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ABSTRACT  

 

Green Product has become a buzz word among consumers and most of the people are moving towards it 

because of the environment concern. Following this trend, marketers have also started adopting green 

marketing Communication to build their brand image and value.  

 

This research has been done with an objective to analyze consumer awareness of green products, analyze 

the green marketing communication and its impact on the Consumer Buying Behaviour and to assess 

whether impact of Green Marketing varies with age or income of the Consumer. 

 

To achieve this purpose, Quantitative Research was conducted and 400 structured questionnaires were 

administered to various people, out of which 206 were received and analyzed for this study. Statistical 

methods were used in analyzing the empirical data. 

 

The study has revealed the very interesting fact that maximum respondents are aware of and knew about 

green product. Further it is observed that Green Marketing Communication has a positive significant 

impact on the buying behavior of the consumer and it is also observed that its impact varies with age and 

income level of the consumer.  

 

This study provides a valuable insight for the Marketers in creating a road map for a “Green Marketing 

Strategy” by addressing consumer environmental concerns by boosting their credibility with the Brand to 

gain Indian Market Share.  

 

Key Words: Brand Image, Brand Marketing, Green Marketing, Green Marketing Communication, 

Green Promotion, Marketing Strategy  
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I. INTRODUCTION  

 

Nowadays consumers are becoming more conscious towards issue concerning use of product and its substantive 

impact on the environment and this tendency is leading them to be rational and prudence in their purchasing 

behavior.  

 Many marketers want to have advantage of early mover and because of that they have become attentive towards the 

consumers interest for environmentally less damaging or neutral products and gradually turning towards becoming 

green.  Further, by implementing green marketing measures and saving natural resources in production, packaging 

and operation, marketers are projecting to the consumer that they have the same concern for environment and 

thereby boosting their credibility and thereby building their brand.  

Marketers are nowadays using Green Marketing Communication in their strategy and the whole concept of Green 

Marketing has gone a sea change which is giving different dimension to the marketing strategy. Consumers are also 

being conscious of the environment look for green product and perceive the marketers in a different manner from all 

other marketers who are not dealing with the green product and this is giving an edge to eco concerned marketers over 

all others. 

In the present study we are trying to analyse the impact of Green Marketing Communication Strategy on the buying 

behavior of the consumer. 

II. LITERATURE REVIEW  

 

The concept of “green branding” has undergone mature discussions among scholars and practitioners   worldwide 

and across a wide range of topical areas. (e.g., EIU, 2011; Hammer et al., 2011; White, 2011; Beatley, 2012; OECD, 

2014). Branding nowadays, however, is no longer a pure city marketing tactic but a process of understanding and 

matching the perceptions and expectations of local and non-local city users (Hankinson, 2010; Hendriksen and 

Peereboom, 2013).  

 

Though earlier research were conducted on the Green Marketing and pro environmental intention of the consumer 

and infact study were made with respect  to generalized green behaviour, however, little is understood from 

empirical point of view on the topic “ Green Marketing communication and its impact on the Consumer Buying 

Behaviour” which merits a closer investigation. 

 

III. REASON FOR SELECTING THIS TOPIC  

 

Usability of study has strived us for selecting this topic as through Analyzing impact of Green Marketing 

Communication on the Consumer Buying Behaviour, road map is going to be created which will suggest and help the 

marketers to adopt strategies in terms of Product, Price, Place, Packaging, Promotion, Physical Evidence, People and 

Process for building the brand. 
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IV. OBJECTIVES  

 

The research has been done keeping in mind several objectives, but major and the most Important objective of this 

research are to assess awareness of consumers regarding green products, to analyze factors responsible for taking 

decision to go for green product, to analyze the green marketing communication resorted by various marketers in 

promoting their product or services, to analyze the impact of  Green Marketing communication on the buying 

behavior of the Consumer and whether it varies on the basis of age and income level. 

 

V. RESEARCH METHODOLOGY  

 

To achieve the purpose, Quantitative Research was conducted and 400 structured questionnaires were administered 

to various People and out of which 206 were received and analyzed for the purpose of this study. The study aims at 

testing the following hypothesis: 

H1: Preference of Green product varies with age and income of respondents. 

H2: There is a positive significant relationship between Green Marketing communication and Green product 

awareness 

H3: There is a positive significant relationship between Green Marketing Communication and Brand image and value. 

H4: There is a positive significant relationship between Green Marketing communication and Consumer Buying 

behavior in preferring a particular brand  

 

VI. RESEARCH FINDINGS  

 

A . Reliability Statistics  

 

Testing the reliability of the present study, using Cronbach’s α, it was found that the values of all variables were 

higher than 0.7 i.e .835, so the participants’ answers were considered to be reliable . 

