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Abstract

The research was undertaken to study the influence of demographics, especially gen-
der, age, education, and income, on the green purchase decisions of Indian con-
sumers. The structured close-ended questionnaire was distributed among millennials
(graduate, post-graduate, and doctorate students) in educational institutions in the
UT of Jammu and Kashmir. A total of 700 students participated in this study employ-
ing stratified random sampling. ANOVA and t-tests were used to analyze the data.
The study results show that education and income significantly influence while Age
and gender do not significantly influence the green consumer behavior of young
Indian consumers. The insights in this study will be helpful to green marketers as they
develop strategies for Indian consumers of various genders, age groups, educational
backgrounds, occupations, and socioeconomic levels. Future academics and
researchers might adopt this work as a starting point to further explore the idea of

green marketing in India.
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1 | INTRODUCTION

Environmental problems due to industries continue to increase, and
the issue has become a resolute public concern in developed countries
and has awoken emerging countries, such as India, for the environ-
mental protection movement (Kautish et al., 2020; Mehraj &
Qureshi, 2022). This understanding of ecological problems requires
sincere solutions like green manufacturing, the use of technology that
emits no harmful gases/solid wastages, and the promotion of sustain-
able products and services (Chahal et al., 2014; Khare, 2015;
Mehraj & Qureshi, 2020; Sharma & lyer, 2012). Additionally, promot-
ing the concept of reusing and recycling can reduce the emission of
harmful gases/solid waste produced during the production of new
products. As such, recycling decreases the number of greenhouse
gases released while solid harmful waste decay in landfills (Bridges &
Wilhelm, 2008; Prakash, 2002; Tiwari et al., 2011). To address these

serious environmental issues, various laws have been imposed

green brand positioning, green consumer behavior, green marketing, green purchase intention

worldwide (Dangelico, 2015; Fraj et al., 2011; Khare & Kautish, 2021).
Keeping in line with the global trend, India also extended its environ-
mental protection laws as Environment (Protection) Act 1986, which
grants autonomy to the regional government to implement regulations
to protect and improve the environment and to prevent, control, and
decrease environmental pollution (Qureshi & Mehraj, 2022). Besides
strict regulations regarding the use of greener technologies and recy-
cling, there is high pressure from the competitive market landscape
and the demand for green products from consumers and other stake-
holders (Scott & Vigar-Ellis, 2014; Sharma et al., 2022). These rising
government ecological values and increasing consumer demand on
businesses to protect the environment quickly push businesses to
explore sustainable practices (Nguyen et al., 2018; Wang, 2017a).
Many businesses are shifting toward an environmental conversion
process to diminish adverse environmental effects through their mar-
keting and industrial practices (Chahal et al., 2014; Cronin et al., 2011;
Kautish & Sharma, 2018).

Bus Strat Dev. 2023;1-15.

wileyonlinelibrary.com/journal/bsd2

© 2023 ERP Environment and John Wiley & Sons Ltd. | 1


https://orcid.org/0000-0001-8278-0335
https://orcid.org/0000-0001-8891-9721
mailto:khandanish11@gmail.com
http://wileyonlinelibrary.com/journal/bsd2

MEHRAJ eT AL.

2L wiLey- i

As environmental issues are rising in India, consumers have begun
to demonstrate environmental interest by preferring environment-
friendly products (Wilson & Schmansky, 2019). A majority of Indians,
while shopping, prefer to make decisions based on the impact of their
purchases on the environment and sustainability (Wilson &
Schmansky, 2019). According to Nielsen's sustainability report (2019),
86% of Indian consumers surveyed placed faith in energy-efficient
products and appliances, followed by 79% in recyclable packaging
(Wilson & Schmansky, 2019). In line with this, 67% of digitally con-
nected Indian consumers identify as environmentally conscious or
eco-friendly, and they tend to favor natural, organic, and recyclable
products when making purchases, according to Euromonitor Interna-
tional's lifestyles survey (2019). As such, Indian consumers are most
likely shifting toward sustainable and
(Shridhar, 2019).

Similarly, according to AT Kearney's report (2019), over 70% of

trustworthy  brands

Indian respondents to the company's survey were looking for depend-
able and sustainable brands. The report further suggests that con-
sumers in India are willing to pay more for environmental-friendly
brands across categories such as automobiles, apparel, personal care,
and fresh and packaged foods. In conformance to it, millennials and
Gen Z are the most willing to pay among other cohorts for green
brands in India (Mukherjee et al., 2019).

Henceforth it becomes imperative to study green consumer
behavior in the context of Indian consumers. While as the literature
suggests that academics scholars have made several contributions
toward green consumer behavior likewise: to examine consumers'
attitudes toward green brands and their behaviors; to classify the
market for green brands/products; to stratify the green market into
different segments based on the consumers' needs, and to formu-
late a green marketing mix program (Chan, 2001; Dai &
Sheng, 2022; Eze & Ndubisi, 2013; Laroche et al., 2001; Tan
et al., 2010). However, limited studies have investigated green mar-
keting practices and behaviors through the prism of demographic
perceptual differences (Cronin et al., 2011; Gleim et al., 2019). As
such, only some studies have focused on the relationship between
green marketing strategies and green purchase decisions
(Chen, 2010; Kautish & Sharma, 2020). Likewise, researchers have
also assessed the role of demographic factors, apart from environ-
mental, non-environmental, and green marketing practices, after an
in-depth analysis of the literature on green customer behavior. A
significant number of green marketing researchers have indicated
that consumer demographics (gender, age, education, and income)
can play a vital role in their green consumer decisions (Awad, 2011;
D'Souza et al., 2007; Lee, 2008, 2009; Mourad & Ahmed, 2012;
Oerke & Bogner, 2010; Patel et al.,, 2017; Shiel et al., 2020; Sun
et al., 2019; Xiao & Dunlap, 2007; Zavala & Theodoropoulou, 2018;
Zhao et al., 2014).

