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Abstract

The aim of the study that consumer attitude towards green products relates to its health aspects. The present study
shows that consumers are having more conscious about health so they are willing to purchase the green products.
The research findings of this study implies that should environmental consciousness , product quality, no
preservatives, health conscious and price of green products will make consumers will be more likely to have
purchase behavior of green products. Consumers in Chennai are highly concerned about the environment should
be the first target segment for green product marketers. When consumers get health conscious and awareness
about green products is positive they display higher concern for environment and probably make more steps to
reduce the impact of environment
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INTRODUCTION

Green marketing refers to the process of selling products and/or services based on their environmental benefits.
Such a product or service may be environmentally friendly in it or produced and/ or packaged in an
environmentally friendly way. The obvious assumption of green marketing is that potential consumers will view
a product or service's "greenness" as a benefit and base their buying decision accordingly. In order to position
green product offerings, companies must first segment the market according to levels of pro-environmental
purchase behavior and then target the “greener” consumer segments. The main motive of this research is to know
about the factors influencing consumer attitude towards green products in Chennai City.

SCOPE OF THIS STUDY

This study was conducted in the context of factors influencing consumer attitude towards green products.
Demographic variables (age, gender, educational level and income level) and non- demographic variables (health
conscious, taste, price, and environmental concern) investigated to see whether these variables will have a
relationship with the green product’s consumption level

STATEMENT OF THE PROBLEM

Past studies on perceived seriousness of environmental problems mainly focused on finding out subjects’
perception of the most serious problems, how serious they thought the problems were, and how subjects from
different cultures perceived the issue differently. From this study the researcher is going to analyses the factors
affecting consumer attitude towards green products in Chennai City.

OBJECTIVE OF THE STUDY

To study about demographic conditions of consumers

To assess and evaluate factors influencing the consumer attitude towards green products

SAMPLE DESIGN

Primary data will be collected using the simple random sampling method and a self- developed questionnaire
distributed to the respondent. This sampling method is chosen for its easiness and cost efficiency to collect
responses.

SOURCES OF DATA

The present study is based on both primary and secondary data. The primary data will be collected from green
product consumer attitude. The secondary data were collected from various Journals, Books, Dailies, Previous
Thesis works, Libraries and also from various Websites
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SAMPLE SIZE
The data were collected using questionnaire method from 125 respondents. But some questionnaire has inadequate
information. The sample size took for this study is 100.

PLACE OF THE STUDY
The study was confined in Chennai City of Tamil Nadu.
TABLE: 1
DEMOGRAPHICSOFTHERESPONDENTS
Gender No.ofRespondents Percentage
Particulars
Gender Male 17 34.0
Female 33 66.0
Total 50 100.0
Age No.ofRespondents Percentage
18-25 16 32.0
25-35 6 12.0
Age of 35-45 22 44.0
theRespond
ents Aboved5 6 12.0
Total 50 100.0
MaritalStatus No.ofRespondents Percentage
Married 8 16.0
Marital  Status
ofthe Unmarried 42 84.0
Respondents
Total 50 100.0
Education No.ofRespondents Percentage
Higher Secondary 12 24.0
EducationLevelofthe
Respondents UnderGraduate 21 42.0
PostGraduate 17 34.0
Total 50 100.0
Monthlylncome No.ofRespondents Percentage
Monthly Incomeofthe
Respondents BelowRs 50000 14 28.0

Source:PrimaryData
The above table shows that female’s consumers have more preference for buying greenproducts as
compared to male respondents. More number of educated respondents prefers to buygreen products. Age group
of 35-45 prefers to buy green food as compared to other age groups. Also people of earning income group
from100000 to 200000 prefer to buy green products.
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UNIVARIATE ANALYSIS BETWEEN F:?f(l)_l?ES 2INFLUENCING CONSUMER ATTITUDE
ValueLabel N
EnvironmentalCon 1.00 StronglyAgree 23
sciousness
200 Agree 27
1.00 StronglyAgree 41
NoPreservatives 200 Agree 9
1.00 StronglyAgree 43
2.00 Agree 4
ProductTaste 3.00 Neutral 3
1.00 StronglyAgree 38
2.00 Agree 11
ChemicalFree 3.00 Neutral 1
100 StronglyAgree 28
200 Agree 14
3.00 Neutral 3
PriceSensitivity >00 StronglyDisagree S
1.00 Stronglyagree 25
HealthConsciousness 3.00 Neutral 8
4.00 Disagree 3
5.00 Stronglydisagree 14

Source: PrimaryData
The above table shows that univariate analysis between factors influencing consumer preferences.
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TABLE: 3
ONEWAY ANOVA TEST BETWEEN AGE AND FACTORS
Sum MeanSq
of Df uare F Sig.
Squares
Environmental Between 5.596 3 1.865 12.858 .000
Consciousness Groups
Within 6.383 44 145
Groups
Total 11.979 47
NoPreservatives Between 1.293 3 431 3.150 .034
Groups
Within 6.019 44 137
Groups
Total 7.313 47
ProductTaste Between .589 3 196 715 548
Groups
Within 12.078 44 274
Groups
Total 12.667 47
ChemicalFree Between 2.265 3 .755 3.605 021
Groups
Within 9.214 44 .209
Groups
Total 11.479 47
PriceSensitivity Between 92.334 3 30.778 22.897 .000
Groups
Within 59.145 44 1.344
Groups
Total 151.479 47
Health Consciousness  Between 21.899 3 7.300 14.330 .000
Group
Within  22.413 44 .509
Groups
Total 44.313 47

Source: PrimaryData
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TABLE: 4 T-TEST

