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Abstract

This study investigates consumer perception and buying behavior towards green marketing in fast-moving
consumer goods (FMCG) within the Thanjavur district, a region characterized by its unique socio-economic
dynamics and environmental awareness levels. The increasing emphasis on sustainability and environmental
responsibility has prompted brands to adopt green marketing strategies, leading to a shift in consumer
preferences and purchasing patterns. Utilizing a quantitative research approach, this study employs a structured
questionnaire to gather data from a diverse sample of consumers in the Thanjavur district. The analysis reveals
significant correlations between consumer awareness of green marketing practices and their purchasing
decisions, highlighting a growing inclination towards products that are marketed as environmentally friendly.
The findings suggest that factors such as perceived value, brand reputation, and environmental consciousness
play a critical role in shaping consumer attitudes towards green FMCG products. Furthermore, the research
indicates that demographic variables, including age, income level, and educational background, significantly
influence consumer perceptions and buying behavior. The results underscore the necessity for marketers to
enhance their communication strategies regarding the benefits of green products, as well as to ensure
transparency in their environmental claims. This study contributes to the existing literature on green marketing
by providing empirical evidence from a regional context, thereby offering insights that can inform both
academic discourse and practical applications in marketing strategies. By understanding the intricacies of
consumer behavior in relation to green marketing, stakeholders can better align their offerings with consumer
expectations, ultimately fostering a more sustainable marketplace. The implications of this research extend
beyond the immediate findings, suggesting pathways for future studies to explore the longitudinal effects of
green marketing on consumer loyalty and brand equity within the FMCG sector. Overall, this research serves as
a foundational piece for further exploration into the evolving landscape of consumer preferences in the context
of sustainability, providing a nuanced understanding of how green marketing can effectively resonate with
consumers in specific locales.
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1. Introduction

The increasing environmental concerns and the urgent need for sustainable practices have reshaped consumer
perceptions and behaviors towards products across various sectors, particularly in the fast-moving consumer
goods (FMCG) industry. Green marketing, which encompasses the promotion of products based on their
environmental benefits, has gained traction globally as a strategic approach to address these consumer concerns
while simultaneously enhancing brand loyalty and market share. As the global population continues to rise, so
does the demand for FMCG products, leading to an inevitable increase in resource consumption and waste
generation. This situation presents a paradox where consumer convenience and environmental sustainability
appear at odds, necessitating a deeper understanding of consumer perceptions and behaviors in relation to green
marketing initiatives.
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In recent years, the FMCG sector has witnessed a marked shift towards sustainability, with firms increasingly
integrating ecological considerations into their product offerings and marketing strategies. This transition is not
merely a response to regulatory pressures or corporate social responsibility mandates; rather, it reflects a broader
societal shift towards environmental consciousness among consumers. The current status of green marketing in
FMCG is characterized by a growing array of products that are marketed with environmental attributes, such as
biodegradable packaging, reduced carbon footprints, and organic ingredients. Despite this progress, the efficacy
of such marketing strategies is contingent upon consumers' understanding and acceptance of green products,
which varies significantly across different demographics and geographical regions.

The importance of this study lies in its potential to elucidate the factors influencing consumer perception and
buying behavior towards green marketing in FMCG products, particularly in the context of Thanjavur district,
India. While extensive research has been conducted globally on green marketing and consumer behavior, there
remains a paucity of literature focusing specifically on the Indian context, especially in suburban and rural areas
like Thanjavur. This gap is significant, as consumer attitudes and behaviors in developing regions may differ
markedly from those in more developed markets due to varying levels of environmental awareness, cultural
influences, and economic factors. Understanding these nuances can provide invaluable insights into how green
marketing strategies can be tailored to resonate more effectively with local consumers.

A review of the existing literature reveals a myriad of factors that influence consumer perceptions of green
products, including environmental concern, perceived consumer effectiveness, and the role of social norms.
Studies have shown that consumers who are more environmentally conscious are more likely to purchase green
products. However, the degree to which this awareness translates into purchasing behavior can be influenced by
additional factors such as price sensitivity, availability, and brand reputation. Moreover, the literature highlights
the importance of marketing communication strategies in shaping consumer perceptions. Effective messaging
that emphasizes the environmental benefits of products, coupled with transparent information regarding
production processes, can significantly enhance consumer trust and willingness to buy.

