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ABSTRACT 
In recent days, concerns have been articulated by producers and buyers on the subject of the environmental force of products. 

Some businesses quickly accept the concepts of ecological fortification and desecrate reduction, and also have integrated ecological 
problems into all organizational activities. The major issue in the green endorsement part is, need to face little challenge to 
academically scrutinize ecological or green promotion. This paper talks about the importance, marketing concept and the buying 
actions headed for green products. This study explores a long exploration of marketing concept and identifies the green values of the 
consumers, their level of awareness about environmentally friendly products.  This paper culminates the consumers’ discernment and 
inclination to the green marketing practices and products with the help of a structured questionnaire. Good level of responsiveness 
about green marketing practices and products was originate among the consumers.  Green values were also found to be high among 
the respondents. 

 
Keywords: Green Marketing, Buying Behaviour and Environmental Benefits. 

 
INTRODUCTION  

Global warming, carbon credits, ozone depletion, environmental hazards, environment impact assessment have all become 
common terminology in the twenty first century and it is a warning of environmental cognisant society. An environmentally friendly 
product affects various parts of the nation, it is not immediately direct to ecological safeguard but it creates innovative market and 
career opportunities. It is found that the output of this new market on the consumers and the surroundings accordingly. Most of people 
trust that green market states to the promotion or advertising of products related to environmental characteristics. Hence ecofriendly 
marketing is the wide conception that is to be useful for consumer, industrial and services goods. 

 
Green selling is a process of selling products and services based on its environmental reimbursement. Such a creation or 

service must be green in it or produced in an eco-friendly mode. In today’s environmentally cognisant world the word “Green” has 
become a buzz word. Green causes are very popular with community making green marketing good for community relations and 
sales. Green Marketing has been defined by AMA as “The study of the optimistic and pessimistic aspects of marketing activities on 
pollution, energy reduction and non-energy resource reduction”. 

   
So many industries are profoundly encouraging the reality that they are environmentally accountable. When the outcome is 

an economically benefited, the organisation was recognized specifically to suggest consumers’ environmentally conscientious 
alternatives to conformist superficial products. The firms retain their competitive place to scrutinize competitor promoting their green 
behaviours and endeavour to imitate this performance. In a integer of instances this spirited force has caused the intact business to 
modify and thus decrease its unfavourable environmental behaviour. Industries are adopting green marketing in an effort to tackle cost 
or profit related issues.  
 

Therefore, the industries that can decrease the injurious wastes may deserve generous price savings. When trying to minimize 
waste, firms are forced to re-examine their production processes. In these cases, they often develop more effective production 
processes that not only reduce waste, but also reduce the need for some raw materials. 

 
  Firms in market economies make their production and marketing decisions based on many factors, including government 

regulations and consumers, which are Primary forces shaping consumer products industry.  An important aspect of ecofriendly 
marketing is willingness and ability of the consumers to obtain green products and pay more for it. The US market for example has 3.5 
million confirmed green consumers while European market also has a consumer base for Green Products. 

 
In current business scenario environmental issues plays an imperative role in industry. In the majority of the country’s 

government is concerned about the environmental problems. Today business’s environmentally sustainability development has 
become a key issue.  
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Thus, green promotion incorporates involved in changes in invention modification, production progression, wrapping and 
advertising. Hence defining the eco market is not an easiest task. In a 1992 study of 16 countries, more than 50% of consumers in each 
country, other than Singapore, indicated they were concerned about the environment. 

 
Objectives of the Study 

 To analyse the purchaser buying performance with consider to ecofriendly commodities. 
 To learn the knowledge of consumers with high opinion to green marketing. 
 To find the eagerness of the customers to give extra for green products. 
 To evaluate connection among edification and income with awareness of ecofriendly products. 

 
Scope of the Study 

The importance of green marketing is growing. 20 years ago, multinational companies did not care much about their eco-friendly 
practices. Companies like Apple, Coca-Cola and Disney are now competing to make business decisions that would be considered 
green. We can easily see a clear pattern: 

1) More companies produce and sell eco-friendly products, 
2) Social media see an increase in influencers promoting such products, 
3) Consumers gain more knowledge about the importance of buying products and services that don’t harm the environment. 
4) Green products will get cheaper and cheaper to produce when the demand grows. This is a principal often referred to as 

“economies of scale”. 
  

