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Abstract

              Marketing is a crucial function that facilitates the exchange of goods, services, and money between producers and consumers, delivering maximum value to the latter. It plays a significant role in bridging the gap between a society's material requirements and its economic patterns of response. By satisfying the needs and wants of consumers through exchange processes and building long-term relationships, marketing creates value for both the organization and its shareholders. 

1. Introduction

                 Marketing is the act of facilitating the exchange of a given commodity for Goods, services, and/or money to deliver maximum value to the Consumer. From a societal point of view, marketing is the link between a Society’s material requirements and its economic patterns of response. Marketing satisfies these needs and wants through both the exchange Processes and building long-term relationships. Marketing is the science of Choosing target markets through market analysis and market Segmentation, as well as understanding consumer buying behavior and providing superior customer value.    
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2. Statement of the Problem

                     In this research I would like to learn the consumer attitude towards green Marketing and eco-friendly products. With increasing environmental Consciousness, companies need to understand not only green consumers’ behavior but also the factors that influence green purchases and those factors that act as Barriers to green purchases. This will not only help the marketers in Segmenting The market appropriately and developing strategies to meet green consumers’ needs But also the policy makers in enforcing sustainability in marketing of goods and Services.  


3. Objectives of the Study

1. To study the socio- economy characteristic of the respondents.   
1. To study the consumer attitude towards eco- friendly products.   
1. To know out level of the consumer about the price of eco- friendly products.   


4. Scope of the Study

                         The significance is to know about the attitude of the consumers towards the green Products/eco-friendly products and the factors which influence the purchase of Eco-friendly products in a broad way, in order to demonstrate what factors used by Companies from the marketing-mix elements (the product, the price, the place and The promotion) have an influence on green purchase behaviors and if some are More important than others. Furthermore, others factors which do not depend of the Companies but more of the consumer point of view will be examined.  

5. Research Methodology

                         Research methodology is a way of systematically solve the research problem. It specifies the approach that the researcher intends to use with respect to propose the study scientifically.
Source of Data

PRIMARY DATA: 
                   The primary data have been collected through a structured questionnaire. The questionnaire was filled by 60 respondents in Coimbatore city. 
SECONDARY DATA: 
                     Secondary data is research data that has previously been gathered and can be accessed by researchers. The term contrasts with primary data, which is data collected directly from its source. 

Research design

                   Research design is the detailed plan of conducting a Research study. Descriptive Research design has been used in the Study. 
Sample Size

               This study was conducted with sample size of 60 respondents in Coimbatore city.
Sample area

                 The data has been collected from Coimbatore city as it has A high residential Density with people from all over Tamil Nadu Due to the high migration influx in recent Years
Area of the study

              The research study was conducted only in Coimbatore city. 
Tools used

· Simple percentage method
· Rank analysis method

6. Review of Literature

DEVINA MOHAN(2022) Green marketing is perceived to be a tool towards sustainable development as pollution levels are getting worse day by day, which will eventually lead to the perpetual deterioration of human life. Green marketing is not only a promotional activity. It creates awareness among the people about environmental pollution. People come to know their role in environmental pollution.
Dr. P. Sivasakkaravarthi (2021) “Green” is the word of the day and “Green Marketing” and “Green Products” are future of today’s manufacturers and marketers. Rapidly changing environment is now a major concern for the people throughout world, making them more and more concerned about the environment.
P. Kishore Kumar (2020) The purpose of this study is to understand the variables affecting the consumer behavior while purchasing green products. Eco-friendly paper i.e. paper which is manufactured from used paper and reduces the harm to environment compared to manufacturing of traditional paper(virgin paper). The dependent factor is purchase intention and the independent factors are environmental behavior, attitude, knowledge and norms.  
Tiwari (2016) in her study entitled, “Green marketing in India: An Overview”, Increasing awareness on theVarious environmental problems has led a shift in the Way consumers go about their life. There has been a Change in consumer attitudes towards a green lifestyle. People are actively trying to reduce their impact on the Environment. However, this is not widespread and is Estill.   
7. Analysis and Result

