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ABSTRACT 

Introduction - Green marketing incorporates a broad range of activities, including product 

modification, changes to the production process, packaging changes, as well as modifying 

advertising. Other terms use for Green Marketing is Environmental Marketing and Ecological 

Marketing. Today we all face a lot of environmental problems, one of the reasons why the green 

marketing emerged. Green marketing has now evolved as one of the major areas of interest for 

marketers as it may provide competitive advantage. 

Aim of the study – The main aim of this study is to discuss the green marketing by analysing the 

Buying Behaviour of The Consumers Towards Green Products. 

Research methodology – The study is based on cross sectional exploratory in nature. The data have 

been collected through the primary and secondary sources with the help of the questionnaire 

distributed to the 100 respondents. The hypothesis has been tested through the correlation. 

Conclusion - It can, therefore, be concluded that there is no significant correlation between the age 

of respondents and the price of green products affecting their purchasedecision. 

Keywords –Green marketing, green products, consumers, buying behaviour etc. 

1. INTRODUCTION 

1.1 Overview 

There has been a developing worry on 

environmental issues universally. The present 

clients have initiated to perceive that their 

buying behaviour clearly can cause an 

enormous impact on environment. Hence, 

being socially responsible with the guide of 

introducing environmentally benevolent 

products and administrations must be an act of 

any organizations who need to continue a 

forceful advantage in the business world. 

Environmental difficulties as so significant 

that numerous administrative agencies round 

the world were hoping to plan fundamental 

laws and rules to secure the environment. 

Then, consumers are giving more 

consideration to purchase eco-accommodating 

products and materials. They are increasingly 

ready to purchase environmentally agreeable 

or alleged green products despite the fact that 

those products are regularly pricier. The most 

recent circumstance for the outcomes of world 

atmosphere trade has sharpened the purchaser 

to search for the prosperity of fate ages. The 

necessary reactions to the elevated 

environmental concerns are, in this manner, 

not truly restricted to the environmental 

guidelines and government errands. All things 

being equal, associations also need to focus on 

the environmental issues of their business 

choices and be essential for the fleeting trend 
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named green movement. Nonetheless, the 

inspiration to receive the idea of green 

movement of their organizations lays on 

purchasers showing an unnecessary certificate 

of environmental attitude which converts into 

green purchase behaviour. The improved 

interest for green products could go about as a 

compel factor on big business organizations to 

turn green and begin marketing green 

products. 

1.2 Purchase Behavior 

Purchase intention can be characterized as 

"what consumers figure they will purchase". 

Consumer intentions assume a significant 

function in marketing systems (to actualize 

four P procedures) since they permit 

organizations to assess the number of products 

could be created by the interest. To anticipate 

the purchase intention, organizations can talk 

with consumers about their past practices to 

estimate their future practices however the 

products that individuals purchased in the past 

can be diverse of those they will purchase. 

Along these lines, another strategy is to ask 

consumers what they mean to do However, 

"estimating what individuals plan to do may 

once in a while be less prescient of their future 

behaviour than estimating what they hope to 

do". In this way, organizations can likewise 

utilize social desires which speak to "the 

probability of playing out a behaviour"; hence, 

to estimate significant purchase intentions a 

period sign can be incorporated the more the 

time separation is the more purchase behaviour 

can change. In reality, it is most 

straightforward for a consumer to foresee 

his/her purchase intention of a product 

tomorrow or in one month than in five years 

since practices change with time. 

 

1.3 Green consumer 

The powerful and effective utilization of the 

natural resources and safeguarding of it has 

prompted consumers' portions to frame green 

consumerism. Vernekar and Wadhwa 

characterize the green consumer as an 

individual "who embraces environmentally-

accommodating practices as well as who 

purchases green products over the standard 

other options"  

Consumer behaviour patterns toward eco-

accommodating attitudes have been 

expanding. As indicated by a study made by 

the Co-operative Bank in the UK, in 1999, 

17% of respondents "felt regretful about 

exploitative purchase" and in 2005 there were 

44%.  

 

Consumers who have inspirational attitude 

towards the environment are all the more 

ready to purchase green products. As recently 

stated, anyway it is likewise evident that 

regardless of whether consumers are worried 

about environmental issues; they won't really 

purchase green products as the accompanying 

examinations show it. 

