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Abstract 

Now a day’s people have a concern about Environment. They also realised the causes of 

Environment pollution, its impact on their livelihood and Earth.  This changed their purchase 

behaviour and turned them as Green Consumers. The present study is an attempt to find the 

willingness to buy Green products among the selected respondents. It also focuses on the level of 

awareness and its impact on their purchase behaviour. This study reveals that which element 

influences the consumer to pay high prices on the green products. The data has been collected 

from 98 respondents from Chittoor District with a structured Questionnaire. 

Keywords: Environment, Green consumer, Purchase behaviour. 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

1.  Introduction 

The market for green products increased a lot as compared to non-green products. This change 

takes place due to  environment protection awareness (Chan, 2013). The usage of green products 

increased excessively People started aware of the threat and started working on it to minimize 

environmental pollution. (Joshi & Rahman, 2015) and to attain sustainable development. It helps 

to preserve the limited natural resources to meet the future generation’s needs (Sharma, 

Sonwalkar, & Kapse, 2013). Now many people are using green products. (Kumar, Garg, & 

Makkar, 2004). 
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II. Green Products Meaning 

Green products mean which is made up of recycled material. The main problem with green 

products is its definition there is no proper or particular definition to define the term Green 

products(Durif, 2018). Green products are also known as Eco- friendly because they decompose 

quickly than other products. 

Year Author(s) Definition 

2018 Durif Green products mean which 

can be recycled and reduces 

the environmental damages 

throughout the product life 

cycle 

2017 Akankshya Patnaik Green products that are 

nothing but which will not 

pollute the environment 

2015 Silva, Junior, Luiz, & 

Gabriel 

Products that strive to 

protect the environment or 

which helps to improve the 

environment 

2009 Albino, Balice, & 

Dangelico 

Green products mean a 

product which is designed 

to minimize its 

environmental impact 

during its whole life cycle. 

 

III  Review of  literature 

According to (Akankshya Patnaik, 2017) survey, 90% of the respondents feel that the green 

products usage is necessary. The present generation consumers are conscious about what they eat 

and how it prepared. The purchase decision of the consumers is highly influenced by the quality 

and price of the product.   (Chan, 2013) As compared the non-green consumers with green 
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consumers the minds of green consumers are very sociable which leads them to think about the 

environment. Self-efficacy and environmental attitude both positively influence the consumers 

buying behaviour the researches also suggested everyone should promote the importance of 

environment protection. (Nath, Kumar, Agrawal, & Gautam, 2012) examined that the level of 

Indian consumers especially in small towns green products usage is good at green products 

awareness. The effective distribution of green products will increase the number of green 

consumers. The researchers identified that the high prices are one of the disadvantages of the 

green products however in future the consumer will accept these high prices also when there is 

an enhancement in product performance. 

(Silva, Junior, Luiz, & Gabriel, 2015)explains that the consumers are still purchasing green 

products but they are very focused on price. He also concluded that the majority of the 

consumers are like to use green products but the availability of these green products is in 

specialized stores only. So marketer should take the necessary steps and make it available in their 

nearby stores.  (Kianpour, Anvari, Jusoh, & Othman, 2014)had a complete review of consumer 

knowledge and promotional tools impact on consumers. He concluded that the consumer’s 

knowledge and promotional tools are the best motivators to buy green products. He also 

suggested that the Government and NGO`s should take necessary actions to promote the 

awareness to improve society knowledge. (Rouf, Uddin, Uddin, & Babu, 2018)he stated that the 

high price of green products is affordable to the upper class of people only so they should think 

about the common man. (Albino, Balice, & Dangelico, 2009)investigated that more than 50% of 

the companies started green products. Through strategic guideline, companies can develop green 

products in different sectors. 

Need of the study:   From the literature review, it is understood that there exists a greater need 

to know about consumer’s willingness to buy green products to protect the environment for the 

next generations. 

Objective of the study 

 To study the reason that influences the consumers willing to pay more on Green products. 

Hypothesis: 
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H0: The demographical factors such as Gender, Age Income, and Qualification have no 

significant impact on consumers willing to pay more on Green products. 

Research Methodology: Chittoor District is selected as the area of research. Research is 

conducted based on primary data with a well-structured questionnaire. A sample of 98 

Green consumers is selected by using the judgement sampling method. 

Sample:  The data was collected from various localities in Chittoor District by using 

judgemental sampling method. Total of 110 questionnaires were distributed out of 98 found valid 

for the study. 

Instrument: A structured Questionnaire was used for the empirical analysis. 

Scope of the study: 

The study is confined to awareness and purchasing behaviour of consumers of green products for 

the period of 2018-2019. 

Limitations of the study: 

 This study mainly confined to Chittoor District 

 This study is limited to 98 respondents 

 

IV. Data Analysis and Interpretation 

Table4.1 Willingness to pay more on green products purchase with Gender 

Gender 

Enhance 

a quality 

of life 

Environment 

protection 

responsibility 

potential 

increase 

of 

products 

value 

Getting 

high 

level of 

product 

value 

Recycle 

value 

(N=31) Mean 3.87 3.84 4.06 2.45 4.06 
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Male Std. 

Deviation 0.718 0.969 0.574 0.925 0.892 

(N=67) 

Female 

Mean 3.25 4.06 3.78 2.55 3.85 

Std. 

Deviation 1.271 0.868 0.487 1.004 0.744 

ANOVA 

results F 6.34 1.28 6.63 0.22 1.54 

 

Sig 0.13 0.26 0.12 0.64 0.22 

From the Table4.1  ANOVA test reveals that the reason of willing to pay more on green 

products, p-value (p>0.05) is more than 0.05 in all the cases hence it is proved that the Gender 

has no significant impact on respondents to pay more on green products purchase. Both Male and 

Female respondents are willing to pay more based on the reasons like Enhance quality of life, 

Environment protection responsibility, potential increase of products value and  Recycle value. It 

is due to their Mean values are more than 3.5. Both the male and female respondents are not 

willing to pay more on green products based on the reason for getting a high level of product 

value as the Mean value (Male 2.45&Female2.55) is less than 3.5. 

