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Abstract: Sustainable products and services are environmental friendly and are available at higher value in 

comparisons to their substitutes. Such products and services require a rational and conscious customer with high 

environmental sensibility to be marketed and sold. The present study is an enquiry into the activities of companies and 

customers to understand and analyze their behavior in the green markets. The paper wishes to understand the 

approach of selected Indian companies which were awarded “A” grade by the CDP climate performance leadership 

index 2014 for their efforts to combat and mitigate the effects of climate changes and studies the response of 

consumers’ towards these actions. 
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I. INTRODUCTION 

Conceptual markets are basically customer driven. The 

product and services whose marketable values can be felt 

and experienced by customers can be easily adopted and 

diffused by marketers in comparison to products and 

services which have sustainable inclination and are on the 

higher side of the cost curve. Sustainable products and 

services are environmental friendly and are available at 

higher value in comparisons to their substitutes. Such 

products and services require a rational and conscious 

customer with high environmental sensibility to be 

marketed and sold.  Joshi and Rehman (2015) reviewed 

fifty three articles from a time span of 2000 and 2014 and 

indicated that the green good deeds by the marketers and 

consumers on the lines of green innovation and green 

consumption are accelerating the prospects of green 

marketing.  

Veleva and Ellenbecker (2001) elaborated the concepts of 

green innovation and highlighted that it is a conscious 

effort in practice rather than on paper by marketers to 

incorporate sustainable practices in the conversion process 

of input into output until the final delivery made by them 

for consumption. Further Moisander (2007) indicated the 

role of customers in the progression of green markets. 

Green customers hold the flagship of environmentally 

responsible consumption and calculate the impact of their 

actions on environment during every stage of consumer 

buying process like purchasing, using, and disposing the 

products and services.  

In fact the impact of environmental consciousness on the 

actions of consumers and marketers need to be translated 

into fruitful actions for the growth of sustainable markets. 

A host of researchers have been conducted by researchers 

to understand the impact of environmental consciousness 

on green markets. A group of researchers translated the 

impact of green consciousness in terms of consumers’ 

willingness to demand and pay more for sustainable 

products and services. The researchers conducted by 

Arvola, Vassallo, Dean, Lampila, Saba, Lähteenmäki, & 

Shepherd (2008); Ellen, Webb, & Mohr (2006); Liu, Wang, 

Shishime, & Fujitsuka (2012); ] Bockman, Razzouk& 

Sirotnik (2009); Schmeltz (2012); Vermeir and Verbeke, 

(2006) indicated the positive attitude of consumers towards 

demanding and purchasing green offerings.       

The other groups of researchers have opined that there is no 

relationship between environmental consciousness and 

actions of green consumers. The studies of Bray, Johns and 

Killburn, (2011) indicated that the expansion of green 

markets is a lethargic process and on an average the green 

markets of an area is limited to 1-2% of consumers only in 

every niche segments. Further  over the years researchers 

like Tanner and Wölfing Kast, (2003); Vermeir and 

Verbeke, (2006); Vermeir and Verbeke,(2008) and 

Hughner (2007) have highlighted the gap between positive 

attitude towards green products and services and actual 

purchase of green products and services.  

The present study is an enquiry into the activities of 

companies and customers to understand and analyze their 

behavior in the green markets. PIB, government of India, 

Press Information Bureau (2018) indicated the role of 500 

actions called the green good deeds related with 

conservation of environment. It outlined necessary actions 

that can be taken at individual levels and can be converted 

into social movement by involving and sensitizing students, 

teachers, voluntary organisations, residents welfare 

associations and professionals. The paper wishes to 

understand the approach of selected companies towards 
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green innovation and studies the response of consumers 

towards these actions. 

II. GREEN GOOD DEEDS OF SELECTED 

COMPANIES    

Green good deed is wide terminology which encompasses 

almost all activities which can help in making the 

environment sustainable for the future generations. In the 

present paper an attempt has been made to study the green 

good deeds of Indian companies which were awarded “A” 

grade by the CDP climate performance leadership index 

2014 for their efforts to combat and mitigate the effects of 

climate changes namely Essar Oils, Larsen and Toubro, 

Tech Mahindra, Tata Consultancy Services and Wipro. 

Essar Oils 

Essar Oils,  a subsidiary of  Essar group, is making 

cognizant efforts at various levels to minimize the impacts 

of its action on the environment. The sustainability 

practices under its CSR flagship highlights the activities 

undertaken by the group. The activities like converting a 

dump yard into farm, installation of sewage water treatment 

plants, conscious usage of paper and installation of 

environment management system in its township shows the 

commitment of  Essar towards environmental sustainability. 

Further Essar Oils green belt program has been responsible 

for increasing the forest cover by planting trees in depleted 

areas. The creation of Green belt under Think Green Go 

Green Imitative has following highlights:  

 Creation of a deep forest with more than 100 

species of trees, spread over an area of 950 acres 

 Employment of Modern techniques i.e. drip 

irrigation to nurture trees and help in water 

conservation 

Further the Essar Oils has highlighted green objectives and 

short term and long term plans in areas of operational 

model shift, carbon dioxide emissions, water management, 

Fuel Sulfur Content, regulations, spills and detentions, 

certification, material consumption and waste management.  