1.4 Green Marketing 

The term ¯green marketing incorporates the 

marketing sports of a venture wherein all 

marketing endeavours are taken underneath 

the environmental trouble structures. 

Moreover, green marketing is the marketing 

procedure where business person's intention is 

to find environmental responsive clients. 

Showing and situating green product in the 

front of the clients, is considered as consumer 

product promoting and marketing. The term 

¯Green product is utilized to depict product, 
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which aren't perilous for the environment or 

product which are environment lovely. 

Chemical compositions of the products are 

additionally environmental factors benevolent 

and appropriate to recycle. 

Green marketing alludes to organizational 

endeavours to configuration, advance, cost and 

convey products that don't adverse effect the 

environment. Green marketing is an idea that 

incorporates all marketing exercises created to 

invigorate and continue eco-accommodating 

behaviour and consumer behaviour. To react 

to the green necessities of consumers, green 

marketing has been broadly acknowledged in 

both functional and scholarly fields. In green 

marketing efforts, the objective clients are 

given data about the environmental effect of 

the product, which can eventually influence 

their purchasing behaviour. So green 

marketing is an all-encompassing management 

cycle to address the requirements of the client 

and network environment in a beneficial and 

reasonable manner. 

The hypothesis of arranged behaviour shapes 

the hypothetical system of this examination 

since it offers a plainly characterized 

structure/model that permits the examination 

of the impact that attitudes, individual and 

social determinants and volitional control have 

on consumers' intentions to purchase green 

products. 

1.5 Global Scenario in Green Marketing  

"Green' is the trendy expression that is picking 

up ubiquity among the current age. Various 

organizations directly from private elements, 

for example, Wal-Mart attempting to push the 

idea of natural food to public elements like the 

London governments clog charge are 

completely pointed toward improving the 

environment by advancing 'Green' products 

and issues. 87% of individuals from different 

countries like Brazil, Canada, China, France, 

Germany, India, the UK and the US have 

indicated a premium in decreasing their effect 

on the environment, as per a review by. Be 

that as it may, demonstrating interest and 

really following up on the interest are two 

unique deeds. This reality is demonstrated by 

an overview that was directed on a worldwide 

scale, which was rehashed in 2008 with the 

assistance of BBC World, which indicated that 

not many individuals were really planning 

something for move their way of life to a 

green way of life. 

There is a developing need to switch over to 

green products and administrations by the two 

marketers and consumers. Despite the fact that 

the move to 'green' will be costly to both the 

consumers just as organizations, it will without 

a doubt pay off over the long haul. There are 

various literary works that emphasis on 

different viewpoints identified with green 

marketing and furthermore dives into the 

different entomb connections between the 

clients attitudes and environmental systems 

corresponding to the organizations utilization 

of marketing. Environmental issues are tended 

to in green marketing endeavors. The 

centerthought of green marketing is to make 

mindfulness among individuals on the 

environmental issues and how consumers 

would support the environment in the event 

that they switch over to green products. In this 

way green marketing intends to give more data 

to individuals and furthermore gives those 

more decisions to switch over to green way of 

life. 

1.6 Green Marketing and Consumers  

During the most recent forty years, satisfaction 

has been considered as one of the main 

hypotheticals just as reasonable issues for most 
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marketers and customer researchers. 

satisfaction alluded to a consumer's judgment 

that a product or administration highlight, or 

the product or administration itself, was giving 

a pleasurable degree of consumption-related 

satisfaction, including levels of under-or over-

satisfaction. Consumer loyalty can be viewed 

as a satisfaction of consumers' consumption 

objectives as experienced and depicted by 

consumers. Past examinations have indicated 

the presence of two distinct conceptualizations 

of consumer loyalty: exchange explicit and 

total. The exchange explicit consumer loyalty 

was a post-decision evaluative judgment of a 

particular purchase event. In correlation, total 

consumer loyalty was a general assessment 

dependent on the general involvement in the 

products and ventures of a specific firm over 

the long run. All definitions proposed, 

notwithstanding, agree that the idea of 

satisfaction inferred the vital presence of an 

objective that the consumer needed to 

accomplish. 