Most of these studies on green consumer behavior among the
demographic variables have been carried out extensively in Western
nations, but the findings are inconsistent, so these studies are unclear
if they are transferable to other countries (Nguyen et al., 2019;
Shahsavar et al., 2020; Shiel et al., 2020). Similarly, due to their

propensity to be knowledgeable about social and environmental
issues, young consumers represent a powerful force in the growth of
an environmentally conscious populace. According to several studies,
younger adults exhibit greater environmental awareness and concern
and are more likely to purchase green products (Jain & Kaur, 2006).
So, millennials provide an enormous market opportunity for products
manufactured with sustainable materials (Lee, 2008). Nevertheless,
contrary data suggests that younger consumers favor environmental
restrictions at lower rates and that these laws have less of an impact
on their environmental attitudes. Also, compared to older people,
these consumers pay less attention to eco-labeling (D'Souza
et al,, 2007).

Moreover, they appear reluctant to buy eco-friendly goods
(Ahmed et al., 2021). The widespread financial constraints that young
customers, particularly those who are students or unemployed, suffer
could be one explanation for this phenomenon (Barbarossa & De
Pelsmacker, 2016). Greater knowledge of the demographic variables
influencing young consumers' green purchase behavior would add to
the growing body of literature and have practical implications for
encouraging ecologically sustainable behavior in light of the afore-
mentioned discrepancies. Such knowledge is especially crucial for
emerging markets to focus on their dynamic, youthful population and
the significance of environmental challenges (Aertsens et al., 2011;
Barbarossa & De Pelsmacker, 2016; Lee, 2011). There is a research
gap in the understanding of the demographic differences among
young consumers in relation to their attitudes and behaviors toward
green marketing practices and green consumer behavior. While previ-
ous studies have investigated the factors that influence consumers'
green attitudes and behaviors (Kautish et al., 2019), there is a lack of
research that examines how these factors vary across different demo-
graphic groups.

Some potential research questions that could be explored in this

area include:

1. What are the differences in green attitudes and behaviors among
young consumers based on demographic factors such as age, gen-
der, income, and education?

2. To what extent do green marketing practices influence young con-
sumers' purchasing decisions, and how do these practices differ
across demographic groups?

3. How do young consumers perceive the environmental impact of
different products and services, and how does this perception vary

across demographic groups?

By addressing these research questions, scholars can gain a more
comprehensive understanding of the complex relationship between
green marketing practices, green consumer behavior, and demo-
graphic factors among young consumers. This knowledge can inform
the development of more effective green marketing strategies that
are tailored to specific demographic groups and ultimately promote
more sustainable consumption practices among young consumers.
Given the above, this research attempts to provide a clearer view of

the role of demographics for investigating the green marketing



MEHRAJ ET AL.

practices and green consumer behaviors through the prism of demo-

graphic perceptual differences.

2 | THEORETICAL FRAMEWORK

After reviewing the related literature of green consumer behavior, it
was observed that the dominating approach has been to apply an
attitude-intention-behavior paradigm. Most of the researchers have
employed Ajzen's theory of planned behavior (Ajzen, 1991) to assess
the attitude-intention paradigm (Arli et al, 2018; Bong Ko &
Jin, 2017; Chaudhary & Bisai, 2018; Emekci, 2019; Paul et al., 2016;
Yadav & Pathak, 2016). More recently, researchers have argued that it
is important to understand how consumers build the brand relation-
ship and create brand communities in their personal lives (Buil
et al, 2013; Kang & Hur, 2012; Wang, 2017b). Joshi and Rahman
(2016) recommended further research to ascertain the impact of envi-
ronmental knowledge on green purchase intentions in emerging coun-
tries. In order to build the framework of this research, this study
integrates multiple research streams of the brand, green marketing,
and green consumer behavior. and demographic variables (Gender,
Age, income, and education). Thus, this study applies the paradigm of
demographic-knowledge-attitude-intention to build a comprehensive
model for examining the influence of green marketing practices and
green consumer behavior. The proposed research model in line with
Mehraj and Qureshi (2022) for the study is presented in Figure 1. The
model establishes a direct relationship of demographic variables
between green marketing practices and green consumer behavior.
This relationship is supported by earlier studies (Huang et al., 2014;
Mehraj & Qureshi, 2022; Mohd Suki, 2016).

GreenBrand
Knowledge

R Wi EY- |
21 | Green consumer behavior

Marketing research related to environmental issues has advanced
through different stages since the 1960s, transcending by the ecology
movement, have focused attention on pollution and energy conserva-
tion (Hart, 1995; Henriques & Sadorsky, 1999; Russo & Fouts, 1997;
Straughan & Roberts, 1999). Since then, concerns around environ-
mental issues have augmented with each decade. Today, sustainability
is a well-known concept and has become a critical concern, not just
for governments and the public in general but also for marketers;
addressing the green market (as a rapidly increasing market segment)
is now seen as a source of competitive advantage and added value to
the business (Sharma, 2021). The perception that the planet is reach-
ing very high levels of pollution and degradation has contributed to
the emergence and growth of the environmental protection move-
ment (Hartmann & Apaolaza Ibafez, 2006; Taghian et al., 2016). In
parallel with the rapid growth of environmental concern among con-
sumers, a new market segment, a segment of green consumers, is
evolving at a higher rate and is likely to be engaged in green behavior
(Paco & Raposo, 2010).

