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Abstract

Multilevel marketing (MLM) companies in India use a decentralised
approach to distributing their products through individuals whose decision-making
is influenced by social rather than formal management. Although sustainability and
green management practices (GMPs) have been gaining prominence in current
organisational research, their spread within MLM structures remains under-
investigated. This paper constructs a multi-level conceptual model of how firm-
level GMPs are translated into network-level mechanisms, which are then executed
by individual distributors, resulting in organisational and environmental
consequences. The framework, based on institutional theory, social learning theory,
stakeholder theory, and the resource-based view, identifies environmental
awareness, green trust, and social learning as the main mediating factors and
hypothesises that the Indian institutional context serves as a moderator. This paper
advances sustainability theory by integrating recent developments in green supply
chain management, green human resource management, and studies of pro-
environmental behaviour, and offers future directions for empirical research.
Keywords: green management practices, multilevel marketing, sustainability,
social learning, institutional theory

Introduction

Growing universal awareness of the dangers of the ecological situation has led to
greater adoption of sustainable lifestyles and a surge in demand for environmentally
conscious products and services. Companies realise that sustainability is extremely
paramount and adopt green marketing approaches to respond to the increased
consumer awareness and regulatory demands (Subeesh & Shenbhagavadivu, 2024).
It manifests especially in industries in India undergoing rapid industrialisation,
where the environment is being degraded; as a result, innovations such as green
marketing and green management practices remain necessary (Hinson et al., 2021).
Green management practices (GMPs) entail adopting environmentally friendly
approaches across an organisation's operations to minimise adverse ecological
effects and enhance performance (Ma & Xue, 2024). These practices include eco-
innovation, sustainable supply chain integration, waste minimisation, and energy
efficiency (Vitratin et al., 2022). However, the specific factors that drive firms to
adopt such alliance green management (AGM) practices are not always fully
understood, especially within complex organisational structures (Ma & Xue, 2024).
In India, practising green management in the context of Multilevel Marketing
(MLM) companies has unique opportunities and challenges. MLM is a networked,
decentralised, and informal method of distributing products that involves recruiting
new members into the business by offering commissions to customers
(Radhakrishnan & Aithal, 2024). While MLM has enabled Indian youth to build
careers specifically in the fashion and apparel industry, it has also given people the
opportunity to start a business with less capital (Selamet et al., 2022). This may lead
to intensive operations, excessive packaging, logistics that are carbon-intensive and
unsynchronised product lifecycles. The integration of GMPs into such a multi-
layered structure requires a multilevel conceptual framework to address corporate
headquarters, regional distributors, independent representatives, and the end
consumer. The paper aims to theorise the practical application of GMPs at the
interdependent levels of regulatory incentives and digital enablers, cultural norms,
and the economic rationalities of actors on the ground. This type of research has
helped to understand the sustainability of non-traditional organisational forms in
emerging economies.
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Green Management Practices and MLM
Structures

Green management, as applied in Multilevel
Marketing (MLM) firms in India, presents both
opportunities and challenges. MLM, also known as
direct selling, is a decentralised, networked, and
informal distribution channel that attracts customers to
market products and recruit new members to earn
commissions  (Radhakrishnan &  Aithal, 2024).
Although Indian youth have been empowered through
career development, particularly in the fashion and
apparel industry, and people have the opportunity to
venture without large capital due to the high growth
rate (Selamet et al., 2022), environmental concerns
have been neglected. It may lead to resource-intensive
processes, overpacking, carbon-intensive logistics and
uncontrolled product life cycles. The implementation
of GMPs within such a multi-layered structure
demands multiple levels of thought that must cover
the corporate headquarters, regional distributors,
independent representatives, and end consumers. The
paper will theorise on how GMCs can be actualised to
such heights of interdependence through regulatory
incentives, digital intermediaries, cultural practices,
and the economic rationalities of grassroots players.
This study contributes to the body of knowledge of
sustainability in non-traditional organisational forms
in new economies.

