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Abstract  

 

In recent years, the term green marketing has become widespread due to the development of 

technologies and industrial activities that affect the environment. Green is the word of the day, and 

“green marketing” and “green products” are the future for today's manufacturers and marketers. Green 

marketing means selling products based on their environmental benefits and can be environmentally 

friendly. It is also called environmental marketing. India, one of the countries with the highest 

biodiversity, is under threat today. With only 2.4% of the world's land area, India accounts for 7-8% of 

the world's vegetable and animal spices, ecosystems and genetic resources, combining traditional 

transformation with a sustainable future. While today's conventional farming systems can produce 

more in the short term, they are mostly not sustainable in the long term nor do they guarantee safe food. 

The method is insufficient to disadvantage communities and is therefore not a sustainable solution for 

many people suffering from food insecurity. Organic or green products have the potential to produce 

enough high quality food. Green marketing also pays close attention to industrial ecology and 

environmental sustainability issues such as extended manufacturer responsibility, life cycle analysis, 

material use, resource flow and eco-efficiency. In general, terms such as phosphate-free, recyclable, 

ozone-friendly, and eco-friendly are some of the terms that consumers most often associate with green 

or organic products. Demand for eco-friendly products is growing significantly in India. Today's 

consumers are becoming more and more environmentally conscious and willing to pay more for 

environmentally friendly products. Consumer buying behavior is constantly changing as the best 

http://www.jetir.org/


© 2022 JETIR November 2022, Volume 9, Issue 11                                                          www.jetir.org (ISSN-2349-5162) 

JETIR2211247 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org c439 
 

options become available. Products are selected for many reasons. Overall, today's buying process is 

very fast-paced. Therefore, the present study is conducted to examine the degree of influence of 

consumer purchasing behavior on the marketing of green products in Karur district. 

 

Key words: Buying Behaviour, Green Products, Environmental Awareness 

 

1. Introduction  

 

In recent years, the term green marketing has become widespread due to the development of 

technologies and industrial activities that affect the environment. Green is the word of the day, and 

“green marketing” and “green products” are the future for today's manufacturers and marketers. Green 

marketing means selling products based on their environmental benefits and can be environmentally 

friendly. It is also called environmental marketing. 1 India, one of the countries with the highest 

biodiversity, is under threat today. With only 2.4% of the world's land area, India accounts for 7-8% of 

the world's vegetable and animal spices, ecosystems and genetic resources, combining traditional 

transformation with a sustainable future. While today's conventional farming systems can produce 

more in the short term, they are mostly not sustainable in the long term nor do they guarantee safe food. 

The method is insufficient to disadvantage communities and is therefore not a sustainable solution for 

many people suffering from food insecurity. Organic or green products have the potential to produce 

enough high quality food. Green marketing also pays close attention to industrial ecology and 

environmental sustainability issues such as extended manufacturer responsibility, life cycle analysis, 

material use, resource flow and eco-efficiency. In general, terms such as phosphate-free, recyclable, 

ozone-friendly, and eco-friendly are some of the terms that consumers most often associate with green 

or organic products. 2 Demand for eco-friendly products is growing significantly in India. Today's 

consumers are becoming more and more environmentally conscious and willing to pay more for 

environmentally friendly products. Consumer buying behavior is constantly changing as the best 

options become available. Products are selected for many reasons. Overall, today's buying process is 

very fast-paced. Therefore, the present study is conducted to examine the degree of influence of 

consumer purchasing behavior on the marketing of green products in Karur district. 

 

2. Importance of the study 

 

An eco-label is basically a label that differentiates products for their environmental preferences 

within a product category based on a life cycle perspective. An eco-label is a type of environmental 

label that informs consumers about the relative environmental quality of a product. The Green Seal is a 

quality seal for a large number of products that meet certain standards in each category. Below are the 

"eco marks" for environmentally friendly products. Based on the Indian scenario, the development and 

implementation of green product standards will lead to changes in the market availability of green 

products and promote sustainable consumption and production in India. Effectively communicating 

green products to Indian consumers is also one of the major challenges faced by consumers with 

limited knowledge and minimal disclosure of information about green products. The harbingers and 

consequences of green consumer beliefs and actions are impacting developing countries like India. 