 

 

Cronbach's Alpha N of Items 

.835 26 

 

B. Demographic Features 

 

 Gender  Male  83.1% Age  18-25 years 10.0% 

Female  16.9% 26-35 years 36.1% 

Marital status Married 80.4% 36-45 years 30.1% 

unmarried 19.6% 46-55 years 18.8% 

Educational 

Qualification 

Secondary Level 15.7% 56-65 years 4.4% 

Graduation 58.9% 65 and above .6% 

Post - Graduation 14.2% Work 1-5 years 32.8% 
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Professional Qualification 11.3% Experience 6-10 years 29.0% 

Salary Less than 15000 10.9% 11-15 years 15.0% 

15000-30000 29.9% Above 15 years 23.2% 

30000-45000 31.1% Green 

Product 

Awareness  

yes 54.9% 

45000-60000 14.2% No 4.4% 

Above 60000 14.0% Little Bit 40.7% 

 

It is interesting to note that when the respondents have asked about sources of knowing about the green product 

Television comes at a top with 52.8% and the following comes later like Radio 5.8%, Relatives 5.4%, Friends 20.5%, 

Newspaper or magazine 14.2% and internet or ads .3%. As per the view of the respondents 66.8% feels that product 

itself provide enough information about green features and 33.2% have opined otherwise. It is interesting to note that 

86.0% of the respondents prefer green products over other products. When the respondents were asked about the 

reason for giving importance to green products the majority of the people 66.2% have given the environmental 

concern and 16.1% of respondents given more stress on increasing quality of life and 8.6% given emphases on the 

product value and 9.1% were of the opinion that they do so to increase the level of satisfaction.  

 

C. Hypothesis Testing:  
 

H1: Preference of Green product varies with age and income of respondents. 

To analyse this hypothesis Independent T test was conduct and it was found that the sig. (2-Tailed) value is 0.02 for 

the respondents belonging to different salary group. This value is less than .05. Hence, we can conclude that mean 

number of those who are earning less statistically differs from each other. Since Group Statistics box revealed that 

the Mean for the person who are earning between 30000 to 45000 was greater than the mean for the person earning 

less than 15000, it can be concluded that higher income group have significantly more preference of brand than the 

lower income group. This difference is not there as far as age is concerned as sig. ( 2 –Tailed) value is .144 and there 

is no statistically significant difference between two condition and the difference between the condition means are 

likely due to chance. The details are provided in the table given hereunder : 

Group Statistics 

 Income N Mean Std. Deviation Std. Error Mean 

Mean of Consumer Preference 

of Brand 

Less than 15000 
17

3 
3.5780 1.01785 .07739 

30000-45000 90 3.8222 .66329 .06992 

Independent Samples Test 

 Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Differe

nce 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 
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Mean 

of 

Consu

mer 

Prefere

nce of 

Brand 

Equal 

variance

s 

assumed 

7.552 .005 -2.059 261 .004 -.24419 .11860 -.47773 -.01065 

Equal 

variance

s not 

assumed 

  

-2.341 
248.02

4 
.002 -.24419 .10429 -.44960 -.03878 

Group Statistics 

 Age N Mean Std. Deviation Std. Error Mean 

Mean of Consumer Preference of Brand 
18-25 years 48 3.4583 .68287 .09856 

56-65 years 21 3.7143 .64365 .14046 

Independent Samples Test 

 Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. (2-

tailed) 

Mean 

Differen

ce 

Std. 

Error 

Differe

nce 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Mean of Consumer 

Preference of Brand 

Equal 

variances 

assumed 

.675 .414 -1.457 67 .150 -.25595 .17566 -.60657 .09467 

Equal 

variances 

not 

assumed 

  

-1.492 40.381 .144 -.25595 .17159 -.60264 .09074 

 

H2: There is a positive significant relationship between Green Marketing communication and Green product 

awareness 

To analyse, regression method was used and it was found that the R Square value is .363 which indicates that 36.3 

% variance in Green Product awareness can be predicated from the variable Green Marketing Communication. The 

Beta value is .603 which indicates that the rate of change in independent variable is caused by the dependent 

variable which is job satisfaction and the coefficient is positive which would indicate that more green marketing 

communication can bring more Green Product Awareness. 

 

H3: There is a positive significant relationship between Green Marketing Communication and Brand image 

and value. 

