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Abstract

As the society has become concerned with the protection of the nature, businesses are modifying 
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 
readiness of the consumers about green marketing and also it attempts to judge its impact on sustainable 
development in the state of Uttar Pradesh. It focuses on finding out the relationship between consumer 
readiness about green marketing and the level of sustainable development existing in the state of 
Uttar Pradesh. Multiple Regression Analysis method is used for the purpose of analyzing the data and 
interpretation has been given on that basis. This research paper questions the hypothesis that there exists 
a significant relationship between consumers’ readiness 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 climatic change. This urgency is also compelling individuals into eco-
friendly lifestyle changes Various Government policies and initiatives have also been implemented.
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Introduction
As the 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. With the growing global concern about the climatic change, 
businesses too have modified their practices in an attempt to contribute towards saving the 
environment by reducing adverse climatic impact of their products and services.  Focus is towards 
“green” environmental friendly products which play a vital role in sustainable development. 
Consumers are conscious of environmental issue like global warming, exhaustion of natural 
resources and changes in weather conditions. Manufacturers are focusing on the production 
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of reduced energy consuming electrical appliances, organic foods and recyclable paper etc. The 
safety of our natural environment is a big challenge. Green marketing is said to be the approach 
for facilitating sustainable development. “Sustainability” refers to activities that are socially 
justified, ecologically helpful, and economically feasible and that it will continue to be so for future 
generations. It includes framing of socially responsible strategies which will not have any adverse 
impact on the environment. Green marketing strategies can be beneficial for both individuals 
and organizations and at the same time work towards protection of the environment to achieve 
sustainable development.

Some businesses have also adopted concepts and have integrated them like environmental 
management systems and waste minimization into organizational activities. Green marketing is 
a major interest to the marketers as it may provide them a competitive advantage as can be seen 
from the shift in the preferences of consumers towards green product and therefore considering 
its importance among consumers this paper aims at introducing the concept of Green Marketing. 
It also aims at finding out the awareness level of the consumers about green marketing, their 
readiness to purchase green products and its impact on sustainable development in the state of 
Uttar Pradesh through a structured questionnaire. Not much research work has been done in 
Uttar Pradesh with reference to the consciousness level of green products usage among customers.  
The study uses a sample size of 100 respondents to find out their level of awareness related to 
green marketing practices and their readiness to prefer and buy green products over any other 
conventional product.

The consumers and industry users are becoming conscious of their habits that have an 
adverse effect on the environment. Government too with its regulations relating to environmental 
marketing are working towards environmental protection, and is also making attempts towards 
reduction of the production of harmful goods or by-products. They are working towards 
promoting energy efficient and recyclable products. In order to promote Green Marketing, 
many firms are also taking initiatives to recycle and reuse the existing products with the buyers 
who are promoting many exchange programmes for these kind of conventional products.                                                            
Significant changes are required in order to reach sustainability. New products and processes 
providing customer value, i.e., eco innovations have to be initiated, which also help in using less 
resources and result in reduced environmental impact. The transformation towards sustainability 
requires participation of Government & communities, consumers, individuals, corporations and 
enterprises.

Literature Review
There is a lot of literature available on green marketing, consumers’ level of awareness 

related to green products and their readiness to purchase them over conventional products. 
However, there are very few studies that give a collective view of the same. The concept of green 
marketing got its importance and subsequently gained attention in the late 1980’s and early 
1990’s. The highlights of a workshop on ecological marketing held in 1975 at American Marketing 
Association, said that the study of green marketing focuses on the positive and negative impact of 
the marketing activities on environmental exhaustion, its pollution level and the reduction of non-
energy resources.  

As the consumers have become aware of the environmental issues like global warming, 
and depletion of natural resources, there is a shift in the consumer behaviour from conventional 
products to environmental friendly products. Henion and Kinnear (1976) referred as green 
consumers to those individuals who include a number of green products in their purchases and 
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who are also environmentally conscious. Moreover, Antil (1984) have given his definition of green 
consumer by saying that it is a behaviour shown by a socially conscious consumer having his 
central focus on the ways of environmental protection. 

National Association of Attorney Generals (1990) reported that firms too are under social 
responsibility to follow and implement any environmental laws that may be prescribed by the 
Government from time to time for the protection of the natural resources and planet earth. Firms 
are also pressurized to bring about a change in their environmental marketing activities due to the 
competitor’s related actions.

