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Abstract - Green practices refer to actions that protect the environment and products made with little environmental harm 
because they are produced in an environmentally and ecologically friendly way. So, society has become concerned with the 
protection of nature, industries are changing their practices so as to contribute and work towards issues concerning the 
environment. With the growing awareness, consumers too are becoming aware of the environmental issues like global 
warming, exhaustion of the natural resources and drastic changes in the weather conditions. The paper aims at finding out 
the customer’s belief about green products purchase in Cuddalore district Tamilnadu and also it attempts to judge its 
impact on sustainable development. This research paper questions the hypothesis that there exists a significant relationship 
between customer’s belief for green products and sustainable development. In order to retain loyal and profitable 
customers, due to their growing interest in manufacturing of green products, there is an increased community pressure on 
companies to re-engineer their processes considering health issues and reasons behind the climatic change. From this 
analysis, green marketers can understand, identify and design marketing mix strategies to appeal to the preferences of the 
market segments for green products. 
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I. Introduction 

 
Green innovation is possibly essential idea which assumes a job to accomplish the worldwide maintainable 

improvement. These days the world requires another genuine development, which would direct to a superior situation. 
Green products approach has been an important academic research topic for several decades. As society is showing 
more apprehensions about the protection of the natural environment, various manufacturers and consumers have 
shown their concern about the environmental impact of products. Some businesses have also adopted concepts and 
have integrated them like environmental management systems and waste minimization into organizational activities 
(Bing, Z et al., 2011). Green marketing is a major interest to the marketers as it may provide them with a competitive 
advantage as can be seen from the shift in the preferences of consumers towards the green product.  This paper has 
analyzed the strength of environmental concerns and beliefs and has provided some insights into green products 
strategies. 

 
The fundamental goal of the examination is to understand the necessity of inventive green items for the present 
worldwide market and furthermore endeavor to distinguish the negative effect of non-green items. With the end goal 
of the examination, a specific city (Cuddalore locale – Tamil Nadu) has been chosen, gathered required information 
from different accessible assets, dissected with reasonable measurable strategies and distinguished realities. The 
examination uncovers that the alleged green items or natural items have a more positive effect on humanity's and kills 
certain issues relating to green innovation. It helps for feasible improvement. The examination likewise tosses a light 
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on future research openings. In order to achieve customer’s belief following research questions were formulated as 
follows (Chen Y.S et al., 2012): 

 
 How does supporting environmental protection influence green product? 

 
 What extent drive for environmental responsibility impacts green product? 

 
 Does green product experience effect customer’s belief? 

 
 Does social appeal influences the green product purchase? 

 
 What is the impact of environment friendliness on the green product? 

 
II. Green Products 

  
In general, the green product is designed or manufactured in a manner to minimize the environmental impact involved 
in its production, distribution, and consumption that caused no environmental hazards are called green products. This 
could include the utilization of recyclable materials, biodegradable components, and parts. Advancement of green 
innovation and green items is vital for the preservation of normal assets and supportable improvement. Truth be told, 
there are a few attributes that an item should be viewed as a "green" item. Various criteria are exhibited underneath: 
 

 Easily reused 
 Made using natural and/or renewable resources 
 Contains recycled content 
 Readily recycled 
 Biodegradable 
 Energy efficient 
 Durable with low maintenance requirements 
 Originally grown 
 Non-toxic chemical 

 
To conclude, green products can be described as products with less impact on the environment and less detrimental to 
human health than their alternatives. The developing open consciousness of the natural debasement that has brought 
about the task of green showcasing or earth dependable practice for the organizations in a few ventures. Some 
businesses engage in green marketing because such an emphasis will enable them to make a profit (Ku H.H et al., 
2012).  
 

