BAB V

PENUTUP

5.1 Pengantar

Pada bab lima penulis akan mengulas terkait kesimpulan dari hasil
penelitian yang telah dilakukan. Pertama, akan diawali dengan kesimpulan
mengenai temuan utama dalam penelitian ini. Selanjutnya, peneliti akan membahas
tentang implikasi manajerial sebagai pertimbangan untuk pelaku bisnis dalam
mengembangkan bisnisnya. Terakhir, peneliti akan membahas kendala atau
keterbatasan dari penelitian yang dapat dijadikan sebagai saran untuk penelitian
yang akan datang.
5.2 Kesimpulan

Pada bagian ini akan diuraikan kesimpulan topik yang telah diangkat dalam
penelitian ini. Adapun variabel yang terpilih dalam penelitian ini adalah ekolabel,
merek dan kemasan hijau, iklan hijau, harga hijau, menanamkan citra lingkungan,
kepedulian dan keyakinan lingkungan, dan perilaku lingkungan konsumen. Tujuan
penelitian ini adalah untuk menganalisis pengaruh ekolabel, merek dan kemasan
hijau, iklan hijau, harga hijau, menanamkan citra lingkungan, dan kepedulian dan
keyakinan lingkungan terhadap perilaku lingkungan konsumen.

Berdasarkan hasil penelitian yang telah dilakukan diperoleh responden
sebanyak 141 orang responden yang telah memenuhi Kkriteria. Responden
didominasi oleh perempuan sebanyak 134 orang dan laki-laki sebanyak 7 orang.

Usia rata-rata responden dalam penelitian ini didominasi oleh responden yang
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berusia 22-26 sebanyak 75 orang dan sisanya sebanyak 66 orang merupakan
responden dengan rata-rata usia 17-21 tahun, 27-31 tahun, dan > 31 tahun.
Berdasarkan rata-rata penghasilan atau uang saku per bulan didominasi oleh
responden yang memiliki rata-rata penghasilan atau uang saku per bulan sebesar >
Rp 2.000.000 yaitu sebanyak 48 orang. Peneliti menemukan ada sebanyak 141
orang responden yang mengetahui Love Beauty and Planet merupakan produk
ramah lingkungan. Berdasarkan frekuensi pembelian atau penggunaan produk
didominasi oleh responden yang membeli atau menggunakan produk Love Beauty
and Planet sebanyak 1-3 kali sebesar 74,5%. Responden cenderung membeli
produk sampo dengan persentase sebesar 68,8% dari keseluruhan jawaban.
Berdasarkan hasil penelitian yang telah dilakukan, peneliti menemukan
bahwa variabel merek dan kemasan hijau berpengaruh positif dan memiliki
signifikansi paling tinggi terhadap perilaku lingkungan konsumen. Hal ini
menunjukkan bahwa merek hijau dan kemasan mudah terurai (biodegradable) yang
dimiliki Love Beauty and Planet berhasil mendorong perilaku lingkungan
konsumen untuk membeli produk tersebut. Variabel harga hijau juga berpengaruh
positif dan signifikan terhadap perilaku lingkungan konsumen. Hal ini
menunjukkan bahwa konsumen bersedia membayar harga yang lebih tinggi untuk
produk Love Beauty and Planet karena diproduksi dengan cara ekologis dan sebagai
bentuk kontribusi terhadap lingkungan. Variabel iklan hijau berpengaruh positif
dan signifikan terhadap variabel perilaku lingkungan konsumen. Hal ini
menunjukkan bahwa iklan hijau pada produk Love Beauty and Planet berhasil

menunjukkan kredibilitasnya pada konsumen. Konten yang disampaikan melalui
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iklan hijau terkait produk Love Beauty and Planet berkaitan dengan konsumen dan
memberi kesan yang baik di benak konsumen sehingga mendorong konsumen
untuk mengadopsi pola pembelian hijau.

Selain itu, peneliti juga menemukan beberapa variabel yang tidak
mempengaruhi perilaku lingkungan konsumen. Pertama, variabel ekolabel tidak
berpengaruh dan merupakan variabel yang sangat tidak signifikan terhadap perilaku
lingkungan konsumen. Hal ini melaporkan bahwa sekalipun ekolabel pada produk
Love Beauty and Planet memberi informasi yang jelas, akurat, menarik dan
mengidentifikasi Love Beauty and Planet sebagai produk hijau kepada konsumen,
namun tidak berhasil mendorong perilaku lingkungan konsumen untuk membeli
produk tersebut. Kemudian, variabel menanamkan citra lingkungan tidak
berpengaruh dan tidak signifikan terhadap perilaku lingkungan konsumen. Hal ini
berarti visibilitas atau kejelasan tentang cara produk Love Beauty and Planet
dipasarkan belum mampu mempengaruhi perilaku lingkungan konsumen dalam
membeli produk. Terakhir, variabel kepedulian dan keyakinan lingkungan tidak
berpengaruh dan tidak signifikan terhadap perilaku lingkungan konsumen. Hal ini
menunjukkan bahwa kepedulian dan keyakinan lingkungan yang dimiliki
konsumen belum dapat menggambarkan perilaku lingkungan konsumen pada
produk Love Beauty and Planet karena konsumen mungkin sadar dan peduli pada

lingkungan tetapi tidak ditunjukkan melalui tindakan.
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5.3 Implikasi Manajerial
Berdasarkan hasil penelitian yang telah dilakukan, maka implikasi
manajerial yang dapat diberikan adalah sebagai berikut:

1. Love Beauty and Planet harus meningkatkan kinerja pemasaran hijau
melalui ekolabel. Hal ini disebabkan karena ekolabel tidak mempengaruhi
perilaku lingkungan konsumen. Sebaiknya, informasi yang disampaikan
pada ekolabel produk harus mudah dimengerti konsumen, relevan, dan
akurat sehingga konsumen lebih mudah mengidentifikasikan Love Beauty
and Planet sebagai produk ramah lingkungan. Cara pemasaran yang
relevan dengan gaya hidup konsumen akan membuat dan mendorong niat
beli konsumen untuk membeli produk Love Beauty and Planet.

2. Love Beauty and Planet harus mempertahankan kredibilitasnya terkait
merek dan kemasan hijau yang telah diciptakan dengan menciptakan lebih
banyak varian produk yang mudah didaur ulang, hemat energi, alami dan
sesuai kebutuhan konsumen. Hal ini disebabkan karena hasil penelitian
melaporkan bahwa merek dan kemasan hijau dapat mempengaruhi
perilaku konsumen untuk membeli produk Love Beauty and Planet.

3. Karena iklan hijau berpengaruh positif dan signifikan terhadap perilaku
lingkungan konsumen maka, Love Beauty and Planet harus membuat cara
yang lebih efektif dan kreatif terkait iklan hijau. Pelaku bisnis dapat
melibatkan tokoh publik dan influencer yang memang memiliki gaya
hidup hijau untuk mempromosikan produknya. Hal ini dilakukan untuk

menjaga kredibilitas iklan hijau dibenak konsumen.
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4. Love Beauty and Planet sebaiknya mempertahankan keunggulan
produknya melalui harga yang ditawarkan pada konsumen. Harga produk
yang terjangkau dengan kualitas dan cara produksi yang ekologis mampu
mendorong perilaku lingkungan konsumen karena konsumen berpikir
bahwa tindakan yang dilakukan merupakan cara untuk berkontribusi pada
lingkungan.

5. Love Beauty and Planet harus meningkatkan citra lingkungannya di mata
konsumen. Hal ini disebabkan karena citra lingkungan yang dimiliki Love
Beauty and Planet tidak mempengaruhi perilaku lingkungan konsumen.
Sebaiknya, Love Beauty and Planet lebih menunjukkan visibilitas atau
kejelasan tentang cara produk dipasarkan kepada konsumen.

6. Karena kepedulian dan keyakinan lingkungan tidak berpengaruh terhadap
perilaku lingkungan konsumen, maka Love Beauty and Planet harus
menciptakan cara yang kreatif untuk mengajak konsumen berkontribusi
pada lingkungan seperti membuat kampanye lingkungan di sosial media
untuk mengajak dan mengedukasi konsumen tentang pentingnya tindakan

untuk memelihara kondisi lingkungan demi masa depan bumi.
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Pilot Study

Tujuan dari pilot study ini adalah untuk mengetahui pengaruh ekolabel, merek hijau,
iklan hijau, harga hijau, menanamkan citra lingkungan, dan kepedulian dan keyakinan
lingkungan terhadap perilaku lingkungan konsumen pada produk Love Beauty and Planet.
Berdasarkan hasil, terdapat 22 responden (17 perempuan dan 5 laki-laki) dengan kisaran usia
21 sampai 31 tahun. Dapat disimpulkan bahwa responden membeli/menggunakan produk Love
Beauty and Planet karena produk mudah diidentifikasi sebagai produk ramah lingkungan
melalui kemasan produk dan brand image. Responden membeli produk Love Beauty and
Planet karena didorong oleh iklan hijau (green advertising) dan mereka rela membayar harga
lebih tinggi untuk produk Love Beauty and Planet karena diproduksi dengan cara ekologis.
Responden menyadari bahwa manusia harus hidup selaras dengan alam untuk bertahan hidup,
tetapi tidak didorong oleh tindakan mereka untuk mendaur ulang produk. Jadi, ekolabel, merek
hijau, iklan hijau, harga hijau, menanamkan citra lingkungan berpengaruh pada perilaku
pembelian ramah lingkungan konsumen terhadap produk Love Beauty and Planet, sedangkan
kepedulian dan keyakinan lingkungan tidak mempengaruhi perilaku lingkungan konsumen

untuk membeli produk Love Beauty and Planet.



Pertanyaan:

1.
2.

Usia:

Jenis kelamin :

a.
b.

Laki-laki

Perempuan

Status:

a.
b.
C.
d.

Pelajar
Mahasiswa
Mahasiswa dan Bekerja

Bekerja

Penghasilan atau Uang Saku :

a.
b.
C.
d.

e.

< Rp 500.000
Rp 500.001 — Rp 1.000.000
Rp 1.000.001 — Rp 1.500.000
Rp 1.500.001 — Rp 2.000.000
> Rp 2.000.000

Berapa kali Anda menggunakan produk Love Beauty and Planet?

a.
b.
C.
d.

1 kali
2 kali
3-5 kali
> 5 kali

Berapa kali Anda membeli produk Love Beauty and Planet?

a.
b.
C.
d.

Apa alasan Anda membeli/menggunakan produk Love Beauty and Planet?

1 kali
2 kali
3-5 kali
> 5 Kali

77

Apakah menurut Anda produk Love Beauty and Planet merupakan produk ramah

lingkungan?

a.
b.

Ya
Tidak



10.

11.

12.

13.

14.

15.
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Apakah mudah bagi Anda untuk mengidentifikasi Love Beauty and Planet sebagai
produk ramah lingkungan?

a. Ya

b. Tidak

Apakah menurut Anda mengetahui informasi pada pengemasan produk Love Beauty
and Planet merupakan kriteria penting?

a. Ya

b. Tidak

Apakah iklan hijau atau green advertising mendorong Anda untuk membeli produk
Love Beauty and Planet?

a. Ya

b. Tidak

Apakah Anda rela membayar produk Love Beauty and Planet dengan harga yang
lebih tinggi karena diproduksi dengan cara ekologis?

a. Ya

b. Tidak

Apakah menurut Anda produk Love Beauty and Planet harus memiliki citra
lingkungan?

a. Ya

b. Tidak

Apakah menurut Anda manusia harus hidup selaras dengan alam untuk dapat bertahan
hidup?

a. Ya

b. Tidak

Apakah Anda mendaur ulang kemasan Love Beauty and Planet?

a. Ya

b. Tidak



79

Berdasarkan hasil, terdapat 22 responden (17 perempuan dan 5 laki-laki) dengan kisaran
usia 21 sampai 31 tahun

Usia lg

22 responses

a0
9 (40.9%)
o
B (27

50 {27 3%)

2.5 3 [13.6%)

0. 1{4.5%) 1{4.5%) 1 [4.6%) 1(4.5%)

21 22 lahun 24 Sekarang masi,
22 23 3 tahun

Jenis kelamin @

23 responees

@ Laki-laki
@ Perempuan
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Dari 22 responden, sebagian besar ialah mahasiswa (63,6%). Kemudian responden dengan
status bekerja (18,2%), mahasiswa dan bekerja (9,1%) dan fresh graduate (9,1%). Sebagian
besar responden memiliki penghasilan atau uang saku per bulan > Rp 2.000.000 (54,5%)

Status @

22 responses

& Pelajar
@ Mahasizwa

Mahasizwa dan Bekerja
@ Beksrja
@ Fresh graduate

Penghasilan atau Uang Saku

22 responses

& = Rp 500,000
L] R 9000001 - Bp 1.000.000
Rp 1.000.001 - Rp 1.500.000
@ Fp 1.500.001 - Rp 2.000.000
@ = Rp 2.000.000
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Ada sebanyak 63,6% responden yang menggunakan produk Love Beauty and Planet sebanyak
1 Kkali

Ada sebanyak 77,3 % responden yang membeli produk Love Beauty and Plane

sebanyak 1 kali.

Alasan responden membeli/menggunakan produk Love Beauty and Planet ialah karena aroma

produk wangi, rasa penasaran mencoba produk, kualitas produk, dan produk menarik.

Berapa kali Anda menggunakan produk Love Beauty and Planst? @

22 rasponses

@ 1kal

® Zkali
3.5 kall

® =5 kal

Berapa kali Anda membeli produk Love Beauty and Planet?

[

22 responees

& 1 kali
& 2 kali

% - 5 kali
® =5 kal
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Apa alasan Anda membeliimenggunakan produk Love Beauty and Planet?

22 responzes

1
o)

Aromanya yg wangi Karena packingnya men... Mencoba saja Produknya bagus
Ingin mencoba produk b... Karena leriank Pengen coba aja penas... karena menarik

Apakah menurut Anda produk Love Beauty and Planet merupakan produk ramah
lingkungan?

22 responses

@ va
@ Tidak
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Apakah mudah bagi Anda untuk mengidentifikasi produk Love Beauty and Planet sebagai lg
produk ramah lingkungan?

22 responses

® v
@ Tidak

Apakah menurut Anda mengetahui informasi pada pengemasan produk Love Beauty and lD
Flanet merupakan kriteria penting?

22 responses

P
@ Tidak
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Apakah iklan hijau atau green advertising mendorong Anda untuk membeli produk Love
Beauty and Planet?

22 responses

B va
@ Tidak

Apakah Anda rela membayar produk Love Beauty and Planet dengan harga yang lebih tinggi D
karena diproduksi dengan cara ekologis?
22 responses
@
@ Tidak
Apakah menurut Anda produk Love Beauty and Planet harus memiliki citra lingkungan? Ig

27 responses

P v
@ Tidak
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Sebanyak 95,5% responden menyatakan “Ya” bahwa manusia harus hidup selaras dengan alam
untuk bertahan hidup. Namun, terdapat hanya 31,8 % yang mendaur ulang kemasan Love
Beauty and Planet. Ada 68,2 % responden yang memilih tidak mendaur ulang kemasan Love

Beauty and Planet.

Apakah menurut Anda manusia harus hidup selaras dengan alam untuk dapat bertahan ID
hidup?

22 responses

P va
@ Tidak

Apakah Anda mendaur ulang kemasan Love Beauty and Planet?

2 responses

@ va
@ Tidak
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KUESIONER

Bagian I: Profil Responden
1. Usia:
a. 17-21 tahun
b. 22-26 tahun
c. 27-31tahun
d. >31tahun
2. Jenis kelamin :
a. Laki-laki
b. Perempuan
3. Pekerjaan:
o Pelajar
o Mahasiswa
o Karyawan Swasta
o Wiraswasta
o Pegawai Negeri
o Lainnya
4. Rata-rata penghasilan atau uang saku per bulan :
a. <Rp500.000
b. Rp 500.001 - Rp 1.000.000
c. Rp 1.000.001 - Rp 1.500.000
d. Rp 1.500.001 — Rp 2.000.000
e. >Rp 2.000.000
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Bagian I1: Pertanyaan Umum/Filter

Berikut ini adalah beberapa produk Love Beauty and Planet

Sumber : www.narrativeofbeauty.com

1. Apakah anda mengetahui produk Love Beauty and Planet?
a. Ya

b. Tidak (jika tidak silakan berhenti sampai di sini)

YES

Yegan

Erhically sourced
axtiacty

YES

100% recycled
Lotflas &

Sificones-

W & | smooth hair, soothed skin & a little W for the planet
N .o
Sumber: lovebeautyandplanet.com

2. Apakah anda mengetahui bahwa produk Love Beauty and Planet merupakan produk
ramah lingkungan?

a. Ya
b. Tidak
3. Apakah anda pernah membeli/menggunakan produk Love Beauty and Planet?
a. Ya
b. Tidak



4. Berapa kali Anda pernah membeli/menggunakan produk Love Beauty and Planet?

a. 1-3 kali
b. 4-6 kali
c. >6 kali

5. Apa saja jenis produk Love Beauty and Planet yang permah anda beli?

=  Sampo

= Kondisioner

= Sabun mandi (Body Wash)

= Losion Badan (Body Lotion)
= Pembersih wajah (Cleansers)
= Scrub

= Sheet mask

= Hand cream

Bagian I11: Pertanyaan mengenai variabel penelitian

89

NO. Pernyataan STS | TS SS

Ekolabel

1. Ekolabel pada produk Love Beauty and Planet menarik
perhatian saya

2. Tersedia informasi yang cukup tentang ekolabel pada
produk Love Beauty and Planet

3. Saya merasa ekolabel pada produk Love Beauty and
Planet mudah dibaca

4. Love Beauty and Planet dipasarkan dengan cara yang
menarik dan relevan dengan gaya hidup saya

5. Informasi tentang ekolabel pada produk Love Beauty and
Planet akurat

6. Mudah untuk mengidentifikasi produk Love Beauty and
Planet sebagai produk hijau

Merek dan Kemasan Hijau

1. Informasi pada kemasan produk Love Beauty and Planet
merupakan Kriteria penting bagi saya
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Penting bagi saya untuk mendaur ulang kemasan produk

Love Beauty and Planet setelah digunakan

Kemasan biodegradable (mudah terurai) pada produk
Love Beauty and Planet merupakan pertimbangan

penting bagi saya

Saya merasa senang membeli produk Love Beauty and
Planet yang membantu mengurangi kerusakan

lingkungan

Saya percaya pada produk-produk bermerek hijau yang
terkenal seperti Love Beauty and Planet

Iklan Hijau

1.

Iklan hijau harus mempromosikan produk Love Beauty

and Planet dengan cara yang kredibel

Konten iklan lingkungan pada produk Love Beauty and
Planet menawarkan hal yang berkaitan dan mengesankan

bagi saya

Iklan lingkungan yang menarik akan mendorong saya

untuk mengadopsi pola pembelian hijau

Saya mengakui bahwa iklan lingkungan pada produk
Love Beauty and Planet tidak berlebihan atau dibesar-
besarkan

Harg

a Hijau

Saya menerima kebenaran bahwa sebagian dari harga
produk Love Beauty and Planet ditujukan untuk
mengatasi permasalahan lingkungan untuk lingkungan

yang layak

Produk Love Beauty and Planet penting untuk mengatasi

lingkungan

Hal yang pantas membayar harga yang lebih tinggi untuk
produk Love Beauty and Planet yang diproduksi dengan
cara ekologis
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Menanamkan Citra Lingkungan

1. Produk Love Beauty and Planet harus memiliki citra
lingkungan

2. Harus ada lebih banyak visibilitas atau kejelasan tentang
cara produk Love Beauty and Planet dipasarkan

Kepedulian dan Keyakinan Lingkungan

1. Bumi mendekati batas jumlah orang yang dapat
dihidupinya

2. Keseimbangan alam sensitif dan mudah terganggu

3. Manusia berhak mengubah lingkungan alam sesuai
dengan kebutuhan manusia

4. Campur tangan manusia dengan alam sering kali
menimbulkan bencana

5. Pada dasarnya, tumbuhan dan hewan ada untuk
digunakan oleh manusia

6. Manusia harus mengendalikan pertumbuhan industri
untuk mempertahankan ekonomi yang sehat

7. Manusia harus hidup selaras dengan alam agar dapat
bertahan hidup

8. Manusia perlu beradaptasi dengan lingkungan alam

Q. Ada batasan-batasan untuk pelaku industri dapat
berkembang

10. | Umat manusia menyalahgunakan lingkungan

Perilaku Lingkungan Konsumen

1. Saya menggunakan Love Beauty and Planet dengan
alasan dapat terurai secara hayati

2. Saya menghindari membeli produk yang mengandung
aerosol

3. Saya membaca label Love Beauty and Planet untuk
melihat apakah isinya aman bagi lingkungan

4. Saya membeli Love Beauty and Planet dengan alasan

dibuat dan dikemas dengan material yang dapat didaur

ulang
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Saya membeli Love Beauty and Planet dengan alasan

kemasannya dapat diisi ulang

Saya membeli produk dari perusahaan yang bertanggung

jawab terhadap lingkungan

Saya mendaur ulang botol/kemasan Love Beauty and

Planet

Saya membawa tas sendiri ketika membeli Love Beauty

and and Planet ke supermarket

Saya membeli Love Beauty and Planet sebagai bentuk
tidak langsung dengan menyumbangkan uang untuk

masalah lingkungan




LAMPIRAN 3
KUESIONER DARING
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Dampak Pemasaran
Hijau pada Pola
Pembelian Konsumen
dan Pengambilan
Keputusan pada
Produk Love Beauty
and Planet

Halo!

Perkenalkan, saya Dayana Mareta Sidabutar,
mahasiswi program studi Manajemen, Fakultas
Bisnis dan Ekonomika Universitas Atma Jaya
Yogyakarta. Saat ini, saya sedang melakukan
penelitian mengenai "Dampak Pemasaran Hijau
pada Pola Pembelian Konsumen dan Pengambilan
Keputusan pada Produk Love Beauty and Planet".

Berikut kriteria responden yang dibutuhkan untuk
mengisi kuesioner ini:

1. Usia > 17 tahun

2. Mengetahui produk Love Beauty and Planet
sebagai produk ramah lingkungan

3. Pernah membeli atau menggunakan produk
Love Beauty and Planet

Saya berharap saudara/i bersedia meluangkan
waktunya untuk mengisi kuesioner ini. Apabila
terdapat pertanyaan terkait penelitian ini,
saudara/i dapat menghubungi peneliti melalui
instagram : @daymareta

Terima kasih

Next
/7




Profil Responden

Usia *
(O 17-21 Tahun
(O 22-26 Tahun

O 27 - 31 Tahun

O =31 Tahun

Jenis Kelamin *

O Laki-laki

() Perempuan

Pekerjaan *

O Pelajar

(O Mzhasiswa
Karyawan Swasta
Wiraswasta
Pegawai Negeri

Other:

Rata-rata penghasilan atau uang saku per
bulan*

(O <=Rp500.000
(O Rp500.001 - Rp 1.000.000
() Rp 1.000.001 - Rp 1.500.000

O Rp 1.500.001 - Rp 2.000.000

(O >Rp2.000.000 /2



Pertanyaan Umum/Filter

Love Beauty and Planet merupakan produk body care
dengan konsep ramah lingkungan dari Unilever. Produk ini
diciptakan menggunakan bahan kandungan yang natural,
tidak membahayakan atau membunuh hewan (cruelty
free), bebas paraben dan silikon, mudah terurai
(biodegradable), dan memiliki formulasi vegan yang
disertifikasi oleh The European Vegetarian Union (EVU).

Berikut ini adalah beberapa produk Love
Beauty and Planet

Apakah anda mengetahui produk Love
Beauty and Planet? *

O va

O Tidak (jika tidak silakan berhenti sampai di
sini)
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Apakah anda mengetahui bahwa produk
Love Beauty and Planet merupakan produk
ramah lingkungan? *

smooth hair, soothed skin &a lie ® for the plonel
= i L -~ Ao

Apakah anda pernah
membeli/menggunakan produk Love Beauty
and Planet? *

O va
(O Tidak

Berapa kali Anda pernah
membeli/menggunakan produk Love Beauty
and Planet? *

(O 1-3kali

O 4-6kali
O >6kali /



and Planet? *

o Ya
(O Tidak

Berapa kali Anda pernah
membeli/menggunakan produk Love Beauty
and Planet? *

o 1 -3 kali
o 4 - 6 kali
o = G kali

Apa saja jenis produk Love Beauty and
Planet yang pernah Anda beli/gunakan? *

Sampo

Kondisioner

Sabun mandi (Body Wash)
Losion Badan (Body Lotion)
Pembersih wajah (Cleansers)
Scrub

Sheet Mask

Q0000000

Hand cream

Back Next
B
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Ekolabel

Deskripsi Skala Likert:
- Bangat Tidak Setuju
- Tidak Setuju

- Metral

- Zetuju

- Sangat Setuju

N B W Ky =

Ekolabel pada produk Love Beauty and
Planet menarik perhatian saya *

1 2 3 4 5

O O O O O

Tersedia informasi yang cukup tentang
ekolabel pada produk Love Beauty and
Planet *

1 2 3 4 2

O O O O O

Saya merasa ekolabel pada produk Love
Beauty and Planet mudah dibaca *

1 2 3 4 5

QO 0O 0 Q

7
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Love Beauty and Planet dipasarkan dengan
cara yang menarik dan relevan dengan gaya
hidup saya *

O O O O O

Informasi tentang ekolabel pada produk
Love Beauty and Planet akurat *

O O O O O

Mudah untuk mengidentifikasi produk Love
Beauty and Planet sebagai produk hijau *

O O O O O

Back Mext

Mever submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy Policy
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Merek dan Kemasan Hijau

Deskripsi Skala Likert:
- Sangat Tidak Setuju
- Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

s wN =

Informasi pada kemasan produk Love
Beauty and Planet merupakan kriteria
penting bagi saya *

O O O O O

Penting bagi saya untuk mendaur ulang
kemasan produk Love Beauty and Planet
setelah digunakan *

O O O O O

Kemasan biodegradable (mudah terurai)
pada produk Love Beauty and Planet
merupakan pertimbangan penting bagi saya
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Saya merasa senang membeli produk Love
Beauty and Planet yang membantu
mengurangi kerusakan lingkungan *

O @ O O O

Saya percaya pada produk-produk
bermerek hijau yang terkenal seperti Love
Beauty and Planet *

O O O O O

Back Next

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Servige - Privacy Policy

Google Forms

(S



lklan Hijau

Deskripsi Skala Likert:
1 - Sangat Tidak Setuju
2 - Tidak Setuju

3 - Netral

4 - Setuju

5 - Sangat Setuju

Iklan hijau harus mempromosikan produk
Love Beauty and Planet dengan cara yang
kredibel *

O O 0 g O

Konten iklan lingkungan pada produk Love
Beauty and Planet menawarkan hal yang
berkaitan dan mengesankan bagi saya *

O O 0 O O (&£

103



104

Iklan lingkungan yang menarik akan
mendorong saya untuk mengadopsi pola
pembelian hijau *

O 0O O 0 O

Saya mengakui bahwa iklan lingkungan pada
produk Love Beauty and Planet tidak
berlebihan atau dibesar-besarkan *

1 2 3 B 5

O O O 0O 0

Back Next

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Rer
Abuse - Terms of Service - Privacy Policy /

l (mnnmla EArmne =
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Sectien 7 of 10

<
aee

Harga Hijau

Deskripst Skele Likert
1 - Sangat Tidax Seluju
2 - Tudak Seluju

3 - Netral

4 - Setuju

S - Sangat Setuju

*

Saya menerima kebenaran bahwa sebagian dari harga produk Love Beauty and Planet ditujukan
untuk mengatasi permasalaban lingkungan untuk Engkungan yang layak

*

Hal yang pantas membayar harga yang lebih tinggi untuk produk Love Beauty and Planet yang
diproduksi dengan cara ekologis

1 2 3 4 5
O O O O
After section 7 Continue to next section -

on 8of 10

><
.