According to Keller (1987) and Shearer (1990), environmental marketing is also perceived 
as an opportunity for the organizations to maximize their objectives as these green consumers 
develop a positive image of such companies.

Weiner and Doescher (1991) have stated that green consumerism can be referred to as 
increasing demand of products with an increased positive impact on nature and society. 
According to Davis (1992), Freeman and Liedtka (1991), Keller (1987) and Shearer (1990), green 
marketing got notable because organizations also felt that they have an environmental moral 
obligation towards the society. Studies revealed that 70% of the consumers’ decision to purchase 
the green products was also being influenced by advertising and communication messages done 
by the Government and other organizations focusing on environmental protection and labelling 
on products. Chase & Smith (1992). Polonsky (1994) gave his explanation of green marketing and 
said that it includes all the activities that are designed to assist any exchange, which aims to satisfy 
the human needs and aspirations, so that the level of satisfaction that they get has a minimum 
impact on the environment.

Porter and Linde (1995) stated the importance of innovation and that it was most important 
for sustainable development and for the competitive nature of the companies and that resistance 
to innovation would negatively affect competitiveness in the global economy. According 
to Crispell (2001) the green marketing evolution involved three phases; “ecological green 
marketing” was termed as the first phase. This phase highlighted the issues and drew attention 
on the alarming problems concerning the environment and also provided solutions to them. The 
second phase known as “environmental” green marketing focussed on the importance of clean 
technology, designing of innovative products and on pollution and waste issues. The third phase 
emphasised on “sustainable” green marketing. Green Portfolio (2006) mentioned in its study that 
the green credentials were important to customers; and is likely to grow further. Ottman (2008) 
pointed out that the task of cleaning up the environment is not in the hands of engineers, lawyers 
or legislators. It is the creative head, who can re-engineer their business processes and who have 
the power to design and promote environmental friendly products and help consumers to have a 
more sustainable lifestyle. Moreover, Patra and Joshi (2011) concluded that individuals themselves 
are responsible for the damage to the environment and must take appropriate initiatives for its 
protection.

Gadenne et. al. (2011) states that green marketing focuses on development of quality products, 
performance, pricing and convenience that can meet the needs and wants of the consumers 
in an environmental friendly way. Ali et. al. (2011) conducted a study to know the Pakistani 
consumers’ attitude and their purchase intentions for green products and found that consumers 
have a positive attitude towards green products and also are motivated to purchase them, but are 
reluctant due to their high prices and poor quality as compared to traditional products. Shafaat 
and Sultan (2012) stated that there was a need to determine the best path forward by developing 
green products. Companies have taken positive steps for the sustainability of the environment 
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and to reduce the environmental damage which in return has also helped them in increasing their 
profitability. Challenges faced by green marketers include a lack of understanding among the 
consumers of what actually constitutes the “Green” which remains the main focus of our study.

Research Gap
The sustainable development is the need of the hour for economic performance of the country. 

The industry offers the best technologies and great quality of service and products that cater to 
consumers’ needs in order to provide sustainability to the industry. Many of the researchers are 
dealing with identification of attributes of consumers needs and industry demand. Some work 
has been done in the area of identification of factor related to consumer perception about green 
marketing in the many sectors. The researcher has come across very few studies specifically 
dealing with consumers’ readiness for greener aspects of industry and its overall impact on 
sustainable development but a concrete work in this area needs to be addressed. There is big gap 
in the field of investigation specifically in this area, what the researcher wants to study and get 
inside into the gap existing between consumers demand fulfilment by the industry especially 
taking care of the greener aspects and sustainable development of the country.

Research Objectives
1. To study the consumers’ readiness about the concept of green products.

2. To have an understanding of the level of awareness of the consumers about eco-friendly 
products.

3. To study the consumers’ readiness and its effect on sustainable development. 

Hypothesis
H1: There exists a significant relationship between consumers’ readiness and sustainable devel-

opment.

Methodology

Type of Research Study
An exploratory and descriptive research design has been involved for the purpose of the 

study.

Sample Design and Sample Size
Non-probability convenience sampling technique has been used in the study. Sample size is 

the considerable part of the consumers that are included in the sample. So the sample size is taken 
as 100 consumers who are the part of representative sample. Although, 100 is the small sample for 
this kind of study but being a self-financed research an optimum sample size has been taken for 
the study. 

