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Abstract 

 

In this modern business era there exist a larger number of challenges and issues that are faced by the business world today. One 

such challenges that are faced by marketers is related to "green marketing". Green marketing is an emerging term that has resulted 

changes in entire manufacturing process of the business for making the environmentally friendly products. Green marketing is one 

of the game plan that is adopted by the government to protect the environment. This study focuses on the literature reviews of the 

awareness about green marketing and the buying behavior of the consumers towards green products.       
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I. INTRODUCTION 

Human activities have created both positive &negative effect on Earth, but when compared the negative effect are proportionally 

more in number government was to implement "green marketing." This effort of government expected the consumer and 

manufacturers to switch over to eco-friendly product. So going green to protect the environment plays an important role in this 

modern era. Many manufacturing companies has started to modify their existing product and many organic companies have even 

entered into producing and selling of green product. The Main draw back behind this green marketing is awareness. The awareness 

regarding green products are very less. If consumer get well aware of the good effects of green marketing and it's impact then there 

will be a tremendous positive change which would help the future environment in leading a better life on Earth. 

II. CONCEPT OF GREEN MARKETING 

 Definition  

Green marketing refers to the process of selling product and /or service based on their environmental benefits. Such as product or 

service may be environmentally friendly in itself or produced in an environmentally friendly way.(1) 

 Need for Green Marketing  

India stays 23rd in the list of most polluted country in the world with pollution index of 75.8% in the year 2018. And also India 

still stands 2rd place for the population with total population 1,368,737,513 as per 2019.As the population rate increase day by day 

the pollution too increase tremendously. In order to keep this situation in control government of India introduced the game plan 

called "green marketing ". To carryout green marketing strategy government implemented many Acts. They are- 

1) The Air Act -1981 

2) The Water Act-1974 

3) Bio-medical waste rule -1998 

4) Hazardous waste rule -1989 

5) Noise pollution rule -2000 

6) Recycled plastic rule -1999 

7) The Environment Act-1986 

8) The Forest Act -1980 

Even though there are many such Acts that are implement the effectiveness of the act was not up to the expectation of the 

government. As pollution has become a global issue so as to save our Earth usage of recyclable and reusable products must be 

utilized by all the consumers. This in turn will protect our ozone layer from further depletions and also it will help the future 

generations to lead a safe life by using the scares resources effectively and efficiently. So green marketing is the need of the hour 

in this modern era. 
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III. CONSUMER BUYING BEHAVIOR  

Consumer buying behavior is the belief, acceptation ,choice and the judgment that are made by the end users while purchasing any 

goods and services are called consumers buying behavior. There are some types of buying behavior they are as follows - 

 Complex Buying Behaviors 

These kinds of consumers are highly involved in purchasing. The consumers have knowledge about brands and they also analyses 

the different brands before investing their money in expensive items. 

 Dissonance - Reducing Buying Behavior  

These consumers are also called occasional buyers. They see less difference between brands. As they don't see lots of difference 

between brands the buyer will buy the products or services fairly and quickly. 

 Habitual Buying Behavior 

The habitual consumer have less involvement about brands and products. These kinds of consumer just walk down to the store and 

purchase their preferred product in Habitual bases 

 Variety Seeking Buying Behavior 

These kind of consumers always jump from one brand to another brand in search of variety and switching over doesn't mean they 

are dissatisfied. They go on change their product one after the other. The consumer of this kind doesn't evaluate the product before 

they buy. 

IV. FACTOR INFLUENCING CONSUMER BUYING BEHAVIORAL 

Buying of the consumer are determined using various factor. These factor plays an very important role. Those factors which 

influence the buying behavior are as follows. 

 Culture Factor 

Consumer's buying behaviour is mostly influenced by cultural factor. The cultural factors are such as buyer's culture, social culture 

and sub-culture  

 Buyer's culture 

Importantly culture is the major cause for the consumer wants their behavior. The buyer's culture change from person to person 

country to country. It is in the seller’s part to act according to buyer's behavior. Marketershave to analyses the buyer's behavior on 

the ground of culture groups, region & countries etc. 

 Sub-culture 

Every culture has their own Sub-culture like nationalities, geographical region religion, etc. Marketing professional of the each 

company may use these such culture to divide the market into market segment this process is called market segmentation. 

 Social class 

Each and every society consists of several kind of social culture group. For marketing    purposes taking theses social class into 

consideration is very important because certain types of social class people will have similar buying behavior. So knowing the 

similar group behavior and grouping them together and also having a separate marketing strategy for them will help out the 

marketers. Social classes are grouped on the basis of income, wealth, occupation & education etc. 

 Social factors are the second factor that influence the consumer buying behavior. The social factors are as follows: 

 Reference group 

Reference group refers to the potential for creating the attitude,habit for an individual. The effect of reference group changes across 

products and brands. If the product is tangible in nature then the reference group for tangible goods will be high. The reference 

group can be also affected by opinions of the individuals. 

