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Abstract: 

The inclination of a person to choose items with the best environmental qualities over 

standard ones is known as the desire to buy green products. Keeping the environment healthy is a 
crucial concern for all groups of people today, whether they are in the position of the client or the 

distributor. In order to improve green buying among various groups of people, we still need more 

research in this field, despite the rising environmental consciousness among consumers and the 

manufacturers' encouragements for them to purchase green items. With the function of 

environmental worries and care for green goods serving as a mediator, the primary goal of this 

research is to examine the influence of environmental attitude on the choice to buy a green 

product. Customers from Nagpur city were selected for the study population based on their 

accessibility. The study's results demonstrated the importance of consumers' environmental 

attitudes in influencing how much they care about eco-friendly goods and environmental issues. 

A strong and advantageous influence on green buying decisions is also provided by 

environmental concerns and care for green items. 

Keywords: Environmental Attitude, Environmental Concerns, Care for Green Products, 

Consumer, Decision to Purchase a Green Product. 

 

Introduction: 

Humans have known from the 

beginning that maintaining a healthy 

relationship with nature is essential to their 

existence and that doing otherwise would 

result in their own demise. The balance of 

the environment was thrown off in recent 

centuries due to the expansion of human 

capabilities. Consumer behaviour has 

become more environmentally conscious as 

a consequence of becoming aware of how 

human activity is destroying natural 

resources and the need to preserve the 

environment (Kumar and Ghodeswar, 2015). 

Customers, communities, and governments 

now have more environmental concerns as a 

result of the growing environmental issues 

brought on by industrialization (Chiou et al., 

2011). Green marketing in this context is 

crucial from two angles, as is encouraging 

customers to act sustainably. On the one 

hand, the increasing exploitation and 

devastation of natural resources that are vital 

to human survival, such as water, oil, and 

forests, is seen as a serious risk to people 

and serves as evidence of the need to 

promote so-called "green" behaviour. The 

concern of customers over environmental 

issues is rising, on the other hand. 

Accordingly, more consumers are choosing 

to buy and consume goods that are presented 

in an environmentally sustainable manner 

(Hosseini and Ziaee Bideh, 2014). The 

majority of customers nowadays are aware 

that their purchase decisions have an impact 

on environmental concerns. They now 
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behave responsibly and purchase products 

that don't hurt the environment as a result 

(Elahi and Yaghoubi, 2012). In other words, 

individuals take environmental concerns and 

protecting the environment into account 

when making purchases of both products 

and services (Juwaheer et al., 2012). 

Consumers are ready to pay extra for green 

goods, as several studies have shown 

(Newton et al., 1981). Additionally, 

manufacturers are now playing a more 

creative role in how they present their eco-

friendly goods (Kumar, 2001). 

Over the last ten years, there have 

been more studies on green consumer 

behaviour, which has helped with research 

on environmental attitudes and how they 

affect consumer behaviour. This shift in 

consumer behaviour has contributed to the 

start of the green revolution, which aims to 

prevent additional environmental damage 

(Juwaheer et al., 2012). As a result, the need 

to preserve the environment has led many 

customers to reevaluate the items they 

choose, and many of them are willing to pay 

more for goods that meet environmental 

criteria (Newton et al., 2015). Companies 

and organisations are shifting more and 

more towards environmentally friendly 

goods as a result, which is having an 

influence (Finisterra et al., 2009). 

The demand for environmentally 

friendly items is rising in India, and the 

government is exerting pressure on 

businesses and consumers to produce and 

use these products. It is crucial to pay 

attention to the variables that influence 

consumer decision-making and the way in 

which customers respond to these items. 

There appears to be a growing market today 

for goods that not only satisfy customers' 

current needs but also have long-term 

environmental benefits. Marketing managers 

need to be aware that customers no longer 

assess items using the same standards that 

they formerly did (Khorshidi et al., 2010). 

Without knowledge about customer 

preferences for environmentally friendly 

goods as well as the types of items that make 

successful and practical marketing tactics 

feasible, it seems impossible to take 

advantage of a competitive market. This 

study aims to assess consumer knowledge of 

green marketing, attitudes towards it from an 

environmental standpoint, and how it affects 

their green buying choices. The makers of 

different consumer goods may make use of 

the study's findings in their marketing 

strategies. The failure of the implementation 

stage or unintended repercussions will result 

from companies' ignorance of the amount of 

product awareness customers have. 