Limitations of the Study 
However, there are few limitations in producing and using the green products they are: 
 It is hard and costly for the producers to get Green Certifications. 
 Time was the major constraint. 
 Respondents were narrow towards Coimbatore city and hence the samples were limited. 
 Respondents are not 100% aware of the diversity among green and non-green products. 
 They still are stuck with the usage of plastic products usage. 
 

REVIEW OF LITERATURE 
PopyRufaidahexplores green lifestyles is an interesting subject. The purpose of this paper is to identify the green lifestyle 

among Indonesians by using lifestyle patterns. The dimensions applied for this study use the nine-dimension green lifestyle from 
Arminda. These are environmentally friendly buying behavior, environmental activism, environmental knowledge, environmental 
concern, recycling, perceived consumer effectiveness, resource saving, economic factor, and scepticism towards environmental 
claims. As an exploratory study, it uses a stratified random sampling with a judgmental sampling in determining the objects to collect 
data. The data are collected from fourteen universities' students and various institutions' employees in Bandung through self-
administered questionnaires using face-to-face and online data collection. A total 240 respondents are randomly contacted or 
intercepted at their campuses, workplaces, homes, or streets and asked to complete the questionnaire at their most convenient time. 
Arrangements are then made to pick up the completed questionnaires at a specified time, generally one or two days later. A 27-item 
table to measure green lifestyle developed for this study shows the result of the validity and reliability. The findings provide some 
implications to marketers currently examining the behavior of Indonesian consumers who have an awareness towards green issues. 

MahamaBraimah (2005) concludes that green environmental issues have been of topical interest to both researchers and 
industrialists for some time now. Research on green brands is relatively limited, especially in developing countries, such as Ghana. 
This study is therefore designed to determine the relationship between customer awareness of green brand issues and their everyday 
purchase intentions. Using quantitative techniques, the study interviewed 316 people, conveniently selected from various shopping 
points in Accra. The study found that, the overwhelming majority of respondents though familiar with green issues did not concern 
themselves with green issues in their everyday purchase decisions. Again, majority of respondents (54%) familiar with environmental 
issues confirmed they would not switch from their preferred brands to less fancied brands even if the less fancied brands were more 
environmentally friendly. It was also confirmed in the study that price, brand name and convenience, performed better than customer 
concerns for green issues, in influencing respondents’ purchase decisions. It would therefore be strategically significance if advocates, 
policy makers and business leaders reduce the cost of green products to the final consumer, intensive public education campaigns, 
coupled with strategic brand building efforts to enhance the level of green brand consumption. 

(2007) examines consumer triggers towards sustainable consumption behaviours, proposing Consumer Sustainability 
Consciousness as a new construct that allows us to understand what drives the conscious consumption of sustainable products and 
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services, in an integrated "Triple Bottom Line" perspective. Consumer Sustainability Consciousness is proposed as a five-dimensional 
construct involving: Sense of Retribution; Access to Information; Labelling and Peer Pressure; Health Issues; and Crisis Scenario. The 
proposed construct was defined using the C-OAR-SE procedure and measured and validated using both Exploratory and Confirmatory 
Factor Analysis. As a result, a 19-item scale is proposed to measure Consumer Sustainability Consciousness; theoretical and practical 
implications of the study are also discussed. 

Dungatee (2007) in his paper examines consumer triggers towards sustainable consumption behaviours, proposing Consumer 
Sustainability Consciousness as a new construct that allows us to understand what drives the conscious consumption of sustainable 
products and services, in an integrated "Triple Bottom Line" perspective. Consumer Sustainability Consciousness is proposed as a 
five-dimensional construct involving: Sense of Retribution; Access to Information; Labelling and Peer Pressure; Health Issues; and 
Crisis Scenario. The proposed construct was defined using the C-OAR-SE procedure and measured and validated using both 
Exploratory and Confirmatory Factor Analysis. As a result, a 19-item scale is proposed to measure Consumer Sustainability 
Consciousness; theoretical and practical implications of the study are also discussed. 