 Family 

Influence of the family members also determine the buying behaviour of the consumer. The manufacturers try to know the needs 

and wants of the family members and tries to cover the particular member of the family by placing attractive ads. 

 Role and status 

Role and status plays an important role each and every person in this society is likely to play several roles in office,home,social 

groups etc. Their needs and wants vary if their roles and status changes. 

 Personal factors 

Personal factors of an individual even affect the buying behavior. Some of the important factors that influence buying behavior are 
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 Age 

The lifecycle and age factor has an ability to affect the buying behavior. Many company even target their customer using this age 

factor. All age category people will have their own purchasing behavior. The marketer must consider this factor and he must 

develop product which are suitable for each stages of age. 

 Occupation 

Occupation of an individual also affect the buying behavior. If the occupation grade is high then their behavior will be different 

from than that of people with low grade occupation. 

 Income 

Income level of the individual affect the buying behavior. If the income level of the consumer is high then their disposable income 

on purchasing will be more when compared to the individual with less income. 

V. REVIEW OF LITERATURE 

Dileepkumer (2010) Analyzed that how far the hotel business organizations in the tourism sector meet the customer’s needs through 

green marketing effort and how they influence the consumer behavior and their satisfaction by inducing environmentally 

responsible behavior. 

Vijay jain (2010)Summarized the three C’s process for green marketing implementation as consumer value Positioning, 

Calibration of consumer Knowledge and Credibility of product.       

AreteAggrawal et al (2010)Outline that Eco-responsible (green) organizations have a tough task to optimize their product 

offering mix in such a way so that they can not only attract customer towards them but also can have their products price 

competitive.  

Ramakrishna et al (2010) Understood that the factors for going green as Goodwill, Differentiation, Competition, Pressure Groups, 

Government Pressure, Customer Demand, New Market Entry, India should carry out heavy promotional campaigns, because 

majority of the India consumers are price-sensitive and are not sure about the quality of green products. 

Selvakumar& Rajesh Pando (2011): Indicated that green marketing is not all about manufacturing green products and services 

but encompassing all those marketing activities that are needed to develop and sustain consumer’s eco-friendly attitudes and 

behaviors in a way that helps in creating minimal detrimental impact on the environment.  

Molly Goshen (2011): Examined that green marketing was still in infancy. In the perception of marketing scholars, green 

marketing refers to eco-level and market segmentation and the role of structural factors and economic incentives in influencing 

consumer behavior. The green marketers must understand to satisfy two objectives: improved environmental quality and consumer 

satisfaction. 

Arup Sinhala & Jamie Gilpin (2009): Primarily focused on finding inefficiencies in the carbon value chain of energy production 

using renewable methods. By utilizing anaerobic digestion and gasification technology Aura could produce biogas from cattle, 

swine, and other farm animals. 

Charles w lamb et al (2004) Explained that –green marketing has also become an important way for companies to build 

awareness and loyalty by promoting a popular issue. By positioning their brand as ecologically sound, marketers can convey 

concern for the environment and society as a whole. 

Roger a Kerin et al (2007) Green marketing takes many forms. It comes from product development opportunities that emanate 

both from consumer research and its pollution prevention pays program. This program solicits employee suggestions on how to 

reduce pollution and recycle materials.  

Biji PThomas & H Nance Gouda (2010) Highlighted that environmentally friendly buildings are also know green buildings, 

some of the visible green features, such as exterior window shading, good day lighting, green (landscaped) roofs, and natural 

ventilation chimneys are often considered as the signals of being green.  

Philip Kilter & Kevin Lane Keller (2011)Companies that mound-green program can face two main problems: consumers may 

believe that product is of inferior quality of being green and consumer feel the product is not really that green to being with. Apart 

from companies, NGOs also have very important roles to play. NGOs should carry out research and tell the companies how they 

can make their process more environment-friend.  

Sourabh Bhattacharya (2011): states that the green marketers in India should carry out heavy promotional campaigns, because 

majority of the Indian consumers are price-sensitive and are not sure about the quality of green products.  

Saloni Pawan Diwan & B. S. Bodla (2011): observed that it is not a smooth sailing of the ship carrying green products and 

services in the sea of intense competition. The boat can encounter an iceberg of increased cost and prices and inflated claims of 

―greenness‖.  

Joseph & Rupali korlekar(2012): there is a scope for in-depth studies on green marketing to be conducted in developing countries 

like India, not only on understanding consumers‘ perception but to study the detailed profile of such consumers who have a more 

positive attitude towards green marketing and green products. 

Ann Kronrod et al (2012): highlighted and explained the surprising prevalence of assertive environmental messages in the media. 

Environmental agencies, which are populated with people who perceive protecting the environment as a highly important issue, 

should understand that not all consumers are as informed and concerned about the environment. 
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VI. CONCLUSION 

Green marketing refers to marketing where ecological issues are the point of marketing decision-marking. It ranges from change 

in raw material to change materials. It includes amendment in product style or perhaps substation of one product by another. It is 

also encompasses disposal of packing after the use of the product. There is ample scope for green marketing at both the 

manufactures end and marketers end. 
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