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Abstract – In present scenario, the environmental concern are high throughout the world. Indian consumers are 

becoming more aware about the environmental issues and also changing their purchasing behaviour towards “Green”. 

The consumers’ satisfaction will depend only on the usage and consumption of Green FMCG products and also 

whether the consumers will accept the products or not. Hence, the present study is focused to evaluate the dynamic 

influence of consumers’ purchasing behaviour on Green satisfaction about Green FMCG products in Coimbatore 

district. This study employed both primary and secondary data. The primary data were collected through interview 

schedule by structured questionnaire from 384 respondents who had the experience of purchasing Green FMCG 

products were selected by using purposive sampling technique. The collected primary data were analyzed with the help 

of statistical tools like percentage analysis; reliability analysis, confirmatory factor analysis and structural equation 

model (SEM) were used. The study found that the consumers purchasing behaviour has a significant influence on 

Green satisfaction towards Green FMCG products. Moreover, majority of the consumers are highly satisfied with the 

personal care, household care and food & beverages of Green FMCG products. Finally, the study suggested that the 

Green FMCG Companies should spotlight on the personal benefits along with the environmental advertisement, this 

will attract the consumers to increase the green purchasing behaviour for their growth and development of upcoming 

generation. 

Keywords: Green Marketing, Consumers’ Purchasing Behaviour, Green FMCG Products, Green Satisfaction & 

Confirmatory Factor Analysis. 

I. INTRODUCTION 

Over the past two decades the present situation strongly 

evidence that the Environmental issues are increased due 

to global warming, climate change, loss of biodiversity, 

pollution and depletion of natural resources. People have 

also become more conscious about the environmental 

problems and changing their behaviour for safe 

surroundings. Consumers are becoming more aware about 

the environmental problems and are actively trying to 

reduce their impact on the environment by purchasing 

green products and also moving towards a greener lifestyle 

[1]. The Go Green concept is to reduce pollution and 

carbon emission lead to a greenhouse effect on the Earth. 

It consists of three activities such as Recycle, Reduce & 

Reuse [2]. Coimbatore consumers are more aware about 

the concept of 3-R (Recycle, Reduce & Reuse) and also 

they are familiar about the eco-labels & symbols in Green 

FMCG products [3].  Green or Environmental Marketing 

consists of all activities designed to generate and facilitate 

any exchanges intended to satisfy human needs or wants, 

such that the satisfaction of these needs and wants occurs, 

with minimal detrimental impact on the natural 

environment [4]. The phrase of “Going Green / 

Sustainability / Eco-friendly” is the common word 

intended for FMCG companies as well as for consumers in 

reducing energy conservation for water & natural 

resources, disposable of wastages and not harmful to the 

environment. Moreover, it is the overall efforts of a 

company to eliminate processes which are detrimental to 
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the environment and use environmental friendly processes 

and packaging for manufacturing and presenting the 

products [5].  The utilization of Green marketing strategy 

helps the organizations to meet the expectations of 

consumers; attend to environmental concerns and also gain 

the competitive advantage [6]. In Indian economy, the 

FMCG sector is the 4th largest sector and also grown from 

US$ 31.6 billion in 2011 to US$ 52.75 billion in 2017-18. 

The sector is expected to grow a Compound Annual 

Growth Rate (CAGR) of 27.86 per cent to reach US$ 

103.7 billion by 2020. Moreover, the FMCG Companies 

are also looking forward to invest in energy efficient plants 

to get benefits for the society [7].  

A. Statement of the Problem 

Environment is created by the god for the comfortable life 

of the human being but this environment is destructed by 

the human beings for their luxurious life [8]. Knowledge 

about ecological issues is growing rapidly in the world. 