 

Objectives of the Study: 

The aim of this research was to 

investigate the relationship between 

environmental attitudes and concern, and 

care for green products, in order to find the 

relationship between these three variables 

and customers’ decision to purchase a green 

product. 

 

Research Literature Review: 

The occurrence of unique 

meteorological occurrences, such as the 

ozone layer's depletion, has led to a rise in 

greenhouse gas concentrations. This is one 

of the most significant contributors to global 

warming and the rise in environmental 

pollution, both of which have an impact on 

everyone on the planet. Recent years have 

seen a rise in environmental concern among 

specialists across all branches of research. It 

is important to keep in mind that 

environmental challenges now affect 

everyone, whether they are in a producer or 

consumer position. The notion of green 

marketing has emerged as a result of 

conventional marketing's overemphasis on 

consumer wants and neglect of social 

welfare and environmental issues (Ranaee 

and Yari, 2013). This issue has permeated 

all facets of organisations, including 

marketing.  
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Perhaps no one ever thought that one 

day, in addition to profitability and sales, 

marketing would be worried with the health 

of customers. However, growing 

environmental consciousness, governmental 

restrictions, and consumer awareness have 

forced businesses to take the environment of 

their customers' physical and mental health 

into consideration. Environmental goods 

have become a significant concern for 

producers and customers due to the annual 

rise in pollution levels and consumers' 

readiness to take this into account when 

making purchases (Crié and Magnier, 2015). 

 

Consumer attitudes towards the 

Environment: 

According to Abedi and Hasani 

(2015), attitudes are the emotional 

perceptions that individuals have about a 

phenomena and are crucial for forecasting 

consumer behaviour. According to Abbasi et 

al. (2013), an environmental attitude is a 

collection of attitudes, aspirations, and 

behavioural intentions that are connected to 

the environment and may lead to action 

(Ramayah et al., 2010).  

An attitude that takes environmental 

effects into account is known as an 

environment-friendly attitude. Personal 

experiences, as well as those gained from 

interactions with others and the media, have 

a direct impact on this attitude (Paço and 

Raposo, 2009). The customer's perception of 

the effects serves as the basis for evaluating 

the environmental attitude. Concerns about a 

product's influence on the environment, the 

loss of forests, and the amount of energy 

used in producing a product may all be used 

to quantify and analyse the environmental 

implications (Ramayah et al., 2010). A 

person's attitude and behaviour are related to 

how concerned they are about the 

environment (Newton et al., 2015). 

 

Environmental concerns of Consumers: 

Environmental concerns are the 

awareness of environmental issues and the 

motivation to address them (Singh and 

Bansal, 2012). According to international 

studies, consumers have altered their 

behaviour as a result of growing 

environmental concerns (Papadopoulos et 

al., 2010). The rise of a new class of 

customers who express their worries in their 

shopping selections is a result of the 

community's concern for the environment 

(Chamorro and Banegil, 2006).  

Customers who care about the 

environment make purchases of products 

and services they believe will have a 

favourable (or less adverse) influence on the 

environment. These individuals want to 

reduce the number of things they 

consciously use, try to save energy, and 

avoid buying goods with excessive or 

unsuitable packaging (Albayrak et al., 2013). 

Nowadays, customers that choose 

environmentally friendly items exhibit care 

for the environment in their purchase 

patterns (Paço and Raposo, 2009). 

According to related study, 87 percent of 

customers are worried about the 

environmental and social effects of the items 

they buy (Bonini and Oppenheim, 2008). 

Three ideas of environmental concern, 

according to Matthes et al. (2000), include 

attitude towards green goods, green buying 

behaviour, and conceptions linked to 

environmental engagement. 

 

Green Marketing and Marketing: 

Although experts have offered a 

number of definitions for marketing, the one 

supplied by Kotler has received 

overwhelmingly positive feedback from the 

executive and scientific communities. 

