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Abstract

Concept — Understanding consumer behavior is
very important in marketing. Consumer awareness
about green products and the behavior and attitude
of companies offering eco-friendly products should
be enhanced by the green revolution.

Research Design — The sample consists of primary
data from the questionnaire method. There are a
total of 130 people in different places in
Tiruchirappalli district. The article uses the ANOVA
test and Chi-square test.

Findings - When considered, the number of green
products affects consumer buying behavior. Green
marketing and business organization behavior and
attitude are requirements for providing environment-
friendly products.

Limitations - This research underscores the
significant role of consumer buying behavior in
green marketing, prompting further investigation on
the topic. This will help in improving the growing
green products and customer buying behaviors.
Originality/ Research Gap - This is a pioneering
study of green products with health benefits in
human life.

Key Words: Green marketing, Green products,
Consumer behavior, environment.

I. Introduction

Today many people are suffering from new
diseases and new viruses. In recent years, people
today are more aware of environmental
protection.Contamination of consumer goods and
manufacturing causes exposure. Due to the industry
contingency effect, the behavior of concepts itself
changes. Green production causes less damage to
the environment. A slow approach or green
approach is identified as an individual's decision
regarding environmental protection and
development. Research has been conducted to
understand consumer awareness, attitude and

behavior in terms of environment, an individual
level that can always predict consumer behavior.

According to the peattie. K (1995) Green
identified three distinct stages of this new trend in
marketing. "Environmentalism" refers to ways of
solving existing environmental problems and
includes the growth of new products and the use of
"technological", "environmental" and "sustainable"
products. Consumers are becoming more aware of
issues. Refers to companies' behavior in developing
and marketing environmentally friendly
products.Increasing environmental issues around the
world such as global warming, disposal of
hazardous wastes, artificial air and water pollution,
large-scale wastage of natural treasures and toxic
tips due to increasing population are demanding
issues awaiting the twenty-first century. Therefore,
consumers around the world are more careful about
the nature and locality in which they live. The
additional lists of humans are numerous but the
treasures shy away from the application, this hole
has taken the consumers to the neighborhood land.
This may be accomplished through the stability of
the terrain which may be due to a belief among
dragons that the environment is favorable. The term
popularized as '"green consumerism" can be
achieved to a large extent through animal-friendly
parenting. Sustainability is the term that will guide
consumer product marketing in the direction of
more environmentally friendly products, referred to
as "green marketing".

Green marketing involves many incidents
with brand and production technique changes,
improving both marketing and package design.
Provides an overview of the changing
environmental, social and cultural elements of
modern times. Environmental marketing and
ecological marketing have further alternatives. The
environment should be healthy and meet all the
needs. It is intended to induce and smooth any trade-
off aimed at satisfying minimum lethality
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requirements or requirements with these objectives.
For Elkington, those who avoid products that pose
health risks to consumers and others are considered
environmentally  conscious; thereby causing
significant adverse effects on environmental
development, use or disposal; Use of adjustable
value for energy resources; causes unnecessary
wastage; Utilization of product resulting from
covered ecosystems and organisms; inefficient use
and torture of animals; Affects other countries
negatively.

Consumer buying behavior

Analyzing the green purchase behavior of
green consumers requires identifying the factors that
drive consumer purchase patterns. Cropp (1995)
defines environmental behavior as movements that
have a direct impact on the environment. Various
eco-friendly practices are gaining popularity. These
include acceptance of recyclable materials, reuse,
energy saving of materials and control of their use in
dust particles, materials, use of organic food, etc.
(Gilak et al., 2005). In the wake of the green
movement, consumer demand is steadily increasing
(Han et al.,, 2010). This shift towards greener
purchasing behavior may be a result of consumers'
awareness of the impact of their behavior on the
environment.

