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ABSTRACT 

The environmental benefits of social media advertising are becoming more universally acknowledged. The use of 

social media may enable green marketers get a better position in the market. Consumers attitudes are crucial to 

marketing strategy, according to marketing management. Studies have looked at the link between consumer 

knowledge and the impact of traditional ads on customers. Consumers are shifting to buying green products and 

services, but it is not evident how they go about doing so or what influences them. By analyzing the effects of 

theories of social media advertising on consumer buying behavior for environment - friendly products, this study 

is undertaken to enhance the knowledge gap. The results of this study add to our understanding of the different 

factors that influence millennials' buying behavior of green products and services via social media. Marketers of 

green products business and services are advised to create well-known social media advertising platform which 

factors are crucial to develop the marketing plan are suggested in this study .  

Key words: Social media advertising; green brand; factor analysis; millennial; buying behavior 

 

http://www.jetir.org/


© 2022 JETIR May 2022, Volume 9, Issue 5                                                                                     www.jetir.org (ISSN-2349-5162) 

JETIR2205028 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org a226 
 

Introduction  

According to the American Marketing Association (AMA), green marketing is the promotion of products that are 

deemed eco-friendly and organic. However, green marketing entails modifying the manufacturing line, products, 

packaging, pricing, and marketing. Thus, governments help and encourage businesses to manufacture eco-friendly 

products, and customers are particularly sensitive to green marketing, especially when it comes to building 

sustainable environment. 

While the globalization process continues apace, it has also brought certain challenges with it. One of these 

difficulties is natural, affecting all living beings. These previously indicated ecological challenges have begun to 

reach the mainstream and people are talking about them. Customers are concerned about the future of the planet 

and as a result prefer eco-friendly and green products and services. As a consequence of the buyer's attitudes, firms 

have begun to develop their marketing strategies to increase environmental awareness. The companies sometimes 

required to adopt green standards when it comes to advertising, production, pricing, and marketing. Various 

variables impact consumer buying decisions. Many researchers have identified elements that influence this 

process, such as environmental knowledge, product pricing and quality, and environmental promotion style 

(Agyeman, 2014). Given that businesses are socioeconomic entities, it is inconceivable that they ignore "Natural 

Awareness" that may influence consumer behavior. Cooperate needs to make Eco-friendly green products and 

choose Eco-friendly marketplaces, comprehending "nature friendly and sustainable products" . In green marketing, 

phrases like eco-friendly, ozone-friendly, and recyclable are used interchangeably. However, green marketing is a 

much broader notion of marketing movement that may be tied to customer choices, new goods and services 

(Boztepe, 2012). 

We call a product “Green” if it has following features: 

1. Produced in an eco-friendly manner. 

2. Prevents water, soil, and air pollution.  

3. Saves energy and water 

4. Uses recyclable materials 

5. Uses products made by jute, paper , cloths instead of plastic. 

Green marketing is growing rapidly as more and more buyers want to support the natural awareness with their 

money. However, the general public is cautious of green claims, and organisations may seriously hurt their brands 

and sales if a green claim is proved to be incorrect or disproven by other products. Greenwashing is presenting 

products as green when they are not. For example, everything they say about their goods should be “our stuff is 

totally organic”. Green marketing is a marketing approach that promotes “our product is 100% organic”. Green 

marketing is a marketing method used by marketing managers to gain more clients and profit. But only if done 

ethically. The marketing approach (green marketing) must also include three elements: educating clients, being 

truthful, and allowing them to participate. 
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a) Being authentic indicates that you are using green marketing methods and that any policies your firm adopts 

should be congruent with being eco-friendly. Both of these elements must be completed for your company to 

qualify for a green marketing campaign (Bukhari, 2011). 

b) Businesses are also beginning to educate the people by advertising organic products and how they benefit 

customers. This type of advertising helps educate the public and promote the use of green products. Companies 

are also beginning to educate the public by advertising organic products and how they benefit customers. This type 

of promotion helps educate the public and promote the use of green products. With more consumers willing to pay 

a premium for green products, corporations are paying more attention to consumer behavior, attitudes, and needs 

updating it (Cherian & Jacob, 2012). 

c) Many shoppers are aware of environmental concerns and exhibit compassion for nature. Thus, businesses should 

include their customers in efforts to promote green marketing and preserve nature (Awan & Raza, 2010). In other 

words, keeping customers informed about the company's efforts to promote organic products while involving them 

in environmental preservation. This type of client involvement will help the firm establish customer confidence. 

Driessen discovered that to maintain up competitive advantage, an appropriate amount of greenness must be 

separated between development execution and greenness, thereby avoiding merely catching the tiny green 

company sector (Driessen , 2005). So, if the market for eco-friendly products is to become normal, it is necessary 

to examine what influences buyer choice.  

