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Abstract

This project aimed to discuss the impact of green marketing on the decisions of consumers. Colour is considered as the highly essential feature to motivate consumers to purchase specific products. Therefore, companies are employing practices of green marketing for the purpose of converting their products to be highly environmentally friendly by including characteristics that have fewer negative influences on the environment. Such products are developing as the differentiating goods to fulfil the needs of such customers who are value-conscious customers whose buying decision and consumption patterns have been changing and evolving. Consumers are now appearing to be highly environmentally conscious and try to put active efforts to reduce the influence of their activities on their surrounding environment. It is not possible for the earth to sustain itself quickly. So, it is the responsibility of firms and its consumers to interact and make efforts to protect it by taking into account environmental problems, including global warming, currently influencing all people on the earth. Another topic is CSR or Corporate Social Responsibility that shows the responsible activities of the organizations in the community, marketing, and offering products that could be less harmful to the environment. This also plays a vital part in enhancing the motivation of the consumers for giving preference to the particular products and services of the companies who are following green marketing strategies.

Thus, the motive behind this study is to determine the perception of the consumers on the attitudes of companies which are involved in the practices of promoting green marketing, and how does it impacts or effects and in what manner they change the purchasing behaviour of the customers by acknowledging the influence of their activities on the environment. This research was conducted on the basis of past literature; a questionnaire was distributed to 250 consumers. The result analysis and interpretation indicate that consumers usually get impacted by the practices of green marketing and get highly motivated if they have knowledge about environmental problems. However, consumers are still not much aware of the intentions of the businesses that are involved in such approaches. As there are a number of motives for the brands and organizations to employ these strategies of green marketing which will provide them a range of benefits such as increased in customer base, product base, brand reputation gets improved, and revenues will increase as well.
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1. [bookmark: _Toc29425719]Introduction

This project aims to discuss the impact of green marketing on the decisions of consumers. One of the recent research topics in practice is the process of Green Marketing Strategies. This concept of marketing has evolved in the latter end of 1980 in which products having environmental features were advertised. Different new kinds of products were launched in the marketplace, titled as "green products" that possess features that are not much harmful to the people and their environment. It was identified by Ottman (2017) that this green marketing has 3 distinct phases: the "ecological" that demonstrates the establishment of methods to resolve the prevalent environmental-related issues; an "environment" that comprises utilizing "clean technology" in the procedure of developing latest products; also "sustainable," showing the attitude or behaviour of organization in production and marketing of goods and services that are environmentally friendly, as presently, consumers are getting more acknowledge of these problems. The product modification or the modification of the production methods are some other tasks in which organizations are engaged while becoming green. The idea of being green shows maximizing awareness amongst customers, businesses, and economic elements, eliminate their influence in a particular environment (Pandey and Singh, 2012). Depending on the freedom of selection and needs of the customers, this idea is profoundly revolutionary in the context of fulfilling the "necessities of the present time without making compromises on the capability of upcoming generations to cope with their essential needs" (Rastogi and Pant, 2018) or identifying alternative ways to fulfil the unlimited necessities or desires.

1.1. [bookmark: _Toc29425720]The Problem Statement

High relevance must be provided to the particular characteristics of green products and also to those customers who are value-conscious customers regarding the impact of their activities on their environment. 



1.2. [bookmark: _Toc29425721]The Purpose of Research

The objective or aim of this research study is to find out the influence of practices of the green marketing on the perceptions and reactions of the consumers. The ways through which such products are attracting them via their features, as it modifies the habits of customers going over the limits of consciousness. 

1.3. [bookmark: _Toc29425722]Questions for Research
1. How does the quality, colour, along with post-use fate impact the purchasing behaviour of customers for the particular green products?
2. How do green marketing is influencing the behaviours of customers at the time of obtaining environmentally-friendly products?
3. How the green marketing strategies are impacting the perception of consumers related to the attitudes of the companies?

2. [bookmark: _Toc29425723]Review of Literature

This section will shed light on how the earlier researches have been investigating the topic and what have been found by far. This will also reflect on the areas that still need research on green marketing. 

2.1. [bookmark: _Toc29425724]The Green Marketing 
2.1.1. [bookmark: _Toc29425725]The Phenomenon of Green Marketing Process

The negative influences of human activities have resulted in the development of a latest phenomenon of marketing known as green marketing. Therefore, the idea of green marketing strategies has been widely researched and studied recently because of its influence on routine buying behaviour. This phenomenon could also be observed as a form of ecological marketing or also termed as environmental marketing (Papadas et al., 2017). 