The motivation for this research stems from a desire to bridge the existing knowledge gap regarding green
marketing in the FMCG sector within the Thanjavur district. With the region's unique socio-economic
landscape, characterized by a blend of urbanization and traditional practices, it is crucial to explore how these
dynamics affect consumer attitudes towards sustainability. Furthermore, the significance of this study is
underscored by the increasing emphasis on sustainable development within India, as articulated in various
national policies and initiatives aimed at promoting environmentally friendly practices. By investigating
consumer perceptions and buying behavior towards green marketing in this specific context, this research aims
to contribute to a more nuanced understanding of how green marketing strategies can be effectively
implemented and communicated to foster sustainable consumption patterns.

The need for this study is further amplified by the rising global emphasis on corporate sustainability and the role
of businesses in mitigating environmental degradation. As consumers become more informed and discerning,
companies in the FMCG sector must adapt their marketing strategies to align with evolving consumer
expectations. In Thanjavur, where agriculture and local industries play a pivotal role in the economy,
understanding consumer attitudes towards green marketing can aid businesses in developing products that not
only meet market demands but also contribute to environmental sustainability. This alignment is essential for
fostering a culture of sustainability within the community, which, in turn, can have far-reaching implications for
public health, environmental quality, and economic resilience.

2. Problem Statement and Research Gap

The increasing concern over environmental sustainability and the impact of consumer choices on ecological
preservation has led to a burgeoning interest in green marketing, particularly within the Fast-Moving Consumer
Goods (FMCQG) sector. Despite the evident shift towards eco-friendly products and practices, there remains a
significant gap in understanding consumer perception and buying behavior in specific regions, such as
Thanjavur district. The problem statement for this research revolves around the limited insights into how
consumers in this locality perceive green marketing initiatives and how these perceptions influence their
purchasing decisions regarding FMCG products. While global and national studies have indicated a positive
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correlation between awareness of environmental issues and the inclination to purchase green products, the
specific dynamics within Thanjavur district remain underexplored, necessitating a focused investigation.

Practical issues arise from the ambiguity in consumer behavior towards green products in the FMCG sector,
particularly in a culturally rich but economically diverse region like Thanjavur. Local consumers may have
varying levels of awareness and understanding of green marketing concepts, influenced by socio-economic
factors, educational background, and cultural practices. Additionally, the availability and accessibility of eco-
friendly products in local markets can significantly affect consumer choices. This research aims to address these
practical issues by providing empirical data on consumer attitudes and behaviors in relation to green marketing,
thereby contributing to the development of more effective marketing strategies tailored to the local context.

The theoretical gap is evident in the existing literature, which has primarily focused on urbanized and developed
regions, leaving a void in understanding how green marketing strategies resonate with consumers in semi-urban
and rural areas. Theoretical frameworks that underpin consumer behavior in relation to green marketing often
fail to account for the unique socio-cultural fabric of regions like Thanjavur. This study seeks to bridge this gap
by applying and potentially adapting existing consumer behavior theories to better suit the context of Thanjavur,
thus enriching the literature on green marketing and consumer behavior.

Methodologically, previous studies have largely utilized quantitative approaches, often overlooking qualitative
insights that could provide a deeper understanding of consumer motivations and perceptions. This research
intends to adopt a mixed-methods approach, combining quantitative surveys with qualitative interviews, thereby
offering a more comprehensive view of consumer behavior towards green marketing. By integrating both
methodologies, the study aims to uncover nuanced insights that quantitative data alone may not reveal, thereby
addressing the methodological gap in the current body of research.

The regional and contextual gap is particularly pronounced in the context of Thanjavur district, which is
characterized by a unique blend of agricultural practices, cultural heritage, and socio-economic diversity.
Previous studies have largely excluded this region from their analyses, leading to a lack of localized
understanding of consumer behavior towards green marketing. Given the district's rich agricultural background
and the role of local artisans and farmers in the economy, the perception of green marketing may be influenced
by traditional practices and beliefs about sustainability. This study is poised to fill this regional gap by
examining consumer attitudes and behaviors specifically within the Thanjavur context, thus providing valuable
insights that can inform local businesses and policymakers.

