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Introduction 

The growth of the global economy, over consumption and utilization of natural resources has 

deteriorated the environment. The climate change which is caused by human-induced greenhouse 
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Degradation of environment has led to increase in environment conscious 
consumers demanding eco-friendly products. This has forced companies 
to re-design their products which are environment friendly and offer it to 
such consumers. Green marketing refers to the process of selling products 
and/or services based on their environmental benefits. Consumers’ 
perceptions can influence the decision making process and buying 
behavior of the individuals.  
This paper aims to understand the perception of consumers towards eco-
friendly white goods, awareness about the availability of such products 
and the demographic profile of green consumers. From 105 responses it 
was found that all the respondents were aware about degradation of the 
environment and also availability of eco-friendly products. Only annual 
family income had significant influence on perception of the respondents 
towards eco-friendly air-conditioner. Green consumers are considered to 
be young, educated and of service class category. Eco-friendly products 
are perceived by the consumers to be highly priced, lacks proper 
promotion, difficult to identify from conventional ones and unsure about 
the quality or performance. 
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gas emissions and fossil fuel combustion and is now occurring and it has presented a great 

challenge to everyone around the world (Krause, 1993; Easterling et al., 1996). 

The green and sustainability trend has emerged due to the pressure on companies from consumers, 

shareholders, employees, partners and governments (regulations) to embrace more sustainable 

and green practices (Singh, 2013). Human behavior is a key source as well as the main solution to 

the environmental problems. As a result, the personal consumption decision is of growing interest 

of firms in various fields and some firms have changed their corporate culture to be more 

environmentally responsible, and have developed environmentally friendly products and services 

to meet the demand of environmentally conscious consumers (Sachdev & Mahna, 2014). 

The American Marketing Association (AMA) held the first Workshop on Ecological Marketing in 

1975. Two tangible milestones for the first wave of green marketing came in the form of published 

books, both of which were called Green Marketing by Ken Peattie (1992) in the United Kingdom and 

the other by Jacquelyn Ottman (1993) in the United States of America. Green marketing refers to 

the process of selling products and/or services based on their environmental benefits. Such a 

product or service may be environment friendly in itself or produced and/or packaged in an 

environment-friendly way (Singh, 2013). 

For most consumers, cost is the only reason to reduce energy consumption. But functionality, 

technological simplicity, brands, and design take priority over saving energy and water when 

people purchase appliances (Energy + Utilities).Green product is environment friendly product. 

According to Shamdasami et al., (1993), green product will not pollute earth, or  deplore scarce 

resources; they will be recycled or conserved.  "Eco-friendly" refers to any product or service that is 

not harmful to the atmosphere or surroundings. Consumption decisions have changed towards 

products that are greener, more suitable and more environmentally friendly due to the rise in 

consumers’ awareness of current environmental matters (Dzung et al,. 2013). 
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Literature Review 

There is growing interest among the consumers all over the world for protection of the 

environment. The green consumers are the main motivating force behind the green marketing 

process. It is their concern for environment and their own well-being that drives demand for 

ecofriendly products, which in turn encourages improvements in the environmental performance 

of many products and companies (Sachdev, 2011). 

Consumers are becoming more concerned about the environment. This concern may lead to a 

higher level of environmental consciousness (Miller and Layton, 2001) and green product 

purchasing behavior (Roberts, 1996). 

A wide array of issues concerning consumers’ environmental awareness, attitudes and behavior has 

been examined in the past. Studies undertaken in the area of consumers environmental awareness 

and attitudes span from assessing environmental awareness/knowledge to analyzing perceived 

importance of environment, importance of being environmentally friendly, perceived consumer 

effectiveness, or the degree to which an individual feels s/he can make a difference in the quality of 

environment and willingness to pay more for environmentally less harmful products (Jain & Kaur, 

2004). 

Ishaswini & Datta (2011) have found that 98% of the respondents were aware of the eco-friendly 

products and are knowledgeable about environment related issues. Saxena and Khandelwal (2008) 

have found in their study that 90% of the consumers are aware about environment problems and 

want to protect it. Consumer knowledge of environmental issues has been linked to positive 

environmental behaviors (Tanner and Kast, 2003). 

Many studies have been conducted to evaluate factors affecting green consumption and have made 

important experimental findings about the positive relationship between the intention to buy green 

products and age, income and education (Roberts, 1996; Tikka et al, 2000). Kinnear et al. 1974; 

Anderson et al. 1975; Murphy 1978; Van Liere and Dunlap 1980, suggests that environmentally-

conscious consumers tend to be younger; are more highly educated; come from households with 

higher incomes; and have higher occupational status. Green consumers are sometimes thought to 

be younger, better educated and more upscale than their non-green counterparts. On the contrary, 
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researchers like Granzin and Olsen 1991; Crosby et al. 1981; Balderjahn 1988 found that 

demographics had little or no effect on environmental behavior. 