"Environmental products" or "green products" are usually inclusive of specific features that were established through green methods, or it is right to state that these will be less harmful to the environment (Dangelico et al., 2017). Reduced utilization of resources, energy, and environmental protection explains few of their features. The linked procedures are inclined to reduce the utilization of harmful commodities, waste, and pollution are controlled, that could be dangerous for the environment (Sarkis and Zhu, 2016).

Green products must maximize the utilization of natural sources and improve productivity, which should comprise of the biological model of production and minimize the number of ingredients used for the production (Pandey and Singh, 2012). This particular approach of marketing concerning the perspective of Hartman et al., (2017), possess a significant influence on both the companies and society as green products help in promoting safety and health, cost efficiency, and effectiveness, along with convenience, reputation, symbolism, and performance. This is also perceived that the majority of the green products have the potential to save energy (Groening et al., 2018). For instance, presently, the particular demand ratio for the electric vehicles has maximized not only due to rewards offered by the government but also for the reason of savings for the long term. In the present era, people are consuming products on a routine basis, which comprise of infinite hormones, chemicals, and other forms of drugs. However, the pattern of consumption experienced a change and the significance given to the safety and hygienic products is increasing and is connected with the maximization of selling of organic products, for instance, individuals are becoming more concerned regarding the wellbeing of their future generations and themselves as well (Wamiq and Awan, 2016). In the context of performance, it is observed that green products are not performing on that extend as other products are performing. However, green products, in many cases, are produced to work in a better way than non-organic products.

Green marketing not necessarily means the advertisement or promotion of products that possess environmental features. This concept could be associated with terms, for example, environmentally friendly, recycling, or refillable. However, regarding this concept is a broader one, as it also comprises modification or product, changes in the process of production, brand adaptation (for example, packaging, logo), and improvement and alteration of the marketing strategies (Charter, 2017). 

It also highlights the negative impacts of marketing strategies on energy consumption, environmental degradation, and pollution. It provides a unique view of the standard marketing concept, as this is not concentrating on the particular concerns of societies, but focus on global perspectives (Kumar, 2016). It involves the capability to fulfil the needs of customers by exerting less influence and harm to their environment. This particular concept introduced new concerns for customers and businesses that involve consideration of social responsibility as the primary factor for minimizing the influence that specific action may have on the environment or society (Suki et al., 2016). However, companies must take into account the hurdles they may require to combat at the time of becoming green, as they will be criticized by many, so they must guarantee that their methods are not misleading in whatever industry they are working (Goh et al., 2019).

2.1.2. [bookmark: _Toc29425726]Importance associated with Green Marketing Strategies

One of the major concerns of the particular green marketing is to cope with the needs of customers, offering them those alternative products which are not contaminated or harmful for the environment, by keeping in mind the shortage of resources which is the basic concept of Economics is the study regarding how individuals are making use of scarce resources to fulfil unlimited desires. Hence, this is crucial for determining various alternatives for scarce resources to fulfil endless necessities of industry and customers, along with accomplishing the goals of the organization (Balaji and Goh, 2016).

According to Chen (2019), at present, the focus of the companies is on the development of products and methods to make it sustainable. Activities involving production, usage, supply, and recycling should exert minimum influence on the environment and society (Sathana et al., 2019). It is crucial to take into account the resources engaged or utilized in the production process, for instance, what resources are needed during the lifetime of the product and whether the ethical practices are used or not. The role of companies in the society possess many responsibilities, and resultantly it is more crucial for them to participate actively.

2.2. [bookmark: _Toc29425727]Customers preferring green products
2.2.1. [bookmark: _Toc29425728]Purchasing-Decision Procedure

According to Kohler, (2018), the process of buying-decision comprises of 5 stages: recognition of the issue, searching information, analysis of alternative products, purchasing decision, and behaviour after purchase (Sheena and Sudha, 2017). Basically, it concentrates on the needs of customers and in what ways these specific needs could be motivated by some external characteristics to stimulate the buying needs. Consumers also search for obtaining maximum information from family, friends, advertising, and past experiences for justifying their purchasing decisions. Their selections would depend on their knowledge, attitudes, and beliefs.

However, this is not a rule of thumb that all consumers will experience the above-mentioned phases; they can reverse or skip some of them. The process of buying products concentrates on the formation of specific objectives or goals on both individual and organizational levels (Oblak et al., 2017). These particular objectives could be indirectly or directly connected to the buying process itself. So, the basis for referring the buying behaviour or attitude are because of the significance of relationships amongst selling, competitor offerings, past experience of customers, and buying procedure (Chowdhury and Islam, 2018). Whereas, on the other side, the final response comprises the rejection or buying of a particular product or service. An analysis was provided by Linda (2019) related to the buying behaviour and patterns, and he presented and explained 6 prototypical attitudes related to purchasing-decision as: simply modified rebuy, casual buying, complicated modified rebuy, routine low preference, strategic new task, and judgmental new task.