Health Consciousness Mean Std.Deviation Std. Error Mean
StronglyAgree 28 1.6786 47559 .08988
GENDER
StronglyDisagree 5 1.8000 44721 .20000

Source:PrimaryData

TABLE: 5
FACTORS INFLUENCING CONSUMER ATTUTIDE GREEN PRODUCTS
Particulars Score 6 | Score5 Score 4 Score3 | Score2 | Scorel | TotalScore | Rank
Health 42(252) 23(115) 29(116) 2(6) 0(0) 4(4) 493 I
Consciousness
Environmental 26(156) | 24(120) | 27(108) | 21(63) 0(0) 2(2) 449 I
Consciousness
NoPreservatives 11(66) | 21(105) | 30(120) | 16(48) | 12(24) | 10(10) 373 1l
ChemicalFree 19(114) | 16(80) | 17(68) | 18(54) | 10(20) | 20(20) 356 IV
Product Taste 0(0) 8(40) 12(48) 26(78) 31(62) 23(23) 251 \%
PriceSensitivity 0(0) 6(30) 4(16) 19(57) | 45(90) | 26(26) 219 VI
Source: Primary Data
CONCLUSION

Green marketing is familiar in recent days; Change in the habits of consumers is the major reason for
consumption of green products. Consumers are willing to buy green products because it produced without using
any chemical preservatives. This Study reveals that consumer attitude towards green products relates to its health
aspects. The present study shows that consumers are having more conscious about health so they are willing to
purchase the green products. It was also identified that many of the female consumers are having more interest to
buy green products. And customers were lack of awareness about green products. Therefore this study suggests
that more awareness is needed about green products. Researcher also suggeststhat marketer have to promote the
availability of the green products in order to increase the size of the products.

REFERENCES

1. Das R P and NathVikas (2003), "Environment Marketing in Indian Fast Food Industry: A Study",
Paradigm, Vol. 7, No. 2, pp. 117-125.

2. Kaman Lee. (2008) Opportunities for green marketing: young consumers. Marketing Intelligence &
Planning

3. P. Venkateswari, E. JebithaSteffy, Dr. N. Muthukumaran, 'License Plate cognizance by Ocular Character

Perception’, International Research Journal of Engineering and Technology, Vol. 5, No. 2, pp. 536-542, February
2018.

4. N. Muthukumaran, Mrs R.Sonya, Dr. Rajashekhara and V. Chitra, '‘Computation of Optimum ATC Using
Generator Participation Factor in Deregulated System’, International Journal of Advanced Research Trends in
Engineering and Technology, Vol. 4, No. 1, pp. 8-11, January 2017.

5. B. Renuka, B. Sivaranjani, A. MahaLakshmi,Dr. N. Muthukumaran, 'Automatic Enemy Detecting
Defense Robot by using Face Detection Technique', Asian Journal of Applied Science and Technology, Vol. 2,
No. 2, pp. 495-501, April 2018.

6. BoselinPrabhu S. R. and Balakumar N., “Enhanced Clustering Methodology for Lifetime Maximization
in Dense WSN Fields”, International Journal for Technological Research in Engineering, Volume 4, Issue 2,
pp-343-348, October-2016

https://mswmanagementj.com/
233



MSW MANAGEMENT -Multidisciplinary, Scientific Work and Management Journal _‘\
ISSN: 1053-7899 e N

Vol. 35 Issue 1, Jan-June 2025, Pages: 229-234 BLORVIER
7. BoselinPrabhu S. R. and Balakumar N., “Suggested Mechanisms for the Employment of MPPT Principle

Over a Photovoltaic Module”, International Journal of Research in Electrical Engineering, Volume 3, Issue 3, pp.
45-49, October 2016.

8. BoselinPrabhu S. R. and Balakumar N., “A Research on Various Maximum Power Point Tracking
Algorithms in a Photovoltaic System”, South Asian Journal of Engineering and Technology, Volume 2, Number
28, 1-8.

9. BoselinPrabhu S. R. and Balakumar N., “Highly Distributed and Energy Efficient Clustering Algorithm
for Wireless Sensor Networks”, International Journal of Research —Granthaalayah, Volume 4, Number 9,
September 2016.

10. BoselinPrabhu S. R. and Balakumar N., “Evaluation of Quality in Network and Interoperable
Connectivity between IP Networks”, International Journal of Current Engineering and Scientific Research,
Volume 3, Issue 9, pp. 81-85.

11. BoselinPrabhu S. R. and Balakumar N., “Enhanced Zone-Based Clustering Method for Energy Efficient
Wireless Sensor Network”, ARC International Journal of Innovative Research in Electronics and
Communications, Volume 3, Issue 4, pp. 01-06, 2016.

12. BoselinPrabhu S. R. and Balakumar N., “Real-World Wireless Power Transmission under Various
Scenarios and Considerations”, International Journal of Innovative and Applied Research, Volume 4, Issue 7, pp.
24-29.

13. N. Muthukumaran, 'Analyzing Throughput of MANET with Reduced Packet Loss', Wireless Personal
Communications, Vol. 97, No. 1, pp. 565-578, November 2017.

14, R. Sudhashree, N. Muthukumaran, ‘Analysis of Low Complexity Memory Footprint Reduction for Delay
and Area Efficient Realization of 2D FIR Filters', International Journal of Applied Engineering Research, Vol.
10, No. 20, pp. 16101-16105, 2015.

15. F.M.AiyshaFarzana, HameedhulArshadh. A, Ganesan. J, Dr. N. Muthukumaran, 'High Performance
VLSI Architecture for Advanced QPSK Modems', Asian Journal of Applied Science and Technology, Vol. 3, No.
1, pp. 45-49, January 2019

https://mswmanagementj.com/
234