Green Marketing

"Green marketing" refers to a variety of
aspects that are commonly referred to developing
techniques,  sensing  adjustments to  the
environment,enhancements in goods development,
and also changes within these strategies for
marketing. In light of this, "environmental growth"
includes a broad advertising term that emphasizes
manufacturing, movement, promotional goals,
and usage, along with the finalization that disposed
of have a greater impact on products and processes
natural ~ world, particularly  given  higher
temperatures along with popular belief because
dangerous inefficiency has become detrimental.
Marketing to consumers is less aware of the need to
transition  to  sustainable items  utilizing
achievements, equivalent to influencing
another.Since it might not look priceless,
environmental awareness is  simultaneously
necessary and practical for financial success for the
environment. The reasoning below "Bright as
Ferrell" is referred to just like "environmental
branding," because it implies the organization's
commitment to producing, and disseminating, as
well as figuring out the financial implications of
providing products and products the fact that also

happen to be sustainable together with being neither
invasive nor harmful to the ecosystem in any
manner at all. All influencing is intended to
encourage and grease any exchange that aims to
gratify human requirements for wants, while also
helping to gratify these wants and requirements
by having the smallest possible amount of possible
nefarious consequences for the environment as
possible.Elkingtonexpresses a being an ecological
customer meanscircumventsitems corresponding to
harmful for the health of consumers or others, or
who avoid disproportionate amounts of energy
consumption that cause substantialinjury to the
landscape  during  production,there  will be
aredundantconsumption, disposal accoutrements
generated by floating the habitats and creatures
involves usage that seems inappropriate for
insensitive living beings; It affects various countries
negatively.

II.  Objectives

1. Consumers consider research for green marketing
2. Consumer behavior and green marketing analysis

2.1 Hypothesis
1. Relationship between respondent's
educational qualification and their opinion
about awarenessofgreen marketing.
2. Relationship between respondents' income
and their opinion about their consumer
behaviortowards green marketing.

2.2 Statement of the problem

Even though customers have become more
consciousof environmentally friendly goods, among
difficulties with expanding global trade concern
include emissions, environmental degradation and,
in particular, rising temperatures.Environmentally
friendly advertising is created by these companies
changing their business practices to be more
environmentally friendly.Additionally, there has
been significant amounts that have been studied
around sustainability in consumption with
promotional efforts has been conducted primarily in
industrialized countries. Consequently, The purpose
of this study is to explore customer approaches to
green marketing behavior in the Tiruchirappalli
district,Tamil Nadu, India.

III.  Literature Review
Dr. KarthikAppaduraiand
Dr.RajachitraManivannan (2022),Indian
consumer demand in green Services are provided
being utilized throughdealers targeting organizations
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for consumers featuring eco-friendly principles. The
identification indicates that brands that frequently
market green products are more environmentally
friendly.

Jeevarathnam P Govender andTushya L
Govender (2016),A study 100 consumers use a
measurement-able representative model, survey and
creative descriptions. The findings indicate that
South African individuals are well aware of
environmental issues. Essentials of the green
marketing mix, especially green promotion, create
awareness and beneficial changes in consumer
behavior. A substantial number of respondents
choose to support socially answerable retailers.
Also, people are choosing green products over
sustainable options. Though, they are price
penetrating which influenced their purchasing
decision. It indicated that there was no significant
difference in price sensitivity between low and high-
income earners and no significant difference in
knowledge and awareness of environmental
degradation in green marketing between low and
high-income earners.

SanjayK. Jain &Gurmeet Kaur (2004) Ecology
suddenly came up as a global subject in this
research. Businesses have risen to the challenge as
well and started to adapt to environmental concerns
by practicing green marketing tactics. Green
customers help to drive the business ecosystem and
give green marketing to firms. The paper examines
environmental awareness among Indian customers,
station size, and current signals using data acquired
through field validation.

Importance of Green Marketing:

One of the major issues with marketing that
are green is that providing consumer requirements
and providing alternates that don't pollute or
decrease environmentally harmful resources is
predicated on a basic definition of revenue sources
that attempt to satisfy all their requirements
(McTaggart, Findlay, and Parkin 1992). As a result,
it is grave to identify a variety of solutions with
limited properties in order to happen the endless
wants of persons and enterprises although still
meeting the organization's goals.

According to Ottman (2011), companies
are now focusing on product growth and strategies
to link it to sustainability. The environmental impact
of operations in production, distribution, use and
recycling processes should be minimal. It is grave to
assess the resources used in each activity, the
resources required throughout the product's life
cycle, and if the procedures used are -ethical.
Organizations' roles in society become more

important as their responsibilities grow, as does
their active participation (Keller 1987, Shearer
1990). They feel that their policies and practices
should have a positive effect on the environment
(Davies 1992). As a result, businesses that adopt a
green marketing strategy gain an edge over
competitors over businesses that do not participate
in responsible practices.