                                                             
1 G.S.Dhanashree and.K.Viswa Sarojini Devi (2019), “Consumers’ Attitude towards Green Products 

in Tirunelveli Taluk,” A Journal of Composition Theory, Vol.12, Issue.12, Pp-767-773. 
 
2  P.Sudhadevi, M.Viswanathan, and C.Selvakumar, (2021), “A study on factors influencing the consumers’ 

attitude about green products with special reference to Tirupur City,” International Journal of Creative 

Research Thoughts (IJCRT), Vol. 9, Issue 8, Pp-275-288. 
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Some environmentally friendly products are more expensive than other alternatives. Green 

consumers have been shown to be willing to pay higher prices for greener products, presenting a 

golden opportunity for businesses and governments looking to change green policies. Thus, an increase 

in consumers choosing and willing to purchase environmentally friendly products creates opportunities 

for businesses to use “eco-friendly “or “environmentally friendly as part of their value proposition. 

Companies that offer products that are manufactured and designed with a green marketing mix have a 

long-term competitive advantage. A better understanding of consumer buying behavior increases 

market opportunities. Behavior has a powerful influence on consumer purchases. Behavior is a major 

factor in the consumer purchasing process and also influences consumer perception. Understanding 

consumer behavior allows businesses to attract new consumers and tailor products and services to meet 

their needs and desires. 

Green Environment  

 
The environment is a higher priority in some countries than in others. This is often replicated in 

national policy decisions and the effectiveness of current environmental efforts. Being “green” is a way 

of describing how green a country, community, organization, and the like is. The world's greenest 

countries implement practices, measures and policies to protect and even restore the natural 

environment and its resources to improve the health of its citizens. 

 

Environmental Performance Index 

 
The Environmental Performance Index (EPI) measures the environmental performance of a 

country's policies and quantifies its environmental trends and performance. The EPI permits countries 

to see how close they are to meeting their declared environmental goals. The environmental 

Performance Indicators in the year 2022 assesses 180 countries on 24 performance indicators in 10 

thematic categories. These indicators determine which countries are leaders in environmental 

performance and provide guidance to countries striving for a more sustainable and green future. 

Greenest Countries 

 
According to EPI, the world's greenest countries are those that are most responsive to the 

environmental changes they are facing. The following are the top 10 greenest countries in the world. 

Table 1 

World green products lead countries  

 

Ran

k 
Country 

EPI 

Value 

Environ

mental 

Health 

Ecosyste

m Vitality 

1 Switzerland 87.42 93.57 83.32 

2 France  83.95 95.71 76.11 

3 Denmark  81.60 98.20 70.53 

4 Malta  80.90 93.80 72.30 

5 Sweden 80.51 94.41 71.24 

6 United Kingdom 79.89 96.03 69.13 

7 Luxembourg  79.12 95.07 68.48 

8 Austria  78.97 86.38 74.03 

9 Ireland  78.77 95.92 67.34 

10 Finland  78.64 99.35 64.83 

  Source:https://www.conserve-energy-future.com/greenest-countries-earth.php 

http://www.jetir.org/
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3. Profile of the District  

 

Karur district consist of two divisions of Karur and Kulithalai, seven circles namely Karur, 

Aravakurichi, Manmangalam, Bukalur, Kulithalai, Krishnarayapuram and Kadavur and 203 revenue 

villages. The district has 157 panchayats and eight districts namely Karur, Dandoni, Aravakurichi, 

K.Paramathi, Kulithalai, Krishnarayapuram, Kadavur, Thogamalai. In this district there are two 

municipalities namely Karur and Kulithlai and eleven municipalities namely Aravakurichi, 