KoushikDutta(2009) concludes marketing is a concept in vogue and is capable to affect all aspects of business with significant 
result with the concept of e-marketing. Green marketing is a phenomenon which has developed particular important in the modern 
market. Such marketing techniques will be explained as a direct result of movement in the minds of the consumer market. As a result 
of this businesses have increased their rate of targeting consumers who are concerned about the environment. These same consumers 
through their concern are interested in integrating environmental issues into their purchasing decisions through their incorporation into 
the process and content of the marketing strategy for whatever product may be required. This paper proposes an explorative research 
study on an emerging horizon of management of Green Marketing and avoiding the Green Marketing Myopia. This paper discusses 
how businesses have increased their rate of targeting green consumers, green consumers and explores the challenges and opportunities 
with green marketing. Green marketing is something that will continuously grow in both practice and demand. 

NehaPuri(2009)says that green marketing involves developing and promoting products and services that satisfy customers want 
and need for Quality, Performance, Affordable Pricing and Convenience without having a detrimental input on the environment. 
Green marketing is a phenomenon which has developed particular important in the modern market.As a result of this businesses have 
increased their rate of targeting consumers who are concerned about the environment. This concept has built up interest in integrating 
environmental issues. This paper discusses how businesses have increased their rate of targeting green consumers, those who are 
concerned about the environment and allow it to affect their purchasing decisions. The paper identifies the three particular segments of 
green consumers and explores the challenges and opportunities businesses have with green marketing. In today ‘s business world 
environmental issues play an important role in marketing. All most all the governments around the world have concerned about green 
marketing activities that they have attempted to regulate them. 

Charles W Lamb (2012) explained that Green Marketing has also become an important way for companies to build awareness 
and loyalty by promoting a popular issue. By positioning their brands as ecologically sound, marketers can convey concern for the 
environment and society as a whole. Says green marketing helps in brand differentiation of companies that in turn focuses on the 
environmentally aware consumers willing to buy green products. It states that green marketing basically bridges the communication 
between environmentally conscious firms and consumers, in turn strengthening their relationship. 

Jacquelyn A. Ottoman (2013) in his study explains that Green Marketing must satisfy two objectives:  Improved Environmental 
Quality and Customer Satisfaction. Research indicates that many green products have failed because of green marketing myopia-
marketers ‘myopic focus on their products ‘greenness over the broader expectations of consumers or other market players. And 
critically underlined that firms may use green marketing as an attempt to address cost or profit related issues. Disposing of 
environmentally harmful by products, such as polychlorinated biphenyl contaminated oil are becoming increasingly costly and the 
firms that can reduce harmful wastes may incur substantial cost savings. 

Pickett-Baker and Ozaki (2014) stated that the stronger the environmental beliefs, the more likely people would make use of 
green products, which explains the reason why green product performance beliefs are significantly influenced by environmental 
beliefs. People who are environmentally concerned reported that they are more aware of green product marketing, as they found it 
engaging and relevant to their lifestyles. Green Marketing is coming to light as an instrument contributing to sustainable development 
and adding value to the brand image. 

Murphy, Graber and Stewart (2016) conducted a survey that involved a large number of participants, some worldwide data 
which shows how consumers respond to green marketing across countries. The results indicate that while different countries are facing 
unique environmental issues, the consumers are generally accepting green marketing efforts. The study also concludes that green 
movement is likely to persevere despite the fact that country is facing recessionary period. He also examined that green marketing was 
still in infancy. In the perception of marketing scholars, green marketing refers to eco-level and market segmentation and the role of 
structural factors and economic incentives in influencing consumer behaviour. The green marketers must understand to satisfy two 
objectives: improved environmental quality and customer satisfaction. 
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Robert Dahlstrom (2017) explores that Green Marketing has positive influences on multiple participants in the economy. The 
environment, developing economies, consumers, corporate strategy, the product, production processes, and supply chain benefit from 
green marketing. Green marketing firms establish strategic alliances with government, local communities, nongovernmental 
organizations (NGOs), industry experts, and competitors. 

Vinay (2017) his study determined that the concept of green marketing has been around at least since the first earth day in 1970. 
But the idea did not catch on till 1980‘s, when rising public interest in the environment led to a demand for more green products and 
services. The companies like Wipro, HCL, TNPL, IBM, ONGC etc., implemented the concept of green marketing in their 
organization. 