The routine low preference comprises highly repetitive buying (Xia et al., 2018). It needs great deliberation as compared to casual buying; however, it should be in an appropriate manner. In this category, few examples involve purchasing the raw material or production supply products. The next strategy is simply modified rebuy, which comprises data search and evaluation in a considerable quantity (Zhu, and Sarkis, 2016). However, customers can restrict their preferences in this particular case. 

The new judgmental task is based on the uncertainty of a high level as there is the presence of constricted set of power and choices of the company, so decisions should be made as on terms of "decide as you go" that needs research and evaluation but not high dependence on the processes. Some products, such as complicated technology-based products are new in the marketplace with which very little experience of companies is associated, are taken as good examples (Muhammad et al., 2019). After that, there is present the approach of complicated modified re-buy, in which a very less uncertainty is present, and a lot of options are available, and a strong power could be detained by the organizations (Lee and Yang, 2016). Customers perceive that much quantity of data as they could and will deliberate about the product life cycle and their needs. The new strategic task comprises a small set of selection or choices and some amount of uncertainty. However, the persuasive power position could be detained by the purchases in the relationship amongst seller and buyer. It is also based on a good quality of data or information research, deliberation, and evaluation. Though it is the same as that of the judgmental new task, this particular need excellent efforts in the complete activities and procedure of buying.

2.2.2. [bookmark: _Toc29425729]The decision-making process of customers 

Customers are always in search of obtaining more information. It has been explained by researcher that there are 2 types of decisions: the experimental and behavioural perspectives (Maniatis, 2016). The behavioural perspective highlights all the critical decisions which are controlled by impulse, whether there is a sale campaign or a promotional campaign. Contrary to this, all those decisions are characterized by the experimental perspective with which there is a high involvement of customers. In the majority of cases, consumers are not probably looking for high rationality, and they simply go for the particular impulse (Yu and Wang, 2017). Generally, consumers only search for two or three stores before making a buying decision, especially at the time of buying durable products. 

The factor behind this behaviour is that sometimes acquiring information would be a highly time-consuming activity (Block et al., 2016). Furthermore, it is crucial to highlight that consumers are highly willing to check for external or outside the market searches when the purchase is related to insignificant investments in "symbolic products” such as clothes or shoes (Zhu, and Sarkis, 2016). 

It is worthy of highlighting another aspect that is connected to the reliability and loyalty of the consumers given to the company in response to one specific product (Sharma et al., 2019). Once the customers show loyalty to one particular brand, then they become less willing to go for alternative products at the time of buying the required items (Achar et al., 2016). Or they prefer to do a trial of the new brand rather than showing intensive deliberation of buying the new product as an alternative to the product they used before. In this case, customers also attempt to diminish the alternatives of their brand or extend the range of similar category products. Here their decision process depends on situational pressures they experience (Vitell and Yacout, 2018).

[bookmark: _Toc29425730]3.4. Impact of colours on the perception in mind of consumers for brand

According to Will (2017), in the branding process, a highly significant role is played by colour, for the purpose of developing immediate association or image in the minds of customers. Colours may represent distinct meanings "based on industry, situation, and culture" (Spencer, 2016). However, colours could also be based on and linked to the past experiences of the people, and it develops various emotions which people will connect to it (Conti, 2019). There are different responses to different colours. Colours take out some ideas and feelings for people. Generally, concerning specific colours, blue is linked with security, responsibility, and trustworthiness. The red colour is taken as drastically that shows a symbol of shock or attention (Ciotti, 2013). Individuals associate different concepts with different colours as per their experiences. Therefore, it is crucial to get the most out of this particular linking between the brand concept and identity and connect it with colour, amongst other features such as form, line, and kind. Thus, consumers will get a more precise concept of the particular brand along with developing apparent associations of the brand.

3.5. [bookmark: _Toc29425731]Product attraction with environmental features

The most significant appeal of making products green is not to anticipate and satisfy the needs of consumers, but also towards organizations in accomplishing some advantages while adopting such practices (Ahmad and Ali, 2016). 

Firstly, concerning the characteristics or features of different products and how customers will get impacted, the main objective of green marketing focuses on the continuous enhancement of the environmental quality along with identifying methods to achieve the satisfaction and attention of consumers (Gao et al., 2016).

Moreover, at the time when only any one of these objectives get hold over another, it will result in "green marketing myopia." Theodore Levitt, a Harvard professor, utilizes this term for the first time when the product features were identified as more critical for businesses as compared to the customer benefits. Therefore, instead of just concentrating on the existing products, methods of productions, consumption patterns, and market structures, companies must concentrate on methods to cope with the unlimited desires and requirements of the consumers (Heikal et al., 2017). As companies need to keep pace with the technological advancements, many of their activities resulted in degradation of the environment because of soil erosion, deforestation, toxic contamination, and the decay of species, as it is evident that now consumers involve more in activities related to environment protection. So, companies must concentrate on those alternative ways that will go along with these concerns of consumers.