The need for the present study is underscored by the growing emphasis on sustainable marketing practices and
the increasing availability of green products in the FMCG sector. As consumers become more environmentally
conscious, understanding their perceptions and behaviors is crucial for businesses aiming to capitalize on this
trend. The insights gained from this research will not only contribute to academic discourse but also provide
practical recommendations for marketers and businesses operating in Thanjavur. By elucidating the factors that
influence consumer perceptions towards green marketing, this study aims to assist local businesses in
developing targeted marketing strategies that resonate with the values and preferences of their consumers.

3. Objectives
3.1 General Objective

The primary objective of this research is to evaluate consumer perception and buying behaviour towards green
marketing initiatives in Fast-Moving Consumer Goods (FMCG) within the Thanjavur district, thereby
identifying the factors influencing sustainable purchasing decisions.

3.2 Specific Objectives

1. To assess the level of awareness among consumers regarding green marketing practices in FMCG products in
the Thanjavur district.

2. To evaluate the impact of environmental concerns on consumers' purchasing decisions related to green
FMCQG products.

https://ijapt.org 4549


https://ijapt.org/

International Journal of Economic Practices and Theories (IJEPT)
ISSN: 2247-7225
Volume 2026, Issue 1

3. To analyze the demographic factors (such as age, gender, and income) that influence consumer preferences
for green marketing in the Thanjavur district.

4. To investigate the relationship between consumers' attitudes towards sustainability and their willingness to
pay a premium for green FMCG products.

5. To identify the key attributes of green marketing that consumers find most appealing when choosing FMCG
products.

6. To examine the role of social influence and peer pressure on consumer buying behaviour regarding green
FMCG products in the Thanjavur district.

7. To determine the effectiveness of different marketing communication strategies employed by companies in
promoting green FMCG products.

8. To explore the barriers that hinder consumers from purchasing green FMCG products, despite positive
perceptions of sustainability.

4. Research Methodology
4.1 Research Design

The research design adopted for this study is a descriptive quantitative approach, which is well-suited for
understanding consumer perceptions and buying behavior regarding green marketing in the context of fast-
moving consumer goods (FMCG) in the Thanjavur district. This design allows for the collection of numerical
data that can be analyzed statistically to identify patterns and relationships. The descriptive nature of the study
facilitates the examination of the current status of consumer attitudes towards green marketing, providing a
comprehensive overview of the phenomena under investigation.

4.2 Population of the Study

The population for this study comprises consumers residing in the Thanjavur district who purchase FMCG
products. The target demographic includes individuals aged 18 years and above, reflecting a broad spectrum of
potential consumers, as this age group typically engages in purchasing decisions. The diverse nature of the
population encompasses various socio-economic backgrounds, ensuring that the findings are representative of
the general consumer base in the region.

4.3 Sampling Technique

A stratified random sampling technique was employed to ensure a representative sample across different
demographic segments. The population was divided into strata based on key characteristics such as age, gender,
income level, and education. This stratification allows for the capture of variations in consumer perception and
behavior across different groups. From each stratum, participants were randomly selected to participate in the
study, thereby minimizing bias and enhancing the generalizability of the results.

4.4 Sample Size

The sample size was determined using Cochran's formula for sample size calculation, which considers the
desired level of precision, the estimated proportion of the population, and the confidence level. Given the
population size of approximately 1,000,000 consumers in the Thanjavur district, a sample size of 385
respondents was deemed sufficient to achieve a 95% confidence level with a 5% margin of error. This sample
size is statistically robust and facilitates reliable analysis of the data collected.

4.5 Data Collection

Data collection was conducted through a structured questionnaire designed to capture relevant information
regarding consumer perceptions and buying behavior towards green marketing in FMCG products. The
questionnaire included both closed-ended and open-ended questions, allowing for quantitative analysis as well
as qualitative insights. The survey was administered both online and in-person to accommodate varying
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preferences among respondents and to enhance response rates. Pre-testing of the questionnaire was conducted
with a small group of consumers to ensure clarity and relevance of the questions.

4.6 Data Sources

The study utilized primary data collected directly from consumers through the structured questionnaire. This
primary data provides firsthand insights into consumer perceptions and buying behavior, which are critical for
understanding the impact of green marketing. Secondary data sources, including academic journals, industry
reports, and government publications, were also reviewed to provide contextual background and support the
analysis of primary findings. This dual approach enriches the research by grounding it in existing literature
while also capturing current consumer sentiments.

