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Abstract— “Green” is an umbrella term that refers to products 

and practices that are organic, sustainable and/or otherwise 

environmentally friendly. Green marketing refers to the 

process of selling products and/or services based on their 

environmental benefits. The obvious assumption of green 

marketing is that potential consumers will view a product or 

service’s “greenness” as a benefit and base their buying 

decision accordingly. Environmental issues have become a 

concern for the consumers and companies across the globe 

that led to the manufacturing of green products. GREEN 

CONSUMER BEHAVIOUR:  Consumer behavior in case of 

green FMCG products/ eco-friendly FMCG products mainly 

depends on many factors like if the consumer is well 

informed about the product and have deep knowledge about 

green attributes, attribution through eco labels, consumers 

who have high belief regarding the environment and are more 

inclined towards the products that have minimal adverse 

impact on the sustainability of the environment. 
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I. PURPOSE 

The purpose of this study is to know the consumer behavior 

on buying green/ ecofriendly FMCG products (personal care 

products), the study also sought explanation that what are the 

factors affecting the behavior of consumers towards Green 

FMCG Products (personal care) and importance of green 

FMCG products in preserving environment. 

II. INTRODUCTION 

Green marketing refers to the process of delivering the higher 

standards of living through the marketing of the products that 

are presumed to be environmentally safe. It is also known as 

“Environmental Marketing” and “Ecological Marketing”. 

McCarthy classified 4P’s of marketing as Product, Price, 

Place and Promotion but in the era of Green marketing there 

is 3 more P’s like People, Profits and Planet 

Personal care is the industry that manufactures 

products used in personal hygiene and for beautification. 

These includes large number of products as diverse as wet 

wipes, toothpaste, toilet paper, talcum powder, moisturizer, 

shaving cream, shampoo, hair dye, cleansing pads, deodorant, 

cotton swabs, etc. Healthy growth is continuing in the world 

for natural and organic personal care products. Customers 

these days are more aware about the benefits of organic and 

natural products People in emerging economics like India too 

have high concern for greener and socially responsible 

environment and have a complete positive attitude towards 

green marketing. It is also evident that in the near future more 

and more consumers will prefer eco-friendly products as they 

don’t mind even additional breads for organic and green 

products. 

Moreover, growing awareness regarding the 

harmful effects of synthetic chemicals that deteriorate the 

system of the human beings as well as pollute the 

environment. Sulphates, parabens, fragrances have an 

alarming effect and thus one should refrain using non-organic 

personal care products. Skin care has been the more discussed 

sector. 

A. Evolution of Green Marketing:  

Green marketing is the term that was first discussed in a 

seminar on “Ecological Marketing” organized by American 

Marketing Association (AMA) in 1975 and it has three phases 

as; Ecological, Environmental and Sustainable. In India, the 

picture of Green Marketing came into existence in period of 

1990s-2000. 

B. Personal care products as Green products: 

Green products can be defined as “Products which have 

minimal impact on the environment” 

Personal care products include skincare, oral care, and 

haircare. There are number of benefits if we use natural and 

organic products as these do not harm body instead, relax, 

rejuvenate and enhances the beauty. Further these products 

are “green or eco-friendly” and keep our planet healthy. 

Truly natural personal care products exist in nature and are 

biodegradable. By using natural plant-based formulations 

that are rich in vital skin nutrients and antioxidants, can help 

nourish the skin and help it repair itself. 

Examples of Skincare products as Green Products includes 

The Body Shop, Burtsbees, Amway, Estee lauder, Biotique, 

etc.   

C. Characteristics of Green Products: 

 Products with natural ingredients 

 Eco-friendly Products 

 Organic products 

 Recycled, reusable and biodegradable products 

 Not tested on animals 

 Consumer behavior depends completely on the green 

marketing of FMCG products. Like the terms “green” 

and “eco-friendly” may have been responsibly sourced 

but may not necessarily be organic. What’s more, some 

manufactures have been known to intentionally mislead 

consumers in practice known as “Greenwashing”, which 

means a product is not actually eco-friendly in nature but 

presuming it to be eco-friendly in customer’s minds. 

