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CUSTOMERS AWARENESS AND SATISFACTION TOWARDS GREEN PRODUCTS 
 

ANKUSH RANGA 

INDEPENDENT RESEARCHER & ALUMNI 

DEPARTMENT OF COMMERCE 

MAHARSHI DAYANAND UNIVERSITY 

ROHTAK 

 
ABSTRACT 

More than ever, customers are concerned about how their purchases will affect the environment. To meet this demand, businesses are adopting green business 

trends. In 60 different nations as of 2014, "55 percent of consumers are willing to pay more for products made by businesses that practice environmental responsi-

bility. The number of people who have switched to a more sustainable way of life has sharply increased. The objectives of the paper are to know about the customer’s 

awareness and satisfaction towards green product. Apart from this, the focus of the paper is also to find out the factors that influence the purchase behavior of 

customers towards green products. From analysis, it is found that majority of respondents were aware about green products and peer group was the main sources 

of awareness. It is also evident that majority wants to purchase green products again; it means they were satisfied with the product. 

 

KEYWORDS 
awareness, customer satisfaction, green product. 

 

JEL CODES 
M31, O13. 

 

INTRODUCTION  
umans have used more resources in the last 50 years than at any other time in history. The benefits of green products have attracted a lot of end-user 

interest. These consumers, often known as the "green generation," are more likely to "go green"; they support making ecologically responsible decisions 

and using sustainable products that emit little to no pollution. In a more connected world, consumers are becoming more aware of the environmental 

effects of a growing population competing for scarce natural resources. Simply put, most customers are more open to buying safer products, especially if they are 

just as easy to use and find as other products. 

Numerous studies have examined the connections between demographic factors (primarily gender, age, education, and income), environmental factors (environ-

mental concern, eco-literacy, perceive environmental responsibility, etc.), and non-environmental factors (interpersonal influence, religiosity, collectivism, and 

individualism) (Laroche et al., 2001; Rice, 2006; Lee, 2008; Lee 2009; Cheah and Phau, 2011; Awad, 2011). Researchers have made an effort to pinpoint the causes 

of the "green mindset" (Laroche et al., 2001; Cheah and Phau, 2011). Researchers have also looked at how customer attitudes toward green products are affected 

by green marketing tactics such green labelling, packaging, branding, advertising, etc. (Juwaheer et al., 2012; Rahbar and Wahid, 2011; Mourad, 2012; Raska and 

Shaw, 2012; Nath et al, 2013). The majority of those early investigations focused on the identification of the green consumer and the investigation of the relation-

ships between environmental concern and behaviour (mostly consumer participation in recycling systems) (Chamorro et al., 2009). The numerous waves of public 

concern about the environment have been reflected in research on green marketing. The research on green marketing was primarily descriptive and lacked aca-

demic rigour and perspective until the early 1990s (Jain & Kaur, 2004). During this time, research was conducted from a "managerial perspective," with a particular 

emphasis on issues related to marketing, market segmentation, and "green" consumer behaviour (Peattie, 1999). A new study programme that concentrated on 

broader and more conceptual questions surrounding the material sustainability of marketing started to develop towards the middle of the 1990s (Peattie, 1999). 

Researchers in this new era concentrated on a larger range of challenges than those previously studied (Chamorro et al., 2009). Since the 1990s, researchers have 

been conducting academic analyses of customers' green attitudes and behaviours in order to give green marketers managerial insights into how to more success-

fully sell their green concepts and goods. Chamorro et al. (2009) examined the key traits of studies on green marketing that were published between 1993 and 

2003. 

 

OBJECTIVES OF THE PAPER 
The objectives of the paper are to know about the customer’s awareness and satisfaction towards green product. Apart from this, the focus of the paper is also to 

find out the factors that influence the purchase behavior of customers towards green products.  

 

METHODS 
To achieve the objectives primary data is collected through questionnaire. Percentage method is used to analyse the data. 

SCOPE OF THE STUDY 
The study is conducted in Rohtak City. 

SAMPLE SIZE 
The sample size of the present study is 100. Convenient sampling technique is used. 

 

RESULTS AND DISCUSSION  
TABLE 1: AWARENESS ABOUT GREEN PRODUCTS 

Particulars/Awareness Frequency  Percentage 

Aware 60 60 

Not Aware 40 40 

Total 100 100 
 

  

H
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CHART 1: PERCENTAGE OF AWARENESS 

 
From the above table and chart, it is cleared that 60 percent respondents were aware about the green products while 40 percent were not aware. 

 
TABLE 2: SOURCE OF AWARENESS ABOUT GREEN PRODUCTS 

Reasons Frequency  Percentage 

Peer Groups 40 40 

Family 26 26 

Work Place 15 15 

Advertisements 10 10 

Others 9 9 

Total 100 100 

 

CHART 2: PERCENTAGE OF SOURCE OF AWARENESS 

 
From the above table and chart, it is cleared that majority of respondents said that the peer group is the source of awareness while purchasing green products 

which is followed by family, workplace and advertisement. 