Companies are right now focusing on the
creation of products and approaches to link them
with sustainability, according to Ottman (2011). The
harmful effects of activities in the production,
distribution, usage, and process of recycling should
be reduced to the lowest possible level. It is critical
to assess the resources used in each action, the
resources required throughout the product's life
cycle, and if the practices utilized are ethical.
Organizations' roles in society become more crucial
as their obligations grow, as does their level of
involvement (Keller 1987, Shearer 1990). They feel
that their guidelines and measures owe it to the
environment to have a good influence (Davies
1992). As a result, businesses that adopt a green
marketing strategy get an edge over participants
throughout businesses that refuse to participate in
responsible practices.

Characteristics of services:

Although the concept of green marketing
began experiencing discussions in the 1960s, it does
not include those that were developed and used
significantly before the late 1980s and early 1990s.
(Akehurst, 2012). The American Marketing
Association experienced one designed in 1974.In
2003, Peeti and Charter established a comprehensive
management process called "Sustainable
Marketing".recognizing, preparation forsufficientin
a profitable and sustainable manner, consumers
contribute to the needs of the general population.
Hence that explanationaccentuates a basic strategy
for using eco-friendly marketing. Green marketing
includes green techniques ranging through the
creation of innovative goods throughout the
marketing  strategy  changes, offerings for
advertising. In 2008, Green marketing was created
throughout three stages, according to Lee.This
situation arose when green marketing was
introduced in the industry in the 1980s.It came to
the fore in the 1990s when marketers encountered
green marketing.Sellers fear that consumer concerns
are not interpreting into their positive attitudes
toward the environment and green product
purchasing behavior.
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The decade started in 2000. The modern
technology, strong government laws and the growth
of global consciousness about environmental
conditions at this point, green marketing has
received a new impetus. As a result of these three
phases, the research interests of scholars changed
periodically. In the 1970s, investigatorsrecognized
the concept of environmental marketing (Chamorro
et al, 2009). Most among the first studies focused
within the relationship contrasting ecological issues
and carry out (especially consumer taking
responsibility for reuse methods for regeneration) as
we describe the appearance of green consumers
(Chamorro et al, 2009).

Green marketing survey investigation
suggests successive stages in the awareness of
sustainability. Until the mid-1990s, the managerial
perspective of research focused on 'green' consumer
behavior, advertising and market segmentation
(Peettie, 1999). A new research schedule emerged in
the mid-1990s, convergingcovers more general
along with theoretical concerns relating to things
like the fundamental environmental sustainability of
the marketing process (Beatty, 1999). Investigators
focused on a broader range of challenges than
previously (Chamorro et al, 2009).

THE GREEN MARKETING INDUSTRY
According to American Marketing, the association
has been explained or defined in three ways

e Retail

e Socially promotion

e Environment
Pride and Ferrell (1993): Green marketing, known
interchangeably as environmental marketing and
sustainable marketing, refers to a company's primary
efforts to design, develop, price, and distribute
environmentally friendly products.
Polonsky (1994): Green marketing defines all
activities designed to create and facilitate any
exchange aimed at satisfying not only human needs
but also their wants, i.e. the satisfaction of these
needs and wants is considered to be the least
harmful to the natural environment.

Elkington (1994): Green consumers are those who
avoid products that may endanger the health of
consumers or others; Cause significant damage to
the environment during production, use or disposal;
proportional size and energy consumption; cause
unnecessary waste; use materials derived from
threatened species or environments; Unnecessary
use or cruelty to animals; Affect other countries
adversely.

Oyewole, P. (2001): They define a conceptual link
between green marketing, environmental justice and
industrial ecology. His thesis argues for greater
awareness of environmental justice in green
marketing practice and identifies another type of
cost, called 'costs with positive consequences',
which is considered to be associated with
environmental justice in green marketing. A
research agenda is finally recommended to
determine consumers' awareness of environmental
justice and their willingness to bear associated costs.