 The factors that affect consumer on the positive side of 

buying eco-friendly FMCG products are; 

 Health conscious behavior of the consumer 

 Concept of Environment Sustainability 

 Eco-labels and Eco-brands 
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 Environmental advertising 

 Environmental awareness 

 Negative side can be high price of green/eco-friendly 

FMCG products 

III. RESEARCH METHODOLOGY/ DESIGN OF STUDY 

A. Data Collection 

Sample Method: In this research methodology, we used 

descriptive research design. The sampling technique is 

convenient sampling where the sample size of the data is ---- 

with the age group of 16-55 years. The data was collected 

using survey about green marketing, eco-labels of green 

FMCG products and demographic analysis regarding eco-

friendly FMCG products. Data was collected from randomly 

selected people about the green concept. 

Primary data was collected through questionnaires 

which contained questions- asking like concept of green 

marketing, idea of green products in the market, how much 

extra you are ready to pay, etc. By this, we can get to know 

about the awareness of green marketing of the product, eco-

labels in youth of Pune, value of eco-friendly personal care 

products and demographic analysis. 

Secondary data incudes magazines, articles, blogs, etc 

Sample size:  A survey of consumers of Pune and Mumbai 

was taken and the following analysis of data was obtained. 

1) Green Marketing Concept: 50 

2) Eco-labels: 70 

3) Demographic data: Around 40 

4) Eco-friendly personal care products: Around 30 

1) Green Marketing Concept: 

1) Have you heard about “Green Marketing “in FMCG? 

 
2) Have you ever used an eco-friendly FMCG products? 

 

3) Does a positive attitude help towards idea of bringing 

green marketing of FMCG into the picture? 

 
4) As a consumer would you buy an eco-friendly FMC 

product or go with an available FMCG product? 

 
5) Do you think green marketing of FMCG products a better 

option for a better future? 

 
Several questions were asked to people and the responses 

were recorded. 

2) Eco-Labels: 

1) Does eco-friendly label on FMCG product affect your 

purchasing behavior towards buying it? 
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2) Do you think ecolabels on the FMCG products are worth 

to give out characteristics of an eco-friendly product? 

 
3) Are you aware of the term” greenwashing” in green 

products? 

 
 

4) Are advertisements successfully marketing eco-friendly 

products and trying to change consumer behavior 

towards buying them? 

 
5) Do you trust the label “eco-friendly” on the FMCG 

product? 

 
6) Will you invest your extra money in buying an eco-

friendly FMCG product compared to a normal FMCG 

product? 
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7) Do you think we really need to adapt with “Green 

Products” for environment conservation? 

 
8) Do you think every organization should start following 

or developing eco-friendly FMCG products? 

 
9) Are you an eco-conscious consumer? 

 

10) What encourages you to buy an eco-friendly FMCG 

product? 

 
3) Demographic Data: 

1) Do you think women are more conscious in buying 

FMCG products then men? 

 
2) Do age groups matter buy behavior of FMCG products? 

(Like youngsters of age 25-30 don’t buy eco-friendly 

products and age 35+ buy them) 
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3) Do education matters in recognizing importance of eco-

friendly products? 

 
4) Do you agree that the price of eco-friendly FMCG 

product is supposed to be higher than the normal one? 

 
5) Are you a proud ecofriendly FMCG consumer? (in terms 

of satisfaction) 

 

6) How much are you willing to pay more for eco-friendly 

FMCG products as compared to normal FMCG 

products? 

 
4) Eco-Friendly Personal Care Products: 

1) Are you aware of eco-friendly personal care products? 

 
2) When it comes to purchasing of skin products, you prefer 

the non-organic (synthetic) or eco-friendly personal care 

products? 
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3) Do you think that parents are more aware about eco-

friendly personal care products than non-parents’ 

population? 

 
4) Do you think urban population is more aware towards the 

eco-friendly personal care products as compared to rural 

population? 

 
5) Will “go green” i.e. eco-friendly personal care products 

be the best option for the replacement of the synthetic 

personal care products? 