Nowadays the people realize that the consumption 

activities can lead to environmental problems like global 

warming, loss of bio-diversity, depletion of non-renewable 

resources, harmful impact of pollutants, etc. Additionally, 

the consumers are also becoming sensitive to switch over 

the Green FMCG products in their routine life. Creating 

customer satisfaction and building long term customer 

relationship are some of the primary objectives firms try to 

sustain their business in the competitive business world 

[9], [10].  Although, the FMCG companies recognize the 

Green Marketing strategies for their competitive advantage 

and also to reduce the ecological issues to satisfy the 

consumers in order to safeguard the planet. With this 

background, this study examines the influence of 

consumers’ purchasing behaviour on Green satisfaction of 

select Green FMCG products in Coimbatore District.  

B. Objective of the study and Formulation of Hypothesis 

 To evaluate the influence of consumers 

purchasing behaviour on Green satisfaction 

towards select Green FMCG Products. 

 Ha1: Consumers Purchasing Behaviour (CPB) 

has a significant influence on Green Satisfaction 

(GS) towards select Green FMCG products. 

 

II. REVIEW OF LITERATURE 

R.Mahesh & P.Gomathi, (2016), focused on “A study on 

Rural Consumers Buying Behaviour of Green Products 

with special reference to selected villages in Tirupur 

District”. The researchers have analyzed the 

environmental awareness, and factors influencing 

consumers’ buying behavior of Green products in Tirupur 

district. This study was conducted with 200 respondents 

who had the experience of purchasing the green products. 

The primary data were collected by an interview schedule 

with the structured questionnaire by using convenient 

sampling method. Statistical tools are Percentage analysis; 

weighted ranking; chi-square test and Anova test were 

used to measure the interrelationship between the 

consumers’ demographic factors and their environmental 

awareness. The results revealed that the products which 

are originally grown with natural ingredients and products 

don’t harm and pollute the environment are the major 

factors influencing the consumers to purchase the green 

products. Therefore, the study concluded that the 

consumers’ level of awareness about green products is 

high. Moreover, the marketers also have a responsibility to 

make the consumer understand the need for the benefits of 

green products as compared to non-green products. 

Muhammad Abid Saleem, Mohsin Ali Khan & Sawera 

Alam (2015), emphasis on “Antecedents of green 

purchase intentions: Evidence from customers of 

electronics products from Multan District”, stated that the 

relationship between green satisfaction, green product 

image, green corporate image and green trust on green 

purchase intentions. The author has selected 250 Pakistani 

consumers who had purchased electronic products in 

Multan district using the questionnaire survey method by 

adopting convenient sampling techniques. The study found 

that the green satisfaction and green trust have a positively 

related to green purchase intention among electronic 

products. The authors suggested that the managers should 

promote electronic products with an ethical and 

sustainable corporate image in order to increase the sales 

in the future.  

Thiyagaraj.V, (2015), conducted a study on “Green 

marketing – An intensive study of consumer buying 
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behaviour of Herbal Shampoo brands in Coimbatore city”. 

The researcher has analyzed the consumers’ awareness and 

usage of Herbal shampoo and also evaluates the reason for 

switching to herbal shampoo brands in Coimbatore city. 

The data were collected from 150 respondents who had 

already purchased the branded herbal shampoo by 

adopting the convenient sampling technique. This study 

found that there is no significant relationship between 

occupation and herbal shampoo buying motive. Hence, the 

researcher suggested that the distributor has to take 

necessary steps to identify the other factors in order to 

improve the supply of products to fulfill the consumer 

requirements. Muhammad Irfan, Dr. Raja Ifran Sabir, 

Rab Nawaz Lodhi & Afifa Mukhtar (2014), in their study 

“Towards green brand preferences: Impact of green 

practices on buying habits in Pakistan’s food sector” 

explored the influence of green practices, (green brand 

image, green awareness, environmental concern) on green 

brand preference in food sector. The primary data were 

collected from 100 respondents who had consumed the 

food sector in Okara district of Pakistan using a stratified 

random sampling technique through questionnaire survey. 

The result of the study exposed that green brand 

preference had a strong relationship with a green brand 

image as well as environmental concern and moderately 

related to green brand awareness. The researchers 

recommended to the consumers to buy green products in 

order to satisfy their needs with environmental aspects in 

future.  