GREEN PRODUCTS AND
CHARACTERISTICS

Green products are products that are manufactured
using green technology and do not pose any threat to
the environment. The development of green
technology and green products is essential for the
conservation and sustainable development of natural
resources. Green products can be defined by doing
the following:

THEIR

Products that are originally grown
» Recyclable, reusable,
products
Products with natural ingredients
Products with recycled ingredients, non-
toxic chemicals
Products withpermittedchemicals
EnvironmentallyhazardousProductsthatdon
otfeedorcontaminate
Products that are not tested on animals
» Products inenvironmentallyfriendly
packaging
I.e. Reusable, refillable containers, etc.

biodegradable

YV VYV VY

THE NEED FOR GREEN MARKETING
Issues like global warming and ozone
depletion are critical for healthy survival. Rich or
poor, everyone is just as interested in health, vitality
and quality of life as the corporate class. The main
objective of any business is monetary and economic
profit. However, there is increasing awareness of the
environmental impact of running a business around
the world. This feeling creates corporate citizenship
in the business class. Therefore, green marketing for
businesses is still based on a self-interested
ontological perspective of long-term sustainable
business and the goal of satisfying consumers to
obtain board licenses. Although industries in Asian
countries realize the need for green marketing in
developed countries, there is still a large gap
between its understanding and implementation.
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CHALLENGES OF GREEN MARKETING

Even if the green campaign's marketing
messages are entirely true, there is a lack of
standardization to validate these claims. There are
no standards for validating these claims. There is
currently no standardization for certifying products
as organic and there is no verifiable mechanism
unless some regulatory authority is involved in
issuing the certificate. A standard quality control
agency should be established to provide such
labeling and licensing.

Requirements for green products:

* An environmentally friendly production process.
* This is consistent with the goals of the business.
» Meet the specifications of the customer.

There is a need to find the BALANCE between
these requirements.

Green goods involve ones that are
produced through environmentally friendly products
and are free from ecological risks. The awareness
and adoption of environmentally friendly
technologies and renewable resources serve as
essential for the preservation of natural assets and
environmental sustainability. Marketing initiatives
are intended to raise consumer understanding of the
superior quality of these items over conventional
alternatives. Companies have to complete multiple
types of stages during the different phases of
environmentally conscious product development. At
the highest level of strategy, specialists may utilize a
variety of methodologies to build strategies for
products after the initial phase of market analysis.
The following strategies are offered to determine
external factors like the environment that could have
an effect on the company's direction with respect
to providing a new product.

BENEFITS OF GREEN MARKETING

* Least destruction and least raw material stores
energy through truly green products.

* Green marketing is essential for the company to
meet the needs of consumers with limited coffers
accessible while negotiating items of organizational
deals.

* Mortal needs are vast and earth's treasures are shy
which can be ensured by green marketing.

» Green marketing improves consumer satisfaction
and establishes better ecological quality. Consumer
value is located through deals in health and safety
products. Guests have recently been expanded and
saved through state-of-the-art advancements in
manufacturing products and business processes.

Growth of Green Marketing:

Buyer nowadays and
moreinformallyunderstanding, with a growing need
to know whether businesses are truly treating
consumers equally while doing their part to defend
and preserve the atmosphere. Morals associated with
brands such as social responsibility, social utility
and 'being green' have risen to more human
demands for goods than ever before. No wonder
tech enthusiasts are on the rise.

Today's 'green marketing' presents unique
challenges; None of this is due to the lack of
standards to recognize what constitutes a 'green'
product or company. Fixed marketing sectors have
emerged as many newly established and reputed
companies spend on the 'utility' bandwagon, using
many innovative approaches to communication,
branding, conscious marketing, social good
marketing and brand. Market segmentation is
expanding. Integrating this expanding set of factors
is like organizing your marketing activities
judiciously. It is often misinterpreted as aligning a
project with a cause, but it is not limited to that
interpretation. This could mean spending money
wisely, cutting down on needless print marketing
materials, or avoiding contentious ads that would
benefit the company financially. Taking this effort a
step further, it would be more appropriate to call it
"Moral Marketing".

Tendency provides a particular difficulty

for green marketers since products and statements
tend to become overly generic, which leads to a lot
of market misunderstanding. Jacqueline Oatman,
organizerof J.Oatman Research and creator of
Green Marketing: Opportunities for Innovation.
Profitable marketers may capitalize on this. The
appearance of being 'green' by making purposely
false or inflated statements, often known as 'green
washing'.
Whether they are customers, sellers, or industry
regulators, most entities involved in marketing are
becoming more and more concerned with the topic
of green marketing. Think about how knowing
about green markets can help the following market
participants.

Consumers.

Consumers who are aware of green
marketing have the chance to lessen their own
environmental  footprints.  Green  marketing
initiatives are concentrated on this activity because a
growing number of consumers are particularly
interested in ways to reduce adverse effects on the
environment. Customers frequently gain additional
financial advantages from purchasing products that
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are made with the environment in mind. Customers
who purchase hybrid cars, for instance, are more
certain than those who purchase alternative vehicles
that their method of transportation has a lower
environmental impact.
Moreover,hybridGovernments.

