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Abstract
With rising markets and increasing customer volumes, the eco-
system is dramatically degraded by production and consump-
tion habits. Governments, consumers, and producers have rec-
ognized the significance of this issue. Industries’ department 
of research and development is continuously developing en-
vironmentally friendly products that cause less environmental 
destruction. Items that are recyclable and have safe disposal 
are also referred to as green goods. The objective of this study 
is to understand the notion of green products and consumer 
behavior towards it. The study also investigates the relation-
ship between green product use and intention to purchase and 
demographic variables. The findings provide significant insight 
into the factors predominantly responsible for inspiring and dis-
couraging customers from buying green products. Eco-friendly 
nature and knowledge about green products are the driving 
factors. In contrast, limited awareness about green products, 
cost of installation is the factors that reduce the sale of these 
products.
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1 Introduction
Here the term ‘green’ indicates purity. Green adver-

tising, for example, means advertising which has no 
negative effect on society. The green message means 
mature and objective facts, free of distortion or con-

fusion. Green marketing is a subject widely in the dis-
cussion from laypeople to highly skilled professionals. 
The main idea behind Green Marketing is to save the 
environment. There are many problems which have 
aroused due to Modern Marketing. Progression of 
marketing practices has driven growth in the econo-
my, large scale production using cutting edge technol-
ogies, deluxe life, design, intense opposition, the use 
of corrupt marketing techniques and various ways to 
acquire consumers, manipulation of ads, liberalization 
and globalization, multinational corporate creation, 
retailing by giant MNCs, etc.

Department stores, grocery shops, and shopping cen-
ters are filled with both valuable and useless items. Such 
factors have also affected human health and ecological 
equilibrium. Giant factories, in particular, have become 
a source of numerous pollutions. Many goods being 
made, consumed and disposed of adversely affect the en-
vironment. Green marketing impacts human health and 
the climate positively. Consumers are aware of unadul-
terated goods and unadulterated approaches of making 
goods, used and disposed of. It also boosts unified hard 
work to accomplish purity in consumption and produc-
tion. Everyone is familiar that increased production and 
business practices pollute the natural environment. The 
damage to humans, crops, and wildlife is recorded in 
various parts of the world. Given that resources are re-
stricted and human needs are limitless, marketers need 
to make effective use of resources to accomplish corpo-
rate objectives without waste of resources. In such a case 
Green marketing is inevitable.

Citizens around the world are becoming deeply in-
volved in the conservation of natural resources. Peo-
ple are getting more conscious about the environment, 
and they are modifying their actions for environmen-
tal protection. This led to the rise of the word “Green 
Marketing.” Consequently, advertisers feel a duty for 
the environment and add importance to green mar-
keting. Not only advertisers but customers are also 
worried about the environment, and customers are 
also changing their pattern of behavior. Today, both 
individual and industrial customers are becoming 
more concerned with environmentally friendly goods.

1.1 Advantages of green marketing
Environmental Advantages: With the green revolu-

tion, greenhouse gases will be reduced.
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Economic Advantages: This revolution is eco-friend-
ly, and with the use of equipment like LED’S energy 
consumption is reduced.

Sustainability: With green marketing, our future 
will be safe, and the natural resources will remains 
protective.

Efficient Use of Resources: Human demands and 
needs are unlimited today, but resources are short 
enough that human needs cannot be met. Markets 
need to utilize the resources efficiently to facilitate the 
consumers. 

Planned Techniques: It needs to implement well-
planned strategies and creative policies to accomplish the 
organizational objectives without wasting any time and 
other resources. A growing interest is developed among 
the customers throughout the world with various exam-
ples of Green marketing products and services.

Consumer Attraction: Examples of numerous 
Green Marketing items fascinate customers about sav-
ing the environment. People are now very conscious 
of their environment and their actions which could 
affect the environment. Green marketing is seen as the 
latest marketing that helps create goods that are social-
ly and environmentally sustainable. 

Innovation: Green marketing helps produce goods 
of this kind that are economically affordable and ef-
ficiently meet consumer needs. It creates innovative 
green products, which are less resource-intensive. 

1.2 Impacts of green marketing
• In recent times, consumers are motivated to buy 

green products- pulses, oil, fruits, vegetables, and 
many more. More and more people are shifting 
from non-vegetarian to vegetarian.

• People refrain from using plastics and products 
made out of plastic.

• The use of processed goods has decreased, and 
there is an increase in the consumption of herbal 
products.

• Usage of bio-fertilizers has increased, and the use 
of chemical fertilizers and pesticides has decreased.

• Efforts are made worldwide to recycle consumer 
wastes and wastes from industries.