Marketing, in Kotler's view, is a company 

that satisfies the wants and aspirations of the 

society via the trade of goods and services 

(Rusta et al., 2008). The term "green 

marketing" initially appeared in the 1980s 

(Peattie and Crane, 2005), and it was linked 

to changes in consumer attitudes and 
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behaviour that occur for the first time 

(Chahal et al., 2014) as a result of their 

increased attention to environmental 

protection efforts. Green marketing emerged 

in a new marketing context to meet customer 

demands and embraced all initiatives aimed 

at reducing environmental harm caused by 

the production of products. It seeks to fulfil 

people's wants and aspirations in this way. 

The goal of green marketing is to create, 

advertise, price, and distribute goods that are 

not detrimental to the environment (Chan, 

2013). According to Chen and Chang 

(2013), "green marketing" is a process that 

includes all marketing initiatives that aim to 

encourage and uphold customers' 

environmental attitudes and behaviours. 

Green marketing promotes customers to take 

into account social and environmental norms 

while making purchases, consuming 

products, and getting rid of trash (Belz and 

Peattie, 2009). 

 

Green Customer: 

Consumers nowadays are generally 

aware of social and environmental concerns 

(Chen and Chang, 2013). Because of 

people's environmental worries, a new 

category of customers has emerged who 

express their concerns via their purchases. 

The term "green consumers" refers to these 

shoppers (Nakhee and Kheiri, 2013). They 

are individuals who are highly worried about 

the environment and have changed their 

buying habits to do their part to preserve it 

by acquiring ecologically friendly goods (Lu 

et al., 2013). When making purchases, these 

customers consider how the items' 

manufacturing and consumption processes 

would affect the environment and adjust 

their choices appropriately. Green buyers 

seek for goods that help both the 

environment and themselves (Montague and 

Mukherjee, 2011). These consumers 

typically steer clear of purchasing goods that 

could be hazardous to their health and the 

health of others, cause significant 

environmental harm during production, 

consume a lot of energy, produce a lot of 

waste, or harm plants and animals that might 

otherwise go extinct during the extraction of 

primary and basic materials (Lee, 2008). 

 

Green Goods: 

Green goods are those that have 

been created with the least negative 

influence on the environment, both during 

manufacturing and use. A green product 

reduces or eliminates the usage of hazardous 

materials, pollutants, and waste in order to 

better protect and preserve the environment 

(Kamble, 2007). A green product is one that 

is less detrimental to the environment, to put 

it another way (Lassner and Schubert, 2007). 

In varied degrees, green goods enhance 

positive environmental effects (or make 

negative ones less severe), but other 

products do not lessen adverse 

environmental consequences (Borin et al., 

2011). Another definition is that a green 

product is one that meets these requirements 

and is made to be utilised, put together, and 

reproduced. Additionally, recyclable 

elements are included in its manufacturing 

process. In comparison to other goods, it 

uses less energy and pollutes the 

environment less (Dangelico & 

Pontrandolfo, 2009). 

 

Consider using Green Goods: 

There are a number of reasons why 

industrial companies and consumers are 

concerned about the environment. 

Government pressure, exploitation of green 

marketing's opportunities, social 

responsibility, the desire to satisfy the needs 

of customers who are aware of the 

organization's social responsibility, and 

competition from other businesses with 

greener business practises are all reasons 

why organisations have shifted to green 

strategies. The use of this technique as a 

marketing tool is crucial, even if these are 

valid reasons for organisations to change 
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their behaviour and tactics (Polonsky, 1995). 

The danger of environmental concerns may 

be transformed into opportunities for 

competitive advantages through 

management support of environmental 

issues and the use of management methods. 

When management supports green goods, 

new technologies emerge that reduce energy 

use and avoid environmental contamination. 

In addition to lowering costs, protecting 

environmental practises over the long term 

would become an organisational culture and 

provide them an edge. From the standpoint 

of clients who care about the environment, 

the continuance of this process may also be 

seen as a significant benefit for the company 

(Salarzehi and Jahromy, 2015). Evidence 

reveals that many customers are willing to 

spend a significant premium on goods that 

adhere to environmental standards in order 

to protect the environment. This 

demonstrates how significant environmental 

concerns are for both buyers and sellers. 