Theoretical Foundations

1 Institutional Theory

The issue of green management in Multilevel
Marketing (MLM) companies requires a robust
theoretical foundation to understand how it is
implemented and its effects. The institutional theory
offers a critical perspective and holds that
organisations may engage in practices not only to
pursue efficiency but also to obtain legitimacy and to
meet society's demands and expectations (Ma & Xue,
2024). When applied to green management, it implies
that MLM companies can adopt green practices to
align with the changing regulatory environment and
stakeholder expectations, and to improve the company
image, especially in emerging markets where
industrialisation has increased awareness of the
importance of the environment (Hinson et al., 2021).
Organisations are forced to implement green
initiatives by the isomorphic pressures, such as
coercive (e.g., government regulations), mimetic (e.g.,
imitation of successful green competitors), and
normative (e.g., professionalisation of environmental
standards) pressures (Ma & Xue, 2024).

Figure 1.

2 Social Learning and Pro-Environmental
Behaviour.

Social learning theory further illuminates how pro-
environmental behaviour can be fostered among the
decentralised network of MLM distributors and
consumers. The theory assumes that people acquire
behaviour by observing others and their effects. Green
leaders and pioneers of green practices in an MLM
setup can serve as role models for downline members
and customers. Positive reinforcement of sustainable
practices can also be spread through the network
through effective communication and training in eco-
friendly actions (Pallavi, 2023).

3 Stakeholder views and Resource-Based views.
Lastly, the resource-based view (RBV) and the
stakeholder theory provide supplementary insights.
According to the RBV, a firm can achieve sustainable
competitive advantage through valuable, rare,
inimitable, and non-substitutable resources and
capabilities (Pallavi, 2023). Implementing strong
green management practices may be seen as distinct
competencies that set MLM companies apart and
appeal to environmentally aware consumers and
distributors. The stakeholder theory holds that
organisations must take into account the interests of
all stakeholders in their activities and operations,
including customers, workers, communities, and the
environment (Mourya & Verma, 2024). Green
practices will enable MLM firms to meet stakeholders'
demands for environmental responsibility, thereby
building trust, enhancing corporate image, and
securing sustainability and success in the competitive
global market (Subeesh & Shenbhagavadivu, 2024).

Conceptual Framework and Theoretical
Justification

Figure 1 illustrates the proposed multilevel conceptual
model of the diffusion of green management practices
in Indian multilevel marketing (MLM) companies.
The model integrates firm-level management of green
practices, a network transmission mechanism, and
distributor-level individual green behaviour to
elucidate how sustainability undertakings are
translated into organisational and environmental
levels. It also includes major mediating processes such
as environmental consciousness, social learning, and
green trust, as well as the moderating impact of the
Indian institutional context. Through the direct cross-
level connection of these factors, the framework offers
an organised account of how sustainability can be
diffused in decentralised, networked organisational
forms such as MLM firms.
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A Multi-level Conceptual Framework of Green Management Practices in Multilevel Marketing Firms
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Conceptual Framework Supported in Theory.
Figure 1 above presents a multilevel framework for
the diffusion of green management practices in
multilevel marketing firms in India. Green strategies,
green products, digitalisation, and environmental
firm-level certifications are all ways of achieving
legitimacy under regulatory and market pressures
(DiMaggio & Powell, 1983; Raman et al., 2023). The
framework takes into account the green ways of the
network level, such as training programs, incentive
programs, and communication needs and effects
downline-uphill as the middle layer transmission
because MLM organisations are decentralised, and
social influence manages behaviour instead of
hierarchy (Chopra et al., 2023; Huang & Rust, 2021).
At the individual level, distributors' green behaviour is
influenced by research on pro-environmental
behaviour in organisational settings and by social
influences (Norton et al., 2015). These relationships
have mediators such as environmental awareness,
social learning, and green trust, which are affected by
the internalisation of behaviour and credibility
(Haack, P., & Rasche, A., 2021). When supported by
organisational practices and social conventions,
individuals' pro-environmental behaviour within
organisations drives environmental performance
(Norton et al., 2015). In India, the relationships
between green practices, environmental performance,
and organisational legitimacy are mediated by
institutional pressures (Gupta et al., 2025), implying
that  distributors' green behaviour influences
performance and organisational legitimacy in this
case.

Propositions

P1: There is a positive relationship between green
mechanisms at MLM networks and firm-level
green management practices.

Outcomes

* Brand Legitimacy & Trust
* Distributor Commitment & Retention
* Sustainable Competitive Advantage

« Environmental Performance

The institutional theory holds that, at the firm level,
through the diffusion of practices within internal
networks, sustainability policies and formal structures
can lead to legitimacy and consistency (DiMaggio &
Powell, 1983).