Larsen and Toubro (L&T) 

L&T is integrating environmental protection across all its 

operational activities. L & T is dedicated itself in 

environment conservation through optimal utilization of 

energy sources, waste management, developing green 

production process, inventing greener products, and 

certification.  

The notable contribution of L&T is related with following: 

Energy Conservation: it is done minimizing energy usages 

and wastages in manufacturing process which resulted in 

lesser emission of harmful of carbon dioxide gas.  

Renewable Energy: more usage of renewable energy in its 

energy usage mix.  

GHG Emission: active efforts are made to reduce the green 

house gas emission. The GHG emission has been reduced 

by 25.13%. 

Water Efficiency:   the company is trying to attain the 

status of Zero waste water discharge.  

Materials management: the company is minimizing the 

usage of steel, zinc and aluminum by recycling. 

Green Buildings: construction of LEED certified buildings 

and green buildings for corporate office and dwelling 

spaces.    

Tech Mahindra 
 

The environmental policy of Tech Mahindra highlights 

following aspects: 

 Compliance of Environmental laws 

 Assessment all actions of company against bench 

marked environmental laws 

 Managing and continually improving systems 

according to environmental responsibilities and 

ensuring employee accountability 

 Training and motivational activities be carried out 

to ensure active participation of the employees in 

the company's programs aimed at improving their 

awareness of their environmental, responsibilities 

 Ecosystems be protected and transportation impacts 

be minimized by working with all the supply chain 

and business partners to improve the 

environmental, performance on a collective basis 

Further tech Mahindra works on areas of like reduction in 

emissions, efficient water use, e-waste, community 

engagement, associate development & green supply chain 

Tata Consultancy Services (TCS) 

Tata consultancy services are continually focusing on 

developing environment sustainability across its business 

models and operations over the years. TCS won  in 2016 

Odisha state energy conservation award in IT sector.  It 

highlights the alignment of practices with the governmental 

norms. Further TCS environment stewardship focuses on 

areas of carbon footprint management, waste management, 

water management and supply chain sustainability. TCS 

follows the ISO 14001: 2004 standards to comply with and 

monitor its environmental practices across locations.   

TCS has an environmental policy which focuses on issues 

like:  

 Integration of Energy with environmental 

sensibilities 

 Improving resource efficiency 

 Reducing carbon footprint 

 Sustainable waste management practices 

 Green buildings 

 Green procurement 

 Environment management system 
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 Bio diversity 

 Environmental consciousness stakeholders 

 Reporting, communicating and reviewing 

environmental performance 

 Supporting national and international protocols 

Wipro 

Wipro has been pioneering in developing environmental 

practices which will have impact on creation and 

maintenance of sustainable environment. The introduction 

of 100% recyclable toxin free green  personal computer 

was a recent example of environmental efforts of Wipro. 

Wipro has undertaken a host of initiatives to justify and 

portray its environmental accountability through years.  

 

Following are few star initiatives of Wipro: 
 

Natural Capital Valuation: Valuation looks at global 

operational footprint, energy related emissions, water 

consumption, air/water pollution, waste generation and, 

land use change, business travel, employee commute – as 

well as the embedded natural capital in all goods and 

services that Wipro procure from supply chain.    

Environmental Management System: Wipro has 

established an environmental management system in 

adherence to ISO 14001: 2004 parameters and emphasizes 

on energy and CHG emissions, water pollution, waste 

management and bio diversity across its operating sites.  

Energy and CHG Emissions: Wipro has determined 

baseline operational parameters to minimize its energy and 

CHG emissions and developed short term and long term 

goals to be attained by installing a mitigating program.   

Water Stewardship: Wipro has laid down specific 

parameters for water usage efficiency, responsible water 

sourcing and water security across its operations which is 

properly executed and appraised from time to time at 

different intervals.  
 

Waste Management: Waste management policies of 

Wipro deals with recycling and safe disposal of waste. 
 

Bio Diversity: Wipro has well laid down bio diversity 

plans for its various campuses which aims at peaceful 

integration of flora and fauna.  
 

Urban Farming: Wipro has undertaken the initiative of 

Nurture your Patch program which aims at training 

employees for working voluntarily in farm related 

activities.   

III. GREEN GOOD DEEDS OF CUSTOMERS  

Further the researcher tried to understand the environmental 

sensibilities of customers. The environmental sensibility of 

customers was studied on parameters like environmental 

consciousness, awareness about green offerings, intention 

to buy green offerings and willingness to pay for green 

offering. The study was based on empirical lines and the 

data was collected from 200 customers (100 males and 100 

females) who were residing in India and were active on 

social media platform like Face book or twitter and through 

Google doc containing questions on five point Likert scale.  

