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Abstract
Green labeling is currently, resembling a trendy
marketing tool, to lure the Indian consumers. The present
research work investigates and quantifies the effect of
green marketing strategies on the buying behaviour of
Indian consumers'. The primary data has been collected
from different parts of the country through a structured
questionnaire. The results supported by multiple
regression technique and factor analysis, accentuate the
significant and positive impact of green marketing
strategies on the buying behaviours of consumers. The
study also quantifies its impact and laid down empirical
evidence to facilitate a balanced framework for further
research in this area.
Keywords: Green Labeling, Buying behaviour, Green
Marketing Strategies

Introduction
We have witnessed a rapid industrialization and
modernization drive in India in the first four decades of
Independence. Subsequently, government introduced
major policy reforms and replaced the existing patterns
with Liberalization and Privatization. Meanwhile, the real
disposable income of an Indian household has been raised
more than double since 1985 and India has emerged as
largest consumer market in the world. A majority of
household expenditure of a middle class allocated on
discretionary items like fooding, clothing, personal and
household products etc. The massive demand led growth
of industrial production subsequently evident in
considerable depletion and degradation in natural
resources and eco-system. Government of India, over past
few years, recognizes these environmental concerns started
a serious drive to spread awareness about the
environmental concerns in India. Consequently, the issue
related to environment has been emerged as an important
public concern especially in the urban area of India. The
sharp growth in this environmentalism make it a hot
selling cake of discussion in various public forum and
construct a crucial area of academic research as well.
Government of India is also demonstrating its serious
concerns and commitment to the cleanliness and
environment preservation and pollution control in last few

years. Modi government laid down the foundation of some
flagship programme like Swacha Bharat Abhiyan, Namami
Gange, Urban Forestry Scheme, Air Quality Index (AQI),
Toilets Before Temples etc.
Over the past few years, a growing numbers of
consumers are expressing their interest towards
environment friendly products and readily paying
premium price for it as well. A positive shift has been
witnessed in the preference and concerns of consumers
over environment friendly products. However, the
definition of "Green" or "Eco-Friendly" varied among
consumers at large. Even, sometimes information
mentioned in such green products are relevant upto an
extent, yet remain incomplete. So accuracy and
completeness of information are an essential part of
inducing the green lifestyle among the consumers. For
example, in India, a washing machine manufacturer used
to label the energy consumption and efficiency levels on
their product, but they never refer the water usages levels
and efficiency marks, despite the fact that water
consumption is equally pertinent. Marketers' used to
construct their product and labeled it with various Green
Marketing tools to form a natural perception about the
attributes and characteristics about the product among
consumers. These ‘Green’ tools are becoming ‘Policy’
tools for marketers and help to switch the attention and
buying behaviour towards such labeled products.
The present research work makes a fair attempt to address
the effect of Green labeling on the buying behaviour of
Indian Consumer with special reference to Delhi NCR. As
the perception and definition of green varies and
complication involves with consumer behaviour, we
couldn't generalize the findings. The research objective is
to examine and investigate the effectiveness of green
marketing tools (i.e. eco-labeling, eco-branding and
environmental advertising) as a variable, and evaluate its
effect on buying behaviour of Indian consumers specific to
Delhi NCR. The present research work, provide a basic
insight about the green marketing practice in central region
and its effect on consumer buying behaviour. The research
work makes a fair attempt to quantify the effect of Green
Marketing tools to buying behaviour of Individuals.
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Literature Review:
Green Marketing Stratagem is just three decades old story
when marketers start facing challenge to remain ecoresponsible while satisfying consumers needs. It has been
quite daunting for a marketer to remain eco-responsible
while maintaining the life style choice of the consumers.
Brands can never effort to bear a bad news in this regard.
As we look back we have witness scholarly work in this
area nearly last one and half decade back. Peattie and
Crane (2005) newly initiated the 'Green Marketing' notion
in the industry. In India, in past decade, we have witnessed
a shift and awareness among the consumers in this regard
and marketers are keen to tap this shift as they seeing an
attractive rewards and growth in it. Nowadays, green
marketing stratagem is getting substantial media exposure
and pushing marketers to adopt eco-friendly production
procedures. Green Marketing “perhaps the biggest
opportunity for enterprise and invention in industrial world
has ever seen” (Cairncross 1992: 177).
The core idea behind the green marketing is aware and
motivates consumers to switch over environment
friendly products. Although it is comparatively has its
bearing on both marketers and the consumers but
ultimately aimed to switch over green lifestyles.