NandiniDeshpande(2017) has pointed out that Green Marketing should not neglect the economic aspect of marketing. 
Marketers need to understand the implications of Green Marketing. Thus, Green Marketing is a golden goose, and can be a very 
powerful marketing strategy though when it is done right. Analysed that Green Marketing mainly focuses on promoting the 
consumption of green products. Marketers also have the responsibility to make the consumers understand the need for and benefits of 
green products than non-green products. 

Yakup and Sevil (2018) pointed out that the green marketing must satisfy two objectives: First, the environmental quality, and 
secondly customer satisfaction must improve. This is because many environmental products have become so common 18 and widely 
distributed that many consumers may no longer recognize them as green because they buy them for non-green reasons. He examined 
green marketing as an integration of ecological concerns into marketing aspects including production, distribution and logistics, 
promotion and packaging along with marketing communications. 

 
RESEARCH METHODOLOGY 

Research methodology is the scientific and systematic research for pertinent information on the specific topic. It includes testing, 
verification, classification, organization and orientation which include prediction and application. The following are the various 
components that constitute the research methodology. 
Type of research  

 Nature of data 
 Sample size 
 Sample design 
 Tools used 
 

Type of the research  
 A research design must contain the clear view of procedures and techniques for gathering information, the population to be 

studied and the methods used in processing and analyzing data. The type of research used in the study is descriptive research and 
includes surveys and facts, findings, enquiries of different kinds. The major purpose of the descriptive research is to analyze the 
detailed state of affairs as it exists at present. 

 
Nature of data 

 Data collection helps the team to assess the health of the process. To do so, one must identify the key quality characteristics 
one will measure. Data collection enables a team to formulate and test working assumptions about a process and develop information 
that will lead to the improvement of the key quality characteristics of the product or service.  

 
 Data collection improves the decision-making by helping oneself focus on objective information about what is happening in 

the process, rather than subjective opinions. Data collection has been done through the following ways:  
 Primary data  
 Secondary data 
    

Primary data  
Primary data was collected through questionnaire. 

Secondary data  
             Secondary data is a type of data that has already been published in books, newspapers, journals, online portals etc.  

 
Sample size  

 A sampling frame is closely related to the population. A sample is a part of population, which is selected for obtaining the 
information.  
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A sample size of 116 is been collected from particular age group students. 
 

Sample design  
 A sample design of 116 respondents was collected using convenience sampling technique.  
 

Tools used 
o Simple percentage method 
o Anova 
o Ranking 

ANALYSIS AND INTERPRETATION 
Simple Percentage 

4.1 List of green products preferred by the respondents 

S.NO PARTICULARS NO. OF RESPONDENTS PERCENTAGE 

1 Soap 58 50.0% 

2 5 star energy efficient AC 37 31.9% 

3 Refrigerator 6 5.25% 

4 Energy efficient laptops 9 7.8% 

5 Allophatic Medicine 6 5.2% 

 Total 116 100.0 

4.2 Knowledge about environmental pollution by pesticides. 

S.NO PARTICULARS NO. OF RESPONDENTS PERCENTAGE  
 
1 

 
Know a lot 

22 19.0% 

 
2 

 
Know something 

76 65.5% 

 
3 

 
Neutral 

16 13.8% 

 
4 

 
Know nothing 

2 1.7% 

  
Total 

116 100.0 

4.3 Knowledge about global warming. 

 
S.NO 

 
PARTICULARS NO. OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Know a lot 

36 31.0% 

 
2 

 
Know something 

62 53.4% 

 
3 

 
Neutral 

16 13.8% 

 
4 

 
Know nothing 

2 1.7% 

  
Total 

116 100.0 
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4.4 Knowledge about recycling products. 

