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Abstract

Environmental concerns and sustainable consumption have gained
significant attention in recent years, leading to the rise of green products and green
marketing. This study empirically examines consumer perceptions, attitudes, and
purchasing behaviour toward green products while analysing the effectiveness of
green marketing strategies. The research employs a mixed-method approach,
combining survey data from consumers with case studies of companies engaged in
green marketing. The findings reveal that environmental awareness, perceived
product effectiveness, and price sensitivity significantly influence consumer
purchasing decisions. Additionally, trust in eco-labels and corporate social
responsibility initiatives enhance brand credibility and customer loyalty. However,
challenges such as greenwashing and higher costs associated with sustainable
products hinder widespread adoption.

Green marketing strategies, including eco-friendly packaging, transparent
communication, and sustainability-driven branding, have proven effective in shaping
consumer preferences. Companies that integrate environmental values into their
core business models tend to enjoy higher customer engagement and competitive
advantage. The study also highlights demographic variations in green purchasing
behaviour, with younger consumers exhibiting a stronger inclination toward
sustainability.

Green marketing encompasses activities aimed at satisfying human needs
while minimizing adverse impacts on the environment. This study employs both
primary and secondary data to explore the potential of green marketing in India.
Primary data was collected through a structured questionnaire administered to 250
respondents aged 20 to 60, while secondary data was sourced from books, journal
articles, and online resources. Statistical tools were utilized to analyze the data,
leading to well-founded conclusions. The research highlights the role of consumer
behavior in promoting green products, which are gaining traction as a sustainable
business model in India. Findings indicate that while consumers are increasingly
expressing concern for environmental and social issues through their purchasing
decisions, factors such as consumer awareness, perception, and environmental
concerns show no direct impact on the adoption of green marketing products. The
study underscores the importance of consumer participation in the market,
emphasizing their shared responsibilities and opportunities alongside manufacturers
and retailers.

Keywords: Green Marketing, Consumer Behaviour, Environmental Awareness,
Sustainability.

Introduction

Green marketing is a strategic approach that focuses on promoting and
preserving the natural environment, offering benefits to both businesses and
consumers.
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It emphasizes the integration of societal
and environmental awareness into marketing
practices. By addressing consumer demand for eco-
friendly products and services, organizations can
demonstrate social responsibility while achieving
their business objectives. The concept of green
marketing extends beyond product promotion,
encompassing the development of sustainable
products, processes, and marketing strategies that
minimize negative environmental impacts.

In recent years, environmental concerns
have driven consumers to seek products that align
with their values, including attributes such as
quality, price, labeling, and durability. As a result,
companies are increasingly adopting green
marketing strategies to cater to this demand. These
strategies aim to create sustainable environmental
benefits while fostering a deeper connection with
£C0-CONSCIOUS consumers.

Despite its potential, green marketing
poses significant challenges, particularly in
developing effective and credible communication
through various marketing platforms. Companies
must address these challenges by ensuring their
messaging aligns with consumer expectations and
environmental goals. The dynamic nature of
environmental changes further underscores the
urgency for businesses and individuals to adopt
practices that protect the planet. Green marketing,
therefore, offers a pathway to balancing economic
goals  with environmental responsibility,
contributing to a sustainable future.

Review of Literature

1. Goyal et al. (2022) studied consumer behavior
towards green products, identifying factors
such as eco-labeling and perceived usefulness
as significant influencers. However, barriers
like price concerns, lack of environmental
knowledge, and perceived risks were found to
hinder green product adoption, leading to a gap

Analysis and Interpretation
Demographic Profile

between consumer attitudes and purchasing
behavior.

2. Kumar P. S. (2017) explored green marketing
practices in India, highlighting consumer
awareness of eco-friendly products and
identifying  factors  influencing  green
purchasing decisions. The study emphasized
challenges faced by marketers in promoting
green products effectively and analyzed
consumer perceptions of eco-brands.

3. Maheshwar (2014) examined consumer
beliefs and attitudes regarding eco-friendly
products, focusing on the role of marketing
efforts in raising awareness about green
brands. The study analyzed how values,
beliefs, and exposure to marketing influence
consumer behavior, recommending strategies
for businesses to leverage the growing interest
in sustainable products.

Obijectives of the Study

e To assess consumer behavior towards green
marketing and its products.

e To measure the relationship between consumer
awareness and perceptions of green marketing.

Hypothesis

H1: There is no significant relationship between

consumer awareness, perception, environmental

concern, and green marketing.

Research Methodology

This empirical study used survey methods
to collect primary data through a structured
questionnaire. Responses were measured on a five-
point Likert scale, where 1 indicated strong
disagreement and 5 indicated strong agreement.
The sample included 250 consumers of green
products. Data analysis was performed using SPSS
28 to explore the relationships between variables
such as consumer awareness, perception, and
environmental concerns.

