Study on green consumerism towards Sustainable Development


ABSTRACT:
Aim- The current study deals with knowledge, awareness and gain in knowledge towards sustainable development by rural households. 
Methodology-The data was collected for the present study by using self developed interview schedules through snowball techniquesand assess pre and post exposure on green consumerism towards sustainable development in Hisar and Bhiwani districts of Haryana state. From each districts, 75 respondents were selected for the study making a sample size of 150 respondents from both districts. 
Results-From both the district highest knowledge was found in Hisar respondents in post exposure stage regarding eco friendly agricultural practices, household practices, eco friendly food and clothing practices after dissemination of multimedia regarding green consumerism. 
Interpretation-The data showed that age, education, family income, socio economic status of the family and family education status had positive correlation with gain in knowledge.
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Introduction
Environment has become a conventional issue in the present competitive world. The contemporary rapid growth in the economy and the pattern of consumption and behavior worldwide are the main causes of environmental immorality. Throughout the past few decades in particular, more consumers’ are becoming conscious of and have a raised sense of due care for the environmental harm in which mass production is having upon depleting natural resources. Their response is a shift within their moral focus towards more green or sustainably produced being products, resulting in a reflection of more organizations now, than ever developing more products that claim to reduce the impact upon the environment (Delmas & Burbano, 2011). Therefore consumers’ now have more in-store choices of perceived quality preferences (Theron, 2015) on offer that are not only driven by price, but incorporate their “social and moral values” also (Singh & Singh, 2013). The amount an individual produces or consumes has a direct effect on climate change and can be reflected in terms of environmental issues.
Environmental problems are coupled with human consumption; therefore the problem of conservation is highly related to consumer consumption behavior. Hence consumers need to be responsive to reduce environmental damage through the consumption of environmental friendly products. To augment awareness about the environmental impacts of products, the Ministry of Environment and Forests, Government of India had initiated a scheme in 1991, which fundamentally was a scheme of labeling eco-friendly products, (Challa, 2008). This scheme aims at distinctive through the Eco-Mark, any product that is made, used or disposed of in a way that significantly reduces the undesirable effect to the environment. Environmental consciousness influences decision making behavior (Shen et al., 2015).
Green movement has expanded rapidly in the whole world, but with the time an increased convenience is seen among consumers about going green in developing nations such as India (Raghavan and Vahanvati, 2008). However, a research on environmental issues and green consumerism is at growing stage in the Indian context in comparison to other developing nation (Khare, 2015). Therefore, understanding the consumer intention toward green products is decisive for the marketers. In marketing, academicians and researchers are mainly interested about identifying the previous circumstances or factors of green purchase intention (Chan, 2014, Lin-Hi & Muller,2013) green awareness will help in developing suitable strategies for green products. 
The demand of green products is increasing day by day all over the world and as such there is a huge concern for understanding how green is a green product. One of the most significant restrains to the development of green products is the lack of consumer trust and the lack of information about green products. This shows us that consumer’s awareness and knowledge play an important role in promoting the green product. Moreover, consumers seem to have limited capability to verify the liability of green products. Environmental concern and brand knowledge are likely to be the two critical factors that influence consumers’ green products purchasing intention. In the context of increasing global awareness and climate change among the people the green consumerism concept is widely used. As a result there is increasing interest among the environmentalist to quantify the green consumerism around the world, from industrial to individual levels so as to frame their mitigation strategies. A deeper understanding of the influence of different pressures on the environment is required in an attempt to spread awareness regarding green consumerism among the people.
Materials and Methods
The survey work was conducted in Hisar and Bhiwani districts of Haryana state. To draw rural sample from Hisar district, block I and block II were considered. Two villages namely Dabra from block I and Aryanagar from block II were selected. From each village, 75 respondents were selected for the study making a sample size of 150 respondents from Hisar district. Similarly, two villages viz. Jhumpa kalan and Madhopura of Block I and Block II from Bhiwani districts respectively (n=150) were selected thus comprising a total sample size of 300 respondents.
Results and discussion
The data were collected in accordance with the research methodology to achieve the specific objectives of the study. The background profile of the respondents has been presented in table 1 and clearly explained to bring out their characteristic features. Personal, demographic and socio-economic profile of the respondents included information regarding age, gender, family type, family size, education and occupation of respondent and socio-economic profile of the family. Age -Personal and demographic attributes of the respondents were studied for proper explanation of the findings. More than half of the respondents i.e. 55.7 percent were in the age group 36-50 years followed by 25.0 per cent in age group of 25-35 years and 19.3 percent in age group of 51-65 years.Gender-gender of the respondents revealed that almost equal ratio of respondents i.e 50.7 were female and 49.3 percent were in male category.Education-Education status of the respondents revealed that maximum number of respondents had their education till primary (27.7%)followed by matric (15.7%) 10+2 (15.9%), graduate (9.0%), post graduate (6.0%) and 26.7% respondents were illiterate.Occupation- The data showed that the majority of respondent (37.3%) were house wife followed by 32.3% of respondents in agricultural work, 18.0% were running their own business and only 10.3% were doing service.Socio-economic status of the respondent Socio economic status of the respondents was assessed with the help of Kupuswamy scale (2021). Perusal of the data pertaining to the socio economic status showed that 43.0% of respondents from upper middle class followed by 33.6% from lower middle class and 23.3% from upper class that was least from all the above statements. Family Education Status data regarding family education status of the respondents exposed that maximum of respondents (44.7.3%) had medium family education status followed by high family education status (25.0%) and low family education status (41.6%).
Table 1: Personal and demographic variables
	Sr. No.
	Variables
	Frequency (%) 

