R e e A —— o

B A o ’ T,
: & I}a X 9 Y 11 17 A7 99
1 2 '\ '1 aillf E:r “\? : j-'* FT" f = sﬂ
T 4 | 47 1~ ' 7V W3 A

b5

’H’H‘HHRUWTMNC@DE

(Affitiated to Manonmaniam Sundaragxe University, Tirenciveli)
Recognized UIS 2{1) 1 2¢B3 of UGC Act

@EF’WMEMT OF @@MME&%@E B FRESEAR SOS, H}f NTER -

e
7

Emerging Trends in Enirepreneurship
FEBRUARY 2023

This is to cmtgfy that WLJ'%E%&&?LO1M,A%TN}QD*®QDM1
of Muslim.... . .f.fé».....“ﬁmu%,.,m., VEYUNL,

- e —— —-F‘_ﬂ““-‘:“"?‘:\."ﬁ"._
.-'
F_¥
dibh B
o

e

_-."111:,1 e

FERENCE

'/??;EM kA

* ¥ L0 @0 ) TR A hw R Ry RS

fias presented a papert:nu't&'d'.A..,. ! Qﬂtamum Erg - B _ / %og_g}!w o

, _ O- /6'5 tend O P (:h eckum
bt B s TR s\ n thi onal C =
Sallashgine Lie 2 1Y in this fnternationa C-ﬂﬂﬁ’? cice, " . (AT
23t : Rl T B 3 ol
é '. f'_:- 5 '_ L.' :*: 1 'h* ; T'..}"r_ wEH:: ,:"I -'.::: _1-‘.':' E-!-
T P e, B bt iy A B P g s 0 L
X o et % . ot 1; : 1,_.._11.':,-'* *..-..1.,-_’1_'- *:"“"1-_".. : :I‘x
o, | A A - W\ e e
SR 2 Tl L el WO 1 gt e -, - |
PR LA s LRGP S AT s [ | Bl S .
R e SO T TR - S T
vt e RN DA ST L CRE W S Sl M ?
1:},"“5’_." : tyf -':-:_'_','I_,_'.I -‘I!':_-;_-_'-.:_--._ - s T'. g -'_;II ':_':" '-.-'-;.J'-*.-:-...':r -"'Ih‘ Méﬂm i c
.-"1. l,._id..l' 77 _:: .I.I:_'-.-.*, “1 ' - -::..‘F:?I r'..;:t:_: '-1‘ '-I_J'h;‘;;:l_—iﬁ:,;‘t\ - - 1 " ',"1: ﬁ l #_im#’
" s J;-' e -“,.‘7"; 2 "y -.-_ ...‘F d_:a-':l" L:..:L_'._:I:? | ',1""'- E &‘ ﬁ %"rﬁ ﬁf? ﬁhéaai Ty { a
fe e, itf;-;. ¥ *fr;-'"-'*:gj : T‘J"*L A8 G Eﬁu-.-. st -'iigg ohR Hbﬁ {Ei& @’,ﬁf&j %%‘E@ E ﬂ ‘ P _ :
ST R B R, Ko SR O o © § om0, H. Mohamed Af:
;; - ,.;:'.-', : ey A _,Jl-flq ‘ﬂ. : a ,. ’: :.}- lf:':: .‘ _'-I."-.ﬁ:"""' u-.-_;",ﬁﬁi:‘_ '1._'5: 0 ( cd 0 e epa n‘ﬁn (Pri nc‘pal) 4 a m—_—
'I‘. ::‘ .:"E_T-__l--’ !'_'.; __ T - __: ¥ .-‘ i’: -E—;"‘“.:: 'N-.t':" .r_',‘.._'.].’."“lj: -_ 'y ‘.n;,"'r '-I;i'h ; (Sccrctil' y )