Green Marketing Tools:
Hartmann & Ibanez (2006) highlighted the role of
cognitive persuasion strategies of the marketers to
influence the buying behaviour of consumers. Stanton &
Futrell (1987) signify the role the environment marketing
to satisfy the wants and needs of consumers with minimal
harmful impact on environment. Ginsberg & Bloom
(2004) in their research contribution find out that no
single marketing tools can be equally good for all the
industry and firms as consumer’s perception and concerns
about 'green' varies from market to market.
Rex & Baumann (2007) signifies that eco-labeling as a
tool helps to consumers to make environment friendly
buying decisions. Nik Abdul Rashid (2009) in his research
highlights the influence of eco-labeling on buying decision
of consumers. He further elucidates that eco-labeling quite
attractively influencing the buying behaviour of
consumers. This further implies that consumers are aware
about various labels and these labels are meaning for
consumers by and large.
Roe et al., (2001) in their research contribution highlighted
that environmental labels have their impact on
performance on the brand in this regard. Whereas,
Hartmann et al., (2005) signifies that shifting and
motivating consumer to buy a environment friendly
product leads to emotional brand benefit.

Research Methodology and Hypothesis
Formulation:
H1-

Green Marketing tools effect consumer buying
behaviour positively.

H2-

Eco-labeling having positive impact and affect the
actual buying behaviour of consumers.

H3- Eco-branding positively affects the actual buying
behaviour of consumers.
H4- Environmental awareness and advertising positively
affect buying behaviour of consumers

Sampling:
The respondents have been approached from Malls &
Supermarkets in Delhi-NCR, Lucknow, Kolkatta,
Hyderabad and Bangalore. The male and female of age
group between 18 years to 50 years have been considered
as the respondents as this age group are used to make their
buying decision by their own. The data has been collected
through structured questionnaire from 431 respondents out
of which 390 found fit for the purpose of study.
Structured questionnaire addressed the five basic component
of the research problem. The first part of the questionnaire
addresses the basic demographical information and
characteristics of the respondents. The next part of
questionnaire deals with perception and attitude of the
consumers at large regarding environmental advertising. The
third part exclusively dedicated to explore the cognitive
buying behaviour of consumers' towards eco- labeled items.
In this process we have also ordeal the consumer awareness
about eco-labels using some prominent logos'. The last
section of the questionnaire deals with measurement of ecoled branding (Eco-Branding) effect and impact on actual
purchase decision.
The responses have been recorded on the five point Likert
scale. Furthermore, the research work exclusively deals with
the effect on buying behaviour and excludes the aspect of
buying intension only.

Statistical Tools:
Myriad statistical techniques like Standard Deviation,
Multiple Regression and Factor Analysis have been used for
the purpose of data analysis. Moreover, statistical procedures
like KMO, Bartlett's test of sphercity, Cronhbach Alpha and
Pilot study have been performed to ensure the consistency,
authenticity and reliability of Statistical Measures.

Analysis & Interpretation:
The factor analysis has been performed to explore and extract
the factors, constituting several variables. This basic structure
has been developed to discover the area of domain. It further
help to facilitate the supplementary elucidation of underlying
domain.
Principle Component Analysis have been used with varimax
rotation and applied to all the constructs. Here we have taken
the Eigen Value criteria as more than 1. We further restrict
the cumulative percentage more than 50% for each and factor
loading of item (variable) upto 0.35 have been acceptable
whereas factor loading more than 0.5 have been considered
as significant (Hair et al. 1998).
Furthermore, we have taken Green Marketing tools as
predictors to quantify its effect on actual buying behaviour of
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consumers. It include the three different dimensions viz,.
Environmental Advertising & Awareness, Eco-Labeling and
Eco-Branding. These three variables actually constitute and
provide a basis for factor analysis. These three dimensions
further combined 10 different items to measure the construct.

labeling seems
deceptive.