	1
	Age

	
	25-35
	75(25.0)

	
	36-50
	167(55.7)

	
	51-65
	58(19.3)

	2
	Gender

	
	Female
	152(50.7)

	
	Male
	148(49.3)

	3
	Education

	
	Illiterate
	80(26.7)

	
	Primary
	83(27.7)

	
	Matric
	47(15.7)

	
	Senior Secondary
	40(13.3)

	
	Graduate
	27(9.0)

	
	Postgraduate
	18(6.0)

	
	Diploma
	5(1.7)

	4
	Occupation

	
	Agriculture
	97(32.3)

	
	Business
	54(18.0)

	
	Service
	31(10.3)

	
	House wife
	112(37.3)

	
	Other
	6(2.0)

	10
	Socio economic status
	

	
	Upper(26-29)
	60(20.0)

	
	Upper middle(16-25)
	52(17.3)

	
	Lower middle (11-15)
	83(27.6)

	
	Upper lower (5-10)
	33(11.0)

	
	Lower (>5)
	72(28.3)

	11.
	Family Education Status
	Score

	1
	Low educational profile(4-5)
	125(41.6)

	2
	Medium  educational profile (6-7)
	134(44.7)

	3
	High educational profile (8-9)
	41(13.0)

	
	

	
	


Mass media exposure of respondents
Mass media exposure of respondents has been presented in table 2.  The frequency of usage of mass media related to green consumerism was highest for social media (WMS 2.44) followed by television (WMS 1.43), newspaper (WMS 1.11) and radio (WMS 1.10).  The least usage of mass media was magazine (WMS 1.04).
Table 2: Mass media exposure of respondents about green consumerism
	Sr. No.
	Category
	Daily
	Sometimes
	Never
	WMS
	Rank

	1
	Television
	19(6.3)
	93(31.0)
	188(62.7)
	1.43
	II

	2
	Radio
	3(1.0)
	26(8.7)
	271(90.3)
	1.10
	IV

	3
	Newspaper
	17(5.7)
	1(.3)
	282(94.0)
	1.11
	III

	4
	Magazine
	-
	14(4.7)
	286(95.3)
	1.04
	V

	5
	Social Media
	159(53.0)
	116(38.7)
	25(8.3)
	2.44
	I




Awareness about Green Consumerismof respondents at Pre exposure and Post-exposure Stage
Table 3 showed the pre-exposure and post-exposure mean scores and paired‘t’ test were computed for all the messages on green consumerism in the selected districts viz. Hisar and Bhiwani and presented in the table. It was evident from table that all respondents successes in acquiring knowledge at post-exposure stage. Sufficient gain in knowledge was recorded in all the messages viz. methods of identification, reasons for choosing green products, carry own bags when purchasing, dispose of kitchen waste and treatment the household waste items, environmental Awareness, Health problem due to environmental degradation, awareness about importance of ecofriendly products, aware about ordinary products responsible for environmental degradation, social awareness, health perspective, eco friendly agricultural practice, household practices, resource management practices etc. Gain in knowledge was highly significant for all the messages.








Table 3: Awareness about Green Consumption at Pre exposure and Post Exposure Stage in Hisar and Bhiwani Districts

	Sr. No
	Statements
	Hisar (n=50)

	Bhiwani (n=50)

	
	
	Pre knowledge
	Post knowledge
	Gain in knowledge
	t- value
	Pre
knowledge
	Post knowledge
	Gain   in knowledge
	t-value

	1
	Method of identification of eco friendly products
	9.40
	13.36
	3.96
	19.76*
	2.53
	4.07
	1.54
	38.44*

	2
	Reasons for choosing green products
	8.08
	9.38
	1.30
	12.76*
	7.67
	9.75
	2.08
	21.84*

	3
	Carry own bag for purchase
	5.20
	7.92
	2.72
	17.42*
	6.00
	8.49
	2.49
	29.38*

	4
	Dispose of kitchen waste
	6.74
	9.64
	2.90
	19.94*
	5.88

	8.76

	2.88
	20.63*

	5
	Aware about Eco friendly Products
	4.60
	7.40
	2.80
	13.61*
	3.65
	6.48
	2.83
	12.43*

	6
	Aware about Health Problems occurs due to Environmental Degradation
	7.48
	13.38
	5.90
	10.80*
	8.11
	13.22
	5.11
	21.83*