Menanamkan Citra Lingkungan

Deskripsi Skala Likert

1. Canmat Tidnb Catinin
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Menanamkan Citra Lingkungan

Deskripsi Skala Likert:
1 - Sangat Tidak Setuju
2 - Tidak Setuju

3 - Netral

4 - Setuju

5 - Sangat Setuju

Produk Love Beauty and Planet harus
memiliki citra lingkungan *

O O Q QO 0O

Harus ada lebih banyak visibilitas atau
kejelasan tentang cara produk Love Beauty
and Planet dipasarkan *

O O O O O

Back Next

4

ﬁver submit passwords through Google Forms.



Kepedulian dan Keyakinan Lingkungan

Deskripsi Skala Likert:
- Sangat Tidak Setuju
- Tidak Setuju

- Netral

- Setuju

- Sangat Setuju

hofa LD R =t

Bumi mendekati batas jumlah orang yang
dapat dihidupinya *

L O B O

Keseimbangan alam sensitif dan mudah
terganggu *

O O O O O

Manusia berhak mengubah lingkungan alam
sesuai dengan kebutuhan manusia *

O L KOG
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Campur tangan manusia dengan alam
sering kali menimbulkan bencana *

O O O Q O

Pada dasarnya, tumbuhan dan hewan ada
untuk digunakan oleh manusia *

O O O O O

Manusia harus mengendalikan pertumbuhan
industri untuk mempertahankan ekonomi
yang sehat *

O O O O O

Manusia harus hidup selaras dengan alam
agar dapat bertahan hidup *

OOOOO/
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Manusia perlu beradaptasi dengan
lingkungan alam *

O O O O O

Ada batasan-batasan untuk pelaku industri
dapat berkembang *

1 2 3 - 5

O 0 O O O

Umat manusia menyalahgunakan lingkungan

*

1 2 3 4 5

O Q0 O O O

Back Next

Never submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy Policy

Google Forms 7
n 12



Perilaku Lingkungan Konsumen

Perilaku pembelian ramah lingkungan penting untuk
dianalisis. Hal ini bertujuan untuk mengidentifikasi faktor-
faktor pendorong pola pembelian konsumen, termasuk
niat membeli dan perilaku pembelian aktual produk ramah
lingkungan.

Deskripsi Skala Likert:
- Sangat Tidak Setuju
- Tidak Setuju

- Metral

- Setuju

- Sangat Setuju

tn b W R o=

Saya menggunakan Love Beauty and Planet
dengan alasan dapat terurai secara hayati *

O O O O O

Saya menghindari membeli produk yang
mengandung aerosol *

O O O O O

Saya membaca label Love Beauty and
Planet untuk melihat apakah isinya aman
bagi lingkungan *

O O O O O

4
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Saya membeli Love Beauty and Planet
dengan alasan dibuat dan dikemas dengan
material yang dapat didaur ulang *

1 2 3 4 5

O O O O O

Saya membeli Love Beauty and Planet
dengan alasan kemasannya dapat diisi ulang

Saya membeli produk dari perusahaan yang
bertanggung jawab terhadap lingkungan *

O O O O O

Saya mendaur ulang botol/kemasan Love
Beauty and Planet *

1 2 3 4 5

o o0 oo ,
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Saya membawa tas sendiri ketika membeli
Love Beauty and and Planet ke supermarket

*

Saya membeli Love Beauty and Planet
sebagai bentuk tidak langsung dengan
menyumbangkan uang untuk masalah
lingkungan *

1 2 3 4 5

O O O O O

Mever submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report
Abuse - Terms of Service - Privacy Policy

7
£ g
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Effectiveness of eco-labelling and green products identification

Pertanyaan

Sumber

Eco-labels are eye catching on green products

(Jaju, 2016)

Sufficient information is provided on eco-labels

(Jaju, 2016)

| believe that eco-labels are easy to read

(Jaju, 2016)

Information on eco-labels is accurate for green products

(Jaju, 2016)

Greenn products are marketed to me in a way which | really on
eco-labels is accurate for green products

(Jaju, 2016)

It is easy for me to identify green products in India

(Jaju, 2016)

Intensity of green packaging and branding for ecological customers

Pertanyaan

Sumber

I acknowledge that the information on packaging is an important
criterion

(Jaju, 2016)

It is important to reuse or recycle the packaging after use

(Jaju, 2016)

Biodegradable packaging is an important consideration for green
customers

(Jaju, 2016)

| feel good about buying brands which are less damaging to the
environment

(Jaju, 2016)

I trust well-known green branded products in India

(Jaju, 2016)

Environmental advertisement and green consumption patterns

Pertanyaan

Sumber

Green advertisements should promote environmental friendly
products in a credible manner

(Jaju, 2016)

The content of environmental advertisements should offer
pertinent emotional relevance for green customers

(Jaju, 2016)

Attractive environmental advertisements will encourage me to
adopt green purchasing patterns

(Jaju, 2016)

I acknowledge that environmental advertisements are not
exaggerated for green products in India

(Jaju, 2016)

Importance of green products and premium green

pricing

Pertanyaan

Sumber

| accept as true that a portion of the price for green products goes
to a worthy environmental cause

(Jaju, 2016)

I consider that green products are very important in the context of
India

(Jaju, 2016)

I think that it is reasonable to pay a higher price for products that
are produced in an ecological way

(Jaju, 2016)
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Embedding an eco-image in marketing of green products

Pertanyaan

Sumber

I share the opinion that the green products should bear an eco-
image in India

(Jaju, 2016)

There should be more visibility in the way in which green
products are marketed in India

(Jaju, 2016)

Environmental concerns and beliefs in India

Pertanyaan

Sumber

The earth is approaching the limit the number of people it can
support

(Jaju, 2016)

The balance of nature is very delicate and easily upset

(Jaju, 2016)

Human have the right to modify the natural environmental to suit
their needs

(Jaju, 2016)

The humans’ interference with nature often has disastrous
consequences

(Jaju, 2016)

Plants and animals exist primarily to be used by humans

(Jaju, 2016)

Humans have to control industrial growth to maintain a healthy
economy

(Jaju, 2016)

Human must live in harmony with nature in order ti survive

(Jaju, 2016)

Human need to adapt to natural environment because they can
remake it to suit their own needs

(Jaju, 2016)

There are limits to which the industrialized society can expand

(Jaju, 2016)

Mankind is severely abusing the environment

(Jaju, 2016)

Environmental Behaviour of Customers

Pertanyaan

Sumber

Use of biodegradable soaps or detergents

(Jaju, 2016)

Avoid buying aerosol products

(Jaju, 2016)

Read labels to see if contents are environmentally safe

(Jaju, 2016)

Buy products made or packaged in recycled materials

(Jaju, 2016)

Buy products in packages that can be refilled

(Jaju, 2016)

Avoid buying products from companies who are environmentally
responsible

(Jaju, 2016)

Recycle bottles, cans or glass

(Jaju, 2016)

Consumers taking their own bags to the supermarket

(Jaju, 2016)

Contribute money to environmentak causes

(Jaju, 2016)
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Nomor | Usia Jenis Pekerjaan Rata-rata Apakah anda | Apakah anda | Apakah anda pernah Berapa kali Anda Apa saja jenis
Kelamin penghasilan atau mengetahui | mengetahui membeli/menggunakan | pernah produk Love
uang saku per produk Love | bahwa produk | produk Love Beauty membeli/menggunakan | Beauty and
bulan Beauty and Love Beauty and Planet? produk Love Beauty Planet yang
Planet? and Planet and Planet? pernah anda
merupakan beli?
produk ramah
lingkungan?
1 17-21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 1.500.000 Kondisioner
2 17-21 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 4 - 6 kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
Sabun mandi
(Body Wash)
3 22 -26 | Perempuan | Tidak <Rp 500.000 Ya Ya Ya 1-3kali Sampo, Sabun
Tahun bekerja mandi (Body
Wash)
4 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya > 6 kali Sabun mandi
Tahun Swasta (Body Wash),
Losion Badan
(Body Lotion)
5 22-26 | Perempuan | Fresh > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun graduate (Body Lotion)
6 22 -26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
7 22 -26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Rp 2.000.000 mandi (Body
Wash)
8 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 4 - 6 kali Sampo,
Tahun 1.000.000 Kondisioner
9 22-26 | Perempuan | Wiraswasta | Rp 1.000.001 — Ya Ya Ya 1-3kali Sampo, Losion
Tahun Rp 1.500.000 Badan (Body
Lotion)
10 17 -21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1-3kali Sampo
Tahun Rp 1.500.000
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11 22-26 | Perempuan | Wiraswasta | Rp 1.000.001 — Ya Ya Ya 1-3kali Kondisioner,
Tahun Rp 1.500.000 Sabun mandi
(Body Wash)
12 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash)
13 27 -31 | Laki-laki Wiraswasta | > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
14 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Losion Badan
Tahun Rp 1.500.000 (Body Lotion)
15 22 -26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 4 - 6 kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Sheet mask,
Hand cream
16 22 - 26 Laki-laki Mahasiswa > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun mandi (Body
Wash),
Pembersih
wajah
(Cleansers)
17 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
18 17-21 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 2.000.000 Kondisioner
19 22 -26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya > 6 kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion),
Scrub, Hand
cream
20 17 -21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1-3kali Losion Badan
Tahun 1.000.000 (Body Lotion),
Scrub, Hand

cream
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21 22-26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo
Tahun
22 22-26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1-3kali Losion Badan
Tahun Rp 1.500.000 (Body Lotion)
23 22-26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 4 - 6 kali Sampo, Sabun
Tahun Rp 1.500.000 mandi (Body
Wash), Losion
Badan (Body
Lotion)
24 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
25 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
26 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo
Tahun
27 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 4 - 6 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
28 17-21 | Perempuan | Pelajar <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Kondisioner
29 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash)
30 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash)
31 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo
Tahun
32 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
33 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun mandi (Body

Wash)
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34 17 -21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo,
Tahun Kondisioner
35 17 -21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo,
Tahun Kondisioner
36 17 -21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 4 - 6 kali Sampo,
Tahun 1.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
37 17-21 | Laki-laki Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Rp 1.500.000 (Body Wash),
Losion Badan
(Body Lotion)
38 17-21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 4 -6 kali Sampo, Sabun
Tahun mandi (Body
Wash), Losion
Badan (Body
Lotion), Scrub
39 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo
Tahun 1.000.000
40 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya > 6 kali Sampo, Losion
Tahun 1.000.000 Badan (Body
Lotion)
41 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
42 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
43 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun 1.000.000 (Body Wash)
44 17-21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo, Sabun
Tahun mandi (Body
Wash), Hand
cream
45 17 -21 | Perempuan | Mahasiswa < Rp 500.000 Ya Ya Ya > 6 kali Sampo,
Tahun Kondisioner,
Sabun mandi

(Body Wash)
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46 17 -21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya > 6 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
47 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya > 6 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
48 17-21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun (Body Wash)
49 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
50 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 - Ya Ya Ya 1 - 3 kali Sampo, Hand
Tahun Rp 1.500.000 cream
51 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
52 17-21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo, Sabun
Tahun mandi (Body
Wash), Hand
cream
53 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun 1.000.000 mandi (Body
Wash)
54 17-21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 1.500.000 Kondisioner
55 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Rp 1.500.000 mandi (Body
Wash), Losion
Badan (Body
Lotion)
56 22-26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1-3kali Sampo, Sabun
Tahun 1.000.000 mandi (Body

Wash), Losion
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Badan (Body

Lotion)
57 17 -21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo,
Tahun Kondisioner
58 22-26 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1-3kali Sabun mandi
Tahun (Body Wash),
Losion Badan
(Body Lotion)
59 22 -26 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun (Body Wash)
60 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
61 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun 1.000.000 mandi (Body
Wash), Losion
Badan (Body
Lotion)
62 22 -26 | Perempuan | Wiraswasta | Rp 1.500.001 — Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Rp 2.000.000 (Body Wash)
63 22 -26 | Perempuan | Karyawan Rp 1.500.001 - Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Swasta Rp 2.000.000 mandi (Body
Wash)
64 27-31 Laki-laki Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash), Losion
Badan (Body
Lotion)
65 22 -26 | Perempuan | Pegawai > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Negeri mandi (Body
Wash), Losion
Badan (Body
Lotion)
66 22 -26 | Laki-laki Mahasiswa <Rp 500.000 Ya Ya Ya 1-3kali Sampo
Tahun
67 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion),

Pembersih
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wajah
(Cleansers)

68 17 -21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1-3kali Sampo, Sabun
Tahun 1.000.000 mandi (Body
Wash)
69 22-26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1-3kali Sabun mandi
Tahun Rp 1.500.000 (Body Wash)
70 17-21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sampo,
Tahun Kondisioner,
Losion Badan
(Body Lotion)
71 17-21 | Perempuan | Mahasiswi > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun & karyawan Kondisioner
swasta
72 17-21 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Swasta Kondisioner
73 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 4 -6 kali Losion Badan
Tahun 1.000.000 (Body Lotion)
74 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 - Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
75 22 -26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Kondisioner
76 22-26 | Perempuan | Karyawan Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo, Scrub
Tahun Swasta 1.000.000
77 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Swasta (Body Wash)
78 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Swasta (Body Wash)
79 27 -31 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo, Sabun
Tahun Swasta mandi (Body

Wash), Losion
Badan (Body
Lotion)
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80 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1-3kali Sampo
Tahun
81 22-26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 1-3kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
Sabun mandi
(Body Wash)
82 22 -26 | Perempuan | Pegawai Rp 1.500.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Negeri Rp 2.000.000 Kondisioner,
Sabun mandi
(Body Wash)
83 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Kondisioner,
Sabun mandi
(Body Wash)
84 17-21 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo,
Tahun Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
85 22 -26 | Perempuan | Pegawai Rp 1.500.001 - Ya Ya Ya 1 - 3 kali Losion Badan
Tahun Negeri Rp 2.000.000 (Body Lotion)
86 17-21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo
Tahun 1.000.000
87 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun (Body Wash),
Losion Badan
(Body Lotion)
88 22 -26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sampo
Tahun
89 22 -26 | Perempuan | Pegawai > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Negeri (Body Wash)
90 17 -21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1-3kali Sabun mandi
Tahun Rp 1.500.000 (Body Wash)
91 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya > 6 kali Sampo,
Tahun Kondisioner
92 17 -21 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 1-3kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
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Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
93 22 -26 | Perempuan | Karyawan Rp 500.001-Rp | Ya Ya Ya 1-3kali Pembersih
Tahun Swasta 1.000.000 wajah
(Cleansers),
Hand cream
94 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo
Tahun Swasta
95 22 -26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya > 6 kali Sampo, Sabun
Tahun Rp 2.000.000 mandi (Body
Wash), Losion
Badan (Body
Lotion)
96 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo
Tahun 1.000.000
97 17-21 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash), Losion
Badan (Body
Lotion)
98 22 -26 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
99 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
100 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash)
101 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sampo,
Tahun Swasta Kondisioner,

Losion Badan
(Body Lotion)
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102 >31 Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo, Losion
Tahun Swasta Badan (Body
Lotion)
103 17 -21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1-3kali Sampo,
Tahun Kondisioner
104 17 -21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1-3kali Sabun mandi
Tahun 1.000.000 (Body Wash),
Scrub
105 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Swasta Kondisioner,
Sabun mandi
(Body Wash)
106 22 -26 | Perempuan | Wiraswasta | Rp500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
107 17-21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun (Body Wash)
108 17-21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
109 27 -31 | Laki-laki Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Swasta (Body Wash)
110 17-21 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Rp 1.500.000 mandi (Body
Wash)
111 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1 - 3 kali Sampo,
Tahun 1.000.000 Kondisioner
112 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya > 6 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash)
113 27-31 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Swasta Kondisioner,
Sabun mandi

(Body Wash)
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114 22 -26 | Laki-laki Wiraswasta | > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sabun mandi
Tahun (Body Wash)
115 22-26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1-3kali Sampo,
Tahun Rp 1.500.000 Kondisioner
116 22-26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 4 - 6 kali Sampo,
Tahun Rp 1.500.000 Kondisioner
117 17 -21 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 1-3kali Sampo, Sabun
Tahun Rp 2.000.000 mandi (Body
Wash), Losion
Badan (Body
Lotion)
118 22 -26 | Perempuan | Mahasiswa Rp 1.000.001 — Ya Ya Ya 1 - 3 kali Sampo,
Tahun Rp 1.500.000 Kondisioner,
Sabun mandi
(Body Wash)
119 22 -26 | Perempuan | Wiraswasta | > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo
Tahun
120 17-21 | Perempuan | Mahasiswa Rp 1.000.001 - Ya Ya Ya 4 -6 kali Sampo, Losion
Tahun Rp 1.500.000 Badan (Body
Lotion)
121 22 -26 | Perempuan | Pegawai > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Negeri (Body Wash)
122 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun Swasta (Body Wash),
Losion Badan
(Body Lotion),
Hand cream
123 22 -26 | Perempuan | Wiraswasta | > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo,
Tahun Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion),
Pembersih
wajah

(Cleansers),
Scrub, Sheet
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mask, Hand
cream
124 22-26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo,
Tahun Kondisioner
125 22-26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1-3kali Sampo,
Tahun Kondisioner
126 22 -26 | Perempuan | Pegawai > Rp 2.000.000 Ya Ya Ya 4 - 6 kali Sabun mandi
Tahun Negeri (Body Wash),
Losion Badan
(Body Lotion),
Pembersih
wajah
(Cleansers)
127 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun Swasta (Body Lotion)
128 17-21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
129 17-21 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1 - 3 kali Sabun mandi
Tahun (Body Wash)
130 22 -26 | Perempuan | Freelance Rp 500.001-Rp | Ya Ya Ya > 6 kali Sampo,
Tahun Ilustrator 1.000.000 Kondisioner,
Sabun mandi
(Body Wash)
131 22-26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya > 6 kali Sampo,
Tahun Swasta Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion),
Hand cream
132 17-21 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo, Sabun
Tahun Swasta mandi (Body
Wash)
133 22-26 | Perempuan | Mahasiswa <Rp 500.000 Ya Ya Ya 1-3kali Sampo
Tahun
134 17 -21 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya 1-3kali Sabun mandi
Tahun 1.000.000 (Body Wash),
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Losion Badan

(Body Lotion)
135 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1-3kali Sabun mandi
Tahun (Body Wash)
136 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya > 6 kali Sabun mandi
Tahun Swasta (Body Wash),
Losion Badan
(Body Lotion)
137 22 -26 | Perempuan | Mahasiswa > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Losion Badan
Tahun (Body Lotion)
138 22 -26 | Perempuan | Mahasiswa Rp 1.500.001 — Ya Ya Ya 4 - 6 kali Sampo,
Tahun Rp 2.000.000 Kondisioner,
Losion Badan
(Body Lotion)
139 22 -26 | Perempuan | Mahasiswa Rp 500.001-Rp | Ya Ya Ya > 6 kali Sampo,
Tahun 1.000.000 Kondisioner,
Sabun mandi
(Body Wash),
Losion Badan
(Body Lotion)
140 22 -26 | Perempuan | Karyawan > Rp 2.000.000 Ya Ya Ya 1 - 3 kali Sampo
Tahun Swasta
141 17-21 | Perempuan | Mahasiswa | <Rp 500.000 Ya Ya Ya 1 - 3 kali Sampo

Tahun
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UJI VALIDITAS
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Variabel Item r-hitung r-tabel Keterangan
Ekolabel (X1) X1.1 455 278 Valid
X1.2 A75 278 Valid
X1.3 375 278 Valid
X1.4 419 278 Valid
X1.5 491 278 Valid
X1.6 403 278 Valid
Merek dan Kemasan X2.1 462 278 Valid
Hijau (X2) X2.2 537 278 Valid
X2.3 492 278 Valid
X2.4 512 278 Valid
X2.5 .398 278 Valid
Iklan Hijau (X3) X3.1 .598 278 Valid
X3.2 .676 278 Valid
X3.3 .562 278 Valid
X3.4 .647 278 Valid
Harga Hijau (X4) X4.1 .630 278 Valid
X4.2 .626 278 Valid
X4.3 .503 278 Valid
Menanamkan Citra X5.1 376 278 Valid
Lingkungan (X5) X5.2 .290 278 Valid
Kepedulian dan X6.1 .340 278 Valid
Keyakinan X6.2 .309 278 Valid
Lingkungan (X6) X6.3 .361 278 Valid
X6.4 .303 278 Valid
X6.5 .385 278 Valid
X6.6 .323 278 Valid
X6.7 .308 278 Valid
X6.8 433 278 Valid
X6.9 311 278 Valid
X6.10 422 278 Valid
Perilaku Lingkungan Y.l 814 278 Valid
Konsumen (Y) Y.2 .693 278 Valid
Y.3 .748 278 Valid
Y.4 .801 278 Valid
Y.5 .759 278 Valid
Y.6 .740 278 Valid
Y.7 .798 278 Valid
Y.8 .700 278 Valid
Y.9 .720 278 Valid




RELIABILITAS EKOLABEL

Reliability Statistics

Cronbach's
Alpha

N of Items

.856

RELIABILITAS MEREK DAN KEMASAN HIJAU

Reliability Statistics

Cronbach's N of Items
Alpha
.796 5
IKLAN HIJAU

Reliability Statistics

Cronbach's N of Items
Alpha
.894 4
HARGA HIJAU
Reliability Statistics
Cronbach's N of Items
Alpha
.826 3

MENANAMKAN CITRA

Reliability Statistics

Cronbach's
Alpha

N of Items

762

KEPEDULIAN DAN KEYAKINAN LINGKUNGAN

Reliability Statistics

Cronbach's
Alpha

N of Items

.836

10

LINGKUNGAN
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PERILAKU LINGKUNGAN KONSUMEN

Reliability Statistics
Cronbach's
Alpha

N of Items

.899 9

ANALISIS STATISTIK DESKRIPTIVE

148

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Ekolabel 141 13 30 24.79 3.478
Merek dan Kemasan Hijau 141 14 25 20.88 2.885
Iklan Hijau 141 10 20 16.59 2.444
Harga Hijau 141 7 15 12.26 2.006
Menanamkan Citra Lingkungan 141 6 10 8.79 1.188
Kepedulian dan Keyakinan 141 30 50 41.69 5.200
Lingkungan
Perilaku Lingkungan 141 20 45 34.74 6.179
Konsumen
Valid N (listwise) 141
HASIL ANALISIS REGRESI LINIER BERGANDA

Variables Entered/Removed?
Model Variables Entered Variables Removed Method
1 Kepedulian dan Keyakinan .| Enter

Lingkungan, Harga Hijau,

Menanamkan Citra Lingkungan,
Ekolabel, Merek dan Kemasan
Hijau, Iklan Hijau®

a. Dependent Variable: Perilaku Lingkungan Konsumen

b. All requested variables entered.

Model Summary

Model

R R Square

Adjusted R Square

Std. Error of the Estimate

1

7552 .569

550

4.144

a. Predictors: (Constant), Kepedulian dan Keyakinan Lingkungan, Harga Hijau, Menanamkan Citra
Lingkungan, Ekolabel, Merek dan Kemasan Hijau, Iklan Hijau
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ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 3043.374 6 507.229 29.533 .000P
Residual 2301.435 134 17.175
Total 5344.809 140

a. Dependent Variable: Perilaku Lingkungan Konsumen

b. Predictors: (Constant), Kepedulian dan Keyakinan Lingkungan, Harga Hijau, Menanamkan Citra
Lingkungan, Ekolabel, Merek dan Kemasan Hijau, Iklan Hijau

Coefficients?