Table 1: Demographic Profile

Frequency | Percent
Age 20-30 Years 55 22.0
30-40 Years 105 42.0
40-50 Years 75 30.0
Above 50 Years 15 6.0
Total 250 100.0
Gender Male 175 70.0
Female 75 30.0
Total 250 100.0
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Marital Married 61 24.4
Status Unmarried 189 75.6
Total 250 100.0
Educational | 10™/Diploma 22 8.80
Qualification | Undergraduate 170 68.0
Post Graduate 58 23.2
Total 250 100.0
Income 20001-50000 62 24.8
50001-100000 142 56.8
Above 100000 46 18.4
Total 250 100.0

(Source: own calculation)

In table 1, among the sample sizes drawn respect to Monthly Income.

of 250

from the population, 70% of the sample was
occupied by Male respondents and 30% of the
respondents were females. Also, it is observed that,
out of 250 respondents, 61 were married and 189
were unmarried. Majority of the respondents i.e.,
68% have completed graduation and 23.2%
respondents possess post-graduation followed by
diploma holders with 8.80%. Results are portraying
frequency distribution of the respondents with

respondents, 62 (24.8%) are having their income
between 20001 - 50000/-, 142 (56.8%) respondents
are earning in the range between 50001 - 100000/-.
The respondents whose income is in the range of
above 100000 are 46 (18.4%).

Cronbach's Alpha

Cronbach's Alpha reliability test was done to check
the reliability of each factor.

Table 2 Reliability Test

Reliability Statistics

Variables

Consumer Awareness

Consumer perception

Eco-brands

Consumer purchase decision

Environmental Awareness

Cronbach’s | No of
Alpha Items
0.891 4
0.912 5
0.811 4
0.903 4
0.867 4

(Source: own calculation)

Cronbach’s alpha is the most widely used
measure of internal consistency in the instrument
when we wuse Likert’s scale questions in a
questionnaire. Cronbach’s Alpha is expected to
measure the internal consistency of the items. For
the purpose of the study we have identified five
different variables (independent). In order to assess

the reliability of the constructed instrument we
have conducted reliability statistics in SPSS for all
the identified variables and they are presented in
the above table. It is evident from the above table
that since the Cronbach’s Alpha value is greater
than 0.7 reliability was not a problem.

Correlation for relationship between consumer awareness, perception and environmental concerns in
green marketing

Table4: Correlations
consumer . environmental
perception
awareness concerns
Pearson wox
;(\j\?asgerr?:gs Correlation ! 0.347 271
Sig. (2-tailed) 0.364 0
N 250 250 250
Pearson 0.347 1 -0.11
ti Correlation
perception Sig. (2-tailed) 0.364 0.096
N 250 250 250
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. Pearson 271" 0.11 1
environmental | Correlation
concerns Sig. (2-tailed) 0 0.096
N 250 250 250

In table 4, the correlation coefficient of
consumer awareness and consumer perception is
0.347 which indicates 34.7% positive relation
between consumer awareness and consumer
perception in green product consumers. Similarly,
correlation coefficient of consumer awareness and

marketing products. Study concludes with similar
results of (Harshith Babu et.al 2020). Since the p
value is less than 0.05, the null hypothesis HO is
rejected at 5% level of significance. Hence, we
conclude that there is a relationship between
consumer awareness, consumer perception and

environmental concern is 0.271 which indicates environmental concerns of green marketing
27.1% positive relation between consumer products.
awareness and environmental concern of green
Table5: Model Summary
Adjusted | Std. Error
Model R R Square R of the
Square | Estimate
1 612° 0.374 0.363 2.81608
Table 6: ANOVA?
Model Sum of Mean F Sig.
Squares Square
Regression 1066'43 4| 266.617 | 33.62 'OOOb
1 | Residual 1784.32 | 225 7.93
Total 285078 1 229
Table7: Coefficients
Unstandardized Standardized
Model Coefficients Coefficients ¢ Sig.
Std.
B Beta
Error
Variables 5.013 0.734 6.832 0
consurmet -1.429 0.7 0.292 | -2.041 0
| | awareness
perception -0.87 0.735 -0.184 | -1.184 | 0.001
environmental | g 445 | 0704 0.597 | 6.858 0
Concern
a. Dependent Variable: Green marketing

From the coefficient table, it is observed
that all the independent variables viz, consumer
awareness, perception and environmental concerns
has no impact on dependent variable i.e., green
marketing. Hence, the null hypothesis is rejected.

Conclusion

This research explored the demographic
profile of green consumers and their perceptions of
eco-friendly products. While the ethical and green

Consumers exhibit positive attitudes towards green
products but express concerns about product
quality and availability.

The study established significant relationships
between consumer awareness, perception, and
environmental ~ concerns,  highlighting  their
influence on the adoption of green products.
Businesses must address these factors to capitalize
on the expanding green market and contribute to
sustainable development.

market is growing, it remains undervalued.
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