On the other side, organizations are going green and maintain corporate environmental responsibility for accomplishing some advantages. Some researches show that organizations are only involved in adopting green-environment practices for a competitive edge, regulatory compliance, ethical concerns, incentives from upper management, pressure from stakeholders, and critical events (Naz, 2019). 

3.6. [bookmark: _Toc29425732]The loyalty of customer

Loyalty means a particular feeling of attachment or commitment to something. Loyal consumers tend to take into account the encounter of services and the overall experience as highly satisfactory as compared to other consumers who do not have a strong bonding with the company (Anderson, 2019).
 The loyalty of customers shows the relationship amongst the organization and the customer, along with the behaviour to keep purchasing products of the company (Saleki and Asgharian (2012). It also shows that the loyal customer decides to re-purchase the products of the company in the near future. According to some other researchers, by customer loyalty, it means a positive association amongst services or products and consumers by impacting them to create preferences for those products and refer them to friends and family, keeping aside other options (Alexander and Hill, 2017). Loyalty could also be explained in terms of future buying decisions of customers for some specific service or product, even in the availability of other alternatives (So et al., 2016). In this specific case, loyalty is revealed by consumers in the form of emotional connections with the brand meaning to align with their particular preferences.

Researcher’s state that quality is the outcome of the well-performance, fulfilling the needs of the customers and to produce in accordance with their priorities with small flaws that involve characteristics, design, packaging, performance and some others (Keller and Kotler, 2019). In the product, this feature will directly impact the loyalty and satisfaction of the customers, which is shown in their intentions to purchase a similar product again. Therefore, researchers indicate quality as the forerunner of loyalty and satisfaction, so companies should concentrate on new trends of customers of being concerned about the environment and expand the differentiation of products by fulfilling the needs of consumers (Bilgihan, 2016). The retention rate of the organization shows brand loyalty by customers. Companies are required to differentiate their consumers or cluster them in some profitable groups and subgroups, that have the potential to retain and be loyal, or some non-profitable ones as well. Organizations must develop strong relations with their consumers on the basis of interactions, reward loyal consumers, or start loyalty reward campaigns (Budianto, 2019). Companies desire to gain loyal client age; however, there is never a strong loyalty if the rival firms are offering products with a high-value proposition.

3.7. [bookmark: _Toc29425733]CSR or Corporate Social Responsibility Along with Sustainability

CSR or Corporate Social Responsibility highlights the influence of the company on the environment. It highlights the influence of the organizations on the welfare of the community or society (Hodges and Grayson, 2017). 

Basically, the CSR incorporates and focuses on the following problems, employee and workplace issues, organizational governance, consumer and marketplace issues, social development, human rights, unfair business practices, and community development (Bilgihan, 2016). The CSR is considered as the appropriate strategy as it takes steps for ethical behaviour and businesses aligned together. The focus of CSR is on accomplishing high-quality services and products, along with earning a high level of profits. CSR, however, stands where the organizations need to create a sustainable position at the time of referring to society and individuals (Lins et al., 2017). It involves the collaboration of different factors that concentrate on the fulfilment of needs of customers at the highly convenient place and quickly, at a reasonable price, as well as focusing on human rights, work satisfaction, and fair practices of business (Hopkins, 2016). Moreover, CSR also influences some activities as well as it is present in the production of products, advertising or marketing, or in distribution, pricing, as well as selling practices. 

There are some advantages arising from the specific sustainable level of performance of the company, including: Enhancing the satisfaction level of consumers and maximizing the loyalty of customers (Leipzier, 2017), concentrating not only one the significance of consumers and the associations to the organizational activities but also on minimizing the turnover rate of workers and retaining the highly skilled and qualified employees. Because of an upsurge in the empowerment of stakeholders, and considering this specifically, the concentration is on increasing the power of customers with continuous access to knowledge and information regarding businesses (Yakovleva, 2017). Thus, they possess the power of purchasing the goods along with criticizing any activity which is inappropriate in their eyes (Karam and Jamali, 2018). Therefore, as a significant role is played by the customers, they can fully impact the significance of the company regarding the corporate responsibility along with the influence marketing and government keep on it. According to Chen (2019), the process of CSR depends on social responsibility, ethical, and legal behaviour. Legal behaviour refers to the ways through which customers must be aware of the prevalent legislative for securing themselves from not getting misled by any firm which is selling its products or services. 

