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ABSTRACT  

Rapid industrialization and population growth have caused serious environmental problems such as 

pollution, global warming, and depletion of natural resources. To address these issues, sustainable 

development has become important, promoting eco-friendly and green products. Green products are made 

from natural, recyclable, or biodegradable materials and help reduce environmental damage. Consumer 

perception plays a key role in their success. While many people view green products as safe and 

environmentally beneficial, some consider them expensive or less available. Factors like price, quality, brand 

image, and environmental awareness influence consumers buying decisions. In addition, increasing education 

and awareness about environmental protection motivates people to prefer sustainable products. Therefore, 

understanding consumer perception is essential for promoting green products and achieving long-term 

environmental sustainability. 
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INTRODUCTION 

 In modern world, environmental issues such as pollution, climate change, and depletion of natural 

resources have created the need for sustainable consumption. Green products are designed to reduce 

environmental harm and promote ecological balance. These products are made using natural ingredients, 

recyclable materials and environmentally friendly productions processes. Green marketing has emerged as a 

strategy used by companies to promote environmentally friendly products and services. Consumers are 

increasingly interested in products that are safe for the environment and health. As environmental awareness 

grows, businesses are adopting green marketing strategies to attract eco- conscious consumers. Tirupur city 

is known for its textile and industrial sector. With growing awareness about sustainability, consumers in 

Tirupur are gradually shifting towards eco- friendly products such as organic foods, reusable products, 

biodegradable packaging, and energy-efficient appliances. This study examines consumers perception 

towards green products in Tirupur city and identifies the factors influencing their purchasing decisions. 

 

REVIEW OF LITERATURE 

Arul, K. & Murugan, Dr. R. (2025) explains that green marketing has a significant positive impact on 

consumer perception of eco-friendly products. Their study highlights that younger and more educated 

consumers tend to be more environmentally conscious and show a favourable attitude towards green products. 
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The authors conclude that increasing environmental awareness and implementing effective green marketing 

strategies can enhance consumer acceptance and encourage sustainable purchasing behaviour. 

 

Pravin, P. (2024) describes consumer perception towards green products as the way consumers 

understand, evaluate, and form opinions about environmentally friendly goods. The study explains that 

perceptions are influenced by factors such as product quality, price, trust, and environmental benefits. The 

author emphasizes that positive consumer perception enables firms to design effective sustainable marketing 

strategies and promotes eco-friendly purchasing behaviour. 

 

OBJECTIVES OF THE STUDY  

 To identify the factors influencing the customers’ perception of green products. 

 To evaluate how packaging influences perception of green buying decisions. 

 To find out the level of satisfaction of customers with eco-friendly products. 

 

RESEARCH METHODOLOGY  

 

Research design 

The study follows a descriptive research design to understand consumer perception towards green 

products 

 

Data collection 

      The study uses both primary and secondary data 

 primary data  

Collected through a structured questionnaire distributed to consumers in Tirupur city. 

 Secondary data 

            Collected from journals, books, website, and research articles. 

 

Sample Size 

 The study collected responses from 130 consumers in Tirupur city 

 

BACKGROUND OF THE STUDY 

Green products are environmentally friendly products designed to reduce harm to nature during their 

production, use, and disposal. They are made using eco-friendly, recyclable, biodegradable, or renewable 

materials that help conserve natural resources and reduce pollution. The concept of green products developed 

due to increasing environmental concerns and the need for sustainable development. These products include 

energy-efficient appliances, biodegradable packaging, organic foods, and reusable items. Green products 

provide benefits such as environmental protection, health safety, and long-term cost savings. By choosing 

green products, consumers support sustainable development and contribute to a cleaner and healthier 

environment. 

 It also promotes responsible consumption and encourages people to adopt eco-friendly lifestyles. They 

help reduce carbon emissions, conserve energy, and minimize waste generation. Many companies are now 

focusing on green production methods and sustainable packaging to reduce environmental impact. 

Government and environmental organizations also promote the use of green products through awareness 

programs and environmental regulations. As consumer awareness increases, the demand for green products 
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continues to grow, encouraging businesses to develop innovative and sustainable solutions. Therefore, the use 

of green products plays an important role in protecting the environment and ensuring a better future for coming 

generations 

 

FINDINGS 

 The major responses are received from the females. 

 Majority 35% of the respondents are sometimes noticed eco-friendly and green 

labels. 

 The majority, 68% of the respondents, have not used the practices of green 

products.  

 The majority, 29% of the respondents chose the quality for those factors 

influencing perception towards green products. 

 Most of the respondents are neutral about the green products that are better for 

the environment.  

 The majority have 41% of health benefits. 

 The majority, 43% of the respondents may prefer to pay more eco-friendly. 

 The majority, 33% of the respondents are increasing the level of confidence in 

eco labels and certificates. 

 Majority 30% of the respondents are facing availability issues in green products. 

 Majority 27% of the respondents are neutral to continue purchasing eco-friendly 

products in future. 

 Majority 38% of the respondents heard through social media about green 

products. 

 Mostly 29% of the respondents chose to improve quality of green products. 

 Mostly the respondents prefer attractive packaging means of trust increases the 

green products. 

 The reusable bags are more useful to the respondents while purchasing green 

products 

 The respondents prefer regular products so they not using the green products. 

  

SUGESSTION 

 Promotion of green products should focus on transparency, verified sustainability claims, and eco- 

friendly practices throughout the product lifecycle. 

 Increasing awareness and accessibility will encourage people to adopt green products in daily life. 

 Providing quality green products at reasonable prices and conducting awareness programs in 

educational institutions can improve eco -friendly habits. 

 Innovation, better availability, recycling, and reuse practices will help strengthen the sustainability and 

acceptance of green products.  

 

 CONCULSION 

The consumers awareness and positive attitudes towards green products are increasing. Many 

consumers prefer eco-friendly products and are willing to pay more for environmental benefits. However, 

high prices and doubts about authenticity remain major challenges. Certifications, recyclable materials, 

brand reputation, and biodegradable packaging strongly influence purchasing decisions. Social media also 

https://ijvra.org/
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plays an important role in spreading awareness. Overall, improving affordability, trust, and clear 

communication can increase the adoption of green products and support environmental sustainability. 
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