Therefore, the adoption of green behavior is a central aspect of
achieving sustainability (Yang et al., 2015). Green behavior is generally
associated with green consumption. Solomon (2012) refers, “Con-
sumer behavior is the study of the processes involved when individ-
uals or groups select, purchase, use, or dispose of products, services,
ideas, or experiences to satisfy needs and desires.” While as Green
Consumer Behavior is a process involved when individuals or groups
select, purchase, use, or dispose of products, services, ideas, or experi-
ences to satisfy needs and desires that do not cause damage to the

natural environment and act with a sense of social consciousness

Willigness to Pay
Premium

Attitude

Towards Green
Green Purchase
Intentions

GENDER
AGE Green
----------- Brand
INCOME Positioning
EDUCATION | ____ =777
FIGURE 1 Theoretical research model.
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(Joshi & Rahman, 2016; Khare, 2015; Wang, Wong, & Narayanan
Alagas, 2020). Besides, it involves concerns about the sustainability of
resources for future generations, avoiding excessive consumption by
choosing recyclable products with high durability, high quality, and
ecological labels, and reducing consumption of resources and energy
(Adrita, 2020; Cheung & To, 2019; Lee, 2008; Pagiaslis &
Krontalis, 2014; Taufique & Vaithianathan, 2018). While as Green
purchasing behavior refers to the purchase of eco-friendly products
and avoiding the use of harmful products to protect the natural envi-
ronment (Chan, 2001). In green behavior research studies, green pur-
chasing or buying is most frequently measured as green purchase
intention and behavior.

Similarly, Green purchase intention refers to consumers' willing-
ness to purchase green products. Intentions measure the motivational
factors that affect consumers' green purchase behavior (Ramayah
et al., 2010). Therefore, eco-friendly behavior represents a multiface-
ted form of ethical decision-making behavior and is considered a
socially responsible behavior (Joshi & Rahman, 2016).

Unfortunately, the research evidence suggests that even when
consumers express real concerns for the environment, such attitudes
do not always influence their purchasing behavior (Barbarossa &
Pastore, 2015). Although consumers are progressively worried about
environmental worsening and are further eager to purchase green
products, such empirical studies suggest that environmentally con-
scious consumers rarely translate “green” concerns and intentions
into actual purchase behavior (Barbarossa & Pastore, 2015; Cronin
et al., 2011). Few researchers have also shown that environmentally
conscious consumers prefer green products but still cause damage to
the environment (Fraj-Andrés & Martinez-Salinas, 2007; Juwaheer
et al, 2012; Peattie, 2001; Peattie & Crane, 2005; Sharma &
Foropon, 2019). Likewise, Pickett-Baker and Ozaki (2008) argues that
environment-conscious consumers do not necessarily behave ecologi-
cally. Consumers purchasing decisions on environmental grounds are
highly debatable as it is suspected that claims of strong views on envi-
ronmental issues are not necessarily translated into direct actions
relating to purchasing behavior of green products and services
(Cleveland et al., 2005; Ottman et al., 2006). Empirical evidence from
past studies has also shown that despite pro-environmental attitudes,
intention to recycle, and willingness to pay more for environmentally
friendly products, few consumers have translated these attitudes into
regular green buying behavior (Akehurst et al., 2012). In some cases,
there is evidence to suggest that individuals who are more concerned
about environmental issues will have the disposition to buy more
green products (Chan & Lau, 2000). A study by Laroche, et al., (2001)
argues that many consumers will only act according to their environ-
mental concerns if that action does not involve personal expenses
such as changes and /or significant sacrifices in lifestyles. Further,
some studies show a weak attitude-behavior relationship (Hini
et al, 1995), which is in sharp contrast to other research
(e.g. Emekci, 2019; Kumar et al., 2017; Rana & Paul, 2017) where a
strong connection between the variables is demonstrated. It is impor-
tant to note, however, that, for the most part, studies attempting to

explain the gap between attitudes and buying behavior have been

rooted in the field of consumer psychology (Rex & Baumann, 2007).
As consumers become aware of how their consumption influences
the environment, there is some evidence to suggest that they do try
to change their attitudes and behaviors for the benefit of future gen-
erations (Urien & Kilbourne, 2011). Although sustaining personal
needs appears to be a vital factor, environmental conservation and
social consciousness are lately a primary concern (Paul et al., 2016).
Furthermore, this study finds that researchers have assessed the
role of demographic factors, apart from environmental, non-
environmental, and green marketing techniques, after an in-depth
analysis of the literature on green customer behavior. Similarly, Green
consumer behavior studies have been extensively studied among the
demographic variables, but the findings could be more consistent, as

discussed in the following sections.