• Consumers are shifting towards natural therapy, 
herbal medicines, and Yoga.

• Stringent rules and regulations are used to protect 
forests, oceans, and rivers, wildlife from pollution.

• More focus on environmental and social account-
ability of producers.

• Imposing stringent standards for controlling pollu-
tion. Consideration of efforts to control pollution 
and eco-friendly technology while bestowing cer-
tificates ISO 9000, ISO 14000, and other awards. 

2 Literature review
The shift towards green products and marketing 

practices has become a business trend in recent times. 
This involves organizations taking up activities that do 
not disturb the environment by selling services and 
products which are eco-friendly and do not tamper with 
nature. Products that satisfy consumers’ needs without 
affecting the environment and which contribute to-
wards a more sustainable environment are called Green 
products. These products are recyclable and require less 
packaging. Some examples of green products are jute 
bags, energy-efficient bulbs, organic products, etc. [1]. 
The late 1980s and early 1990s are the time when Green 
Marketing came into importance, and people started 
to notice, though the thought was woven much earlier. 
The first workshop was helped by The American Mar-
keting Association (AMA) on “Ecological Marketing” 
in 1975. This was the first book on green marketing 
published by the proceedings from the workshop [2]. 
“Green Marketing is one of the activities that promote 
‘Green Products’ rather than ‘Non-Green Products’ to 
avoid and minimize environmental degradation. Green 
Products are typically a durable, non-toxic, made of re-
cycled material, or minimally packaged [3]. 

According to [4], smart business houses have ac-
cepted green marketing as a part of their promotional 
strategy. Green marketing is defined as the marketing 
in which exchanges happen between buyers and sell-
ers, and both parties are benefitted without much det-
rimental to the environment. Green marketing focuses 
on minimizing the harm to the environment but not 
necessarily eliminates the harm to the environment. 
But there are many problems with green marketing as 
firms modify their products because of their custom-
ers’ pressure. Still, sometimes customers’ perceptions 
are incorrect, and when the organization tries to be-
come socially responsible, they are always in turmoil 
that today’s action might cause repercussions in the 
future. Also [5], many people believe that green mar-
keting is mainly concerned with promoting or selling 
environmentally friendly products and concepts such 
as phosphate-free, recyclable, refillable, ozone-safe, 
and environmentally sound are some of the things that 
consumers identify most with green marketing. While 
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these terms are claims for green marketing, overall 
green marketing is a much broader idea extended to 
consumer products, industrial products, and even 
services. Environmental marketing had not lived up 
to the hopes and aspirations of many executives and 
activists. While if taken an opinion poll, consumers 
would prefer a green product over a less eco-friendly 
product when all other aspects are the same.

The awareness amongst the consumers about envi-
ronmental issues can determine their behaviour towards 
the environment. Consumers that are more environ-
mentally aware make more green decisions, such as buy-
ing goods that are environmentally friendly in nature [6].

It has been shown that people are moving more to-
wards eco-friendly goods, but it is a long-term phase, 
and green marketing in India is still in the infancy 
stage. Organizations and companies have experienced 
this change in consumer mindset and are trying to 
gain a foothold in the competitive market by promot-
ing the concept of green marketing and are prepared 
to generate more customer response [7]. In addition, 
Indian companies are growing quite rapidly, and cus-
tomers are also changing their preferences towards 
eco-friendly goods, as environmental consciousness is 
increasing [8]. As a result, businesses are gradually us-
ing tactics to encourage the acceptance of green goods 
and services. But awareness of green marketing is still 
less due to lack of awareness and ineffective advertise-
ments of manufacturers. The government has to put 
hands together in creating awareness of eco-friend-
ly products [9]. According to, India as a developing 
country needs to prevent pollution and preserve its 
natural resources. It was found in the research that 
the most significant factors leading consumers to pur-
chase green products were personal benefit, quality, 
and ease of use, efficiency, availability, environmental 
concern, and health concerns. Those consumers are 
also willing to pay a premium price for green prod-
ucts. Adding to that, [3] says there are many who ar-
gue that green products are expensive, so it is a chal-
lenge for marketers to sell them at a premium price. In 
Delhi, there has been a major shift from innovations 
to eco-innovations, and the market for an organic and 
energy-efficient product is growing continuously [10].

To become a green brand leader, companies should 
provide public disclosures of their environmental ac-
tivities and maintain credibility among their custom-
ers. According to [11], consumers are very happy to 
pay for green products or environment-friendly prod-

ucts. Marketers should provide proper awareness to all 
consumers about the green marketing concept, which 
helps to achieve a high market share [12]. Thus, busi-
nesses have to take advantage of these opportunities 
by locating them. Also, customers are becoming high-
ly conscious of environmental concerns.