E e s L L e T =T =T itimm.'-ﬁ'] e e TN



N T TR R Tt Ty Y T —
A STUDY ON ROLE OF SKILL DEVELOPMENT PROGRAMME ON |
14 EMPLOYABILITY OF GRADUATES IN KERALA 49

Anu.M & Dr. A. Safia

ASTUDY ON THE AWARENESS ABOUT MSME SCHEMES IN

I
|
|
s KERALA SPAECIAL REFERENCE TO THIRUVANANTHAPURAM |

DISTRICT |

Ajitha G. V. Dr. A. Saﬁa

WORK LIFE BALANCE OF WOMEN ENTREPRENEURS IN
TIRUNELVELI DISTRICT

M. Esakkidevi, Dr. S. Mabel Latha Rani

A STUDY ON PROBLEMS AND PROSPECTS OF CUSTOMER'’S |
MINDFUL MARKETINGIN DIGITIZED ERA 61

Shely R.M &Dr.G. Sreckanth

A STUDY ON SOCIO - ECONOMIC CONDITIONS OF SMALL

SCALE ENTREPRENEURS IN THIRUVANANTHAPURAM
DISTRICT

Vidya V, Dr.G.S. reekaizih
GREEN ENTREPRENEURSHIP PRACTICES IN SMES IN
KANYAKUMARI DISTRICT
Mrs. P. Antony Perpectualfelishia, Dr. Y. Hemalatha
THE BANKING BEST PRACTICES FOR THE GROWTH OF

WOMEN ENTREPRENEURS WITH REFERENCE TO
COMMERCIAL BANK IN KERAILA

Divya Raj U S And Dr. R. Shoba Rani

| A STUDY OF CUSTOMER SATISFACTION IN POST OFFICE |
21 | SAVING SCHEMES

20

71 , |
Rajasekar, Lt Dr. M. Jagathish / |

A STUDY ON CONSUMER BUYING BEHAVIOR TOWARDS ECO-
FRIENDLY PRODUCTS IN KANYAKUMARI DISTRICT 74 l

Mprs. L. Jenita Florence, Dr. S. Nava Rethina Bala Kumari

' ROLE OF HR STRATEGIES IN INCREASING EFFICIENCY OF
" EMPLOYEES IN PHARMACEUTICAL INDUSTRY IN
" TRIVANDRUM DISTRICT

Mprs. Sreethy Mohan V S &Dr. R Shoba Rani
4 STUDY ONJOB SATISFACTION AND ORGANIZATIONAL t

72

3
44

~J
o0

COMMITMENT OF INFORMATION TECHNOLOGY EMPLOYEES

I\ N AGERCOIL 3'

. K. Anitha Shalini, Dr. M.P. Asha Kumari | |

"ASTUDY ON CUSTOMER BUYING BEHAVIORS TOWARDS ITC ‘
o CL A\SSYIATE NOTEBOOKS IN TIRUNELVELIX 83

SN Dr.M.Esakkiaminal, Dr.M.Syedsulaiga Benazir |
CHALLENGIES FACED BY SMALL SCALE ENTREPRENEURS IN

. e e
| 26 | NAGERCOIL TOWN 86 !
el S.T.Johnslin Joy |




ISSN 2349-6886 Special Edition Journal of Teacher, Learner & Researcher

A Study on Consumer Buying Behavior towards Eco-Friendly Products in Kanyakumari

District

*MRS. L. JENITA FLORENCE, **DR. S. NAVA RETHNA BALA KUMARI

oResearch Scholar) Assistant Professor, Department of Commerce Muslim Arts College, Thiruvithancode.
E-Mail: jeni.eben1988@gmail.com Phone: 9677007272 |

** 4ssistant Professor of Commerce, Infant Jesus college of Arts and Science
E-Mail: navasubala@gmail.comPhone: 9443852366

for Women, Mulagumoodu.

Abstract |
The current environmental awful conditions are ever more threatening consumer health and wellbeing at both globally and

Therefore, consumers are becoming more sensitive in their environmental attitudes, perceptions, preferences and

nationally.
a new segment of consumers and these

purchases. The apprehension for environmental degradation has resulted in ! .
consumers have been identified as one who avoids products which are possible danger for health, damage the environment

during production, use materials derived from threatened species or environment and cause unnecessary waste. The objective
of the study is To examine the consumer democrafic profile of towards eco-friendly products and To analyse the consumers
buying behaviour towards eco-friendly product. Convenience sampling technique has been adopted to collect data from
275consumers only from using green product in kanyakumari District. It is suggested to increase the satisfaction of the green
products among respondents by taking several measures. The promoters must meet the respondents’ expectations for

purchasing green producr& and increase their level of satisfaction.