III. RESEARCH METHODOLOGY 

A. Research Design of the Study 

Research design has been used for the present study is 

Descriptive in nature. It consists of both primary and 

secondary data sources. The primary data sources have 

been collected through the interview schedule by 

structured questionnaire from 384 respondents; 

Coimbatore district had a population of 42,38,104 with 

two revenue blocks and ten taluks. According to Krejcie 

and Morgan Table 1970, the sample size was pre-

determined to 384 respondents. The respondents who have 

purchased Green FMCG products were selected by 

adopting purposive sampling method.  

The structured questionnaire was designed to measure the 

influence of consumers’ purchasing behaviour (CPB) on 

Green satisfaction (GS) towards select Green FMCG 

products in Coimbatore District. This study was conducted 

for the period of seven months from October 2017 to April 

2018.  

The sources of secondary data have been taken from 

published journals, magazines and articles, various books, 

websites and other academic resources. The collected data 

were analyzed with the help of IBM SPSS 20 and IBM 

AMOS 22 software.  

The appropriate statistical tools were used to achieve the 

research objective for the present study. The statistical 

tools are Percentage analysis; Reliability analysis; 

Confirmatory Factor Analysis (CFA) and Structural 

Equation Modeling (SEM). Percentage analysis has 

calculated to know the demographic factors/profiles of the 

respondents and their purchase frequency of Green FMCG 

products in Coimbatore district.  

The reliability analysis was applied to test the feasibility of 

the construct and internal consistency of the data with the 

reliability measure of Cronbach’s alpha co-efficient. 

Confirmatory factor analysis is employed to know whether 

the measured variables are represents the construct or not; 

through the CFA, the validity of measurement model has 

been confirmed with construct validity, composite 

reliability, convergent validity and Discriminant validity.  

Finally, the Structural Equation Modeling (SEM) was used 

to test the structural relationship between the constructs or 

domain. It is a multivariate technique and also the 

combination of factor analysis and multiple regressions; 

simultaneously it examines the interrelated relationships 

among the measured variables in the constructs.   

B. Selection of Green FMCG Companies: 

The Indian FMCG Companies must have adopted Green 

strategies for their products & services and also received 

environmental certification like LEED (Leadership in 

Energy and Environmental Design), ISO 14001-

Environment Management System, ISO 18001-

Occupational Health & Safety Management System, Triple 

Bottom Line, Lifecycle Assessment and Sustainability. 

Moreover, the companies must have followed the Go 
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Green concept, principles of 3 R’s (Reduce, Reuse & 

Recycle), implement the Green goals and also published 

sustainability reports.   

The selected Green FMCG companies are:-  

 ITC (Imperial Tobacco Company) 

 HUL (Hindustan Unilever Limited)  

 P&G India (Procter & Gamble), 

 Dabur & 

 GCP (Godrej Consumer Products) 

IV. RESULTS AND DISCUSSION 

A. Demographic Factors of the Respondents and Purchase Frequency of Green FMCG products in Coimbatore District 

Table 4.1: Demographic Factors of the Respondents in Coimbatore District 

Demographic Factors Category  No. of Respondents Percentage 

 

Age 

21-30 years 156 40.6 

31-40 years 174 45.3 

41-50 years 43 11.2 

51-60 years 11 2.9 

Gender 
Male 142  37.0 

Female 242 63.0 

Marital  

Status 

Married 282 73.4 

Unmarried 102 26.6 

Educational  

Qualification 

Primary Level 8 2.1 

Higher Secondary Level 56 14.6 

Diploma Course 2 .5 

Under Graduate Level 123 32.0 

Post Graduate Level 172 44.8 

Professional Course 23 6.0 

Occupational  

Status 

Agriculture 14 3.6 

Business 56 14.6 

Employee 58 15.1 

Professional 105 27.3 

Housewife 103 26.8 

Students 47 12.2 

Others 1 .3 

 