Krishnarayapuram, Marudur, Nangavaram, Old Jayangkonda Solapuram, Pallapatti, Puliyur, Punchai 

Thotakurichi, Punsai Bukhlur, TNBL Bukhlur, Uppidamangalam. Karur is the administrative place of 

the Karur district. It lies on the banks of the Amaravati, Kaveri and Noyar rivers. Karur is known for 

exporting home textiles to the US, UK, Australia, Europe and many other countries. It is about 395 km 

southwest of the state capital Chennai, 75 km from Tiruchirappalli, 120 km from Coimbatore, 295 km 

from Bangalore and 300 km from Kochi. 

 

4. Statement of the problem 

 

Today people face many environmental problems related to harmful products. Our mother earth 

is suffering from many environmental problems and governments around the world are also 

considering environmental protection at a priority level. Businesses are compelled, either intentionally 

or legally, to adopt policies to protect the environment and serve society. These situations make us 

think about our approach to green marketing. Green marketing is one of the main areas of interest for 

marketers as it can provide a competitive advantage. This is a key competitive strategy used by most 

companies. When designing products and services, marketers not only consider consumer needs, tastes 

and preferences, but also environmental knowledge, environmental concerns, and the credibility of 

environmental advertising, which influence purchasing decisions, identify other factors as well 

customers are more concerned. It is something that creates an environmentally sustainable world. The 

Green marketing will only succeed if marketers have a good understanding of consumer behavior. 

People's awareness of environmentally friendly products is increasing, showing the importance of 

environmentally friendly products. It's not just for awareness. It is also due to its adverse effects on 

human health. Artificial fertilizers, fertilizers, and pesticides cause cancer and other problems. To 

understand the impact of non-organic products and to initiate the use or introduction of green products 

for regular consumption, researchers are interested in the positive effects of green or organic products. 

Therefore, this particular study was conducted. 

 

5. Objectives of the Study 

  

The present research addressed the following objectives; 

i. To assess the relationship between the variables that affect consumers’ buying behaviors for 

green products. 

ii. To analyse the factors that affect consumers’ buying behaviors for green products. 

iii. To examine the price levels consumers prefer to pay for green products in the district. 

6. Hypothesis of the Study 

 

In exploring the relationship between consumers’ buying behavior and green products, the study 

addressed the following hypotheses; 

 

H0: Consumers’ buying behavior has no relationship with purchase decisions of green 

products. 

H1: Consumers’ buying behavior has a relationship with purchase decisions of green products. 
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7. Research Methodology 
 

This study uses an exploratory research methodology to examine the magnitude of impact and 

establish the relationship between consumer purchasing behavior and purchase of green products in 

Karur District. The study population consisted of all consumers in the market who buy green products. 

A convenient sampling method was chosen to select a total sample size of his 200 respondents 

consisting of 119 males and 81 females living in this district. Both primary and secondary data 

collection methods were considered in this study. However, primary data were collected from 

respondents using pre-tested structured open and closed questionnaires. The primary data were 

supplemented by secondary data sources such as publications on the topic from journals, magazines, 

internet and the like. Measurement responses were scored using a 5-point Likert scale. Variable 

measures were developed based on a literature survey. The researcher has used regression analysis and 

one-way analysis of variance to establish the relationships that existed between hypotheses. Data 

analysis and hypothesis testing were performed using SPSS version 17. The analysis was consistent 

with the study objectives and hypotheses. The data collection period for the study was from May 2022 

to August 2022. 

 

8. Tools for Analysis 

i. Percentage analysis 

ii. one way Anova  

iii. Regression Analysis 

iv. Garrett’s ranking Technique 

 

9. Results and Discussion 

 
The Table 2 shows majority of the respondents (59.5%) being male and can be found in the Age 

category of the respondents are 31-40 years (32.0%). Further, most of them (32.5%) are Degree holders 

in terms of Educational Qualification and are Private Employees (42 %). Lastly, in terms of Monthly 

income, (29.5 %) they earn between Rs.30,001 to Rs.40,000 per Month, which is the highest earning 

category. 

