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organic or green products.

Abstract. Consumer awareness towards the organic, eco-friendly or green products is important in
guiding them towards the purchase intention and further favors the buying behavior. This study aims to
identify the influence of consumer’s environmental concerns, awareness of green product, and brand
image on their buying decision of eco-friendly products. Companies try to produce natural products to
meet the need and satisfaction of the people. Major determinants that impacts consumer awareness and
further leads them to buy green products are safety, income, ecological concern, knowledge, age , gender,
attitude, values, brand labelling, packaging etc. this study provides valuable insights into the consumer
buying behavior by studying the consumer awareness. Compared to consumer awareness in developed
countries Indian consumers are still less aware of the environmental issues. This paper reviews the work of
researches and aims to define the impact consumer awareness have on the purchasing behavior of the
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marketing

1. INTRODUCTION

Green movement is increasing rapidly around the
globe. With developing nations being more concern
towards the environment, compared to the
developing nations being less aware towards the
benefits of going green, there is still a gap of
awareness in India.Environemntal problems such as
soil, air , water pollution and other catastrophic
issues have been repeatedly taken which raises
issues making people concern towards the
environment , and leading government focussed
towards the nature.

2. CONSUMER AWARENESS

Awareness about green products is the basic idea
which transcends people to think positively towards
the problems being faced by the environment as well
as the people. Today, several companies have
realised their responsibility towards the deteriorating
environment and have come forward to market their
products as green, eco-friendly or organic, it can
reduce pollution to a certain extent and
simultaneously adds to the profit margin (Sujith T
S). Mc Donald and Sharp explained in their study
“the impact of awareness on purchase intention “that
even if consumers want to purchase a certain
product, brand recognition plays a vital role.
Laroche et al. (2001) in his research studied quite a
handful of literature review on what factors persuade

the buying behaviour of consumers for green or
natural products. He further classified his research

into 5 categories namely —  knowledge,
demographics, values and attitudes, behaviour.
Boztepe 2012 examined that environmental

awareness, green promotional activities are the
factors that could impact the buying behaviour of
the people in a positive way , Yenoshin and Shinjan
2005 indicated that awareness has a direct impact on
the purchasing behaviour of eco-friendly or green
products, therefore it was clear that clients who have
a thing for the environment and are conscious about
the market place will definitely go for green
products.

Alarming customers now a days respond to the
environmental situation by buying green or eco-
friendly products (Barbara forleo 2001) , consumers
keep a tab on the material used in the product that is
if the product is wrapped in the recycling material.
Hence awareness about the ecological compatible
products (Schlegelmilch & Diamantopoulos, 1993)
leads to the buying behaviour of the natural
products, as people feel they are more safe to use.
Perhaps, consumer’s level of environmental concern
is related to their consideration and willingness for
buying the natural, eco-friendly or green products.
Many experiments conducted earlier reflected that
(zimmer, Stafford, 1994) environmental concern is
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playing an important role in the decision making of
customers. Furthermore, various studies examined
relations between attitudes and behaviour of the
consumers and their concern towards the
environment (Roberts & Bacon, 1997). However,
some researchers give a different theory, Hume
(1991) , explained that there is not always a positive
relationship between the consumers concern towards
the environment and buying behaviour.

2.1 Consumer attitude, belief’s & values

Studies also show that people have less opportunity
to form an attitude towards the green or organic
products than about other (Hoyer and Machhinis,
2004) products, unless they have made a distinct
effort to know about the green products, however
aspirational and motivational groups do influence
the purchase decision of individuals.

Consumers beliefs and values also lead to the
buying behaviour of the green products ( Reser and
Bentrupper baumer, 2005), it was also seen that
environmental values and the concern for
environment also positively impacts the pro
environmental behaviour.
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Over the last decade consumption green products
and services have increased tremendously. Natural
resources are getting depleted regularly (Chai &
Chen , 2010) due to the usage, hence causing
damage to the environment Thus it shows that there
are lot of determinants of consumer awareness that
further help in directing the buying behaviour .
Awareness of organic or natural products depends
upon the attitude of masses towards the
environment; studies have shown that people have
asked for the green products (shishime & Fujitsika,
2012). Although the amount of people who desired
for green products, has increased yet there is very
little evidence to prove that individuals willing to

purchase green products has increased. According to
Johs and Killburn , 2011 consumers awareness and
attitude towards the buying of green products and
concern for the deteriorating environment has just
captured 1-3% of the total market size. This explains
that consumer awareness has least impacted the
purchase of green products and consumers generally
overlook the concept of environmental values and
behaviour (Webb and Harris, 2001)

