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ABSTRACT 

India’s FMCG sector has shown a rapid growth in recent years and given the increased health and 

environmental awareness, green marketing has immense potential. Although the stickiness to 

conventional products due to test, preference and price strongly prevail, the perceived benefits of 

green products among consumers also make a headway. To analyse the intention of Indian customers 

to purchase green products, this research is conducted using a sample of 30 respondents across 

different Age, Gender and Occupation group. Statistical tools such as Mean, SD, Independent t-test, 

ANOVA test is used to analysed the data. The study finds that the female customers are more intent to 

purchase green products with an average rating of 3.76 due to their higher health awareness in terms 

of cosmetic and food products, whereas the male customers on an average are not so interested in 

green products with around neutral rating of 2.77. Age-wise Middle-Aged customers are highly 

inclined to green products (Mean=4.10). Old Customers are also well intent to purchase green 

commodities (Mean=3.88). On the other hand, Youth are found somewhat neutral in this regard 

(Mean=2.58). Occupation-wise Business professionals have been found more inclined to green 

products with at mean intention of 3.83. Unemployed and Salaried customers are somewhat neutral at 

purchasing green commodities with means 2.27 and 2.89 respectively. This can be attributed to the 

fact that Unemployed due to income constraint and salaried being fixed income conservative 

consumers, are not so much willing to shift their consumption pattern and pay a premium price for the 

green products. The study suggests that Male customers being somewhat reluctant to green 

commodities demand dedicated green marketing strategies on advertising the benefits of male-centric 

green products. Also, the Green marketing strategies should be more curated to attract youth 

population. Awareness generation through social media, internet could be a good initiative in this 

regard.Given the inclination of aged customers to green commodities, companies should enable easy 

availability of green products to such customers.Price of such products should be competitive to the 

convention counterpart to attract the unemployed and salaried consumer base. 

Keywords:Green Commodities, Green Marketing, Advertising, Environment, Health, Awareness, 

FMCG sector, Benefit 

 

INTRODUCTION 

In today’s world, environmental protection has been the cornerstone of all major thoughts and 

decisions given the rapid environmental degradation and climate change the very existence of flora 

and fauna in the world. Such a concern for the environment has resulted from negative externalities of 

several economic activities, such as production, distribution and consumption. 

To deal with such adverse effect on environment, a complete changeover is needed not only in 

production and distribution, but also in the attitude and mindset of end-users which induces the 

rationale for the manufacturing and supply of these products. 

Green Marketing has emerged in this context as a way to address the need of environmental 

consideration in economic activities. Green marketing is basically the marketing of such products 

which are considered to have lesser effect on the environment and the health of consumers from the 

very beginning of the extraction of raw materials throughout production and to the end usage. This 

concept of Green Marketing has proposed an alternative to the traditional marketing strategies by 
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addressing the social and environmental impact of a product and an associated overhaul in marketing 

techniques to influence the mind of consumers towards greater environmental consciousness. 

THE 4 P’S OF GREEN MARKETING: 

The conventional marketing strategies using the 4 P’s have overhauled with the introduction of Green 

Marketing.  

 Price:Though some customer’s inclination towards the Green products can compel the 

producer to charge higher prices, the price of such products should be kept similar to the 

substitutes to lure the conventional customers. Higher prices should be justified by the 

properties, utilities and proven benefits of the green products. 

 

 Product: The Green product should actually be evidenced with lower environmental impact 

on health and environment. Such a benefit should be highlighted in packaging and 

advertisement of the products. 

 

 Place: Green product manufacturing can be accompanied by logistics management for the 

reduction of transportation cost, which makes the process less Carbon-emitting. Also, there 

should be provision of green product within the reach of the customers so that they need not 

go far to buy such products. 

 

 Promotion: To connect the green products with the green needs of the consumers, increased 

awareness and the benefit of green products should be disseminated among consumers. Green 

Campaigning and Social media can play a major role in this direction. 

GREEN MARKETING IN FMCG SECTORS IN INDIA: 

 

Fast Moving Consumer Goods (FMCG) sector has a sizable share in the market which addresses the 

direct requirement of consumers for their day-today usage. It has an outreach to a large base of 

consumers ranging across varied socio-economic profiles. FMCG sector in India is continuously 

adopting Green Marketing strategies in every aspect of their operation. Such as endeavour is notably 

seen in the advertising of the companies highlighting the tags like ‘eco-friendly’, ‘chemical free’, 

‘green energy’ etc. Green Marketing strategies is also visible in the packaging of FMCG sectors like 

replacing plastic wraps with recyclable materials. If not solely because of the environmental 

consideration, FMCG companies also have an incentive to promote green marketing in their products 

to claim a competitive advantage with the help of a differentiated product.  