Because of the competitive environment in the market, it becomes challenging to differentiate marketing practices that reinstate unethical behaviour (Renneboog and Liang, 2017). Few illegal behaviours comprise false warranties, stealing trade secrets, and deceptive advertising.

3.7.1. [bookmark: _Toc29425734]Starting of Environmental Consciousness

Environmental security does not only rely on combined interests but also depends on individual interests as well and how they withstand the problem along with the value with which they are linked (Franzenn and Diekman, 2019). Thus, in specific circumstances, the influence values are also connected with the association of the altruistic behaviour of the individuals. The particular altruistic behaviour is only demonstrated when norms are held by individuals regarding a particular behaviour, that shows, these specific norms are acquired from the understanding of the outcomes of involving or not involving in that particular behaviour (Eom, 2016). There are some specific values that motivate the personal needs of individuals, personal values or interests that are overcoming the individuals themselves, along with providing awareness regarding the welfare of the society (Landry et al., 2018). It is obvious that when people have more understanding of environmental problems, they will engage themselves voluntarily in different activities and accept those policies, which will minimize the influence on the environment.

The actions of the customer may have few consequences for the upcoming future; it never shows that the process of change or modification in the environmental behaviour will intervene in a similar manner as the emergence of pollution because this is based hugely on the technology (Suki, 2016). Resultantly, we must have a glance at the particular case of industrialized and emerging nations and their relation with levels of pollution and understanding of its impacts on the customers (Paul et al., 2016). The following nations are added in the list of developing countries: Mexico, India, and Brazil. Whereas, the following nations are added in the list of industrialized countries: The United Kingdom, the United States, and Germany (Antony et al., 2016). For the developing nations, during the past few years, there was observed an increase in air pollution, while a downward trend of air pollution was shown by the industrialized nations.

4. [bookmark: _Toc29425735]The Conceptual Framework of Research

[image: ]

With the help of this particular model, this research has aimed to analyse the influence of green products on consumers, along with checking their intentions to purchase them. Also, concentrating on the level of satisfaction after buying these and identifying that if customers will increase loyalty for companies producing green products (Suki, 2016). Moreover, this research permits the determination of those consumers who buy eco-friendly products, as they are environmentally conscious, and what their feelings are regarding the intentions of the organizations that pursue these new marketing strategies. Therefore, this research model is organized on the basis of the investigation model created by Oliveira and Menck (2014).

Dependent variables of research: - Perception regarding the intentions of the companies- Awareness of consumers regarding the environment - Consumers purchases experiences
Independent variable of research: - eco-products features and attributes
Moderator variables of research: Educational background, gender, and age (Sociodemographic features)
5. [bookmark: _Toc29425736]The Research Hypotheses

According to many researchers, there are a number of elements that could shape and impact the behaviour of consumers and make them aware of the environmental problems along with their consequences that they may have on the upcoming generations (Oliveira and Menck, 2014). Awareness of customers regarding their role in the community exerts great influence on their method of product selection. So, the performance of the product aligns with its particular features will determine its influences on the demands of customers. Therefore, given below are some hypotheses which are established:

H1: The green colour exerts a positive influence or impact on the attitude or behaviour of customers in the context of buying the products
H2: Green products that possess post-use-fate (re-condition, remanufacture, recycle, repair, and reuse) hold a positive influence on the intentions to purchase such products
[bookmark: _GoBack]H3: The awareness of customers regarding the high-quality feature of green products at the time of making a comparison with products of similar characteristics but not environmental-friendly, possess a positive impact on buying intentions.
H4: Consumers who give preference to green products over ordinary products are highly satisfied
H5: Consumers who select green products always remain loyal to them
H6: Consumers who are conscious of the environment usually buy green products
H7a: Customers buying green products are of the view that the organizations following strategies of green marketing are environmentally conscious
H7b: Customers of green products have a positive opinion that organizations following strategies of green marketing are doing this for improving the reputation 




6. [bookmark: _Toc29425737]Methodology of Research

This section aims to discuss the methodology that would be used for the current project. It is believed that quantitative methodology would be sued to collect data from 50 participants.

[bookmark: _Toc29425738]6.1	Research Paradigm

The purpose of this section is to address the philosophy of research given in this particular selected paper. Research philosophy assists in determining the methodology with the help of which collection of data will be done for this research. In the field of social sciences, the tone of study or research is set by the research paradigms, and it also permits to offer a proper direction to work in a particular way (Ledford, and Gast, 2018). Research philosophy is regarded as a complicated construct that must be considered carefully before starting the research study. This also refers to the epistemology of the research (Shannon-Baker, 2016). It could be stated that the research philosophy and methodology are parallel concepts and go side by side at the time of performing a research study. This shows that a particular method for data collection has been employed for carefully determining various prospects of the research study. Research philosophy comprises of 2 fundamental types, i.e., constructivism and positivism (Rahi, 2017). Positivism highlights the concept that reality could be addressed via an unbiased viewpoint. The positivist prototype of determining social reality depends on the idea that a person can attain the acknowledgment of human behaviour in the best manner with the help of reason and observation. In other words, only observable facts or objectives could be the foundation for science (Basias, and Pollalis, 2018). As per the positivist model, real knowledge or information depends on the experiences and could be attained through observations and repeated experiments. Positivist thinkers or researchers rely heavily on generality, parsimony, empiricism, and determinism. 