When interacting with others, consumers 

learn about the value of green goods and 

collect knowledge about them (Oliver and 

Lee, 2010). According to a number of 

academics, those who are very concerned 

about the environment are more likely to act 

in an environmentally conscientious manner 

(Czap, 2010). 

 

Choosing to choose a Green Product: 

Making a green buying choice 

involves considering the environment in 

addition to standard factors like cost and 

utility. The ultimate objective is to lessen the 

environmental effect of resource 

procurement and boost resource production 

(Ranaee, Yari, 2013). One of the key 

motivations for customers to make 

environmentally responsible purchase 

choices is the preservation of the 

environment (Gadenne et al., 2011). The 

choice to buy a green product is impacted by 

two groups of elements: the first is a 

collection of characteristics that are intrinsic 

to the customer, such as environmental 

responsibility, learning new things, a desire 

to learn and a passion for resource 

conservation and environmental impact 

reduction. The second category consists of 

outside variables, such as a product's 

efficiency, effectiveness, pricing, and 

marketing (Kumar & Ghodeswar, 2015). 

The tendency to make environmentally 

responsible purchases is influenced by 

several things. Internal and external 

influences have been separated into two 

groups by researchers. Environmental 

concerns and environmental knowledge 

(Brécard et al., 2009), the realization of 

environmental responsibility, a desire to 

preserve the environment, and reducing the 

environmental impacts are just a few 

examples of internal factors (Cleveland et 

al., 2005), as are attitudes, values, and 

beliefs (Kumar and Ghodeswar, 2015). 

Economic variables, access to environmental 

products and services, and product-related 

characteristics including quality, efficiency, 

pricing, and health are examples of external 

factors (Kumar and Ghodeswar, 2015). 

 

Experimental Research Literature: 

Researchers Kumar and Ghodeswar 

(2015) looked at what variables consumers 

used to decide whether to buy green 

products. The findings indicated that the 

respondents wanted to protect the 

environment, understood their 

environmental responsibilities, and were 

eager to learn more about green goods. The 

most significant variables affecting the 

choice to buy green items were identified as 

being support for environmental 

preservation, driving with environmental 

responsibility, using a green product, 

friendship with companies that care about 

the environment and social duty. In their 

study, Newton et al. (2015) looked at the 

direct and indirect impacts of environmental 

concerns on consumers' intentions to buy 

environmentally friendly products. They 
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took into account the influence of learning 

techniques as a mediating factor. The 

findings demonstrated that environmental 

issues have a direct impact on purchasing 

intentions, but they also have an indirect 

impact through the mediation effect of 

learning. In India, one of the rising East 

Asian cultures, Biswas and Mousumi (2015) 

performed study to examine the link 

between environmental concerns and the 

chosen behaviour of customers in their 

desire to buy green items. The findings of 

their study demonstrated that price 

sensitivity is their top consideration when 

making their choice, and social value is a 

significant variable influencing sustainable 

purchasing behaviour. Additionally, 

consumers with various tastes for green 

goods have varying perceptions of what 

consumption is worth. Abedi and Hasani 

(2015) looked at how the marketing mix, 

oral communication, and customer 

satisfaction affected customers' views 

towards environmentally friendly items and 

their desire to buy non-durable goods. The 

findings show a strong correlation between 

the marketing mix, oral communication, 

satisfaction, and customer attitudes towards 

environmentally friendly goods. 

Additionally, there is a strong correlation 

between a consumer's attitude and their 

propensity to buy. 

In order to have a better 

understanding of the social dimensions of 

green purchasing behaviour, Bertrandias and 

Gambier (2014) performed study. They 

looked into how people's environmental 

concerns affected their purchase decisions. 

The findings shown that the chance of 

choosing items with high environmental 

effect (more destructive) is decreased when 

other people have environmental concerns. 

Perceived social danger and product 

compatibility issues with the environment 

were taken into account as mediating factors 

in this study. In order to understand the 

effects of environmental worries and 

scepticism on consumer green buying 

behaviour, Albayrak et al. (2013) performed 

a study. According to the findings of their 

study, clients who expressed greater degrees 

of environmental concern and less doubts 

had more positive attitudes, shown 

behavioural control, and were thus more 

motivated to have more pronounced 

intentions for making green purchases. 