Nevertheless, due to what has been referred to as the 
“value-action divide,” it is possible that many environ-
mentally conscious consumers will not make such envi-
ronmentally friendly purchases regularly. The value ac-
tion gap is the disparity between consumers’ awareness 
of the environment and their actions towards certain 
items. Price plays a key role when it comes to people’s 
purchasing behavior. Therefore, apart from knowledge, 
other factors influence consumers ‘ purchasing behav-
iors, such as product price, product availability and 
quality, and product efficiency. A customer’s satisfac-
tion with the particular product will influence future 
consumer purchase decisions, shape customer loyalty, 
and spread a positive word of mouth about the prod-
uct. The intention to buy green goods can also shift if 
the customer discovers that the green ads made for the 
product were misleading or ambiguous or false state-
ments about the product been green [13].

It was found that consumers pay very little atten-
tion to the labeling or advertisement of an eco-friend-
ly product in a study to analyze the connection or 
the lack of connection between green marketing and 
green consumerism [14]. Characteristics such as easy 
disposal and recyclability are considered by the con-
sumers while buying a green product [15].

According to him, the most significant constraints 
on the production of green goods are lack of consumer 
trust and lack of knowledge. It was found that women 
and young respondents (18-25 years of age) are espe-
cially positive for organic products, a decade earlier it 
was found that young women with a high school de-
gree and above-average income were most likely inter-
ested in buying more ex, On the other hand, consum-
ers over age 45 seem to be more open-minded towards 
green knowledge. 

3 Research methodologies

3.1 Objective
1. Identify the significant factors that influence the 

customer’s decision to support Green products.
2. To analyze the awareness about the use of green 

products among Punekars.
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3.2 Hypothesis
H1: Green purchasing behavior of male and female 

are different
H2: Green purchasing behavior at different age 

group is different
H3: Green purchasing behavior of different educa-

tion level is different
H4: Green purchasing behavior of different em-

ployment is different
H5: Green purchasing behavior of different income 

level is different
I gathered data from a sample of 130 consumers lo-

cated in the city of Pune to test the hypotheses formed. 
Interviewees are picked at random. To gather data on 
factors, the Likert scale was used. Data are collected 
via questionnaires sent through e-mails because of 
time limitations.

4 Results and discussion

4.1 Factor and reliability analysis
Exploratory factor analysis and reliability checks 

are conducted on the scales used to demonstrate the 
construct validity and reliability of the measures. 

The Kaiser-Meyer - Olkin (KMO) value and the 
Bartlett sphericity test were conducted for factor anal-
ysis purposes.

The Table 1, the Kaiser-Meyer - Olkin Sampling 
Adequacy value is 0.901, meaning variation in vari-
ables is strongly caused by the factors. Bartlett’s Test 
of Sphericity significance value is smaller than 0.05, 
which indicates that the variables are suitable for 
structure detection. 

Table 1

KMO and Bartlett’s Test
Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy
0.901

Bartlett’s Test of Sphericity Approx. Chi-Square 1125.313

df 153
Sig. 0.000

Table 2 the Communalities explains the variance of 
a variable by extracted factors. Initial communalities 
are equal to 1 as all the factors together explain 100% 
of the variance. Extraction commonalities are the esti-
mates of variance in each variable accounted for by the 
factors in the factor solution.

Table 2
Communalities

 Initial Extraction
Environment Issues 1.000 0.572
Effect on environment 1.000 0.561
environmentally responsible 1.000 0.560
protect by purchasing 1.000 0.594
Environment Irresponsible 1.000 0.674
Big Interest 1.000 0.551
Recyclable 1.000 0.610
Light Bulbs 1.000 0.800
Electricity 1.000 0.752
Buy green products 1.000 0.642
High Quality 1.000 0.559
Symbol 1.000 0.782
Information provided 1.000 0.759
Harmful Packaging 1.000 0.520
Advertising 1.000 0.691
Media Reports 1.000 0.658
Choosing 1.000 0.574
Recycled materials 1.000 0.574

Thus, a lower value means the variable does not 
fit well with the factor solution. Therefore, the factors 
extracted should explain 50% of a single variable (Ac-
cepted communality value is 0.5).

Table 3 Initial Eigenvalues shows that there are four 
components with an Eigenvalue greater than 1 are ex-
tracted. These four extracted values explain nearly 
63% of the variability in the original 18 variables.

The table 4, there are four factors which are cor-
related with 18 variables.