2.1.1 | Gender and green consumer behavior
There is empirical evidence that significant differences exist between
male and female consumers with respect to green buying decisions
(Erdogan et al., 2012; Laroch, et al., 2001; Luo & Deng, 2008; Mainieri
et al., 1997; Oerke & Bogner, 2010) and women have demonstrated
greater participation in environmental behaviors (Hunter et al., 2004;
Xiao & Hong, 2010). Also, a study found that 57 percent of female
consumers, in contrast to only 40 percent of male consumers, are will-
ing to pay a premium to purchase green products (Laroche,
et al, 2001). In a study on Indian consumers, Jain and Kaur (2006)
examined socio-demographics' role in green buying behavior and
found that women are more attracted toward green brands. Likewise,
Lee (2009) also found that male consumers are less worried about
environmental degradation than female consumers. Similarly, Erdogan
et al. (2012) found that male consumers are less inclined toward the
environment than female consumers. For actual green buying behav-
jor, Smith (2010) and Smith and Brower (2012) found that male con-
sumers are less willing to spend for green products. Likewise, Shiel
et al. (2020) also found that male consumers are comparatively less
attracted toward green products. On the other hand, few studies have
found that female consumers are less environmentally concerned than
male consumers (Balderjahn, 1988; Mostafa, 2007; Patel et al., 2017).
For example, Patel et al. (2017) found that males display higher green
behavior than their female counterparts. Mostafa (2007) observed
that male consumers are more inclined toward green purchases than
female consumers. MacDonald & Hara (1994) have also suggested
that male consumers' concern about the environment is higher than
that of female consumers. On the contrary, a significant number of
researchers have observed that male and female consumers have no
perceptual difference as their green consumer behavior is concerned
(Akehurst et al, 2012; Awad, 2011; Khare, 2015; Mourad &
Ahmed, 2012; Paco & Raposo, 2010; Rice, 2006; Samdahl &
Robertson, 1989; Shamdasani et al., 1993; Suplico, 2009).

While as Nath et al. (2015) have also observed that male and
female consumers are on the same footing as far as the green attitude

is concerned. Recently, Nguyen et al. (2019) also found gender has no
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role in determining green consumer behavior. At the same time, Shah-
savar et al. (2020) found the role of gender in determining green con-
sumer behavior. Given differences in the results among previous

studies, the following hypothesis was framed:

Hol. Young male and female consumers do not differ sig-

nificantly with respect to green consumer behavior.

2.1.2 | Age and green consumer behavior

Research studies have indicated that consumers of different age
groups have a different attitude toward green consumer behavior
(Awad, 2011; D'Souza et al., 2007; Lee, 2008, 2009; Mourad &
Ahmed, 2012; Oerke & Bogner, 2010; Patel et al., 2017; Shiel
et al., 2020; Sun et al., 2019; Xiao & Dunlap, 2007; Zavali & Theodor-
opoulou, 2018; Zhao et al., 2014). On the other hand, researchers
have also ruled out that age does not play a significant role in the
green purchase decisions of consumers (Akehurst et al., 2012;
Khare, 2014, 2015; Nguyen et al., 2019; Shamdasani et al., 1993;
Tilikidou & Delistavrou, 2014). Some of the previous studies have also
found that younger consumers score higher on green parameters.
These studies have suggested that young consumers are easier to be
induced into green purchasing (Lee, 2008, 2009; Mourad &
Ahmed, 2012). According to (Lee, 2008, 2009), young consumers dis-
play a promising market opportunity for environment-friendly prod-
ucts. This finding is corroborated by (Mourad & Ahmed, 2012). The
model tested by Patel et al. (2017) and Mourad and Ahmed (2012)
was significant in the case of the younger age group but insignificant
in the case of the older age group. Additionally, Mourad and Ahmed
(2012) have also highlighted that younger consumers have more trust
in green offerings, and hence, they are more satisfied with the green
products. Similarly, D'Souza et al. (2007) and Xiao and Dunlap (2007)
have also suggested that older consumers are more likely to be
engaged in recycling behavior. Along similar lines, Paco and Raposo
(2010) and Patel et al. (2017) have revealed that the Age of con-
sumers who have a favorable attitude toward eco-friendly products is
between 25 years to 54 years. While as Sun et al. (2019), Shiel et al.
(2020), Wang, et al., (2020), and Zavala and Theodoropoulou (2018)
recently found that age has a significant influence on green con-
sumers' behavior. Because of differences in the results among previ-
ous studies, the present study proposes the following hypothesis:

Ho2. The Young consumers of different age groups do
not differ significantly with respect to green consumer

behavior.

2.1.3 | Education and green consumer behavior

Researchers have indicated that education positively influences the
green preferences of consumers (Awad, 2011; Balderjahn, 1988;
Mourad & Ahmed, 2012; Nath et al., 2015; Nguyen et al., 2019; Patel

e Wi EY- |
et al., 2017; Rice, 2006; Sun et al., 2019; Wang, et al., 2020; Zavala &
Theodoropoulou, 2018). For instance, Rice (2006) has suggested that
the high educational qualifications of consumers result in their pro-
environmental behavior. Zavala and Theodoropoulou (2018) sup-
ported Rice (2006) and indicated that the post-graduate consumers
are greener than the consumers with less qualification. Similarly, Paco
and Raposo (2010) have hinted that the greener segment of con-
sumers is relatively more educated than other segments. Supporting
Paco and Raposo (2010), Awad (2011) has also suggested that green
consumers are highly educated. These findings are further reinforced
by Nath et al. (2015), who have suggested that education is the driv-
ing force to spread the message of environmental sustainability. Cor-
roborating the findings of previous researchers, Nittala (2014), in her
study on Indian consumers, has hinted that educated consumers are
comparatively more willing to pay a premium for green products. In
contradiction to it, some studies also exist that suggest a negative role
of education in consumers' green
Ahmed, 2012; Straughan & Roberts, 1999).
In this regard, Straughan and Roberts (1999) have observed that