Numerous advantages of green marketing
are seen by the federal, state, and local governments.
Governments gain from green purchasing initiatives
in the same way that consumers can occasionally cut
expenses and lessen their environmental effect. For
instance, thecity of Amsterdam uses cold lake water
forthispurpose. The programmeutilises a 10%
representing a basic calming technique's energy
while saving $300,000 in electricity expenditures
annually.59 Governments can implement regulatory
policies and are better positioned to develop when
they are aware of the market possibilities and
restrictions associated with green marketing
initiatives. to fulfil the demands of both society and
business.The Body Shop has a strongtrack record as
aneco-friendlycompany but  could  faceserious
criticism if it fails to maintain itsfocus in all the
markets it serves. By contrast, acompany like
Exxon,whichhas been
accusedofenvironmentalatrocities,needstoaddress
the issueof green marketing if itwants to change its
reputation.

Businesses rely heavily on limited human
capital. The imperceptible activities that businesses
offer to customers are referred to as services. Over
84% of jobs in the American economy are in the
service sector. Human capital is used to supply
intangible services, so businesses in this area of the
economy are being forced to expand their use of
green marketing in their product lines. For instance,
in Las Vegas, dentists offer their services to staff
members of hotels and casinos through mobile vans
parked close to the nightlife sector. Due to the
absence of dental visits, the proximity of these
facilities lowers fuel emissions. Thiseco-
friendlyserviceconceptleadstoimproved oral hygiene
forconsumers and productivity
foremployees.Acompany with strong brand power.
Business Week and Inter Brands provide annual

revenueprojections for brands
intheirannual100BestGlobalBrandsreport. Themoreat
tractive the

brand,themoreattentionitwillreceive.Stories

thatshowtheactivitiesof brands with high brand
value are more likely to be considered newsworthy,
as opposed to reports from brands with low brand
value. For example, a newspaper articlecriticizing
chicken processing would be of more public interest
ifitmentionedKFCinsteadofall the other brands in

the industry. Companies with strong brand assets
should consider green marketing to limit the
scrutiny they face.

Companies with little market power.
Companies that rely on other companies to produce
sufficient  quantities  shouldbeawareof  green
marketing restrictionsimposedbytheirsuppliers.
General Mills, the largest
packagedfoodcompany,recentlyresizeditsHamburger
HelperatWalmart'srequest.63Theshoppointedoutthat
the curlynoodles of Hamburger Helper should be
straight noodles. This environmentallyfocused
product improvementhassaved thousands of pounds
of packaging material and reduced productcosts. As
buyers become more awareof sustainability, the
suppliers they rely on must also becomemoreaware
of green marketing. His4,444companies operate in
highly regulated industries. Governmentsenforce
regulations to govern the functioningoftheindustry.
Industries that use hazardous substances(suchas the
chemical industry) are subject to
extensiveregulation, and growing interest in
marketing green fuels ismeeting the need for

industry standards. Similarly,
powercompanies,automakers, and airlines must
follow a stringentset of regulations.
Theelectronicsindustryfacesintense scrutiny in the
European Union withlegislationmaking
manufacturers accountableforthe disposal

oftheirproducts after consumer use. In each of these
industries, companies that activelyengagewith
environmental regulations can enforce regulations
before compliance is required. Businessdepends on
natural resources. Industries that rely heavily on
natural resources make the most of their availability.
These industries include petroleum, fishing and
forestry.  Duetothelimitationsofnaturalproduction,
companies should consider eco-marketing activities
that can save scarce resources.