[bookmark: _Toc29425739]6.2	Quantitative Nature

The purpose of this section is to lighttight the utilization of quantitative data. Quantitative data is in the form of numerically shown information that permits recording and examination of the research information in quantity or numbers, resulting in different types of information dissemination that could be utilized by the companies for making decisions on the basis of outcomes of the research (Youssef, and Youssef, 2016). A number of advantages are connected with research based on quantitative data that incorporate less consumption of time for analysis, reliable results, and low-cost for performing research. The research will be progressed by the development and distribution of a questionnaire tool organized on the basis of the literature review (Bresler, and Stake, 2017). In marketing research, the questionnaire tool is used as these are cheap, easy, and can cover a broad range of individuals in an efficient manner. 

The design of questionnaires is such that it allows us to measure and interpret the experiences, opinions, and behaviours of people with the help of simple questions with standardized responses. After that, these questions will confirm and verify the validity of the proposed hypotheses (Kumar, 2019). There are 19 total questions in the formulated questionnaire, and the Likert Scale is used for rating the responses of customers of different educational backgrounds, nationalities, and ages. The selected sample size is 50, selected to verify that whether the practices of green marketing exert any influence on the buying behaviour of customers. These 19 questions are formulated on the grounds of available literature for measuring the awareness or understanding of consumers regarding the practices of green marketing (Bresler, and Stake, 2017). For processing and analysing the gathered data, the statistical analysis method will be employed for organizing the research findings. Therefore, the SPSS tool is selected for this purpose, and in this, regression analysis will be employed for data analysis and organizing the outcomes, and on the basis of that, recommendations will be provided.




[bookmark: _Toc29425740]6.3 Ethical Considerations

In order to complete this study, the ethical considerations were followed thoroughly. It was observed that an informed consent was given to the participants and it was made sure that their confidentiality and privacy will be minted. The participants were asked to write a special number, that they will remember in case of withdrawing form the research. It was ensured that they will not be harmed and their respect, along with comfort will be considered. 

[bookmark: _1y810tw][bookmark: _Toc29425741]7	Data Analysis and Results

This section will shed light on how data analysis will be done and what are the obtained results from the questionnaires. In order to analyse the data, IBM SPSS was used. A multiple regression was done on the obtained data from the participants. In order to have a better knowledge of the sample, descriptive analysis was also done. The graphs of descriptive analysis can be seen in below:



It can be viewed that both male and female took part in the project. The participation was equal, which means that the data was taken from 25 males and 25 females. 



The graph above shows the age of participants, it was observed that 9 percent o the participants were 15 years old, whereas 14 percent were sixteen years old. The participants who aged 17 and 18 years old were 14 and 16 percent respectively. From the graph, it can be seen that 47 percent of total of people above age 18 responded to the questionnaire.



From the table above, it can be seen that just 2 percent of the participant actually belong form England, while most of the population belongs from different parts of Africa. On the other hand, 24 percent of individuals are from India or Pakistan, whereas 24 percent are pacific Asian. 


It was observed that 24 percent of the participants had secondary level of education, whereas 38 percent participants were undergraduate, and 38 percent were graduate. The results from Multiple regression can be seen in the form of table as below: 

[bookmark: _Toc29425742]7.1 Table 1 (Regression Analysis Model)

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Change Statistics

	
	
	
	
	
	R Square Change
	F Change
	df1
	df2
	Sig. F Change

	1
	.896a
	.802
	.775
	.71501
	.802
	29.111
	6
	43
	.000

	a. Predictors: (Constant), Awareness_env, Perception_of_color, Perception_of_Quality, customer_pref, Perception_of_Brand, Decision_making



From the model summary of the table, it can be seemed that the model of correlation is highly significant at p < 0.01. It can be viewed that the value of R is .896a R2 is .802 and adjusted R2 is .775 (Cl 6-43). This means that the predictors are bringing 77.5 percent of the change in constant variable. 