 

Monthly  

Income 

Rs.10001 - Rs.20000 17 4.4 

Rs.20001 - Rs.30000 83 21.6 

Rs.30001 - Rs.40000 159 41.4 

Rs.40001 - Rs.50000 106 27.6 

Above Rs.50001 19 4.9 
           Source: Primary & Computed data 

Figure 4.1 Consumers’ Purchase Frequency of select Green FMCG Players in India 

 
   Source: Calculated & Computed from Primary data  

It is observed from Figure 4.1 depicts that the overall 

purchase frequency of select Green FMCG Products with 

three segments. In the segments of personal care products, 

12 respondents (3 per cent) have purchased ITC products; 
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256 respondents (67 per cent) have purchased HUL 

products; 257 respondents (67 per cent) have purchased 

P&G products; 186 respondents (48 per cent) are 

purchased Dabur products and 78 respondents (20 per 

cent) purchased GCP products. Out of 384 respondents, 

the majority of the respondents (84 per cent) have 

purchased HUL products; 165 respondents (43 per cent) 

are purchased P&G products and 13 respondents (3 per 

cent) have purchased Godrej consumer products in the 

FMCG segments of household care products. It is followed 

by the majority of the respondents, i.e. 259 respondents 

(67 per cent) are purchased ITC food products; 340 

respondents (89 per cent) purchased HUL food products 

and 92 respondents (24 per cent) have purchased Dabur 

products in the segments of food and beverages. 

Table 4.2: Reliability Analysis  

Constructs Label Statements 
No. of 

Items 

Cronbach’s Alpha 

(N=384) 

Consumers’ Purchasing Behaviour 

towards Environmental Aspects (CPB-

EA) 

CPB1 
You decided to avoid the brands with 

non-biodegradable wrapping. 

5 0.843 

CPB2 
You purchase the green products with 

environmental benefits. 

CPB3 
You are intended to purchase the green 

product because of eco concern. 

CPB4 
Green label makes the changes in your 

preference. 

CPB5 
You purchase the green FMCG products 

because of recyclable packaging. 

Consumers’ Purchasing Behaviour 

towards  

Personal Aspects  

(CPB-PA) 

CPB6 
You switch over the products for the 

ecological reasons. 

4 0.800 

CPB7 
You expect to purchase greener products 

to safe the next generation. 

CPB8 
You purchase the green products if there 

is a need for personal benefits. 

CPB9 
You pay for green products when the 

price is supposed to be high. 

Green Satisfaction  

(GS) 

GS1 
Green brand of FMCG products are 

satisfied  

8 0.887 

GS2 
Green products attributes are highly 

reliable.  

GS3 
Green FMCG products are 

trustworthiness in nature. 

GS4 
Fulfillment of environmental 

commitments. 

GS5 
Expectations of quality in Green FMCG 

products are satisfied.  

GS6 
Price and quality of the Green FMCG 

products are reasonable. 

GS7 
Social advertisements on environmental 

protection for the benefits of the society. 

GS8 
Minimal impact on the natural 

environment about Green products. 

        Source: Calculated & Computed from Primary data 

The recommended Cronbach’s Alpha value is greater than 

0.60. Whereas, in this present study the Cronbach’s alpha 

values for entire construct are greater than the 

recommended value which ensures the internal 

consistency of the data. Moreover, it also illustrates that 

the collected data were highly reliable and the Cronbach’s 

alpha values are 0.843, 0.800 and 0.887; which is shown in 

Table 4.2. 

