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ABSTRACT  

As we know that the most important goal of an organization is to meet the market demand and also to go with 

the trend as the market does. And currently, the term Green marketing is the buzz word in the market that 

defines as the strategy used by the organization to produce and market the products in an environment-friendly 

way i.e. an attempt to reduce the negative impact of the product to the environment. We can now see that the 

young generations and also the whole market consumers are more concerned about the environmental effects 

and they consider the humans to the main reason behind this issues, so they are moving towards consuming the 

green products which are giving benefits to oneself where it does not completely eradicate the green issues in 

the environment but this is one step ahead for a greener world and simultaneously it decreases the green issues. 

Moreover, the young consumers who are the backbone of the society and the upcoming future have a 

significantly different attitude toward the green issues and the products which is making them to prefer green 

products over the conventional products.  

This paper gives an empirical study on the green issues and the green products comparing them with the 

attitude of the young generation consumers. In this paper, the study is mostly concerned with the young 

generation where the factors affecting their buying behavior is analyzed as which are the important factors that 

drive the young generation to change their consuming patterns from the conventional product to the green 

products. Here it is also analyzed the knowledge and the awareness level of the consumers towards the green 

issues and the green products and their benefits to oneself and the environment. And a comparison is also done 

between several factors with the age so that it can be easily understood that which variables attract which age 

group. 
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I. INTRODUCTION 

As we know that the consumption of products by the consumer has increased exponentially from the last two 

decades which is thereby leading to enormous depletion of the natural resources and giving a negative impact on 

the environment (Chen and Chai, 2010). The needs of the consumer are evolving on daily basis and brand 

loyalty is being continuously redefined. It is also seen that as the resources are depleting they are causing a 

serious impact as global warming, pollution, and depletion of flora and fauna (Chen and Chai, 2010). Due to this 

reasons the concept of Green Products and Green Marketing has come into an existence which is defined as the 
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process of marketing and selling of the products that are ecologically sustainable and are environmentally 

beneficial, this is also becoming a business practice as the consumer are getting more concerned about 

promoting preservation and conservation of the environment leading to the act of getting kinder to the society 

and environment. Green Marketing can be defined as “the effort by a company to design, promote, price and 

distribute products in a manner which promotes environmental protection” (Polonsky, 2011). The most 

remembered quote from the Brundland report (Edwards, 2005) defined sustainable development as 

“development that meets the need of the present without compromising the ability of future generations to meet 

their own needs”. The companies that are using the green concept are implementing various methods as green 

production, green and eco label packaging and as well as distribution. Eco labels are intended to make a 

difference in the perception and the buying behavior of the consumer that will reduce the inverse environmental 

impact and also enables the customer to influence how the products are made. By this concept, the companies 

are gaining competitive advantage and they are penetrating to the new markets improving themselves in terms 

of their brand image, reputation and even in their product image from their consumer perspective (Chen, 2008). 

The consumers are the main drivers for the products that are produced by the producers and they are the only 

one who can coerce the production of sustainable products but the main problem here lies with the knowledge 

that the consumer has regarding the products, they hardly know how to identify the products to be green and 

sustainable. And the producers only think about their profits and the revenues they generate from the products 

rather they think about the ecological balance. They only produce goods that can be marketed easily to create 

brand loyalties. Compared to consumers in the developed countries, the Indian consumer has much less 

awareness of global warming issues. Successful marketing has always been about recognizing trends and 

positioning products, services, and brand in a manner that supports buyer intentions. As stated by (Peattie and 

Charter, 2003) the concept of green marketing has evolved a number of new opportunities for market 

development, cost advantage, differentiation, and segmentation. The process of segmenting the customer based 

on the green purchase is quite a difficult job for the marketers so (Peattie and Charter, 2003) concluded that the 

marketer should first understand and investigate what the customer really want from the green products before 

positioning the green label products. Therefore socially responsible consumption can be defined as the pattern of 

purchasing and using the product that increases the long-term benefits and as well minimizing the negative 

impact on the society and the customer (Mohr et al, 2001).  

This paper will, therefore, give answers to these key points:  

 To study the different factors affecting the Green Purchase behavior of Young Generation.  

 To study the impact of Green Products among the Young Generation.  

 To investigate the young generation‟s customer perception of Green Products.  

 

In this study, we are especially concentrating on the young generation, as they have a significantly different idea 

and attitude if compared to the other generations of society. The young generation is more fascinated with 

material consumption and they see money as their sign of personal success (Chau and Ngai, 2010). They tend to 

more flexible as they search for an ample amount of sources before making an actual purchase. And also they 

not only look towards the present impact but also they look for the future impact of their present actions. 
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II. RESEARCH METHODOLOGY 

The primary data was collected from March 2018 to April 2018 through the online distribution of the 

questionnaire as well as on-field collection. The on-field collection was done in the city of Warangal and 

Hyderabad with the city boundaries from different malls, super markets, and retail outlets. The data was 

collected by distributing the questionnaire to different customers who make a buy from the stores and also to the 

individuals coming for window shopping. It was mainly distribute to the young generation customers as this 

study is constrained to the young generation people. 

In total, 400 questionnaires were distributed among the customers on the field as well as online for the analysis. 