Green marketing includes all activities
aimedatgenerating and facilitatingexchanges to
satisfy human needs and desires with
a  minimalnegativeimpact on the natural
environment.Unfortunately,most people think that
green marketing only refers to promoting products
with environmental certification. Phosphate-free,
recyclable, refillable, ozone-friendly, and eco-
friendly are what consumers often associate with
green marketing. These terms are
claimsaboutgreenmarketing,but green marketing in
general is a very broad concept that can be applied
to consumer goods, manufactured goods, and even
services. For example, resorts around the world are
beginningtoadvertisethemselvesas"ecotourism"facili
ties.Ecotourismfacilitiesarefacilities that are
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'dedicated' to natureexperiencesor that operate in a
manner that reduces their impact
ontheenvironment.(May 1991, Ingram and Durst
1989, Trombis 1991). Green  marketing,
therefore, encompasses a wide range of
activitiessuchas product modification, production
process modification, packaging
modification,andadvertisingmodification.But
defining green marketing is no easy task. In fact, the
terms used in this field vary,suchas green marketing,
environmental marketing, and ecological marketing.
This initial definition has three main components, a
subset of the overall marketing effort.Investigate
both positive and negative activity.A narrow
category of environmental issues isthenconsidered.
A. The advertising or promoting ofa creation
on the basis of its environmental
presentation.
B. The overall organization process is
wehavearesponsibilitytorecognize,anticipat
e and meet the needs of customs and
society in a profitable and sustainable way.
C. A comprehensive,responsible and strategic
management process that identifies,
anticipates, meetsand satisfies sharecholder
needs for
faircompensationwithoutcompromisingthes
afetyofhumans or the natural environment.
D. According to the BruntlandInstruction
(1987), Development meets the needs of
the present without negotiating the ability
of future generations to meet their own
needs.(Rowell, 1996).

THE GREEN CONSUMER

Green consumers are the driving force
behind the green marketing process.
Thesearetheaspirationsof energy consumers, which
drive the development of many products and
companies'environmentalpresentations.Asa
marketer, it's important to identify the type of eco-

3.2 Results and Discussion

friendlyconsumer. Many organizations find that two
out of three oftheir consumers in developed
countries are environmentallyfriendly, but countries
likeBangladesh have different standards ofwhat they
expect from
manufacturers,somoreorganizationsfindthat1in6ofth
eirconsumersisenvironmentallyfriendly.Environmen
talguarantees vary, as do demand and purchasing
power. So it wouldbeinefficient to say that a green
consumer is someone who eats in
anenvironmentallyfriendlymanner,especiallythosew
hoconsume in a more sustainable and socially
responsible
way.Consumersareendowedwithdifferent wants and
needs, and thisalsoapplies to eco-
friendlyconsumers.Tomeettheseneeds,companiesmu
stsegment the market into distinctconsumer groups
thatresponddifferently to the company's marketing
mix program.segment has arrived (by Kotabe and
Helson (1998)) rather,it should have the following
properties:

1) realizable

2) shapeable

3) Sulabh

4) felonious

5) Low-cost efficiency

6) Possibility of developing

Market research is toidentify green consumers.
Thereisno clear picture yet, and it varies greatly
dependingonthemarket.but based on known as
research done so far, some generalizations can be
made about green consumers. Green consumers

3.1 Methods and Materials

Primary data were collected by questionnaire
methodfrom 130 respondents from various locations
in Tiruchirappalli district. The questionnaire It
consists of two parts, the first part deals with
respondents' personal data and the second part
dealswith green marketing. Secondary data is
collected from books, magazines, newspapers and
internet sources.

Table 1
Demography profile of the respondents

Personal Details Number of respondents (130) percent
Gender Male 52 40.0
Female 78 60.0
15 years — 30 years 38 29.2
Ace 31 years— 40 years 29 22.3
& 41 years— 50 years 28 21.5
Above 51 years 35 26.9
. Married 72 55.4
Marital status Unmarried 58 44.6
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School Education
Diploma

Degree

Professional

Private Company
Government

Self — Employee
Student

Bellow Rs.20,000

Rs. 20,001 — Rs.35,000
Rs. 35,001 — Rs.50,000
Above Rs.50,001

Educational

Occupational

Income

22 16.9
34 26.2
33 25.4
41 31.5
21 16.2
30 23.1
32 24.6
47 36.2
22 16.9
24 18.5
32 24.6
52 40.0

Source: Primary data

The table above shows a table illustrating the
demographic outline of green consumers.

Gender: 60% of the consumers are female and 40%
of the consumers are male.

Age: The highest 29.2% of the consumer age group
of 15 years — 30 years, followed by 26.9% of the
consumer's age group of Above 51 years, 22.3% of
the consumer age group of 31 years— 40 years and
the lowest 21.5% of the consumer age group of 41
years— 50 years

Marital Status: 55.4% of the respondents are
married and remain 44.6% of the respondents are
unmarried.

Education: 31.5% of the respondent’s education
was professional, 26.2% of the respondent’s

education was a diploma, 25.4% of the respondent
education was a degree and 16.9% of the
respondents got school education.