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -2.890 3.269 -.884 .378
Ekolabel 192 152 .108 1.266 .208
Merek dan Kemasan Hijau .818 .192 .382 4.250 .000
Iklan Hijau .370 .248 146 1.490 .139
Harga Hijau .632 .249 .205 2.536 .012
Menanamkan Citra -.540 407 -.104 -1.326 .187
Lingkungan
Kepedulian dan Keyakinan 159 .090 134 1.763 .080
Lingkungan
a. Dependent Variable: Perilaku Lingkungan Konsumen
HASIL REGRESI HIERARKI
Metode forward
Variables Entered/Removed?
Model Variables Entered Variables Removed Method
1 Merek dan Kemasan Hijau . | Forward (Criterion:
Probability-of-F-to-enter <=
.050)
2 Harga Hijau .| Forward (Criterion:
Probability-of-F-to-enter <=
.050)
3 Iklan Hijau .| Forward (Criterion:

Probability-of-F-to-enter <=
.050)

a. Dependent Variable: Perilaku Lingkungan Konsumen

Model Summary

Std. Error Change Statistics
R Adjusted R of the R Square F Sig. F
Model R Square Square Estimate Change Change dfl df2 Change
1 .6872 472 468 4.505 A72| 124.352 1 139 .000
2 7270 .528 521 4.275 .056| 16.366 1 138 .000
3 742° .550 .540 4.188 .022 6.757 1 137 .010

a. Predictors: (Constant), Merek dan Kemasan Hijau

b. Predictors: (Constant), Merek dan Kemasan Hijau, Harga Hijau

c. Predictors: (Constant), Merek dan Kemasan Hijau, Harga Hijau, Iklan Hijau
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ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 2523.762 1 2523.762 124.352 .000P
Residual 2821.046 139 20.295
Total 5344.809 140
2 Regression 2822.857 2 1411.429 77.233 .000°
Residual 2521.951 138 18.275
Total 5344.809 140
3 Regression 2941.393 3 980.464 55.889 .000¢
Residual 2403.415 137 17.543
Total 5344.809 140
a. Dependent Variable: Perilaku Lingkungan Konsumen
b. Predictors: (Constant), Merek dan Kemasan Hijau
c. Predictors: (Constant), Merek dan Kemasan Hijau, Harga Hijau
d. Predictors: (Constant), Merek dan Kemasan Hijau, Harga Hijau, Iklan Hijau
Coefficients?
Unstandardized | Standardized Collinearity
Coefficients | Coefficients Correlations Statistics
Std. Zero-
Model B Error Beta t Sig. | order | Partial | Part | Tolerance | VIF
1 |(Constant) 4.013| 2.782 1.442| 151
Merek dan 1.472 132 .687|11.151| .000| .687| .687| .687 1.000 | 1.000
Kemasan Hijau
2 | (Constant) 974 | 2.745 .355| .723
Merek dan 1.072 159 501| 6.725| .000| .687| .497| .393 .617 | 1.621
Kemasan Hijau
Harga Hijau .928 229 .301| 4.046| .000| .611| .326| .237 .617|1.621
3 | (Constant) -659| 2.762 -.239| .812
Merek dan .835 181 .390| 4.611| .000| .687| .367| .264 459 |2.177
Kemasan Hijau
Harga Hijau .700 241 227 2.903| .004| .611| .241| .166 .535|1.868
Iklan Hijau .566 218 2241 2599 .010| .642| .217| .149 443 12.260
a. Dependent Variable: Perilaku Lingkungan Konsumen
Excluded Variables?
Collinearity Statistics
Partial Minimum
Model Beta In t Sig. Correlation | Tolerance | VIF Tolerance
1 Ekolabel 263°| 3.351 .001 274 573 1.744 573
Iklan Hijau 315°|  3.820 .000 .309 510  1.962 510
Harga Hijau 301°|  4.046 .000 .326 617| 1.621 .617
Menanamkan Citra .055° .704 483 .060 .618 1.617 .618
Lingkungan
Kepedulian dan 232°|  3.340 .001 274 734 1.363 734
Keyakinan
Lingkungan
2 Ekolabel A173¢) 2,119 .036 178 499| 2.003 498
Iklan Hijau .224°| 2,599 .010 217 443 2.260 443
Menanamkan Citra -.024¢ -.313 755 -.027 577 1.733 .504
Lingkungan
Kepedulian dan A173¢| 2,503 .013 .209 .687| 1.456 557
Keyakinan
Lingkungan
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3 Ekolabel 1159 1.335 184 114 441 |  2.266 391
Menanamkan Citra -.075¢ -.960 .339 -.082 .545 1.835 418
Lingkungan
Kepedulian dan 1219 1.615 .109 137 578 1.729 373
Keyakinan
Lingkungan

a. Dependent Variable: Perilaku Lingkungan Konsumen

b. Predictors in the Model: (Constant), Merek dan Kemasan Hijau

c. Predictors in the Model: (Constant), Merek dan Kemasan Hijau, Harga Hijau

d. Predictors in the Model: (Constant), Merek dan Kemasan Hijau, Harga Hijau, Iklan Hijau
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Abstract

The purpose of ths study is to investigate the impact of Green Marketing on Censumer Purchasing
Patterns and Decision Making in India. The sludy was concentrated parlicularly on the Telangana State
in India. The research was used a quantitative approach with survey as the research instrument. The
survey included basic socic-demographic queslions followed by questions on  consumers’
environmental beliefs and their environmental behaviour. The results were then analysed using
descriptive, regression analysis and correlations from SPSS. The significant findings show that intensity
of green packaging and green branding, importance of green products and premium green pricing have
a significantly posilive impact on consumer behaviour leading to green purchases. Associations
between place of residence and some of the environmental belief factors were found. Correlations were
found between eco-labeliing, green branding and green pricing and the environmental behaviour of
CONSUMErs,

Keywords: Green marketing, consumer purchase pattens, developing nations, India, strateges of
green marketing, consumer beliefs, erwironmental behaviour
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1. Intreduction

Grean marketing s on the rise and a rather new area acknowledged for research. Thare is not one
universal definition of green marketng and the definition generally varies according to the ressarcher's
wiewpoint. Dahlatorm {201 1) and Ottman {2011} have characterized green marketing as an imtegratian
ol geological concerms inlo markeling aspecls ncluding production, disldbution and logistics, promotion
and packaging along with marketing communications. Green marketing associates with identifying the
cansurmer needs and satishying those needs in valuable and sustainable manner (Feattie, 1993), For
this research. the definiion adopted states that green marksting can also be used as a strategy that
points the consumers towards the benefils of environmentally friendly products o influence their
purchaszing patterna (Harrison, 1993). Green marketing helps in brand differentiation of companies that
in lrn focuses an the environmentally aware consumerns willing o buy green products (Chan, 2004). 11
can be nferred from various |iberature that green marketing basically bridges the communication
between envirenmenlally conscous Tirms and conswmers, in len strengthening their redationship, A
green consumer, &5 stated by Ekington (1824), is indulgent in using ervironmentally friendly products
including the ones using grean manufacturing and production methods and the ones that are against
animal cruetty and so.an. Such green consumers are compaling companies to differenbiate themselves
by going green and comsequently making a new market segment adding to the economies of different
natioenz globally (Juwahesr et al., 2012).

Empirical researches have recoqnised that issues regacding sustainability, awarensss  about
environmantal issuwse and green brands ara becoming a focal point in developed and developing
nations, with added consclousness from the gavemment and population in general, Studbes kave been
condusted on green buying behaviour and attitudes of the different population and it was nated that
green markeling was gaining prominence in developing nalions (Khare, 2014). In the conlexl of
developing countries. studies concluded that green consumption was becoming popular and different
glaments thal influenced green consumplions include, avwareness and knowledge aboul green
products, trust in eco-labels and brands, consumers’ concemn towarde environment’s degradation and
their aliruistic walues, consumers were also found to be more socially integrated and have a
cosmopoltan approach and favourable atitude towards green products (Mozsafa, 2009, Rahbar and
Wahid, 2011 and Juwaheer et al., 2012). India was appraised as a relalively new segment for furlbaer

research in green marketing in contrast to the other developing natiors (Khare, 2014},

Do b0 the incresasing recognition of gresen marketing especially in emening nations, the key facus of
this study is to investigats the impact of grean marketing on consumer purchasing patiemns and decision
rmaking in Telangana, India.

1.2 Context and Rationale

Ta make the markei segment for green products more conventional, it is essential o research the

factors that persuade green behaviour in consumers leading to green purchases. A consumer's

3



decision-making process is influenced by numerous factors, most importantly, a consumer's awarenass
and knowdadge aboul green products diclates the decision-making (CGarson el al., 1593). Various alher
studies have been pursued on green marketing and the strategies used for communication in arder to
influence the consumer purchase bahaviour. Itis obeerved that a correlation exists betwean consumers’
environmental heliefs and their confidence on the performance of green products (Pickett-Baker and
Ozaki. 2008). Ressarches state that consumers’ valuesibeliefs and their behaviouwr are the driving
factiors that shape thesr perceptions of environmentally friendly products, and that this s guided by
means effective marketing [ Picketl-Baker and Ozaki, 2008). |t was also identified thal Indian consumers
ware allected by green brands and price, which influenced their behaviour (Khare et al., 2013). Khare
(2014} affirned that there is an upsurge in eco-awareness in urban consumers, but there iz atill 8 need
far extending and mulliplying the same amaong maore number of people, As per the reviewed literalune
it was observed that eco-labelling encroaches on the consumer purchasing patierns of green products.
Researchars have also found that brands can also sfluence consumer behaviour lowards ecologlcal
product consumption (Picket-Baker and Ozaki, 2008). There are contradictory studies in terms of the
affecl of green adwerlisernenls on consumers, based on varous research papers. Juwaheer el al.
(2012}, also put forward that consumers have started becoming more conscious about being eco-
Trigndly, this has Turthermore resulled in demand Tor such eco-Iriendly products, and this in lurn s
offering companies a chance to exploit the need and create a new market segment.

The Iterature suggests that consumer s the biggest stakehalder and hence there 8 a need for maore
resgarch around the consumer. Several sludies revealed that consumers are now well informed about

ecological benefits and issues, thus leading 1o their growing environment concems.

1.3 Research aim and objectives

There is a lol of pubblished literature in the area of green marketing and consumer behaviour, although
the consumer purchasing patterns influenced by different green marketing strategies for developing
counlries is yel o be discoverad in detail (Juwabeer el al, 2002) Therefone, o bridge his literalorne
fap, laking up the current research may lead o consumer percepions and comprehensions that waould
be of interest. f would be interesting to look at socio-demographics to see if there are any associations
with respect 1o consumers' hallefs,

There are different factors under consumer belefs that may act as drivers of green behaviour { Juwahesr

gt al.. 2012). A gquestionnaire based on the same factors has been adopted for this research.

This study aims to investigate the impact of green marketing on consumer purchasing patterms and

decision making in India. In parlicular, this reseanch is concenirated on the Telangana stale in India.

Sub-Objective 1: To investigale e dineclion and strenglh of the relalionship belwesn the sic distinct
envirenmental belef factars and environmental Behaviour, while contreding for key sacio-demagraphic
factors.



Sub-Objective 2: To investigate significant associations betwean the environmantal behaviour, the six
envirenmental belief factors and key soclo-demagraphic varlables Including gender, age, edudation and

placa of rmsidenca

Sub-Objective 3: To analyse the correlations between environmental balief factors (eco-lakelling, green
branding and packaging, ervironmental adverlisemenls, green pricing, embedding an eco-amage,

environmeantal concems and beliefs) and the environmental behaviour of consumers

1.4 Outline of the research

Chapter 1 provides a background of the research

Chapter 2 will highlight the existing litarature in the area of green marketing further pointing to the
research alm and objectives.

Chapter 3 will facus on the research melhodology thal will be used o invesligate the research aim and
objectives.

Chapter 4 will includesd all the analysis of the research obectives followed by stating the resuls and
findings.

Chapter 5 will emphasize the findings keading to a discussion, mplications and swggestions for future
research,

Chapter 6 will concluds the research paper.



2. Literature Review

2.1 Intraduction

Gre=n marketing is becoming & popular reseanch area and many theaories have besn proposed in the
cantext af green marketing and consumer behaviour. This chapter will fecus an the key literature that
has been studied surrounding the research topic. The key aspects of grean marksting, green consumear
hekaviour and consumer responsivensss on eco labelling, green advertising and green branding wil

be explained primarily based on the impact of green marketing on consumer purchase pattems in India.

2.2 Green Marketing

The definition of green makaeting has evolved considerably since ils orgination in the 1970, One of the
eariiest dafiniions of Green Marketing includes the aspects of marketing activitias, both pasitive and
niecgative, shidying the depletion of anergy and non-enaergy sources, pollution and soan (Henaln, 1972,
The mast racant definition of grean marksting has completaly progressed in terms of its varables. It
states that green markating involves the mareting strategies used to achieve a firm's fmanclal as well
as strategic goals while reducing its negative impact on the environment (Leonidou et al., 2013).
Dahlstorm (2011 and Ottman (2011} have characlerized green markeling as an inlegration of
ecological concermns into marketing aspects including production, distribution and logistics, promotion
and packaging alomg with markeling communications O the elver hand, Prakash (2002) PEGARES Qreen
marketing as an anvironmenially considered strategy that consisis of disclosing information to
consumners al dfferant levels like industry, firn and product kevel. Welford (2000} and Peatlie (1995)
describe green marketing as a management process of identfying, anficipating and satisfying the
cansurners’ needs and wanls while being suslamakie as well as profilable. Despile the growing body
of literature focusing on green marketing, 8 universal definifion remains elusive with many
helerogencous deflinilions remaining in use, depending on the researchers perspective. For the
purpose of this study, the researcher will focus on the definition advocated by Harrison (18893), which
defines green markating a& a marketing strategy involved in pointing consumers at the benefits of green
products ina way that it influsnces consumer purchase decisions.

2.2.1 Green Consumer

In order to understand the concepst of green marketing. itis necessary to understand a green consumer.
Elkington ({1994) defines a green consumer as an individual who indulges in awoiding the use of
presducts that endanger the environment due o thesr manufaciurng of disposing methods, or products
that imwolve animal cruslty or products that are obtained from threatened species. Numarous grean
rmarkeding ressarch papers, which are based on consumer behavaour, include factars that impact green
purchase, differenl consumer segments in green markeling, consumers decision based an thair
willingness lo pay and consumer profiling (Peallie, 2001} In line with the same, in a study conducled
by Laroche {2001). # was identfied that most green consumers are very likely to be educated young



adults, who spend money on both green and non-green products in anticipation that they work just as
afficiently and ellectively (Laroche el al., 2007). From the findings of another recenl sludy, il was
ohaerved that the knowledge consumers hawve about environmentally friendly products is one of the
contributing factors that influence their decisions to purchase green products (Khare etal., 2013). Thesa
studies show that different consurmers have different approaches and drivers for green purchase,

Orman {1993) and Peattie (2001), classify green consumer needs in four categonies including having
knowledge and mlormation, preserding their choce of Blestyle, desines 1o be substantive and the desine
to control, These needs are dassified ina way that they are mal by whal the marke! has o offer. To
undearstand how people are motivated in their decisions to achieve their needs. Maslow's Hierarchy of
neads includes motivational needs at different hierarchical levels in a pyramid. Thay can be classified
as, physiological, safety, love and belongingness, esteem and self-actualization needs (Maslow, 1943
and 1854),

S

=
|

A —
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Figure 1: Maslow's Hierarchy of neads

Maslow's Hierarchy of needs can be integrated with green consumer needs, therefore suggesting that,
gresn consumens buy green products to contribute o a safe environment while adding o their good
health. This meetls their physiclogical and safaty needs. At further levals. certain green consumers meet
thair love and belongingness need by giving it back lo the envirenmenl, hence crealing belongingness
to a community that loves the environment. This in turn can lead to high esteem and self-achualization.

On the basis of this theory, in a research on choosing the right green marketing strategy, conducted by
Ginsberg and Bloom {2004). the findings suggest that green consumers, who have decided {o purchase
gresen products, are more likely (o net campeamise on the quality af the product ag leng as the product
influences the consumers’ self-interest and at the same tme promoting its envirenmental benefits.
Qkada and Mais (2010), also swggest that green consumers are mare likely to overlook the cost as long
as e product aids their comvenience. On the other hand, based on a shudy about consumer's
willingness o pay, it can be argued hal consumers wauld be reluctant o pay exlra unless they have



eatisfactory information about green products (Michaud and Llerena, 2011). The key findings hara
suggest contradictory views, therefore # can be Inleresting to learn more about the patterns that

influence consumers’ decision making to buy gresn products.

2.2.2 Meed for Green Marketing

The literature in the area of green marketing abundantly consists of studies examining the need for
green marketing  particularly  inclining upon  the consumer requirements  and  enviconmental
considerations. Slafford (2003) and Otiman et al (200G), throwgh their researches have acutaly
concluded that as the concemn regarding the environment is growing globally and continually, green
markeling has gained more popularily. Overlime, numerous researchers have stimulaled further
investigations on environmental issues and conservation with regard to maketplaces across the globe
[Mintal, 2008). In 2006, the green industry was projacted at 200 billion dollars (Gupta and Ogden, 2009).
In a report fram 2011 on 'Green marketing: A Global Stratege Business Report’, Itwas ascertalned that
by the year 2017, the green marketing industry would have a market worth 52.5 trillion { Global Industry
Analysts Inc., 2011). The report further suggesis that awareness about ecological issues amongst
government, irms and consumers is the primary reason far the huge polential markel. MoKinsay (2007),
canducted a survey in which it was Tound that B7% of men and women, Trom dilerent developing nations
like Brazi, India, China and dewveloped nations like, Canada, UK, France and the US have inclined
themselves in decreasing thelr negative impact on the ecosystern (Mekingey, 2007), This shows that
there is an imcreasa in environmanial awaranass, therefore supporiing tha rise in tha market share of

green induslnes,

Later in 2011, aller examining the lileralure in markeling, operalions and managemenl, researchers
pointed oppaortunities for investigation in various fields like green processes, green performance, green
associations, green performance and green consumers [Cronin et al., 2011). According to I¥Souza et
al, (2006), as the number of green consumess s accelerating, firms are tnding to understand consumears'
purchasa intention when it comas to green products. This shows that, ther is a need to further explora

the area of consumer purchase patiems of green products.

2.3 Green buying behaviour

It % essential 1o analyse green buying behaviour af [reen consumerns n ofder o identify the factars that
ara driving the consumear purchase patterns, mcluding the intention of purchase and actual purchase
behaviour of green products, Grob (1905) defines behaviour in environmental context as actions that
hawve a direct effect on the ecosystern. There are multiple green practices that are gaining mormentum.
Some of them include recycling, saving paper and glectricily, avoiding the use of acrosols, encouraging
the use of biodegradable producis, use of organic food and so on (Gilg etal., 2005). Consumer demand
in terms of green movemenlt is gradually sloping upwards (Han et al., 2010). The reason far this shifl
towards green purchases could be a result of comsumers’ realization of the impact their behaviour has
an the envisanment,



Careon et al. [(19893) pont that a consumer's decision-making process is influenced by numerous
laciors, mosl impaortantly, & consumer's awareness and Knowladge aboul green products diclales the
dacisicn-making. Various other studies have been pursued on green marketing and the strategies usad
for communication in order o influence the consumer purchase behaviour. Pickett-Baker and Ozaki
(2008} observed that a comelaton exists bhetween comsumers' environmental beliefs and their
confidence on e performances of green producls. There was nolinear relationshi p between consumers’

environmental behaviour and their environmental bekefs.

In studies carrled out by Straughan and Roberts (19090 it was concluged that pro-enviconmeant and
eco-friendly attitude might be influsnced by personal factors as well as peer viewpoint. Ajzen’s Theory
of Planned Behaviour (TPB), validates that, the intention of buying s Influenced by beliefs that shape
atbiiudes to behaviour (Ajzen, 1991} In a study by Mathur et al (2008) where TPEB is used, the
cansurnplion Dehaviour was compand belween 27 and 37 generalion Indians living in he USA and
India. The Indians living in America were found to be extremely influenced by the green values and the
green cullure there and il was observed thal this was more evident on the Indian youth cormpangd ta
the other consumption groups. In the contaxt of developing countries, studies based on countries like
Egypl. Malaysia. Singapore and Mauritius, it was found thal green consumption was becoming popular
and different elements that influenced green consumpbions incdude, awareness and knowledge about
gresen producls, rusl in eco-labels and brands, consumers” concern lowards environmenl’s degradation
and their altruistic values, consumers were also found 1o be more scdally integrated and have a
cagmapolilan approach and Tavourabde allitude lowards green products (Maoslala, 2009, Rahbar and
Wahid, 2011 and Juwaheser et al., 2012). In a research on consumers in Ghana, a low level of ecalogical
awarenass was found which, diractly impacted the green purchase decision of Ghanaian consumars.
Another factor that influenced green purchases was price (Braimah and Twenehoah-Koduah, 2011},
On the other hand, when the Ajzen's Theory of Planned Behavior (TPE) was applied to a shady on
consumers from developed countries like UK and Greece, in order to examine the different factors that
inMuence their intention Lo purchase green products, the resulls wene completely dilferent for bolbh LUE
and Greecs, In UK, iU was found that the consumers were mere inclined towards social nosms and
acceptance from society. And thus. social norms were directly proportional to purchase intentions of
consurners, On the contrary, In Greece, consumers were not influenced by scolal norms but believesd
in contral. They felt that their knowledge and awareness about green products has an impact on tha
ecological behaviour (Kalafatiz et al., 1998}, On the basis of these studies, it can be observed that
Ajzen's theory of planned behaviour is well suited 1o know the intention behind consumer purchase of
green products. However, Mangnusson el al, (2003 ) validale thal TPB is less suilable lo explain slhical
behaviour becaussa the consumer affective elemeant that influences consumer ethical bahaviour is not
accaunted for in TRPE

Although, there are theories that support that behaviours are influsnced by atlibudes of individuals, in
the case of green consumernsam, researchers are still debating the ability o predict attitude. According
le Mainier el al., (1997), the cormelation amid consumers” green behaviour and their allilude was found
to be low. Tracy and Oskamp (1954), also suggest the same where as Spruyt et al. (2007), proposed



that the prediction of an individual corsumers behaviour is dependent on the indiidual's attitude.
Therefara, the measure of altitudes to predict consumer behaviour should be concentraled on spacific
categories like purchasing of emvironmentally friendly products (Wulf and Schronder, 2003). Young et
al. (2010} suggested that thers is an “attitude-behaviowr™ gap in franslating consumers’ ecological
coneerns into behaviour. Green purchases are nol necessarnily led by comsumers’ interest in baing
ecologically safe (Young et al., 2010).

Based on sludies aboul consumer's behavioural patlerns, it was concluded that a green conswmar &
likely 1o be a corfused consumer (Grame, 2000 and Davis, 1593) From the findings in different
developing nations, it was observed that consumers’ awareness, knowledge, environmenial concems
and 50 on are the drivers behind their green purchases, Howeaver, in the case of India, contradictory
views have been presented by different researchers. In a paper by Singh and Pandey (2012), it was
noded that the Indian consumers were showng an increased interest in green products, and if the
consumers are well informed about the price, quality and features, performance and other banefits of
differenl green products through gresn marketing, it will lead 1o a sharp increase in the use of such
products. According to their research, Singh and Pandey {2010), found that the consumers in India,
however, lack awareness af olher green products including recyelable products, organic Teod and so
an; henee, there s aneed of bullding green products and brand awareness {Singh and Pandey, 2012,
On the contrary. a study by Mishra and Sharma {2010} showed thal, Ayurveda and harbal products
hawve been popular in India for many decades. These products were considered imporant as they
cansisted natural elements and medicinal aids. Indian consumers have beean relying on these producls
and using them aver many years (Mishra and Sharma, 2010). Indian consumers trust that both
Ryuweda as well as herbal prn-dut:l,s de nol have any side eflects, thus, enmutaging lhem o use lhese
products at home for beauly benefits (Mishra and Sharma, 2010), Globalizaton has influence:d
consumplion pattems which has in turn altered the lifestyles of consumers. Taking inte account the
evidence from the literature, further investgation on the Indian congumer segment by identifying the
relationship between consumer belief and behavieur may lead to inleresting insights.

2.4 Consumer Responsiveness and Eco-labelling

Eco-labelling = a key factor that will be incorporated in this research paper. Eco-labelling impinges an
the purchasing paltems of green producls. An eco-label recognizes the complele emvironmental
preference of a product ar service inside a product classification with respect to its life cycle (Global
Ecolabelling Metwork, 2004}, Organizations could use Eco labels as a proof to illusiraie 1o their
consumers that they have used emvronmentally profound production as well as distrbuticn metheds
[Bruce and Larziya, 2007). Eco labeling is supportad by “perspective criteria as well as standardization
of principles” for products that are eco-friendly, thus differentiating the product from athers 1o ensure
consurnars of its standards (Bostrém and Klinbman, 2008, p.28). The producers of eco labelling
schemes are most ikely 1o be licensed through independent third parties (stale or privale agency) who
inspact whether or not the producers ere complying by the labelng standards (Bostrdm and Klintman,
2008, p28), Cherion and Jacoh (2012) state thal there ane over 20 eco-laballing methoeds currently and
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Germany was the first nation to introduce sco-labelling schema called Blua Angar.

Eco-abals carmy major significance in improving market shares by demenstrating affirmatie social and
ecalogical Impact (Michalka, 2010), Such eca labek are called "winners”, Eco labels that determing
litle or no impact despite being popular amongst consumers are called “grean washers™. Eco labals
that demaonstrate positve ecological results with less market recognition are called *walfiowers". Eco

labels that hawe no significance in either dimension are called “weeds” (Purohil, 2012).

Eco-abelling might be an important factor in comvincing consumers to buy green products. Eco-laballing
can influence consumers to pay & premium price by showing additional bensfits of the products such
as quality, ecologically safe, non-hazardows. more efficient and =0 on (Ranfro, 2010). In a Malaysian
resgarch including 526 respondents, Rashid (2009) pointed thal consumers have a positive oullook and
reaction to green purchases and green marketing a3 a result of their awareness of eco-labels. Another
sludy by Kuhn {19899, supporls the Tndings Trom Rashid {2009), According 1o Buehe (1993}, he marked
ghare of 8 company that uses ecological manufacturing methods and sustainable marketing strategies
can be improved by promoting their eco-frendly activities using eco labels, O Ve confrary, Leire and
Thidell {2005) identified that consumere’ green purchases ara not driven by their eco label awarenass.
They used a framework developed by the US-EPA fo measure the effectivensss of ecodabeling. As a
result, it was found that consumers acknowledge eco-labels but they don't necessarly buy those
products ar thal they don’l necessarnily follow the information they specily in the survey (Leire and
Thidell. 2005). Lyer (1999} has informed that consumers’ lack trust when eco labels are concemed.
Cherian and Jocob (2012 suggest that the reason behind this consumer distrust is not understocd o
fts full potential, The perception that is undersiood suggests thal eco labels attract consumers by

explaining the product’s ervironmental impact (Charion and Jacob, 2012).

These conllicting views by various researchers painl lo a Merature gap and hence furher invesligalion
is required to understand the consumer responsiveness lowards eco-labels. Empirical research has
suggested a need in invesitigating the different ways. which will have a direct impact an intentions behind
consumers’ green purchase with the use of eco labels ([D'Souza et al, Z006), Sammer and
Wustenhagan [(20086], also suggest that it is mecassary to explore the direct impact of eco-labelling an
consumer's ecological attilude and decision-making. The current research will explore this interesting
area uging a validated questionnaire that has been undearutilized in the literature to date in an interesting

populaticn wilhin a developing country.

2.5 Green Branding

Rasaarchars who studied concepls of brands and thair effect on consumaers” altitude and consumers’
behaviour, have offered various internal and perceptual factors leading to purchase behawviour by
influencing consumers’ alliludes. There are three perceplual Tactors denlified in “Managing Brand
Equity", namely. Brand awareness, associations and guality perception (Asker, 1991). Bamyté &

Gadeikiena (2008 ) belisve that in the recent past, Green Marketing is coming to light as an instrumeant
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cantributing o sustanable developrment and adding value 1o the brand image, Marketing of produsts
that are eco-friendly is not commercially feasible to infiltrate the marketplace if there is lack of
cammunication of the brand attibutes {Meffert and Kirchgeaorg, 1993,

One of the most sigrilicant elements of green branding slralegies is green posilioning which can further
be classified into functional or emaotional. Elements that are classified as emotional are considered more
impertant eom pared 1o funcional elements of branding and green postianing of products (Meffert and
Kirchgeorg. 1893). According to Sarkar (2012), when green positioning is used in terms of a corporate
slrategy, it can be based on different emolional brand benefils such as selflessness associated wilh
emotion of wel-being, benefits including auto-expression that are a result of uaing socially recognizable
green brands and nature relaled benelils (Sarkar, 2002, p. 47). Green posilioning has a posilive
influence on brand attitudes, proposing that the green product purchases are a result of communi cation
ol eflective brandng with the markelplace (Harimann el al, 2003), Brands can influence consumer
behaviour towards ecological product consumgtion {(Plckett-Baker and Ozakl, 2008). One of the
impartant factors for a firm to gain competitive advanlage in its markelplace is packaging of consumer
products (Barber, 2005). A low-key investment in packaging can lead to accelerating brand sales in
comparison lo adverlising and promaobion of products {Barber. 2010). For example, Dell uses green
branding al their eco-lriendly products using “Ga Green with Dell” as their branding stralegy, They alsa
use packaging that is eco-friendly. Apart from this, Dell focuses on efficient and green innovations. On
the ather hand, certain companies use graen marketing as their 0ol for popularity, which induces lack
of fnust in consumers in terms of green iniiatives. This arises doubts in consumers about the credibility
of firns gresen activities (Raska and Shaw, 2012),

Kinmer and Taylor (1872) investigaled green brand issues using o gquantilative analysis wilh 500
respondents. Their findinge showed that buyers” ecological concemns had an apparent effect on their
perception of the brand. Later in 2005, on application of the: exparimental design methed, Patrick et al,
(2005}, found a positive effect on the brand becauwse of consumers’ percepton of green brand
positioning. Similar researches were camed out in aother natons and it was found that consumers have
a negative perception of eco-friendly products. They belisve there is a marked trade off among the
Tunctional brand pelarmancs and enviranmaenlal elfecls. ILwas also feund thal emaonal brand benelils
act as a vital encouraging factor for green purchases by influencing consumer behaviour {Cherain and
Jacab, 2012). The literature on green branding demaonstrates that there is an effect af gresen branding
on corsumers' perception, but in order 1o explore if this perception has an effect on green purchases,

there is a need for furthaer analysis.