0.06

0.2
0

Eigen Value

2.81

Percentage of
Variance
Bartlett's
Test of
Sphercity
KaiserMeyer-Olkin

63.19

1.8
1.56
2
16.61 17.09

Sometime
doubtful about
reliability of
Eco-branding
and claims.

The below mentioned table further depicts the statistical
output in this regard.
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Table :1Factor Analysis Output
Items

1

2

3

Environmental Advertising & Awareness
0.84 0.04
0.008
 Eco-Advertising

4
0.12

& Awareness
campaign help
to develop better
understanding
about Green
Products.
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campaign are
quite interesting
and appealing
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 Sometimes Eco4

0.0
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The Cronbach Alpha Test has also been performed to test the
reliability and consistency of the questionnaire. The
Cronhbach alpha value for the four identified dimensions viz.
eco-advertisement & awareness, eco-labeling, eco-branding,
trustworthiness of eco-labeling and eco-branding reported as
0.77, 0.71, 0.82, and 0.55 respectively.
Since only one dimension was extracted from the defined
four dimensions for quantifying its affect on actual buying
behaviour, we couldn't rotate the matrix. The extracted Eigen
Value 2.82 and captured 63.19% of variance with KMO
value 0.77. Furthermore, the Bartlett's Test of Sphericity
holds significance. Cronbach Alpha reliability value also
qualifies as 0.80.
The descriptive analysis as depicted in Table 2 furnish,
basic inputs of respondents and helps to develop general
understanding about the perception of consumers at large.
Multiple Regression Analysis has also been performed to
explore the relationship between defined variables as shown
in table no. 3.

Table: 2
0.08

1.09

Mean
Green Marketing
Tools
Environmental
Advertising
Eco-labeling
Eco-branding
Trustworthiness of
Eco-Labeling & EcoBranding
Effect on Actual
Buying behaviour
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Median

Standard
Deviation

3.71

4
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3.20
3.25

3
4
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The above statistics clearly shows that respondents by and
large agreed with effect of Green Marketing tools on their
buying behaviour. They further agreed that Eco-Labeling
& Eco-Branding played an important role and guided their
buying behaviour upto a great extent but they still doubtful
about the trustworthiness of Eco-labeling & Eco-branding
in India. This further implies that on one hand the
consumer clearly shown their interest in Eco- friendly
products and their consumption, they have their concern
over some sort of authentication of use of such labeling
and branding to guard their interest by and large.

Table: 3

Multiple Regression Results

Variables

β

Sig.

Eco-Labeling

-0.10

0.18

Eco-Branding

0.18

0.01

Environmental
Advertisement &
Awareness
Trustworthiness of
Eco-Labelling & EcoBranding

0.14

0.03

0.20

0.002

concerns over the creditability issue of green advertising.
So here, we have witness that there is a serious concerns
over authentic labeling of the 'Green' product.
The research work implied that Government of India
should take some serious measure and issue standard
guidelines to standardized green policies and practices
opted by marketers by and large. Moreover, facilitating
with more promotional incentives will help the marketers
and manufacturer to encourage the buying behaviour of
consumers by and large.

Limitation & Scope of Further Research:
The findings of the study exclusively limited to the
response collected in Delhi NCR, so the consumer
behaviour in other part of the country might be different
from this. Secondly, the study do not exclusively focusing
on any particular brand or segment so more specific study
may be planned in this regard to examine and explore the
consumer inclination in specified categories. Furthermore,
future study can be planned to compare among different
brands and branded and non-branding product in this
category.
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