Environmental marketing, all the more 

famously known as green marketing or 

practical marketing can be characterized as the 

exertion by an organization to configuration, 

advance, cost and disperse products in a way 

which advances environmental security. Green 

marketing has be characterized as 'all exercises 

intended to create and encourage any trades 

planned to fulfill human necessities or needs 

with the end goal that the fulfillment of these 

requirements and needs happens, with 

insignificant inconvenient effect on the natural 

environment' by Polonsky (2011). Today green 

marketing is an imperative segment of 

marketing research which started because of 

expanding media introduction and tension on 

firms to introduce eco-accommodating 

behaviour. The development in green 

marketing throughout the years has been 

advanced by appropriation of product 

packaging and introducing to the public these 

enhancements. Throughout the years there has 

been an unpretentious move from rehearsing 

environmental marketing rehearses because of 

impulse recognized because of enactments and 

weight from environmental gatherings to 

certifiable endeavours to improve maintainable 

marketing plans and carrying on in an eco-

capable way.  

The development of green marketing and 

green consumer is "maybe the greatest open 

door for big business and innovation the 

modern world has ever observed". A green 

consumer can be recognized to be one who 

keeps away from any product which may hurt 

damage to any living life form, cause 

crumbling of the environment during cycle of 

assembling or during cycle of usage, devour a 

lot of non - renewable energy, includes 

deceptive testing on creatures or human 

subjects. There have been various variables 

which are instrumental in elevating green 

consumers to purchase green products. 

Organizations confronted a developing strain 

to get capable and greener. A few partners 

squeezed organizations to diminish their 

negative effects on society and the natural 

environment. With the ascent of 

environmentalism, in addition to the fact that 

consumers became additionally ready to 

purchase products that create least effect, yet 

in addition society turned out to be more 

worried about the environment. Furthermore, 

worldwide environmental guidelines have 

expanded drastically and get stricter as of late. 

In this specific situation, this investigation 

proposed an uncommon build – green 

consumer satisfaction, and characterized the 

term as the client detected that consumption 

satisfied some need, objective, want about 

environmental or green concerns and that this 

satisfaction was pleasurable. It was the result 
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of consumption that the exhibition met or 

surpassed the green necessities of clients, the 

prerequisites of environmental guidelines, and 

the manageable desire for society. 

2. REVIEW OF LITERATURE 

Beibei Yue, et al (2020) -Examination on 

impact factors for green consumption has 

incredibly progressed lately. Nonetheless, little 

examination has investigated the impact of 

consumers' environmental duty on green 

consumption and how this impact was 

interceded by environmental concern and 

directed by value sensitivity, particularly when 

consumers at the same time give close 

consideration to environmental and individual 

interests. This examination explores the effect 

of environmental duty on green consumption 

by means of the intervention of environmental 

concern and the control of value sensitivity. 

The questionnaire overview strategy was 

utilized to gather information from 680 

Chinese consumers by means of an online 

questionnaire. The experimental outcomes 

uncover that environmental duty can advance 

environmental concern and improve green 

consumption. In particular, environmental 

obligation positively affects environmental 

concern and furthermore has diverse beneficial 

outcomes on green consumption intention. 

Environmental concern emphatically 

influences green consumption intention and 

assumes a fractional intercession function in 

the connection between environmental duty 

and green consumption intention. Value 

sensitivity assumes a negative balance part in 

the relationship among environmental duty, 

environmental concern and green consumption 

intention. The hypothetical and managerial 

ramifications of the discoveries were talked 

about. 

K Chrisjatmiko (2018) -The paper means to 

introduce a thorough structure for the impacts 

of green apparent danger, green image, green 

trust and green fulfillment to green 

dependability. The paper additionally tries to 

account expressly for the distinctions in green 

apparent danger, green image, green trust, 

green fulfillment and green unwaveringness 

found among green products clients. 