And among the 400, 217 respondent returned the questionnaire filling all the attributes as the others had less 

than 70% completion. Data cleaning was done on the date collected that were collected on the field as there 

were some incomplete responses or those showing coding error of missing data. It was seen that male 

respondents had ample knowledge regarding the green products, its uses and also regarding the green issues and 

how to save our environment by using those green products whereas the female respondents were more 

concerned and had knowledge regarding the quality of the green products over the conventional products. 

 

III. DATA ANALYSIS 

As for this analysis, a number of factors are taken such as product price, availability, enhancement of status quo, 

attributes of the product, quality, felling of socially responsible, benefits of using green products, performance, 

and effect on purchase behavior.  

From the scree plot, it is seen that factor 1, 2 and 3 are the ones whose eigen value is more than one which 

clearly describes that these three factors are the principal factors. It is seen that a total number of three 

components are identified when factor analysis was run on the data set using principal component analysis as 

the extraction method and the rotation used is Varimax with Kaiser Normalization. In Table 4, the rotated 

component analysis table where it can be clearly seen that the total number of the component that is extracted is 

three.  

 

Table 5: List of principle factors  

 

 

Principal Factors Attributes  

Personal Satisfaction   Enhances status quo, Good and socially 

responsible, Influence by others, Benefits, 

Purchase habits are affected  

Product Features   Attributes of the product, Quality  

Product reach and benefits   Product price, Not easily available, Doubt on 

performance  
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In table 5, the attributes enhances status quo, feeling of good and socially responsible, influenced by others, 

benefits and purchase habits are affected which can be grouped and taken under a single factor as Personal 

Satisfaction, whereas the attributes of the product and quality can be grouped together into a single factor as 

Product Features. And the product price, availability and the doubt of the customers on the performance of the 

product can be grouped together into a single factor as Product reach and benefits. 

 

Studying the knowledge and awareness of green issues and green products among the customers  

To know the knowledge and awareness of the customer regarding the green issues we have developed two 

hypothesis, one to know about the knowledge and awareness of the customer regarding the green issues and the 

second hypothesis is developed to know the knowledge and awareness of the customer regarding the green 

products where for each hypothesis questionnaire was prepared and data was collected differently. And a one 

sample T-test was run for both the cases and then the hypothesis was checked to be correct or not based on their 

significant value.  

To perform this analysis SPSS was used to achieve the desired value for each hypothesis.  

The first hypothesis was developed to check the knowledge and awareness of the customer regarding green 

issues.  

 

Table 6: Descriptive statistics for knowledge of green issues 

 

 

In table 6, basic information of the variables as mean, standard deviation and standard error mean is given and in 

the table 7 details regarding the mean difference, test value, significant values are given, which gives an 

inference regarding the knowledge and awareness level of the customer for green products. 
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Table 7: Hypothesis 01 test result 

 

 

Table 8: descriptive statistics for knowledge of green products 

 

 

IV. DATA INTERPRETATION 

The methods used were factor analysis, one sample T-test and chi-square test to validate the results. For the first 

objective to know the different factors that affect the green purchase behavior we have taken a number of factors 

and on the basis of that responses were recorded and it was found that the only three component was found to be 

principal component as they only exceed the eigen value of 1 and even clearly seen in the scree plot. And by the 

analysis, it is found that three factors are extracted affecting the undertaken phenomenon. So the three 

components that were concluded after the factor analysis are Personal satisfaction, Product features and product 

reach and benefits taking under the other factors in that.  

And then to study the knowledge and awareness of the green issues and green products among the consumers as 

the humans are the only ones who are disrupting the environment by using the conventional products so it 

became important to study the consumers regarding the knowledge of the green issues and their reasons and also 
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to study regarding the knowledge of green products and their benefits to oneself and to the environment and do 

they really think that using the green products will reduce the effect on the environment.  

To perform this analysis two different hypothesis were considered and developed to study the following. The 

hypothesis that was developed where hypothesis 1 will prove that there is a relation between knowledge of 

green issues and buying behavior of the young generation and the hypothesis 2 will prove that the young 

generation has awareness regarding the green products. After doing the analysis in SPSS, the p-value is found 

which is the Sig. (2-tailed) value which should be less than 0.001 which indicates that the null hypothesis is not 

accepted and for that, the alternate hypothesis gets accepted. And according to the table that is given earlier the 

significant value is less than 0.001 so the alternate hypothesis is accepted that means that a strong relationship 

does exist between the knowledge of the green issues and buying behavior of the young generation and even 

young generation has a high degree of awareness regarding the green products. 

 

V. CONCLUSION 

The market for green products and services is growing rapidly, and companies and organizations are working to 

position their offerings to take advantage of this emerging economic giant. However, false and misleading 

environmental product claims serve only to confuse buyers, and their use puts companies at risk for regulatory 

or legal consequences. The FTC„s Green Guides provide companies with clear principles and guidelines on the 

legitimate use of environmental product claims, and eco-label programs are an important tool to substantiate 

such claims for buyers. However, continued success in the green marketplace requires companies to take a 

closer look at the hidden environmental impacts of their products and to view environmental responsibility as an 

essential part of corporate and social citizenship in the modern world. 

This approach starts with an evaluation of product-specific attributes. But it can also include an evaluation of the 

environmental factors related to the actual production of a product, such as the energy efficiency of 

manufacturing and distribution operations and the generation of greenhouse gases and other hazardous 

substances as a production byproduct. A thorough environmental impact evaluation can even extend to the 

company itself, whether it has a credible environmental management system in place and the degree to which it 

is transparent with a full spectrum of stakeholders about its total environmental impact. 
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