2.6 Green Adverlising

Green adverlisements first incepled in lale 19608 as a resull of concems broughl up by Gonsurmaer
activiam, public and scientific communities and others about firma using anti-environmental practices
[Easterding et al,, 199§). Over the years. green advertising decreased because of false claims via

advertisements, exaggeration in the adverfizgement content and it was found that consumers’ were

12



perplaxad about the ferminclogies used (Polonsky et al., 1997). Yin and Ma (Z2009) stale that green
advertising caught momentum again in 2000s, with developments in international legslations, global
supparl, renewad interesl among consumers and so on, themfore staring the sustainable age (Belz
and Pealtie, 2000), Green advertisaments feler b advers induding sustainabilily of the environment,
gco-friendly content, substance targeting needs and desires of green consumers and other
stakeholdars [Zinkhan and Carlgon, 1995),

Luiz (18985) interprets that, adwertising is cne of the vital factors confributing to consumers’ attitude and
consumer responsiveness 0 any products or services. Baldwin (1883) suggested that green
adverlisemants contribule in translatag consumer's perceived value of green products nlo purchases,
Howewer, contrary to this. in a research by Chase and Smith (1992). it was found that only about 70%
of the respondents were influenced with green messages from adverising and eco-labelling. The same
sludy further reported thal more than 50% of the respondents didn't pay enowgh attention to green
massages from the adverlisements because of its exploiled wse, making these advertisements lass
credible (Chase and Smith, 18%2). Cham (2004), points that the core reasona for less credibility
absersed in lerms al green adverisements may be as Tollows:

a.  The country thal is adverlising the green product does appear as aco-friendly

k. The manufaciurer of the product does not appear eco-friendly

G The asserled eco-liendly nature of the product does nol mesl consumers’ exparience with the
product

Pooley and O'Connor (2000), report that providing consumers with ecological infarmation might not
inspire posilive green altitude in them. However, emolional content in green adverlisements might
attract comsumers’ attention to them (Hawkns et al., 1908). These studies indicate a need for further
investigalion aboul the impact of green adverbsements on consumer purchases,

2.7 Conclusion

Grean Markeling & rising in ils popularity and becoming a widespraad research area. Green Markeling
had been prevalently researched in developed countries for decades but is only drawing interest from
devalaping nations in the mecent pasl The lilerature suggests thal consumer is the biggest slakeholder
and hence there is 8 need for more research around the consumer. Several studies revealed that
consumers are now well informed about ecological benafits and issues, thus leading to their growing
envirenment concems, However, different researches suggest thal even though consumers are moss
environmantally concernead, thay do not nacessarly indulge in using green products. This has bean
contradicted by other studies and a significant gap s found between consumers' concem for

environmant and their gresn purchases, thus encouraging further investigation.

Warous studies show that there is more environmental ewareness in the developed nations, but in the
recent times, thera has been an inclinaticn n awareness in the developing rations as well, India being
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one such nation. However, it fails to acknowledge whether this awareness is leading to an increase in
the use of sustainable and green products, There have been conflicting results about censumers' green
attitude and their behaviour as a consequence.

Evidence suggests that green packaging, branding and eco-labeling have positive impact on
consumers leading to increased green purchases in some cases, and unaffected green purchases in
others. The results for such researches have vaned for different nations, demographics and so on.
Evidence from the literature review point that in the developed countries, green marketing has been
extensively researched while in the developing countries, there appears ta be a lack of research in this
area. Sludies suggest consumers from developing nations have been showing grealer interest in eco-
friendly activites and green products. It is therefore appropriate to undertake the analysis of the impact
ol green marketing on the consumer purchase pallerns and decsion making in a developing nation
where green consumers are rapidly emerging. Furthermore, this research will emphasize on the key
tenants of green consumers purchasing patterns in Telangana, India. These include investigating if
there © a correlation between consumers' green attitude and thelr green behaviour and the impact of
green packaging, branding and eco-labelling on green purchases. All of these faclors have a significant
impact on green consumer purchase patterns as highlighted in the literature. For the purpose of this
research. a questionnaire that has been applied to another developing nation (Mauritus) by Juwaheer
et al,, (2012) will be utilized. The main focus of this questionnaire is on characieristics like effectiveness
of eco-labslling in green products identification. intensity of green packaging and branding on green
consumers, green advertisements and consumption pattems, importance of green products and
premium green pricing. embedding an eco-image and environmental concems and beliefs which will
facilitate the researcher in examining the unique relationship between consumers' environmental beliefs
and their environmental behaviour, therefore leading 1o interesting insights about the research area.
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3. Research Methodology

3.1 Intreduction

This chapler will summarnize the method and approaches adopted Tor this research. I will include the
research aims and objectives, the research philosophy, the research design and approach, the research
sirategy, he research inglrument used in this study, IEwill also previce Justficaticn for the method used
far the study and provide details about the research tool that is used, the survey design, the sampla
selection, ethical considerations, and analysis of the data along with the limitations of the apgroach.
This research is based on the research framework proposed by Saunders et al. (2008), called the

resgarch anion giving the research an arganized struclure and proecedurne.

3.2 Research Alm and Objectives

The overall research alm for this shedy 1s to Investigate the impact af Green Markesing an Consumer

Purchasing Patterns and Decision Making in Telangana, India. The sub abjectves of this ressarch are:

Sub-Objective 1: To investigate the direction and strength of the relationship between the six distingt
environmaantal belel facltars and environmenlal behaviour, while eantroling for key socio-demagraphic
faciors,

» Hypothesis 1{g): Thers iz a positive relationship between eco-lebelling and environmental
Ehaviaur of consumess

»  Hypothesis 1(b): Thers is a positive relatiovnship bebween green branding and packaging and
the environmental behaviour of consumers

o Hypothesis tic) There s a posithve relalionship bebeeen green adverising and the
environmental behavicur of consumars

= Hypothesis 1(d): There is a positive relationship between green pricing and the environmental
Ehaviaur of Consumess

« Hypothesis 1(a): Thers is a positive relationship bebween embedding and eco-image and tha
enviranmental behaviowr of conaumers

» Hypothesis 1(f): There i a positive relationship between environmental concerns and beliefs

and the ervironmental behaviour of consumers

Sub-Objective 2: To invesligale significan] associalions between the environmenlal behaviour, the six
envirenmental belial factors and key secio-demonraphic variables including gender, age, education and
place of rasidenca

Sub-Objective 3: To analyse the comelations between environmental belief factors (eco-lakelling, green
branding and packaging, emvironmental adverlisemenls, green pricing, embedding an eco-image,
environmental concems and belefs) and the environmental behaviour of consumers
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+ n all cases the nul hypolhesis was thal there is no correlalion belween envicanmental beliel
factors and the armdronmental behaviour of consumers
=« The altemative hypotheses states that there is a positive comrelation between each

enviranmantal belief faclors and the envirenmental behaviour of consumers.

3.2 Research Philosophy

Research philosophy consists of impartant assumptions in the researcher’s viewpoint underpinning tha
research strategy and approach. According to Saunders et al.. {2008), Research philosophy ‘relates to
the devalopmant of knowledge and the nature of knowledge”™ (p. 107). There are two ways in which
research phiosophy can be reflected, namely Ontology and Epistemology. Both Ontology and
Epistamology influenca the research process differantly to enhance the understanding of the technigue
to approach the study. Ontology focuses on the nature of reality containing attributes of objectivism,
subjectivism and constructionism (Saunders et al., 2009). According to Quinkan (2011), Episternology
focuses on conventional knowledge and the process it s obtained from in any research area,
Epistamology involves attributes like positivism, interpretivism and realism (Saunders et al.. 2009).

This research uses the philosophy of positivism, The primary aim of this research is o analyse the
impact of Green markebing on consumer purchasing patterns in India. To mvestigate this, existing
theory. a& mentioned in the Eerature review. is being used to build the hypothesis. When using the
posivitizm philoscphy, the researcher works with an ‘abservable soclal reality” (Remenyl et al,, 1998, p,
32). According to Saunders et al. (2009) an existing theory is used to develop new hypothesis and
resgarch slralegy that is furlber bested and confirmed, which in tum develops the theory, Accarding o
Gill and Johnson (2002). it is more likely for a research using the philesophy of positivism to use a more
sliruclured methodology o ease replication. They are likelier 1o emphasize on quantitative dala Tor
slalistical analysis (Saunders et al., 2008). The researcher concentrates on applied functional research
ga that different perspectives can be integrated o inerpret the data,

3.4 Research Approach

There are twa lvpes of research approaches invalving Inductive approach and Deducltive approach. In
the case of an inductive approach data is accumulated and analysing this data contrbutes in developing
o theory as a resull, Howewver, ong lmilation in this case is, il the researcher does not have suflicent
knowledge of the research area. it might be difficult to build 8 hypothesis. In case of a deductive
approach, according to Robson (2002}, a hypothesis is developed and tested wsing the ressarch
strateqgy. This happens in five stages involving developing a hypothesis, operatonalizing it by indicating
the variables and concepls 10 be measured, testing it and investigaling the oulcome therefore leading
to modification of existing theary (Saunders et al., 2009). It can be suggested that deduction might lead
Lo pltermative thecries thatl are within the struoctured design limils, deduction also helps in delermining
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causal relationshipa or comelations between varables using quantitative data (Seunders et al.. 2000},
It can also be observed thal deduction is connected 10 the philosophy of positivism,

3.5 Research Design and Strategy

Research design used to examine the research strategy in order to obtain sutable results {Cameron
and Price, 2008), When sludies explain i there is a causal relalionship between variables, il is known
gs explanatory research. Such research may include statistical analysis of guantitative data in 8 way
that relationships babween variablas may be rationalizad {Saunders at al.. 2009). In this research, tha
relationzhip betwesn Green marketing and consumer purchass pattarns s investigated. Hence, this

resgarch is an explanatory research.

Dala research can be dong using bwo different methods hal involve gualilative and guanlitative
analysis, The data can be analysed using a mono method where in a single technique 15 used for data
collaction and analysis where as in multipla methods. data can be collected and analysed using more
than one technigue. In qualitative data analysis, non-numencal data like perspectve, heliefs, storkes,
and video clips and s0 on, are used (Quinlan, 2011). Qualitative usually involves data collection in the
farm of interviews, which is analysed by categorzing it furthermore (Saunders et &l 2008). In contrast
to qualitative data, quantitative data is numeric deta that uses statistica. graphs and charts to analyse
the data. Quantilative data analysis usually involves a dedeclive approach using philcsophy of
positiviem {Saunders et al., 2009).

Far thiz study, qualitative research would be the ideal affernate consideration as it aids beber
understanding of perspectives of people and how the perspeclives are formed depending on cullure,
social and phyaical environments (Maxosell, 2013). However, one of the biggest limitations of this
mithod woulkd be the limiled samphe size. Aceording lo he lilerature menbioned in the previous chapter,
rast studies justify the wse of guantitative analysis for studies related 1o green marketing and corsumer

behaviour, as perspectives of a larger sample wil ba taken into account.
Rationale for quantitative analysis:

This research involves guantitative analysis using the mono methoad where in the data is collecied using
a survay. Quantitative data amalysis usually involves several methods lke experimental strategy.
Survey, Case study and so an (Saunders et al, 2009). Quantitative analysls was considersd rather

suitable for this research for the following reasons

(8} The relationship betwsen greem marketing and consumer purchase patterns could be better
explained by means af using different hypalnesis

(b} Anacther reason is the large sample and time constraints made qualitative analysis not as suitabls.

[z} This methed allewed all respondents to answer tha game sel of questions rather quickly in
comparizoan ta qualitative anakysis.

[d} Laslly. as lha research was based in India, conducling an online surwey was mom filting.
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A survey s more commonly associabed with the deduclive approach. Surveys aften in the form of
queaticnnares helgs in large amount of data collection, which halps in easy comparison, as the data is
vary slandardized. Usually, analysis of such quantilalive dala can be done wilth the help of descriplive
and inferential statistics (Saunders et al., 2008).

An elecironically managed, self-administered questionnalre s used as a par of this research for the
purpose of data collection. In arder {o investigate the research aim and objectives, this research usaes
madern, rellable and valid scales as part of the statistical measures. This research uses the survey
method as most of the previous studies as discussed in the literature review heve used the same
approach, The benelil ol using guantitative approach lo analyse the impact of Green Markeling an
consumer purchase pattems and decision making in India is that views of more number of people can

b arvalysed

3.6 Research Instrument

Questionnaires provide the researcher an opportunity to collect data from a large sample size with a
low possibility of e responses’ gistorban (Saunders el al, 2008), With an intention ta collect Large
amount of data with negligible distortion of responses, this research has adopied the Cuestionnaire
Instrurnent for this quantitatve study. According to Saunders et al, (2009), questionnalre s generally a
term used to collect data in large amounts where in every respondent responds 1o the same group of
guestions in a pre-sel order, To analyse the green views of different Indian conswumars, and Tor the
purpose of determining their purchasing patterns this technique can be considered as most appropriate
based on U lileralire,

e to the geographical differemce between Ireland and India, and becausa of the large target sample,
the data for this study was collected using an onlne questionnaire., Although, inferviews was an
allemale approach for this study, the ime constrains made it difficul! to conduct inlerviews for the large
Larged sample, An onling survey s considered as an elfectively universal leshiigue by Quinlan (2011)
for people with technological and kil accees.

The questionnaire used in this research is adapted from a study by Juwaheer et al. (2012), which
analysed the impact of gresn markeling on consumer purchase pattems in Mauritius. The quesbonnaire
consista of 7 factors as mentioned below. The factors under environmental beliefs are weighed against
lhe envirenmenlal behaviour. Envirenmental beliels nclude ellectivensss of eco-labeling in green
products idenfification, mtensity of green packaging end branding on green consumers, green
advartisements and consumption patierns, importance of green products and premium green pricng,
embedding an em-image and environmental concems and bebefs, which are scored an a 5-pont Lxert
scale between 1 and 5 (whera, 1=5trongly Disagrea, 2=Disagrea, 3=Neutral, 4=Agres and 5=Strongly
Agree). For this scale, there are 29 questons n total further divided amang the aforementioned faciors.
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Therefara, the highesl score would ba 150 while the lowest score would be 28, In terms of the
environmental behaviour, there are % guestions scored on a frequency scale between 1 and 4 (where,
1=Mever, 2=Samelimes, 3=Trequently and 4=Always). The highaesl score Tor this scale is 38 while he
lowest goore 18 9, Vanous seclo-demographic factors like gender, age, education and place of residenca

wara considered using the Indian Census form.

A Pilot shudy was conducted by distribuling the questionnaire to 12 individuals in order to asceriain the
understanding and generalily of the guestionnaire and 1o address any issues ar concems regarding the
guestionnare. As 8 result of this Pilot sbudy, it was observed that the researcher needed to maka a faw

madificalions 0 eRsUe Cameciness.

OB, Effectiveress of roe-labeling ard groen anoductks
identicadon

Ecodabake g ave caiching on gresr produsis

Suffickznt irfarratian is provided on eoo-dabeis
believe hal ecodabels amne easy 1o read

Green products ane markebed |oome in away whisn |

realy lind angaging and ralevart ko lileslde
nformatan on eco<abnls & aooumte for green

producla

B 1 bk aasy Tor ma o ldeslify grasn produsts In india

e

wm

08, Intersity of grarn packaging and aranding far scakagical
customers

1. [ acknowladge that the infonnalicn on passaging is
an imganant crtanon

# His moorant to reuse o recyle the packaging after
Liga

2. Bdegmdabin paseaging is aroraorars
consideration for gresn cuslomens

4. | feel good aaout buying orands which are less
damaging 2 ha anvinnmenl

& trust welsmnwn grarn branded praducts noindia

210 Ervdronmental adwartisamant and gresn consumalion
patierns

1.  Gmen advetisemants should pramote emdrarmantal
frigredly products in @ cracible manrsar

. The conbanl of apvinonmental acdwerdisements shoud
alfer pertinen] emalicral relevanss or green
CUSIOmens

3 Afiracive anvionmenial adwertisamants wil
ENEOUARE Ma 10 adept green purchasing patiams

i acknokadipe (hat anvironmelal acserlisameanis are
nal exaggerabed for green products. in

neia

@11 hirpartance of green products and preriom green prcirg

1. accept as inoe thal a porton of the prics for green
producls poaes oA worthy
envrormenial cause

Z oangider that graan products &me wery important in
the conlext of Inda

2 Whink thal il is reasanablke lo pay 8 Righer phice i
products that are prodaced in
an eslogical way

Q12 Embaciing anecadmage in martaling of graen producls

Etmrgty
Crzagras

Disagmo

Midiral

Agren

Strangly
Aqres
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1. share e opinion ket Fre gresn produsls shad
bear an aco-mage in inga

£ Tham snould ba mane vaibiity in tea way noeboch
green producls are markeded inindia

Q14 Enviranmental concerns and beliets in India

1 Tha sacth s apnrsaching thilimh the number o
paople i can supporl

2. Tha baance of aalure s very delcate ard essily
uaset

3 Human hava tha Aght o modfy ta ratunal
ey ronmen I st eheir needs

4. The bumeres” inlerlerarsa willy nalura often has
drsastimus conseguences

s Plants ard srimaks axst primadly 0 ba usar by
hamans

B Humar: hava o conlial rdeslial goosth (o raalain

a healthy econamy

Huriar rsl live in harmony silb naloee inordar o

EATR ]

& Human rged 10 adapl o e natura amirermant
bzcauss they can remake it suil her own nesds

G Thess are hinie o which ke rdusliaized aocdey
can oxpant

A0, Mankind & seearely shusng ha anvinamant

Table 1: Environmental Beliefs — Questionnaire

Q12 Enviranmendal behaviour of consumers Heaer St imes Fraquienily Abways

1 Useol hindagradabla soaps or datargants

2. hwoed huying armsol profucks

3. Flesd labela o sae il condants ams envirormentals
sale

4 Buy praducts mede or packegad In raspclend

matenals

Buy praducis in peckages thal can bareillad

fvond buirg produchs from comparves wha ane

e rnrrmerially respons b

f. Recyck boftas, cars of gass

& Corsumers laking Feir omn bags o ha
supemmarket

G Corinbuts money o apvironmenlal casses

Table 2: Environmental Behaviour — Guestionnaire

Sample:

There are lwo lypes of lechnigues thal can be used lor sampling, namely, probabilily and non-protakslity
sampling, In probability sampling, interpretations ane madea from the sample con Carning @ population to
address the aim and objectives of the research following different rules in the sample sslection
(Saundcers et al., Z009). On the ather hand, nor-probabllity sampling uses alernative techniques for
sample selection based on the researcher's subjective judgment {Saunders et al., 2009). For the

purpase of this ressarch, non-probability sampling = used, in particular convenient sampling. In the
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case of canvenient sampling, random seleclion & done 1o easily oblain the sample and the process is
camed on until the desired sample size is reached (Saunders et al.. 2009). India is a developing country,
and the concepl of green markeling is comparatively new, therefore a Tull fargel population using
prodabiity sampling faternate sampling methad ) could not b2 used, Since the research was asscciated
with buying behaviour of consumers with regard to green marketing. the participants included regular
supermarket visitors from different gender, age groups, education qualification and place of residence.
The gender was coded as Femaks=1 and Male=2. The age group was furlher divided nlo beriles (18-
23=1, 23-38=2, and 38-62=3). The highest education level was divided into three and coded as
Intermediate=1, Graduate=2 and Masters=3. The place of residence was coded as Urban=1 and
Rural=2, Ta facilitale the research, 100 suvevs were senl oul ta participants fram Telangana State,
India, of which &0 complete responses wera racaived.

3.7 Ethical Considerations

Accarding o Saunders el al., (20089), the researchers should be respansible ta pratect the rghts of all
individuals who are a part of their ressarch. Ethical conduct is a combination of anonymity and
confidentiality af the participants irvalved in a research. Qunlan (2011) refers to ananymity and
confidentiality of the participants as a declaration by the researcher to protect their identity and data
keeping it private and confidential,

This research has thoroughly considened and lallowed all ethical guidelines staled by Nalional Collage
of Ireland. This research involved quantitative data collection in the form of an online survey. For the
purpose of data safety, there was no documentation of names. The participants wara informed that the
siudy Is anonymous and thelr consent to participate in the survey was taken, The participanis were also
informed that they could withdraw from the survey al any given time. The survey resulis were not
accessible to anyone but the researcher,

3.8 Data Analysls

The first segment of dala analysis includes exparting the responses from Survey Monkey to Microsoft
Excel in order to code it as mentioned earlier. Thesa coded responses are then exported to SPSS for
analysing lhe data.

Before analysing the data to address the research question, it is essential to analyse the imternal
consistency of the questionraire iteelf, The factors invoking the environmental beliefs include
effectiveness of eco-labelling and green products identification, intensity of green packaging and
branding for ecological cuslomers, environmental adverlisement and green consumplion patbarns,
importance of greem products and premium green pricing, embedding an eco-image in marketing of
green producls and consumens’ pereeplions on environmental concems and beliels in India, For this

21



research, the intemal consistency of the different factors and scales namely, Environmental Beliefs and
Environmental behaviour were measured using the Cronbach's alpha. The intemal consistency is used
to measure the comelation of responses between the different questions of the gquestionnaire.
Cronbach’s alpha (»0.7) is considered as a reliable technique to measure the internal consistency of
questionnares with multiple items (Gliem and Gliem, 2003). For this research, the Cronbach's alpha
was calculated for all the factors (Table 3) and it was observed that while the Cronbach alpha for the
whole questionnare was 0.826 which is greater than 0.7, making the questionnaire reliable, all the
lactors individually did net have Cronbach's alpha greater than 0.7, Detailed Cronbach's alpha resulls
can be found in Appendix A.

\ariable Cronbach's
alpha
Effectiveness of eco-labelling and green products identification J17
Intensity of green packaging and branding for ecological customers 752
Envircnmental advertisement and green consumption pattems 508
Importance of green products and premium green pricing 498
Embedding an eco-image in marketing of green products .838
Consumers' perceptions on environmental concems and beliefs 452
Environmental behaviour of consumers 807
Overall Questionnaire 826

Table 3: Test of Internal consistency of the questionnalre

Following the internal consistency test the composite scores for all the factors are calculated and used
for consequent analysis, The analysis for this research was done In 3 parts, The first part included
slatistical tests for normality followed by tests of difference to check for significant associations. In order
to investigate the relationships hetween varables. the second part included the comelation analysis of
the factors and the third part involved regression analysis of the factors.

Test of Normality and Test of Difference:

To analyse the descriptive statistics, test of normalty is done using the Shapiro-Wilk test and
distributions of histograms. Depending on the normality or the dewviation from it, statistical lesls on
different groups are camied out. The p value shows the significance level and for p<0.05, the null
hypethesis is rejected and for p=0.05, the null hypathesis is accepted.

There are two groups of stalistical lests of difference. namely, paramelric and non-parametric.
Parametric tests are used when the numerical data is normally distributed (Saunders et al., 2009). When
normality s assumed, paramelric lesls are done, therefore, lo compare means, belween wo
independent groups assuming normality, Levene’s T-test for equal variance is done and o compare
means between X independent groups assuming normality, coe-way ANOVA test is done. The
Independent t-1est compares the means between two groups using spread of scores as the measure.
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Il there is a low likelibeod of diference between the o grougs, iLis represented wusing a large | stalistic
where the p =< 0.05 meaning it is statistically significant (Saunders et &l., 2008). One-way analysis of
variance (ANOWA) test is used when the data is distributed in 3 or mone groups, The variance &
analyaed using ANOWA both within and hetween the groups by comparing the means, The F-ratio as a
result would represent the differences. and when there is a low likelihood of difference betwean groups,
F statistic is large with p<0.05 showing statisfical significance (Saunders et al., 2004).

Maon-parametric tests are used when the numerncal data is not normally distiibuted (Saunders et al..
2008). When deviation from mormality is assumed, non-parameatric tests are done. For difference
hetween twn Independent groups, where the data s not normally distributed, a Mann-Whitney Ll fest s
appropriate. If there is low likelihood of difference between the two groups. a large U stalistic along with
p=0.05 shows the statistical significance (Saunders et al., 2009). This test is non-parametric equivalent
ol the paramelnc independent -lesl (Saunders el al, 2009). Similarly, a Kroskal-Wallis H-lesl is done
Tar mare than Two independent groups,

Comelation Analysis

A bivariale correlalion analyss Tor all the Tactors of enviranmental beliels and environmantal behaviour
to measure the relationship batween the variables is done using Spearman’s rank arder carrslation, as
it noan-parametnic, Tha Spearman’s rank order coerelatian 15 used (o measure the level and strength
of the relationship between the vanables (Saunders et al., 200%). The correlation coefficient (r) helps in
nuantifying the strength of the relationship and lies between -1 and +1 (Saunders et al., 20000, The
figure 2 below shows the lkewel of relationship on the basis of the r value. The p value shows the
slalistical significance ol he variakies and i p<D03 o in cerdain cases p=<0.01 shows slalislical
significance, therefore, the null hypothesis is rejected.

-1 -0.7 -0.3 0 0.3 0.7 1

l | " | I
| I |

Parfect Sorong Weak Perfect Weak Pasitive  Strong Parfect

MNegative Negative Megative Independence Positive Positive

Figure 2: Correlation Coefficient values
Comelation and regression analysis are both used to analyse the relationships bebween variables,
however, correlalion analysis shows he degree of associalion while regression analysis shows he

relationzhip betweaan dependent and indapendent variables.

Regression Analysis
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Regression analysis consists of measuring the coefficient of determination as well as the regression
equation using independent vanables (Saunders el al, 2009). For this shedy, a linear regression
analysis is done with environmantal behaviour, envirenmental beliefs and the different factors as well
as the socio-demographics. The conirolled variables include the socio-demographics, while the not
controlked varables include the different factors of environmental belefs with envirommental behaviour
as the depandent variable.