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

given was recorded on questionnaire. There are two types of data collected for the purpose: (i) 
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questionnaire method was used to collect primary data; and (ii) books, magazines, journals, 
websites, etc. were used for collection of the secondary data.

Constructs Definition and Scales Developed
For the purpose the current study, two constructs have been studied which are consumer 

readiness for green products (Annexure Table 1) and sustainable development practices 
(Annexure Table 2). The constructs are built up of thirteen statements which delineate consumers’ 
readiness to accept green products. These statements help in understanding the belief and 
perception of the consumers towards green products. The perception is rated by consumers on 
9-point Likert scales. The sub-constructs have been the result of rigorous content analysis. For 
testing reliability of the scales, Cronbach’s Alpha has been used as it is an established reliability 
testing tool. Likewise, the construct sustainable development practices has been configured 
of eleven statements which consist of issues related to construction and renovation, energy 
conservation practices, encouraging recycling of solid waste, sustainable food programme, 
sustainable transportation programme, encouraging green product purchasing from reliable 
sources and  encouraging environmental audit for sustainable development etc. 9-point Likert 
scales have been developed to study the constructs. Reliability testing of the scale is done using 
Cronbach’s Alpha.

Data Analysis Techniques
For the purpose of analysis, the relationship between consumer readiness about green 

marketing and sustainable development was checked. The sub-constructs for the consumer 
readiness about green marketing are displayed in the Table 1. (See Table 1) and the sub-constructs 
for the sustainable development are in the Table 2. (See Table 2). 

Table 1: Sub-Constructs Definition for Consumer Readiness for Green Products

Sub- 
constructs Sub-constructs Definition

P1 I am a strong believer and promoter of Green Products.

P2 I believe in green products but not strong promoter.

P3 I am a moderate believer of the Green Products but not thought much on the issue.

P4 I have nothing to do with green initiatives. Government should take initiatives.

P5 I am the least thinker about environmentalism. The government and businesses should pro-
mote and look after these issues.

P6 I believe that Green products are always overpriced

P7 I believe that Green Products could be a beneficial in long-run

P8 I believe that Green products are major ecological want and its not just a marketing tool.

P9 I believe that Lack of availability/unease of access is responsible for low demand for green 
products.

P10 I believe that Printed version of consumer bills should be replaced by e-bills

P11 I believe that If one’s disposable income is increased then one would go for green products

P12 I believe that Only price is the issue which resist buyer to buy green product.

P13 I believe that Attractive govt. promotions on green products would help promoting them
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Table 2: Sub-Constructs Definition for Sustainable Development Practices

Sub-
constructs

Sustainable Development Practices

SD1 Construction and renovation based on green design principles

SD2 Energy conservation practices in domestic and commercial uses as well.

SD3 Discouraging waste generation practices 

SD4 Encouraging Recycling of solid waste i.e including paper, plastic, metal, e-waste, etc. 

SD5 Sustainable food programme

SD6 Water conservation practices in domestic and commercial establishments 

SD7 Sustainable land management practices.

SD8 Sustainable transportation programme such as non motorized vehicles car pools, bus pass programme etc.

SD9 Encourage Green product purchasing from reliable sources .

SD10 Minimize toxic and radioactive waste 

SD11 Encourage Environmental audit for sustainable development

Bar charts are also used to depict the awareness level of the consumers. These charts are 
the clear-cut indicators of the level of awareness existing in the current scenario about the green 
products.

Data Analysis & Interpretation

Respondents’ Demographic Profile
As far as age of respondents is concerned, the data collected comprises of mostly between the 