III.Factors of Customers Belief about Green Products  
 
Accordingly, this research focuses on investigative customer’s green products purchase intention based on 

understanding the correlation among trust, perceived quality, and satisfaction for green products (Rahbar E et al., 
2011). Fig1 suggests factors of customer’s belief about green products, 
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Fig1. Factors that increasing the customer’s confidence 
 
i. Supporting environmental protection: It refers to carry an attitude of environment friendliness and 

consciousness for sustainability of the natural environment. 
 

ii. Environmental responsibility: Customer’s personal thoughts that one can contribute to the protection of 
natural resources, environment, and other species is the factor of the drive for environmental responsibility. 
 

iii. Green product experience: Green products mean those products which are not destructing in nature for the 
environment, use less toxic ingredients, recycled packaging, and material that is not damaging for the globe. 
 

iv. Environmental responsibility: Customer’s personal thoughts that one can contribute to the protection of 
natural resources, environment, and other species is the factor of a drive for environmental responsibility. 
 

v. ecology & economy: The balance of environment, society, and economy towards sustainable growth (Rahbar 
E et al., 2011).  

 
 

IV. Literature Review 
 

Customers Belief has become very essential to know the factors that create the desire of consumers to purchase a 
product. Hence, the present review contributes to the field by investigating and exploring the extent of the impact of 
consumers’ buying behavior towards of the green products.  

 
Table1. Existing Research Studies on Green Product Perception  

 

S.No Year Author Research Approach 
 

Conclusion 
 

1 1994 
Prahalad, C.K. 
and Hamel, G. 

Why search for a new paradigm? 

 
The concept of being green will have an effect on all 
parts of the business from the conception of products 
to the use and subsequent disposal of the products by 
customers  

 

 
 

 
Customer’s   confidence 

 
 

Supporting environmental 
protection 

 

Environmental 
responsibility 
 

Green product 
experience 
 

Social appeal 

Environment 
friendliness of companies 

 

Ecology & 
economy 
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2 2008 

 
Pickett-Baker.J 
and Ozaki.R. 

 

Green products marketing influence on 
consumer purchase decision 

Individuals who are naturally cognizant don't really 
act in an environmental way. 

 
3 
 

2009 

 
Nik Abdul, 
Jusoff and 
K.M. Kassim 
 

Eco-labeling perspectives amongst 
Malaysian consumers 

 
They eluded green buy aim as the likelihood and 
readiness of a man to offer inclination to items 
having eco-accommodating highlights over other 
customary items in their buy contemplations. 
 

4 2007 Mostafa M 

 
A Hierarchical Analysis of the Green 
Consciousness of the Egyptian 
Consumer 
 

 
Green buy conduct alludes to the utilization of items 
gainful to the earth, recyclable and receptive to 
biological concerns. 
 

 
5 
 

2010 

 
Okada and 

Mais 
 

Framing the green alternative for 
environmentally conscious consumers 

 
Green organizations are diverged from non-green 
organizations in the degree to which they take 
proactive measures in ecological supportability and 
position themselves dependent on natural theory. 
 
 

 
6 
 
 

 
2012 

 
Chen, Y.S. and 

C.H. Chang 

 
Enhance green purchase intentions. 

 
Characterized green buy aim as the probability that 
a buyer would purchase a specific item coming about 
because of his or her ecological needs. 
 

7 2006 
D’Souza C, 

Taghian M and 
Lamb P 

Influence of Environmental Labels on 
Consumers 

 
Impression of green items is contrarily connected 
with client's expectation to buy them on the off 
chance that they are of higher costs and low quality 
in contrast with customary items. 
 

 
8 
 

2010 Barber Targeting environmental consumers 

 
Individuals are ending up more mindful of the harm 
caused to the earth; ecological worries of the 
business have been recognized as a basic issue. 
 

 
From the literature review, the views of various researches have been reviewed. However, different space 

plus different time periods of investigation always lead to new knowledge about the new issue. Based on the review 
of literature, the following features are affecting customer’s belief for green products;  

 
 
 
 
 
 
  
 

 
 
 
 
 
 

Features of green 
products: 

Price 
Quality 
Convenience 
Durability 
Packaging 
Eco branding 
Eco labeling 
Eco advertising 
Environmental concerns 
 

Customer’s Belief 
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V. Research Methodology 
 
 The main objective of this research is to discovering the customer’s belief about green products purchase in 

cuddalore district tamil nadu, a questionnaire comprising of several sections was developed. The various sections of 
the questionnaire relates to the general environmental beliefs, consumer environmental behavior and the last part of 
the questionnaire has focused on the consumer purchase behavior.  