In regressian analysis, the values of dependent variable can be predicled using values of independent
variables, resufling in a regression eguation (Saunders et al., 2009). The regressian equation for ths
analysis is as follows:

Frvironmentel behaviour = a + Q8L + PGEP + JEAd + JGP + 08+ BECH + ¢
Whera,

Emvironmental behaviour is the dependent variable

a- intercept

P coefiicient- measures the effect of independent variables

EL- eco-laballing

GE- gresn branding and packaging

Ead- environmental au:l'-eﬂismg

GP- green pricing

El- embedding an eco-image

ECE- environmental concerns and beliafa

8- arrar

There are four prncipal assumptions justfying bnear regression. They are linearity and addifivity,
slalistical independence, homescadaslicity and normalily of efror distibudion [Saunders el al., 2009).
On tha basis of the assumption, the researcher has undartaken diagnostic tests. A Durbin-Watson
elatistic is used 1o iest the auto-correlation. The Durbin-Watson statistic lies between 0 and 4, where,
values lowards O Indicate posithve correlation, value of 2 indicates no autocarelation and value fowards
4 indicates negative correlation (Saunders et al., 200%). In this analysis. the Durbin-Walson analysis

was found to be 2179, therefore suggesting no autocomrelation (Appendix 3).

The coeflicent af determination (R7), shows the varaton al independent variables on the depandent
variahle based on the egquation and the Adjusted R¥ takes account of the number of independant
varlables from the equation (Saunders et al,, 2000).
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3.9 Limitations of research methodology

The first imisation of this methodolagy 1s that the questionmaire consisted of closed-ended questions,
which are easy for the respondents 1o answer but if a question is misinterpreted , tha researchear is likaly
to owerlook it. The Cronbach's alpha of some of the individual factors was not greater than 0.7 even
though the owerall Cronbach's alpha valee was greater than Q.7, is a prominent limitation. The rural
sample is very small compared 1o the urban sample, Therelore, the conclusions drawn might nol be
completely accurate due to the lack of sample size. Also, the 20% of non-respondents could have
influenced the insights of the research, themefore adding 1o the limitations. Ancther limiation is the
convanient sampling matheod, as the flaws in this method cloud the conclusions drawn from the sample,

therefore, possibly kkading to incomplete conclusions,
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4, Results

This chaptar consists af the basic explosatory results, test af narmmality for all factors folowed by the
paramatric and non-parametric tests. resulis for comelations and the regression analysis. Tha
nuesticnnare receled an B0% response rate with 80 participants.

4.1 Exploratary Results

An oxploralory study was done and Lthe freguency dala s summarized in Table 4. The majorily
participants wers fernaks (45%) compared to male (35%). The participants’ age ranged between 18 and
G2 years. The mean. SE, 5% confidence interval and range for all of the factors is also presented in

the table below

Table 4: Frequencies and Descriptive Statistics

Variable Frequency Valid % - - -
Categarical vanahles
Germdar
Female: 45 a6.3
Male a5 43.8
Mg
18-25 26 32.5
£3-38 27 338
g-62 ar 333
Highest Education Lawal attained
Intarmadiat 20 5
Graduate a8 4.3
Iastars 22 2r.5
Place of Residrenos
Urban 649 863
Rural 11 134
Eaploralory vanahles M 3E B5% Confidence Range
Interval
Efeclivenass ol sco-labeling 20.86 0.33 2012 - 21.52 14-29
and green products idenbdicaton
niensity of green packaging and 20,45 0.29 TRED - 2104 1324
brarding for ecolcgical customears
Enwirnmenlal sdeerlisemenl and 156.38 0.22 14.84 - 15.85 G20
green consumplion pattarmns
mporiance of green products and 11.23 0.20 10,81 -11.E3 g§-15
FIFETILT gresn prcig
Embedding an aco-irmage in B.23 013 T.BE-8.51 210
rmarkatng of green producks
Envirmnmental concerms and EER E n.ar AGA47 AT BG E0-409
brzliesfs i Inedicn
Envirnmen il behasiour of 2421 0.52 22T 2425 1236
Consurmars
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4.2 Tests of Mormality and Difference

The summary of all resulls af the fest of Mormality For all factars based on Shapiro-Wik is presented in
Table 5. The detaided case summary and descriptive results along with the normality results for
indivicual factors can be referred (o in Appendix B,

From e table below. it can be observed thal data for all he socio-demographic factors for eco-
labelling, age fear green branding, gender and education Tor enviranmental behaviour appear o be
distributed normally {p=0.058) whila for all of the remaining factors the data is deviated from normiality
[p==D.05),

Table 5: Test of Mormality (Shapirc-Wilk Test)

Variable Gender Age Education Place of
Residence
Effectiveniss of eco=labelling Mormal Marmal Mormal Marmal

and green products identificaton

Intensity of green packaging Deviated Marmal Deviated Daviated
and branding for ecclogical

customerns

Envirenmental advertisement Deviated Deviated Ceviated Deviated

and graen consumplion pattarns

Importance of green products Deviated Daviated Deviated Deviated
and premium green pricing

Embedding an eco-image in Deviated Deviated Deviated Deviated
marksting of grean products

Cansumers’ parceplions an Deviated Deviated Deviated Deviated
environmental concerns and
bellefs

Envirenmental behaviour of Marmal Deviated mormal Daviater
DONSUMErs

“All normality tests are based on Shapiro-Wilk test

In the cases whers there is lack of deviation from normality paramednic tests like independant t test and
one-way AMOVA tests have been rebed on, however, In the cases where there & devialion from
normality, non-parametric tests like Mann-Whitney U test and Kruskal-Wallis test have been considerad
far aach of e factors.
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Effectiveness of eco-labelling and green products identification

Table & includes a summary of all ingependent <lesl and AMCVA for all of the socig-demaographic
varigbles. For full results, pleasse refer Appendix C.

Table 6: Results of Independent t-test and ANOVA for eco-labelling

Dermographic n Mean sD SE F 5ig t Sig.

Varlables | Twa-
tailed)

Gender 013 911 235 776

Fermale 45 2077 3.0 AT

hdale 35 2087 2.83 A5

Age 247 782

18-23 il 20,53 3.2

23-38 27 2111 2.20

39-63 2 204 AR5

Education 1.756 180

Intermediate 0 19.80 3.50

Gracuale i3 1,13 Z.8E

Master 2 41,36 2.53

Place of 1.623 206 1.47a 2144

residence

Urban B3 21.05 3.05 365

Roural 11 19.63 2.33 704

Gendar:

The Levens's Test for equal variance (F=.013, p=811) specifies that there is not enough evidence o
reject the assumption of equal vanances, hence, equal vanances can be assumed. The result of the
independent t-test states that there is msufficient ewidence that perception of Female participants
(M=20.77, 5D=3.06, SE=457, n=45) and Male paricipanls (M=20.97, 5D=2.93, 5E=.498, n=35) &
different (t{T8) = -.285, p=.776).
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Age:

Based on the ANOWVA resulis (F=.247, p=.T82) from Table &, it can be observed that there are no
significant differences betweon age group 18-23 (M=20.53, SD=3.82), 23-38 (M=21.11, 5D=2.20) and
39-652 (M=20.92, 5D=2.85).

Educalion:

Based on lhe ANOVA resulls (F=1.756, p=.180), il can be observed thal there are no significant
differances betwesn Educatiom level of particpamts, Intermediate (M=19.80, 5D=3.50), Graduate
(M=21.13, 5D=2.88) and Masters (M=21.36, 5D=2.53).

Place of Residence:

The Levene's Test for equal varance (F=1.623, p=.206) specifies that there iz not enough evidence to
reject the assumption of equal variances, hence, equal varances can be assumed. The result of the
Independent t-lest states that there s insufficlent evidence that perception of Urban participants
(M=21.05, 5D=3.05, 5E=.367, n=59) and Rural participants (M=19.63, SD=2.33, SE=.704, n=11) iz
different (H{78) = 1.474, p=.144) as shown in Tables 6.

Intensity of green packaging and branding for ecological custamers

Table 7 includes a summary of all Mann-Whitney U {est, AMOYVA and Kreskal-Wallis test for all of the
sacio-cemographic variables, For full results, please refer Appendix D.

Gender:

The Mann-8hitney L test shows that there |2 no statistical significant differsnce of pemeption amang
famala and male participants with mean ranks of 41.86 and 38.76 respectivaly (U=726.500, p=.5449).

Age:

Based on the ANOWA resulls (F=2.352, p=102) fram Table 7. it can be coserved thal thers ae no
significant differences between age group 18-23 (M=21.30, 50=2.37), 23-38 (M=18.81, 5D=3.13) and
39-67 (M=20.29, S0=1.99).

Education:
The Kruskal-Wallis teat (¥2(2)= 784, p=676) from Table 7, shows that there i no statistical significant

difference belween the parlicipants of different education level, Intermediale (M rank=37.03), Graduale
(M rank= 40.72) and Masters (M rank =43.27).

Place of resicence:

The Mann-Whilriey U lesl suggesls thal there is a slalistical significance in difference ol perceplion
among urbam and rural participants with mean ranks of 43.32 and 22.82 respectively (U=185.000,
p=006).

29



Table 7: Results of Mann-Whitney U-test, Kruskal-Wallis test and ANOVA for green branding

Demographi n  Mean SD Mean F Sig U X}2) Sig.

(S Rank (Two-
Variables tailed)
Gender 726.500 549

Female 45 41.86

Male 35 38.76

Age 2.352 102

18-23 26 2130 237

23-38 27 1981 313

39-63 27 2029 199

Education 784 676
Intermediate 20 37.03

Gracuate 38 40.72

Master 22 43.27

Place of 185.000 006
residence

Urban 69 43.32

Rural 11 22.82

Environmental advertisement and green consumption pattermns
Table & includes a summary of all Mann-Whitney and Kruskal-Wallis test for all of the socio-
demographic variables, For full results, please refer Appendix E.

Gender:

The Mann-Whilney U lesl (Table 8) shows Ihat there is no statistical significance in difference of
perception among female and male participants with mean ranks of 39.97 and 42.47 respectively
(U=718.000, p=.494).

Age: The Kruskal-Wallis test (X* (2)= 1.173, p=.556) from Table B, shows that there is no statistical
significant difference between the participants of different age groups, 18-23 (M rank=38.90), 23-38 (M
rank= 38.20) and 39-62 (M rank =44.33).
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Table 8: Aesults of Mann-Whitney U-test and Kruskal-Wallis test for environmental advertising

Dremographic n Mean Rank u X5(2) Sig. (Two-tailed)
Variables
Gender T18.000 94
Female 45 a9.497
Male 35 4247
Age 1.173 556
1823 i 38.90
33z ) 38.20
33-63 7 44.33
Education 1.247 536
Intermediate 0 15.G8
Graduate 3R 4258
Master 2 41.30
Place of 362.000 803
residence
Urban ik 425
Rural 11 42.09
Education:

The Kruskal-Wallis test (X7 (2)=1,247, p=,536) from Table 8. shows thal there is no statistical significant
differance betwaan the participants of different education kevel. Intermediata (M rank=35.68), Graduata
(M rank= 42.58) and Masters (M rank =41.30).

Place ol Residence:

The Mann-Whitney U test (Table 8) shows that there is no stafistical significance in difference of
perception amang urban and rural participants with mean ranks of 4025 and 42.09 respectively
(U=362.000, p=.803).
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Importance of green products and premium green pricing

Table @ incdudes a summary of all Mann-Whiney and Knskal-Wallis test for all of the socio-

demographic variables, For il resulls, pleass refer Appendix F.

Table 3: Results of Mann-Whitney U-test and Kruskal-Wallis test for green pricing

Demographic n Mean Rank u X2 Sig. (Two-tailed)
Variables
Gender 783.500 Oed
Female 45 4059
Male 35 A03%
Age 3.680 59
18-33 i 41.62
23-38 27 34.11
3563 27 45.81
Education 1.801 A0
Intermediate n 4 R0
Graduate iR 4253
Master 22 42,36
Place of 184,000 005
residence
Urban B4 43.33
Rural 11 2273
Gender:

The Mann-Whitney U lesl suggesls that lhere is no slalislical signilicance in difference of percoplion
among female and male participants with mean ranks of 40.58 and 40.36 respactvely (U=T83.500,
p=868).

Age:

The Kruskal-Wallls test (X7 (2)= 3.680, p=.159), shows that there is no statistical sonificant difference
between the particpants of different age groupa, 18-23 (M rank=41.62), 25-38 (M rank= 34.11) and
39-62 (M rank =45.81).
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Education:

The Kruskal-Wallis test (X2 (2)= 1.801, p=.406) from Table 8. suggests that there is no statistical
significant differenca betwean the participants of different education level. Intermediate {M rank=34.60),
Graduate (M ranks 42.53) and Masters (M rank =22,36).

Place of nesidence:

Thi Mann-Whilney U test (Table 9) iluslrates thal there is a slatistical significance in diference of
parception among uwrban and rural participants with mean ranks of 4333 and 22.73 respectively
(U=184.000, p=.005).

Embedding an eco-image in marketing of green products

Table 10 includes a summary of all Mann-Whitney and Kruskal-Wallis test for al of the socio-
demagraghic varables, For hdl resulls, please refer Appendix G

Gendar:

The Mann-Whitney U test (Table 10) demaonetrates that there is no stabistical significance in difference
of perception AMang femate and male particpants with mean ranks of 3852 and 43,04 I'ESD@(:"'-'EW
(U=658.000, p=.351).

Age:

The Krugkal-Walls fest (X2 (2)= 3.425, p=.180} from Table 10, shows that there & no statistical
significant differance betweean the paricipants of different age groups, 18-23 (M rank=45.82), 23-38 (M
rank= 34.78) and 39-62 (M rank =41.30).

Education

The Kruskak-Wallis test (X7 ()= 147, p=.818), illustrates that there is no statistical significant difference
hetween the partic pants of different education lewvel, Intermadiate (M rank=40.50), Graduate (M rank=s
39.62) and Masters (M rank =42.02).

Place of Residence:

The Mann-Whitney U test (Table 27) suggests that there is a statistical significance in difference of
pereeplion amang urban and rural participants with mean ranks of 43,04 and 24.55 respeclively
[U=204.000, p=.008).
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Table 10: Results of Mann-Whitney U-test and Kruskal-Wallis test for eco-image

Demaographic n Mean Rank u X2} Sig. [Two-tailed)
Variables

Gender G38.500 351
Fiernale 45 38.52

hiale i5 43.04

hge 3.425 ABD
18-23 i3 45.62

2338 27 3478

39-bB3 27 41.30

Education 147 AOia
Intermediate 20 A0.50

Graguate i 39.62

haster s 42.02

Place of 204,000 ik
residence

Urban 64 43.04

Fural 11 24.55

Consumers’ perceptions on environmental concerns and beliefs

Table 11 includes a summary of all Mann-Whitney and Kruskal-Wallis test for all of the socio-
demographic variables. For full results, please refer Appendix H.

Gender:

The Mann-Whitney U tesl (Table 11) shows thal there is no slalislical significance in difference of
perception among female and male paricpants with mean ranks of 37.81 and 41.69 respectively
(U=6T3.500, p=.450).
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Table 11: Results of Mann-Whitney U-test and Kruskal-Wallis test for environmental concerns

Dernographic n Mean Rank u x4z} sig. (Twe-tailed)
Variables
Gender 673,500 A0
Female 44 37.81
Mlale i4 3169
Age 2.613 2
1823 6 43.37
2338 6 33.7%
3563 26 41.35
Education BB 714
Intermediate 20 35.98
Graduate 37 4065
Mlaster 21 4083
Place of 296.500 298
residence
Urban 67 4057
Rural 11 32.95
Arge

The Kruskal'Wallis lest (X° (2}= 2613, p=.271} from Table 11, shows ihal there i no slalistical
significant difference between the paricipanta of different age groups, 18-23 (M rank=43.37), 23-38 (M
rank= 33.79) and 33-52 (M rank =41.35).

Education

The Kruskal-Wallis tesl (7 (2)= 660, p=.719) iluslrates thal there is no stalistical significant difference
between the participants of different education level, Intermediate (M rank=35.98), Graduate (M rank=
40.65) and Masters (M rank =40,83),
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Place of Residencs:

The Mann-Whitney L tesl (Table 11} shows thal there is no slalistical significance in diference of
parception among urban and rural participants with mean ranks of 4057 and 32.95 respectively
(U=296.500, p=.208).

Environmental behaviour of consumers

Table 12 includes a summary of all indepandant t-test, ANOVA. Mann-Whitney and Kruskakyalks test
far all af the soco-demagraphic varables. For full results, please refer Appendix |,

Table 12: Results of independent t-lest, AMOVA, Kruskal-Wallis test and Mann-Whithey U-test
for envirenmental behaviour

Demograp m Mea SD  SE Mean t F S5 U ¥H2) Sig.
hic n Rank {Two-
Variables tailed)
Gender 2,239 001 578 022
Female 44 2427 451 .6RD

Ilale 35 2188 453 .Too

Age A04 817
18-33 26 40,75

23-38 a7 37.78

3363 26 41,56

Education 012 589

Intermedia 20 33,30 381
te
Graduate 37 3324 528

Master 22 I3.0% 438

Place of 367,000 921
residence

Urban (=] 39.90

Rural 11 d40.64
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Gendar!

The Levene's Test for equal varlance (F=.001, p=.978) specifies that there B not enough evidenca o
reject the assumpton of equal vanances, hence, equal vanances can be assumed. The result of the
independent -lesl (H77) = 2,329, p=022) as shown in Table 12 slales thal there is a significant
differance in the perception of Female participants (M=24.27, S5D=4.51, SE=.680, n=44) and Male
parlicipants (M=21.88, 50=4.53, SE=.766, n=35).

Age:

The Kruskal-Wallis lesl (87 (2) = 404, p=B17) suggesls thal thers s no stalstical significant difference
between the participants of different age groups, 18-23 (M rank=40.75), 23-3& (M rank= 37.78) and
39-62 (M rank =31.56).

Educalion:

Based on the ANOWA resulls (F=012, p=989) [rom Table 12. il can be observed hal thene are na
significant differences between Education level of participants, Intermediate (M=23.30, SD=3.81),
Graduate (M=23.24, 50=5.28) and Mastars (M=23.08, 50=4.38).

Place of Residence

The Mann-Whitney L test iustrates that there is no statistical significance in difference of pereeption
among urban and rural participants with mean ranks of 39.90 and 40.64 respectively (U=387.000,
p=921).
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4.3 Correlations

Table 13 represents a semmary of the comalation batwean the distinet Tactors of environmental beliefs
and enviranmental behaviour using spearman’s rho. It can be noted that there are distinc: shifts in both
the B values and p values, even though the correlation in most cases remaing positive bul weak, The
defailed comelation analysis for each of the factors can be referred to in Appendix J.

Table 13: Comrelations between facters of environmental beliefs and environmental behaviour

Wariables R Sig.
Etfectiveness of eco-labelling and green products identification 250" 0RT
Intensity of green packaging and branding for ecolagical customers J31E== 004
Environmental advertisement and green consumption patterns 120 391
Importance of green products and premium green pricing J3e5== 001
Embedding an eco-image in marketing of green products 065 572
Consumers' perceptions on environmental concerns and beliefs 026 B19

&l correlations are made with ervirenmaental brhavicur a5 dependent variable using spearman’s rho,
[**Carrelation is significant at 0.01 and * Carrelation is significant at D.05)

In the cese of the comelation between effectiveness of eco-labelling and green product identification
and environmental behaviour, it can be observed thal there is a very weak positive correlalion between
the variablas (R=.250), howsever, it is statistically significant (p=.027). Similarly. corralation betwean
Importance of grean products and premium green pridng and the envimnmental Behavkour 15 posithe
but weak and statistically significant (R=.265, p=.001). In the case of grean branding. correlation s
significant al 0.1, So, considering lhe comelation belwean intansily of green packaging and branding
and the enviranmental behaviour, & statiatically significant and positive weak correlation can be found
(R=.318, p=.004). Thare & na correlalion or slalstical significance belwesn embedding an eca-mage
in marketing of green products (R=.065, p=.572), green adverisements (R=120, p=.291) or
cansurmers’ perceplions on environmental concems and beliels fﬁﬂ.zﬁ. p=81 5]' and erironmental

beaviour,
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4.4 Regression

Table 14 represents a summary of the regression analysis with environmental behaviour as the
dependent variable and faclors of envirenmental beliefs and the contrelled socio-demographic variables
a5 independant. The exhaustive regression model can be found in appendix k.

Table 14: Regression analysis

Coefficients *
R*  Adjusted i} P Tolerance

Rl
Model 1 oag 017
Model 2 A03 75
Sex|Gender) -204 LIRS B
Pace of Residence ik 104 g
Group 1 -046 F74 415
Group 3 070 580 633
Edu 1 075 512 494
Edu 3 -013 815 748
Eco labelling 119 A05 AEnd
Intensity Green Branding 358 13 5az
Environmental Advertising -013 825 597
Green Pricing 326 034 Ao
Eco Image =160 329 A4
Envirenmental -1.319 152 43

concern

[*Is dependent varlable: Enwironmental Behaviour
Group 1, Group 3, Edu 1, Edu 3 are dummy varables for Age and Education respectively.

From the regrezsion medal, the adjusted R? for model 1 with the condrolled socio-demographic variables
shows that 1.7% of envirenmental behaviour changa 15 explained by changes in the independent
variablas. The adpusted R¥ for modal 2 consisting of the factors of environmental beliefs infers that
17.6% of environmental behaviour change is explained by the factors of environmental beliefs. The
tolerance for all the factors is greater tham 0.1, therefore showing that there ia no collinearity between

lhe variakes,

Fram the resilis, it can be observed that consumer pesception of intensity of green branding {B=.358,
p=.013) is significantly positively associated with the environmental behaviour, showing that every 1
unif increase in green branding causes are (358 increase in environmental behaviour on scale 12-38.
The consumer perception of green pricing (=326, p=.034), is also sknificantly positively asscdated
with the emnvironmental behaviour. showing that every 1 unit increase in green pricing causes 326
increase in environmental behaviour,
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Environmental adverizementa (f=-.013, p=.925), eco-image (f=-.160, p=.329) and environmental
concerms  (F=1.319, p=19%2) have shown negative bub nol stabstically sgnificant effect on
environmental behaviowr. Eco-labelling (B=.119, p=.305) on the other hand, shows posibive but not

significant effect on environmental behaviour.

Male parceptions (f=-.204, p=.068), difference in perceptions of differant age groups (#=-.046, p=-0T70,
p=T74, p=590) and education level, Masters in particular (B=-.013, p=.612) are all negatively but not
statistically significantly asaociated with environmental behaviour, however, place of residence shows
a posilive bul nol significant effect (=203, p=104).
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5. Discussion

5.1 Intreduction

This chapler will present a discussion of the Key findings with the literature of e research lopic and
explore if the findings fit with the previous researches. This chaptar will aleo include the implicatons of
the study. suggesbons for further research and Emitations of the study.

This overall research aim for this paper was to investigate the impact of grean marketing on the green
purchasing behaviour of consumers. As discussed earlier, the area of green marketing has been gaining
momentum especially in developing nations like India, so knowing about green perceptions of
consumers would be interesting o bulkd belter green marketing strategies. To understand what
influences consumears’ environmental behaviour, for this research, a regression model was made using
the environmental belief faciors and socko-demegraphlc varlables, The sludy was concentrated on the
Telangana region im India, where green marketing is becoming more popular and there is a fae in
awarenass among people. Apart from the regression model, o analyse the supporlive objeclives,
descriptive analysis along with correlation analysis using Spearman’s rho was undertaken.

5.2 Intensity of green packaging and branding for ecological customers

The primary ciijective of the research was o invegligate the girection and strength of the relationship
between the six distinct environmanial belief factors and environmental behaviour, while contralling far
kay socio-demographic factors. The first key finding was that the perception of green packaging and
branding has a significant and positive effect on the environmental behaviour of consumars, Some of
I urrderdying guestions of the aclor meases how good the consumers Teel abaul buying green brands
and how they trust well-known brands in India and whether bindegradable packaging is an important
consideration for therm or if they believs in reusing and recycling the products they buy, From the
response frequencies for all of these questions, it was found that most of them agree and strongly agree
te these underhying questions, This means that increase in green branding would lead to an Increase in
environmantal behaviour in turn increasing the gresn purchases. In the sense, from the response
frequencies Tor arviranmental behaviour, i is Tound that majority af the people buy bodegradable
products, they also but products that can be re-used. This forms a drect link between the two faciors.
Another finding from supporling objectives ol the sludy shows that there i a weak bul positive
comelation betwean consumers’ perception of green branding and their environmental behaviour. It was
glso found that there are associalions with green branding on the basis of consumers’ place of
residence and a significant difference in their mean scores were found, The mean score for the urban

cansurners was almaosl double the score of ural consumaars.

The green buying behaviour of consumers from the past literature shows that consumers’ percaptions

of green branding is affecting their grean buying behavicur. Aaker (1991 idenlified brand awarersss,
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associations and quality percaption as key factors influencing consumer's behaviour. On the basis of a
conceplual Tramaewark, ilwas suggesied thal the lilerature supports that the brand benefits accounts as
an encouraging factor for green purchases, therefore influencing consumer's environmental behaviour
[Charain and Jacok, 2012). On axplaring the functional attributes by means of a quantitative analysis,
itwas found that there = also a positive affect on the brand because of consumers” percaption of green
brand posilioning (Patrick el al.. 2005). Based an a quantitalive study, using regression analysis, with
a sample of women who were frequent visitors of supermarkets in London, it was found that brands can
infuence consumaer behaviour lowards ecological product consumplion (Pickell-Baker and Cuzaki,
2005 Therelore, it can be inferred that the current findings for green branding are in line wilh the
pravious literature findings. howeaver, the demographic significance about change in urban and rural

perceptions |s the an additional finding In this study compared to athers

Future wark should concentrate on a larger sample spread across different urban and rural locations to
add more inslght o the generalisability of the current findings. The results from this study polnt towands
policy implications such as increase in govemment funding as there is a direct significant and positive
link af green branding on consumer behaviour. India is predicted 1o be in the top third ranks of growing
goonomies and manufacturing destinations, most likely by the year 2020 [Make in India). Addifional
government funding on brands that use green manufacturing metheds could be beneficial and probably
lead to even further growith. Green branding should also be further concentrated upon in terms of
carporate marketing strateqies as his can be termed as a driver of green purchases, The findings fram
this study suggeast that there was a major diference in the urban and rural percapbions. so investmant
of patential money in the rural area to Increase the market segment thess would be a rational ogtion.