 
S.NO 

 
PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Know a lot 

36 31.0% 

 
2 

 
Know something 

62 53.4% 

 
3 

 
Neutral 

16 13.8% 

 
4 

 
Know nothing 

2 1.7% 

  
Total 

116 100.0 

 
4.5 Attitude of the respondents in preferring green products over conventional products. 

S.NO. PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

1 Strongly disagree 
6 5.2% 

2 Disagree 
17 14.7% 

3 Neutral 
33 28.4% 

4 Strongly agree 
38 32.8% 

5 Agree 
22 19.0% 

 Total 
116 100.0 

4.6 Attitude of the respondents in paying premium price for environmentally safe products. 

 
S.NO 

 
PARTICULARS 

NO.OF RESPONDENTS PERCENTAGE 
1 Stronglyagree 

5 4.3% 

2 Disagree 
14 12.1% 

3 Neutral 
28 24.1% 
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4 Strongly agree 
46 39.7% 

5 Agree 
23 19.8% 

 Total 
116 100.0 

4.7 Attitude of the respondents in paying attention towards eco friendly products on the basis of advertising. 
 

S.NO  
PARTICULARS 

NO.OF RESPONDENTS PERCENTAGE 
1 Stronglydisagree 

3 2.6% 

2 Disagree 
18 15.5% 

3 Neutral 
42 36.2% 

4 Strongly agree 
31 26.7% 

5 Agree 
22 19.0% 

 Total 
116 100.0 

4.8 Attitude of the respondents idea in paying attention to hear about eco friendly products. 
 

 
S.NO 

 
PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Strongly disagree 

7 6.0% 

 
2 

 
Disagree 

17 14.7% 

 
3 

 
Neutral 

34 29.3% 

 
4 

 
Strongly agree 

34 29.3% 

 
5 

 
Agree 

24 20.7% 

  
Total 116 100.0 
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4.9 Attitude of the respondents in choosing the good quality performance of eco-friendly products. 
 

 
S.NO 

 
PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Strongly disagree 

 
7 

 
6.0% 

 
2 

 
Disagree 

13 11.2% 

 
3 

 
Neutral 

32 27.6% 

 
4 

 
Strongly agree 

39 33.6% 

 
5 

 
Agree 

25 21.6% 

  
Total 

116 100.0 

4.10 Purchase behaviour of  biodegradable soaps 

S.NO  
PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Strongly disagree 

15 12.9% 

 
2 

 
Agree 

26 22.4% 

 
3 

 
Neutral 

35 30.2% 

 
4 

 
Strongly agree 

28 24.1% 

 
5 

 
Agree 

12 10.3% 

 
 

 
Total 

116 100.0 

4.11 Purchase behaviour of green product in the listed category of products 

 
S.NO 

 
PARTICULARS NO.OF RESPONDENTS PERCENTAGE 

 

 
1 

 
Strongly disagree 

4 3.4% 

 
2 

 
Disagree 

28 24.1% 

 
3 

 
Neutral 

39 33.6% 
 

 
4 

 
Strongly agree 

21 18.1% 

 
5 

 
Agree 

24 20.7% 

  
Total 

116 100.0 
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4.12 Purchase satisfaction in buying ecofriendly products 

S.NO. PARTICULARS 
NO.OF RESPONDENTS PERCENTAGE 

1 Strongly disagree 5 4.3% 

2 Disagree 34 29.3% 

3 Neutral 48 41.4% 
4 Strongly agree 11 9.5% 

5 Agree 18 15.5% 

 Total 
116 100.0 

                                    4.13 Purchase behaviour in paying extra price for green products 
 

 
S.NO 

 
PARTICULARS 

NO. OF 
RESPONDENTS PERCENTAGE 

 
1 

 
Never 

12 10.3% 

 
2 

 
Sometime 

44 37.9% 

 
3 

 
Frequently 

60 51.7% 

  
Total 

116 100.0 

INTERPRETATION 
4.1 The table convey that,50% of the people choose soap as a green product,31.9% people choose 5 star energy efficient AC as a 

green product,5.25% people choose refrigerators as green product,5.2%people choose allopathic medicine as green product. 
4.2 The table shows that, 19% of the people know a lot about the environment on pollution, 65.5% people know something about 

the environment on pollution,13.8%of the people have neutral idea about the environment on pollution,1.7%of the people know 
nothing about the environment on pollution. 

4.3 The table reveals that, 31 % of the people know a lot about global warming, 53.4 % people know something about global 
warming,13.8%of the people have neutral idea about global warming,1.7%of the people know nothing about global warming. 