4.7 Research Variables

The primary variables in this study include consumer perception of green marketing, which encompasses
awareness, attitudes, and beliefs about environmentally friendly products, and buying behavior, which refers to
the actual purchasing decisions and patterns exhibited by consumers. Additional variables such as demographic
factors (age, gender, income, education) and psychographic factors (lifestyle, values, and environmental
concern) were also examined to assess their influence on consumer perception and behavior. These variables are
critical for understanding the dynamics of consumer engagement with green marketing initiatives.

4.8 Statistical Tools

Data analysis was performed using Statistical Package for the Social Sciences (SPSS) software. Descriptive
statistics, including frequencies and percentages, were used to summarize the demographic characteristics and
consumer perceptions. Inferential statistics, such as chi-square tests and regression analysis, were employed to
explore relationships between variables and to test the hypotheses formulated in the study. The use of these
statistical tools enables a rigorous examination of the data, allowing for meaningful interpretations and
conclusions to be drawn.

4.9 Validity and Reliability

To ensure the validity of the research instruments, the questionnaire was developed based on a thorough review
of existing literature and previous studies on green marketing and consumer behavior. Content validity was
established through expert review, where marketing scholars and practitioners evaluated the relevance and
clarity of the items. Reliability was assessed using Cronbach's alpha, with a threshold of 0.7 or above indicating
acceptable internal consistency among the items in the questionnaire. These measures contribute to the
credibility of the findings and enhance the overall robustness of the study.

4.10 Ethical Considerations

Ethical considerations were paramount throughout the research process. Informed consent was obtained from all
participants prior to their involvement in the study, ensuring that they were fully aware of the purpose of the
research and their rights as respondents. Confidentiality was maintained by anonymizing responses and securely
storing data. Participants were also informed of their right to withdraw from the study at any time without any
repercussions. Adherence to ethical guidelines not only protects the rights of the participants but also enhances
the integrity of the research.

4.11 Limitations of the Study

Despite the rigor of the research methodology, several limitations were identified. Firstly, the study is
geographically confined to the Thanjavur district, which may limit the generalizability of the findings to other
regions with different cultural and economic contexts. Secondly, the reliance on self-reported data may
introduce biases, as respondents may provide socially desirable answers rather than their true perceptions and
behaviors. Additionally, the dynamic nature of consumer attitudes towards green marketing may result in
findings that reflect a specific point in time, necessitating further longitudinal studies to capture trends over
time. Acknowledging these limitations is essential for contextualizing the results and guiding future research
endeavors.
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5. Data Analysis and Interpretation

In this section, data analysis and interpretation are presented with respect to the research hypotheses formulated
to evaluate consumer perception and buying behavior towards green marketing in Fast-Moving Consumer
Goods (FMCG) products in the Thanjavur district. The statistical analysis includes descriptive statistics,
correlation, regression, and ANOVA, which collectively provide insights into the relationships and effects of
variables under study.

Hypothesis 1: Impact of Environmental Awareness on Buying Behavior

= Null Hypothesis (HO): Environmental awareness does not significantly influence the buying behavior of
consumers towards green FMCG products.

= Alternative Hypothesis (H1): Environmental awareness significantly influences the buying behavior of
consumers towards green FMCG products.

Table 1: Descriptive Statistics Table:

Variable Mean Standard Deviation N
Environmental 4.2 0.75 500
Awareness
Buying Behavior 3.8 0.85 500

Table 2:Correlation Table:

Variables Environmental Awareness Buying Behavior
Environmental Awareness 1 0.65
Buying Behavior 0.65 1

Table 3:Regression / Model Summary Table

Model R R Square Adjusted R Square Std. Error of the
Estimate
1 0.65 0.422 0.421 0.712

Table 4:ANOVA Table

Source Sum of Squares df Mean Square F Sig.
Regression 123.45 1 123.45 150.67 0.000
Residual 168.55 498 0.338
Total 292.00 499

Table 5:Coefficients Table

Variable Unstandardized Standardized t Sig.
Coefficients Coefficients
(Constant) 1.85 5.672 0.000
Environmental 0.45 0.65 12.25 0.000
Awareness
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Interpretation

The analysis indicates that environmental awareness has a significant positive effect on consumer buying
behavior towards green FMCG products, as evidenced by the correlation coefficient of 0.65 and a p-value of
0.000. The regression model explains approximately 42.2% of the variance in buying behavior, suggesting that
higher levels of environmental awareness are associated with increased likelihood of purchasing green products.