 

Consumers claim to care about the environment but seem to only make green purchasing  decisions 

when there are immediate and tangible benefits other than being more environmentally friendly 

(Vernekar & Wadhwa). Previous studies reported that consumer’s perceived the performance of 

green products to beinferior when compared to normal brands (D’Souza et al., 2006; Glegg et al. 

2005). D’Souza et al. (2006) reported that generally perception of green products is negatively 

associated with customer’s intention to purchase them if they are of higher prices and low quality 

in comparison to traditional products. 

 

Uwe et al., (1993) defined perceptions as an event over time rather than as an instantaneous 

reaction to outside stimulation. Consumers’ perceptions can influence the decision making process 

and buying behavior of each individual. Perceptions represent the formation of an individual state 

of mental awareness that is affected by internal and external environmental stimuli such as 

economic, social and cultural influences (Mahapatra, 2013). 

 

Green marketing must satisfy two objectives: improved environmental quality and customer 

satisfaction. The vast majority of consumers, however, will ask, ―If I use green products, what‘s in it 

for me? The top reasons consumers do not buy green products included beliefs that they require 

sacrifices—inconvenience, higher costs, lower performance—without significant environmental 

benefits. In practice, green appeals are not likely to attract mainstream consumers unless they also 

offer a desirable benefit, such as cost-savings or improved product performance. To avoid green 

marketing myopia, marketers must fulfill consumer needs and interests beyond what is good for 

the environment (Sachdev, 2011). 

 

Sachdev & Mahna (2014) found out in their study that consumers did not buy green products 

because they were worried about the diminished quality of eco-friendly versions and there has 

been no improvement in their quality over the time. However, most of the respondents admitted 

that eco-friendly products are healthier than their conventional counterparts. Consumers’ 

perceptions can influence the decision making process and buying behavior of the individuals. 

Perceptions represent the formation of an individual state of mental awareness that is affected by 
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internal and external environmental stimuli such as economic, social and cultural influences. 

D’Souza et al. (2006), in their study investigated consumer perception formation towards green 

products in Victoria, Australia and found that there was a significant relationship.  

 

According to Katona and Strumpel (1978), attitudes and perception are closely related. Both these 

concept tend to affect one’s perceptions and shape one’s behavior. According to a study conducted 

by Bhatia & Jain (2013), consumers have shown positive attitude towards green products at the 

same time they are concerned with the availability and price of such products. 

Research Objectives 

a. To understand consumers’ awareness about eco-friendly products 

b. To study the demographic profile of green consumers 

c. To study the consumers’ perception towards eco-friendly products 

Methodology 

The target respondents of this study were individual consumers aged above 21 years old, with the 

assumption that this group of consumer had been familiar with the purchasing of green white 

goods and also had influence in decision making process of the family for choosing the right white 

goods among many available choices. The sample size of this study was 105 using convenience non-

probability sampling technique. The data for this study was collected through the distribution of 

self-administered questionnaires via online method (e-mail) and offline method (hand delivery) to 

potential respondents across Ahmedabad. 

The respondents were asked to express their agreement or disagreement with a statement on a 

five-point Likert scale (1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly 

agree). 

Data Analysis 

a) Sample characteristics: the below table shows the demographic characteristics of the 

sample i.e, 105 respondents. 

 

 



International Journal of Research in IT and Management (IJRIM)  

Vol. 6 Issue 7, July 2016 

ISSN(o): 2231-4334 |  Impact Factor: 5.96  
 

 

 International Journal of Research in IT & Management 

      Email:- editorijrim@gmail.com, http://www.euroasiapub.org  

 

19 

Table - 1 

CHARACTER  PERCENTAGE (% ) 

1. AGE 21 - 30 54.3 

 31 - 40 30.5 

 41 - 50 11.4 

 51 and above 3.8 

2. GENDER Male 42.9 

 Female 57.1 

3. ANNUAL FAMILY INCOME Less than 500000 61.0 

 500001 – 1000000 16.2 

 1000001 – 1500000 16.2 

 1500001 and above 6.7 

4. EDUCATION SSC 1.0 

 HSC 1.9 

 Graduate 27.6 

 Post Graduate 61.0 

 Doctorate 8.6 

5. OCCUPATION Business 24.8 

 Service 38.1 

 Professional 10.5 

 Homemaker 3.8 

 Student 22.9 

6. NUMBER OF FAMILY 

MEMBERS 

2 6.7 

 3 25.7 

 4 35.2 

 5 16.2 

 More than 5 16.2 

Source: Primary data    

 
b) Demographic Profile of Green Consumers: for my study green consumers are those who 

prefer or use energy efficient air-conditioner. It has been found from the below table that 

consumers who prefer energy efficient air-conditioner are of the age group 21-30 years, are 

female, have annual family income less than 500000, are highly educated and last but not 

the least are of service class. 