To summarize, this study examines factors related to consumer attitudes and intension about marketing strategies 

via  social media advertisement of green marketing products , organic products, and their market influence. 

 

Green Marketing's Evolution :  

Several experts said that green marketing has evolved over time. People all throughout the world are concerned 

about nature's turf and adjusting their ways. As a result, green marketing has emerged as a growing industry 

promoting reasonable and socially responsible products. The Green marketing comprises three stages. The first 

stage of green marketing was called "Ecological" green marketing since it was a new approach and marketers were 

worried about the environment. The second stage was "Environmental" green marketing, which focused on 

developing new products that address pollution and waste challenges. Also, the third step of green marketing was 

described as “Durable”. It was huge in the late 1990s and early 2000s (Bukhari, 2011). 

Our earth is scarce, which implies that people's demands are endless and increase through time, but our planet's 

resources are limited and cannot meet everyone's requirements. The goal is to meet as many demands as possible 

while utilising resources wisely, and hence green marketing is the ideal technique. Globally, customers are 

becoming more enthusiastic about protecting the environment. Overall, people are concerned about nature, and 

their attitudes and behaviours are changing. According to Saini (2013), many firms have realised the need of 
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functioning in an eco-friendly manner. People opted to manage their businesses to make money while also helping 

the environment. Consumer tastes change over time, and many businesses see this as an opportunity to gain a 

competitive edge over competitors that develop non-environmentally responsible solutions. a few examples of 

struggling enterprises . McDonald's is one of the corporations who opted to change their packaging to waxed paper 

since consumers were concerned about the prior (Kiran, 2012). Land and water resource issues, air pollution, 

endangered species, population surges are all covered under the umbrella word "green" ( Scheffer, 1991).  

Environmental and economic impacts are reduced through green marketing by reducing the usage of green brands, 

consumer behaviour, and marketing activities. Green items are those that are energy efficient, recyclable, have 

eco-friendly packaging, are non-toxic, and biodegradable. Green products are intended to be developed and 

manufactured with energy and resource efficiency in mind throughout their life cycle. Typical Grocery Items, 

Health & Beauty, Non toxic hair spray, recyclable razors, Cleaning & Household, Non toxic cleanser, natural 

cleaning product Paper Goods, Recyclable paper plates, recycled paper towels Electronics/appliances, Natural 

Fiber shirts, Organic cotton shirts Energy efficient washers, light bulbs, and water saving gadgets 

The Internet has made the globe a little virtual place. Social Media Advertising has a huge effect on our lives. The 

Millennial Theory. Decoding the Millennial is difficult,  It describes the generation born between 1981 and 2000. 

Pew Research Center agreed a year ago to adopt 1996 as the last birth year for Millennials in future work to 

maintain the generation analytically significant. Anybody born between 1981 and 1996 (ages 23 to 38 in 2019) is 

a Millennial, whereas anyone born after 1997 is a New Gen. 

With their cooperation, online advertisers can include users' interactions and displays, as well as disclose pieces 

of their identity – such names or photographs – inside the commercial material (Chu & Kim, 2011). As of 2021, 

India has 906 million internet users, 62 million of them are engaged on social media. After the USA and Brazil, 

India has the third most Facebook users worldwide (Socialbakers.com, 2021). Despite the increased usage of social 

media sites by Indians, marketers and researchers are unaware of the impact of social media advertising on 

Millennials.  

Consumer Buying decision (Purchase Decision) 

The Intention of doing something is a person's willingness and preparedness to accomplish it. Attitude, subjective 

norms, and perceived behavioural control predict it (Ajzen. 1991). It is the subjective assessment of an individual's 

future conduct (Blackwell et al.,2001; Reibstein,1978). Consumers are supposed to act with certainty if they intend 

to act. As a result, intention precedes the action. Now, purchase intent is a behavioural indicator (Blackwell et al., 

2001), reflecting the effectiveness of numerous marketing campaigns (Altuna & Konuk, 2009). Consumer buying  

intention displays customer thought about future purchases to meet needs and desires. 
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Theoretical Base :  

Value of ads has been used to measure their efficacy. “Utility or worth of the advertisement”, according to Ducoffe 

(1995). “A subjective assessment of the relative worth or utility of advertising to consumers” (Ducoffe, 1995). An 

effective and commonly utilised theory for analysing consumer attitudes towards advertising is the Advertising 

Value Model (Murillo et al., 2016). This model was created by Ducoffe (1995; 1996). Advertising value was 

associated with three antecedents: in formativeness, amusement, and annoyance, with a positive connection 

between advertising value and advertising attitude. Brackett and Carr (2001) examined a fourth predictor of 

advertising value, Credibility. 