Table: 4.2 Willingness to pay more on green products purchase with Age 

Age 

Enhance 

a quality 

of life 

Environment 

protection 

responsibility 

potential 

increase 

of 

products 

value 

Getting 

high 

level of 

product 

value 

Recycle 

value 

(N=17) 

Below20 

Mean 3.12 4.24 3.82 2.35 3.53 

Std. 

Deviation 1.111 0.831 0.529 1.057 0.624 
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(N=52) 

21-25 

Mean 3.23 4.1 3.85 2.54 3.87 

Std. 

Deviation 1.262 0.799 0.538 0.917 0.768 

(N=19) 

26-30 

Mean 3.95 3.68 3.95 2.58 4.26 

Std. 

Deviation 0.78 1.057 0.405 1.071 0.806 

(N=10) 

Above30 

Mean 4.2 3.6 3.9 2.6 4.2 

Std. 

Deviation 0.632 1.075 0.738 1.075 0.919 

ANOVA 

results 

F 3.99 2.08 0.22 0.21 3.25 

Sig 0.1 0.11 0.88 0.89 0.03* 

Table 4.2 shows that the respondents willingness to pay more on green products by using 

ANOVA test. The p is (0.03) which is less than 0.05 (p<0.05) and F=3.25. It means that the Age 

of the respondents has a significant influence on willing to pay more on green products, based on 

the recycle value hence the null hypothesis is accepted and the alternative hypothesis is rejected. 

The p-value is (p>0.05) more than 0.05 for the reasons Enhance  quality of life. Environment 

protection responsibility, potential increase of products value, Getting a high level of product 

value. All the classified age groups results showing that the reason for getting a high level of 

product value is not influencing their willingness to pay more due their Mean value is less than 

3.5. Whereas the other elements influencing their willingness to pay more on green products due 

to their Mean values are more than 3.5. 

Table: 4.3 Willingness to pay more on green products purchase with Qualification 
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Qualification 

Enhance a 

quality of 

life 

Environ

ment 

protectio

n 

responsib

ility 

potential 

increase 

of 

products 

value 

Getting 

high level 

of 

product 

value 

Recycle 

value 

(N=35) 

Bachelors 

Mean 3.4 4.09 3.94 2.6 3.86 

Std. Deviation 1.143 0.818 0.639 0.775 0.81 

(N=44)M

asters 

Mean 3.39 3.75 3.84 2.5 4.09 

Std. Deviation 1.125 0.918 0.428 0.902 0.709 

(N=19)D

octorate 

Mean 3.68 4.37 3.79 2.42 3.63 

Std. Deviation 1.293 0.895 0.535 1.427 0.895 

ANOVA 

results 

F 0.48 3.61 0.61 0.22 2.45 

Sig 0.62 0.31 0.55 0.8 0.92 

Table 4.3 is showing ANOVA test results to find the respondents influence on willing to pay 

more on green products purchase. The results show that the p-value is(p>0.05) more than 0.05 in 

all the cases. This means that the qualification has no significant influence of respondents to pay 

more on green products purchases. The mean values show that getting a high level of product 

value is not influencing the respondents to spend more amount on green products. As the results 

showing that the respondents with the qualification of  Bachelor degree and Doctorate are 

influenced  highly with the element of Environment responsibility, their Mean values are 4.09  

and 4.37. This result is in the finding of (Agyeman, 2017). The respondents are ready to pay 

more prices for Eco-friendly green products. 

Table:  4.4 Willingness to pay more on green products purchase with Income 
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Income (Rs) 

Enhance 

a 

quality 

of life 

Environment 

protection 

responsibility 

potential 

increase 

of 

products 

value 

Getting 

high 

level of 

product 

value 

Recycle 

value 

10000-

20000 

(N=25) 

 

Mean 3.16 3.88 3.88 2.36 3.92 

Std. 

Deviation 1.281 0.781 0.526 0.86 0.812 

 

20001-      

30000 

(N=39) 

Mean 3.38 3.85 3.87 2.62 4.03 

Std. 

Deviation 1.067 0.904 0.57 0.847 0.778 

30001-

40000 

(N=19) 

 

Mean 3.89 4 3.89 2.58 4.16 

Std. 

Deviation 0.937 1.054 0.459 0.961 0.688 

 

Above40000 

(N=15) 

 

Mean 3.53 4.53 3.8 2.47 3.33 

Std. 

Deviation 1.356 0.743 0.561 1.457 0.724 

ANOVA 

results 

F 1.55 2.36 0.1 0.38 3.2 

Sig 0.21 0.76 0.96 0.77 0.12 
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ANOVA  test is used to find the respondents willing to pay more. The results from the Table4.4 

shows that the p- value is p>0.05 in all the cases. Which means that the Income levels have no 

influence on respondents willingness to pay more for green products. The means value shows 

that the recycle value has no influence on respondents to pay more as the Mean value is less than 

3.5 among all the income level respondents. Environment protection responsibility is recorded 

with highest Mean value. This high Mean value indicates that the respondents are influences 

more to spend an extra amount on green products purchase. Previous studies conducted by 

(Nagaraju & Thejaswini, 2016)  proved that the income has no significant impact on consumers 

to purchase  green products due to no durable value and lack of availability. 

Conclusion: 

The consumers are willing to pay more prices if green products are available with Quality. 
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