4.4 The table express that,31 % of the people know a lot about recycling products,53.4 % people know something about recycling 
products,13.8%of the people have neutral idea about recycling products,1.7%of the people know nothing about recycling 
products. 

4.5 The table indicates that, 5.2 % of the people strongly disagree on preference to buy green products, 14.7 % people Disagree on 
preference to buy green products,28.4 %of the people have neutral idea on preference to buy green products, 32.8%of the 
people strongly agree on giving preference to buy green products,19 %of the people agree on giving preference to buy green 
products. 

4.6 The table manifest that, 4.3 % of the people strongly disagree on preference to buy green products if it is costly,12.1% people 
Disagree on preference to buy green products if it is costly,24.1 % of the people have neutral idea on preference to buy green 
products if it is costly, 39.7%of the people strongly agree on giving preference to buy green products even if it is costly,19.8 
%of the people agree on giving preference to buy green products even if it is cost. 

4.7 The table shows that, 2.6 % of the people strongly disagree on preference to eco friendly   advertising if it is costly, 15.5 % 
people Disagree on preference to eco friendly advertising,36.2 % of the people have neutral idea on preference to eco friendly 
advertising, 26.7%of the people strongly agree on giving preference to eco friendly advertising,19.0 %of the people agree on 
giving preference to eco friendly advertising. 
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4.8 The table manifest that, 6.0 % of the people strongly disagree on preference to buy green  products,14.7 % people Disagree on 
preference to buy green products,29.3 % of the people have neutral idea on preference to buy green products29.3%of the 
people strongly agree on giving preference to buy green products, 20.7 %of the people agree on giving preference to buy green 
products. 

4.9  The table indicates that, 6.0 % of the people strongly disagree on having good performing of eco goods,11.2 % people 
Disagree on preference to buy green products,27.6 % of the people have neutral idea having good performing of eco goods buy 
green products, 33.6%of the people strongly agree on giving preference having good performing of eco goods ,21.6 %of the 
people agree on having good performing of eco goods. 

4.10.   The table express that, 12.9 % of the people strongly disagree on having good performing of eco goods,22.4 % 
people Disagree on preference to buy green products,30.2 % of the people have neutral idea having good performing of eco 
goods buy green products, 24.1%of the people strongly agree on giving preference having good performing of eco goods ,10.3 
%of the people agree on having good performing of eco goods. 

4.11  The table reveals that, 3.4 % of the people strongly disagree the purchase behaviour of green product in the category,24.1 % 
people Disagree on preference to buy green products,33.6 % of the people have neutral idea on the purchase behaviour of green 
product in the category, 18.1%of the people strongly agree on giving the purchase behaviour of green product in the 
category,20.7 %of the people agree on having the purchase behaviour of green product in the category. 

4.12. The table convey that, 4.3 % of the people strongly disagree the purchase behaviour of green product in the category,29.3 % 
people Disagree on preference to buy green products,41.4 % of the people have neutral idea on the purchase behaviour of green 
product in the category, 9.5%of the people strongly agree on giving the purchase behaviour of green product in the 
category,15.5 %of the people agree on having the purchase behaviour of green product in the category. 

4.13  The table shows that,10.3 % of the people never purchase green product in the category,37.9 % people sometime prefer to buy 
green products,51.7 % of the people frequently purchase green product in the category. 

 
4.2 ANOVA 
4.2.1 Relationship between the monthly income of the respondents and their expenditure on green products. 
Aim: To find out the relationship between respondent’s monthly income and their expenditure on green products. 
Null hypothesis: There is no significant relationship between respondent’s age and their expenditure on green products. 
Alternative hypothesis: There is a significant relationship between respondent’s age and their expenditure on green products. 
Interpretation: As per the table monthly income and purchase behaviour of the consumer of green products are related as it is less 
than 0.5. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

4.2.2 The relationship between Gender and individual’s contribution 
Aim:To find out the relationship between respondent’s gender and individual contribution on green products. 
Null hypothesis: There is no significant relationship between respondent’s gender and individual contribution on green products. 
Alternative hypothesis: There is a significant relationship between respondent’s gender and individual contribution on green 
products. 
 