Information were acquired from 155 green 

products clients. Auxiliary condition 

displaying was utilized to test the proposed 

theories. The discoveries show that green 

image, green trust and green fulfillment has 

constructive outcomes to green dedication. Be 

that as it may, green apparent danger has 

negative impacts to green image, green trust 

and green fulfillment. Be that as it may, green 

apparent danger, green image, green trust and 

green fulfillment additionally is by all 

accounts a decent gadget to increase green 

products clients from contenders. The 

commitments of the paper are, initially, a more 

complete structure of the impacts of green 

apparent danger, green image, green trust and 

green fulfillment to green faithfulness 

investigations at the same time. Besides, the 

investigation permits an immediate correlation 

of the distinction in green apparent danger, 

green image, green trust, green fulfillment and 

green steadfastness between green products 

clients. 

Dr G. Nedumaran and M. Manida - In clear 

words green publicizing is changing over to a 

more viable advancing with biological concern 

examining the creation, planning and 

displaying. Cultivating on the other hand is 

craftsmanship, business and examination of 

gather creation and animal age. These days the 

term green market has gotten a lot of power. 

This paper would prefer to discuss on the 

impact that agribusiness in India would pass 

on to this new exhibiting strategy, as it is very 
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much said cultivation is the establishment of 

Indian economy. The paper similarly 

investigates the limitation in country set up in 

India and how the crushing of these 

requirements can redesign and contribute in its 

own specific habits to green marketing. 

Watchwords: Concept of green marketing, 

Awareness of consumers with respect to green 

products, attitude and behaviour of consumers 

towards usage of green products. 

AyselBoztepe (2016) - This examination 

expects to give data about the impact of green 

marketing on clients buying practices. Most 

importantly, environment and environmental 

issues, one of the motivation behind why the 

green marketing arose, are referenced, and 

afterward the ideas of green marketing and 

green consumer are clarified. At that point 

along with the speculation created writing 

audit has been proceeded and examines led 

regarding this matter as of recently were 

referenced. In the last area, additionally, 

questionnaire results directed on 540 

consumers in Istanbul are assessed factually. 

As indicated by the consequences of the 

examination, environmental mindfulness, 

green product highlights, green advancement 

exercises and green value influence green 

buying practices of the consumers in certain 

manner. Demographic attributes have 

moderate effect on model. 

Nai-Jen Chang and Cher-Min Fong (2010) -

Past investigations have given a lot of 

consideration on product quality, corporate 

image, consumer loyalty, and client 

steadfastness, yet none have investigated them 

about green development or environmental 

management angles. This investigation needs 

to fill this examination hole. Accordingly, this 

investigation proposes the uncommon and 

novel develops individually – green consumer 

loyalty and green client devotion and gives an 

examination system to investigate the 

connections among green product quality, 

green corporate image, green consumer 

loyalty, and green client reliability. With the 

utilization of a questionnaire review, 

consumers who had encountered buying green 

or environmental products were distinguished 

as the subjects of this investigation. The 

experimental outcomes show that (1) green 

product quality is emphatically connected with 

green consumer loyalty and green client 

dedication; (2) green corporate image is 

decidedly connected with green consumer 

loyalty and green client unwaveringness; and 

(3) green consumer loyalty is decidedly 

connected with green client steadfastness. The 

outcomes demonstrate that green product 

quality could achieve green consumer loyalty 

and green client reliability. Also, green 

corporate image adds to green consumer 

loyalty and green client devotion. 

3. OBJECTIVES OF THE STUDY 

1. To study the concept of green 

marketing, consumer behaviour and 

green consumer 

2. To analyse the purchasing behaviour 

of the consumer towards green 

products. 

4. RESEARCH METHODOLOGY 

4.1 Research design 

Inferable from the idea of the subject being in its 

outset in India, the examination established an 

exploratory investigation. A quantitative 

methodology was received using questionnaires. 

The investigation is cross-sectional in nature.  

4.2 Sample size 

The sample involved 100 respondents and it was 

concluded that respondents picked were more 
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than 18 years old. Convenience sampling was 
embraced, whereby respondents who were 

effectively open were picked. This was finished 

so as to cost and time investment funds.  

4.3 Sources of data collection 

Primary data – The data have been collected 

through questionnaire and interview method. 

Secondary data – The data have been collected 
through the magazines, internet, journals, 

research papers, books, website, thesis etc. 