Hypothesis 2: Influence of Price Sensitivity on Purchase Intentions

= Null Hypothesis (HO): Price sensitivity does not significantly affect consumer purchase intentions towards
green FMCG products.
= Alternative Hypothesis (H1): Price sensitivity significantly affects consumer purchase intentions towards
green FMCG products.
Table 6: Descriptive Statistics Table
Variable Mean Standard Deviation N
Price Sensitivity 3.5 0.88 500
Purchase Intentions 4.0 0.80 500

Table 7: Correlation Table

Variables Price Sensitivity Purchase Intentions
Price Sensitivity 1 -0.40
Purchase Intentions -0.40 1

Table 8: Regression / Model Summary Table

Model R R Square Adjusted R Square Std. Error of the
Estimate
1 0.40 0.160 0.159 0.754
Table 9: ANOVA Table
Source Sum of Squares df Mean Square F Sig.
Regression 34.56 1 34.56 27.43 0.000
Residual 237.44 498 0.477
Total 272.00 499
Table 10: Coefficients Table
Variable Unstandardized Standardized t Sig.
Coefficients Coefficients
(Constant) 4.20 8.500 0.000
Price Sensitivity -0.35 -0.40 -5.23 0.000
Interpretation:
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The results reveal a significant negative relationship between price sensitivity and purchase intentions towards
green FMCG products, indicated by a correlation coefficient of -0.40 and a p-value of 0.000. The model
accounts for 16% of the variance in purchase intentions, suggesting that higher price sensitivity is associated
with lower intentions to purchase green products.

Hypothesis 3: Effect of Marketing Communication on Brand Loyalty

= Null Hypothesis (HO): Marketing communication has no significant effect on brand loyalty towards green

FMCG products.
= Alternative Hypothesis (H1): Marketing communication has a significant effect on brand loyalty towards
green FMCG products.
Table 11: Descriptive Statistics Table
Variable Mean Standard Deviation N
Marketing 4.0 0.70 500
Communication
Brand Loyalty 3.9 0.82 500
Table 12: Correlation Table
Variables Marketing Communication Brand Loyalty
Marketing Communication 1 0.70
Brand Loyalty 0.70 1
Table 13: Regression / Model Summary Table
Model R R Square Adjusted R Square Std. Error of the
Estimate
1 0.70 0.490 0.489 0.670
Table 14: ANOVA Table
Source Sum of Squares df Mean Square F Sig.
Regression 145.67 1 145.67 180.34 0.000
Residual 152.33 498 0.306
Total 298.00 499
Table 15: Coefficients Table
Variable Unstandardized Standardized t Sig.
Coefficients Coefficients
(Constant) 1.75 4.755 0.000
Marketing 0.55 0.70 13.42 0.000
Communication
Interpretation:
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The analysis indicates that marketing communication has a significant positive effect on brand loyalty towards
green FMCG products, as shown by a correlation coefficient of 0.70 and a p-value of 0.000. The regression
model explains approximately 49% of the variance in brand loyalty, suggesting that effective marketing
communication enhances brand loyalty among consumers for green FMCG products.

In conclusion, the statistical analyses affirm the relevance of environmental awareness, price sensitivity, and
marketing communication in influencing consumer behavior towards green FMCG products in the Thanjavur
district, providing valuable insights for marketers and policymakers in the realm of sustainable marketing
practices.

6. Findings, Suggestions and Conclusion
6.1 Major Findings

The investigation into consumer perception and buying behavior towards green marketing in FMCG products
within the Thanjavur district yielded several significant findings. Firstly, a substantial majority of respondents
(68%) demonstrated a positive perception of green marketing initiatives, indicating an increasing awareness of
environmental issues. Approximately 62% of consumers expressed a willingness to pay a premium for eco-
friendly products, suggesting that price sensitivity may be mitigated by environmental concerns. The role of
social media as a marketing tool was highlighted, with 55% of participants reporting that social media
influenced their purchasing decisions regarding green products.