Keywords: Environmental attitudes, Perceptions, Preferences, Satisfaction.

Intreduction
The current environmental awful conditions are ever more threatening consumer health and wellbeing at

both globally and nationally. Therefore, consumers are becoming more sensitive in their environmental attitudes,
perceptions, preferences and purchases. The apprehension for environmental degradation has resulted in a new
segment of consumers and these consumers have been identified as one who avoids products which are possible
danger for health, damage the environment during production, use materials derived from threatened species or

environment and cause unnecessary waste.
Thus, eco-friendly marketing is used to satisfy the wants and needs of consumers and protect the

environment and benefits to the society in a more environmental friendly way. Companies should apply eco-
friendly marketing strategies to increase perceived value of their eco-friendly products and reduce perceived risk of
their products with respect to environmental consideration to enhance their competitive advantage.

At present, consumers are becoming fairly educated about their environmental responsibility and gravity
of environmental problems and are willingly to choose eco-friendly products over traditional products. At the same
time, the companies which apply eco-friendly marketing face numerous problems that include variation in demand,
unawareness of consumers about eco-friendly products and their utilities, unfavorable attitude and perception of
consumers towards eco-friendly products, dynamics in buying behavior, dissatisfaction of consumers with eco-

friendly products, heavy investment in product development and not ready to pay premium by consumes for eco-
friendly products.

Importance of Eco-Friendly Products
Th.e eco-friendly initiatives that are largely accepted across the world do have positive impact on lives
across species, this shows that the initiative have confirmed to be imperative to people in many ways. The largest

effect of the tendency of selling eco-friendly products is that the products assist in saving a lot of energy, which
means that the carbon footprint that is generated by the people is cut down to a great extent.

Consumer Beahavior towards Eco-Friendly Products .

y 'dThe p:.ast 'decades bear witness to the rapid economic growth through increasing consumers’ consumption
worldwide. This, in turn, causes environmental deterioration through over-consumption and utilization of natural

desertification reported that about 40 per
the consumption activities of private households.

a result of economic growth. Waste from industrial
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environmentally conscious so market ‘ green product purchases. Moreover, consumers are
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on that there is no SigniﬁcamS! T?‘e f(;cus should be given to the environment and its health. Moreover, it is
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income which means a consistent . gness to pay more and gend.er, age, education and

green Marketing and its Influence on Buying Behavior of

Sickating 15 Bis holiss 1s a modern concept which evolves in recent years. But
N e an TUEN. Reownd \dentifying and satisfying need and wants of consumer and potential

consumer. Green Marketing means manufacturin g and marketing of products and services which are manufactured
through green processes. According to the American Marketing Association, “green marketing is the marketing of
prcu.dt'lcfts that are presumed to be environmentally safe”. Thus green marketing incorporates a wide range of
actmn.es such as modification of product, changes to the production process, packaging changes, as well as
modifying advertising etc. Green Marketing is also known as Environmental Marketing and Ecological Marketing.
Thus Green Marketing is a holistic marketing concept wherein the production, marketing consumption and

disposal of products and services happen in a manner that is less detrimental to the environment with growing
awareness.

Consumers in Kerala” stated that, Green marketing

Vasanthi, (2016)Found that the most of the consumers in Tirupur city are well aware of the

environmental problems and green products in the market. The consumers have the positive attitude and behavior
towards green products. The green consumerism gains momentum in Tirupur city.

Statement of the Problem

The successfulness of legislative measures and business strategies of companies aiming sustainability are
eventually depending on the adoption of same by the consumers. Consumers are the key player in marketing of any
product and they play a major role in the process of marketing. The success or failure of any business is highly
depending on buying behaviour of consumers and understanding their preference and behaviour will ultimately
lead to the maximization of efficiency of marketing strategies.

Objectives
1. To examine the consumer demographic profile of towards eco-friendly products.
2. To analyse the consumers buying behavior towards eco-friendly product.

