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Abstract: Green marketing is in the spotlight of ment marketing strategy as a result of the pressithat comes from inclined
environmental awareness in the global climate changAs a result, the marketers need to comprise aegr approach in

framing the marketing programmes. The term Green rketing refers to the planning, development and protion of products

or services that satisfy the requirements of conamnfor quality, output, accessible prices and seey without having an

adverse affect on the environment, pertaining teethse of raw material, the consumption of energg.eks now a day’s society
have becomes more concerned with the natural enmin@nt, thus, a company implementing green marketistgategy should

not forget attitude of consumers towards green metikg. The present paper is an attempt to measure awareness and
attitude of consumer’s towards green marketing whits measured by a structured questionnaire, witkptoring the concept

of green marketing.
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l. INTRODUCTION

Businesses need to continuously assess the remgmhast attractive marketing trends. Marketing dsenan be found out by
frequently researching about the transforms in gows activities in the marketplace. By identifyithg changes in the consumer
activities, the businesses can amend their offetinthe consumers. Consumers today are more anaiost environmental
dreadful conditions and harmful impact of theirsisé product and services on surroundings. Themalé for this concern could
be evident climatic changes, global warming andalasing air and water pollution. Thus by means afeg marketing the
organizations not only provides an opportunity teetnup consumer expectations and address theiroenwental concerns, but
also to achieve a competitive advantage and agtonsumer base.

Environmentally accountable or "green" marketinfere to the satisfaction of consumer requiremenemts and desires in
combination with the safeguarding and maintenaridbenatural environment. Green marketing manigslahe four elements
of the marketing mix (product, price, promotion atistribution) to sell products and services cdniting superior environmental
reimbursement in the form of reduced waste, angglifnergy efficiency, and/or decreased dischardexaf emissions. Today,
the Earth faces more environmental problems than leefore, hence it is essential for companiesdakenand market themselves
as environment friendly. Green marketing is buddisga popular promotional strategy owing to inedasonsumer awareness
and concerns. The present paper is an attempt &sure the awareness and attitude of consumer’'ssrdswaeen marketing
which is measured by a structured questionnairi, @dploring the concept of green marketing.

Il. REVIEW OF LITERATURE

Prakash A(2002)1 examined the issues such as mdgals to be greened (products, systems or progessdgsconsumers
purchase/do not purchase green products and how Should think about information disclosure sg&s on environmental
claims. He identified key ideas in relation to paiing green products that may be most relevant dth tscholars and
practitioners of green marketing. Dhar P. and Dag2812)2 briefly gives the ideas given by McDorsltTC, NTPC, Philips
light's CFL etc to save environment. They concludleat green product development is more than jesiting products that are
environmentally friendly, it is about systematiaole in society that includes consumers, produgishe general commercial
structure within which they negotiate (1) by widsgiand depending on the meaning of green , releaetors will have an
economic incentive to pursue green products dewsdmp.(2) Harshening the market forces that favorgey products
development will lead to mainstream green. YazdadiR. and Mercy 1.(2011)3explains that becausth@fgrowing concern of
environmental protection, there is an emergenca néw market which is the green market. For congzato survive in this
market, they need to go green in all aspect of thesiness. Consumers want to identify themselnidss@mpanies that are green
compliant and are willing to pay a premium for &eamer life style. Sharma P. (2013)4Education isntlaén factor to make
consumer aware for green products as well as egllicatnsumers are more responsible toward envircianaspects and ready
to pay high price for the green products. It ispoessibility of government, manufactures, employansl institutes to make
consumers, employees and students aware for tk@ greducts and service to save future of the eHrthe level of education
will increases in India awareness for the greempets and service will increase. It is also th@oasibility of individual “Think
Green and Use Green Products and Service”.
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1. RESEARCH M ETHODOLOGY

In order to understand the awareness and attitidensumer towards green marketing a survey wadumad in Jaipur. The
attitude of consumers towards green marketingr thelavior towards environment issues and theenfte of green marketing
on their purchase behavior was measured by a quesiie.

Study Sample:
For the consumer, (100) Questionnaires were digith and retrieved to different consumers of witBaipur, that were
selected randomly.

Table-1
Demographic Characteristics of Respondents
General Information Total Number
<25 15
. 25-35 36
Age in Years 3545 31
>45 18
Male 68
Gender Female 32
<2.5 lacs 13
Annual Income 225 = 40 (e i
4.0 -6.0lacs 36
>6.0 lacs 12
Undergraduate 18
Qualification Gradugte =
Post Graduate 25
Professional Qualification 16

Study Hypothesis:

Consumer awareness and attitude towards green timgrkelated hypothesis covers the consumer viemiabout attitude of
consumer towards environment, importance of bemgrenmentally friendly, their behavior towards @wment, awareness in
consumer towards green marketing, and the effepuochase behavior.

