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Abstract  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Introduction 
 
Over the last few decades, consumption of goods and services has increased to unparalleled levels 
worldwide, most important to reduction of natural resources, loss of biodiversity and rapid 
environmental decline. Prospect of great quantity and infinite growth have not proved justified  
and people are already consuming 30% more resources each year than the planet can renew and 
this pace is accelerating. There is a global agreement that urgent changes in human behavior and 
cultural practices are needed in order to reduce the effects of overconsumption. Individuals are 
becoming more conscious that the age of uninterrupted consumerism is coming to an end and that 
their individual behaviors have a direct impact on the surrounding environment and on the lives of 
future generations. The budding concern about environmental issues is also reflected by an 
increase in demand for environment-friendly products and the force on companies to conduct their 

Changing people’s behaviour in relation to energy consumption will be one of the most 
important challenges in the near future. We analyzed the determinants at the back individuals' 
decisions to accept restriction behaviour or to buy power saving products. After evaluation we 
explored the manipulate of personal capabilities and ethical norms, along with faith in order on 
energy saving proceedings provided by diverse entities on two energy saving behaviours. The 
outcome of the arithmetical model highlight how personal norms and faith in information 
provided by private companies, on the one hand, and relatives and associates, on the other, 
strongly power the acceptance of energy saving actions and limitation behaviours. The paper 
reveals the crucial role of private companies in raising the market demand for energy-saving 
products by as long as believable and scientifically-based information on environmental 
performance. The paper also contributes to growth the dependability of value-belief-norm 
theory and emphasizes the role of belief in order as a background issue that influences the 
acceptance of apro-environmental behaviour. Sustainable consumption is a problem of growing 
importance and difficulty. There is barely another issue that combines the inconsequence of 
everyday human behavior and the abstract size of moral liability and the man-nature 
relationship. Two main perspectives dominate research on sustainable consumer behavior – 
demand side (marketing) and supply side (business strategy). This paper reviews on 
sustainable consumer behavior and discusses the problem from a marketing perspective. This 
study aims to introduce the concept of sustainable consumer behavior and its theoretical and 
methodological foundations, to outline key factors influencing sustainable consumption and the 
major challenges facing it.  
 
Keywords:  
Green consumer;. Sustainable consumer behavior, , green purchasing, apro-environmental 
 



International Journal of Research in Finance and Marketing (IJRFM)  
Vol. 6 Issue 9, September - 2016 
ISSN(o): 2231-5985  |  Impact Factor: 5.861     

 

 

 

International Journal of Research in Finance & Marketing 
      Email:- editorijrim@gmail.com, http://www.euroasiapub.org 

An open access scholarly, online, peer-reviewed, interdisciplinary, monthly, and fully refereed journal 
 

129 

business in a socially and ecologically accountable mode. Speculation in sustainability is no longer 
driven by legal requirements or reserve competence considerations but it is forced by consumer 
demand. Understanding the nature of pro-environmental behavior, its main drivers and difficulties, 
is of critical significance to resolving the sustainability challenge.  
                                  Grocery shoppers bottom their trade decisions on their perceptions of value. 
Value considers the balance between excellence and value, and how a product fits into a consumer's 
culture, way of life and social awareness. Global public view surveys have recognized the growing 
influence of personal values in purchase behaviour. The most common, relation to the food and 
beverage industry, include farm animal welfare, fair trade, origin, vegetarianism, sustainability and 
wrapping. The sequence Socially aware Consumer Trends, of which this report is a part, examines 
each of these issues within the global food market to help Canadian food and beverage producers 
and processors in positioning their products within, and as alternatives to, these influences. 

Improving the sustainability of the food system has garnered global support, but a reliable move 
toward has not emerged. The variety of expert view on defining solutions, the socio-economic and 
political impacts on communities and even the public's emotional connections to manufacture 
issues delay progress. Practical roadblocks also make sustainability a challenge: best practices may 
not be portable due to geography; access to necessary technology may not be possible; and 
customers may not be eager to pay extra for investments that develop sustainability. 