 

 Objective of the study 
 

As a consequence, the aim of this research is to first analyze customers beliefs in green product 
purchase intension and, to investigate the consumer awareness towards green products in cuddalore district 
and its impact on their purchasing decision. 

 

 Sampling design and size 
 

A convenient sampling design was followed and the intercept method was used for data collection. 
Dataset size is the considerable part of the customers that are included in the sample. So the sample size is 
taken as 140 consumers who are the part of representative sample.  

 

 Data Collection Technique 
 
The research was conducted using personal interview technique and the information given was 

recorded on questionnaire. In this research, questionnaire method was used to collect primary data. 
Afterward, mean and standard deviation tools were applied. From the literature review, questionnaire 
framework is created based on the below characteristics of green consumer, 

 
 

 
 
 
 
 
 
 
 
 
 
 

 
 
The model summary of green consumer’s examination is provided in Table2, 
 

Table2. Profile of the Respondents (green customers) 
 

S. no 
 

Respondents profile 
 

Total 

1 Professionals 
 

63 

2 Students 
 

25 
 

3 Household duties 
 

16 

4 Manual workers 
 

15 

5 Self-employed 6 

Age 

Gender 

Income level 

Education level 

Ethnicity 

Occupation 
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6 Retired 

 
15 

 
In terms of green customers classification, 63 per cent of respondents representing the majority were 

professionals, followed by students (25 per cent), self-employed (6 per cent), household duties (16 per cent), 
manual workers (15 per cent) and retired (15 per cent) 

 

 Hypothesis of the Study 
 
Hypothesis (H0):  Customer’s belief has no relationship with purchase decisions of green products.  
 
Hypothesis (H1): Consumers' awareness of Environment Concern has no significant effect on Purchase 
decision 
 
Hypothesis (H2): Consumers' awareness of Green Product does not influence their purchasing decision. 

 
Limitations of the Research 
 

The present study has analyzed the impact of customer’s belief about green products purchase in 
cuddalore district. The study had some potential limitations as focus was only on perceptions of customers 
in cuddalore district. The findings need to be further validated as the empirical results have provided a broad 
investigation on the effectiveness of green product customers’ strategies. And the study’s conceptual model 
did not incorporate any mediating factors between consumer’s belief and the green product attributes as well 
as any control variables such as consumers’ demographic profiles.  

 
By considering above limitations future research is encouraged to consider the other green related 

factors which may affect the customer’s belief and should consider other mediating variables as well. Future 
research is also required to expand sample size and improve representativeness of geographical area to make 
a more generalize conclusion. 

 
VI. Results And Discussion 

 
This section presents results and discussion of analysis data. Different statistical tools namely mean and standard 

deviation tools have been applied for the analysis of various aspects of customer’s belief on green products purchase, 
which are directly extracted from the questionnaire. The examination has been done remembering the accompanying 
essential goals:  

 
 To know the customers awareness of green products. 

 
 To discover the hope level of customers towards green products and sustainable development. 

  
Data Analysis and Findings 

  
A data analysis and findings was carried on all the statements found in the questionnaire in order to test the 

customer’s belief about green products purchase in cuddalore district,     tamilnadu. The main objective of this research 
is to analyze the customer’s belief about green products purchase. Review based, quantitative research approach is 
embraced to accomplish the examination destinations set toward the start of the investigation. An analysis on general 
environmental belief was done and the data is summarized in following table,  
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Table 1. General Environmental Beliefs 
 

S.No Assessment Mean Standard 
Deviation 

 
1 

Our population size is growing to the limit of the number of 
people the earth can bear. 
 