 
TABLE 3: MONTHLY EXPENDITURE ON GREEN PRODUCTS 

Expenditure Frequency  Percentage 

Below Rs. 1000 62 62 

Between Rs. 1000-1500 26 26 

Between Rs. 1500-2000 7 7 

Above Rs. 2000 5 5 

Total 100 100 

 

CHART 3: PERCENTAGE OF MONTHLY EXPENDITURE ON GREEN PRODUCTS 

 
From the above table and chart, it is cleared that 62 percent respondents spent less than Rs. 1000 on green products. After that 26 percent respondents spent 

between Rs. 1000-1500, followed by between Rs. 1500-2000 with 7 percent. Only 5 percent respondents spent more than Rs. 2000 on green products. 

 
TABLE 4: BRANDS PREFERRED IN GREEN PRODUCTS CATEGORY 

Brands Frequency  Percentage 

Himalayas 25 25 

Patanjali 50 50 

Ayur 15 15 

Others 10 10 

Total 100 100 
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CHART 4: PERCENTAGE OF BRAND PREFERENCE 

 
From the above table and chart, it is cleared that majority of respondents preferred Patanjali, after that Himalayas followed by Ayur. 

 
TABLE 5: EXPENSIVE BRANDS WITH DISTINCTIVE FEATURES ARE BETTER THAN LOW PRICE GREEN PRODUCTS 

Particulars Frequency  Percentage 

Yes 30 30 

No 15 15 

Neutral 55 55 

Total 100 100 

 
CHART 5: PERCENTAGE OF EXPENSIVE BRANDS WITH DISTINCTIVE FEATURES ARE BETTER THAN LOW PRICE GREEN PRODUCTS 

 
From the above table and chart, it is cleared that majority of respondents are natural which is followed by yes, that expensive brands with distinctive features are 

better than the low price green products. 

TABLE 6: REASON TO PURCHASE GREEN PRODUCTS 

Reason Frequency  Percentage 

Quality 12 12 

Price 11 11 

Environment 28 28 

Status 10 10 

Health 39 39 

Total 100 100 

 
CHART 6: PERCENTAGE OF REASON TO PURCHASE 

 
From the above table and chart, it is evident that concern for health is the main reason to purchase green products which is followed by environment factor, 

quality, price and status. 

TABLE 7: PURCHASE AGAIN 

Particulars Frequency  Percentage 

Yes 45 45 

No 20 20 

Sometime 35 35 

Total 100 100 
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CHART 7: PERCENTAGE OF PURCHASE AGAIN 

 
From the above table and chart, it is cleared that 45 percent of respondents said yes, they want to purchase again the green products while 35 percent said they 

want to purchase sometimes. Majority is satisfied. 

 

MANAGERIAL IMPLICATION  
It is evident from the paper that there is room for the producer or marketer to raise awareness of green products. Social media may be quite important in this. 

Customers might be encouraged to buy green products by informing them of the necessity of such products in halting environmental destruction. One of the main 

factors influencing the purchasing of green products is health, but quality can also be crucial. Better-quality green products may cause consumers to spend more 

each month on those products, and they may also transform their perception of green products from being inferior to costly brands with standout characteristics. 

All of these elements will entice buyers to buy green products more frequently in the future. 

 

CONCLUSION  
Consumers are becoming more informed about the environmental effects of a growing population contending for limited natural resources in our more connected 

world. Simply put, most consumers are more receptive to safer items; particularly Consumers are becoming more informed about the environmental effects of a 

growing population contending for limited natural resources in our more connected world. Simply put, most consumers are more receptive to safer items, partic-

ularly if they are equally simple to use and locate as other products. Most customers start living more sustainably at home by recycling, composting, or minimising 

food waste. The third area of concentration is having consumers reevaluate how they shop and consume, whether it be by consuming less single-use plastic, 

purchasing fewer new items, or by purchasing more seasonal goods. One in two consumers claims to have fixed an item rather than purchasing a new counterpart, 

demonstrating how consumers are embracing "circularity." 

 

REFERENCES 
1. Awad, T. A. (2011). Environmental segmentation alternatives: buyers' profiles and implications. Journal of Islamic Marketing, 2(1), 55-73. 

2. Chamorro, A., Rubio, S., & Miranda, F. J. (2009). Characteristics of research on green marketing. Business Strategy and the Environment, 18(4), 223–239. 

3. Cheah, I., & Phau, I. (2011). Attitudes towards environmentally friendly products: The influence of ecoliteracy, interpersonal influence and value orientation. 

Marketing Intelligence & Planning, 29(5), 452-472. 