B. Confirmatory Factor Analysis for Consumers Purchasing Behaviour and Green Satisfaction towards select Green 

FMCG Products 
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Figure 4.2: CFA Model of CPB & GS – (AMOS Output) 

It is observed from Figure 4.2 that portrays the CFA model 

for two factor model of CPB (Consumer Purchasing 

Behaviour) and GS (Green Satisfaction) towards select 

Green FMCG products.  The CPB-EA i.e. environmental 

aspects have five observed variables and CPB-PA i.e. 

personal aspects have four observed variables and Green 

satisfaction has eight observed variables. The extracted 

factors of the constructs have been confirmed with the 

adequate observed variables and the factor loading are 

greater than 0.4 (≥0.4) it implies significant items. All the 

factor loading values are obtained the threshold level and 

found to be significant. Hence, it is concluded that the 

result of confirmatory factor analysis of CPB has two 

factor model and the factors loaded for Green satisfaction 

is also above the threshold level and the construct ensures 

unidimensionality.  

Table 4.3: Results of Goodness of Fit test for Consumers Purchasing Behaviour & Green Satisfaction – CFA 

Fit Indices  

Indices 
CMIN/

df 
P-value 

Goodness of Fit 
Badness of Fit 

(Error Indices) 
Comparative Fit AVE 

GFI AGFI RMSEA RMR NFI CFI TLI 
CPB-EA/ 

CPB-PA/GS 

Threshold 

Value 
≤3.0 ≥0.05 ≥0.90 ≥0.90 ≤0.05 ≤0.05 ≥0.90 ≥0.90 ≥0.90 ≥0.50 

Obtained 

Value –CPB 
1.350 0.117 0.982 0.965 0.018 0.030 0.976 0.994 0.991 0.547 0.500 

Obtained 

Value – GS 
1.519 0.095 0.987 0.966 0.037 0.013 0.987 0.995 0.991 0.508 

CMIN/df – Normed Chi-square, P – Probability Value, GFI – Goodness of Fit Index, AGFI – Adjusted Goodness of Fit Index, RMSEA – Root Mean Square Error 

of Approximation, RMR – Root Mean Square Residual, NFI – Normed Fit Index, CFI – Comparative Fit Index & TLI – Tucker-Lewis Index, AVE – Average 

Variance Explained  
Source: Calculated & Computed from Primary data (AMOS output) 

It is inferred from Table 4.3 that depicts the CFA model 

for Consumer Purchasing Behaviour (CPB) and Green 

Satisfaction (GS) have yielded a good model fit with the 

different fit indices. The fit indices values obtained for 

CPB as follows; GFI is 0.982, AGFI is 0.965, NFI is 

0.976, CFI is 0.994, TLI is 0.991, RMSEA is 0.030, RMR 

is 0.018, CMIN/df is 1.350 and probability value is 0.117 

for CPB. It is followed by the obtained value of GS fit 

indices are GFI is 0.987, AGFI is 0.966, NFI is 0.987, CFI 

is 0.995, TLI is 0.991, RMSEA is 0.037, RMR is 0.013, 

CMIN/df is 1.519 and probability value is 0.095. Average 

Variance Explained (AVE) of CPB-EA, CPB-PA and GS 

are 0.547, 0.500 and 0.508 respectively. The AVE values 

are more than 0.5 that shows the entire construct possess 

the convergent validity. Finally, it is concluded that the 

results of the CFA model for Consumer Purchasing 

Behaviour (CPB) and Green Satisfaction (GS) are above 

the prescribed level and having good fit indices. 

Table 4.4: Composite Reliability, Convergent Validity and Discriminant Validity  
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Constructs 
Labe

l 
CR 

AV

E 

MS

V 
ASV 

CPB 

PA 

CPB 

EA 
GS 

Consumer Purchasing Behaviour Personal Aspects 
CPB 

- PA 

0.80

0 

0.50

0 

0.09

7 

0.07

4 
0.707 

  

Consumer Purchasing Behaviour Environmental 

Aspects 

CPB 

- EA 

0.85

2 

0.54

7 

0.32

9 

0.21

3 
0.311 0.740 

 

Green Satisfaction GS 
0.89

0 

0.50

8 

0.32

9 

0.19

1 
0.227 0.574 

0.71

3 

Note: CR - >0.7, AVE - >0.5  MSV<AVE                     diagonal values denotes √AVE (square root of AVE) 