 

Table 2  

Demographic profile of Respondents 
 

 

Sl.No. 

Demographic 

Factors  
Labels n=200 Percent 

1. 
Age of the 

Respondents 

Below 15 years 9 4.5 

16-30 years 49 24.5 

31-40 years 64 32.0 

41-50 years 39 19.5 

51-60 years 31 15.5 

Above 60 years 8 4.0 

2. 
Gender of the 

Respondents 

Male 119 59.5 

Female 81 40.5 

3. Educational Upto HSC 32 16.0 
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Qualification Diploma 20 10.0 

Graduation 65 32.5 

Post-graduation 54 27.0 

Professional 29 14.5 

4. Marital Status 
Married 138 69.0 

Unmarried 62 31.0 

5. 

Employment 

Status of the 

Respondents 

Government 39 19.5 

Private 84 42.0 

Own Business 28 14.0 

Professionals 17 8.5 

Others 32 16.0 

6. Monthly Income 

Up to Rs.20,000 27 13.5 

20,001 to 30,000 42 21.0 

30,001 to 40,000 59 29.5 

40,001 to 50,000 43 21.5 

50,001 to 60,000 15 7.5 

Above Rs.60,000 14 7.0 

 

10. Calculation of the Impact of Demographic Factors with environmental Awareness under 

Study  

 

In order to compare means of environmental Awareness of the respondents with demographic 

factors like age, gender, marital status education, employment status and Income the researcher has 

used one way Anova test. The following are the results of Anova test. 

Table 3 

ANOVA between Age of the respondents and Environmental Awareness 
 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
1.288 1 1.288 .786 .376 

Within Groups 324.467 198 1.639   

Total 325.755 199    

 

The (p) significance value of age of the respondents was found to be .376 which is more than 

.05. Hence age does not have any significant impact on Environmental Awareness. 
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Table 4 

ANOVA between Gender of the Respondents and Environmental Awareness 
 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
.005 1 .005 .022 .881 

Within Groups 48.190 198 .243   

Total 48.195 199    

 

The (p) significance value of Gender was found to be .881 which is more than .05. Hence 

Gender of the respondents does not have any significant impact on Environmental Awareness. 

 

Table 5 

ANOVA between Educational Qualification and Environmental Awareness 

 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
6.839 1 6.839 4.408 .037 

Within Groups 307.241 198 1.552   

Total 314.080 199    

 

The (p) significance value of Educational Qualification was found to be .037 which is less than 

.05. Hence Educational Qualification does have significant impact on Environmental Awareness. 

 

Table 6 

ANOVA between Marital Status and Environmental Awareness 

 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
.007 1 .007 .030 .862 

Within Groups 42.773 198 .216   

Total 42.780 199    

 

The (p) significance value with Marital Status was found to be .862 which is more than .05. 

Hence Marital Status does not have any significant impact on Environmental Awareness. 
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Table 7 

ANOVA between Employment Status of the Respondents and Environmental Awareness 
 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
3.629 1 3.629 2.062 .153 

Within Groups 348.566 198 1.760   

Total 352.195 199    

 

The (p) significance value with Employment Status was found to be .153 which is more than 

.05. Hence Employment Status does not have any significant impact on concern for environment. 

 

Table 8 

ANOVA between Monthly Income and Environmental Awareness 

 

 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

Between 

Groups 
.838 1 .838 .441 .507 

Within Groups 376.357 198 1.901   

Total 377.195 199    

 

 

The (p) significance value with Monthly Income was found to be .507 which is more than .05. 

Hence Monthly Income does not have any significant impact on concern for environment. 