2.34  0.92 

2 The equilibrium of nature is very delicate and easily gets 
upset. 
 

3.18  0.70 

3 Humans have the right to modify the natural environment to 
suit their needs 
 

3.21  
 

0.83 

4 When humans interfere with nature it often has disastrous 
consequences 
 

2.86  
 

0.98 
 

5 Mankind created to rule over the nature. 
 

2.84  0.92 

6 Plants and animals exist primarily to be used by humans. 
 

  3.41      0.60 

 
Table 1 explains the on consumer general environmental beliefs , six statements mean score is 3 or above on 

likert-5 point scale for propositions 2,3,6,7,8 and 9 that signifies most of the respondents are having powerfully agreed 
for these intention as well as same is sustained by comparatively less SD. For the Propositions 4, 5 and 9 respondents 
gave good mean score ranging from 2.34 to 2.86, which implies respondents more or less agreed on these propositions. 
For proposition 1 and 9 most of the customers gave average mean score and they are slightly agreeing on these 
propositions. The respondents have varied opinions on these propositions which are well supported by its SD. 

 
Table2. Consumer purchase Behaviors 

 
S.No Assessment Mean Standard 

Deviation 
1 I feel good about buying brands which are less damaging to the 

environment. 
 

3.15   0.73 

2 It is simple for me to recognize these items.  
 

3.18  0.85 

3 Green products are inferior in performance to non-green products. 
 

2.72  0.94 

4 I have formed this opinion because people I know and trust told 
me so. 
 

2.83  0.81 

5 I have formed this opinion because of my own recent experience 
of a product. 
 

3.18  0.68 

6 I trust well-known brands to make products which work. 
 

3.45  0.70 

7 In the marketing communication about a product, I expect to be 
informed of new improved Formulas/design. 
 

2.68  0.89 

8 In the marketing communication about a product, I expect to be 
informed of how environmentally friendly a product is. 
 

2.07  1.04 

9 Green products are marketed to me in a way which I never notice. 3.08  0.72 
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10 Green products are marketed to me in a way which I find really 
engaging and relevant to my lifestyle. 
 

2.23  1.06 

Table 2 explains the marketing issues related to attitudes towards green products, designed to explore topics 
identified in the consumer behavior and advertising industry opinion sections. Out of 10 factors on consumer product 
questions, 5 factors mean score is 3 or above on likert-5 point scale for propositions 1,2,5,6 and 9 which mean most 
of the respondents have strongly agreed for these propositions and same is supported by relatively less Standard 
Deviation. For the factors 3, 4 and 7 respondents gave above average mean score which means they all agreed on these 
propositions and for remaining 8 and 10th factors respondents gave poor score and on these two propositions 
respondents opine varies a lot which is clear from these proposition Standard Deviation. 

 
From the above results, Respondents strongly agree that they would choose echo friendly brands. 

Respondents retorted decidedly about purchasing brands which are less harming to the earth. In any case, the desire 
for the client isn't far from the viable working of green brands as that of non-green items. Study uncovers that green 
item execution was altogether influenced by natural convictions. Further, it is expressed by as large as of 88 per cent 
of the respondents that they are likely to trust well known products and judge green products basing on their previous 
experience. 

 
VII. Conclusion 

 
The findings of the present study confirmed that green product awareness, echo friendly, and green product 

value had positive significant influences on customer’s belief in green product purchase. The results of the study also 
revealed that eco friendly and green product value contributed the largest in influencing consumer’s green purchase 
intention among consumers in cuddalore district. The main advantage of green product is to reduce or minimize the 
use of non-renewable resources, manage renewable resources to insure sustainability and reduce with the ultimate 
objective of disposing of, lethal and generally hurtful discharges to the earth, including outflows adding to an Earth-
wide temperature boost. However, the product quality should not be overlooked since consumers relate price with 
quality when making purchasing decision, and consumers research not only green products claiming environmental 
values but also products with high quality, because consumers are not ready to make a compromise on quality just for 
the benefits green attributes and for the moment green products seem still have less quality than conventional ones as 
our findings and previous researches demonstrated it. 
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