P2: Network-level green mechanisms positively
influence distributor green behaviour.

The social learning theory explains that people
acquire behaviours through observation, imitation,
and reinforcement within social networks, and that
network-level cues are very influential on individuals'
behaviour (Bandura, 1977).

P3: Environmental awareness, social learning, and
green trust mediate the effect of network
mechanisms on distributors’ green practices.
Sustainability standard studies indicate that learning
processes and credibility play a crucial role in the
internalisation of green practices and the creation of
trust in environmental claims (Haack & Rasche,
2021).

P4: Firm-level green management practices
mediate-free between distributor green behaviour.
Signalling theory describes how apparent corporate
sustainability ~ behaviours  directly  influence
stakeholders' identification and behaviour by
expressing plausible organisational values (Spence,
1973).

P5: Green behaviour at the distributor level has a
positive impact on the environmental performance
and organisational legitimacy.

Multilevel research on employee green behaviour
shows that aggregated individual actions contribute to
organisational  environmental performance and
sustainability outcomes (Norton et al., 2015).

P6: The Indian institutional environment mediates
the association between firm-level green practices
and network- and individual-level green practices.
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Empirical research in India has shown that the
institutional environment is a mediating factor,
supporting the claim that the relationships between
green practices and environmental performance are
mediated by other variables, with regulatory and
institutional pressures identified as significant ones
(Gupta et al., 2025).

Implications

Theoretical Implications

This model connects the green management theory to
institutional pressure, social learning, and multilevel
diffusion processes by integrating these factors into
the model of decentralised organisational types
(Galleli, 2025). It is also a step toward developing the
existing body of interpretation of GHRM and GSCM
as factors in distributor networks, with key
implementation points (Tahir et al., 2024; Zhu et al.,
2012).

Implications to Management and Policies.

The managers should develop corporate sustainability
plans into scalable networks, incentives, and green
behaviours, and build green trust through transparency
(Testa et al., 2020). Sustainability box: Eco-labels.
Policymakers can create and enforce environmental
claims, as well as tighten enforcement at the regional
level, to support MLM sustainability (Zhu &Sarkis,
2013).

Limitations and Future Research.

Since it is a conceptual study, this paper needs
empirical validation. Multilevel designs should be
widely used in future research (Aguinis et al., 2020)
and should account for methodological rigour and
control-variable problems (Podsakoff et al., 2021), as
well as the longitudinal diffusion of green practices
within MLM networks or between them.

Conclusion

The paper presents a multilevel conceptual model of
how green management diffuses within Indian MLM
companies. It offers a theoretically sound foundation
for future empirical research and practical applications
of sustainability in network-based organisations by
incorporating recent developments in sustainability,
social learning, and institutional research.
Acknowledgment

I would like to express my sincere gratitude to all
those who have supported and guided me in the
successful completion of this research study titled
“Green Management Practices in Indian Multilevel
Marketing  Firms: A Multilevel  Conceptual
Perspective.”]l am deeply thankful to my institution for
providing the necessary academic environment,
resources, and encouragement to undertake this
research work.

Financial support and sponsorship

Nil.

Conflicts of interest

The authors declare that there are no conflicts of
interest regarding the publication of this paper

References
1. Aguinis, H., Gottfredson, R.K., & Culpepper,
S.A. (2013). Best-Practice Recommendations for

10.

11.

12.

Estimating Cross-Level Interaction Effects Using
Multilevel Modelling. Journal of Management,
39, 1490-1528.
https://doi.org/10.1177/0149206313478188
Arfara, C. (2021). The impact of internal
marketing on “green” management of intellectual
capital. Archives of Business Research, 9(6), 51—
67. https://doi.org/10.14738/abr.96.10391
Bandura, A. (1977). Social learning theory.
Prentice Hall.