 

 

Table 9 

Ranking the reasons for purchasing Green products using Garrett’s ranking Technique 

 

Particulars 

Total score 

using Garrett 

table values 

Mean score Rank 

I want to preserve the 

nature and world 
9675 48.38 II 

It gives a good image in 

society  
9420 47.10 IV 

I like Green products and 

it gives full satisfaction  
8625 43.13 V 

I feel trendy, when I 

purchase Green products  
9625 48.13 III 

I purchase Green products  

for the healthy life 
9910 49.55 I 
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According to the ranks assigned by the sample respondents in the study area, the reasons for 

purchasing Green products are analysed through the Garrett ranking technique. It is evident from the 

above table express that the healthy life (49.55 scores) is the main reason for purchasing Green 

products, followed by preserving the nature and world (48.38 scores), trendy (48.13 scores), Good 

image (47.10 scores), and satisfaction (46 scores). 

 

The Relationship between Variables Affecting Consumers’ Buying Behaviors for Green Products  

 

The Regression coefficient ‘R’ = .992 or 99.2% means that correlation between dependent 

variable and independent variables is positive. The coefficient of determination ‘R2’ = .984 indicating 

that 98.4% of variation in dependent variable is explained by independent variables. The F-test value of 

1651.805 is significant because the significance level is = .000 which is less than 0.05. This also 

implies that the correlation between dependent variable and independent variables is statistical 

significant and the regression model is valid. 

 

As shown in the below stepwise regression summary table, it is clear that among all the seven 

factors affecting consumers’ buying behavior, they are positively related with the purchase of green 

products. Hence, the researcher rejects the null hypothesis and concludes that there is sufficient 

evidence, at the 5% level of significance, that there is a strong positive relationship between 

consumers’ buying behavior and purchase of green products.  

 

 

Table 10 

Model Summary of Consumers’ Buying Behaviour Vs. Green Products 

 

Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .992a .984 .983 .15245 

a. Predictors: (Constant), Packaging, Durability, Brandname, Environmental 

concerns, Convenience, Price, Quality 

 

ANOVAb 

Model 
Sum of 

Squares 
df Mean Square F Sig. 

1 

Regression 268.718 7 38.388 1651.805 .000a 

Residual 4.462 192 .023   

Total 273.180 199    

a. Predictors: (Constant), Packaging, Durability, Brandname, Environmental 

concerns, Convenience, Price, Quality 

b. Dependent Variable: Preferences of Consumers to Pay for Green Products 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .077 .037  2.073 .039 

Price .194 .033 .201 5.822 .000 

Environmental 

concerns 
.062 .024 .064 2.566 .011 

Quality .478 .035 .495 13.808 .000 

Brand name .100 .021 .104 4.826 .000 

Convenience .069 .022 .072 3.110 .002 

Durability .030 .015 .033 2.010 .046 

Packaging .059 .019 .064 3.126 .002 

a. Dependent Variable: Preferences of Consumers to Pay for Green Products 

Table 11 

Factor Affecting Consumers Buying Behaviors 

 

SI.No Variable 
Number of the 

Respondents 
Percentage 

1 Price 62 31.0 

2 Environmental concerns 31 15.5 

3 Quality 36 18.0 

4 Brandname 16 8.0 

5 Convenience 25 12.5 

6 Durability 11 5.5 

7 Packaging 19 9.5 

Total 200 100 

 

It can be seen from the Table 10 that majority of the 31% of consumers, Price is the major factor 

that affects their buying behaviors. This is followed by Quality (18%), Environmental concerns 

(15.5%), Convenience (12.5%) Packaging (9.5%), Brand name (8%), and finally Durability positioned 

(5.5%). From the above, it is found that when it comes to purchase of green products, price, quality, 

and environmental concerns are the important factors. The following chart 1 exhibits the details of 

Factor Affecting Consumers Buying Behaviors. 
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Chart 1  

Factor Affecting Consumers Buying Behaviors 
 

 
 