2. Methodology 
 

The current study was conducted by reviewing secondary data from "double-blind" peer-reviewed 
academic journals, book chapters, commercial reports and Institutional websites. Related materials 
were recognized through word searches on sustainable consumer behavior, green consumer 
behavior, sustainable consumption, pro-environmental behavior, green purchasing, factors, balance 
and hypothetical base, using databases such as Scopus, Science straight, etc. works were chosen and 
assessed in order to gain understanding of the theoretical and methodological basics of sustainable 
consumer behavior and to recognize rising key topics connected to the difficulty. The selection 
criteria practical included significance, how recent the works are and crash of the published works 
as well as qualifications of the authors. The current study is partial to research on accessible 
patterns of sustainable consumer behavior from a marketing viewpoint. The current study reviews 
works related to "green" and "sustainable" consumer behavior as they have been both establish to 
represent forms of environmentally-friendly consumer behavior. The two terms are used 
interchangeably in the current paper due to the lack of a clear theoretical difference between 
"green" and "sustainable" in the texts reviewed.  

3. Sustainability   

The word sustainability has been worn to position the require to get together the demands of 
today's population without concession the aptitude of future generations to meet their own needs 
for many years. Sustainability principles related to the agriculture and food system tend to relate to 
stewardship of land, air and water and other natural resources as well as excellence of life and long 
term prosperity for food producers and rural communities. Common threads include: 

 Ecology: Erosion, nutrient depletion in soil; pollution; water scarcity; pesticide usage; loss 
of habitat and genetic diversity; greenhouse gases and climate change. 
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 Socio-economics: Urban sprawl; loss of family farms and its impact on rural communities; 
agribusiness concentration; and global competition. 

 Health and Safety: Risks to farmers and workers; use of antibiotics in livestock; and food 
security for an increasing world population. 

 Philosophy: Loss of connection between consumers and food production; loss of rural 
values to urban society; and polarizing perspectives. 

To date, a standard definition for agri-food sustainability has not been established. One of the first 
governmental attempts came with the 1990 United States Farm Bill, which defined sustainable 
agriculture as an included system of manufacture practices having a site-specific request that will, 
over the long term; 

 satisfy human food and fibred needs; 
 enhance environmental quality and the natural resource base; 
 make the most efficient use of non-renewable resources and on-farm resources and 

integrate, where appropriate, natural biological cycles and controls; 
 sustain the economic viability of farm operations; and 
 Enhance the quality of life for farmers and society  

More newly, the concept of agri-food sustainability has prolonged to include products as well as 
production systems. For example, The Hartman Group Inc. defined sustainable food and drink as 
products that minimize their impact on the environment and people in one or more of the following 
ways: 

 the use of recycled materials; 
 the use of local, natural or organic ingredients that don't harm the environment or overuse 

resources; 
 the absence or decrease of harmful chemicals; 
 the use of organic/pesticide-free farming methods; 
 the use of reduced energy and/or water; 
 the use of wood, paper, and cardboard from sustainably managed forest land; 
 products that create less waste/pollution; and 
 Fair treatment and wages for farmers/workers (Hartman, 2012). 

4. Consumers and Sustainability 
1. Sustainability and the role of consumers. 
 

 The position of the consumer is key in independent societies with market economies. The 
consumer creates a demand for a product, corporations react by annoying to motivate, support and 
provide for the demand. Consumers also “discipline” companies by boycotting their products if they 
oppose with their behaviour. Companies influence consumers’ demands by creating needs and 
behind exact lifestyle models. Consumers play a very differing role in terms of promoting or 
deterring sustainability. Time after time, polls designate that consumers are interested in 
sustainable goods but tend to overlook this favorite when it comes to shopping performing counter 
effectively by choosing energy or resource exhaustive products. The problem relates to a number of 
criteria, including price, behaviour and frame of mind Do companies know enough about the 
relationship between consumers and sustainability? What can they learn from consumer 
behaviour? What about the “chicken-and-egg” question: do consumers depend on what companies 
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make offered or do companies depend on consumer demand? 
 