5.3 Importance of green products and premium green pricing

In supporl of the prirmary research abjective, anather key linding is thal there is a significanlly positive:
effect of consumer perception about the mportance of green products and premium green pricing and
the environmental behaviour of the consumers. Some of the underlying questions of the importance of
gresn products and premium green pricing factor include the perception of consumers about how
impartant they consider grean products, how strongly they believe that a portion of the price of grean
products is used for a waorthy environmental cause, and whether they think it 1= reasonable to pay higher
far green products. The responsa frequencies by majarnity of them in the case of importance of gresen
products was agree and strongly agree, however, in terms of the price-related questiors, majonty of
the urban consumers responded positively while most rural consumers disagreed. This entails that
gresen pricing has a direct link o the envisonmental behaviour of consumears, thus adding 1o the Qreen
purchases. The findings from the sub-objectives show that there is a significant positive correlation
hetween green pricing and the envronmental behaviour of consumess, nevertheless, there was a
significant difference in consumer perceptions of paople from urban and rural areas. While consumars
fram bath the localions were influenced by green pricing. the mean scores of urban consumers was
found to be about double than that of the rural consumers.
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The literature states that consumers can be influenced fo pay a premium price by showing tham tha
addiional benefits of eco-fiendly products, such as guality, ecologically safe, non-hazardous, maore
efficient and =0 on, therefore increasing green purchases (Renfro, 2010). Khare eial. (2013). conducted
a quanlitalive sludy on § cilies in India using a sarmple of 500 parlicipants, where in il was observed
that Indiam consumers’ green attitude was nfluenced by the brand and price of the product (Khare st
al, 2073). The scak: wsad in the previous sludy was adapted by Lee (Z003), while this research adapis
the scale from Juwahesr et al. (2012), which is fairly new and constructed keeping in mind a developing
ecanomy (Mauritiug], Effective marketing strategles influence consumers 1o pay a premium price for
green products therefore increasing green purchase patterns of consumers (CHitman, 1998). It can be
seen hal the findings of the research For green pricing ang in supporl of the previeus literalere and show
intereating comprehension of Indian consumers like how green products are impaortant (o them and hos
lheir environmental behaviour is impacled by green brands and pricing. Ao, an lhe basis of he
litzratura, it can be noted that the Indian market for green consumers is marginally underexploited
(Khara, 2014), green brands and importance of grean products and premium gresn pricing should ba
rade use of In marketing strategles and so on for increasing green purchases

5.4 Effectiveness of eco-labelling and green products identification

From the results, it was found that consumer perception of eco-labelling has a pasitive effect on the
green purchasing behaviour, but there was not encugh evidence from the sample size to show the
slalistical significance of this effecl. 11 can also be inlerred from the resulls thal thene is a positively
eignificant comelation between the effectiveness of eco-labelling and identfication of green products
and the envirormental behaviour of consumers, However, thers was no significant difference in

parceptions across the socio-demographics.

Preceding literature in this area has dentfied confradiclons views in general whers some researchers
havea stated that green purchases are not driven by eco-labels while othars hawve stated that eco-labels
do atract consumers therefore influencing thelr green purchases [Lelre and Thidell, 2005 and Chearon
and Jacob, 2012). Bath of these studies, however were based on reviewing literature using different
lrameworks, while Cherdon and Jotob (2012), wsed a conceplual framessark, Leire and Thidell (2005)
used a Mordic framework. The findings from the current research support that green purchases are

positively impacied by eco-labeling but its slalistical significance could nol Be stated,

5.5 Environmental advertisement and green consumption patterns

Environmental advertisemant and green consumption patierns have been identified to be one of tha

cantributing factors to consumers' attitude and behaviour by some previous [terature while others have
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proved contradicting results showing that consumers were Influenced by green advertisements but did
not have a resulling impact on their behaviour {Lulz, 1985 and Chase and Smith, 1992). While Lutz
(1985}, used a conceptual framework, Chase and Smith (1992). used a quantitative study where 70%
of the respondents did not find messages in these advertisements very influencing while over 50% of
them did net pay enough atlention lo these messages as according o them, they lacked credibility.
Pocley and O'Connor (2000), have added to this by reporting that green messages do not necessarily
Ingpire a positive green attude In consumers. The findings from this research have shown that
environmental advertisements and eco-image have a negative effect on environmental behaviour of
consumers, however, this resull was not statstically significanl. From Ihe response frequency, it was
found that consumers feel that environmental advertisements should be presented in credible manner,
but about 70% of the respondents feel 1hat these environmental advertisements are exaggerated, Il is
interesting that despite the finding that green branding drives green purchase behaviour., green
advertisements don't influence green purchases positively. It can be observed that the findings of the
research partially support the aforementioned |iterature as it can be concluded that environmental
adverlisements don't impact the behaviour of consumers in a way that adds ‘o the green purchases.

5,6 Consumers’ perceptions on environmental concerns and beliefs

Consumers' perceptions on envircomental concems and beliefs and its impact on green buying
behaviour has been a widely studied area with results varying depending on the place, cullure and
ethics. Empirical studies on developed nations showed positive findings but the drivers varied for each
naticn while for mest of the developing nations, the primary driver of green purchases was found 1o be
environmental concemns and beliefs of consumers. McKinsey (2007), conducted a survey in which it
was found that 87% of men and women, from different developing nations like Brazil, India, China and
developed nations like, Canada, UK, France and the US have incined themselves in decreasing their
negative impact on the ecosystern (McKinsey, 2007). In the case of India, Singh and Pandey found
results that are contradictory 1o other studies. Using a comprehensive literature review, it was found
that Indian consumers lacked brand awareness of green preducts which did not fit with their concerns
and beliefs (Singh and Pandey, 2012), On the cther hand, another study based on a conceplual
framework stated that there is awareness amongst consumers which is encouraging green behaviour
(Mishra and Sharma, 2010). The findings from the current research point that Incian consumers are
aware but their environmental concerns and beliefs do not increase their environmental behaviour,
which is a combination of the two contradictory studies. It was found that environmental concerns had
no correlation with environmental behaviour. however. it had a negative effect on environmental
behavicur, Bul, because of he small sample size, the finding was not statistically significant, Although
this study has bridged the gap in the Indian context to an extent, future work could contemplate this
relationship with a different and bigger sample sze spread across India as the results may be cifferent
based on the locations as well.
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5.7 Future Research

The future research could take 8 new approach to this study by using mixed approach using survey to
collact the guantiative data complamented with qualitative data by means of in-dapth interviews, to
siudy the drivers of gresn consumer bebaviour like green branding and premium green pricing, over a
period of fime. Studies could be undertaken to identify why green advertising has a negative impact on
environmental behaviour of comsumers even though green branding has found to have a positive impact
on the same. Accarding lo Jankowicz {2005]. using mulliplk: melhods research design s a betler way
of getting mare accurate results. Questionmaires can be complemented with either semi-structured or
in-depth imterviews giving more detailed and accurate results. The research can also be concenirated
rmare an the soclo-demaographic front, especally the Urban versus Rural perceptions, as this shdy

showed many interesting results with regard to the same.

5.8 Limitations

This research has provided interesting insights on the impact of green marketing an consumer purchase
pattens in India, nonetheless, there are ceran limitations of this study. One of the fundamental
limitations of the sludy includes the limiled sample size especially the reral sample, which would give a
better understanding about comsumer perception in different parts of India. Anather limitation is that the
sludy was concentrabed on Telangana state alone. The lack in sampling frame and the method aof data
collection trough convenient sampling |s another drawback, as converlence sampling & not
cansidersd as rabusl ag simple random sampling, Alse, the response rate for the stud was B0% but the
20% of non-regpondents could have influencad the insights of the ressarch, therefore adding to the
limitations. This research also includes imitabons n terms of the theories and concepls of green
marketing, as this is a rather new area of research in emerging markets, especially India, so there weare
limited predelermined prediclors or hypolhesis lo elaborale en. Another drawback of this study is hat
there was no confimatery factor analysis performed on the scale used and It was nel specific to Indian
population.
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5. Conclusion

The research was carfed out to bridge the gap in the lerature aboul how consumer purchasing
patterns are influanced by different green marketing strategies in the context of developing countries.
While green marketing has become a widely researched area, it has only gained resonance in the case

of India in the recent pasL

The purpose of this research was to investigate the impact of green marketing on consumer purchasing
pattems and decision making in India. The sample concentrated paricularly an the Telangana state in
India. The owarall purpose of the research was contained by sub-objectives that contributed to finding
the directon and strergth of the relationship between the sie dstinet envronmental belief fackors and
environmantal behaviour, while controlling for key socio-demographic factors. Other sub-objectives
included invesbigalion of significanl associalions bebween e environmental behaviour, the six
environmental belief factors and key socio-demaographic variables including gender. age, education and
place of residence and the analysis of correlations belween envirconmental beliel faclors (eco-labelling,
green branding and packaging, enwironmental advertieernents, green pricing. embedding an eco-
image, efveohmental concesns and beliefs) and the envirormental behaviour of eengumerns

The significant findings of the atudy hamanized with the literature that had been reviewed previously,
while the larger signilicant addilien o e lindings was aboul the urban and rural socio-demagraphic
results, The first KE}'$iQI'Iif|I3?H‘I1 1Indlng was thal consumer perceplion af the inlensity cfgreen packanlng
and grean branding had a significant and positive effact on the environmental behaviour of consumers
therefore initiating a direct link between bramding and consumer behaviour and adding to the green
purchase patterns. From the kberature, it can be inferred that there is a positive impact of green branding
on consumer behaviour, hence impacting their purchase decisions. It was found that people tend to
trust known brands easily. The second key finding was that consumers felt the importance of green
pre<ducts and e premiom green pricing also had a direct pesitive vel significant impact on the green
behaviour of consumers, further keading to their purchase patterns. In terms of correlations, weak but
significant positive correlations were found betwesn consumer pemeptions of effectiveness of ecoo-
labelling and green consumer behaviour. This stedy has confirmed the findings from previous literatura.
Comespondingly, intensity of green packaging and branding was alzo found to be correlated o the
environmental behaviour of consumers. The regression analysis furthered this theary for Indian
cansurners, Also, imporlance of green preducts and premium green pricing and  environmenlal
behaviour wers found to be comelated. There wers significant associations found in terms of eco-image,
green branding and green picing with regard to the socio-demagraphics of place of residence, A
eignificant differance in the parception of urban and rural participants was found. Previous researchaers
hava suggested that the impact of socio-demographics on the environmental behaviour might be
restricted [Diamantopowlus &t al., 2003). Therefore, the curent research is augmenting the previous

resgarch by showing significant associations.
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Apart from this, some other inleresling results were found but were not statistically significant. Based
on the results, it was gathered that effectiveness of eco-labelling had a positive effect on the consumers'
environmental behaviour. It was also observed that environmental advertising had a negative effect on
environmental behaviour, similar result was found in terms of environmental concerns and belefs of
consumers and its relatonship to the environmental behaviour. This shows that consumers are
concermed about the environment, but they are reluctant to purchase green products.

In terms of correlations also, no significant correlation was found between the environmental concerns
of consumers, environmental advertising and eco-image and the environmental behaviour of
consumers, Further research, with a bigger sample size might be able to shed more significant insights
with regard to these findings.
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Abstract

Purpose — The purpose of this paper = to analyse the impact of green marketing strategies on
cmsumer purchasing patterns m Maurtius, The present rescairch also explores the peesiblity of
infroducing grocner patterns of consumption inte contempocary Lifestyles in the current context where
sreen products are increasingly available.

Design/methodology/approach — This paper reviews the theary of green marketing o sdeatify
how customers are persuaded to purchase groener products. It also reports the empirical results of
a consumer survey o @reen marketing strategies by the questionnaire methed. The survey
questionnaires were administered to 150 respoadents visiting various hypermarkets and
supermurkets. The questanmiires were processsd and analysed with the statisticel programme
SPSS, vsing descriptive, corrclation and factor analysis.

Findings - The findings provide some interesting clues regarding customers” perceptions oa
envitonmental concerns and green products, Further (ndings suggest that moest cotsieners luave
expressel i great interest in the protection of he enviroranent and they are strongly concerned about
the enviroament and its degradation. Hence, business executives should host workshops and seminars
S0 as o educate custoners an environmental protection and enviconmental friendly products. Results
also mdicaterd an overall positive orrelation betwesn eflfective green markeling sirleges and
axstomens’ purchasmg patterns for green products. Therefore, there 12 powerful urge for ampemes
o promete green branding, eco-labelling and green packaging strategies in arder to encourage a
greener pattern of consumplion anwng consumens in Mauritius,

Practical implications — The paper suggrests a steppimg appeach to consumer puarchasing pelterns
for greener products could be exploited mare within consumer groups that have strangs environmental
concerns and belicfs in Maunitius. The results also offer procious knowledge on the effectivencss of
green markelny simtegies whoch Gm assist bath private and pubbe enterpeises in developing and
desigming appealing green products that will be favoured by custamers

Originality/value ~ Although green marketing has been an important rescarch topic for several
decades. hardly anv research has been focused on the impact of green marketing strategies on
consnmer parchasmg; patterns in the oomtext of developmg countnes. Thes paper has analysad the
strengzth of environmental comcerns and belicfs and has provided some insights on green marketing
strategxe and the various managerial implications have been fully addressed in order to favour the
consumption of greener products in Mauritios,

Keywords Mauritius, Develaping countries, Consumer beleaviour, Marketing strategy,

Green customers, Green markeling strategies, Green consumer purchessing pollerrs

Paper type Research paper

Introduction
Green marketing has been an important academic research topic for at leass three

“ decades (Peattie, 1995; Polonsky and Mintu-Wimsatt, 1995; Schlegelmilch et al, 1996;

Fuller, 19499; Kalafatis of al, 199% Hartmann ef @, 2005). Smilarly, as pomted out by



Papadopoulos ef al. (2010), green consumers have become a deiving force bebind bow  Green markeling

companies do business, and these ecological custamers are Crealing a new economy
armund the glnbe. Indeed, the “green comsumer” concept was the epicentre nf the
environmental markering strategies as well as a key concept, on which prominent
marketing academicians and professinnals focused at the end of 1980s
and o the carly 1990s (Dhiamantopoulos ef af, 1994, Elkington, 1994; Shovastava,
1995 Porter and Van der Linde, 1995; Chan and Lag, 20000, Throoghout the 1990,
researchers continued o aver that the "green market appeared to be real amd growing”
iMenon and Menon, 1997), and “expanding at a remarkable rate” (Schlegelmilch ef @,
19960 [n a similar veln many green products have regained consumer confidence in the
2000 (Gurdw and Kanchhod, 2005),

According to Gupta and Ogden (2008), the industry for green products was
estimated at over 3200 billion in 2006, Varous rezegrchers have spurmed interest in
issues surrounding environmental conservation amd protection i the marketplace
(Mimtel, 2006}, Together, with the contmunus rise of grovwmg global concern zhout the
environmental quality, preen marketing has pecked up momentum (Stafford, 20003
Ottmam et al, 2006). As highhighted by Papadopoulos ef el (20010}, green marketing 15
expeeted Lo strengthen and inflluemne the market even more i Greece and the "green
market” counts abour 2250 billion in USA. The population of Mauritius comprising
baoth consumers and producers has equally expressed increasing concerns about the
environmental impact of products in the recent vears ( Juwaheer, 2005), Likewiss, a
wide range of green producs including organic foods, recvelahle paper, eoo-light hulhs,
eco broom, environmentally designed tyres and eco-friendly detergents amongse
others are now available i Mauntus. Hence, the emergence of green products can he
seen throughout the different industries in Mauntius starting from the detergents
ndustry to the automobile mdustry, Smmikarly, different companies, like for eomple,
Permoglaze, Mauvillac, Michelin and Toyveta Mauritus Lid are continuously engaged
in the protection of te environmment and are adopting green advertising strategses and
practices in Mauritius. In this respect, there i considerable evidence that most markets
in developing econcmies including Mauritive have been influenced by green consumer
behavicur (Hardin, 1993; Maimiert and Barnett, 1997, Juwaheer, 2005),

The present study therefore explores green marketing strateges and its influence
on consumer purchasing pamerns in Mauritins, Several research works have explored
the comcept of green marketing and consumer buying behaviour in developed countries
(Polonsky, 1994; Peatiie, 1995, Wellond, 2000, Kotler ef of, 2005). Indesd, green
marketing and consumer buying beboviour have been over-researched as separate
concepls in the feld of marketing. Generally, there is an merease i the ecological
consciener of consumers which results m the Imreased demand for green prodocts, a
phencmencn that is well exploited by a great number of enterprises offering green
products and services (Vandermerwe and Off, 1990; Salaman, 1997; Ottman, 19696
PPeattie and Ratnayalka, 1992 Chan, 1999 Mo deubt, considerable literature on green
marketing and consumer huying behaviour is availahle worldwide, bur there is limited
research which sheds light on green marketing strategies and its impact on green
consumer purchasmg patterns i the cnntext of developing comintries, Hence, this study
atrns to {1l the gap in the exasting body of lterature pertaning to both green markebng
strategies and preen comsumer purchasing patterns by chonsing Maurttius as a cse
Sludy. Thus, the resulls of Uns study will give a oew oopelus W the [ndmgs of
previous studies on green marketing and green consumer purchasing patterns in
Mauritiies.
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WIEMSD Ohjectives of the study
81 The primary ﬂb‘_iﬁl,:l’i‘.-‘ﬁ: of the research 15 o i|_1vesrig;1te the extent rrr_‘i'rhi:'h ATEEn
' marketing strategis influence the consumption of green products i Mauritios,
The main chjectives of the stady are carthned below:

To anadvse e relationship between customers envivommental beliels and their
envirommmental behaviours in Maorilis,

#  To examine the extent to which green packaging and beanding can promote
conzumprion of green products in Mawritius,

+  Tn inwvestigate whether green advertising can mtroduce 2 gresner pattern of
consurmpbon amangst consurmers n Moo,

Lilerature review

Gireen markeling and strategic greening of products

Todays nmrkelplwe = owreasmply atltractve for marketers of preen products,
Consumers are expected to double their spending on "green” products, reaching $500
billicay in 2009 {CBS News, 2008) and nany conswiers state that ey are willing 1o pay
a price premium for these products (Wiistenhagen, 1998, Viesky ef af, 19599, Veisten,
A7), Becent studies indicate that Y43 per cent of consumers stared they have
participated in fremendous efforts to zustan environment (Hartrmann Group, 2007), 57
mer cent felt kighly comcerned about the environment (California Green Solutions,
20071, Kals e al (1999) ideniified that the molivalional mstrument that proloects
the natural environement 15 the heman feelmge of nature, Green marketng nclodes 2
vartely of activities such az product modilication, changes mthe producton process,
packaging changes and as well as modifving advertizing (Polonsky, 1994, Likewize,
Peattie {1995 and Welford (2000 desceibed green meuketing as being the managetneit
process that identifies, anticipares and sarisfies the needs and wants of customers and
society ina profitghle and sustainable wav Corporations will have to find salutions to
envirmmmental challenges throngh marketing strategies to develnp ecologeally safer
prochucts, recvelable and biodegradable packaging, better pollatons contrels amd more
energy-effient operatinns in order to remam competittve (Cankota and Ronkamen,
1962 Rachards, 1994; Kotler and Armstrong, 1993) Environmentally riendly products
are prochicts winch intend to reduce negative impacts on the crviromment and thes:s
products provide copsiderable enbanecments all over the whole product ke eycle
(Hindle ef @f, 1963 Shrivastava, 1895, Pujari and Wright, 1996), Various rezearchers
in the area of green morketing bave alzo guestioned e influence of practicing
environmentalism in business (Dromwright, T Wasik, 1996G), consequent to
acceleratmg the numhber of green consumens glohally, marketers have contnued o
grapple with the question of understanding consumer’s huying intention toeeards
preen products (T'Souza ef al, 2006).

Comswmer belieie and enmronmente! helamour

The cnvirrmmiental problems seem o concern all active abzens, onterprises and
arztitutions all ever (e world much more tian 30 vears apo (Capadopoules ef gl 2000,
Intermational rescarchoers show Ul e comsumers worry toore aboul e envitonmmenl
and have gradually changed their bebhavieur CAabutheot, 1977 Sunon, 1992) Thus,
a new market for green or sustamable products haz emerged, which s further
strengthensd by active consumers, since it is a way o contribute to the protection of



the environment (Cormwell and Schwepker, 1995 Cleveland ef al, 2005). Furthermore, Green marketing

consumer valoes and belefs need fo be thought about when exploring the imfluences
alfecting purchasing decisions (Hover and Maclomes, 2004). Values are considered
as stable belefs that a gven bebaviour 15 desirable or gocd as put forward by
Pickett-Baker and Ozaki (2008) and oo example of desivable behaviour is to value the
environment, Environmental behavicur i2 entailed by the environmental values which
cain influence perzosal norms significantly and guide consumers for environimental
behavicurs (Srern, 2000, Keser and Bentrupperbaumer, #005), Correspondingly,
the Theory of Planned Behaviour proposed by Ajzens (1991) demnnstrates that the
environmental heliefs shape attitudes towards behaviour, which i turn 15 tranzlated
nto buying intentions. Research has also shown that the consumers who ane mterested
m emvirnmmental matters reject excellent rechmical products hecanse they are cnnscious
of the damaging consequences mthe exvironment (Peatte, 1995, 1999 Bernstein, 1903
Dryucker, 1973

However, Pickett-Baler and Ozaki (2008) have arpued that people who ane
environmentally conscicus do net necessarily behave in an ecological manner.
Consumers purchazing decisions on environmental groundz is highly debatable az it is
suspected that claims of strong views on environmental =sues are not necessarly
translated into direct actions relating o purchasimg behaviomr of green producks and
services (Louchran and Kangis, 1994), Empincal evidence from past studies have
shown that despite pro-emvironmental attitudes, mtention to recyele, concern about car
polluticn amd willingness Lo pay moere for eovirommentally Tendly products, lew
consumers have tramslated these attitudes nto regular green buving behaviour
(Mintel, 2006). For marketers of green products, the gap between pro-envirenmental
attibedes and green purchase bebaviour 15 a daunting challenge where, research in
efvironimental consumerism has produced inconclusive evidence in suppart of
comaumer attinade theory with mixed results that support bath a positive relationship
hetween attitude towards the environment and hehaviour (Arhuthnet, 1977, Kellgren
and Wiood, 1985) as well as weak relationships (Wicker, 1965 Wehster, 1975; Mainien
et al, 1997, Tanner and Kast, 2003),

Uneelerslanding costomers” responsiveness lowards green pockaging and eco-labelling
A argued by Barber (20040, as people are becoming mome aware of the damage caused
o the enviromment, environmental concerns of te industry have been identified as a
critical issue that packaging companies rmust contend with {Amorim, 2008, Mamacore,
H08) The concept af being envircamentally friendly or green will have an effect
o all parts of the business from the conception of products to the use and subsequent
disposal of the products by customerz (Prahalad and Hamel, 1994) According to
Delia (2000}, packagmg can he considered ecological depending on the degres of
enviromment polluticn. Furthermore, Morns ef al (1995) have stated that specific
proviucts claims on product labels like “eco-friendly”, “recyclable”, “hindegradable”
and “veone endly” wsed by marketers enabled companies o commumicate the
environmental benefits of products o their customers. Packaging s one of the key
components Gal can provide a compelitive advantage 1 the marketplace for many
consumer products and even a low investment in changing the package can drive
significant gains in brand zales compared o advertizing and promotion activities
(Barber, 200G, 2010),

Thargersen (2002 and Rashid (20080 have stated that eco-labels are valued as an
input to purchase result and eco-lahels are considered az an mportant factor that will
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nfluence consumers n their purchasing patterns. However, research has also shown
thal conswners expressed confusion and confused aboul vanous green lermminelogie:
which are used on product labels (Bebertscn and Marshall, 1987 Muller, 1955,
West, 1969600 Casewell and Modjuseka, 19960 Wessells o of, 1999, Yel, D¥sousa & ol
(s affirmed that environmental labelling on products iz an effective way of
commmumicating to the customer the specific henefits and characteristics of the product
and the claim of product safety Increasmmgly, the ahility of recyeling packaging
elements = of key concern o hoth retailers and consumers. For example, in the TISA,
thers are more than 200 mellion cises of wine bottes =old each vear; virtually mone
of those boiths s rmoused, with an estimated 75 per cent ending up in landGlls
{Wine Bustness Monihly, 2009).

Indeed, Laroche ef o (2001} supeeted that eeologically commeious comsurmers will
v to protect the environment in different wave, like for example, checking that a
package 1= made of recyeled material and engaging only in the purchaze of green
products. Certain key markets such as Canada, where dismribution is controlled
by government moncopohes, have mandatory targets o achieve n terms of
environmentally friendly packaging and glass recycling For example, this i=
prompting the wine sector to respond with mnovation and adopt packaging solutions
that melude tetra packs, cams ad other sustamable allernatives o plass (CEO 2006)
Morenver, comsumers have also mduzted a lack of trust and growmg confusinn over
the plethora of government, corporate and tord-parly ecosymbols o products
{Bhaskaran of af, 2006, Terrachaice Environmental Marketing, 20080, Adding to the
corfusion are the increasing numbers of companies developing thelr own proprietary
lahels in arder to differentiate themsalves in the marketplace. There is a growing call
for clearer comumunication about conswmet benefits on green products (Pickett-Baler
and gk, 2008, The recent State of Gresn Buzmess Form (2000} reported that green
information needed to he acoessible inoan easily understandable manner Aght at the
noint of purchase (Mazur, 2000, However, 5 recent Wl Streed fowrnal arbicle entithed
“As oeoeseals proliferate, =o do doubils™ deseribes “the mercasmg confusion among
comsumers zhont the veracty of green marketing promizes” Goumds, 2000, The Targe
number of symbaols currently wsed, new descriplive lerms such as “sustaimalble”™ and
“Iow-carbon footprint”, and the questionable validity of some green claims can only
add o cossumer sceplicism (Borin ¢ of, 2011

The effect af green branding on conswmer huvwng patterns

According to First and Khetriwal (2008), the concept of green hranding 1= almost
wnexplored by green marketers. Yef, several studies demonstrate that the growing
envirnnmerntal awareness of comsumers have encouraged them to he more inchned
owards brands that seemed o be cnironmental foendly (Ragly and Kuless, 1997
Swenson and Wells, 19970 Brands can change consumer alliudes oo greener
consurnpbion {Travis, 2000; Pekett-Baker and Ozaka, 2008). Likewise, (Miman (19982)
has stated affective marketing has the power 1o 2hifl passive green consumers who are
Leen lo pay premiwn prices [or envirommental products o grecmer consumplion
patternz. Effective green positicning inwvolves brand communication and
differentiation hased on functinnal attributes and emaotional henefits (Aaker, 19665
Hooley ef al, 1998; Kotler, 2000, Hartmann &f @, 2005). According to Pickert of ol
{(195), if green brand attmbutes are not well commumicated, emvirnnmentally
sustainable product: will et be commercially successtul. Similarly, other rescardhers
have suggested that green positiconing 1s an important clement mthe success of groen



branding strategies (Coddington, 19%%; Meffert and Kirchgeorg, 19930, A car brand, for - Green HlELl'kEﬁl'lg

exanmple, may be considersd environmentally 2ound if the models case sigmlicant]ly
lower emissions than competiors

Several studies have addressed the value perception of selected emvironmental
product attributes (Roozen and e Pelamacker, 1998 Wustenhagen and Bilharz, 2006)
and earlier research in western countrnes supported that consumers have positive
green perceptions on eco-hranded products such az Body Shop and Green Energy in
the TEA and Germany (Wustenhagen and Bilharz, 2006 Furthermore, functional
positioning strategies can have some general disadvaniages, [or example, they can
tften be easily imitated, they assume ratiomal buyer deasions and they may reduoe the
Mlexibility of brand differentiation (Kroeber-Riel, 1991; Aaker, 1996). However, zeveral
studies have shown that consumers tend o have a negative response lowards green
products due to a perceived trade-off between functional performance of the brand and
its effects on the enviromment (Schiegelmilch et af, 1996 Fuller, 1995, Indeed, the
significant factor motivating consumers to change actual purchase behaviour to buy
eci-friendly products 15 emotional brand benefits (Hartmann of ), 2006).