Govt also pushes the FMCG companies to increasingly adopt green marketing to protect the scare 

resources and reinforcing its commitment to reduce carbon foot-print towards fulfilment of the 

Sustainable Development Goals. Regulatory provisions such as banning Plastic carry bags, mandatory 

usage of jute bags in transportation in food and agricultural sectors, promoting green energy in 

production are some of the approaches taken by the Govt. in this regard. 

 

REVIEW OF LITERATURE 

Chen and Chai in 2010 attempted to reveal the norm this is certainly personal probably the most 

contributor that is essential the mindset towards green services and goods while the nature’s security 

is inadequate to add effortlessly to customers perception of such goods. 

 

Lee in 2008 recommended that the buying intension of lower age groupsis influenced by the 

neighbourhood, proactive role of authoritiesand social networking sites,interrelation of which has a 

deciding force in manipulating the choice of the targeted consumers.  
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Shammot, 2011 depicted the influence of green advertising and marketing on the consumers that are 

neighbourhood directed to compare the male and female awareness about maybe not item that is just 

price additionally,pointed out that the women are better aware in the field of green goods than the 

men, recommending companies to ensure the supply of such products to meet the rising demand. 

 

Subhani in 2012 studied to evaluate the consumer perception in regards to the brands and services 

and products to ensure environmental friendly concentrates market viewpoint that is especially asian. 

Their study shows that the affection to a brand can also be formed in the contest of green goods with 

increased awareness and demonstrated benefits. Customers’ preferences can also be shifted towards 

green commodities. 

 

Mazar & Zong in 2002 unearthed that consumer not merely likes price and high quality additionally 

choose private and values being purchasing choice that is moral. More connection with items which 

are green to markedly results that are directly behavioural usage is related to Social and moral, 

experimented to test the forecasts within the quantities of companies, expansion and demonstration to 

prominent violations in the study. 

 

Blackwell in 2006 claimed that Consumers look for services and products in the shop screen, leading 

all of them to create acquisitions that have been perhaps not within the grocery list. This describes 

also the importance importance of putting on recognition and recall in identifying a product within the 

store. Certainly, a show can tell to your customer a need, an acquisition she or he saw on TV that she 

or he has to do or perhaps remind a thing that. 

 

Kadlecer in the year 1991 propounded that increasing attention start offered at dilemma of the nature 

along with community obligations, some specialists and veterans actually stressed on nature favouring 

services and commodities. As per the research,70% of US customers had been prepared for spending 

additional for green commodities that tend to be friendly prefer green marketing and advertising for 

marketing their products. 

 

OBJECTIVES OF THE STUDY 

 

1. To analyse the intension of customers to purchase green commodities across different Age, 

gender and Occupation group. 

 

2. To find out the reason for a particular segment of customers staying away from the ambit of 

green goods. 

 

3. To look into the marketing strategies to make the green commodities appealing to those who 

have been opting out. 

 

RELEVANCE OF THE STUDY 

The paradox arises from the trade-off between satisfaction and utility obtained from the conventional 

product and the health and environmental benefit accrues to the green product. To elaborate this, 

consumers love to eat a food product that is oily, spicy and chemically preserved; at the same time, he 

desires the health benefit from the green products. 
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From the country perspective, India as a developing state focuses more on manufacturing to ensure 

sustained welfare. On the other hand, India wishes to reduce the adverse environmental impact of 

economic activities and to keep its citizen fit and healthy. 

Here comes the context of the study, which seeks to investigate how different factors influence the 

purchase decision of the consumers in FMCG sector and to what extent the perceived benefit of green 

products overweighs the utility and ease of availability of the conventional products.  

 

RESEARCH METHODOLOGY 

SOURCE OF DATA: 

A primary survey is conducted for the research purpose using a Google form-based questionnaire 

circulated through social messaging sites like whatsapp and Facebook messenger. A sample of 30 

respondents were collected across different Age, Gender and Occupation group to analyse the 

research question. The sampling method involves random sampling. 

RESEARCH TOOLS AND TECHNIQUES: 

The data collected through the questionnaire is analysed with the help of software like MS-Excel and 

IBM SPSS. 

The statistical techniques used for the research are as follows. 

 

 Mean: The average of data of a variable to check how the data converge towards the centred 

value 

 

 Standard Deviation: Used to check the variability of data around the mean. 

 

 Bar Diagram: A graphical representation to depict the data with different level. 

 

 Independent Sample t-test: It is used to bring out a comparison between the means of 2 

independent groups to check the statistically significant difference between them. 

 

 One-way ANOVA test:When there is one dependent continuous variable and an 

independent variable with 3 or more categories, this test is used to check for the statistically 

significant difference in the dependent variable values among those categories. 