7.1 Percentage Analysis

Table 1
Demographic Variable of the respondents

	Factors
	Options
	No. of Respondents
	Percentage (%)

	Gender
	Male
	30
	50%

	
	Female
	30
	50%

	Age 
	Below 18 years
	7
	11.7%

	
	Between 19-45 years 
	42
	70%

	
	Between 46-60 years
	10
	16.7%

	
	Above 60 years
	1
	1.7%



	Education
qualification
	SSLC
	16
	26.7%

	
	HSC
	18
	30%

	
	UG
	20
	33.3%

	
	PG
	6
	10%

	 Nature of work 
	Private 
	28
	46.7%

	
	Government employee
	7
	11.7%

	
	Entrepreneur
	12
	20%

	
	Professional
	13
	21.7%

	Monthly income
	Below 15,000
	21
	35%

	
	 16,000-35,000
	26
	43.4%

	
	36,000-50,000
	10
	16.7%

	
	Above 50,000
	3
	5%



Table 2
Respondents’ behavior toward various function of eco-friendly products


	Factors
	Options
	No. of Respondents
	Percentage (%)

	Reason of buying product 
	Product features
	14
	23.3%

	
	Packaging
	18
	30%

	
	Environment issues
	21
	  35%

	
	Promotion campaigns
	7
	11.7%

	Frequency of products
	Daily 
	9
	15%

	
	Weekly
	18
	30%

	
	Monthly
	16
	26.7%

	
	Occasionally
	17
	28.3%

	 Purchase decision
	The Products impact on Environment
	20
	33.3%

	
	The price of the product
	12
	20%

	
	The Quality of the
product
	17
	28.3%

	
	The brand, The brand name of the product
	11
	18.3%



	Features of product 
	No use of pesticides
	14
	23.3%

	
	   No preservatives 	or
Additives
	12
	20%

	
	Should contain
ayurvedic or 	 natural ingredients
	25
	41.7%

	
	Completely biodegradable
	9
	15%

	Willing to pay 
	Between 1% to 10%
more
	17
	28.3%

	
	Between 11% to 20% more
	17
	28.3%

	
	Between 21% to 30% more
	16
	26.7%

	
	Between 31% to 40% more
	10
	16.7%




Table 3
Respondents’ behavior toward various function of 

	Factors
	Option
	Respondents
	Percentage (%)

	Barriers 
	Have no information about
	11
	18.3%

	
	Expensive
	28
	46.7%

	
	Taste or look bad
	15
	25%

	
	No Product is entirely Green
	6
	10%

	Elements attract
	Eco friendly
	14
	23.3%

	
	Health Conscious
	12
	20%

	
	Acceptable Price
	20
	33.3%

	
	Designer /Company
Image
	14
	23.3%

	People aware
	Yes
	15
	  25%

	
	Some what
	16
	26.7%

	
	Not completely
	18
	30%

	
	No
	11
	18.3%



Percentage analysis deals with the demographic factors, respondent’s behavior towards various eco-friendly products. It can be inferred from the above Table 1 shows Majority shows that (50%) of the respondents are Male and (50%) of the Respondents are Female. majority (70%) of the respondents are under the age group of between 19 to 45 years. Majority of the Respondents (33.3%) have the educational qualification of UG degree. Majority of the respondents (46.7%) work at private sectors. Majority (36.7%) of the respondents earn income between Rs.16000 to Rs.35,000,

Table 2 shows Majority of the respondents (35%) buy green products because of environmental Issue. Promotional campaigns (11.7%) are the least affecting factor. Majority of the respondents (30%) Buy green products weekly once. Very less Respondents (9%) buy green products daily. Majority of the respondents (33.3%) buy green products due to its impact on the Environment. Very less respondents (18.3%) buy green products for the brand name. 41.7 % of the respondents look for natural or ayurvedic ingredients in their green Products. Least number (15%) of respondents look for the bio-degradability of the product. Majority of the respondents (28.3%) are ready to pay 1% to 20% extra to buy green Products. Very less respondents (16.7%) are ready to pay 31% to 40% extra to buy green,
Table 3 shows green products being expensive is the major barrier that prevents the respondents from buying And 46.7% of the respondents agree to it. The bad taste and look of the product are also a barrier For 25% of the respondents to not buy it, Majority (33.3%) of the respondents are attracted to eco-friendly price because it has Acceptable price, The people around 30% of the respondents are not aware about the concept of green Products. 25% of the people are aware about the concept of eco-friendly products. In this study, the majority of the respondents ranked the price factor as (1) for customer Satisfaction towards eco-friendly products.