Factor 1 - The first factor explains 26% of the total 
variance. It contains variables which are environment 
concern such as the importance of environmental is-
sues, effect on the environment, media report regard-
ing products, usage of recycled materials, environmen-
tal responsibilities, choosing environment-friendly 
products, interest for organic products, protecting the 
environment by purchasing green products, purchas-
ing recyclable products, avoid purchasing of products 
whose packaging have a harmful effect on the envi-
ronment.

Factor 2 - The second factor explains about 13% of 
the total variance in the variability’s. This factor con-
tains variables which regarding environmental knowl-
edge such as understanding environment-friendly 
symbol, understanding environment-friendly infor-
mation provided with products, quality of the product.
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Table 3
Total variance explained

Compo-
nent

Initial Eigenvalues Extraction Sums of Squared Load-
ings

Rotation Sums of Squared Loadings

Total % of vari-
ance

Cumulative 
%

Total % of vari-
ance

Cumulative 
%

Total % of vari-
ance

Cumulative 
%

1 7.887 43.815 43.815 7.887 43.815 43.815 4.774 26.524 26.524
2 1.305 7.252 51.067 1.305 7.252 51.067 2.370 13.168 39.692
3 1.139 6.331 57.398 1.139 6.331 57.398 2.290 12.720 52.412
4 1.103 6.129 63.527 1.103 6.129 63.527 2.001 11.114 63.527
5 0.848 4.709 68.236       
6 0.685 3.803 72.039       
7 0.673 3.740 75.779       
8 0.583 3.241 79.021       
9 0.573 3.183 82.204       
10 0.526 2.920 85.124       
11 0.484 2.688 87.812       
12 0.453 2.519 90.331       
13 0.364 2.023 92.354       
14 0.357 1.983 94.337       
15 0.321 1.783 96.120       
16 0.273 1.518 97.638       
17 0.228 1.265 98.902       
18 0.198 1.098 100.000       

Table 4
Factors
 Component

Environment 
Concern

Environment 
Knowledge

Green 
Awareness

Eco-friendly

Are Environmental issues important to you .738    
while buying a product, do you consider how it will affect our 
environment and other consumers

.681    

Do environmental issues or problems reported in the media affect 
your purchasing behavior

.677    

How do you prefer products manufactured from recycled materi-
als

.668    

Do you consider yourself an environmentally responsible person .649    
While choosing between two similar products, do you prefer the 
environment-friendly one

.648    

Do you have a big interest in organic, ecological, and natural 
products

.639    

Do you believe that you can protect the environment by pur-
chasing environment-friendly products

.571    

Do you try to buy such products which can be recycled .524    
If you learn that the packaging of a product you bought is harmful 
to the environment, will you stop buying that product

.517    

Can you understand whether a product is environment-friendly from 
the symbol on it or not

 .845   

Can you understand if a product is environmental-friendly from the 
information provided along with the product?

 .757   

Do you think green products are of high quality?  .601   
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Factor 3 - The third factor explains about 13% of 
the total variance. This factor deals with green aware-
ness; it consists of variables such as advertisements 
of environment friendly products, is it prestigious to 
purchase green products, don’t prefer to buy products 
that are environmentally irresponsible.

Factor 4 - The fourth factor explains about 11% 
of the total variance. This factor consists of variables 
which deals eco-friendly aspect of the product such as 
efficient light bulb, reduce amount of electricity.

4.2 T-Test and Anova tests
Two separate studies t-tests and an ANOVA test are 

conducted to assess customers for their green purchas-
ing behaviour based on their demographic attributes.

The Table 5, the p-value is 0.663 which signifies 
that between gender and green product purchasing 
behaviour there is no significant difference.

P-value is 0.156, which means there is no substan-
tial difference between the age group and the actions 
of purchasing a green product are tabulated in Table 6.

P-value is 0.615, which means there is no substan-
tial difference between the degrees of education on the 
purchasing behaviour of green goods is tabulated in 
Table 7.

In the Table 8 represents the P-value is 0.101, which 
means there is no substantial difference between em-
ployment and buying activity of the green product.

In the Table 9 P-value is 0.0741, which signifies 
that there is no significant difference between income 
group and green product purchasing behaviour.

5 Discussions
In this study, several factors were investigated by 

me that was related to purchasing of green products. 
In this regard, I firstly looked at the various variables 

 Component
Environment 

Concern
Environment 
Knowledge

Green 
Awareness

Eco-friendly

Do the advertisements of environmentally friendly products affect 
your purchasing behavior.

  .709  

Is it prestigious for you to buy green products?   .700  
You don’t prefer to buy products from those firms which are envi-
ronmentally irresponsible.