Singh and Bansal (2012) looked at 

demographic characteristics such as age and 

gender to influence consumer attitudes 

towards green marketing. They then looked 

at the connection between environmental 

issues and consumer attitudes towards green 

marketing. Their study's findings 

demonstrated that there are no gender 

differences in attitudes towards green 

marketing, environmental knowledge, or 

caring for green goods when it comes to 

making purchasing choices. Age and 

environmental concern also had little impact 

on people's views towards caring for green 

items and green marketing. Their study's 

findings demonstrated that customer 

attitudes towards green marketing and 

environmental awareness are unrelated. 

They also demonstrated a strong correlation 

between views towards green marketing and 

environmental concerns.  

Hartmann and Apaolaza (2012) 

looked at how customers' perceptions and 

intentions to buy green products are 

influenced by psychological interests and 

environmental concerns. The findings 

showed that attitudes towards being green 

had a beneficial influence on buying 

intentions. Additionally, attitudes towards 

the brand were influenced by utilitarian 

interests, natural experiences, and 

environmental concerns. Additionally, rising 

temperatures have a direct effect on buying 

intentions but have no influence on attitudes 

towards brand purchases. 

Juwaheer et al. (2012) examined 

how green marketing methods affected 

customers' buying behaviour. According to 



IJAAR    Vol. 6 No. 18  ISSN – 2347-7075 
 

Mr. Aniket Kishor Tembhurne  

16 

research data, consumers have significant 

environmental concerns in this area. The 

findings also revealed that most consumers 

are concerned about protecting the 

environment, and that green marketing 

tactics and consumer buying habits are 

positively correlated. As a result, there are 

plenty of chances for businesses to promote 

green branding. To determine consumer 

awareness to environmental concerns, 

engagement in social programmes connected 

to green marketing, and compliance with 

environmental issues in their consumption, 

Haghighi and Khalil (2012) performed a 

study among students. The findings showed 

that consumers are aware of social 

programmes linked to green marketing 

attention and are worried about the 

environment and concerns associated to it. 

Despite taking part in these programmes, 

people do not take environmental concerns 

into account while making purchases. 

To determine the value factors 

influencing the propensity to buy 

environmentally friendly items, Khorshidi et 

al. (2010) evaluated paying attention to the 

environmental and personal consequences of 

a given product. Their study's findings 

revealed a link between the desire and 

readiness to buy environmentally friendly 

items and paying attention to a product's 

environmental effects. The desire to buy 

environmentally friendly items did not, 

however, correlate positively with the 

specific results of a certain product. Paço 

and Raposo (2009) used demographic data 

and environmental variables (anxiety, 

influence, knowledge, pro-environmental 

behaviour, search for information, activities, 

purchasing behaviour, price sensitivity, 

recycling, perceived efficacy, and cynicism) 

to categorise consumers into uncommitted 

(36%), green activists (35%), and undecided 

groups (29%) in an effort to identify the 

green consumer. They said that despite their 

worry being linked to environmentally 

responsible behaviours, consumers are 

always worried about the environment. 

 

Conclusion: 

In order to determine the link 

between these three characteristics and 

consumers' decisions to buy green goods, 

this study set out to look at the relationship 

between environmental attitudes and 

concerns, as well as care for green items. 

After conducting a theoretical and empirical 

examination of the literature, it can be 

concluded that the consumer's 

environmental attitude has a considerable 

positive influence on his choice to buy green 

items. Researchers Singh and Bansal (2012), 

Abedi and Hasani (2015), Ranaee and Yari 

(2013), Lu et al. (2013), and Ranaee and 

Yari (2013) discovered comparable findings. 

The findings of their study imply that a 

person's inclination to buy environmentally 

friendly items is positively and significantly 

impacted by their attitude towards the 

product. In this respect, it is advised that 

they direct clients to buy environmentally 

friendly items given that environmental 

advertisements help people see and become 

aware of the details and qualities of green 

products. 
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