 
7.2 Ranking analysis

Table 4
Showing satisfaction level towards of the eco-friendly products
	S.NO 
	CUSTOMER
SATISFACTION
TOWARDS
	SA 
	A 
	N 
	DA
	SD 
	TOTAL 
	RANK 

	1 
	Price 
	 31 
(5) 
155 
	14 
(4) 
56 
	15 
(3) 
45 
	0 
(2) 
0 
	0 
(1) 
0 
	256 
	1 

	2 
	Quantity 
	12 
(5) 
60 
	16 
(4) 
64 
	26 
(3) 
78 
	5 
(2) 
10 
	1 
(1) 
1 
	213 
	4 

	3 
	Guarantee 
	11 
(5) 
55 
	30 
(4) 
120 
	14 
(3) 
42 
	3 
(2) 
6 
	2 
(1) 
2 
	225 
	2 

	4 
	Quality 
	17 
(5) 
85 
	16 
(4) 
64 
	22 
(3) 
66 
	3 
(2) 
6 
	2 
(1) 
2 
	223 
	3 



Table 4 shows that In this study, the majority of the respondents ranked the price factor as (1) for customer satisfaction towards eco-friendly products.

8. Summary of findings

On Percentage analysis, the following results were obtained.

· majority shows that 50% of the respondents are Male and 50% of the Respondents are Female. 
· majority (70%) of the respondents are under the age group of between 19 to 45 years. Majority of the Respondents (33.3%) have the educational qualification of UG degree. 
· Majority of the respondents (46.7%) work at private sectors. 
· Majority (36.7%) of the respondents earn income between Rs.16000 to Rs.35,000. 
· Majority of the respondents (35%) buy green products because of environmental Issue. Promotional campaigns (11.7%) are the least affecting factor. 
· Majority of the respondents (30%) Buy green products weekly once. Very less Respondents (9%) buy green products daily. 
· Majority of the respondents (33.3%) buy green products due to its impact on the Environment. Very less respondents (18.3%) buy green products for the brand name. 
· 41.7 % of the respondents look for natural or ayurvedic ingredients in their green Products. 
· Least number (15%) of respondents look for the bio-degradability of the product. 
· Majority of the respondents (28.3%) are ready to pay 1% to 20% extra to buy green Products. Very less respondents (16.7%) are ready to pay 31% to 40% extra to buy green. 
·  The major barrier that prevents the respondents from buying and 46.7% of the respondents agree to it.
· Majority (33.3%) of the respondents are attracted to eco-friendly price because it has acceptable price.
·  Majority of (30%) of the respondents are not aware about the concept of green products.

On the basis of ranking analysis, the following result is obtained

· The majority of the respondents ranked the price factor as (1) for customer satisfaction towards eco-friendly products.

9. Suggestions

1. The producers need to ensure easy accessibility of products in the market it Must available when needed. 
1. The producers must understand the need of the customers and ensure what Type of product is needed by the customer and produce accordingly. 
1. The government can introduce certain policies to increase the use of green Products. 
1. Better technologies should be adopted for producing green products in Order to minimize cost and reduce its price. 



10. Conclusion

                 Consumers are aware about green products. They believe that the green Products will improve the quality of life and they know that these products can address the environmental issues as well. But they are not using green tagged Products frequently, this is due to less availability and high price of these products. If the green products are available at the same price of ordinary products the Consumers are willing to pay for it. Therefore, the government should take policies to promote the usage of green products. Improvements should be brought in the Marketing elements and increasing the investments in the production units will help in decreasing the cost of production. Government, NGO’s, educational Institutions, business houses and society should take initiative to promote green Products among consumers.
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