environmental impact. Future research should explore
quantitative assessments of Green Brand Madness, cross-industry comparisons, and long-term consumer

behavior trends to further understand its implications.
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