Bundy, J., Shipp, A. J., & Brickson, S. (2022).
Demystifying and Normalising the
Psychological Experience of Writing for AMR:
A Qualitative Analysis of the Highs, Lows,
and Suggested Coping Strategies. Academy of
Management  Review,  47(3), 341-357.
https://doi.org/10.5465/amr.2022.0259

Chopra, 1. P., Jebarajakirthy, C., Acharyya, M.,
Saha, R., Maseeh, H. ., & Nahar, S. (2023). A
systematic  literature review on network
marketing: what do we know and where should
we be heading? Industrial  Marketing
Management, 113, 180-201.
https://doi.org/10.1016/j.indmarman.2023.05.010
DiMaggio, P.J. & Powell, W.W. (1983). The Iron
Cage Revisited: Institutional Isomorphism and
Collective Rationality in Organisational Fields.
American Sociological Review, 48, 147-160.
https://doi.org/10.2307/2095101

Galleli, B., & Amaral, L. (2025). Bridging
institutional theory and social and environmental
efforts in management: A review and research
agenda (SSRN Working Paper No. 5520959).
Social Science Research Network.
https://doi.org/10.2139/ssrn.5520959

Gupta, R., & Kaur, S. (2024). A 2-1-1 multi-level
perspective of understanding the relationship
between green human resource management
practices, green psychological climate, and green

employee  behaviour. Corporate  Social
Responsibility and Environmental Management,
31(5), 4068-4084.

https://doi.org/10.1002/csr.2778

Gupta, P., Sharma, Y., Chauhan, A., Parewa, B.,
Rai, P., & Naik, N. (2025). Investigation of green
supply chain  management practices and
sustainability in Indian manufacturing
enterprises. Scientific Reports, 15, 14909. |
https://doi.org/10.1038/s41598-025-95940-9 1
Haack, P., & Rasche, A. (2021). The Legitimacy
of  Sustainability Standards: A  Paradox
Perspective.  Organisation  Theory,  2(4).
https://doi.org/10.1177/26317877211049493
Hinson, R. E., Adeola, O., & Adisa, I. (2021).
Introduction: Green Marketing and Management
in  Emerging Markets—Achieving  Success
through People. In Palgrave Studies of Marketing
in Emerging Economies.
https://doi.org/10.1007/978-3-030-73007-9_1
Huang, M. H., & Rust, R. T. (2021). A strategic
framework for artificial intelligence in marketing.
Journal of the academy of marketing science,
49(1), 30-50. DOI: 10.1007/s11747-020-00749-9

360


https://doi.org/10.1177/0149206313478188
https://doi.org/10.14738/abr.96.10391
https://doi.org/10.5465/amr.2022.0259
https://doi.org/10.1016/j.indmarman.2023.05.010
https://doi.org/10.2307/2095101
https://doi.org/10.2139/ssrn.5520959
https://doi.org/10.1002/csr.2778
https://doi.org/10.1038/s41598-025-95940-9%201
https://doi.org/10.1177/26317877211049493
https://doi.org/10.1007/978-3-030-73007-9_1

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

Khalid, Z., Zhao, L., Elahi, E., & Chang, X.
(2024). The impact of green management on
green innovation in sustainable technology:
moderating roles of executive environmental
awareness,  regulations, and  ownership.
Environment, Development and Sustainability.
https://doi.org/10.1007/s10668-024-05393-9
Leavitt, K., Schabram, K., Hariharan, P., &
Barnes, C. M. (2024). The Machine Hums!
Addressing Ontological and Normative Concerns
Regarding Machine Learning Applications in
Organisational ~ Scholarship. ~ Academy  of
Management  Review,  49(2), 448-451.
https://doi.org/10.5465/amr.2021.0166

Ma, Y., & Xue, L. (2024). Ma, Y., & Xue, L.
(2024). Organisational legitimacy and firm
nonmarket strategies as catalysts of alliance green
management. Journal of Cleaner Production, 447,
141315.
https://doi.org/10.1016/j.jclepro.2024.141315

Mourya, P., & Verma, S. (2024). A
Comprehensive ~ Examination ~ Of  Green
Marketing  Strategy Implementation ~ Across

Diverse Companies. ShodhKosh: Journal of
Visual and Performing  Arts, 5(5).
https://doi.org/10.29121/shodhkosh.v5.i5.2024.1
749

Norton, T. A., Parker, S. L., Zacher, H., &
Ashkanasy, N. M. (2015). Employee Green
Behavior: A Theoretical Framework, Multilevel
Review, and Future Research Agenda: A
Theoretical Framework, Multilevel Review, and
Future Research Agenda. Organisation &
Environment, 28(1), 103-125.
https://doi.org/10.1177/1086026615575773
Pallavi Shah. (2023). Green Marketing: An
Emerging Step Towards A Positive Future.
Journal of Namibian Studies: History, Politics,
Culture, 39, 1235-1243.
https://doi.org/10.59670/sgsqgd83