The effect of green adverfising on conswmer purcliasing pafferns
Pickett-Baker and Ceaks (2008} [oand that, exoepl lor cleanmg producls, sl
consumers cannot identify greener prodscts, This may be beciose most green
messages labels ave falling Dat and not maling an onpression e minds of shoppers
(Green Biz Staff, 2009, Hence, green communication is a major area of weakness for
green marketers Carlson af ol (1993) have affirimed a paralle] rize in environinental
advertizing accompanied by greater consumer interest in the environment, In fact,
advertizing terms such az “recvclable, environmentally friendly, ceone safe,
hicddegradable” can he seen regularty in green advertisements and consumers are
often exposed to such messages, whilst some of these messages also pertaimed to
consumer resistance (TFSonza, 2005). Likewise, Kilbourne (1995) has argued that the
credibility of green advertisements 1s relatively low, Nevertheless, Mathor and bathur
(2000 and Habib et &l (2000) argued that consumers are more positive towards
ervironmental [remdly products dee o the et that environmental messages in
advertizements are more credible. Besides, [VSouza eof @l (2006) have outlined that
marketers have the responstbility to publicize environmental information as customers
seel more concrete and authenticated product mformanon from these advertsements
to gnnide them n their purchasing decision (Chan, 20040 It bas also been found thar
providing information on environmental issnes does not necessanly encourage positive
envirommental attitedes as pointed out by Pooley amd O'Connor (20600 but the
emofional confent n advertisements can also mcrease customers' attention towards
thesie advertisements (Tlawkins of of, 1998). Green branding communicalion strategies
should be aiimned at assocdating the beand with pleasant, emoticoal nagery of natice,
while presenting informatan on environmentally sound product attributes, However,
Foze (2002) has affirmed that although some manufacturing companies camiot
influence consumer chodee wwards green products, yel, they can shape green
consumption parterns in the wav the products are being offered and marketed
Simnlarly, markesers should emphasize the ecological knowledige n ther orgamzanons,
their products offerings and their advertizsing campaigns in order to achieve the goal of
changing consumer purchasing behavicur (Mendleson, 1964).

The above literature review has provided an msightful review of preen marketing
and strategie preening of products, Several concepts like green packaging, eoo-ldbelling
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and green hranding soaregies have been fully discussed and the sigificance of
green purchasing patterns has heen siressed in the light of the changing greener
COnsEmpHon patierns armong cuslomers,

Research melhodology

In line with this study's main ohjective of analysing the impact of green marketing
strategies an consumer purchazing patterns in Mauritivs, a questonnaire comprising
of several sections wag developed. The varions 2ections of the questionnaire relates to
the mfluence of general environmental hehiefs and hehaviour on green comsumpion
patterns, mustomers’ perceptions on green branding, eco-labelling and environmental
packamng, consumers exposure on epvronmental advertsements and its impact on
green consumpiion behaviour and the last part of the questionmaime has fomsed on the
demographic characteristes of respomdents. In this study, consumers” peroeptions on
freen marketing strategies were measured on a five-podnt Likert Seale {1 - strongly
dizagree w3 = stronely agree) and (e range of responses for genecal environmental
beliefs was never, sometimes, frequently and alwavz (1 =never o 4= always)
Statistical technigues were used 1o process the data using descriptive, correlation and
factar analysis with the statistical programme SPS5 16,

Factor analysis was carmied out on all the statements on cestomers' perception on
gresn marketmg strategies found in the questionnaire relgting o customer opinions on
green products, pricing strategies of green products, costomer opmions on eco-lzhelling,
customers’ preferences on preen packaping amd cuslomers” perceplions i green
advertisements, Prior to data collection for the groen marketing surviey, a pilot test was
conducted to ensure comprehenziveness, clarity and reliability of the gqueztonnaire. The
pre-lesting of the questionnaine wis done among ten customers randomly chosen inoome
hvpermarket, resulting in some minor modifications of the wardings of some survey
1tems on eco-labellmg and green advertisements, Internal consistency and reliabihioy of
the scale was measured by the vze of Cronbach’s o (Hair ef of, 2000,

Sampling plam

The targeted population of the study consisted of astomers who are above 18 years
Maurttus, The reason 15 customers above this age are familiar with purchasing of
procucts and they are also empowered m ther decaswens for choosmg the nght
products between many available choices, therelore, they are more considerale 1o
environmental i=sues while engaging in their purchasing decisicns, The target
population sampled was the customers visitng hyvpermarkets and supermarkets of
Mauritiuz, Crevimg to the need for a relatively large sample size while at the same time
keeping the research costz down. the sample size of this study amounted to 150
customers through the judgemental sampling fechrique, The response rate for the
present study was 77 per cent and face to face interviews were carried with the
respindents i specific hypermarkets and supermarkets across the nine distrcts of
Mauritius,

Tnigrnal constslency of e guestionnaire

The Cranbachs o« overall value for the entire questionnaive was 0821 and such a high
figure indicates that the questionnaire iz a good indicator of what the researcher wants
o investigate. According to Hair ef o (1995), a coefticient of < (16 indicates marginal to
low mternal consistency and a value of 060 or more mdicates satisfactory miernal
comsistency reliahility (Churchill, 19749).



Testable hypotheses of the study

Customers” belielfs and preen consunplion palierns

According to Beser and Bentrupperbawmer (2005), envivonmental behaviour is entailed
by 1he emvirommental values et can infuence and puide consumers for enviromental
behaviours. Moreover, as stated by Schultz and Zelezny (1899 and Stern (20000,
emvironmental attifudes and environmental behaviour are related tn people= vales,
which may provide a basis for the formanon of athitudes and act a5 guidelines for
purchasing behaviour, Krarup and Russell (205) afrmed that strong attmodes
regarding 2 social issoe and product category can encourage sustainable Tuaying
patterns amomyg customers Chroury, 1990 Kollmuss and Agveman, 2002; Barber of af,
20061 Henee, the first hyvpothesis of the study is listed below:

HI There iz a significant relationship between customers” beliefz and behaviours
towards green consumnplion patterns in Mauritos,

Careen dabelding and consnmer purchasnng pafferns

Thormersan (200 and 1"Souza of a0 (2006) have stated thar emvironmental labelling
on products 15 an effective way of communicating the product assocated benefits,
Custommers have also pereeived seo-labelled produoct: with positive envirommental
meszages better than non-green product aliermabves Rex and  Bavmann, 2000
Fashad, 2009; Borin «f of, 200110 1L Bas egually been anticpated that envircomental
Jabels can encourage ecological consumption patterns [Carlson ¢f af, 1993 Cazewell
and Modjuszka, 1996), Indeed, Nik Abdul Rashids (30080 study has alae shown that
awareness of eco-label has positive effect between knowledsze of green product and
conswmer’s intention to purchase ecological productz, Hence, the second hvpothesis of
the study 12 hsted helowr:

2 There is a sigmficant relationship hetween green labelling and consamer
purchasinge patterns m Mauritos

Creen byinding avd conswer purchose ilenlions

Aceording Traviz (20000 and PickettBaker and Ozald (2008), brand can change
consumer attitudes wogreen conswmer purchaszmng patterns. As pointed oul by Otlman
(19498), affective marketing could change passive green consumers who are keen to pay
premium nrices for environmental products to greener consumptinn patterns, Rahbar
and Wahicl {2011} have atfirmed that green brands should be used to help consumers
differentzate green hrands from other nom-green brands with the same functons and as
highlighted by Hartmann of al (2005), emntiona] hrand henefits assnoiared with green
products will prrsuade customers o parchase coo-memdly products, In this contexe,
the third hypothesis of e study reads az follows:

M3 There iz a sipnificant relationship between green heanding and green purchaze
intention of consumers in Maurilius,

Creen adverfising and green pvchase nfention

Aceording to Chan (A004), customers seek credible product informarion from green
advertizements to guide them in their ecological purchasing decisinns. Indeed, green
acdverizemenls can infuenoe consumers” purchase behaviour by encouraging them o
purchase products that do not harm the envirooment (TFSonza @ wf, 2006; Rahbar and
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Figure 2.

Age chissificabon

Wahid, 2011). Similarly, according to Baldwin {1993}, environmental advertisements
help to form consumer’s values and further translate these values into the purchase of
green products, Chase and Smith {1992) and Davis (1994) have also stated that
environmental messages in green advertisements can influence the consumer
purchasing decisions, Hence, the fourth hypothesiz of the study reads as follows:

H4. There is a significant relationzhip between green advertisements and purchase
intentions of consumers in Mauritius,

Empirical findings
Part A: Demaograpliic profile of vespondents {Figures 1-4)

Part B: Factor analysis and green marketing stralegies impacting on consumer
DPurchasing patlerns

A factor analysis was carried on all the statements found in the questionnaire in
order to test the dimensionality of the survey mstrument. A principal component
analvsis with Varimax rotation was conducted on 22 items. Only factors with

8 Professionals

W Students

W Househoid duties
W Manual workers
@ Seit-empioyed

W Rstired

Notes: In terms of occupational classification, 53 per cent of respondents representing the
majority were professionals, followed by studeats (25 per cent), self-employed (6 per cent),
household duties (6 per cent). manual workers (5 per cent) and retired (5 per cent)

55 years and move

Betwoan 40 and 54 years

Between 25 and 39 years

Batwieen 18 and 24 yews

0 5 10 15 20 25 30 35 40 45
%

Notes: As regards to the age classification of respondents, 39 per cent were between
25 and 39 years, followed by 31 per cent between 18 and 24 years, 24 per cent between
40 and 54 vears and 6 per cent were above 53 years of more



Notes: From a gender perspective. $3 per cent which represent the majority
are female and 47 per cent are male

Notes: In terms of geographical location, 66 per cent of respondents were from urhan
region and 34 per cent of respondents were from rural region of Mauntius

eigenvalue =1 were considered sigmificant and chozen for interpretation. A vanable
wilh factor leadings of 040 was considerwd, that 35, ftems -2 0.40 were excluded. The
Kaiser-Mever-Olkin measure of sampling adeguacy is 0.686 and it can be thus deduced
that the sample is adequate. In addition, the Bartletts Test of Sphericity has a
significance of 0.00, In summary, it would mean that all the variables correlates fairly
well with all others and none of the oorrelation coefhcents are particular large.
“I'herefare, hoth the Keizer Mever-Ollkin measure of sampling adequacy and Bartlett's
Test of Spheriaty shows that Factor analysis will be useful with the data. From the
Varimax rotated matrix, five factors represenning 57.76 per cent of the explained
variance were extracted from the 21 statements as shown in Table T and some
explanations are given regarding the labels assigned (o them and one statement was
climinated due o a negative loading.

Factor 1 — effechveness of eco-labelling and green products wdenfification

Factor 1 has an eigenvalue of £81 and explaing 21.87 per cent of variance. This factor
#roups six attributes pertaining to the effectiveness of aco-labelling and green products
identification in Mauritius, These tactors broadly evaluate the importance of eco-labels
and the research has depicted that “eye-catching eco-labels”" (loadmg = (0.862),
“sulfwiency of mivrmation un eco-labels™ (loading = 0.795), “vco-labels are casy 1o
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Figure 4.
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read” (lnading = 1,790, “accuracy of information on ecolabels for green products” (Green marketing

(lwading = 0.774) are mportant determmants to influence green purchasing behaviour
in Mavuritivs, Similardy, "adding greatr relevance o customers” lifestyles through
marketmg of groen products noan engaginge manner” (oadmg = 0573 and “casy
identificatzon of green products” Joading — 0.468) are olier considerations [or green
consumer purchasing patterns in the context of Mauritius,

Factor 2 — mifensity of green peckagng and branding for eeolagical customers

Factnr 2 has an eigenvalie of 282 and explaims 124 per cent of vanance, This
dimension groups Ave items which are related to the intenstity of green packaping and
brandmyg for eonlogical costomiers in Maumtus, Comsumers have acknowledged that
infurmation on packaging = an important crterion for their purchasing decsions in
Mauritive (Ioading — 0.833), thev feel it iz equally mportant that packaging can
e reused ar recycled alier uwse (oading — 0831). "Biodegradable packapging”
(loading = 0.794), "purchaze of brands which are lezs damaging to the enviranment”
(leading - 0.781) and "trust in well-knewn green-branded products” (leading - 0.518)
are nther factars to promate greener consumption paterns in Manrinios,

Faclor 3 — environmenial adverlisemen! and green consunplion pallerns

Factor 3 has an eigenvahoe of 213 and explains 966 per cent of varianoe, This factor
groups [our atlributes which explains the efectiveness o enviromnental
advertizements towards greener consumprion patterns. Consumers share the view
that green advestisementz should promete envivonmental Feondly products in a
credible manner (leading =0811), they fes] thar the content of environmental
advertizementz should offer pertinent emotional relevance for green cusiomers
(loading = (,666), they will comsider attracnve environmental advertisements for therr
purchasing  decisions m Mauntos {loadmg =0593) and m tumn, they strongly
acknowledge that environmental advertisements should not be exaggerated for green
products m Mauribos (leading = 0415)

Foctor 4 - importance of green prodecls and presinnm green fricing

Factor 4 has an eigenvalue of 162 and explains 7.37 per cent of variance, This
dimnension groups three armibutes which concerns importance of green products and
premium pricing for green products. Consumers accept as mme that @ portion of the
price for green products goes fo 2 worthy environmental cause (nading =1.781), they
have highlighled the growmg sgmbence of green products m the context of
Mamaritiuss (oadimg = 0.73) and they thank that it 3= reasmable o pay a hgher price for
products that are produced inan ecological way in Mauritivs {loading — 00613

Foctor 5 — embedding an ecodmage i markeling of green products

Factor & has an eigenvalue of 1.10 and explains 602 per cent of variance, The twa
attrihutes under this dimension have an mpact on green purchasing patterns n
Maurnties, Consumers feel that green products should bear an eco-image in Maurhus
(lsadhing = 05411, Morover, there shonld be more visibality from varions companies n
the way o which green products are marketed m Maunties (Quading — 0429) 10 ocder
o prommode ecologial comsmmpbion patterns in Mauritios.,

Customers porcephons on ensronmental coneerns ond betiefs i Mawritius
Survey findings have shown thar respondents share favourable views on
environmental concernz and heliefz n the context of Mauritmz and 3= outhned by
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Tahle 1L
Environmental concerns
and belicfs in Mauritius

Papadopoulos ef @, (2010), environmental problems seem to concern all active citizens,
enterprises and institutions all over the world much more than 30 years ago. Survey
[lindings have shown that respondents have expressed high environmental concerns
on the following: “Human must live in harmony with nature in order to survive”
{mean — 4.48); "The balance of nature is very delicate and easily upset” (mean — 4.08)
and “Human have to control industrial growth to maintain a healthy economy”
{mean — 4.06). Thus, these empirical findings have revealed that the respondents are
concerned about the environment in Mauritius. However, respondents have expressed
unfavourable views on the following statements pertaining to “Human have the right
to modify the natural environment to suit their needs” (mean=2.24) and “Plants
and animals exist primarily to be used by humans™ (mean =2.47) despite being
environmental conscinus. Likewise, Pickett-Baker and Ozki (2008) have confirmed
thal people who are environmentally conscious do not necessartly behave in an
ecological manner. In a similar vein the respondents have shared favourable views on
“Humans™ interference with nature often has dizastrous consequences” (mean — 3.93)
and "Human need to adapt to the natural environment because they can remake it to
suit their own needs™ (mean — 3.83). Survey findings have shown that respondents
have quite favourable opinions pertaining to “The earth iz approaching the limit the
number of penple it can support” {mean = 3.31). Therefore, it can be further impled
that penple are strongly concerned ahout the environment and its degradation in
Mauritius as shown in Table TL

Fanvironmental behaviour of consemers in Maurilius

It is important W note that the range of responses for this section has varied from mean
1 representing “never” Lo mean 4 representing “always”. Respondents have expressed
favourable opinions on environmental behaviour as they usually take their own bags to
supermarkets (mean = 347), The survey findings have also proved that respondents
rarely make use of biodegradable scaps or detergents (mean = 2.66) and they rarely
make financial conmbution to environmental causes in Mauritius (mean = 266).
Empirical evidence has also proved that customers will avoid purchasing procucts
from companies that are nat environmentally responsihle {mean = 2.79) and they will
frequently read labels Lo see il contents are environmentally safe {mean = 2.89). Thus,
it can be deduced that respondents exhibit positive environmental behaviour in

Ervarommental aomoerns and befiefs in Mauntius Mean sh
The earth s appeeching the T the nember of people ot can support 331 1.05
The balance of nature i3 very delicate and easily upset 108 116
Huaan hiave the right to modify the natural envireament w suit thenr needs 224 1.32
The arems” mterference with nature often has disistrous conssquences 393 1.34
Plants and animals exist primartly to be wsed by humans 247 127
Humans have 1o control industrial growth to maintain a healthy economy 106 L6
Huzgan must lve in harmony with nsture in ander to survive 448 Loz
Huzrem need to adapt to the natural envinmment becse they am remake

it to =nit ther own needs 3483 LM
There are limits to which the indvsrialized socxty can expand 4106 1M
Mankind 1= severely abusng the envinmement 422 115




Mauritius, Baged on the survey findings, customers frequently engage in the purchase  Green markeling

of products in packages that can be refilled (mean = 3.03), they also recvcle bottles,
cans or glass m Mauritius (mean = 3.03) and they avoid the purchase of aerosol
products on a frequent hasis (mean = 304) as illustrated in Table [1l, However, Mintel
(2006) have argued that few consumers have translated proenvironmental attitudes
nto regular green buying behaviour despite carlir rescarch has shown high
environmental concerns from consumers mm car pollution, their willingmess to pay
more for green products and their intention to recycle.

Hypothesis testing 1
Customers’ beliefs and green conswmplion paiterns

HI. There is a significant relationship between customers” beliefs and behaviours
towards green consumption patterns in Mauritius,

The present urvey findings demonstrate a weak but positive relationship between
customers’ beliefs and green consumption patterns as regards to the use of
biedegradable soaps/detergents (7= 0.072; p=001}; the purchase of products made
from recycled materials (7=0.132; p<0.01); purchase of products from
environmentally responsible companies (r=0.138; < 0.01); finandal contribution to
environmental causes (r=0.034; p=<0.01) and consumers taking their own bags to
supermarkets (r = 0.124; p <0.01). Henee, £1 should be accepted. However, research in
environmental consumerizm has also produced inconclusive evidence between attitude
towards the environment and behaviour (Arbuthnot, 1977, Kellgren and Weod, 1986)
as well as positive and weak relanonships between attitude towards the environment
and behaviour (Wicker, 1969; Webster, 1975; Mainieri ef «l, 1997, Tanner and Kast,
2003). It can be further implied that green purchase behaviour represents a great
challenge for marketers and policy makers m Maunrtius.

Hypothesis testing 2

H2 There is a significant relationship between green labelling and consumer
purchasing patterns in Mauritius.

Environmental behaviour of consumirs Mean SD
Use of biodegradable soaps or detengents 266 1.5
Avoid buying acrosol products am 1.5
Read labels to see if contents are environmentally safe 280 145
Buy products made or packaged in recycled matenals 288 112
Buy products in packages that can be refilled 303 1.24
Avoid buying products from companies who are environmentally

responsible 279 123
Recycle bottles, cans or glass 303 1.20
Consumers taking their own bags to the supermarket 397 1.37

Contribute money to enviroamental causes 266 1.23
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The present =tudy has established a wealk correlation Detween customers’ willingness
to huw products from environmentalle responsible companies and the epse of
reading eco-labels [r=0212; =001} Moreover, there exists a positive relationship
hetwreen the purchase of products made from recyeled materials and the ease of
mezding the eco-labeds inthese speahied products (e = 0.331; =000 In a similar vein,
there 15 a posilive assocition between purchase of products made om recvcled
malerials and the accuracy of mlormaizon provided on the coo-labels of products mede
Trom recyeled materials § — 0421 f< 001 Hence, H2 should be acoepted. Likewize,
az stated by Moz et ol (1495, specific products clams on product labels like
“ecofriendly”, “recyclable”, “bisdegradable” and “ozone friendly” can further enable
companes fo communicate the environmental henefits of those products to ther
customers, [V5onza ef 2l (2006) has also outhned that that environmental labelling
15 an effective way of commumeating to the customer the specific henefits of green
prucucl s

Green branding and consumer purchase inlentions

HI There i3 a signiican relationship between green branding and green purchase
intention of consumers in Maurivs

Survey findings demonztrate a positive relationship befween customers perceptions
on brands that are less damagng o the environment and their green purchasing
intentioms r=0410 H=<001). Hence, 3 should be acrepted. Simmilarly, marketers
should ke inlo consideration that green branding can change comsummer atlibodes o a
more sustainable gremer consumpton patterns. As highlighted by Travis 2000} and
Ticketi-Baker and Ozak (2008), brand can change customer attitudes lowards greener
copsumption patterns, In a similar vein, earlier research zupported that consumers
engage pesitively lowards ecobranded products (Wistenhapgen and Bilhare, 2005).

Green advertising and green purchase intention

4. There 1s a sigmficant relationship between green advertisements and purchase
intentions of consumers m Mauriting,

Empirical survey [mdings have proved that there 15 a Rirly positive correlation
Detwoeen customers level of prefernmce lowands grem adveriserments and Uheir green
purchiase ntentions ¢ — 0213 p <0010 az suggested v Hawkins ef af. (15995), the
ernotional contenl in advertisement can also inerease culomers” allenton owards
these advertsements, Hence, A4 should be accepted. Similarly, customers seels more
comerete and guthenticated product micrmation from these advertisements to gnde
them in their purchasing decisions (Chan, 2004), In this respect, marketers should
ensure that green advertising 1s effective in order to encourage customers towards
greener purchasing patterns hy ensuring gregter acouracy of information in the green
product advertisements.

Managerial implications mnd recommendations

The paper haz highlighled various aspecits of consumer purchasing patterns aned
showm that consumer preference for emvironmental friendly products can be influenced
by effective green marketing strategies. Some major implications concerning green



marketing strategies in Mauritins can be drawn from the findings of the present Green mkgﬁng

rescarch. In order to gam green competibive advantage and achieve success, business
executives and marketers should ensure that sustainable green marketing sirategies
are developed and ooplemented in both publie and peivate companies. Likewise,
empirical findings of the present study have revealed that the respondentz are
concerned with the environment in Mauritius, Therefore, business executives and
marketers should emphasize on the importance of environmentmal concerns in
Mauntivs, Managers should organize different workshons and semimars to edecate s
mternal and external pubbc on environmental protection. Various exhibitions and firs
should be organized m close collsboraton with non-povernmental organi=tons to
wducate peopke on the different green products that are presently available m Mauritius
and the underlying benefits associated with preen consumer purchasing patterne,

Another signiftcant implication of the study relates to the mnportance of eco-labels
as an input for green buving behaviour, Likewize, Hazhid (2008) has suggested thar
eco-label = oan important factor that would enable consumers to make the right
purchaze choice. Therefore, marketers should emphasize on green product strraregies
and in turn, ece-labels should be viewed as an essential marketing tool in prometing
green consumption as there is enough empirical evidence in the present study
demonstrating that green labelling has a posive mmpeact on consumer purchasing
behaviowr, In a simlar vemn, busmess executives should ensure that eco-labels are
camprehensible and equally, the bype and formal of imformation provided oneco-labels
should be easy to understand, which in turm, will help customers in their green product
selection as empirical survey Ondings depicis a posilive assocation belween
customers’ willingness to buy produces from environmentally responsible companies
and the ease of reading eco-labels (= 0.212; <001,

Based on the mferential survev findings there exizta a positive relaticnship
between the purchase of products made from recyeled materizls and the ease of
reading the eco-labels {r=0.331; p<0.01), Thus, marketers should be cauticus and at
the same time, they should avoud the use of chemical eode names and techmical terms
which could lead to adverse envirommental impacts, Hence, one plawsible =olubon
would be o praphocally idembly amd devote some pertinent information on the
environmental safety aspect of the green products as far as ecological product labelling
1g coneernad. Imdesd, 1L is amportant o note Bl over exapeeration of these Lerms could
lead to pegative amitudes towards label claims {Chase and Smith, 1992),

The survey findings have alao demonstraed that green packaging is an essential
factor impacting on consumer purchasing patternz in Mauriting with a positive
correlation hetween purchase of prichicts made from recycled materials and the
accuracy of information provided on the eco-labels of products made from recycled
materials (r=0421; =001} Hence, marketers should further ensure continuous
improvemnent in packaging desipn, Likewise, preen packaging is a siralegic weapon
and 1t = percedved as an effective marketing ool for marketers to promote green
purchazing behaviour ameng customers in Mauritius,

A pointed oul by Swenson and Wells (1997, customers are more inclined towards
environmental friendly brands becauze of their growing enviranmental concerns.
Therefore marketers should develop emotional green branding strategies to sell their
products. Green brands can evoke positive emotions by showing the nature-related
advantages stemming from sensations and feelings (Kals of of, 1999). The present
study has also establshed that costomerz will consider green brands as a cruezal
aspect while engaging 0 ecolowical purchasing decisions. Research findings have
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depicled green branding as being elfective to engage customers in coological consumer
purchasing patterns (¢ 0410 p<001). Results of the study also underlined
consumers’ trust in wellknown green-branded products (loading =0518) as a
significant factor to promote greener consumption patterns and consumers feel that
green products should bear an eco-image m Mauritiug (Inading =11.541). Hence, green
marketers should embed positive ecn-image while marketing green products. The eco-
image of green products should he well differentiated from non-green product
alternatives i order W create a green unigue selling propesition of green products in
Mauritius.