2. Sustainable Consumption  

 
The definition of sustainable consumption tends to be formulated as follows:  
-Choose energy- and resource compact goods which were shaped under communally satisfactory 
situation (often referred to as “fair trade” products).  
-Where probable restore goods by services and decide common use of resources (such as car-
sharing), and last but not least  
-Consume less.  
What do we know concerning present sustainable consumption patterns? How do they vary within 
different groups of consumers? What can we expect in the future? What does this mean for 
companies? Can companies influence consumption patterns towards sustainability? Is it in their 
business interest to do so? 
 
3. Consumers as drivers for sustainability?  
  
If consumers do not increase their demand for sustainable goods and services, and do not “buy” 
business hard work towards sustainability (thus modifying their consumption behaviour) 
sustainability will not face an actual get through in the long run. How can consumers be influenced 
to move towards sustainability? What are the main business arguments? To what level does 
message and consciousness building participate a role and how can this best be utilized? What is 
the added value for consumers? How can companies contribute to making a sustainable lifestyle 
more attractive? Are there best practice examples and what can we learn from them 

 

5. Actual trends and sustainability  
 

The pure continuation of sustainable consumption is a great transaction for science. However, in 
this case the way of fulfillment of customer’s require seems extremely dependent on the supply 
side. But, in order to appreciate better firm’s decisions on their goods and services we should 
examine the demand side as well. Similar to the reorganize policy of product development, firms 
should describe their answer to customers’ prospect in a new way. This means companies need to 
understand improved the motivators of utilization. a number of studies exposed the trends of 
today’s consumption. Are these trends forming according to the sustainability idea? Do these trends 
have any contact with sustainability? Can they be changed in a sustainable way or at smallest 
amount apply them in any way linked to sustainability? Can they be used when segments are 
shaped according to awareness? Should be these aware segments shaped or business 
competitiveness will strength firms to put together triple bottom line of sustainability – and this 
way every manufactured goods and service will be concerned?  
Neither one of these questions are easy to answer.  
However, there are ’good’ examples, where customers’ and suppliers’ interest extend beyond the 
concept of sustainability.  
 
6. The Challenge of Behavioral Change  
 
Policy growth in the area of behaviour and behavioral change is infamously hard. A part of the 
cause for this is that changing people’s behaviour is itself hard. Changing our own behaviour is 
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hard; surely harder than we sometimes desire it was. A simple – and applicable – experiment will 
demonstrate the tip. Try shifting the location of the misuse basket in your kitchen. Enhanced 
unmoving, get someone also to change it for you. And then add up how many days it is previous to 
you prevent going to the incorrect place to put your misuse; and how many times you bother 
whoever it was optional the experiment. One reason for the infamous complexity of policy in this 
region is the broad variety of dissimilar factors that pressure behaviours and choices. Some of these 
factors have an effect on behavior and choice straight. Others influence behaviour not directly by 
determining and constraining the social and institutional circumstance within which choice is 
negotiated. Some factors are extra obviously agreeable to policy interference. Others come into 
view more intangible and are less clearly release to Government authority others again, it is argued, 
may not even be suitable domains for outside influence. The unspecified ‘sovereignty’ of consumer 
choice is one cause policy-makers be likely to struggle retiring of attempting to pressure private 
‘lifestyle’ decisions. One more is the absolute difficulty concerned in considerate the incompatible 
influences concerned. The world of public action is almost habitually characterized value tradeoffs 
and individual or interpersonal dilemmas. Negotiating these is hard sufficient. Predicting the 
contact of exact policy interventions on them is even more difficult. The topical calls for ‘evidence-
based’ policy (Cabinet Office 1999, 2001) must move aggressively here with an evidence base that 
has an extraordinarily long lineage but is huge, multifaceted, intrinsically unsure and potentially 
puzzling.  
At the same time, there is extensive acknowledgement of the require to connect in this difficult 
land. From universal health and educational priorities, such as heaviness and absence, to exact anti-
social behaviours like car-dumping, drink-driving and fly-tipping, there is an rising credit of the 
require to recognize original influences on such behaviours. In particular, it is now recognized that 
factors such as individual inspiration, combined perform, peer pressure, habit, subjective norm, and 
social context play a key role, both in influencing behaviour and in formative the achievement or 
not a success of policy interventions to change it. There is an emerging awareness between policy-
makers of the want to find new ways for policy to support behavior change in all of these areas. 