The secondary data was collected from the books, journals 

and websites. The reliability of the instrument was 

measured through Cronbach’s alpha and presented in Table 

1.1. All the constructs in the questionnaire are considered 

reliable as their Cronbach’s alpha value is more than 0.7 

(Hair, Black, Babin and Anderson, 2010). The collected 

data was analyzed using SPSS through Independent Sample 

t Test and results are presented in Table 1.2 and Table 1.3. 

Table 1.1: Reliability Statistics 

Construct No. of Items Cronbach’s alpha 

Environmental Consciousness (EC) 5 .713 

Awareness about Green Offerings (GA) 5 .708 

Intention to  Buy Green Offerings (GI) 4 .724 

Willingness to pay for green offerings (WP) 3 .732 

Table 1.2 Group Statistics of Respondents Opinion Regarding Green Offerings 

 Type of Hotel   N Mean Std. Deviation Std. Error Mean 

Environmental Consciousness (EC) male   100 1.41 .492 .025 

female 100 1.56 .498 .042 

Awareness about Green Offerings (GA) male 100 1.32 .467 .024 

female 100 1.19 .457 .038 

Intention to  Buy Green Offerings (GI) male 100 1.22 .417 .022 

female 100 1.38 .466 .039 

Willingness to pay for green offerings (WP) male 100 1.37 .484 .025 

female 100 1.58 .488 .041 
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Table 1.3 Independent Samples Test 

 

 

 

  Levene's Test 

for Equality of 

Variances t-test for Equality of Means 

  

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

EC EV assumed 1.331 .249 -3.088 51 .002 -.150 .049 -.245 -.055 

EV  not assumed   -3.072 48 .002 -.150 .049 -.246 -.054 

GA EV assumed 1.321 .251 .558 51 .007 .025 .046 -.064 .115 

EV  not assumed   .563 45 .004 .025 .045 -.064 .114 

GI EV assumed 5.518 .530 -2.139 51 .033 -.091 .042 -.174 -.007 

EV  not assumed   -2.036 44 .043 -.091 .045 -.178 -.003 

WP EV assumed .253 .615 -.257 51 .007 -.012 .048 -.106 .081 

EV  not assumed   -.257 41 .008 -.012 .048 -.107 .082 

 
H0    : There is no significant difference between the 

opinions of male and female customers regarding 

parameters related to green offerings  

Ha    : There is significant difference between the opinions 

of male and female customers regarding parameters related 

to green offerings 
 

Table 1.2 reveals group statistics of four variables for two 

groups of respondents male and females respectively.  The 

result indicated that mean scores of respondents of both the 

groups are not same, which further indicates difference of 

opinion of respondents of both the groups with respect to 

green offerings. Further table 1.3 shows the statistics of 

Independent Sample t Test. Levene’s Test were conducted 

to evaluate homogeneity of variances of all the variables. 

Results of Leven’s test were found not significant, for all 

the variables, as p values are more than .05. Therefore, t 

statistics assuming homogeneity of variance were 

computed. The test statistics for all the variables were 

found statistically significant. Thus the results supported 

the alternate hypothesis, that, there is significant difference 

between the opinion of male and female consumers about 

green offerings. It can be interpreted that there is difference 

across genders with respect to parameters like 

environmental consciousness, awareness regarding green 

offerings, intention to buy green offerings and willingness 

to pay for green offerings. The means value highlights that 

the environmental consciousness and awareness about 

green products is more amongst women but the intention to 

buy and willingness to pay more for green offerings is more 

amongst females.   

IV. CONCLUSIONS, LIMITATIONS AND 

SUGGESTIONS 

It can be concluded from the above studies that the 

companies are making varied efforts in managing their 

roles and responsibilities towards environmental 

sustainability. The companies are working actively in areas 

related with pollution control, energy conservation, climate 

changes, waste management and bio diversity.  The 

selected companies have made measurable goals, 

established mitigation parameters and measuring 

performances with respect to these goals.  

Further in respect to customers the green good deeds of 

customers are different in practice and theory. The study 

justifies that environmental consciousness and awareness 

cannot be generally translated into intention to buy green 

products and willingness to pay for green products. The 

researchers and marketers must try to determine the logical 

reasons for the difference in thoughts and practice. The 

emergence and dominance of green offerings will require 

the active support of both companies and customers. 

Hence, it has become the need of the hour to classify the 

green deeds of both customers and companies to devise 

strategies which can develop the green markets.  

The green good deeds of the selected companies were 

discussed based on the information shared in their websites. 

The study is limited to only few selected companies. Due to 

limitations of available data on certain parameters 

performance analysis of selected companies in terms of 

green good deeds were not performed. Opinion of the 

customers were analysed in general and reliability and 

validity of the results depends upon the truthness of the 

respondents. 

Future researchers may conduct an in depth study using 

primary data to study green good deeds of various 

companies. They may include companies from different 

industries and compare their green good deeds along with 

performance analysis with respect to their green good 

deeds. Future studies may segment customers based on 

their demographics, and their overall environmental 

behaviour.  
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