preferences (Mourad &

education does not have a positive relationship with a green attitude.
Similarly, Mourad and Ahmed (2012) found that consumers' attitude
toward green purchases is significant in consumers of low educational
qualifications but insignificant in the case of highly educated con-
sumers. Simultaneously, it has also been observed in some studies
that education plays an insignificant role in the green decisions of con-
sumers (Akehurst et al., 2012; Shamdasani et al., 1993; Tilikidou &
Delistavrou, 2014). Khare (2014, 2015) has also hinted that con-
sumers across the educational groups do not differ significantly in
their green preferences. While as Patel et al. (2017), Sun et al. (2019),
Shahsavar et al. (2020), Shiel et al. (2020), Wang, et al., (2020), and
Zavala and Theodoropoulou (2018) recently found that education has
a significant influence on green consumer behavior. In view of the dif-
ference in the results among previous studies, the present study pro-

poses the following hypothesis:

Ho3. The Young consumers of different educational qual-
ification groups do not differ significantly with respect to

green consumer behavior.

2.14 | Income and green consumer behavior

The literature on green behavior suggests that there is a relationship
between income and green consumer behavior (Akehurst et al., 2012;
Shamdasani et al., 1993; Suplico, 2009; Tilikidou & Delistavrou, 2014).
Thus, Paco and Raposo (2010) have indicated that high-income group
consumers are more inclined toward the green initiatives than the
low-income group consumers. Likewise, Khare (2014) has also indi-
cated that people in high-income brackets are likely to be more
responsive to green marketing initiatives. In this regard, Shamdasani
et al. (1993) have also suggested that ecologically concerned and eco-
logically unconcerned consumers do not differ significantly in their

income levels. Bringing more clarity on the subject, Akehurst et al.
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(2012) have suggested that income does not affect consumers' green
purchase considerations. Similarly, Suplico (2009) and Zhao et al.
(2014) have indicated that the income of consumers does not corre-
late significantly with their green purchasing decisions. Along similar
lines, Akehurst et al. (2012) hinted that income is irrelevant in explain-
ing ecologically conscious consumer behavior. Contradictory to it,
Shahsavar et al. (2020), Verma (2017), Wang, et al., (2020), and Zavala
and Theodoropoulou (2018) recently reported that income has a sig-
nificant influence on green consumer behavior. In view of the differ-
ence in the results among previous studies, the present study

proposes the following hypothesis:

Ho4. Young consumers of different income groups do not

differ significantly with respect to green consumer

behavior.
3 | METHODOLOGY
3.1 | Participants and procedure

The respondents in this study were Indian students aged between
18 and 34 years who had been involved in purchasing tech brands
and were interested in tech-brand appliances. This ensured that
respondents had a certain level of knowledge and interest relating
to the product category, thus improving the power of the self-
report method in predicting actual purchase behavior. The survey
instrument was administered to undergraduate, post-graduate stu-
dents and doctoral scholars from nine state universities of UT of
Jammu & Kashmir in India. It can be inferred from the previous
studies that student samples have long been the preferred respon-
dents/sample in such studies (Adnan et al., 2017; Amalia
et al., 2020; Bedard & Tolmie, 2018; Chaudhary, 2018;
Chaudhary & Bisai, 2018; Cheah et al, 2015; Waris &
Hameed, 2020; Yadav & Pathak, 2016; Yu et al., 2017). Students
usually comprise a demographic segment of individuals between the
ages of 18 and 34 years, also known as the millennial generation.
They are often termed Generation Y or Echo Boomers in the 21st
century. Millennials are said to be extremely diverse, educated, and
technologically savvy. The research found that this consumer group
is the most environmentally conscious (Vermillion & Peart, 2010).
Similarly, a study found that most of the college students sur-
veyed favor socially and environmentally friendly brands
(Spehar, 2006). Additionally, studies have also shown that educated
consumers are increasingly worried about the long-term effects of
health,
(Spehar, 2006). Furthermore, among all the available sampling ele-

products on their community, and environment
ments, students are assumed to be more amenable to new and inno-
vative ideas, and they are also expected to influence the purchase
decisions of their families and friends in favor of these ideas
(Lee, 2008). Similarly, millennials have a stronger preference for
green products and a willingness to buy eco-friendly products

(Rogers, 2013; Smith, 2010). Besides, millennials are considered

better educated, connected to information and the world
(Stanley, 2017). Therefore, India, with the world's largest number of
millennials (400 million), who constitute more than one-third of the
working population (Stanley, 2017), becomes a market to under-
stand for green marketers. Therefore, it was decided to generate
data from millennials (graduate, post-graduate, and doctorate stu-
dents) enrolled in educational institutions in the UT of Jammu and
Kashmir. Therefore, 700 students participated in this study employ-
ing stratified random sampling. The number of returned surveys was
530. Hence the response rate was 75.7%. However, the total num-
ber of valid cases for the data analysis was 494 after the complete
data examination process, including 296 females (59.9%) and
198 males (40.1%). The demographic profile of the final sample
comprising 494 respondents is presented in Table |. The demo-
graphic variables of the sample studied were gender, Age, educa-

tion, and family monthly income.