 
6) Which age group from the following do you think is 

more aware about using eco-friendly personal care 

products? 

 
7) Which of the following factor is responsible for increase 

in the purchase of eco-friendly personal care products? 

 

IV. FINDINGS 

 In the method/survey conducted above, the findings was then 

out to be as; 

 Almost half of the population was not aware about the 

term green marketing despite of using green FMCG 

products 

 They think that bringing up a positive attitude about 

green marketing will help consumers to buy green/eco-

friendly FMCG products 

 In case of eco-labels, almost 90% of the sample 

population thinks that eco-labels affect their buying 

behaviors towards a particular green FMCG product 

 Almost 65% of sample population think that eco-labels 

give out the green characteristic of the FMCG product 

 Around 62% of the population is not aware of the term 

“greenwashing” in green FMCG products 

 Around 50% People are ready to invest extra money in 

buying an eco-friendly FMCG product when compared 

to an normal FMCG product and also are ready to adapt 

with the concept of “ Green Products” 

 Almost 90% and above population thinks that they are an 

eco-conscious consumer and almost all the organizations 
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producing FMCG products should start producing eco-

friendly products 

 72% of sample population think that environment 

sustainability motivates them to buy an eco-friendly 

FMCG product while advertisement and eco-label just 

constitutes for 8% and 20% 

 In the case of demographic data, it shows that women are 

more conscious in buying an eco-friendly product than 

men. 

 Almost half of the sample population thinks that age 

group doesn’t matter in buying of an eco-friendly FMCG 

product. 

 More than 90% of the population thinks that education is 

required to recognize an FMCG product as “eco-

friendly” 

 Around 53% of the sample population agrees that the 

price of an eco-friendly product should be high as 

compared to the normal one ,while 47% says no 

 77% of the sample population say that they are a proud 

“eco-friendly FMCG consumer” 

 More than 80% of the sample population is aware about 

eco-friendly personal care products. 

 More than 65% of the sample population prefer using 

eco-friendly personal care products. 

 About 65% think that parents are more aware about the 

eco-friendly personal care products than the non-parent 

population 

 Almost 55% of the sample population thinks that urban 

population is more aware towards the eco-friendly 

personal care products as compared to rural population. 

 More than 50% of the people think that the age group 

between 18-30 years is more aware and conscious about 

using eco-friendly personal care products. 

 About 52% of the population say that “go green” eco-

friendly personal care products will be the best 

replacement option for synthetic personal care products. 

 About 58% of population says that awareness, attitude 

and perception towards the eco-friendly personal care 

products is important in increase in purchase of them. 

V. RESEARCH IMPLICATIONS 

The nature of the study is cross-sectional, which involves data 

collected from people of different age groups and then the 

conclusion is drawn about the study in respect to considering 

the differences. Both primary and secondary data are used in 

the paper. Factors affecting consumer behavior when studied 

can yield effective /improving an eco-friendly nature of a 

product in the future. Studying these factors will be also 

helpful to design marketing strategies to influence consumer 

buying behavior towards a green product i.e. eco-friendly 

personal care product. 

VI. PRACTICAL IMPLICATIONS 

The findings in this research paper provide useful information 

for manufacturers and organizations about various aspects of 

developing an eco-friendly product (personal care) and how 

the consumer behavior is affected towards it by various 

factors including price of the product, environmental 

awareness, and advertising or eco-label of an eco-friendly 

FMCG product, here personal care product. 

VII. ORIGINALITY/VALUE 

The study (Research Methodology) delivers an exclusive 

method to understand the consumer preferences towards eco-

friendly/green FMCG products and improving its 

characteristic nature by changing or developing consumer 

behavior towards the buying the product. 

VIII. CONCLUSION 

Globalization has impacted positively, most of the consumers 

are aware about green FMCG personal care products and their 

numerous benefits. 

This study enlightens the importance of eco-friendly 

personal care products over the non- ecofriendly products 

(organic). Almost half of the sample population is aware 

about the term “green marketing” and also care about 

environment sustainability. They also think that “eco-labels” 

play an important role in sales of the eco-friendly FMCG 

products. 
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