Table - 2 

1. Age 21 – 30 

2. Gender Female 

3. Annual Family 

Income 

Less than 500000 

4. Education Post Graduate 

5. Occupation Service 

Source: Primary data 



International Journal of Research in IT and Management (IJRIM)  

Vol. 6 Issue 7, July 2016 

ISSN(o): 2231-4334 |  Impact Factor: 5.96  
 

 

 International Journal of Research in IT & Management 

      Email:- editorijrim@gmail.com, http://www.euroasiapub.org  

 

20 

c) Perception towards eco-friendly products: perception of the respondents have been 

measured for eco-friendly products by asking statements such as, are good for environment, 

have better quality/performance, are high priced, are well promoted, easy to distin guish 

and finally appreciate the package/design of such products. 

Chart – 1 Are good for the Environment 

 

Source: Primary data 

Approximately, 93% respondents agree that eco-friendly products are good for the environment 

and do not harm it in any way. Only 7% respondents believe that such products are not good for the 

environment. Hence, only marginal proportion of the respondent believes that eco-friendly 

products are not good for the environment. 
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Chart – 2 Have better quality/performance 

 

Source: Primary data 

Majority of the respondents i.e. 62% believe that the eco-friendly products are better in terms of 

quality and performance as compared to conventional ones. Almost 30% are not aware about the 

performance or quality of such products. It could be because they might have never used eco-

friendly products. 

Chart – 3Are high priced 

 

Source: Primary data 
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When asked to the respondents that the eco-friendly products are high priced, 75% agreed to it and 

21% gave neutral response as they might not be aware about the price of such products. So, it can 

be said that majority have a perception that eco-friendly products come with a premium. 

Chart – 4 Are well promoted 

 

Source: Primary data 

Only 40% of 105 respondents agreed that eco-friendly products are well promoted. But big 32% 

respondents showed disagreement towards the statement probably they have not seen 

advertisements of such products. 

Chart – 5 Easy to distinguish 

 

Source: Primary data 
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Approximately, 45% respondents feel that they can distinguish between eco-friendly products and 

conventional products. 55% respondents showed disagreement and neutral response as they might 

not be able to distinguish between eco-friendly and conventional products. 

Chart – 6 Appreciate package/design 

 

Source: Primary data 

50% of the respondents appreciated the package or design of the eco-friendly products. Almost, 

33% gave a neutral response probably because they have never seen or purchased eco-friendly 

products.  

d) Hypothesis Testing 

Ho:  There is no significant difference regarding perception of eco-friendly products among 

various income groups 

H1: There is significant difference regarding perception of eco-friendly products among various 

income groups. 
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ANOVA 

Table - 3 

Overall rating 

  Sum of 

Squares 

df Mean 

Square 

F Sig. 

Between 

Groups 

3.069 3 1.023 3.014 .034 

Within 

Groups 

34.279 101 .339     

Total 37.348 104       

Source: Primary data 

As it can be seen in the above table that the sig. value is .034 less than p- value .05, which means 

that there is difference in perception towards eco-friendly products between the groups. Thus, it 

can be said that perception varies with the respondent’s annual family income. It is possible that 

higher income group may have good perception towards eco-friendly products compared to low or 

middle income groups. 

While assessing other demographic variables, the f-test doesn’t show any significant value so it can 

be safely assume that there is no significant difference on consumption or purchase of eco-friendly 

air conditioner with respect to age, gender, education, occupation. In other words, the consumption 

or preference for purchase of eco-friendly air conditioner is independent of age, gender, education, 

occupation. 

Findings 

The study was conducted to gain a better understanding of the perception of consumers towards 

eco-friendly products. The analysis has revealed that majority of the respondents agree that eco-

friendly products are good for environment, have better quality/performance and also are high 

priced. Although there were many who showed disagreement to the point that eco-friendly product 

are well promoted in the market and are easy to distinguish in comparison with conventional 

products. When demographic profile of green consumers was studied with respect to energy 

efficient air-conditioner, it was found that green consumers are young, educated, and is of service 

category. Also, females have shown preference towards use of energy efficient air-conditioner. A 

major finding was that perception of consumers’ differs among various income groups. So it will be 
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safe to say that higher income group may have a good perception about eco-friendly products as 

these products are high priced.  

There is 100% awareness among the respondents regarding degradation of the environment and 

also about availability of eco-friendly products. But the real concern here is that these products are 

not properly promoted or advertised and also are not labeled properly which will help consumers 

to distinguish between conventional and eco-friendly products. 

Conclusion 

The findings of the study clearly confirm that respondents do not have very favorable perception 

towards eco-friendly products. It is due to the fact that eco-friendly products are priced high, are 

not duly promoted, are not labeled properly so consumers are not able to distinguish between the 

conventional ones. Consumers are aware about availability of such products but awareness needs 

to be created properly about benefits, labels used and availability of such products to increase its 

consumption. In contrast to many study conducted by researchers, it has been found that only 

annual family income had significant influence on perception of the respondents towards eco-

friendly products. Other demographic factors such as age, gender, education and occupation did not 

have significant impact eco-friendly perception of the respondents. 

Marketers can use understand the demographic profile of consumers using energy efficient air-

conditioner and segment the market accordingly. They can use this technique for other product 

categories as well. This will help to target and position right type of consumers. Hence, more 

detailed study can be done in future analyzing factors affecting attitude or purchase decision of a 

eco-friendly product. 
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