 

Towards advertising 

Fishbin (2004) described attitude as “learned human predisposition”. Thus, an attitude is an individual's response 

to an item. It is a “learned inclination to respond in a continual positive or negative manner to advertising in 

general” (MacKenzie & Lutz, 1989:53). Attitudes regarding advertising generally impact how people evaluate a 

company's advertising message (Mehta & Purvis, 1995; Ha & MacCann, 2008:583). The current study focuses on 

the Ducoffe (1996). The Ducoffe (1996) model was chosen because it provides a complete explanation of how 

advertising value influences attitudes towards advertising. 

Consumer Behavior theory 

 Theory of planned behavior (TPB) is a modified variant of Fishbein and Ajzen's (1975) Theory of Reasoned 

Action (TRA). As a result of the addition of one of the most essential components, Perceived Behavioral Control 

(PBC), Ajzen's TPB model effectively predicts that individuals control their own behavioural reactions. Human 

conduct is predicted by behavioral intention, which includes attitude, subjective standards, and perceived 

behavioural control. Online services including e-commerce, e-filing, e-banking, mobile advertising (Liao, Chen & 

Yen, 2007), involvement in brand communities, and brand social media following have all been predicted using 

TPB (Chu, Chen & Sug, 2015; Hu and Farn, 2010). A positive attitude towards social media advertising, positive 

peer norms (Subjective Norms) towards social media advertising, and a greater degree of control over social media 

advertising will lead to a stronger behavioural intention (purchase intent) which further predicts actual behaviour 

(purchase). 

Research Methodology  

Research gap: The prior studies' literature review investigations were vital in comprehending the concerns 

addressed in this study. The importance of social media has led to increased rivalry among green product marketing 

businesses. Few studies examine factors like customer perception, attitude, and beliefs. The current study 

attempted to address the gap by finding and contributing to the corpus of information. This study used exploratory 
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factor analysis (EFA) to determine which factors influence consumer buying behavior of green products using 

social media advertisments. 

This study employed descriptive research. For the primary data collection the survey used a structured 

questionnaire, and the pilot testing procedure proved the clarity, question phrasing, and validity. The survey was 

performed online by sending Google forms to millennial (aged between 1982 – 2000 ) residents of Karnataka 

residents.  

The questionnaire used the following sources: (Zikmund, 2010). The questionnaire was designed to hold 

respondents' interest while inspiring them to express themself. The study instructions were simple and provided at 

the outset, making it easy for participants to follow.  

The questionnaire asked specific questions regarding millennials' awareness, attitude, perception, and purchase 

intention towards green products. The respondents were also asked about their prospective green product 

purchases. The survey sampled 1200 people from Karnataka state, however after data cleaning we only had 1070 

responded reply. We used stratified random sampling method to do data collection. 

 DATA ANALYSIS AND DISCUSSION 

Descriptive research method were used in research design. The literature examined the elements that influence 

online consumer behaviour as well as the statistically significant relationships between variables. The descriptive 

research approach was used with the goal of gathering and analysing the data collected. As part of the research 

procedure, the researchers provided a full description of the sampling design and sampling strategy used in the 

study. The demographic details of the respondents after filtering are mentioned in the table below. 

                                         Table No 1 : Demographic variables 

Variable  Frequency  Percentage 

Gender 

Male 577 46 

Female 493 54 

Marital status 

Married 383 36 

Unmarried 687 64 

Age in Yrs (as on 2021) 

25-30 332 31 

31-35 520 49 

36-38 218 20 

Total 1070 100 

                             Source : authors calculation using SPSS-26 software 
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EFA- Exploratory Factor Analysis: To explore Critical Factors determining Buying behavior of green 

products.  

The next part of analysis included testing the sample adequacy in the study and the whether the required proposed 

factors were emerged. To find this the EFA was carried out with the help of principal component analysis with 

varimax rotation in SPSS 26. 

Variables selected for the study includes determinants of social media advertising of green products, attitude 

towards advertisement, purchase intension and actual buying of green products. 

 

Factors of social media advertising of green products: It includes different factors which influence the consumer 

to make a green product buying decision like environmental information, entertainment, interpersonal influence, 

irritation, credibility of social media advertisement to find impact on attitude towards consumer buying behaviour.   

Consumer attitude towards advertisement: This is the outcome of social media advertisement of green products if 

it is positive then consumer will share, like ,comment and save. But if the outcome is negative consumer may get 

displeased, angry, annoyed, avoid, hide and block. 

Purchase intension: This is a mediating factor between the dependent and independent variables. The dimensions 

of purchase intension will be derived from various previous studies. 

Actual buying of green products: Dependent variable for the actual purchase of the consumer. The dimension of 

this will include online buying behaviour of the consumers these are based on traditional marketing consumer 

buying behaviour models derived from previous studies.  

Based on the constructs, variables are identified for the model and relationship between the variables are given 

below 

                          Table No : 2 Factors Considered for CBB 

Sl. 