3.2 | Research instrument

The questionnaire is divided into two sections. The first
section intends to generate demographic information of respon-
dents. This section also includes questions related to the research
subject, such as the respondents were asked to choose among
green tech brands/products they use or prefer to purchase. To test
the formulated hypothesis, this study used “green tech brands” as a
research subject. The green tech brands include brands such as
Apple, Samsung, Hewlett-Packard (HP), Dell, Phillips, Lucky Gold-
star (LG),
Jardim, 2017). This research deliberately used green tech brands as

Nokia, Xiaomi, Huawei, and Lenovo (Cook &

a research subject for being energy-efficient brands. Researchers

suggest that promoting energy-efficient products effectively

TABLE I Demographic profile of respondents
Characteristics Frequency %age
Gender
Male 198 40.1
Female 296 59.9
Age
18-22 years 170 34.4
23-28 years 246 49.8
29-34 years 78 15.8
Education
Graduate 197 39.8
Post-graduate 255 51.6
Doctorate 42 8.6
Monthly family income
<25,000% 108 21.9
25,000-50,000% 243 49.2
>50,000% 143 28.9
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reduces greenhouse gas emissions globally (Nguyen et al., 2019;
Wang, 2017c). Besides, the Indian government systematically
encourages purchasing and consuming energy-efficient appliances.
Additionally, the substantial increase in electricity prices would
increase consumer interest and demand for green tech brands
(Greig, 2019; Wilson & Schmansky, 2019).

The items in the second section of the questionnaire intended to
capture consumers' perceptions about variables of green marketing
practices (Green Brand Positioning, Green Brand Knowledge) and
green consumer behavior (Attitude toward Green Brands Willingness
to pay a premium and Green Purchase Intention) such as with respect
to green tech brands/products they use or prefer to purchase. These
statements were based on a five-point Likert scale (five-point- Likert
scale: 1 = strongly disagree; 5 = strongly agree) used to assess
attitudes.

3.3 | Measures

3.3.1 | Green brand positioning

This study attempts to expand the research of Hartmann et al.
(2005) and enlarge the Green Brand Positioning to include three
dimensions: functional, green, and emotional positioning, as sug-
gested by Huang et al. (2014) and Mohd Suki (2016). Measurement
of Green Brand Positioning includes 18 items which were adapted
from Hartmann et al. (2005); Huang et al. (2014); Mohd Suki
(2016); Wang (2017c) and adopted from Mehraj and Qureshi (2022)

research studies.

3.3.2 | Green brand knowledge

Following the suggestion of Keller (1993); Huang et al. (2014), this
study divides Green brand Knowledge into two dimensions, green
brand awareness and green brand image. “Green brand awareness”
refers to “the strength of the green brand node in memory, i.e., how
easy it is for the consumer to recall the green brand.” Besides, “Green
brand image” refers to “a set of perceptions of a brand in a con-
sumer's mind linked to environmental commitments and concerns.”
Measurement of Green Brand Knowledge includes 12 items which
were adapted from the research of Keller (1993), Huang et al. (2014),
Mohd Suki (2016), and adopted from Mehraj and Qureshi (2022)
research studies.

3.3.3 | Attitude toward green brands

Measurement of Attitude toward Green Brands comprises six items
which were modified from the research of Chaudhary and Bisai
(2018); Huang et al. (2014); Mohd Suki (2016); Paul et al. (2016) and
adopted from Mehraj and Qureshi (2022).
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3.34 | Willingness to pay premium

Willingness to pay premiums comprises three items which were modi-
fied from the research of Chaudhary and Bisai (2018), Kirmani and
Khan (2018), Wei et al. (2018) and adopted from Mehraj and Qure-
shi (2022).

3.3.5 | Green purchase intention

Green Purchase Intention is measured using a four-item scale
adapted from Chan (2001); Chaudhary and Bisai (2018); Huang
et al. (2014); Mohd Suki (2016) and adopted from Mehraj and Qure-
shi (2022).

4 | RESULTS

4.1 | Analysis of gender

An Independent sample t-test was used to compare dimensions of
green marketing practices and green purchase behavior between
the male and female respondents. The study performed Levene's
test to check for the homogeneity of the responses before proceed-
ings with analysis based on gender. Levene's test results can be
observed in Table 2. If Levene's test was significant at a significance
level of p < .05, the test of equal variance not assumed was used
else, equal variance assumed was used (Field, 2009). The results of
the independent samples t-Test are presented in Table 2. It
becomes clear from the table that there are insignificant differences
in mean scores of young male and female consumers with respect
to factors of green marketing practices and green consumer behav-

ior (p > 0.05). Hence, Hp1 stands supported.

4.2 | Analysis based on age

The respondents were grouped into three categories based on their
Age. The first group comprised green consumers belonging to the age
group between 18 and 22 years; the second group of green con-
sumers was from the 23 to 28 years age group, and the third group
comprised green consumers belonging between 29 and 34 years. To
determine the differences between the three groups with respect to
the various factors, One-way ANOVA was used.

The results have been discussed in Table 3. It can be observed
from Table 3 that there exists an insignificant difference in the
mean values on the factor of green marketing practices and green
consumer behavior among consumers from different age groups
(p > .05). Therefore, it can be said that consumers from different
age groups do not differ significantly with respect to the factors of
green marketing practices and green consumer behavior. Hence,

Ho2 stands supported.