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., &
Podsakoff, N. P. (2003). Common method biases
in behavioural research: A critical review of the
literature and recommended remedies. Journal of
Applied Psychology, 88(5), 879-903.
https://doi.org/10.1037/0021-9010.88.5.879
Radhakrishnan, R., & Aithal, P. S. (2024).
Review-Based Research Topic Identification and
Analysis on Multi-Level Marketing Business.
International Journal of Applied Engineering and
Management Letters, 74-112.
https://doi.org/10.47992/ijaeml.2581.7000.0224
Raman, R., Sreenivasan, A., Ma, S., Patwardhan,
A., & Nedungadi, P. (2023). Green Supply Chain
Management Research Trends and Linkages to
UN Sustainable Development Goals.
Sustainability, 15(22), 15848.
https://doi.org/10.3390/s5u152215848

Selamet, T., Mursitama, T. N., Furinto, A., &
Heriyati, P. (2022). Multi-Level Marketing Firm
Research and Industry Development: A
Systematic Literature Review. In

23.

24.

25.

26.

27.

28.

29.

Webology.https://doi.org/10.14704/web/v19il/w
eb19235

Spence, M. (1973). Job Market Signalling.
Quarterly Journal of Economics, 87, 355-374.
https://doi.org/10.2307/1882010

Subeesh A. V. & Shenbhagavadivu T. (2024). A
Theoretical Examination of Opportunities and
Challenges in Green Marketing Within the Indian
Market Context. ShodhKosh: Journal of Visual
and Performing Arts, 5(6).
https://doi.org/10.29121/shodhkosh.v5.i6.2024.2
795

Tahir, A. H., Umer, M., Nauman, S., Abbass, K.,
& Song, H. (2024). Sustainable development
goals and green human resource management: A
comprehensive review and direction for future
research. Journal of Environmental Management,
370, Article 122495.
https://doi.org/10.1016/j.jenvman.2024.122495
Testa, F., Iraldo, F., Frey, M., & Daddi, T.
(2012). "What factors influence the uptake of
GPP (green public procurement) practices? New
evidence from an Italian survey," Ecological
Economics, Elsevier, vol. 82(C), pages 88-96.
DOI: 10.1016/j.ecolecon.2012.07.011

Uttam, N., Dutta, P., & Singh, A. (2022). Micro,
small, and medium suppliers’ perspectives on
supply chain social sustainability: New evidence
from India. Journal of Cleaner Production, 379,
134473.
https://doi.org/10.1016/j.jclepro.2022.134473
Vitratin, V., Bangsawan, S., & Pandjaitan, D.
(2022). Brand Trust through Green Internal
Marketing: A Literature Review and Its
Implications for Higher Education Indonesia-
Malaysia. In Proceedings of the 7th International
Conference of Economics, Business, and
Entrepreneurship, ICEBE 2024, 4-5 September
2024, Shah  Alam, Selangor, Malaysia.
https://doi.org/10.4108/eai.4-9-2024.2353920
Zhu, Q., Sarkis, J., & Lai, K. (2011). Examining
the effects of green supply chain management
practices and their mediations on performance
improvements. International ~ Journal  of
Production  Research, 50(5), 1377-139%4.
https://doi.org/10.1080/00207543.2011.571937

361


https://doi.org/10.1007/s10668-024-05393-9
https://doi.org/10.5465/amr.2021.0166
https://doi.org/10.1016/j.jclepro.2024.141315
https://doi.org/10.29121/shodhkosh.v5.i5.2024.1749
https://doi.org/10.29121/shodhkosh.v5.i5.2024.1749
https://doi.org/10.1177/1086026615575773
https://doi.org/10.59670/sgsqgd83
https://doi.org/10.1037/0021-9010.88.5.879
https://doi.org/10.47992/ijaeml.2581.7000.0224
https://doi.org/10.3390/su152215848
https://doi.org/10.2307/1882010
https://doi.org/10.29121/shodhkosh.v5.i6.2024.2795
https://doi.org/10.29121/shodhkosh.v5.i6.2024.2795
https://doi.org/10.1016/j.jenvman.2024.122495
https://doi.org/10.1016/j.jclepro.2022.134473
https://doi.org/10.4108/eai.4-9-2024.2353920
https://doi.org/10.1080/00207543.2011.571937