4. Das, P. (2021). What Is A Green Product? – Examples, Advantages, & Challenges, retrieved from FEEDOUGH Website: https://www.feedough.com/green-

product/ 
5. Green Industry Analysis 2020 - Cost & Trends, retrieved from FRANCHISE HELP Website: https://www.franchisehelp.com/industry-reports/green-industry-

analysis-2020-cost-trends/ 

6. How consumers are embracing sustainability, retrieved from DELOITTE Website: https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sus-

tainable-consumer.html 

7. Jain, S. K., & Kaur, G. (2004). Green marketing: An attitudinal and behavioural analysis of Indian consumers. Global Business Review, 5(2), 187- 205. 

8. Juwaheer, T. D., Pudaruth, S., & Noyaux, M. M. E. (2012). Analysing the impact of green marketing strategies on consumer purchasing patterns in Mauritius. 

World Journal of Entrepreneurship, Management and Sustainable Development, 8(1), 36-59. 

9. Keepitgreen, Green Business Trends and What to Expect retrieved from SMARTCITIESDIVE Website: https://www.smartcitiesdive.com/ex/sustainablecit-

iescollective/green-business-trends-and-what-expect/1182102/  

10. Kirmani, M. D., & Khan, M. N. (2016). Green consumerism: a review of extant literature. Pacific Business Review International, 1(2), 48-59. 

11. Laroche, M., Bergeron, J., & Barbaro-Forleo, G. (2001). Targeting consumers who are willing to pay more for environmentally friendly products. Journal of 

consumer marketing, 18(6), 503-520. 

12. Lee, K. (2008). Opportunities for green marketing: young consumers. Marketing intelligence & planning, 26(6), 573-586. 

13. Lee, K. (2009). Gender differences in Hong Kong adolescent consumers' green purchasing behavior. Journal of Consumer Marketing, 26(2), 87-96. 

14. Mourad, M., &Ahmed, Y. S. E. (2012). Perception of green brand in an emerging innovative market. European Journal of Innovation Management, 15(4), 514- 

537 

15. Nath, V., Kumar, R., Agrawal, R., Gautam, A., & Sharma, V. (2013). Consumer Adoption of Green Products: Modeling the Enablers. Global Business Review, 

14(3), 453-470. 

16. Peattie, K. (1999). Trappings versus substance in the greening of marketing planning. Journal of Strategic Marketing, 7(2), 131-148. 

17. Peattie, K. (2001). Towards sustainability: the third age of green marketing. The Marketing Review, 2(2), 129- 146.  

18. Peattie, K., & Charter, M. (2003). Green marketing. The marketing book, 5, 726-755. 

19. Rahbar, E., & Wahid, N. A. (2011). Investigation of green marketing tools' effect on consumers' purchase behavior. Business Strategy Series, 12(2), 73-83 

20. Raska, D., & Shaw, D. (2012). Is the Greening of Firms Helping Consumers to Go Green?, Social Marketing Quarterly, 18(1), 40-54 

 

 

  

45%

20%

35%

Purchase Again

Yes

No

Sometime



VOLUME NO. 13 (2023), ISSUE NO. 1 (JANUARY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

9

REQUEST FOR FEEDBACK 
 

Dear Readers 

 

 

At the very outset, International Journal of Research in Computer Application & Management (IJRCM) 

acknowledges & appreciates your efforts in showing interest in our present issue under your kind perusal. 

 

I would like to request you to supply your critical comments and suggestions about the material published 

in this issue, as well as on the journal as a whole, on our e-mail infoijrcm@gmail.com for further improve-

ments in the interest of research. 

 

If you have any queries, please feel free to contact us on our e-mail infoijrcm@gmail.com. 

 

I am sure that your feedback and deliberations would make future issues better – a result of our joint effort. 

 

Looking forward to an appropriate consideration. 

 

With sincere regards 

 

Thanking you profoundly 

 

Academically yours 
 
Sd/- 

Co-ordinator 
 

 

 

DISCLAIMER 
The information and opinions presented in the Journal reflect the views of the authors and not of the Journal 

or its Editorial Board or the Publishers/Editors. Publication does not constitute endorsement by the journal. 

Neither the Journal nor its publishers/Editors/Editorial Board nor anyone else involved in creating, producing 

or delivering the journal or the materials contained therein, assumes any liability or responsibility for the 

accuracy, completeness, or usefulness of any information provided in the journal, nor shall they be liable for 

any direct, indirect, incidental, special, consequential or punitive damages arising out of the use of infor-

mation/material contained in the journal. The journal, neither its publishers/Editors/ Editorial Board, nor any 

other party involved in the preparation of material contained in the journal represents or warrants that the 

information contained herein is in every respect accurate or complete, and they are not responsible for any 

errors or omissions or for the results obtained from the use of such material. Readers are encouraged to 

confirm the information contained herein with other sources. The responsibility of the contents and the 

opinions expressed in this journal are exclusively of the author (s) concerned. 

 



VOLUME NO. 13 (2023), ISSUE NO. 1 (JANUARY)  ISSN 2231-1009 

INTERNATIONAL JOURNAL OF RESEARCH IN COMPUTER APPLICATION & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

II
 


