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Abstract— Cell phone or mobile phone is the buzz word of 

young generation of today’s world. Manufacturers and 

marketers must take into account customers' awareness and 

appreciation of the benefits of green/eco-friendly aspects of 

cell phone which often influences their purchase. Marketer 

can adopt green marketing strategies and may gain 

competitive advantage. The purpose of this paper is to 

examine the awareness of eco-friendly aspects of cell among 

college students.  Design/methodology/approach – Based on 

a review of literature, particularly cell phone the green 

aspects of cell phone were collected and organised in form 

of a self administered questionnaire. The data was collected 

from 100 cell phone users who were management students. 

The sample was selected on the basis of random sampling. 

Findings – Customers' green values should be well 

understood while planning marketing strategy for a cell 

phone. Green marketing arguments should be communicated 

to customers in a coherent, to avoid customer skepticism or 

disbelief. 

Key words: Mobile Phone, Environment and Health 

Concern, Awareness 

I. INTRODUCTION 

Today, ‘‘green’’ is used to refer to new technology and new 

products that have a sustainable impact on nature (Henri 

Simula, Tuula and Jari Salo, 2009). A research in U.S. 

reveals when it comes to social cause and the environment, 

the environment remains prime concern for the customer 

laying enormous opportunities of gaining competitive 

advantage for a marketer.  

This paper takes green perspective of cell phone 

and examines the awareness of eco-friendly and health 

aspects of cell phone among college going cell phone users. 

The overall purpose of this paper is to determine the ‘‘green 

awareness’’ among them.  

II. HEALTH   & ENVIRONMENTAL ISSUES OF CELL PHONE   

Marketing is in charge of collecting market data but is also 

responsible for disseminating  information about the impact 

of products on the environment and society (UNEP, 2007). 

A. Health impact 

 The effect of mobile phone radiation on human health is 

the subject of recent interest and study. Mobile phones 

use electromagnetic radiation in the microwave range 

800 – 1800 Mhz.. Other digital wireless systems, such 

as data communication networks, produce similar 

radiation. 

 The WHO has classified mobile phone radiation on 

the IARC scale into Group 2B - possibly carcinogenic. 

That means that there "could be some risk" of 

carcinogenicity, 

 Exposure to toxic substances like lead, copper, arsenic, 

zinc, cadmium, PVC while handling 

B. Environmental impact 

 Conventional cell phone utilizes non renewable 

resources like nickel, lead, zinc, cadmium, mercury,  

poly vinyl chloride (PVC), brominated flame retardants 

etc.and precious metals like silver.PVC is burnt to 

recover copper from wires which release harmful gases 

in environment. 

 Incineration of disassembled part releases highly 

volatile matter in air. 

 The e-waste contains toxic materials such as Lead and 

mercury that are hazardous to both people and our 

environment. When these toxic elements mix with the 

soil and water, they affect the health of Humans, 

Animals and Trees. Cell phone waste is trashed, land 

filled which results in loss of precious metals. More 

than 150 million mobile phones are scrapped every year 

and only 20 percent of these mobile phones are 

recycled. So assume the amount of e waste that is 

generated and added to already existing pool of e waste. 

The more critical state is that this e-waste lies 

unattended. 

 There is problem of mixing toxic minerals with soil and 

water through leachate. 

C. Green cell phone 

A green cell phone includes: 

1) Recyclable or renewable material of cell phone –  

Recyclable materials can be put back into circulation, 

reducing the health risks to the community. The materials 

that are contained in old cell phones can often be recycled 

and reused to make a variety of other products. Recycling 

may include disassembly and shredding. Disassembly is 

disassembly of packages and plastics that may be 

incinerated. Shredding includes recovery of metals and 

minerals that may be utilized in future. Sometimes cell 

phone companies assign recyclable job to another company 

that qualifies to recycle them by collecting used cell phone 

from customers, rather than  customers wrestling with 

disposal guidelines themselves, it is often much easier to 

just sell or donate old cell phones to company so assigned 

2) Design Process  

Considerations during material choice stage of design 

process for enhancing recyclability and disassembly of cell 

phone during end of life stage; striving for minimized 

material and energy usage at all stages of the life  

3) Use of non-toxic chemicals  

several researches reveal that conventional cell phone are 

made of toxic chemicals that contain lead, nickel, bromine, 

chlorine, phthalates. Antenna of cell phone contains highest 

bromine which is 10% by weight. Headphone contains PVC 

with phthalates over 1-5% by weight. Material usage 

decisions focus on elimination or reduction of use lead and 

other toxic chemicals to their lowest levels. 