4.4 Tools used for data collection 

The poll was partitioned into two segments. The 

principal area comprised of ecological 

measurements utilizing a five-point Likert scale: 

1 = strongly disagree and 5 = strongly agree. 
The subsequent segment included demographic 

inquiries relating to age, gender, education level, 

occupation and income level. Demographic 

inquiries were posed in the last 50% of the poll, 
as some related to delicate issues (e.g., age and 

income level) and, in doing as such, won't 

discourage people from taking an interest in the 

overview.  

4.5 Data analysis 

The data were analyzed using SPSS. The 

hypothesis has been tested through correlation. 

4.6 Hypothesis of the study 

H1: There is a huge correlation between the 

age and the price of green products 
influencing purchasechoice of the consumer. 

H0: There is no huge correlation between the 

age and the price of green products 

influencingpurchasechoice of the consumer. 

5. DATA ANALYSIS AND RESULT  

5.1 Socio-economic profile of the respondents 

Table 1: Socio-economic profile of the respondents 

Socio-economic factors  M F Total (%) 

Gender  50% 50% 100% 

Age 18-24 11% 12% 23% 

25-34 18% 22% 40% 

35-44 8% 11% 19% 

45-54 5% 3% 8% 

Over 55 7% 3% 10% 

Educational level Tertiary qualification 37% 34% 71% 

Matriculation 12% 16% 28% 

Below matric 1% 0% 1% 

Occupation Employed 49% 48% 97% 

Unemployed 0% 2% 2% 

Retired 1% 0% 1% 

Monthly income 0 – 5000 1% 10% 11% 

5001 – 10 000 9% 14% 23% 

10 001 – 20 000 20% 17% 37% 

20 001 – 30 000 10% 3% 13% 

Over 30 001 7% 5% 12% 

Unspecified 3% 1% 4% 

Table 1 mirrors the demographic qualities of respondents. From the chose sample of 100, 
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the percentage of male and female respondents 

was half for every gender class. This 

demonstrates a 1:1 proportion of male to 

female respondents. The prevailing age class 

was 25-34 years. A correlation of the 

education levels shows that most of 

respondents have a high education level as 

71% demonstrated that they hold a tertiary 

capability. The occupation status of 

respondents demonstrates that most by far 

(97%) were utilized. Most of respondents 

(37%) procured an after-charge income of 

between R10 001 and R20 000. 4% of 

respondents didn't show their after-charge 

income, probably because of the sensitive idea 

of the question.

 

5.2 Awareness of the green products among consumers 

Table 2: Awareness of the green products among consumers 

Awareness Total 

 Yes No 

Male 50 5 55 

Female 41 4 45 

Total 91 7 100 

 

Figure 1: Awareness of the green products among consumers 

It is stated from the table that the 91 

respondents are aware of the green products 

while remaining 7 respondents are not aware. 

5.3 Green marketing attitude and knowledge among consumers 

Table 3: Green marketing attitude and knowledge among consumers 

 Strongly 

agree 

Agree Neutral Disagree Strongly 

disagree 

0

10

20

30

40

50

Yes No

50

5

41

4

Male Female
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Manufacturing products 

include by green marketing 
which is eco-friendly 

58% 42% 0% 0% 0% 

I am more aware of the 

environmental problems with 
the help of green marketing 

48% 52% 0% 0% 0% 

Green marketing inspires me 

to change the purchasing 

behaviour 

42% 58% 0% 3% 0% 

 

 

Figure 2: Green marketing attitude and knowledge among consumers 

The outcomes show that the entirety of the 

respondents (58% strongly agreeing and 42% 

agreeing) have knowledge that green 

marketing includes the assembling and 

advancement of products that are eco-friendly. 

48% of respondents strongly agree and 52% 

agree that green marketing makes attention to 

the environmental issues confronting the earth. 

42% of the respondents strongly agree that 

green marketing inspires them to change their 

consumption behaviour, in spite of the fact that 

by a generally little margin of 3%, the 

outcomes disagree that green marketing is 

probably going to persuade in changing their 

consumption behaviour. 
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5.4 Consumers’ views on green products 

Table 4: Consumers’ views on green products 

 SD D N A SA 

Green products are healthy 0% 0% 8% 43% 49% 

Green products are good for the environment 0% 0% 2% 37% 61% 

Green products are of good quality 0% 4% 18% 40% 38% 

Green products are better than standard products 3% 7% 23% 36% 31% 

Green products are reasonably priced 17% 57% 14% 9% 3% 

Green products are easily accessible in stores 13% 21% 25% 31% 10% 

Green products are well promoted 13% 23% 22% 35% 7% 

The price of green products affects my purchasing 
decision 

2% 10% 13% 45% 30% 

 