Occupation: 36.2% of the respondents are students
24.6% are self-employed, 23.1% of the respondents
are doing government jobs and 16.2% are working
in private companies.

Income: 40% of respondents earn Rs. 51,000 and
have earned more than Rs. 24.6% of the
respondentshave an income of Rs. 35,001 - Rs.
50,000, 18.5% of the respondent's income of Rs.
20,001 - Rs.35,000, 16.9% of the respondent's
income of Rs. Less than 20,000

Table 2
Sources and Reason for purchase towards green marketing

Factors No. of Respondents (130) Percent Mean
TV/Radio 18 13.8
Sources of Internet 24 18.5
information about News Paper 18 13.8 3.2077
green marketing Friends & Relatives 53 40.8
Doctor 17 13.1
Health benefits 45 34.6
Reason for Doctors friends advice 24 18.5
purchase of green Availability of the shop 27 20.8 2.5000
products Good quality 19 14.6
Save the environment 15 11.5

Source: Primary data

Table number two shows green marketing and
purchase reasons.

Sources of information about green marketing:
40.8% of respondents prefer to know sources of
green products from friends and relatives. 18.5% of
the respondents know about green products from the
internet and 13.8% of the respondents know from
their TV, radio and newspapers. The average score
is 3.2077.

Reason for buying green products: Top 34.6% of
respondents are buying green products for health
benefits. 20.8% of respondents bought green
products because of availability, 18.5% of
respondents bought green products because of a
doctor's friend's advice, 14.6% of respondents
bought them because of good quality and 11.5% of
respondents bought them because of a safe
environment. The average score was 2.5000.
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Table No. 3
ANOVA Test for Consumer Awareness towards green marketing
S. Sum of Mean .
No. Factors Squares df Square F Sig.
I trustwithinside theidea  Between Groups 34.096 4 8.524
1 of inexperienced Within Groups 144.181 125 1.153 7.390  .000
marketing Total 178277 129
) Between Groups 48.105 4 12.026
»  Weknow companies Within Groups 182,672 125 1461 8229 .00
are going green
Total 230.777 129
Weare well aware of the  Between Groups 12.987 4 3.247
3 benefits of using eco- Within Groups 207.636 125 1.661 1.955  .106
friendly products Total 220.623 129
You know that companie: Between Groups 31.332 4 7.833
4 green colors in their 10 within Groups 170.891 125 1367 5729 000
stand out as eco-fi
companies Total 202.223 129
Productivity can be Between Groups 5.708 4 1.427
5 greatly improved Within Groups 156.761 125 1254 1138 342
through green
marketing. Total 162.469 129

Source: Primary Data

Hypothesis Test:

Relationship between respondent's educational qualification and their opinion about awareness of green
marketing. The hypothesis has been tested with ANOVA. The content of table five factors are tested. Based on
ANOVA results, Factor 1 was F = 7.390, p = .000, Factor 2 was F = 8.229, p = .000, and Factor 4 was F =
5.729, p = .000. Most of the three factors were significant. Hence the hypothesis is accepted.

Table 4
Chi-Square test for Consumer behavior towards green marketing practices

S.No. Factors Chi-Square Df  Sig.
1 Developing green products requires huge investment 20.615% 4 .000
2 Every consumer have responsible for success for green product 62.462° 4 .000
3 I feel that regular marketing technique damage the environment: 39.308° 4  .000

A frequency of 0 cells (0.0%) is expected to be less than 5.

B. The smallest expected cell frequency is 26.0.

For the chi-square test, a p-value belowthe significance level indicates sufficient evidence to conclude that the
observed distribution does not match the expected distribution.

Result: Chi-square value = S.No.1=20.615a, S.No. 2=62.462A, S1.No. 3 =39.308a df =4

Key value = .000. Hence the hypothesized factors are accepted

themselves. In order to provide more
environmentally friendly products,We need green
marketing and a change in behavior and attitudesof

IV.  Conclusion
Marketing is heavily reliant on consumer
behaviour. The current trend is towards green

marketing. Due to environmental protection, which
is why businesses make green products and use eco-
friendly energy sources, both humans and animals
have been impacted by the environment. The essay
ends with a warning that buyers should repeat to

commercial organisations. Additionally, consumers
are well aware of how much the green revolution
may increase business efficiency. People are aware
of environmentally friendly green environments,
and businesses may think about adopting this idea.
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