V. RESULTS AND ANALYSIS

The 5-Likert scale has been used in the questiomn@he mean and the standard deviation of theréift questions were
calculated. It was considered that the customén@employee agree on a given statement when the img3) or more. A mean
below this value, indicate a negative response.tRkerpurpose of testing hypotheses, the joint nfearall statements was
calculated to be considered as the factor of aiza(ysference), while the standard deviation regmésg for the same hypothesis
was calculated to be compared with the referencey ustest.

Table-2
Result for the consumer guestionnaire statements i their respective means
S.No. | Questions Mean | Overall Mean
Severity of environmental problems
1 We have an adequate amount of of electricity twatdon’t have to
worry about consumption. 4.69
Consumers Attitude 2 ;/YJ? live in a large country, so the pollution weate is easily spread4.87
teonv\v/?rgjnsmental 3 We have ample pf wqter thus we should not beiasrabout leaky 4.4767
problemé faucets and flushing toilets. 4.95
4 Our country has countless trees that recyclinmeps not required. 4.82
Importance of being environmentally friendly
5 Recycling will trim down pollution. 3.92
6 Recycling is vital to save natural resources. 3.61
Consider 7 Using the blue or green box for recycling. 3.15
environmental 8 When buying something wrapped, make sure thét Wwrapped in 2.6533
issues while making paper or cardboard made of recycled material. 1.45
a purchas8 9 Say no to buy products from companies accuséeiafy polluters. 3.36
Awareness in 10 Aware of the concept of green marketing 3.49 36767
consumers towards 11 Aware of the companies going green 3.79 ’
green marketirig 12 Knows the advantages of green products 3.75
Effect of green| 13 The environmental information on the productfeci$ the purchase
marketing on decision. 3.85 | 3.6967
purchasing 14 The consumer preference has shifted from noengtgrey) products
behaviof to green products. 3.69
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| | 15 | Willing to pay more for a green product. [ 355 | |
Notes:

4 tems were measured on a 5 point Likert Scale (Strongly disagree-5, Diasgree-4,Undecided -3, Agree-2, Srongly Agree-1)

® | tems were measured on a 5 point Likert Scale (Always-5, Frequently-4,0Ocassionally -3, Rarely-2, Never-1)

© Items were measured on a 5 point Likert Scale (Extremely Aware-5, Moderately Aware-4,Somewhat Aware -3, Sightly Aware-2, Not at all
Aware-1)

9 |tems were measured on a 5 point Likert Scale (Definitely-5, Probably-4,Possibly -3, Probably Not-2, Definitely Not-1 )

Table-3
Questionnaire hypothesis test
Calculated Critical Value @ Result
Hypotheses |Z| test value a=5
H The consumers do not have a concerned attitude
° | towards the environmental problems 6.466315
1 . 1.96 Accepted H
H The consumers have a concerned attitude towards
1| the environmental problems
H The consumers are not concerned towards
° | environmental issues. 0.20989
2. 1.96 Accepted H
H The_ consumers  are concerned towards
1| environmental issues.
The consumers are not aware about green
3. Ho marketing el 1.96 Accepted H
H;, | The consumers are aware about green marketirlg
H Green marketing does not influence the purchase
4 ° | behavior of a consumer 2.484254 1.96 Accepted H
' H Green marketing influence the purchase behayior '
! | of a consumer

V. ANALYSIS AND RESULTS

From the Table 2 it is noticed that the consumers

» Are aware of the severity of the environmental peois. They also recognize the magnitude of beimy@mmentally
friendly.
Deems to be less considering towards environmésaés while making a purchase.
Are awake of the concept of going green and aealgare of the companies and the significance wfgggreen.
Are affected by the environmental information o froduct. And believes it is worth to pay more &ogreen
product.

YV YV

The hypotheses were analyzed statistically usitesZat 95% confidence level. The result of thdysigcan be seen in Table
3. The results indicate that the consumers hawesdiye outlook towards the ecological problemst Bsifar as their behavior is
concerned they are less painstaking about the gicalossues while making a purchase. They are eawhthe concept of green
marketing and eco friendly products, which alsdufices their purchase behavior.

VI. CONCLUSION

By identifying the changes in the consumer actsgitithe businesses can amend their offering t@dhsumers. Consumers
today are more anxious about environmental dreadfntitions and harmful impact of their uses ofduct and services on
surroundings. In the study the consumers have shmaitive attitude towards green products. Duentwaased awareness and
concern consumer may prefer green products at laehitate. This implies that Marketers should mdie ¢green products
available to the consumers for their consumptiooussomers have shown willingness to buy greenumnsdf it is available.
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