 

Figure 3: Consumers’ views on green products 

Table 4 portrays parts of respondents' view of 

green products. It arose that 92% of 

respondents saw green products as being 

healthy. The mean estimation of 4.41 proposes 

that there was fairly strong agreement that 

green products are healthy, while 8% of 

respondents were neutral in such manner. 98% 

of respondents are in agreement that green 

products are useful for the environment. The 

mean estimation of 4.59 infers that 

respondents agree to an enormous degree with 

this. These outcomes are steady which show 

that shoppers see green products to be healthy 

and natural, just as extraordinarily esteem 

these products in view of the guarantee of 

health and safety. 

5.5 Correlation between age and cost of 

green products influencing purchasechoice 

of the consumer 
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In spite of the discoveries the aftereffects of 

this investigation demonstrate a powerless 

positive correlation between the age of 

respondents and the cost of green products 

influencing their buying choice, as reflected in 

Table 5. Besides, this correlation was 

discovered to be not significant (p > 0, 05). It 

can, consequently, be reasoned that there is no 

significant correlation between the age of 

respondents and the cost of green products 

influencing purchasechoice of the consumer. 

 

Table 5: Correlation  

 Age The price of green products 

affects my purchasing decision 

 
 

Age 

Pearson’s correlation  -.108 

Sig. (2-tailed)  .283 

n 100 100 

The price of green pro- 

ducts affects my 

purchase decision 

Pearson’s correlation -.108  

Sig. (2-tailed) .283  

Pearson’s correlation 100 100 

 

Despite the fact that by far most of 

respondents knew about green marketing and 

the bearing in which the environment is going, 

it must be borne as a primary concern that that 

most respondents, in this investigation, were in 

control of a tertiary capability. This isn't 

reliable with the profile of everybody, which is 

portrayed of low education levels, suggesting 

that most of the Indian populace may not know 

about green marketing. Marketers, thusly, need 

to bring issues to light degrees of green 

marketing among the more extensive customer 

populace. The positive perspectives on 

respondents with respect to the health, 

environmental and quality advantages of green 

products propose that the advantages offered 

by green marketing are known, and would 

discover favor among the overall customer 

populace. 

6. CONCLUSION 

Most of respondents saw green favorable to 

conduits not to be sensibly evaluated and 

shown value affectability concerning green 

products. Green products, through low deals 

volumes, will undoubtedly be more costly than 

customary products. This presents an open 

door for marketers to make an incentive for 

green products to consumers, prompting 

consumers valuing that a greater cost for green 

products is defended. In the long haul, 

consumer purchase in could prompt higher 

deals of green products, making economies of 

scale, and, thusly, lower costs.  

The investigation, being exploratory in nature, 

has suggestions for future examination. This 

examination was restricted topographically 

and, along these lines, it is suggested that this 

investigation be repeated on a more prominent 

scale. A more extensive geographic region 

could be thought of, including a public report. 

The issue of value affectability for green 

products got clear. Components around this 

marvel could be examined in more prominent 

detail. An examination into psychographics 

and green marketing is likewise proposed, as 

this could provide guidance to division and 

focusing on choices. 
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This exploratory examination looked to 

research the impact of green marketing on the 

buying behaviour of Indian consumers.  It 

arose that green products were not sensibly 

valued, were not effectively available and not 

satisfactorily advanced. Value affectability 

concerning green products was a noticeable 

issue. No significant correlation was found to 

exist between the age of respondents and value 

affectability towards green products. 

Respondents were impacted by advancement 

for green products and felt that packaging, 

marking and product data strongly affected 

their purchase choices. There was strong help 

for re-posteriors who were socially capable. 

Suggestions for marketers have been 

introduced, just as bearing for future 

examination. The examination is significant in 

that there has been restricted examination 

concerning green marketing in India, a 

creating economy. It would like to fill in as an 

upgrade for additional examination into green 

marketing, a region that has been accepting 

significant consideration, universally, as of 

late. 
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