The Price Levels Consumers Prefer to Pay for Green Products 

 

The respondents were asked to indicate their preference for the price of green products for 

which they are ready to pay for. The results are represented below: 

Table 12 

Preferences of Consumers to Pay for Green Products 

 

SI.No Variable 
Number of the 

Respondents 
Percentage 

1 Very Costly 9 4.5 

2 Costly 24 12.0 

3 Moderate 36 18.0 

4 Cheap 62 31.0 

5 Very Cheap 69 34.5 

Total 200   100 

 

From the Table 11 above, 34.5% of the respondents hold that the prices of green products should 

be very cheap and also 31% prefer cheap green products. Thus, they are willing to pay more for those 

products which are neither costly nor very costly. The following chart 2 shows the details of 

Preferences of Consumers to Pay for Green Products. 

 

 

 

 

 

 

 

 

 

 

62

3136

16

25

11
19

Price

Environmental 

concerns

Quality

Brandname

Convenience

Durability

Packaging
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Chart 2 

Preferences of Consumers to Pay for Green Products 

 

 
 

 

11. Suggestions and Recommendations 

 
Based on the analysis of the study, the following suggestions and recommendations were made.  

i. To increase the purchase of green products, companies should take steps to protect the 

environment by communicating positive information about green products and negative 

information about the use of non-green products. Specialty stores may offer some special 

offers during festivals and annual consumer day sales. 

ii. Since education is a key variable driving green product purchases in family-oriented, 

innovation-initiating lifestyle segments, and convenience-based segments. The marketers 

should maintain a positive attitude towards green products.  

iii. As environmental awareness in individuals needs to be cultivated from childhood. Therefore, 

the market players and governments should initiate strategies regarding the role of educational 

institutions and curriculum development. 

iv. Highly educated consumers have a more positive perception of environmental issues and the 

benefits of green products than less educated consumers. So, focus on this aspect. 

v. The Marketers target adult and youth consumers who lead convenience lifestyles by educating 

them on the benefits and value of purchasing environmentally friendly products. 

vi. Manufacturers and retailers should provide strong information about how green products are 

manufactured, best used, and disposed. 

vii. Government should take corrective action to facilitate access to environmentally friendly 

products from closer markets. 

viii. Government should provide sufficient awareness to encourage citizens to purchase 

environmentally friendly products. 

ix. The price of green products should be lowered to a level that everyone can afford. 

x. Consumers need to be more aware of the negative effects of non-green products. 

xi. Consumers must consider the environment and be willing to purchase eco-friendly products. 

xii. Authorities should conduct seminars and awareness-raising programs to improve consumer 

knowledge about environmentally friendly products. 

Very Costly, 9, 
4%

Costly, 24, 12%

Moderate, 36, 
18%

Cheap, 62, 31%

Very Cheap, 69, 
35%
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xiii. Incorporation into student curricula on the importance and benefits of eco-friendly products in 

environmental sustainability manufacturing. 

 

12. Conclusion  

 

In today's competitive environment, companies are trying to gain an edge by making their 

products more environmentally friendly. Our customers are aware of their social, economic and 

environmental responsibility. Today's consumers demand high quality products that are safe for 

themselves and their families. Also, companies want to have innovative new products that increase 

sales and make their customers' lives easier. Green products are products that are environmentally 

friendly and safe for customers. One thing that is repeatedly emphasized is that the current 

consumption is too high to be sustainable. Green marketing is therefore needed to change consumer 

behavior and attitudes towards a greener lifestyle. The general public is beginning to recognize their 

role and responsibility towards the environment. Therefore, marketers should ensure that these 

products are available nearby. There is no doubt that the demand for the product will increase. 

Governments should also take steps to promote environmentally friendly products. Consumers are 

willing to pay a premium for environmentally friendly products, and the organization recognizes 

demand and consumer behavior and attitudes. 
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