age groups of 20-30, 30-40 & 40-50, they are having 64%, 12% & 18% respectively. This shows the 
majority of respondents from whom the responses are collected belong to the 20 to 50 age group. 
The gender of the population comprises of two categories of male & female. 83% data comprises 
of female respondents and 17% data comprise of male respondents and it is measured on a 
nominal scale. The data it is dominated by male respondents. Marital status of the respondents 
was measured through a four point scale, in which unmarried respondents comprised 59%; 
married respondents, 35%; and separated respondents, 6% of the total population. The modal 
value suggests that majority of respondents belong to the ‘Never Married’ group. Income level 
of the respondents is also measured through a four point scale data with categories:  (i) less 
than 5, 00,000; (ii) 5, 00,000 – 10, 00,000; (iii) 10, 00,000 – 15,00,0000 (iv) 15-20 lakhs; and (v) more 
than 20 lakhs. Most of the respondents belonged to the category (1) that is below 5, 00,000 (56% 
of the respondents); 32% respondents are in second category and only 6% belongs to 3 and 4 
category respectively. The education level of the respondents suggests that maximum number of 
respondents is from the category of graduation degree and post-graduation degree level. As the 
results shows that 48% belonged to respondents who were graduates and 28% of the respondents 
are have post-graduation degrees. So sample cloud exists around these two rating scales 2 and 3. 
(See Table 3)
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Table 3: Respondents’ Demographic Profile

Age Frequency % Valid % Cumulative %

20-30 64 64 64 64

30-40 12 12 12 76

40-50 18 18 18 94

60-70 6 6 6 100

Total 100 100 100

Gender Frequency % Valid % Cumulative %

Female
83
83.0
Total

100

100.0

Male 17 17.0 17.0 17.0

83.0 100.0

100.0

Marital Status Frequency % Valid % Cumulative %

Married

Separated

Total

Never 

Married
59 59.0 59.0 59.0

35 35.0 35.0 94.0

6 6.0 6.0 100.0

100 100.0 100.0

Income Level Frequency % Valid % Cumulative %

<500000 56 56.0 56.0 56.0

500000-1000000 32 32.0 32.0 88.0

1500000-2000000 6 6.0 6.0 94.0

>=2000000 6 6.0 6.0 100.0

Total 100 100.0 100.0

Education Level Frequency % Valid % Cumulative %

UG 48 48.0 48.0 48.0

PG 28 28.0 28.0 76.0

Doctorate or above 24 24.0 24.0 100.0

Total 100 100.0 100.0

Reliability Analysis
The internal consistency of the constructs of consumer readiness for green products and 

sustainable development practices was assessed by computing the total reliability scale. The total 
reliability scale for the construct ‘consumer readiness for green products’ is 0.667 (See Table 4), 

Table 4: Reliability Statistics

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items

.667 .658 13

and for the construct ‘sustainable development practices’ reliability scale is more good, i.e., 
0.967 (See Table 5) 
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Table 5: Reliability Statistics

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items

.967 .968 11

which is indicating an overall reliability factor. This reliability value for the study is 
substantial considering the fact that the highest reliability that can be obtained is 1.0 and this is an 
indication that the thirteen items of ‘consumer readiness for green products’ and eleven items for 
‘sustainable development practices’ are accepted for analysis.

Multiple Regression Analysis
Correlation matrix. The correlation matrix table shows the correlations of the Sustainable 

Development with Consumers’ readiness and they are significantly correlated. (r =0.843, n = 
100, p<= 0.05). A high degree of positive correlation between these two variables  means they are 
directly proportional to each other. Increase in the readiness of the consumers for green products 
would certainly help in increasing sustainable development of the country. (See  Table 6).

Table 6: Correlations

SD CR

Pearson Correlation
SD 1.000 .843

CR .843 1.000

Sig. (1-tailed)
SD . .000

CR .000 .

N
SD 100 100

CR 100 100

CR= Consumers’ readiness

SD= Sustainable Development

The regression model summary depicts that the multiple correlation coefficient (R) is .964 
and the adjusted R2 is .918, that means 91.8% of the variance in sustainable development can be 
interpreted from the thirteen factors formulated who are assuming consumer readiness for green 
products. (See Table 7).

Table 7: Model Summary

R R2 Adjusted R2 Std. Error of the Estimate

.964a .928 .918 .64686

The ANOVA table also depicts a significant prediction as F - 85.723 (p-value <= 0.05). (See Table 8).

Table 8: Anovaa

Sum of Squares df Mean Square F Sig.

Regression 466.294 13 35.869 85.723 .000b

Residual 35.984 86 .418

Total 502.279 99
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a. Dependent Variable: SD

b. Predictors: (Constant), P13, P6, P5, P2, P11, P12, P4, P8, P10, P9, P3, P7, P1

It is found that constructs P6 and P8 are negatively associated with sustainable development 
and are significant at 5% level. It is also found that constructs P9 and P10 are positively associated 
with sustainable development and are significant at 1% level.