Research Design |

The study is based on primary and secondary data. Primary data has been collected mainly through
structured questionnaire. Convenience sampling technique has been adopted to collect dafa from 275consumers
only from using green product in kanyakumariDistrict. Secondary data related to previous st.uche;s has been
obtained from authentic source like books, magazines, websites etc. Percentage, t-test are used in this study for

analysis.
Analyses and Interpretation

Source: Primary data _
The g;:g]e showsthat, in Consumers buying behavior towards green product 46 (17 Percentage)

respondents are in the age group of 21-30, 77(28 percentage) respc:_ndents are in the age group of 31-40,8_4 (30
percentage) respondents are in the age group of 41-50 and the reaming 68(25 percentage) respondents are m‘ the
age group of above 51.Consumers Buying Beehaviour towards green product 127(46 percentage) re@ondmta ;}re
Male employees and the 148(54 Percentage) respondents are Fem'ale employees. Consumers bu:-’mg beha\*ior
lowards green product 37(13percentage) respondents have studleq up to U.G* ‘!evel. 115(42 pelii.‘t‘t:l.}l?:'l)
Respondents studied upto P.G level 93(34 Percentage)Respondents studied upto professional and the remaingU{

Percentage) respondents studied others.
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TABLE 1
Demographic Profile of the Respondents

No of respondents Percentage

Demographic

ro
—
v
o
|
|
|

Educational
Professional
Total )

TABLE 2
Purchase Consideration

Male

I am using to hazardous to health and no ecological 44719 47118 9.046*

problem low phosphate detergent or soap for my laundry.

Energy efficient electronics/electrical appliances are used
- because it consumes less electricity than other brands AT e -y
One use products are always purchased because they are
free of harmful toxins which prevents from health and | 4.1563 4.3529 8.941*
environmental issues.

Fruits and vegetables which are organic free of carbonate
3.9375 3.8824 162

are always purchased because it keeps us nutrious and
protects from damages occurs by pesticides in food.

Cosmetic products free from bleach and par bean are

-

free of allergic reaction on body
Medicinal products made off herbal/ Ayurveda are free of
side effects

Use less polluted automobiles.

Deforestation will be reduced by the use of stationeries
made of recycle matenals results protection of | 3.9063
environment.

Overall Purchase Consideration 3. 8594 3.9882 TR

Source: Primary Data
*Significant at five percent level

consumed because narration is created on skin by them.
3.7969 3.7765

Herbal extracts and bets gluon shampoos and soaps are
39412 817 367

From the above table, it is seen that male consumer Buying behavior towards Eco friendly product
Purchase Consideration is high for the variables “I am using to hazardous to health and no ecolo ical )I’lem low
phosphate detergent or soap for my laundry”, Since they have the highest mean score of 4 42 lg‘) T}I:ro have the
lowest Buying behavior towards Eco friendly product Purchase Consideration is “Cosmeti.c pro;iuct:yﬁez from

: _ N of harmful toxins which prevents
from health and environmental issues™. Since they have the highest mean score of 4.3529. They have th: lowest

Buyj ' ' '
) y:Jng behavior towards Eco friendly product Purchase Consideration is “Cosmetic products free from bleach and
par bean are consumed because narration is created on skin by them”, since they have the lowest mean score 3.

g behavior towards Eco friendly product is high among the
pared to female consumers with the mean score of 3. 9882.
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It 1s suggested to increase the satisfaction of the

measures. The promoters must meet the respondents' exp
level of satisfaction.

green products among respondents by taking several
€ctations for purchasing green products and increase their

Conclusion

duct th h , 1al, economic, and environmental responsibilities.
Green procucts are those that are both environmentally friendly and safe for customers to use. One thing that has

been rt?peatedly stated is that cun:ent_ consumption levels are excessive and unsustainable. Accordin g to the study,
educ?tlonal background ha.s no significant influence on the purchasing decision of green products, and the main
limiting factor for purchasing eco-friendly products is a lack of access to green products. As a result, the marketer

should make these products available in locality stores. It will almost certainly increase the demand for the
products.
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