7.Influencing Consumer Behaviour  

 
 

 
Influence Consumer Behaviour 

 
The study of consumer behaviour and how finest to influence it in a optimistic track ruins a 
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extremely debated subject. Consumer behaviour and behavioural change have been studied from 
the perspectives of psychology, sociology, marketing, economics and social anthropology. As we 
move toward the matter of sustainable consumption, many of the earlier concepts of consumer 
behaviour and consumer dominion come into view unequipped to manage with the inherent 
philosophy of accountable citizenship dormant in the sustainable consumption expression 
.  
The market residue guided by the faith of major flow economics that unrestricted, self-interests are 
the most excellent means for achieving social benefits .Under the free-market come close to of 
current economics, the thought of being a “good citizen” became inextricably connected to a 
permission for usual consumption . 
 
This vision of the unrestricted consumer is damaged from the start as it does not be familiar with 
the many social and cultural factors that have wide influence on consumer behaviour. 
  
(i)Why aren’t people acting? 

Trust script definitely provides a rapid, simple technique to converse a company or product’s 
sustainability qualifications to consumers. Yet: 

 Most people recognize only a small number of, and be aware of even less. 
 Many of the best-known script, like Organic and Fair trade, are often connected with a price 

premium, which the majority people are unenthusiastic to pay. 
 And while documentation addresses issues in production, a lot of goods make important 

impacts through consumer use and removal – for example, Unilever reports that 67 percent 
of its greenhouse gas emissions occur through product use. 

Businesses consequently require finding other ways to converse sustainability to consumers and 
create behaviour change. To do this efficiently, they require understanding how consumers 
imagine, sense and act – and why they frequently fail to change, in spite of becoming more and 
more conscious of the issues: 

 Messages that make people feel accountable or frightened are frequently close out, and 
multifaceted information met with uncertainty. 

 People feel disempowered by the stage of the challenges and be short of route about how 
they can change. 

 When businesses try to discuss what they’re responsibility to address the issues, people 
regularly act in response with doubt and discharge what they see as green wash. 

Many businesses understand, though, that by attractive consumers in the correct mode, they can 
boost their brand value, at the same time as also achieving optimistic societal impacts.  

 
(a)Consumer attitudes & behaviors  
 
Consumers are more and more worried about ecological, social and economic  
• Issues, and more and more enthusiastic to act on those concerns; however Consumer enthusiasm 
is not translating into sustainable consumer behavior.  
• A multiplicity of barriers have been recognized, such as ease of use, affordability, expediency, 
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manufactured goods performance, contradictory priorities, doubt and compel of habit. 

 

(b) Awareness and concern 
 
According to current studies of consumer attitudes in urban markets, alertness of ecological and 
social issues is toward the inside the normal: 96% of Europeans say that defensive the environment 
is  
• Significant for them individually. Two-third of this group says that it is “very important”. 
• set of principles that naturally includes “environmentalism, feminism, global issues and spiritual 
searching”. These “cultural creative” are well educated, relatively affluent, and typical of the kind of 
consumer responsible for the success of cross cars. 
In the UK, 18% of consumers are willing, able and  
• motivated to take action on environmental issues. These “positive greens” are strongly influenced 
by sustainability issues in their utilization choices and lifestyles, but remain emotionally involved to 
predictable car use, frequent flying and supermarkets  

8. Green growth and consumer behaviour 

Consumers explanation for more than 60% of final consumption in the OECD 
area, and can have a main collision on green growth by purchasing goods that 
have attractive ecological properties such as recyclability and energy 
competence, and by modifying their behaviour to support ecological goals. 
Their inspiration to do this depends on:  

 The monetary expenses and profit of creation “greener” choices, and the infrastructure that 
can be put in place to hold up these choices.  

 Right of entry to high-quality, dependable information about the ecological characteristics 
of goods, which helps consumers state their demand for ecological quality in the 
marketplace. 

 How much consumers be acquainted with about green issues, the green impact of their 
utilization and lifestyle decisions, and the realistic actions that they can take to support 
sustainability goals. 

 The level of assurance to sustaining green objectives. 