http://en.wikipedia.org/wiki/Electromagnetic_radiation
http://en.wikipedia.org/wiki/Microwave
http://en.wikipedia.org/wiki/Wireless_electronic_devices_and_health
http://en.wikipedia.org/wiki/World_Health_Organization
http://en.wikipedia.org/wiki/International_Agency_for_Research_on_Cancer
http://en.wikipedia.org/wiki/List_of_IARC_Group_2B_carcinogens
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4) Low Power Chargers –  

Most cell phones don’t even come close to being green — 

their chargers are energy inefficient, they contain hazardous 

chemicals, and they are not designed for upgrading or easy 

recycling. Low power chargers consume less power in 

charging a mobile phone thereby saving energy. That 

signifies they do not require to be charged as considerably, 

so chargers are not left on for so prolonged thus wasting 

energy. 

5) Solar powered cell phone –  

These cell phone are fitted with solar rechargeable battery. 

Power is generated through solar battery 

III. RESEARCH METHODOLOGY 

Based on a review of literature, the green aspects of cell 

phone were collected and organised in form of a self-

administered questionnaire.  

A. Sample Size and Sampling Techniques 

The data was collected from 100 cell phone users who were 

management students. The sample was selected on the basis 

of random sampling. 

B. Findings  

The table given below shows the demographic profile of the 

respondents. 

Gender % 

Male 59 

Female 41 

Table 1:Demographic Profile 

Table 1 shows 59% of the respondents were male 

and 41% respondents were female 

Fact % 

Mobile phone emits electromagnetic radiations even 

when not in use 

6

6 

Mobile phone emits higher range of electromagnetic 

radiations when connecting call with someone 

5

9 

Mobile phones emit high level of radiations when its 

battery is being charged. 

6

4 

Mobile phone emit high level of radiations when its 

battery power is below critical point 

5

3 

Radiations emitted from the mobile phone can be 

avoided while communicating with someone with use of 

Hands free 

4

8 

Mobile phone should be handled/kept away from the 

body organs to avoid radiations 

7

6 

Discarded mobile phones contain toxic materials like 

Lead and Mercury that are hazardous to both people and 

environment. 

5

6 

Discarded mobile phone can be disposed- off at 

collection bins of company in Brand Stores 

2

4 

Discarded mobile phones add to e-waste 
6

5 

Mobile phones are recyclable 
5

6 

Mobile phone contain precious metals like silver copper 

etc. which can be recovered and reused 

3

3 

If cell phone used for more than 10 minutes as thereafter 

it releases burst of radiations 

4

7 

Table 2: Level of Awareness regarding environment and 

health issues of mobile phone 

Calculating mean of total awareness 647/12*100=53.9 

The total average awareness for different 

environment and health issues concerned with mobile phone 

is 53.9%. 

Table 2 shows that 66% of the respondents are 

aware that  mobile  phone  emit  radiations. Only 48% of the 

respondents were aware that hands free should be used. 

About 47.5 % respondents said that they are aware that 

mobile phone should not be used for more than 10 minutes. 

The average awareness for environment and eco 

friendly concern among users shows that there is lack of 

awakening among users and in order to create a healthy 

environment there is a need to disseminate the pattern of 

healthy mobile phone use among the consumers. 

IV. CONCLUSION 

Mobile phone has nowadays become necessary evil as it has 

taken place of several other gadgets with only one gadget. 

But at the same time while utilizing its benefits one should 

also be aware of its darker side and try to curb it from 

becoming a curse. The marketers should assess the 

awareness of users for eco-friendly and health issues of the 

cell phone so that the marketing strategies could be designed 

as per the target market and healthy way of using cell phone 

could be created. 
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