No 

Factors considered for Consumer buying Behavior of Green products 

1 Awareness towards green products (AG) 

2 Social influence (SI) 
 

 

3 Perception towards SMA-  Perceived relevance of the SMA (PR) 

 

4 Perceived credibility of  SMA(PC) 
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                Source :  Marketing Scales  

 

Bar1tlett’s Test of Sphericity and Kaiser-Meyer-Olkin (KMO) Analysis  

In order to determine the sample adequacy and whether the sample data is appropriate for carrying out factor 

analysis, KMO and Bartlett’s test of sphericity was carried out The below table no 3 represents the KMO values. 

It can be seen from the table that the KMO measure of sample adequacy was 0.932, which is very high as compared 

to the standard threshold measure of KMO value 0.6 (Hair et al. H. J., 2013), (Kaiser, 1974). It was also observed 

from the result that, the significance value for the Bartlett's Test of Sphericity was very much small (0.000). This 

was a clear indication that there was sufficient covariance and factor analysis can be carried out. 

                      Table No 3: KMO and Bartlett's Test 

 

Kaiser-Meyer-Olkin Measure of Sampling  

 

.932 

Bartlett's Test of 

Sphericity  

 

Approx. Chi-Square 12101.767 

df 43 

Sig 0.000 

                             Source : authors calculation using SPSS-26 software 

Factor Extraction and Rotated Component Matrix  

The next part of analysis included the factor extraction method. To carry out this, the scores of Eigen values and 

the Scree plot test is carried out so that the number of factors extracted can be determined. The table no 4 shows 

that 3 factors were extracted and had Eigen values more than 1. A total of 69.94 % of the total variance was 

explained by these factors. Hence it can be said that there is certain considerable amount of variance explained. In 

the below figure 1 , it can be seen that the Scree plot that 3 factors were extracted. It was hence considered as an 

acceptable interpretable factors. The next table no 4 includes Exploratory Factor analysis represents the total 

variance explained by the factors. 

 

5 Perceived In formativeness of  SMA(PI) 

 

6 Attitude towards SMA (AA) 

 

7 Buying intention (BI) 

8 Buying behavior (BB) 
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                                       Table No 4 :Total Variance Explained 

 

Total Variance Explained 

Component 

Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 23.557 61.992 61.992 10.378 27.311 27.311 

2 1.514 3.985 65.978 8.666 22.806 50.116 

3 1.192 3.137 69.115 7.219 18.998 69.115 

4 .882 2.320 71.435    

5 .830 2.184 73.618    

6 .768 2.022 75.640    

7 .662 1.742 77.382    

8 .628 1.654 79.036    

9 .551 1.449 80.485    

10 .458 1.206 81.691    

11 .446 1.174 82.865    

12 .422 1.110 83.975    

13 .408 1.074 85.049    

14 .379 .996 86.045    

15 .356 .937 86.982    

16 .345 .909 87.891    

17 .328 .864 88.755    

18 .309 .813 89.569    

19 .293 .771 90.339    

20 .278 .732 91.072    

21 .269 .707 91.779    

22 .251 .662 92.441    

23 .245 .644 93.085    

24 .230 .604 93.689    

25 .224 .590 94.279    

26 .223 .586 94.865    

27 .213 .560 95.425    

28 .199 .523 95.948    

29 .191 .504 96.451    

30 .181 .476 96.927    

31 .169 .445 97.373    

32 .163 .429 97.801    

33 .155 .407 98.208    

34 .148 .390 98.599    

35 .142 .373 98.972    

36 .137 .360 99.332    

37 .136 .359 99.691    

http://www.jetir.org/


© 2022 JETIR May 2022, Volume 9, Issue 5                                                                                     www.jetir.org (ISSN-2349-5162) 

JETIR2205028 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org a234 
 

38 .117 .309 100.000    

Extraction Method: Principal Component Analysis. 

 
 

                                                      Source : authors calculation using SPSS-26 software 

 Figure 1: Scree Plot  

 

 
                             Source : authors calculation using SPSS-26 software 

 

Table No : 4 Component Score Covariance Matrix 

Component 1 2 3 

1 1.000 .000 .000 

2 .000 1.000 .000 

3 .000 .000 1.000 

Extraction Method: Principal Component Analysis.   

Rotation Method: Varimax with Kaiser Normalization. Component Scores. 

 

                             Source : authors calculation using SPSS-26 software 

 

Conclusion: There are various limits to the framework of the research described above that should be taken into 

consideration in the future when planning more investigations. The purpose of this study is to determine the scales 

and different variables that will be used to design the questionnaire. In addition to developing the study approach, 

it is necessary to incorporate other data gathering methods. In addition, while our study is aware of other variables, 

such as traditional advertising, environmental material usage, and green expertise, it does not take them into 

consideration. Because all of these variables play an important role in green strategy, their causal role should be 

fully investigated in future research. 
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