 
 

 

 

  

 Sum of Squares Df Mean Square F Sig. 

Between Groups 2.241 5 .448 .971 .439 

Within Groups 50.751 110 .461   

Total 52.991 15    
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Sum of Squares Df Mean Square F Sig. 

Between Groups .076 1 .076 .051 .821 

      

Within Groups 168.011 113 1.487   

 
Total 

168.087 114 
   

 
Interpretation: As per the table there is no relationship between the gender and the individual’s contribution on changing the 
environment as is it greater than 0.5. 
 
4.3 RANKING 
4.3    The rank achieved as per respondent’s response 

S.NO PARTICULARS MEAN RANK RANKING 

1 CFL Bulbs 3.18 1 

2 Healthcare/cosmetic products 2.43 3 

3 Electronics appliance (with energy 
star ratings) 2.81 

2 

4 Solar panels/Solar water heater 1.59 4 

 
RESULTS 

 Majority of 50.0% of the people choose soap as ecofriendly product. 
 Majority of 65.5% of the people know something about the pollution from pesticides. 
 Greater number of 53.4% people knows something about Global Warming. 
 Mostly 53.4% people know something about Recycling Products. 
 Wide number of 50.0% knows something about Non-Biodegradable Products.  
 Majority of 32.8% of people strongly agree in preferring green products over conventional products. 
 Majority of 39.7% of people strongly agree in paying premium price for environmentally safe products. 
 Mostly 36.2% of people are neutral in paying attention to ecofriendly products 
 Majority of 29.3 %of people strongly agree and have neutral idea in paying attention to hear about ecofriendly products 
 Bulk number of 33.6% of people strongly agrees in the good quality performance of eco-friendly products.  
 Greater number of 33.6% of people are neutral in saying the products are well promoted. 
 Majority of 51.7% of the people frequently buy products whose package can be reused. 
 CFL Bulbs are purchased more, electronic appliances are given preference at rank 2, Healthcare products are given preference 

at rank 3, Solar panels and solar water heaters are given preference in rank 4. 
 
DISCUSSION  

Marketers should play crucial role since they have the responsibility to make the consumers understand the need for and benefits 
of green products as compared to non-green ones. Along with Private sector, Government initiatives are most important, intense 
efforts should be made by Government for following these practices for wellbeing of next generations. 

 
Firms should give best vendor award for initiation and implementation of green marketing practices.  There is close association 

between green marketing practices and market performance. Hence, Companies should focus more on to develop environment 
friendly products and put an endeavour for eco-friendly modification in product design which will increase market share and give 
competitive advantage. Companies should follow a more holistic approach. They should not just focus on being energy efficient, but 
they should shine when it comes to social responsibility and sustainability. 
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CONCLUSION 
The study reflects that Industries these days have high concern for environmental protection and have strong belief that green 

marketing can definitely be used as a tool for gaining competitive and sustainable growth. Some companies are initiating and 
implementing these practices as a part of their society. However environmental strategy formation and implementation are slowly 
making it to the priority lists of Indian corporate. With this view organizations are now aware with the statement that without adopting 
green in the core of their strategy they cannot survive in the current aggressive era. 

  
Automobile industry is also adopting green to retain their image in the marketplace. There is positive rapport between the 

green marketing practices like developing environment friendly products, waste minimization and contamination prevention eco-
friendly modification in product design, use of renewable resources, considering products complete life cycle from unprocessed goods 
taking out to disposal –is less harmful to environment. (Cradle to Grave approach) and market performance indicators like positive 
company image, competitive advantage, profitability, sales volume, business sustainability increased market share. 

 
 There are huge opportunities in the Indian market for companies that establish their green credentials early. Being Eco-friendly 

gives the firm a USP (Unique Selling Proposition), which competitor may find difficult to match, hence being eco-friendly makes a 
firm competitive and customer friendly as well. Managers must start to recognise environmental important as an economic and 
competitive opportunity, not as an annoying cost or an inevitable threat. Environmental progress demands that the companies innovate 
to raise resource productivity-precisely the new challenge of global competition. It is the time to build on the underlying economic 
logic that links the environment, resource productivity, innovation and competitiveness. 
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