  .680  

Do you prefer energy-efficient light bulbs at home?    .830
Do you try to reduce the amount of electricity that you use in your 
home?

   .797

Table 5
T-test: gender - green purchasing behaviour

Gender Observation Mean Variance t d.f. p
Male 82 3.83043 0.29563

1.984 98 0.663
Female 48 3.852183 0.301466

Table 6
ANOVA test: age group - green purchasing behaviour

Age Groups Count Sum Mean Variance P-value
18 - 24 90 341.619 3.795767 0.264631

0.156063
25 - 32 26 101.8571 3.917582 0.399194
33 - 50 9 37.47619 4.164021 0.318657
50 and Above 5 18.04762 3.609524 0.126304

Table 7
Anova test: education level - green purchase behaviour

Groups Count Sum Average Variance P-value
12th 6 23.71429 3.952381 0.439909

0.614981Graduation 86 327.2857 3.805648 0.297624
Post-Graduation 38 148 3.894737 0.279482



Issue 23. August 2022 | Cardiometry | 591

that might affect the consumers purchasing behaviour 
for buying green products. 

It was found that there is no significant relation-
ship between gender of consumers and green purchas-
ing behaviour, between various age groups and green 
purchasing behaviour, between the relationship of 
education, employment, and income level with green 
purchasing behaviour, and between demographic at-
tributes and green purchasing behaviour. 

The findings from this research are as below:
• It was found that environmental concern covered 

most of the variance, which means customers 
should be educated properly about the pressing en-
vironmental issues. 

• Secondly, is the knowledge about the advantages of 
using green products and the differentiating fac-
tor between normal and green products, it means 
prior to buying green products customers should 
be able to differentiate green products from non-
green products by the information provided by the 
symbols, tag lines, etc. 

• Lastly, the eco-friendly factor which is the major 
sales-driving factor for green product. 

• Hence, in order to increase the purchase of green 
products, companies and the government should 
focus more on creating awareness about green 
products, which will make customers acknowledge 
the environmental issues and will encourage them 
to shift towards green products.

6 Recommendations
Based on the above interpretation, it is found that 

concern for environment, knowledge; awareness and 

eco-friendly aspect are the major factor for the cus-
tomers’ green purchasing behaviour. Government 
should make its citizen more aware of the green prod-
ucts. Companies should also educate their customers 
about green products through advertisements.

Purchasing of green products can only be increased 
if customers can understand the importance of green 
products and can differentiate green and non-green 
products. So, it is highly recommended to educate cus-
tomers or citizens more about green products.

7 Limitations
• Due to time limitation only, a small sample is col-

lected covering a small area.
• In factor analysis, four factors were identified 

which covers 63.5% of the total variance, which 
means the 36.5% remaining is not, considered in 
the analysis.

• For calculation of T-tests and ANOVA test, I have 
used the average of all factors which is not an exact 
representation.

8 Conclusions
I have conducted a study on the acceptability of 

green products in Pune region. For the study, I tried 
to identify the significant factors that influence the 
purchase of green products and the level of awareness 
among respondents. During the research, a sample of 
130 respondents in the Pune region was collected. On 
this sample of 130, Factor analysis was performed to 
identify the influencer, and then I checked for whether 
various demographic attributes have an influence on 
purchase of green products. For that, t-test and ANO-

Table 8
ANOVA test: employment - green purchasing behaviour

Employment Groups Count Sum Average Variance P-value
Employed 56 220.8571 3.943878 0.370077

0.10125self-employed 13 50.52381 3.886447 0.238299
Unemployed 61 227.619 3.73146 0.22608

Table 9
ANOVA test: income level - green purchasing behaviour

Income level Count Sum Average Variance P-value
Bellow 2,50,000 71 264.8571 3.730382 0.266469

0.074125
2,50,000 to 5,00,000 31 123.0952 3.970814 0.346739
5,00,001 to 7,50,000 19 76.09524 4.005013 0.26276
7,50,001 to 10,00,000 4 16.66667 4.166667 0.324263
Above 10,00,000 5 18.28571 3.657143 0.219274
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VA test were performed. In the t-test and ANOVA test 
it was found that acceptance of green products is in-
dependent of all demographics (Gender, Age group, 
Education level, Employment, Income level). In Factor 
analysis I found factors which influence customers to 
buy green products; which are concern for environ-
ment, knowledge about green products, awareness of 
green products and eco-friendliness of the customer. 
Out of all the factors, a major factor was the concern 
for the environment. Thus, in order to promote sales 
of green products, citizens are required to be educated 
about green products first. 
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