8 | WI LEY MEHRAJ €T AL.
TABLE 2  Analysis of gender
Levene's test for equality of variances
Constructs Gender Mean Std. deviation F Sig. t Sig. (2-tailed)
Green brand positioning Male 3.78 592 147 .701 .207 .836
Female 3.77 .587
Green brand knowledge Male 3.89 .652 .846 .358 .750 453
Female 3.85 .696
Attitude toward green brands Male 3.81 .851 596 440 .092 .927
Female 3.80 .889
Willingness to pay premium Male 3.98 781 .016 .900 —.248 .804
Female 4.00 794
Green purchase intention Male 4.03 754 .026 .873 409 .683
Female 4.00 766
Note: (Researcher's calculations) (*p < .05, **p < .01, ***p < .001).
Constructs Age groups (years) Mean Std. deviation F Sig. TABLE 3  Analysis based on age
Green brand positioning 18-22 3.79 .593 1.34 261
23-28 3.73 .595
29-34 3.84 .568
Green brand knowledge 18-22 3.86 693 621 .538
23-28 3.84 .669
29-34 3.92 .685
Attitude toward green brands 18-22 3.72 .938 1.96 .220
23-28 3.76 872
29-34 4.00 .781
Willingness to pay premium 18-22 4.04 .822 1.29 275
23-28 3.94 797
29-34 4.06 731
Green purchase intention 18-22 4.02 .808 .063 939
23-28 4.00 .735
29-34 4.02 767

Note: (Researcher's Calculations) (*p < .05, **p < .01, ***p < .001).

4.3 | Analysis of educational qualification

The respondents were arranged into three groups based on their edu-
cational qualifications. The first group comprised students pursuing
Graduation, whereas post-graduates and doctorates were the second
and the third group, respectively. To explore the differences between
the three groups with respect to the various factors, One-way
ANOVA was used. The results have been discussed in Table 4. It can
be observed from Table 4 that there exists a significant difference in
the mean values of the factors of green marketing practices and green
consumer behavior among the consumers of different educational
groups (p < .05). Therefore, it can be said that consumers from differ-
ent educational groups differ significantly with respect to factors of
green marketing practices and green consumer behavior. Hence, Hy3

stands not supported.

44 | Analysis based on income

The respondents were grouped into three categories based on their
monthly family income. The first group comprised consumers belong-
ing to families whose monthly family income was less than INR
25,000; the second group of consumers was from the monthly income
band of INR 25,000 and 50,000, and the third group comprised con-
sumers belonging to INR 50,000 and above. To determine the differ-
ences between the three groups with respect to the various factors,
One-way ANOVA was used. The results have been discussed in
Table 5. It can be observed from Table 5 that there exists a significant
difference in the mean values on the factors of green marketing prac-
tices and green consumer behavior among the consumers from differ-
ent income groups (p < .05). Therefore, it can be said that consumers

from different income groups differ significantly with respect to the



MEHRAJ ET AL.

TABLE 4 Analysis of educational
qualification

Constructs

Green brand positioning

Green brand knowledge

Attitude toward green brands

Willingness to pay premium

Green purchase intention
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Note: (Researcher's calculations) (*p < .05, **p < .01, ***p < .001).

TABLE 5 Analysis based on income Constructs

Green brand positioning

Green brand knowledge

Attitude toward green brands

Willingness to pay premium

Green purchase intention

Education Mean Std. deviation F Sig.
Graduate 3.66 .594 4.14 .005**
Post-graduate 3.79 .589

Doctorate 3.86 .586

Graduate 3.77 671 3.50 .043*
Post-graduate 3.82 671

Doctorate 3.95 .700

Graduate 3.79 .819 3.63 .036*
Post-graduate 3.86 .865

Doctorate 3.67 971

Graduate 3.96 .751 3.68 .032*
Post-graduate 4.06 777

Doctorate 3.85 .862

Graduate 4.01 .760 4.55 .004**
Post-graduate 4.40 739

Doctorate 3.94 .824

Income Mean Std. deviation F Sig.
<25,000% 3.79 .609 3.49 .044*
25,000-50,000% 3.87 .563

> 50,000 3.77 .620

<25,000% 3.87 .694 4.03 .023*
25,000-50,000% 3.90 .670

> 50,000 3.87 .686

<25,000% 3.74 .878 4.46 .004**
25,000-50,000% 3.80 .852

> 50,000 3.86 .908

<25,000% 3.28 766 3.74 .046*
25,000-50,000% 3.97 .783

> 50,000 4.01 .815

<25,000% 3.74 775 4.26 .015*
25,000-50,000% 3.97 .749

> 50,000 4.05 772

Note: (Researcher's Calculations) (*p < .05, **p < .01, ***p < .001).

factors of green marketing practices and green consumer behavior.

Hence, Ho4 stands not supported.

5 | DISCUSSION

In this study, the relationship between demographic characteristics
(i.e., age, gender, income level, and education level) and green marketing
practices and green consumer behavior was examined. This study used
specific consumers' green purchase intentional questions related to
green marketing practices. Consequently, the results are quite different

from those of previous research in the green purchase research field.

51 | Gender

The results of the present study found that male and female con-
sumers do not differ significantly with respect to green marketing
practices and green consumer behavior. These findings have been
backed by submissions in previous studies (Akehurst et al., 2012;
Awad, 2011; Khare, 2015; Mourad & Ahmed, 2012; Paco &
Raposo, 2010; Rice, 2006; Samdahl & Robertson, 1989; Shamdasani
et al., 1993; Suplico, 2009). Nath et al. (2015) have also observed that
male and female consumers are on the same footing as far as green
behavior is concerned. Recently, Nguyen et al. (2019) also found gen-

der has no role in determining green consumer behavior. While
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Shahsavar et al. (2020) found a role of gender in determining green
consumer behavior.