9. What motivates consumers to make ethically aware decisions? 
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                                                     A breakdown of how adults approach sustainability 

There is a desire for in order from companies that are in search of to know how to build their 
businesses on the back of organism more sustainable. 

Most important brands in exacting say they are enthusiastic to collect belief in their goods by 
suitable more ecologically and ethically conscious but are ready only to pay out if they can see it 
will add to the base line. 

But even as there is a huge body of information on how to support customers to consume more, 
there leftovers far less sympathetic about what motivates them to make more ethical choices, 
particularly during what is likely to be a extended period of economic seriousness. 

10. Information and Awareness of Green and Ethical Issues 

 
The improved stipulate for eco-friendly and the green marketing theory in the current era is mainly 
ambitious by rising consumer consciousness about environment. Therefore, consumers compulsory 
to admit eco-friendly goods. In calculation, rising ecological crises have enlarged the green 
awareness and realization of both firms and consumers. Because of environmental awareness, 
environmental in order can cause and straight consumers to make inform purchasing choices. 
When consumer preferences are the subject, it can be seen that people look for green goods. 
Thereby, a number of enterprises support green marketing. Internet is a growing medium for 
moving out marketing of green messages, with print, television, mobile, and direct mail methods 
growing as other fashionable.In current years, many online green shopping sites have appeared 
which provides environment friendly goods. 
 
In the US and Europe, rising alertness about the environment is inspiring consumers to spend in 
power proficient goods and recycling. Thus, this make firms to create segmentation and positioning 
strategies and to commence a victorious advertising and manufactured goods program associated 
to green issues to improve alertness, more than yet in developing countries. One of the ethical 
issues nearby marketing ethics studies is the alertness of consumers about ethical marketing 
behavior of firms. According to Alexander and Nicholls (2006), in order to behave in ethical 
manner, consumers appear to have become more involved in achieving information about the 
production of purchased products. Therefore, for the companies producing ethically may attract 
today’s knowledgeable and conscious consumers who tend to behave much more ethical ways 
during consumption. Even so, a considerable part of consumers is still unaware about corporate 
ethical issues. 
 
11. Conclusion  

The concept of sustainability is very multifaceted: mainly comprised of environmental issues, it also 
encompasses financial and social concerns. The accepting of sustainability for food and beverage 
producers will develop over time as information and skill grows and consumers read out the 
personally attributes that vibrate most powerfully during their purchasing decisions. This 
environment provides companies a lot of opportunities to extend goods and brands that meets the 
long term economic and supply feasibility of their businesses, and that also petition to consumers 
who will become more complicated in their move toward to sustainable purchases. 
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Prose suggests that the successful commence of many sustainable-oriented initiatives have been 
vulnerable by their use of industrial, manufacturing or principles terminology to offer consumers 
self-assurance in the manufactured goods. Although that assurance must be there from a 
transparency viewpoint, announcement is most efficient when under attack to consumer 
definitions, or what is applicable to them on a day-to-day basis. Health and wellness, local, socially 
responsible, environmentally responsible, simple and suitable are all themes that vibrate with 
consumers under the sustainability umbrella. Also important is the need to communicate about 
sustainable choices using a multiplicity of tools each targeting a specific consumer segment, or an 
explicit issue in order to lift alertness, boost awareness and understanding, and help inform their 
purchasing decisions. 

 However sustainable consumer behavior in the situation of low-involvement everyday decisions 
and goods, which make a payment to important ecological impacts and represent the heart of the 
difficulty of overconsumption, is still under-researched. Achieving lasting behavioral change is 
certainly one of the biggest challenges sustainability and preventive environmental poverty are 
facing. Despite rising concern about environmental issues, "green “consumers still signify a 
alternative in society which is also reflected by the comparatively slow consumer receiving of green 
products (Gleim et. al, 2013).. This is a hard and multifaceted mission because it concerns our 
behavior not only as consumers but also as people and members of society. The theory of 
sustainability also implies a decrease in the strength of utilization which seems to be a less-
explored area in current research. The fact is that switching to greener alternatives of predictable 
behaviors and goods will not solve the finances most major problem of economics – population 
growth under shortage of funds.  
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