CR – Composite Reliability, AVE – Average Variance Extracted, MSV –Maximum Shared Variance, ASV – Average Shared Variance 
     Source: Calculated & Computed from Primary data (AMOS output) 

The Table 4.4 describes that the reliability and validity of 

Consumer Purchasing Behaviour and Green Satisfaction 

constructs. The composite reliability (CR) value should be 

greater than 0.7 and average variance extracted (AVE) is 

greater than 0.5 [11]. The CR values are 0.800, 0.852 and 

0.890 which is greater than 0.7; it shows that the entire 

constructs are having internal consistency and AVE values 

for CPB-EA, CPB-PA & GS are 0.547, 0.500 and 0.508 

respectively, it also confirms that the entire construct 

values are greater than 0.5; hence the entire constructs 

possesses the convergent validity. 

C. Influence of Consumer Purchasing Behaviour on Green Satisfaction – Structural Model 

In this structural model, the influence among Consumer 

Purchasing Behaviour (CPB) and Green Satisfaction (GS) 

is being examined. Consumer Purchasing Behaviour is the 

independent variable / exogenous variable, Green 

Satisfaction is the dependent variable / endogenous 

variable.  

It is observed from Figure 4.3 that depicts the path 

diagram for influence of Consumer Purchasing Behaviour 

on Green Satisfaction with a path value of 0.72. 

 Ha1: Consumers Purchasing Behaviour has a 

significant influence on Green Satisfaction 

towards select Green FMCG products. 

 
Figure 4.3: Structural Model for Influence of Consumer Purchasing Behaviour on Green Satisfaction (AMOS output) 

 

Table 4.5: Influence of Consumer Purchasing Behaviour on Green Satisfaction towards – Model Fit Summary & 

Parameter Estimation Summary  

 Model Fit Summary 

Indices 
CMIN 

/df 
P-value GFI AGFI RMSEA RMR NFI CFI TLI 

Obtained Value  1.973 .000 .938 .917 .050 .038 .931 .964 .957 

Threshold 

Value 
≤3.0 ≥0.05 ≥0.90 ≥0.90 ≤0.05 ≤0.05 ≥0.90 ≥0.90 ≥0.90  

Parameter Estimation Summary  

DV Path IV SBE USBE 
Standard 

Error 

Critical 

Ratio 
P value Hypothesis 

OGS  OCPB  .722 .416 .067 6.074 *** Accepted 

Note: SBE – Standardized Beta Estimate, USBE – Unstandardized Beta Estimate, P – Probability Value 

OGS – Overall Green Satisfaction, OCPB – Overall Consumer Purchasing Behaviour 
             Source: Calculated & Computed from Primary data (AMOS output) 
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It is observed from the Table 4.5 that reveals the model fit 

summary of the CPB and GS. The chi-square value 

(CMIN/df) is 1.973, probability value (P value) is 0.000, 

goodness of fit index (GFI) is 0.938, adjusted goodness of 

fit index (AGFI) is 0.917, root mean square error of 

approximation (RMSEA) is 0.050, root mean square 

residual (RMR) is 0.038, normed fit index (NFI) is 0.931, 

comparative fit index (CFI) is 0.964 and tucker-lewis 

index (TLI) is 0.957. It is concluded that all these fit 

indices values are obtained the acceptable threshold level 

except P-value which is below 0.05, therefore the results 

of fit indices confirms that the data set appropriately fit to 

the structural model.  

The parameter estimation summary demonstrates the 

influence of consumer purchasing behaviour (CPB) on  

Green satisfaction (GS) towards select Green FMCG 

products. The positive effect of Consumer Purchasing 

Behaviour (CPB) on Green Satisfaction (GS) is 0.722 and 

the t-value or critical ratio value is 6.074; which is greater 

than 1.96 and it proves that the path is statistically 

significant. Hence, the hypothesis is accepted that the 

consumers’ purchasing behaviour (CPB) has a significant 

influence on Green satisfaction (GS) towards select Green 

FMCG products.   