	7
	Awareness about importance of eco friendly products
	8.38
	13.06
	4.68
	13.18*
	9.72
	18.39
	8.67
	17.35*

	8
	Awareness about ordinary products responsible for environmental degradation
	8.94
	14.58
	5.64
	18.61*
	7.83
	13.05
	5.22
	16.24*

	9
	Eco Friendly Social Awareness
	5.08
	6.68
	1.60
	33.60*
	3.42
	6.67
	3.25
	47.72*

	10
	Eco Friendly Health Perspective
	9.56
	13.34
	3.78
	18.26*
	8.04
	12.4
	4.36
	12.59*

	11
	Eco friendly Agricultural Practice
	6.36
	9.28
	2.92
	10.45*
	5.88
	8.89
	3.01
	19.20*

	12
	Eco Friendly Household practices
	6.28
	8.96
	2.68
	22.76*
	6.30
	8.42
	2.12
	19.85*

	13
	Eco Friendly Resource Management practices
	18.9
	24.86
	5.96
	20.17*
	17.04
	23.52
	6.48
	20.64*
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Level of gain in knowledge at pre and post exposure stage regarding green consumerism 
Effect of media package exposure on the level of knowledge of respondents has been shows in table 4. It was observed that Hisar respondents having high level (0.76-1.13%) of knowledge about green consumerism increased by 64% and respondents having poor (0.02-0.39) and average (0.39-0.76) was decreased by 48% and 16%, respectively, upon media exposure. In the same way, Bhiwani respondents in high level of gain in knowledge about green consumerism were increased by 56% (0.76-1.13) followed by average knowledge decreased by 4% and poor knowledge decreased by 52% about green consumerism.
Table: 4 Level of gain in knowledge at pre and post exposure stage regarding green consumerism 
	Sr.no. 

	Hisar
	Pre  Knowledge
(n=25)
	Post  Knowledge
(n=25)
	Gain in   Knowledge(%)

	Bhiwani

	Pre  Knowledge(n=25)

	Post  Knowledge
(n=25)
	Gain in  Knowledge
(%)

	1
	Poor (0.02-0.39)
	16 (64%) 
	4 (16%) 
	-12 (-48%) 
	Poor 
	19 (76% 
	6 (24%) 
	-13(-52%) 

	2
	Average (0.39-0.76)
	7 (28%) 
	3 (12%) 
	-4 (-16% ) 
	Average 
	4 (16%) 
	3 (12%) 
	-1 (-4%) 

	3
	Good(0.76-1.13) 
	2 (8%) 
	18 (72%)
	16 (+64%)
	Good 
	2 (8%) 
	16 (64%)
	14 (+56%)



Conclusion
Based on the interpretation of score more than half of the respondents i.e. 55.7 percent were in the age group 36-50 years followed by 25.0 per cent in age group of 25-35 years and 19.3 percent in age group of 51-65 years. Almost equal ratio of respondent’s i.e 50.7 was female and 49.3 percent were in male category. Maximum number of respondents had their education till primary (27.7%) and majority of respondent were house wife followed by in agricultural work and majority of respondents had small family size. Majority of respondents regarding socio economic status showed that 43.0% of respondents belong from upper middle class.
Maximum of respondents (44.7.3%) had medium family education status. Mass media exposure of respondents regarding green consumerism was highest found in social media (WMS 2.44). Exposure of mass media led a significant gain in knowledge regarding green consumerism. The pre-exposure and post-exposure mean scores and paired‘t’ test were computed for all the messages on green consumerism in the selected districts viz. Hisar and Bhiwani. It was evident from data that all respondents succeed in acquiring knowledge at post-exposure stage. Sufficient gain in knowledge was recorded in all the messages viz. eco friendly food items, eco friendly packaging material, eco friendly clothing, eco friendly home cleaner and washing detergents. Gain in knowledge was highly significant for all the messages. Hayranet al. (2018)also supported the present study by reporting that the majority of the respondents (67.36%) had a positive attitude towards sustainable agriculture, while 26.78 percent had a negative attitude. Khurana et al. (2007), Rizwana and Paris (2009) and Sindhu and Thakur (2011) also support the study. Significant change in attitude regarding organic farming was also observed. So the results indicated that exposure to booklet and leaflet had increased the knowledge level of respondents and changes the attitude. Kumari and Sethi (2012), Thakur and Verma (2012) reported the similar results that majority of the respondents were ready to adopt the organic farming, eco friendly practices in post exposure stage. It was evident that all respondents successes in acquiring knowledge at post-exposure stage. Sufficient gain in knowledge was recorded in all the messages viz.eco friendly food items, eco friendly clothing and eco friendly home appliances.
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