Table 9: Coefficients

Unstandardized Coefficients Standardized Coefficients
t Sig.

B S. Error Beta

(Constant) .034 1.306 .026 .979

P1 .221 .141 .201 1.567 .121

P2 -.025 .062 -.024 -.408 .684

P3 .078 .091 .070 .859 .393

P4 -.054 .067 -.045 -.805 .423

P5 .051 .063 .037 .810 .420

P6 -.117 .052 -.110 -2.238 .028

P7 .085 .109 .089 .777 .439

P8 -.297 .088 -.322 -3.388 .001

P9 .372 .097 .322 3.815 .000

P10 .411 .082 .378 5.004 .000

P11 -.090 .105 -.086 -.853 .396

P12 -.003 .046 -.003 -.064 .949

P13 .448 .083 .301 5.418 .000

Awareness Level
 The bar chart (See Figure 1) clearly shows that green products are very much known to the 

society.

Figure. 1 Are you aware of “green products” or Eco-friendly products
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People know very well about these products and many of the consumers also know the green 
products available in the market (See Figure 2).

Discussion
 High degree of positive correlation between consumer readiness and sustainable 

development means they are directly proportional to each other. Increase in the readiness of the 
consumers for green products would certainly help in increasing sustainable development of 
the country. Findings reveal that consumers’ reluctance to purchase green products is the result 
of its high price as compared to the price of the traditional products. Consumers have a positive 
image of the organizations that are involved in green marketing practices in their manufacturing 
processes and produce environmental friendly products.

 Green issues are more likely to influence younger consumers. The respondents of the 
study are young and they depict that attractive credit schemes/tax rebates on green products 
would help in promoting the green products. They also think that the reason behind low 
popularity and demand of green products is the lack of its availability and unease of access. There 
is an increased community pressure on companies to re-engineer their processes considering 
health issues and reasons behind climatic change. Implementation of environmental Government 
policies, upgradation of technologies and approaches for dealing with pollution is very important 
to retain loyal and profitable customers who have growing interest in green and socially 
responsible products.

 There is no problem at all about the awareness level of the green products. All existing 
categories of the consumers are fully aware about the green products available. This shows that 
organizations portray their green products and also greener aspects associated with the products 
as their unique selling points. But major point discussed in the current scenario, i.e., its impact on 
sustainable development should be addressed in an extensive manner.

Conclusions and Managerial Implications
Practising green marketing may be a little expensive, as it requires green technology, i.e., 

either by procuring new technology or bringing about a modification in the existing technology. 
It requires a lot of research and development. Customers have shown concern and their 
responsibility towards environmental issues and have expressed their desire and positive attitude 
to buy green products if they are easily available. This means that consumers will purchase 
more of green-products if marketers make them easily available to the customers. They want to 
purchase green products because they believe that manufacturing and consumption depletes the 
natural resources of the environment which shows high awareness for green products amongst 
consumers. However marketers need to justify the reason for the high price of the green products. 

The actual number of consumers purchasing and using green products is relatively low 
and therefore this gap could be used to exploit the market opportunity. Marketers, Government 
agencies, environmental agencies and media, must promote green products and emphasize on 
their importance for sustainability. This will also help in building a strong positive image and in 
enhancing the goodwill of the companies amongst the consumers.

Limitations of the Study
The study has got limited due to “error of recall” on part of the respondents. They might 

have exaggerated their opinion while responding to the questionnaire. The sample size is not big 
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enough to represent all sections of community. As research work was self-financed, resources 
were not used to track the respondents in the data collection process. The study is restricted only 
to specific Area of UP; hence it does not focus on other areas. So research study leaves a proper 
scope for the further researches which can be conducted in other areas as well.

Scope of the Further Researches
The research paper has a great scope for marketers and customers as it ushers in era of green 

market in U.P. Nevertheless, the study is limited to a small geographical area and has limited 
generalization and therefore ought to be conducted on a bigger scale. However, it provides good 
insight into the readiness of consumer’s towards green products and its impact on sustainable 
development. This research study has been conducted on the much smaller sample size of 100 
which increases the chances of errors in the study. If this kind of study is conducted on a larger 
sample and on larger geographical area, the results might be more reluctant. Nevertheless, the 
study aims at raising issue to evolve the sustainability issue to the consumers which has been 
achieved.
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