[bookmark: _Toc29425743]7.1 Table 2 (significance of the coefficients)


	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.064
	1.166
	
	1.771
	.034

	
	Perception_of_color
	.168
	.042
	.230
	2.727
	.009

	
	Perception_of_Quality
	.375
	.043
	.228
	2.623
	.012

	
	Perception_of_Brand
	.019
	.090
	.023
	.211
	.004

	
	Decision_making
	.781
	.070
	1.536
	11.146
	.000

	
	customer_pref
	.192
	.079
	.241
	2.421
	.020

	
	Awareness_env
	-.813
	.136
	-.882
	-5.986
	.060




From the table above, it can be viewed that perception of colour is positively corelated to the constant variable, and bringing change in it as the value for B is .168 at p = .009. On the other hand, the perception of quality is also bringing change in the constant, as B = .375 at p = 0.12. perception of brand is also bringing a significant change in the constant at p = .004. Moreover, decision-making is highly corralled and awareness does not impact the constant, as results are insignificant. 

[bookmark: _Toc29425744]8	Discussion

This section sheds light on the results and how they predict the hypotheses. The questionnaire survey being conducted has helped in the collection of useful data for outlining the buying behaviour and decisions of consumers (Papadas, Avlonitis, and Carrigan, 2017). So, for testing and verifying the proposed hypotheses, researchers have made use of linear regression and descriptive analysis techniques. 

Hypothesis 1: The green colours exert a positive influence on the behaviour of consumers towards buying such products is being verified. Perceptions are usually polished by what is surrounding us and whatever we are observing. Therefore, colours are considered as the main triggering force behind brand awareness among customers. Different researchers, including Bathmanathan, and Rajadurai, (2017), are of the view that consumers develop an association with different colours, particularly with white, black, green, red, blue, and yellow. Colours have a direct impact on consumers; therefore, these are essential tools for shaping the image of a brand (Groening, Sarkis, and Zhu, 2018). So, it begins when there is implicit usage of colours by the consumers to shape the image of the brand, that will influence their level of motivation to buy, and resultantly, it forms an image with such meaning that is relevant to it and taken in to account as Ideal Brand Image (Hagman, Segerqvist, and Wahlström, 2017). Therefore, because of the strength of different colours impacting behaviours and emotions, brands and consumers must look for some perfect balance as it helps in attracting potential consumers towards brands and retaining them. 


Hypothesis 2: Green products possessing the post-use fate (re-condition, remanufacture, recycle, repair, reuse) exerts a positive influence on the intentions of customers to buy such products - is also verified. 50 participants were selected out of which several agree to the concept that these specific product features possessing a distinct life after being used is attractive for consumers that compel them to buy these products. The product life cycle is usually optimized by minimizing waste, along with reducing the buying costs (Bathmanathan, and Rajadurai, 2017). The selection and perception of customers for these products having such features are only increased by the upsurge in the understanding of the consumers about environmental protection. Therefore, providing green products will help in keeping those consumers who are conscious of their environment. 

Hypothesis 3: The awareness and understanding of the customers regarding the high quality of these green products is when compared with the standard products having similar characteristics but are less eco-friendly, shows a positive influence on the intentions of customers to purchase them, is not verified. This characteristic of product impact the loyalty and satisfaction of customers. Therefore, considering several other researches, Hagman, Segerqvist, and Wahlström, (2017) indicate quality as the forebearer of loyalty and satisfaction. However, companies should concentrate on the new trends of the consumers of being conscious about the environment, and hence companies can increase product differentiation by targeting the needs of these consumers and produce and highlight such features that will attract them. 

Hypothesis 4: Consumers who give preference to green products are highly satisfied is also verified. Generally, customers have satisfaction feeling at the time of buying such green products. These results are in accordance with the theory of Hartman et al., (2019), as inclusion of chemicals is confirmed in many products, which is regarded as the critical issue for such customers who gave more priority to “safety and health,” to impact their preferences at time of purchasing environmentally friendly products (Groening, Sarkis, and Zhu, 2018). As such type of products are usually considered as without toxic chemicals, and therefore customers are attracted to them. So, presently, green products are produced and experience a better level of performance as compared to other products because of specific characteristics: efficient streams, energy-efficient by gathering different products into a single product (Sathana, Velnampy, and Rajumesh, 2019). 
Due to these facts, the author perceives that consumers who buy eco-products have a feeling of satisfaction as compared to those who purchase conventional products. 

Hypothesis 5: Those consumers who once use green products will always stick to such products, i.e., remain loyal is also verified. The research outcomes show that there is a possibility that consumers will remain loyal to those brands or firms who practice environmentally friendly strategies, and it is also significant statistically, which shows that this rule could be employed to the behaviour of the entire population. According to some researchers Suki, Suki, and Azman, (2016), the loyalty of customers means a positive association between the customer and the purchased service or product as these products compel them to rebuy them and suggest them to their peers. 