D. Consumers’ Satisfaction towards select Green FMCG Products in Coimbatore District 

It is observed from Table 4.6 depicts that the consumers’ 

satisfaction towards select Green FMCG Products of ITC, 

HUL, P&G, Dabur and GCP in Coimbatore district. The 

first segments of Green FMCG are Personal Care 

Products, out of 384 respondents, 7 respondents (58 per 

cent) are satisfied with ITC products; 133 respondents (52 

per cent), 138 respondents (54 per cent), 106 respondents 

(57 per cent) and 46 respondents (59 per cent) were highly 

satisfied among HUL, P&G, Dabur and GCP products. It 

is followed by the majority of the respondents i.e. 162 

respondents (50 per cent) and 7 respondents (54 per cent) 

were highly satisfied with HUL and GCP household care 

products; 87 respondents (53 per cent) are satisfied with 

P&G household care products. In the third segments, 155 

respondents (60 per cent) and 198 respondents (58 per 

cent) were satisfied with the segment of food & beverages 

of ITC and HUL products; 48 respondents (52 per cent) 

are highly satisfied with Dabur products among the 

segments of the Green FMCG Food & Beverages. 

Table 4.6: Consumers’ Satisfaction towards select Green FMCG Products – Segment-wise   

Green FMCG Players Highly Satisfied Satisfied Neutral Dissatisfied Highly Dissatisfied Total 

Green FMCG Personal Care Products 

ITC 5 (42) 7 (58) -- -- -- 12 

HUL 133 (52) 117 (46) 5 (2) -- 1 (1) 256 

P&G 138 (54) 114 (44) 5 (2) -- -- 257 

Dabur 106 (57) 78 (42) 2 (1) -- -- 186 

GCP 46 (59) 32 (41) -- -- -- 78 

Green FMCG Household Care Products 

HUL 162 (50) 153 (48) 6 (2) -- -- 321 

P&G 72 (44) 87 (53) 6 (4) -- -- 165 

GCP 7 (54) 4 (31) 2 (15) -- -- 13 

Green FMCG Food & Beverages 

ITC 87 (33) 155 (60) 13 (5) 3 (1) 1 (1) 259 

HUL 105 (31) 198 (58) 35 (10) 2 (1) -- 340 

Dabur 48 (52) 39 (42) 3 (3) 1 (1) 1 (1) 92 
        Source: Calculated & Computed from Primary data       Respondents in nos. (Respondents in percent) 

V. RECOMMENDATIONS  

The Green FMCG Companies should spotlight on the 

personal benefits through the advertisement by using the 

theme of environmental aspects, this will attract the 

consumers to increase the purchasing behaviour for growth 

and development of upcoming generation.  

The marketers, FMCG companies, environmental agencies 

and government bodies should conduct awareness 
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regarding the importance of ecological balance, 

environmental responsibility and products with the concept 

of reduce, reuse and recycle (3-R aspects). Similarly, the 

companies must recognize the importance of Green 

Marketing and also execute more green marketing 

strategies for environmental and ethical aspects for 

sustainable development.  

VI. CONCLUSION 

Indian consumers are getting more concerned about the 

environment and also moving towards sustainable products 

/ eco-friendly products / Green products in their regular 

activities that are not harmful to the health as well as for 

society. Green marketing has gained momentum in the 

connection of global warming, non-biodegradable solid 

waste and harmful impact of pollution. It has been 

promotes the emerging trend of Green Marketing in Indian 

FMCG sector, this present study explores the Consumers’ 

Purchasing Behaviour has a positive relationship and also 

have a direct influence on Green Satisfaction regarding 

Green FMCG products. Additionally, the study explores 

majority of the consumers’ in Coimbatore district have 

highly satisfied with price, quality, brand and product 

attributes about select Green FMCG products and also 

these products are trustworthy. Indian FMCG companies’ 

have taken Green strategies to enhance the consumers’ 

needs and wants and also to protect the environment for 

future generation.  
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