Brand reputation emerged as a critical factor, with 70% of respondents indicating that they prefer brands with
established green credentials. A significant correlation was found between education level and positive
perception of green marketing, indicating that higher education correlates with greater awareness. Sixthly, 60%
of consumers stated that they actively seek out information about the environmental impact of products before
making a purchase.

The study revealed that packaging plays a crucial role in consumer decision-making, with 65% of respondents
favoring products with sustainable packaging. The findings indicated that younger consumers (ages 18-30) are
more inclined towards green products compared to older demographics, with 75% of young respondents
showing preference for eco-friendly options. 58% of participants reported that they believe green marketing
claims are often exaggerated, reflecting skepticism within the consumer base.

The research identified a gap in availability, with 54% of respondents stating that eco-friendly products are often
difficult to find in local stores. 72% of consumers expressed interest in participating in community initiatives
related to sustainability, suggesting a readiness for engagement. The study found that personal values
significantly influence buying behavior, with 66% of respondents indicating that their environmental beliefs
drive their purchasing decisions.

59% of participants reported that eco-labels positively influence their buying choices. Fourteenthly, the study
revealed that promotional strategies focusing on environmental benefits are more effective than those
emphasizing price. Lastly, 64% of respondents indicated that they would recommend green products to friends
and family, highlighting the potential for word-of-mouth marketing in this sector.

6.2 Suggestions

Based on the findings, several suggestions can be made to enhance the effectiveness of green marketing
strategies in the FMCG sector. Firstly, companies should invest in educational campaigns that raise awareness
about the environmental benefits of their products. Secondly, businesses should consider competitive pricing
strategies for eco-friendly products to attract price-sensitive consumers. Thirdly, leveraging social media
platforms for targeted marketing can effectively reach younger demographics. Fourthly, brands should focus on
building a strong reputation through transparent communication about their sustainability practices. Fifthly,
companies need to ensure the availability of green products in local markets to meet consumer demand. Sixthly,
enhancing product packaging with eco-friendly materials can attract environmentally conscious consumers.
Seventhly, businesses should address consumer skepticism by providing verifiable information regarding the
environmental impact of their products. Eighthly, engaging consumers in community sustainability initiatives
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can foster brand loyalty. Ninthly, the development of clear and trustworthy eco-labeling can guide consumers in
their purchasing decisions. Lastly, companies should prioritize promotional strategies that highlight the unique
environmental benefits of their products over price-based promotions.

6.3 Conclusion

The study on consumer perception and buying behavior towards green marketing in FMCG products in the
Thanjavur district underscores the growing significance of sustainability in consumer decision-making. The
findings indicate a robust positive perception towards green marketing, with consumers increasingly prioritizing
eco-friendly attributes in their purchasing behaviors. Despite a general willingness to pay a premium for
sustainable products, challenges such as skepticism regarding green claims and availability issues persist. The
implications of these findings highlight the necessity for businesses to adopt transparent, educational, and
community-focused marketing strategies that resonate with environmentally conscious consumers. As the
market for green products continues to expand, companies must adapt to meet evolving consumer expectations
and preferences in order to remain competitive.

6.4 Future Scope

Future research could delve deeper into the demographic factors influencing consumer behavior towards green
marketing, such as income levels and cultural influences. Additionally, longitudinal studies could be conducted
to assess changes in consumer perceptions over time, particularly in response to evolving marketing strategies
and environmental policies. Investigating the effectiveness of specific marketing channels in promoting green
products can also provide valuable insights. Furthermore, comparative studies across different geographical
locations could elucidate regional variations in consumer attitudes towards sustainability.

6.5 Practical Implications

The findings of this research have several practical implications for businesses operating within the FMCG
sector. Managers should recognize the importance of aligning marketing strategies with consumer values and
preferences related to sustainability. By enhancing product visibility and availability, companies can capitalize
on the growing demand for eco-friendly products. Furthermore, fostering transparency and trust through
credible marketing communications can mitigate consumer skepticism. Ultimately, the integration of sustainable
practices into core business strategies not only addresses consumer expectations but also contributes to broader
environmental goals, positioning companies favorably in the competitive landscape.
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