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In the era of globalization, environmental problems and issues 
countries their respective government is very concerned about the current 
marketing is a method of marketing eco
environmental issues companies plan to adopt green marketing as their strategies to promote their product, 
services, etc. the government also adopt, and implement the promotional strategies of green
contribute to the nation. These types of product or services should be 
produced in a good environmentally friendly way 
They should also not contain toxic chemical material and should be produced in a desired sustainable 
has become very popular amongst many people who are concerned with environmental i
they want to buy product and services by spending their own money in such a way that will be good for the planet.
The buzz of green marketing and other factors influence consumer to attract towards it.
sometimes become more expensive, but it can also increase the demand and generate profits for the company. The 
obvious and generic assumption related to the green marketing is that the potential customer will have to pay more 
to buy a green product. This research p
purchase decision. Also, it analyzes the influencing factors that encourage or discourage consumer buying process 
towards green product. The hypothesis developed in the research pap
product buying process with consumer.
the result of analysis. This analysis of hypothesis will help to fill the research gap and provide s
problem.  

 

Keywords: Green marketing, Environmental awareness, Green product features, Green promotion, Green price, 

Green product purchasing behavior.   
 

Research Gap and Research Problem. 
Research gap is how much the customer
aware about green marketing. 
problem are customers willing to pay for 
green products.  
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Abstract 
vironmental problems and issues play a very vital role in the business. In various 

countries their respective government is very concerned about the current ongoing environmental issues
marketing is a method of marketing eco-friendly product and services. Hence, to overcome the problem of 

companies plan to adopt green marketing as their strategies to promote their product, 
the government also adopt, and implement the promotional strategies of green

These types of product or services should be environmentally friendly and 
friendly way like; they should be made from recycled and renewable materials. 

They should also not contain toxic chemical material and should be produced in a desired sustainable 
many people who are concerned with environmental issues and can decide how 

they want to buy product and services by spending their own money in such a way that will be good for the planet.
The buzz of green marketing and other factors influence consumer to attract towards it. Green marketing can 

but it can also increase the demand and generate profits for the company. The 
obvious and generic assumption related to the green marketing is that the potential customer will have to pay more 

This research paper helps us to analyze the effect of green product marketing on consumer 
Also, it analyzes the influencing factors that encourage or discourage consumer buying process 

hypothesis developed in the research paper helps to find the relationship of green 
product buying process with consumer. Every hypothesis has defined a relationship between two variables based on 
the result of analysis. This analysis of hypothesis will help to fill the research gap and provide s

: Green marketing, Environmental awareness, Green product features, Green promotion, Green price, 

 

Research Gap and Research Problem.  
the customer is 

about green marketing. Research 
customers willing to pay for 

Objectives of the Study 
1.To analyze and study how well the 
customers are aware about green marketing.
2.To assess whether the customers are 
willing to pay for green produ
3.To analyze how two factors like 
gender, marital status, education and income 
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play a very vital role in the business. In various 
environmental issues. Green 

to overcome the problem of 
companies plan to adopt green marketing as their strategies to promote their product, 

the government also adopt, and implement the promotional strategies of green marketing and 
friendly and eco-friendly 

they should be made from recycled and renewable materials. 
They should also not contain toxic chemical material and should be produced in a desired sustainable manner. This 

ssues and can decide how 
they want to buy product and services by spending their own money in such a way that will be good for the planet. 

Green marketing can 
but it can also increase the demand and generate profits for the company. The 

obvious and generic assumption related to the green marketing is that the potential customer will have to pay more 
green product marketing on consumer 

Also, it analyzes the influencing factors that encourage or discourage consumer buying process 
er helps to find the relationship of green 

Every hypothesis has defined a relationship between two variables based on 
the result of analysis. This analysis of hypothesis will help to fill the research gap and provide solution to the 

: Green marketing, Environmental awareness, Green product features, Green promotion, Green price, 

To analyze and study how well the 
customers are aware about green marketing. 

whether the customers are 
willing to pay for green product. 

To analyze how two factors like age, 
education and income 
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are related with respect to purchase of green 
products.  
4.To analyze how government activities, 
promote and emphasis green marketing.   
 
Research methodology  
The method use for this research paper is 
primary and secondary data collection. In 
primary research a sample size of 100 
respondents have been collected. Data was 
collected by using a survey method by 
asking respondent to fill it. This data will be 
analyzed using Correlation and Regression 
method. The hypothesis is framed based on 
factors mentioned in survey. Each 
hypothesis reflects a relationship between 
dependent and independent. The test use for 
analyzing data gives the result of hypothesis. 
The research paper contains quantitative 
research techniques which includes 
statistical data.  
Following are the explanations of hypothesis 
considered for this research paper: 
H1: To analyze whether there is a significant 
and positive relationship between 
environmental awareness and consumer 
purchasing decision of green product or eco 
– friendly product.  
H2: To analyze whether there is a significant 
and positive relationship between features of 
green product or eco – friendly product and 
consumer purchasing decision. 
H3: To analyze whether there is a negative 
relationship between green product price 
and purchasing decision of eco – friendly 
products or green product due to price and 
demand inverse nature.  

H4: To analyze whether there is a significant 
and positive relationship between green 
promotion strategies and purchasing 
decision of eco – friendly products or green 
product.  
 