 

RESEARCH DESIGN: 

The questionnaire collect data on the following variables 

 

Independent Variable- 

 Gender- 

o Male 

o Female 

 Age Group- 

o Youth (18-35) 

o Middle-Aged (36-50) 

o Old (51 and above) 

 Occupation- 

o Unemployed (Student / Housewife / Retired) 

o Salaried 

o Business 
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Dependent Variable-   Purchase Intesion 

This variable rates the intension of the respondents to purchase the green products based on a 

Likert-scale basis with the ratings being 

 1- Highly unlikely to purchase 

 2- Unlikely to purchase 

 3- Can’t say anything / undetermined 

 4- Likely to purchase 

 5- Most likely to purchase 

We have constructed 3 Hypothesis for our study purpose: 

 Null- H0a: There is no significant difference in purchase intension between genders. 

Alternate- H1a: There is a significant difference in purchase intension between genders. 

 

 Null- H0b: There is no significant difference in purchase intension between Age groups 

Alternate- H1b: There is significant difference in purchase intension between Age groups 

 

 Null- H0c: There is no significant difference in purchase intension between Occupation 

Groups. 

Alternate- H1c: There is a significant difference in purchase intension between Occupation 

Groups. 

DATA ANALYSIS& RESULTS 

GENDER-WISE PURCHASE INTENSION: 

 

 

 
 

Among the observations, around 43% were male respondents and 57% were female. Female 

customers are more intent to purchase green products with an average rating of 3.76, whereas the 

male customers on an average are not so interested in green products with around neutral rating of 

2.77. 
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These statistics can be well explained by the fact that women customers constitute a larger consumer 

base of beauty and cosmetics product, which has an immense scope of green advertising. Also, 

women being conscious about the health of themselves and their family, items such as edible oil, food 

supplements appeal more to them in a green tag.  

This result can be further substantiated by an independent sample t-test. 

 

 
There is no significant variance in responses between Male and Female, as the Levene’s Test for 

Equality of Variances has come out to be non-significant (p-value >0.05). Hence, we assumed equal 

variance. 

However, the mean Purchase Intension between Male and Female customers differ significantly, 

given the t-statistic being significant at 5% level (p-value = 0.02 < 0.05). So, the Null Hypothesis is 

rejected here. 

AGE-WISE PURCHASE INTENSION: 
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Middle-Aged customers are highly inclined to green products (Mean=4.10). Old Customers are also 

well intent to purchase green commodities (Mean=3.88). On the other hand, Youth are found 

somewhat neutral in this regard (Mean=2.58). There is not much variation observed within all 3 age 

categories. 

The reason behind this could be more health and environmental awareness among higher age groups 

than the lower, which causes their affection towards green commodities. Youth seems to be more 

fascinated with conventional products and not very much attracted in green promotions. 

 

 
The descriptive statistics are supported by the Levene’s test of Homogeneity of Variance, which is 

found to be Non-significant. So, we assume equal variance among categories. 

ANOVA table suggests the overall significance of the test at 1% level (p-value = 0.004<0.01) 

So, the Alternative Hypothesis of significant difference in purchase intension among different age 

group is accepted here. 
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The Post Hoc Tukey Test of ANOVA indicates that there is significant difference in purchase 

intentions between Youth and Middle-Aged (p-value = 0.005 < 0.01) and also between the Youth and 

the Old customers ((p-value = 0.028 < 0.05), which are significant at 1% and 5% level respectively. 

However, difference in purchase intension between Middle-Aged and Old are insignificant at 5% 

level (p-value = 0.89 > 0.05) 

 

OCCUPATION-WISE PURCHASE INTENSION: 

 

 

 
Business professionals have been found more inclined to green products with at mean intention of 

3.83. Unemployed and Salaried customers are somewhat neutral at purchasing green commodities 

with means 2.27 and 2.89 respectively. 

This may be due to the fact that businessmen have higher awareness about product specifications and 

their good and bad effects. Also businessmen seem to have no problem to pay extra price for the green 

commodities. 

Unemployed due to income constraint and salaried being a fixed income conservative consumers, are 

not so much willing to shift their consumption pattern, where the premium price for the green 

products might also be a crucial factor. 
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The non-significance of the Levene’s test of homogeneity (p-value = 0.65>0.05) suggests indicates 

equal variance and the significance of ANOVA test (p-value = 0.01) at 1% level drives us to reject the 

Null and accept the Alternative hypothesis that there is significant difference in purchase intension 

among occupation groups. 

 

 
The Post-hoc Tukey test highlights the significant difference between unemployed and businessmen 

at 1% level (p-value = 0.008 < 0.01). 

 

CONCLUSION & SUGGESTIONS 

From our study, following conclusions and suggestions can be derived: 

 Male customers being somewhat reluctant to green commodities demand dedicated green 

marketing strategies on advertising the benefits of male-centric green products. 

 Green marketing strategies should be more curated to attract youth population. Awareness 

generation through social media, internet could be a good initiative in this regard. 

 Given the inclination of aged customers to green commodities, companies should enable easy 

availability of green products to such customers. 

 Price of such products should be competitive to the convention counterpart to attract the 

unemployed and salaried consumer base. 

 Green advertising in academic and workplace and its integration in day-to-day activities can 

further draw the conventional customers. 
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