While researching the green purchase behaviour,
many studies have expressed discrepancies between
the favourable attitudes of the consumers and the
actual buying practices.(Hanger 2007) according to
him , a large percentage of people showed positive
attitude towards the organic products but only a
small number of people actually purchased the
products. Thus this shows that there exists a gap
between the attitude and actual purchase of the
organic or green products. A similar study done by
Defra in 2006 showed that in United Kingdom 30%
of people have showed their concern towards the
environment but hardly purchased or translated their
concern. It defines that it is not always necessary
that a person’s concern will fall into the action. It is
therefore needed to study that why there exists a
weaker impact or influence towards the
environmental concern. Many factors such as price,
social behaviour, environmental friendliness |,
availability etc. that lead to the gap between the
attitude and buying behaviour of the green and the
natural products. Many researches have also shown
that though people understand the seriousness of the
environmental issue yet they are reluctant to actual
purchase the product (Roka and Uusitalo2008)
Various studies were done to identify the factors
influencing the consumer’s attitude and behaviour,
and the results show that environmental knowledge
and concern and the major attributes of products
functional as well as green are the major drivers
whereas availability and high price are the major
barriers towards consumer’s green purchasing
behaviour.Ajzen in 1985 gave theory of planned
behaviour in which he stated that the behaviour of
an individual is based on two things-social norms
and individual attitude. And in his further research
in 1988 he added one more factor to his theory as a
determinant of individual behaviour which was PCE
(Perceived Consumer Effectiveness)

It was further seen that strong social and
environmental values motivate the consumers and
increase their involvements in the buying situation.
Thus leading the positive and active participation the
organic purchase process (Rahman and Aggarwal ,
2014).Moreover, Vermeir and Verbeke, 2006),
proved that there exists a favourable relationship
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between attitude- behaviour relationship and green
purchases .

2.2 Product Attributes

A lot of studies(Magnuson et al, 2003) have
compared the intensity of the effect of consumer’s
environmental concern and the product attributes on
green buying behaviour. Whereas some studies
Some studies have defined that the attributes of the
product like healthiness and quality , mainly drive
consumers towards the green purchase behaviour
(Chen et al., 2012) however other studies have
declared altruistic values as the main motivating
factors (Padel and Foster, 2005; Tsarenko et al.,
2013) . consumers generally look for different
environmental, social and individual consequences
of a organic purchase of products. Be it peer
influence or social refrence groups , some of the
ocnsumers overshadow this positive relation and do
not evolve the green buying behaviour. That is why
some clients show their concern towards the
environment and society but do not actually put their
concern into actions.

According to (Smith, 2010), consumers take into
account the benefits products provide to the
individual as well as to the nature or society. For this
an individual who is concern and is rational will buy
the product which is safe to use for e.g. CFC free,
and is in recyclable packaging, is not tested on
animals and does not contains the harmful chemicals
and pollutants. Further as far as nature is concerned
a concerned consumer will ask and look out for
products which are green or organic, as they will be
made from natural resources and will be free from
harmful chemicals. Lastly being green means
favourable to use and it also provides a feeling of
genuineness and helps the society to propel for the
futures to come.

2.3 Knowledge

Effective knowledge of social and environmental
issues positively affects the green purchasing
intention and buying behaviour. Large number of
studies has shown that increased Consumer
Knowledge (Tanner and Kast, 2003) brings in the
trust towards the green products and reinforces the
effective relationship of effective and efficient
knowledge, contrary to this those individuals who
do not have proper knowledge (Vermeir and
Verbeke’s, 2006) or lack knowledge prevents
consumers from translating their concern into the
actual buying of green products. However some
authors have challenged this theory and said that
knowledge has no impact on the buying behaviour
of people towards the organic or green products. But
a deeper understanding of the benefits of green

products make the consumers shift (Mondelaer et al
2009) towards the green products.

Labels also play an important role, if people are
aware about the eco-labels or the information that is
supplied or printed on the labels does not have
sustainability issues. But the problem arises because
people do not know the difference between a green
label and other labels. A study shows that lack of
awareness towards eco-labels and trust in them
minimizes the effectiveness of these labels. The
above inferences show that eco-labels have no
impact towards green purchasing if people do not
trust these labels. Hence to make these labels worthy
and to make them attracted towards the people,
appropriate media or marketing is needed.

2.4 Environmental and Health consciousness

Consumer willingness to pay for organic products
was studied (George Chryssohoidis ) and the result
was declared that purchase intentions were based on
the environmental and health consciousness, safety
and quality concerns and other specific products also
such as nutritional value , price, safety standards,
certifications. Study done by Reicks et al in 1997 on
socio-demographic profile of the customers agreed
that people who go for organic products or green
products are mainly women who buy in large
quantities as compared to the men who occasionally
buy and that too the smaller quantities. Another
factor Age was studied and it was declared that
number had no effect on the purchasing decision as
younger consumers were slightly more willing to
consume organic and green products due to their
greater environmental consciousness. It was also
resulted from the research that children play an
important role in the buying decision making of the
consumers. According to (Thompson and Kidwell
1988) families which have children at their home
were seen to be more active consumers’ Of green
and organic products.