To analyse, regression method was used and it was found that the R Square value is .368 which indicates that 36.8 

% variance in Brand Image and Value can be predicated from the variable Green Marketing Communication. The 

Beta value is .607 which indicates that the rate of change in independent variable is caused by the dependent 

variable Brand image and value and coefficient is positive which means Green Marketing Communication can 

increase Brand image and value. 
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H4: There is a positive significant relationship between Green Marketing communication and Consumer 

Buying behavior in preferring a particular brand  

To analyse, regression method was used and it was found that the R Square value is .258 which indicates that 25.8 

% variance in Consumer preference of brand from the variable Green Marketing Communication. The Beta value is 

.507 which indicates that the rate of change in independent variable is caused by the dependent variable which is 

Consumer preference of brand and the coefficient is positive which would indicate that Green Marketing 

Communication makes a positive impact in the behavior of the consumer in preferring a particular brand. 

 

VII. RESEARCH FINDINGS  

 

The study has revealed the very interesting fact and it is observed that maximum respondents are aware of and knew 

about green product and majority of the people prefer brand among others on the basis of green marketing and they 

prefer the green products because of environment concern. Respondents have stated that Company that promotes 

green product gets the competitive advantage over all others. The   respondents have given ranking for their motive 

behind purchasing green product i.e concern for environment and then come concern for health, use of better quality 

product and concern for status etc.  Further it is observed that there is a positive significant relationship between 

Green Marketing Communication and Brand Awareness and it has a positive impact on Brand Image and value and 

it is also established clearly that Green Marketing Communication has a positive impact in the Consumer buying 

behavior in preferring a particular Brand. 

It is also observed that the environmental concern varies with age and income level of the consumers. In the present 

study it is observed that age is negatively correlated to eco concern ( wherein age increases eco concern decreases); 

income level has positive relation with the environment concern may be because of the cost which is associated with  

product which is green ( Income increases eco concern increases). In the present study regression and correlation 

was used to establish the relationship among factors. 

 

VIII. CONCLUSION AND PRACTICAL IMPLICATION 

It is imperative to note that marketers are looking for all the attributes which fetch the attention of the consumer. 

Hence, the current study will benefit the Marketers to make a strategy that persuades the consumer to seek the value 

of environment friendly product rather than self interest. The current study shall help marketing practitioner and 

theoretician to understand the impact of Green Marketing Communication on the Consumer Buying Behaviour.  

 

This paper helps to understand not only the perception of the consumer but the way they market their product but 

also help them to understand challenges which require innovative technology so that they can reach to large number 

of people. True Marketer is not one who considered Green Marketing as just one more approach to marketing but is 

the one who involves the consumer in marketing his product by taking live demonstration and feedback. Hence, it is 

necessary that Green Marketing should be pursued with much greater dynamism as it has an environmental and 

social dimension to it. It has to become the general norm to use environmental friendly product. 

 

Evaluation of the impact of Green Marketing Communication on the Consumer Behaviour is going to create a road 

map for suggesting the Green Marketing Strategies in terms of 4 p’s provided i.e Product, Price, Place, Promotion 

and Service Marketing Mix i.e 3 additional p’s i.e Physical Evidence, Process and People. 
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The current study provide a valuable insight to both practitioners and theoreticians who want to understand how 

people are taking environment friendly and whether it affects their purchase behaviour and how they perceive the 

brand that promotes the eco friendly product and what strategy marketers can adopt to build their brand and create a 

niche for themselves in their respective field.  The success of the Brand of the marketers depends on the consumer 

perception who are adopting and changing their perception towards the Green products, it is imperative to note that 

Green Marketers identify all the attributes that encourage cooperation. Thus the current study will also benefit to the 

Green Marketers as it helps in making marketing strategy that persuades consumer to seek the value of ecological 

gain rather than self interest. 

 

IX. SUGGESTION  

 

Through this study researcher wants to suggest that there is a huge potential in building the brand on the basis of 

green product and there exists a great market for it which can be tapped by adopting a good strategy. It is proposed 

to adopt a good communication media for promoting the green product as it is going to influence greatly the 

decision of the people in buying a product and the marketer should lead by example and should deliver what it 

promises, priority should be towards go green factors and recycle the recyclable waste material rather use only that 

material which is recyclable in nature and the eco concern should be addressed effectively 

 

X. SCOPE OF FUTURE STUDY  

 

Green marketing is an ongoing process and to make it effective it is necessary that inputs may be received from 

consumers, government, suppliers and people. Hence, the future scope lies in taking this topic further to various 

other field not covered in this present study so that green marketing strategy can be aligned to get the sustainable 

profit and competitive sustainable advantage can be accrued. It is necessary that policies and strategies in relation to 

green product may be developed and implemented as a guide and help the retailer and customers towards a change 

which can be brought by green marketing. Hence, it needs to be studied from the broader perspective and aspect. 
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