52 | Age

The results also depict that the consumers of different age groups do
not differ significantly in their green marketing practices and green
consumer behavior. The findings of the research are in line with
(Akehurst et al., 2012; Khare, 2014, 2015; Nguyen et al., 2019;
Shamdasani et al.,, 1993; Tilikidou & Delistavrou, 2014). While as Sun
et al. (2019), Shiel et al. (2020), Wang, et al., (2020), and Zavala and
Theodoropoulou (2018) recently found that Age has a significant

influence on green consumers' behavior.

5.3 | Education

The results of the present study have indicated that education of con-
sumers has a role to play in their green consumer behavior while
agreeing with the findings of a significant number of previous studies
(Awad, 2011; Balderjahn, 1988; Mourad & Ahmed, 2012; Nath
et al., 2015; Nguyen et al., 2019; Patel et al., 2017; Rice, 2006; Sun
et al.,, 2019; Wang, et al., 2020; Zavala & Theodoropoulou, 2018). This
may be attributed to the fact that respondents in the present study
were graduate, post-graduate students, and doctorates, and hence,
they may have already crossed the threshold of educational qualifica-
tions required to understand the gravity of prevailing environmental
problems and the importance of adjusting consumption habits in favor
of the environment. Thus, it provides an important implication for
future researchers to generate data from a set of respondents spread
through diverse educational categories and explore the differences in

environmental preferences across those categories.

54 | Income

The findings of the study found that the consumers of different
income groups differ significantly in green marketing practices and
green consumer behavior. The study findings are not in line with
(those of Akehurst et al., 2012; Shamdasani et al, 1993;
Suplico, 2009; Tilikidou & Delistavrou, 2014). While Paco and Raposo
(2010) and Shahsavar et al. (2020) have indicated that high-income
group consumers are more inclined toward the green initiatives than
the low-income group consumers. Khare (2014), in the Indian context,
has also indicated that people in high-income brackets are likely to be
more responsive to green marketing initiatives.

The discussion, thus far, has revealed that the gender and age of
young Indian consumers are not important in explaining their green
consumer behavior. Thus, the present study supports the assessments
of the previous researchers that the predictive power of gender and
age is generally less in comparison to positioning and attitudes in

explaining the green purchase intention of the consumers (Akehurst

et al.,, 2012; Awad, 2011; Diamantopoulos et al., 2003; Khare, 2015;
Mourad & Ahmed, 2012; Paco & Raposo, 2010; Rice, 2006;
Samdahl & Robertson, 1989; Shamdasani et al., 1993; Suplico, 2009).
It can be concluded that green consumer behavior is difficult to define
demographically because of the complexities involved in explaining

eco-friendly consumer preferences.

5.5 | Implications for practice

5.5.1 | Practical implication

These research findings are quite different from previous results. Green
marketers can use the unique outcomes of this study to make decisions
in formulating green marketing strategies. The findings of the study can
be used by marketers to select target consumers and to design appropri-
ate marketing campaigns for green consumers. The findings suggest that
environmental regulators and lawmakers should continue their efforts to
provide economic incentives to encourage pro-environmental purchases
among millennials. Additionally, marketers of green products may pursue
self-directed targeting strategies in promoting green products among
millennials. Similarly, the marketers should adopt the green skimming
strategies and target only the highly educated and middle-income young
consumer group. Likewise, they should design green marketing commu-
nications in such a way that influences the behaviors of such consumers.
But the environment is not a problem that can be restricted to a small
group of consumers. So, the marketers should adopt a penetration
approach and should focus on other consumer categories once the green
product has become well-known among the targeted consumers. They
can organize seminars and workshops in educational institutes to make
consumers more environmentally conscious and sensitive.

5.5.2 | Theoretical implications

There are theoretical implications associated with green marketing
practices and consumer behavior, particularly concerning demographic
differences among young consumers.

Firstly, companies need to recognize that young consumers tend
to be more environmentally conscious than older generations. As
such, companies should consider incorporating green marketing prac-
tices into their overall marketing strategies in order to appeal to this
demographic. This may involve highlighting the environmental bene-
fits of their products or services, using eco-friendly packaging, or
implementing sustainable production methods. Secondly, there may
be differences in green consumer behavior based on demographic fac-
tors such as Age, gender, and socioeconomic status. For example,
younger consumers may be more likely to purchase products from
companies that strongly commit to sustainability. In contrast, older
consumers may be more focused on price and convenience. As such,
companies should tailor their marketing efforts to different segments
of the population in order to effectively target their desired audience.

Thirdly, companies should be aware that young consumers are often
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more willing to pay a premium for eco-friendly products. This may be
due to their strong environmental values and desire to support com-
panies that share them. Companies that prioritize sustainability may
be able to charge a premium for their products among this demo-
graphic. Overall, the implications of green marketing practices and
consumer behavior for young consumers highlight the importance of
incorporating sustainability into business strategies to appeal to this

environmentally-conscious demographic.

5.6 | Limitations and future research

The respondents were only selected from millennials (graduate, post-
graduate, and doctorate students) enrolled in educational institutions
located in the UT of Jammu and Kashmir in India. Although 700 question-
naires were used in data analysis, the results cannot represent overall
Indian consumers' characteristics. Also, this study was only conducted in
India, meaning the conclusions will only apply to this country and area.
Results may vary across other areas and countries due to cultural differ-
ences, acceptance of green marketing conception, and many other fac-
tors. Thus, the results of this study should be replicated and tested in
other areas or countries to confirm their validity and usefulness further.
Furthermore, some researchers have argued that psychographic charac-
teristics influence more than demographic characteristics toward green
purchase behavior (Sun et al., 2021). Therefore, future research should
combine demographic and psychographic variables.
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