However, Magesson 2001 did not find any
difference between families with children and
without children to have the interest in purchasing
the eco-friendly and green products. According to
Sachin kumar and Dr Bhagwan Singh most of the
North Indian consumers are well aware of the green
or eco-friendly products. They identified that
income, marital status, occupation have a strong
relationship with awareness about organic marketing
irrespective of their gender, age, state, area and
education.

2.5 Brand image

It was also declared that consumer’s awareness is
the result of the web marketing or internet marketing
and the initiatives taken by the government. A brand
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image is the perception of the consumers towards
the product and set of beliefs concerning the brand.
If a product has a strong brand image it corresponds
with the personality of the consumer’s. Further
marketers can strengthen the image by advertising,
promotions and packaging. When consumers think
of a product, they think of a brand image and when
they buy a particular product, they buy a brand.
Branding requires a let if brain storming as
company’s need to project their brand in such a way
that it reaches the mind of the customer’s and makes
a long lasting impact on their buying behaviour.
Kotler&Armstrong 2010, have defined the brand
positioning in 3 levels and suggested that marketers
can use these levels in order to be successful in
embarking in the consumer’s mind. Best way to
position a brand is to join it with the benefits it
provides to the customers. It was seen that people
remember the brand more with the benefits they
preserve , without even he tangible product. Hence it
is required to market the products in an efficient and
effective manner, highest brand value comes with
beliefs and values.

Another study done by Lautiainen,Tanja, 2015
stated that social, psychological and personal factors
have impact on the consumer buying behaviour and
it was further analysed from the empirical study that
these factors have a relation between them and the
decision making process. The results explained that
friends, family and neighbours play a vital role in
the consumer awareness towards the organic and
green products. It was seen that friends have direct
and positive impact, when in a friend circle a thing
is discussed it is absorbed faster and with confidence
and hence people are driven for a certain product
irrespective of the knowledge of the consumer.
Family and neighbours also influence the decision
making of green or eco-friendly products, friends
being the top most choice.

Hee Yeon Kim and Jae-Eun Chung described in
their research “Consumer purchase intention for
organic personal care products” discussed that
consumer  values  which include  health
consciousness, environmental consciousness and
appearance consciousness, perceived consumer
behaviour control, attitude towards buying organic
products, past experience with organic products are
the main factors that impact the purchasing intention
of the consumers who buy organic products. It was
considered that people with high health
consciousness, look deeper as compared to the
consumers who are not at all conscious. They are

environmental consciousness also push people to
buy greener or organic stuff, such people are more
concerned towards the deteriorating environment
and hence to protect the environment they are ready
to change their choices. They avoid products which
harm the environment, tested on animals (Protehro ,
1992) , include synthetic and other chemicals .It was
suggested  that  cleaner  environment  and
environmental consciousness embarks a pre-
condition for the organic or the green consumer.
Last but not least, according to kim and chung
appearance consciousness also helps people in
deciding what to purchase and what not. It was
resulted from the hypothesis that appearance
consciousness is a main determinant of buying
organic personal care products.

CONCLUSION:

After reviewing research papers, articles, websites,
case studies it was inferred that consumer awareness
is related to the consumer buying behaviour towards
the organic or green products. Brand recognition is
an important determinant of consumer awareness, as
companies which cater the market and have captured
the largest market share are the ones which are
actively promoting green products. It was also
declared that consumer’s awareness is the result of
the web marketing or internet marketing and the
initiatives taken by the government. Consumer’s
level of environmental concern is related to their
consideration and willingness for buying the natural,
eco-friendly or green products Awareness effect is
also mediated by the price. It was also seen that
there exists a gap between the attitude of the people
towards the green products and actual purchase of
the organic or green products. People who go for
purchasing organic products or green products are
mainly women, some studies revealed that younger
generation is also active in buying the organic
products , however families with children were also
admitting to have an interest in the eco-friendly
products. Some studies have defined that the
attributes of the product like healthiness and quality,
mainly drive consumers towards the green purchase
behaviour. Consumers take into account the benefits
products provide to the individual as well as to the
nature or society. Some authors have said that
knowledge has no impact on the buying behaviour
of people towards the organic or green products. But
a deeper understanding of the benefits of green
products make the consumers shift towards
purchasing green or organic products. Consumer

interests in the products which are safe on skin and  values which include health consciousness,
body and are seriously involved in the ingredients environmental ~consciousness and appearance
that a product is displaying.  Secondly, consciousness, perceived consumer behaviour
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control, attitude towards buying organic products,
past experience with organic products are the main
factors that impact the purchasing intention of the
consumers.
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