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Abstract:

Consumer’s mentalities are dynamic towards the surroundings to energize advancement for
protection and hence the favorable circumstances from this source of development are
ensured to survive our present age. This work examines customer’s confidence and point of
view on surroundings insurance and their purchasing behaviour of eco-friendly items.

This paper furthermore focuses on the achievement of actions put by advertisers in conveyance
further brand awareness in purchaser's minds. It more analyze purchaser behaviour and effect
of elevating correspondence to spot how clients are influenced to pick green products.

The data for this paper is achieved through sharing different questionnaire to the locality of
Islamabad and over 200 responses has been recorded and analysis of those results through
SPSS software is carried out. All of the four hypotheses have been accepted, to be specifics all
the marketing tools like Eco-Label, Eco-Branding and Environmental Ad has a positive effect on
consumer purchase decisions and behaviours.

Consumer buying behavior towards green products in retail market of Islamabad hasn’t been
studied in Pakistan.

Keywords: Green Marketing, Consumer Buying Behavior, Marketing Tools, Eco label, Eco brand,
Environmental Ad, Green Retailing, CSR, Customer Loyalty




Table of Contents

T g T o T [N Tox 1 o o 1SRRI 8
Brief about the reSearch ar@a:........c.ueeeiciiie e e e e 8
IMPOrtance Of the STUAY . .o e e e e e e e e 8
oY o1 =T 4 g T = 1 =T 0 ¢ T=T o L SRR 8
T Yol AT O] oY [T A Y7L 8

Review Of RESEAICN LItEratUre......ccccuiiei ettt et e e e e e e e e aanneee s 9
(G =TT oI =T = [T U 9
Green Marketing and itS IMPOrtANCE: ....coi i e e e e 12
New paradigm for green Marketing: ........ueeeeiii i e e e e e 12
Green Marketing MethOdOIOgY:.......uuiiii i e e e 13

oo B -] o T=] 170 Y-SR 14
[ olo R =T o OSSPSR 15
ENVIFONMENTAI Al e e e e et e e e e e e e e ar b e e e e e e e e e e nanraereeeeeaaaens 16

GrEEN RETAIIINEG: «eveeieiiiiie et e e s e e e st e e e ssabt e e e e s baeeeessaaeeseesnnseeeeannns 16
Green Retailing GroOWEN: ... ..iii i e s e e e eaa e e e s nreaeee s 17

LT =T=T oI oloT o {810 01T o 1] o USSR 18
Process of pUrChas@-deCISION: .....cccuiiieiiiiee et e e e s e e e saaeeeesnns 18
DeCiSioN-MaKing fOr CONSUMEIS: .....uuiiiiieciieeeeceeee et e e e e e e e s e bae e e e sae e e e e s aneeessneees 19
Customers who are aware of brand equity and value: .......cccccuveiiiiiiii i, 20
Why Green Products @re ChOSEN: .....uvveeeieeieecccirieteee et e e e eesearre e e e e e e e s eeanraeeeeeeeesenannees 21
Colors that affect the brand understanding of clients: ......cccvveeiieiieiiiiieeeee e, 21
Environmentally friendly appeal for S00ds: .......coiriieiieiii i 22
(OITE o] 0 =T Y- L 1 = Vot o o USSP 23
LOYalty t0 the CUSTOMIEI . ... e e e e e e e e e aar e e e e e e eeeeens 24

Green marketing as a competitive Variable:. ... 25

Corporate Social Responsibility and Sustainability:........ccccuveieeeiiiiciie e, 26

Environmental deVelOPMENT: ... .o a e e 28

ReSEarCh FrameEWOIK/IMOTEL: .....ueiiiiiiieeeeeeieeeee ettt e e e e et et e e e e e e s e e bttt e e s e s e sessabareeeeesseens 30

ST Yol a WY/ =T d g Yo Yo Fo] Lo = SRR 31
Y= T ol T B LT T o U 31
Data Collection Method: .........oeiiiiie e e e e e e e aa s 32
=101 o] ST 2 PSPPIt 32
YT o111 7= K=Tol oY o [V ]SSPSR 32
LI L8 (10 oToT o 1] =Y [ o oSSR PR 32

Data ANalysis MEIO: ... e e e e e e e e e e e e s b e e e e e eeeaaeeas 33

RESUIES & DiSCUSSION: ciiiiiiitiiieeee ettt e e e e e e e et e e e e e e e e e etb e e e e e eeeeesansaeaeeeeeeeennssssensranneaaeeas 33
RESPONAENTS PrOfilE: oo e e e et e e e e e e e nner e e e e e aeeaaaas 33
DL ol Y A VSN =1 ) 1ol S 34
HYPOTRESIS ANGIYSIS: coiiiiiieee e e e e e e e et e e e e e s e s enbrae e e e e eeeeaeeas 34

COrTElatioN ANAIYSIS: .uvvveiiiiiiiieiiciirteeeee e e e e e e e e st reeeeeeesantrrareeeeeeesenstarreeeeessenaeanns 34
REEIESSION ANGIYSIS: ..oceeiiiireeeee ettt e e e e e r e e e e e e se bbb aeeeeeeeeeeanrbareeeeeseeens 35




[T 0 V1= o ] o PP RPORPPPRS 37
[ qY o 1= 1 o o 5SS 37
RS =T =T a1l SRS 38
Tables

Table 1: Demographic Variables SUMMaAry.........coooiiiieiiiiiiee e 33
Table 2: Correlation SUMMAIY ... e e e s e e s sbae e e e ssbaee e e s nees 35
Table 3: MOdEI SUMMAIY ..ciiiiiiiee ettt et e s st e e e s e e e sabae e e esnsaeeeeesaeaee e ennnees 35
Table 4: ANOVA ..ot e s s 36
Table 5: COBTIICIENTS? .....voeeeeeeeeeeete ettt ettt ettt ettt et eaeetesteseesesseseseetessensetessensetessenseseneas 36