Hypothesis 6: Consumers who buy green products shows that they are conscious of environmental protection is also verified (Groening, Sarkis, and Zhu, 2018). There is present a significant correlation amongst environmentally conscious and buying behaviour. This indicates that the buying of green products is linked with the understanding of consumers regarding environmental problems. This study also endorsed the research by Zhu, and Sarkis, (2016), which states that the experiences of customers and the way they link rules and norms with particular behaviour may highlight their actions and attitude as they have a feeling of responsibility for it. Also, related to this research, the particular values which are motivating pro-environmental attitudes are “healthy customers, good citizens, and activists.” However, few researchers, including, are of the view that cost is another factor due to which consumers go for eco-friendly products (Bathmanathan, and Rajadurai, 2017). Therefore, selecting green products shows a high level of efficiency in the performance of the product, along with saving money and time (Suki, Suki, and Azman, 2016). Customers usually measure the advantages and costs related to a particular activity or are aware of the outcomes. 




Hypothesis 7: The customers of green products possess a positive opinion regarding firms following green marketing strategies as they are conscious about the consequences of their activities on the environment (H71) is not verified; Customers of green products have positive opinion that organizations following green marketing strategies are doing this for improving their reputation (H7b) is verified. 

[bookmark: _Toc29425745]9	Conclusion and Recommendations

The final aim of this specific report is to formulate a conceptual model that could integrate as well as evaluate the influence of green products on consumers and how these products become attractive for them, whether it possesses a huge impact or not on consumers who are conscious about their environment. This specific model was constructed with the primary objective of gathering information and, after that, drawing conclusions. On the basis of Likert scales, the questionnaire was formulated for data collections regarding the behaviour of consumers along with making conclusions regarding the perception of consumers who are exposed to eco-friendly products and also verifying the past theories which are related to the ways through which these latest practices of marketing could impact the actions of consumers. 

On the basis of this research, it is initially concluded that consumers have knowledge regarding the green colour being that colour that indicates the security of their environment - thus represents a brand that is eco-friendly. The findings show the consistency amongst symbols and colours and the feeling that consumers can link to different brands by just looking at their colours. Customers will select immediately and buy that which is highly differentiation, as per their choices. This, companies make use of colours for persuading the behaviours of consumers and impact their perceptions regarding different brands, with the objective of compelling consumers to buy their products.

On the basis of obtained outcomes, it is evident that this is present in the minds of consumers that the companies are employing green marketing strategies and produce those products that are less harmful to the environment, just for the sake of reputation.
 Consumers must be given more information regarding the intentions of the organizations for modifying their marketing approaches as they want to cooperate with stakeholders and environmental institutions. 

For summarizing, it is suggested by the researcher that organizations and marketers need to acknowledge fully the potential of services and products that they are marketing and introduce the new strategy of green marketing (Aivazidou, et al., 2017). The green marketing concept is still a new one for the majority of the consumers. However, as customers are giving more importance to environmental problems, green marketing strategies are considered as a method to promote such products that possess similar characteristics that are desired by this segment of the market, i.e., for those who are conscious about their environment, as it will also help in gaining competitive advantage. 

In conclusion, the behaviour of consumers is the result of particular features they identify in some products, and these specific features will improve their market positions, and customers prefer them as eco-friendly products (Lundgren, and Jansson, 2016). Therefore, the following topics should be focused by marketers that are relevant to the research contributions, along with a set of recommendations for further implications:

1. Participation for the emergence of research or study of this specific marketing branch, by assembling the perception of consumers and green marketing strategies (Papadas, Avlonitis, and Carrigan, 2017).  
2. Acknowledge the significance of green marketing strategies in the context of latest trends, shaping the behaviour of consumers, and adding more value to services and products (Peattie, 2016). 
3. Recognizing the significance of the strengthening of relation amongst customers and brands, in a manner that permits the awareness of their particular needs that evolve over time, or in simple words, coping with the needs of a highly responsible consumer (Hindle, and Vidgen, 2018). 
4. Highlight the characteristics of the products for making them more attractive so that customers will buy them without giving a second thought. 
5. Improve the perception of consumers regarding green colour, establishing and developing particular feelings to them at time of thinking about the brand. Retailers should acknowledge the methods to create the brand concept by bringing balance in their practices and their brand image. 
6. Brands should develop and invest more on eco-friendly strategies for the purpose of influencing bigger market segment, and evolve as being the organization which is conscious about the environment (Zhu, and Sarkis, 2016). Also, give attention to customers who are environmentally conscious and are actively participating in securing it.
7. Companies should not give preference to green marketing strategies due to some pressure as this result in negative perception in the minds of customers regarding the brand and they will avoid it. 
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