Introduction 
Major environmental problems have 
generated vital importance for the firms as 
well as common public everywhere in the 
world. It’s not just that a few leaders of 
various countries or few big renowned 
companies are worried & concerned about 
the everyday deterioration of oxygen levels 
in the atmosphere but every common man of 
the country in the world is concerned about 
global warming problems. 
So in this critical scenario of global tension 
related to global warming, companies have 
taken green marketing strategy as an 
initiative to promote their products to 
customers to sell them. Green marketing 
includes all the activities that are designed to 
fulfill the needs and wants of the customer 
with little detrimental impact on the 
environment. As prescribed by the American 
Marketing Association the green marketing 
strategy is referred as the marketing and 
promotion of productions that are assumed 
as eco-friendly or safe for the environment 
Various other terms that are used to define 
green marketing are Ecological & 
Environmental marketing. Thus green 
marketing strategy adopted by the 
companies incorporates a wide range of 
activities which includes like:- 
Product modification according to eco-
friendly standards, major changes in the 
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process of production as well as packaging. 
Even promotion of the products is done in 
such a way that shows these products are 
environmental safe and friendly. Reasons for 
adopting green marketing strategies by the 
companies are:- 

 These strategies help long term growth for 
the companies with profits. 

 These strategies help to get competitive 
advantage and opportunities in the business 
world. 

 These strategies help to promote corporate 
social responsibility. 
Few Indian companies that have adopted 
green marketing strategies are Wipro, 
Infosys, Suzlon Energy and Maruti Udyog 
Ltd. 
Few Green marketing strategy campaigns 
examples are:- Tide water challenge, HSBC 
“No small change” & Diesel Clothing 
“Global warming Ready”. 
 
Review of Literature 
Neeraj kumar sharma et.al in their research 
paper explained examples of various firms 
that implemented green marketing concepts 
to reduce the cost of production, product and 
improve their profit margins. 
Aysel boztepe et.al in their research paper 
explain the positive impact of environmental 
concern, awareness features of green 
product, marketing activities and green 
product price affect the buying behavior of 
customer. 
Christo A. Bisschoff et.al in their research 
paper explain that consumers and customers 
are aware about environmental issues and 

these issues have an impact on their buying 
behavior positively. 
 
Findings and Analysis of the Study 
According to the analysis of the survey we 
can conclude by saying that environmental 
awareness, features of green products, green 
product promotion strategies and green 
product price affect the consumer 
purchasing behavior and decision in a 
positive way.  
 
Implications and limitations of the Study 
1. Geographically the research is restricted 
to only Mumbai area. 
2. People were not willing to give their 
income related information for a survey.  
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Findings 
Demographic Parameters of the Consumers that are considered for this research paper are:- 

Factors   N % 

Gender 
Female 50 50 
Male 50 50 

Marital Status 
Married 49 49 
Unmarried  28 28 
Married and have child  23 23 

Age Group 
16-35 years 69 69 
36-45 years 21 21 
46 years old and above 10 10 

Education 
Under Graduate  23 23 
Graduate 36 36 
Post Graduate 41 41 

Income (in ₹) 
0-10000 32 32 
10001-25000 41 41 
25000 and Above  27 27 
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Model Summary 
Model R R Square Adjusted R 

Square 
Std. Error of 
the Estimate 

1 .877a .769 .759 .246 
a. Predictors: (Constant), Promotion, Price, Features, 
Awareness 

From the model summary we can conclude that 77% change in Buying decision of green 
products occurs due to change in Awareness, Price, Features and Promotion taken together. 
Other 23% of variation occurs due to extraneous variables. 
 

ANOVAa 

Model Sum of 
Squares 

df Mean 
Square 

F Sig. 

1 

Regression 19.024 4 4.756 78.910 .000b 

Residual 5.726 95 .060   

Total 24.750 99    

a. Dependent Variable: Buying decision 
b. Predictors: (Constant), Promotion, Price, Features, Awareness 

The significance level states the hypothesis for F-test. 
Ho: Model is not a good fit. 
As Sig. value is 0.000 which is less than 0.050, we reject Ho and we conclude that model is a 
good fit for the further research. 
 

Coefficientsa 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .100 .036  2.792 .006 

Awareness .308 .067 .310 4.570 .000 

Price .341 .068 .296 4.995 .001 

Features .394 .070 .343 5.606 .000 

Promotion .535 .075 .438 7.136 .001 

a. Dependent Variable: Buying decision 
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Ho: Awareness does not make a significant influence on Buying decision of green products. 
As Sig. value is 0.000 which is less than 0.05, we reject Ho and we conclude that Awareness 
does make a significant influence on Buying decision of green products. 
 
Ho: Price does not make a significant influence on Buying decision of green products. 
As Sig. value is 0.001 which is less than 0.05, we reject Ho and we conclude that Price does 
make a significant influence on Buying decision of green products. 
 
Ho: Features does not make a significant influence on Buying decision of green products. 
As Sig. value is 0.000 which is less than 0.05, we reject Ho and we conclude that Features does 
make a significant influence on Buying decision of green products. 
 
Ho: Promotion does not make a significant influence on Buying decision of green products. 
As Sig. value is 0.001 which is less than 0.05, we reject Ho and we conclude that Promotion 
does make a significant influence on Buying decision of green products. 
 

 
Correlations 

 Buying 
decision 

Quality 

Buying 
decision 

Pearson 
Correlation 

1 0.632 

Sig. (2-tailed)  .038 

N 100 100 

Quality 

Pearson 
Correlation 

0.632 1 

Sig. (2-tailed) .038  

N 100 100 

 
Correlation table shows the relationship between two variables and this also trys to correlate with 
each other. In our case the correlated value is 0.632 which concludes that the Buying decision for 
green product and price to pay more for better quality of product is positively and moderately 
correlated with each other. Also, this shows that Buying decision of green product creates a 
direct impact on price to pay more for better quality in same direction. 
 