Morceover, marketers should ensure that green advertisements are more pleasant,
attractive and convincing in the context of Mauritius. Marketers should capitalize on
creativity and originalily in order W enhance the appeal of green advertisements and
equally, differentiate the green advertisements from other non green advertisements
in Mauritius, Empirical findings have shown that green advertismg can lead to greener
consumption patterns in Mauritius and consumers have highlighted sigmificant
concerns pertaning to high ocedibility of green advertisements in promoting
environmental friendiy products (loading =0.811), grearer emotional relevance in
the varous conlents of environmental adverbisements for green  customers
{loading — 0.666) ard attractive environmental adverlisements o promole green
purchasing palterns in Mauritius (Joading = 0.595). Hence, preen advertisements
should be more effective to ensure a sustainable increase in the number of green
cansumers in Maurituis, Consumers are mare positive towards environmenta! friendly
products due to the fact that environmental messages in advertisements are more
credible as outhned by Mathur and Mathur (2000) and Habib et 2, (2010). In additinn,
marketers should emphasize on emotional appeal in the green advertisements
(Hawkins ¢f al, 1998; Peoley and O'Connor, 2000) as emotional content in green
advertisements can also inerease cuslomess” atlention towards these adverlisements

Conclusion and directions f{or future rescarch

There 3s 2 powerful urge for companies W re-onent their existing markeling strategmes
towards greener marketing strategies. Far from having reached its pinnacle, green
marketing has stll a long road to travel in both research and practice. The present
study has highlighted the importance of environmental concerns among customers
in Mauritms, There is equally strong emmincal evidence in the study concerning
favourable customer values and beliefs towards the environment. Yet, it has been
found that there is some degree of reluctance from the customers to engage in green
purchasing pallerns despile greater comsideration has been given to environmental
concerns. Tt is highly recommended that effective green marketing strategies are
[urther developed and mmplemented i both private and public organizations and, in
twn marketers should capitalize on green branding, packaging, labelling and
advertising 1o create an upsurge for the demand of green products in Mauritivs, The
rezearch results will also form useful and practical tools for the policy makers who are
responsible for creating and marketing green products in Mauritius,

Limitations of the research

The present study has analysed the impact of green marketing strategies on consumer
purchasing patterns m Mauritius. The study had some polential mitations as focus
was unly on perceplions of custumers in Mauritius and the underlying perceptions of
business exocutives and marketers on green marketing strategies have not yel been



tapped. The findings need to be further validated as the empirical results have (Green marketing

provided a broad investigation on the effectiveness of green marketing strategies.
Specific constructs and predictors for promoting green consumer purchasing patterns
have not been predetermined and thus, the research has some conceptual limitations in
the arena of green marketing.

Future research

In this respect, further research is clearly needed in order to enhance the understanding
of green marketing strategies on consumer purchasing patterns i Mauritius, Research
should extend to business executives and managers in order to allow a comparative
analysis of the green marketing strategies impacting on consumer purchasing parterns
in Mauritius. Future qualitative studies could forus on specific green-branded products
such as energy saving light bulbs o deepen customers’ understanding and their
ability to compare eeo-branded and non-eco-branded products in Mauritius. Moreover,
supplementary gualitative research in terms of focus group discussions with green and
non-green customers can provide additional evidence to support the existing [indings
relating to the effectiveness of green marketing strategies on consumption patterns.

References

Aaker, DAL (1996), Bulding Strong Brands, The Free Press, New Yook, NY.

Ajzen, L (1991}, “The theory of planned behaviowr”, Orgenizational Behawoer and Human
Degsion Processes, Vol 50 No. 2, pp. 179211,

Amorim (2008). “Recorking Amwerica”, available at httpy/wicanderscorkoakblog.com 2008402/
23recork?’ (acoessed 2 October 2009).

Arbuthnot, ). (1977}, “The roles of attitudinal and personality variables in the prediction of
environmental behaviour and knowledge”, Euet ! and Behaviowr, Vol, 9 No, 2,
pp. 217-32,

Arcury, T. (1990), “Environmental attitude and environmental knowledge”, Honan
Ovgarization, Val. 49 Now 4, pp. 3004,

Baldwin, P (1993), “"Advertisers heginning to see green”, The Dalles Moming News, pp. J1-J11

Rarber, N. (2005), "Wine label design, information and hottle packaging: influence an wine
buying behaviours”, Master's thesis, Purdue University, West Lafayette, IN.

Barber, N. (2010}, *Green wine packaging: targeting environmental consumers”, Tnternational
Jowrnal of Wine Business Kesearch, Vol. 22 No_ 4, pp. 423-44.

Barber, N, Taylor, C. and Swick, S, (2009), “Wine consumers envircnmental knowledge and
artitudes: influence on willingness to purchase”, infernational fournal of Wine Research,
Vol. 1 Nu. 1, pp. 5972,

Bernstem, D, (1992), In the Company of Green: Corporale Comnmuenication for the New
Environment, ISBA, London.

Bhaskaran, S., Polonsky, M., Cary, |. and Fernandez, S (2006, “Environmentally sustamable
food production and marketing: appartunity or hype?”, British Food Jmonal, Vol 108 No. 8,
pp. 7790,

Borin, N, Douglas, CC. and Krishnan, R, (2011), "Conzumer effects of environmental impact in
product labelng”, fowrnal of Consumer Marketing, Vol. 28 No. 1. pp. 76-86.

Hounds, (. (2000), “As eco-seals proliferate, so do doubts”, Wall Streef Josernal. Vol. 2 (Apnil) p. D1

California Green Solutions (2007), "(Green consumer research outlines the challenge”, available at:
www.californiagreensolutions.com/cgi-bin/gtitplh,content=688 (accessed 12 December
2007).

strategies

53




WJEMSD
81

Carsan, L., Grove, 8. and Kangun, N. (1998), "A content analysis of environmental advertising
clams: a matnx methed approach®, Joerna! of Adveriising, Vol. 22 No. 3, pp. 27-40.
Casewell, |. and Modpuszka, E. (1996), “Using informatonal beling to mfluence the market for
quality i food products”, Werking Paper Ne. 2, Food Marketng Policy Centre, Universaty

of Connecticat, Manzfield, CT.

CRO {2006), “T.CRO Lotthe deposit system starts in February”, avarlable at: wwwetveadservle!
ArticlkeNewsStory/ CTVNews 20061 201 Acho_deposits (6120120061201 %~ TorimtoHome
{accessed 10 September 2004).

CBS News (20&), A closer look ar ‘green” products manufacturers are making more
environmentally frendly products, but not all stand up to the test™, 18 May, available
at: www.chenews.com/'stories/ 2008165/ 1 8eveningnews/maind 106507 shtm! (accessed 24
March 2008),

Chan. K. (1999), “Market segmentation of green omsumers m long Kong”, Jowrnal of
Diternationa! Conswmer Marketing, Vol. 12 No. 2, pp. 7-24.

Chan. RYK. and Lau, LB Y. (2000), *Antecedents of green purchases: a survey in Chuna”, fJowrna!
of Conssemer Marketing, Vol, 17 No. 4, pp. 33857,

Chan, YEKR. (204), “"Conzumer responses 1o envircamental advestising in China®, Markeling
Tnteligpenee & Plannivg, Vol, 22 No. 4, pp. 42737,

Chase, T aind Smith, TK. {1992), “Consumers keen on green but markelers don't deliver”,
Advertising Age, Vol 63 No. 29, pp. 24,

Churchill, G.A. (1979), “A paradigm for developing better measures of marketing onnstruces”,

Journal of Marbeting Research, Vol. 16 No. 1, pp. 64-7

Cleveland, M, Kalamas, M. and Laroche, M. (2006), "Shades of green: linking environmental
locus of coatrol and pro-environmental bebaviours”, Jorrmal of Consumer Markeimg,
Vel 22 No. 4, pp. 198212,

Coadington, W. (1993). Enwronmental Mankefing: Posifive Nvategies for Keaclung Green
Consiemers, McGraw-Hill, New York, NY.

Cormwell, TB. and Schwepker, CHJ (1885), “Eologically comeerned  consumers and their
product purchases™, 0 Polonsky, MI and Minte Wimsat, AT, [Eds), Emvronmentel
Marketing: Strategies, Practice, Theory, and Research, The Haworth Press, New York, NY,
pp. 77-101.

Czinkota, M. and Ronkainen, L (1992), “Glohal marketing 2000: a marketing survival guide”,
Marketing Management, Vol. 1 No. 1, pp. 36-45.

Davis, JJ. (1994), "Consumer respanse to corporate environmental advertising”, fournal of
Consumer Marketing, Yol 11 No. 2, pp. 25-37.

Deliz D {2010), “Review concerning the functions of packaging”, avatlable at: wwwiags.ong/
proodicals/010012002253251 . html (accessed 25 November 20110

Diamantopoulos, A, Bohlen, G.M. and Schlegelmilch, 15 (19%94), “Predicting green pm'chasmg

decisions from measures of environmental conscousness: a two sample comparson”,
Proveedings of the 1994 Marbwitg Edweators Group Confireney, Colerane, pp. 25261,

Drucker, I'F. (1973). Top Managerment, Heinemann, London,

Drumwright, M {1994), “Socially responsibile organizational buying: environmental concesn as a
noneconomic buying criterion”, foiernal of Marketing. Vol. 58 No. 3, pp. 1-19.

D'Souza, C. (2M6), “Green advertising effects on attitude and choice of advertismg themes", Asia
Pacifie Jowrnal of Marketing and Logestics, Vol 17 No. 3, pp. 51.66.

D'Souza, C.. Taghian, M. and Lamb, P 2006) “An anpmeal study on the miluence of
environmental labels on consumers”, Conporgie Commuenications: An Internatione!
Joprnal Vol 11 No. 2, pp. 16273,



D'Souza, C, Taghian, M, Lamb, P and Peretiatkos, R. (2008, “Green products and awpeeate Green marketing

strategy: an empinical investigation”, Sociefy and Dusitiess Kewew, Vol. 1 No. 2 pp. 144-57.

Eagly. AH. and Kulesa, P. (1997), “Artitudes, attitude structure, and resistance to change”, in
Bazermann, M.H., Messick, DM, ‘lenbrunsel, AL and Wade-Benzoni, KA. (Kds),
Environment, Ethics, and Behawowr, The New Lexington Press, San Framcisco, CA,
pp. 122.53,

Elkington, J. {1994), "Toward the sustainable oorpoeation: win-win-win husiness strategies for
sustainahle development™, California Management Review, Vol. 36 No. 2, pp. 90-100.

First, 1 and Khetriwal. DS, (2008), “Explormg the relationship between environmental
arientation and brand value: & there fire or only smoke”, Business Straflegy and the
Encironment, Vol 19 No. 2, pp, 90103

Fuller, DAL (1999), Sustainahle Marketing, Sage Publications, Thousand Oaks, CA.

Green Biz Staft {2009), “Most green labels fatl to catch shoppers’ eyes, survey finds”, avatlable
ar www.greenbiz.com news/ 2008089/ 23/most-green-labels-missing-mark-survey-finds
(rovessed 23 September 2009),

Gupta, 5 and Ogden, DT (2004), “To buy or not to buy? A social dilemma perspective on green
huying”, fournal af Consimer Marketing, Vol. 26 No. 6, pp. 376-91.

Gurdu, C. and Ranchhod, A. (2005), “Intemational green marketing: a comparative study of
British and Romanian firms”, Miternational Marketing Rewese, Vol. 22 Na 5, pp. 547-61.

Habib, A, ldrees, A and Kursheed, A. (2010), “Factors in environmental advertising influenang
consumer’s purchase ntention”, Lwropean Jowrnal of Saentific Research, Vol. 48 No. 2,
pp. 217-25.

Harr, LK, Anderson. RE, Jr, Tattham, R.L. and Black, \W.C. (1995), Multrwariate Data Analysis,
3rd ed, Macmillan Publishing Company, New Yok, NY,

Hair, JF., Bush, R and Ortinau, D, (20000, Musketiong Research: A Practiwal Apjooach for the
New Millerizan, McGraw Hill Higher Education, Singapore.

Hardin, G. (1986), Liwng watiun Lomits, Ecology Economics and Popadation Taboos, Oxford
University Press, New York, NY.

Hartmann Group (2007), The Hartsman Report on Sustamahility: Understanding the Consuser
Peespeetive, Harmman Group, Bellevue, WA,

Hartmann, P, Thanez, VA and Sainz, FLF. (2008), "Green branding effects on attitude: functional
versus emotional peeitionmg strategies”, Marketing fntelligence & Hanning, Vol. 23 No. 1,
pp. 929,

Hawlkimns, DL, Best, R.|. and Coney. KA. (19568), Cansumer Dehavour: Budding Market Strategy,
McGraw-Hzll, Boston, MA.

Hindle, . White, . and Minion, K. (1993), “Achieving real environmental improvements using
valwe - impact assessment”, Long Rarge Damng, Vol 26 No. 3, pp. 3548,

Hooley, G., Saunders, | and Piercy, NF. (1998), Marketing Sratesy and Compelitive Posthomng,
2nd ed,, Prentice Hall, Hemel Hempstead.

Hover, W. and Maclnmg, D (2004), Conswmer Behaviowr. Houghton Miffilin, Boston, MA

Juwaheer, T {2005), “An emerging environmental market in Mauritius: myth or reality”, Wordd
Reviezv of Esitrepreeneurship, Maragenwnt and Sust, Dvovlopmwnt, Vol | Noo 1, pp, 5776,

Kalafatss, SP, Pollard, M., East, R and Tsogas, MH. (1999), “Green marketmg and Ajzen's
theory of planned bebaviour: a crossmarket examination”, Joernal of Consumer
Marketing, Vol. 16 Na. 5, pp. 411-60.

Kals, E, Schumacher, Il and Montada, L. (1999, “Emotional affinity toward nature
as a motivational basis to protect nature”, Fnvivommental and Beleviour, Vol. 31 No. 2,
Pp. 178-202

strategies

55




WIEMSD
81

Kellgren, C.A. and Wood, W (1986), "Access to attitude-relevane information in memaory
= a determinant of arttoude-bebaviour comssteney”, Jowrnal af Experimental Prychology,
Vol 22, pp. 32838,

Kilborme, W {1995), “Green advertising: salvation o eoymoron”, feweenal of A deertising, Val. 24
Mo, 2, pp. 7-19.

Kollmuss, A, and Agyemsn, | G002, “Wind the gap why do people act environmentally and
what are the barmers o pro-envirommental behavioar?, Envirommendal Edveationa!
Fesewrcl, Vol 8 Mo, 3, pp. 23560

Kotler, Bt (2000], Merketing Managesmend, Millermium ed, Prentice Hall, Upper Saddle River, NJ.

Kaotler, I and Armswrong, G (1905), Friecples of Marketing, Tth ed,, Prentice Hall, Englewood
Clilfs, K.

Kotler, I, Armatrong, G, Saunders, T, and Waong, V(2005), Prisciles of Marketing, 4th European
e, Peswrson Education, Upper Saddle River, N].

Krarup, 5, and Bussell, C. (2008, Snvironmens, fnformation ard Conswmer elamowr, Edward
Elgrar Pubhishing Limited. Glasgow,

Kroeher-Riel, W (19910, Stratepie i Technik der Werlng, KohThammer, Stuttgast.

Larcche, M., Bergeron, | and Barharo-Forlen, G, (2001), " Targeting consumers who are willing to
pay mmave for envircnmentally friendly products”, fosrnad af Consemer Markefing, Vol. 18
No. 6, pp. 50820,

T.ulr'|'rr.qn, Voand Kill‘l?_‘i!“ P I:'IEQ-I-i_I. "I:}u'rrrnmlar_l,r' gil'l '|r¢||'k:|P.1'nR m d'lﬂ!,r-l'n-r wrirhets
envirommentalzm and brand equity”, fneenal of Product & Brend Wonagesent, Vol 3
Mo 3, pp. 5-7.

Mamieri, T, and Barnett, E.G. {1997), “Green buying: the influence of environmental conoern on
comsurner behaviour”, fornad of Socal Poechodsgn Vol 137 No 2, pp 189206,

Maimieri, T, Barnett, EG., Valdero, TR, Unipan, LB and Oskamp, S{0597), "Green buying: the
influence of environmental concern on consumer behaviour”, fewrnal of Sooal Fovelslogy,
al. 137 Mo 2, pp. 18820,

Mathur, LK and Mathur, L {2000), “An analysis of the wealth effects of green market stratemies”,
Sowsrvinl o Bresiiess Research, Vol 50 Mo 1, pp, 185200,

Mazur, A, (2000), "State of green husinesz forum”, 9 February, availahle at
waw witldehanging comsarchives/ 01057 L himl {accessed 15 February 20103

Meffert, H. and Kirchgeorg, M. (1983), Marktevientieries Usaecliimanagement, Schaeffer-
Popschel, Stuttgart.

Mendleson, N (1994), “Environmental marketing business parmmnering at AFC-developing
stratege allanees, envirommental marketing: omteal soecess strategnes for reaching
the green consumer”, Proceedings of e 1994 Comference, Swdney, 22215 Febrwary,
. 8710,

Menon, A ared Menen, A (1897 “Enviroprencurial marketmgs strategy: the emengence of
corparate envirohmentalism as marker strategy”, el of Marketing, Wol. 61 No, 1,
o 51-67.

Mhince] (2006), "Green living”, TS Markefing Research Reporr, London,

Morris, L, Hastak, M, and Mazis, M, (1995, "Corsumer comprehension of envirommental
advertising and labeling claima™, The fownal of Comsrmner Affirs, Vol 2 No 2, pp. 32851,

Muller, TE. {19853), “Sructural information factors, which stimulate the use of nutrition
informarion: & field experiment”, fournal of Marketing Research, Vol 22 [May), pr G8-T5.

Nik Ahdul Rashid, MR (2008], " Awareness of ecorlabel in Malaysia's green marketing initiative”,
Inderngtionad fowrnad of Business and Monggemend, Vol 4 Mo 8, pp. 13241



Momacore (2008, “Carbon footprint of wine closures™. avallable at wwwoorksupplycom!_pdfs’ GT"EEII T'r]arkeiing

noergcore_foolprinl pedl Guaessed 10 Seplermber 20045,

Oftrmiam, T, (1992 “Seanetimmies comeaarmens will pay moore Lo o green”, Weekeiamg Nees, & Joly, p, 16,

Ottman, J. (1998), Green Markefmg: Opporivmiy for Senovation, NTC-MoGraw-IhiL
Mew Yorl, NY.

Uttman, A, Stafford, ERE. and Haroman, CL. (2006), “Avaiding green marketing myopia:
ways o improve consumer appeal for environmentally preferable products™, Kevirorment,
Wul. 48 Mo 5, pp. 22-36

Papsilipeeutes, T, Hargmnmi, G, Trighees, W amd Plologianm, B (2000, “Green markeling: (he
case ol Greece o cerliBed and sestamably masge] Umber produds”, Freee Mid Jowrna
af Huwainess, Vol 5 Noo 2, pp. 166-90.

Peattie, K. (1945, Keewammental Markeling Wenagement: Meelhing e Green Chalenge, Pitman
'|"'|,||_|]i5r}|'-|r|;¢, T4 |r||:|||r|.

Peqttie, K. (1900, *Trapping versus sabatance in the greening of marketing planiing”, foeeed of
Stvategne Marbetieg, Vol. 7 Noe 2, pp. 13148

Peattie, K. and Katnayaka, M. (1993, “Besponding to the green movement™. fownal sf Indusfraal
Manggewent, Yol Z1 Na. 2 pp. 100-100

Pickett, G0, Kangan, Noand Grove, S0 (1985), *An examination of the congerving consumer:
implications for poblic policy formation in promofing conservation hebaviour™, in
Polonsky, M and Minte-Wimsatt, AT (Eds), Bedronseental Markeling: Sfrategies,
Prochice, Theory, and Sesearchk, The Haworth Press, New York, NY, pp 7T

Pickett-Baler, | and Db, B O2008), “Pro-emvirenmental products: marketime miloence on
congumer purchaze decision”, foarss! of Coousser Marketing, Vol. 25 N &, pp. 281-93,

Polonsky, ML (1994), “An infroduction o green marketing”, Fectromic Corees sl Val. 1
Neo 2, pp. 1-101

Podonsky, ML and Minto-Wimsatt, AT, (Eds) (1993), Exvironmendal Marbefing: Sfrefegies,
Praiiee, Theoey, and Researchk, The Haworth Press, New York, WY

Paaley, AL and (FConnor, M. (20000, “Environmental educarion and attitndes: emotions and
beliefs are what is needed”™. Envirenmment and Hehawawr, Vol 32 No. &, pp. T11-23.

Porter, ME, and Van der Linde, C, (1995}, “Creen and aonpebtve: eding the stalemals”,
Horevrrd Buesimess n'?h'ra'.e'.ln, Vil 73 N &, 1 15023,

Prahalad, CE and Hamel, G (1994), “Strategry sz a fekd of study why search for 20 new
peracigm®, Stretepic Meanageoeend Jrornal, Vol 15 Mo, 82, pp, 516,

Mogem, [0 and Wright, G (0896, “Developings envirenmmentally-consceus product stratey
(ECPS): a qualitative study of selected oompanies in Britain and Germany™, Muosbefing
Inteligence & Fianring, Vol 14 Mo, 1, ppo 1928,

Rahhar, E.and Wahid, N AC{2011), “Trvestigation of green marketing tools” effect on consumers’
purchase behaviour”, Sesmess Stnafery Senes, Vol 12 Noo 2, pp. 7385

Rashid, E.NA, @009), “Awareness of eco-label in Malaysias green marketing indtative”,
Internafienal forraal of Business and Management, Vol 4 Mo, 8, pp. 13241

Resser, JT and Pentruppertsormer, TAVL (2005, "What and where are environmental values?
."-R.—uﬂsing the ﬁ'l!q":.."ll.‘:l'.“ of current -:1.il.'|.-l‘.-£1:f of use of environmental and Warld ]'lrl'il'.."u{t-.
vahees", foersal of Frodrmsmentel Preciadogy, Vol. 26 No 2, pp. 12546

Hex B amd Bavmmann, 1 (3007, “Beyoad ecolabels: what green marketing can lesrn from
conveniongl marketme”, fowrnad of Cleaner Produciion, Yol 15 No. 6, ppo 56776,

Richardz, ThL [(19), *Enviconmentally conscions mamefacturing”, Motéssn! Acodesiy of
Engineering, Wirld Class Design b0 Maswfctere, Vol 1 Noo &, po 1522

siratesies




WIEMSD
8.1

Robertson. KA. and Marshall, B (1987), “Amount of label mformation effects oo perceved
product quality”, Teteraetionsd foarsal of Advertising, Vol. 6 Summer), pp, 215-8.

Roogzen, L'TM and e Pelsmacker, P! {1998, “Attributes of environmentally friendly consumer
behaviour”, fowrnal of fternabions! Consumer Marketing, Vol. 10 No. 3 pp. 21-41.

Roee, B (K2, ftroducizon of Brond Greer: Meesivenn or Forever Niohe, Green Albanee, London,

Saleman, J. (1991), "Green kabels for consumers™, ORCTD Observer, Yol, 169 No. 169, pp, 2830,

Schlegelmileh, BB, Bohlen, GM. and Dismantopoulos, A, (1995, “The link berween green
purchasing decisions and measures of environmental consciouaness”, Furogean forwrmal of
Merrdeting, Vol, 30 Ne, 5 pp. 35-55

Schulte, W,oand Felesny, Lo (1999), "Values as predicors of enviconmental attinades evidence
for crmsistency acries 14 eountries”, faonal of Beedonswntal Pocdelogy, Vol, 19 No, 3,
o 25560,

Shrivastava, P! (1995, “Envircnmentzl technologies and competitive advantage™, Sivalegic
Momagernend foernad, Vol 16 (Bumrmer Special Tssue, pp, 1TH3-800,

Simaon, F. (1992), "Marketing green productz in the triad”, Cobwsbia Jfoenal af Wield Rusfness,
Val. 27 (Fall and Winter), pp. 263-85.

Staftord, KR, (2003), “Energy etficiency and the new green marketing”, Seesronmeent, Val. 45
Mo, 3, pp. B-100

Stern, PC, (2000, “Toward a coherent theory of envirommentally sigmfiant behaviour”, forrma!
af Socigd Iezwes, Vol 56 Noo 3, pp. 407-24.

Swensan, MR, and Wells, WL (1967), "Vaeful corvelates of peo-envisonmental hehaviom?”, in
Goldberg, ME., Fishbein, M. and Middlestadt, SE. (Eds)l, Soowl Matefing, Theoreioad
and Pracheal Perspechves, Lavrence Erlbaam, Mahwah, NJ. po. 91-1049.

Tanner, T and Kast, SWE2003), “Promoting sustainable consumption: determimants of green
purchases by Swiss corsumers”, Powlslgy and Merketing, Vol 20 Mo, 10, pp. 883002,

Terrachoice Environmental Marketing (258080, The Seven Sws of Greemeashong. Terrachoice
Environmental Marketing, Ottvaa, ON,

Thorgersen, | (202, “Tromoting green consuamer Delaviour with ecodlabels”, New Took for
Frerrosaentel Proleclion Fdweatuor, Dgfeomtion ond Taletary Meosares, Mational
Academy Press, Washingron, D,

Travis, I (2000}, How Swcceesiul Branads (i e frrvational Kdge: Emofionad Branding, Prima
Pubalishing, Washington, DC,

Vandermerwe, 5, and O, MIL {19900, “Custcrners deive corporations green”, Losgr Bosgme
Flansing, Vol 23 No 6, pp 10016,

Vedsten, B (20071, *Willingnesa to pay for eco-labelled wood furniture: choice-hased conjoint
analysis versus open-ended contmgent vahation™, fewrnal of Forest Econawaics, Vol 13
Now 1, pp 2548,

Viogky, B.F, Ozanne, LE, and Fontenot, RJ. (19985, "A concephizal model of US consumes
willingmess-to-pay for environmentally certified sood products™, The fowraad of Cosianer
Murketing, Vol, 16 Ko, 2 pp. 12240,

Wasik, | (1998, Lreen Marketing and Manggement: A (dlobal Perspechive, Blackwell Publishers
Lid. Olored

Welster, FE, (1975), "Dheteromnmg the charsctenstcs of the sodally conscious consumer”,
Sowsrval of Covspmer Reseanch, Vol 2 No, 5, pp. 18396,

Woelford R (2000, Hiscking Enveranmenialem, Earthscan, London,

Wezzelle, CR., Johnston, B and Denath, H 09991, “Assessing consumer preferenoes for
spolabelad seafond: The influence of species, certifien, and household atrributes”, Ameroon
Sowrnal of Agrécidture Fomeriges, Vol, Bl Noo &, ppe 10845



West, K. 11985), “Erolabels the industrialization of environmental stasdards”. The Eeofsgieal, Green marketing

Val. 25 Mo 1, pp. 1621,

Wicker, AN [196D), "Anttudes versus actionz: the relationship of vertzl amd overt behaviour
reaponse To atritude objects”, B! of Socied Tawes, Vol, 25 No. 4, po 41-TA

Woewe Busdiess ﬂ.-f:-.m.'b.l'_'r {Eﬂ\ﬂ]. 'ITli!I'LGIHiHH: wine halile rﬂ;j-q'“ng i wash and reaises batiles m
California: vennire to be only in US producing rewsed, refillable wine bottles”™, available at:
www.winebuainesa com whm? ge=get Articled: darald=67379 (accessed 5 October 20090,

Wuatenhagen, K. (1%98), “Pricing strategiea an the way to ecological mass markets”, Partnersiap
aod deadderstape bedding alionces for o susloinchie Jufure, proceedings of e 7
Trnlerngiienal Conferemee of the Greerumg Industry Metwork, Rome, 1518 November,
P 124

Wustenhazen, B and Bilheme, M. (3008, “Green enenzy market development in Genmany:
effective public policy and emerging custnmer demandd”, Feergy Policy, Yol 34 Moo 13,
o 1RA1-86

Corresponding author

Sharmila Pudaruth can be contacted at: sh.podaruthi@oom acmo

T purchasze reprints of this article please e-mail: reprintsimemeraldinsight.com
Or izt onr wieb e for further detaals: weowemeraldinsight comireprings

sirategies

59




