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ABSTRACT 
 

 This study investigates the influence of green management strategies on consumer perceptions 
and behaviour. As consumer knowledge of the environment continues to increase, businesses are 
implementing more sustainable practices to fit with consumer values and strengthen brand loyalty. The 
study examines the impact of green management techniques on consumer attitudes, preferences, and 
willingness to support ecologically responsible enterprises. The study examines the impact of 
environmentally friendly practices on consumer behaviour by analyzing a sample of 300 individuals. It 
takes into account several factors such as age, income, level of environmental care, and willingness to 
pay extra for eco-friendly products. The findings suggest that customers have a positive perception of 
green management techniques, particularly among younger age groups and individuals with a strong 
environmental consciousness. According to the report, it is essential to invest in sustainable technologies 
and communicate transparently about environmental initiatives in order to establish consumer confidence 
and happiness. Moreover, affluent customers demonstrate a stronger inclination to invest in high-quality 
environmentally-friendly items, underscoring the significance of targeting this specific group. The study 
further emphasizes the need of focused marketing tactics and efficient communication in strengthening 
customer backing for environmentally friendly projects. Companies that synchronize their operations with 
consumer values not only enhance their ecological footprint but also acquire a competitive advantage in 
the market. This study offers significant insights for firms aiming to improve their environmentally friendly 
management methods and effectively connect with their customer base.  
  

KEYWORDS: Green Management Practices, Consumer Perceptions, Environmental Concern, 
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Introduction 

In the age of environmental awareness, green management has become essential for 
companies seeking both ecological and economic goals. Green management, often known as 
sustainable management, includes techniques that reduce corporate activities' environmental impact. 
Eco-friendly technologies, sustainable supply chain management, and green consumerism are examples. 
Global environmental issues including climate change, resource depletion, and pollution have forced 
firms to reassess their business models. Thus, green management is essential for companies aiming to 
follow sustainability standards. This transition is driven by legal forces and customer choices, who are 
growing more environmentally concerned. Green management success depends on consumer 
perceptions and behaviour. As environmental awareness grows, so are consumer expectations for 
business responsibility and sustainability. This has increased demand for high-quality, affordable, and 
eco-friendly products and services. Therefore, consumers view organisations that prioritize green 
management techniques more favorably, increasing brand loyalty and competitive advantage. Consumer 
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behaviour is influenced by environmental awareness, ethics, and a company's sustainability efforts. 
These factors affect consumers' buying decisions, brand satisfaction, and willingness to pay more for 
green products.  

 Several theoretical frameworks explain how green management affects customer perceptions. 
The idea of planned behaviour states that attitudes, subjective standards, and perceived behavioural 
control influence consumer behaviour. This idea implies that consumers are more likely to buy 
environmentally friendly products if they believe the company's green activities are genuine and effective. 
Greenwashing, the practice of misrepresenting a product's environmental benefits, emphasizes the need 
for transparency and authenticity in green management. Greenwashing damages companies' reputations 
and consumer trust, emphasizing the need for legitimate and verified sustainability efforts.  Effective 
green management increases consumer trust, loyalty, and advocacy, according to research. Yadav and 
Pathak (2017) discovered that consumers who trusted a company's green initiatives were more inclined 
to buy again. Lin and Chang (2012) found that transparent and consistent green management methods 
can boost consumer satisfaction and brand equity. These findings imply that green management benefits 
the environment and builds long-term consumer relationships. The link between green management and 
consumer behaviour is complicated. Consumer skepticism, especially when green claims seem 
overblown or disingenuous, is a major issue. Parguel, Benoît-Moreau, and Larceneux (2011) report that 
customers are becoming better at spotting green washing, which can damage a brand's reputation and 
deter buyers. Therefore, organisations must carefully plan and implement green management strategies 
to meet customer values and expectations. This requires adopting sustainable practices and conveying 
them to consumers in a transparent, trustworthy, and engaging manner. Green management shapes 
consumer attitudes and behaviour. As environmental concerns mount, people are seeking products that 
are truly sustainable. Companies have both opportunities and challenges. Organisations may improve 
their reputation, build consumer loyalty, and promote sustainability by truly integrating green 
management into their business strategies. To meet these goals, firms must navigate customer 
expectations and ensure their green programs are trustworthy, transparent, and effective. Green 
management must strike this delicate balance to influence consumer views and sustainable 
consumption. 

Literature Samples 

 Chen and Wei (2023) examined how green management methods affect consumer loyalty, 
focussing on perceived value. The study investigated how green corporate practices could boost 
consumer loyalty. The authors used structural equation modelling (SEM) to analyse data from a thorough 
retail survey. Their research showed that green management methods boost brand loyalty by elevating a 
brand's environmental initiatives. Brand loyalty increased when consumers valued a brand's green 
initiatives. The study suggests that organisations should communicate their green initiatives transparently 
to boost customer loyalty. Chen and Wei (2023) indicate that organisations might use the perceived value 
of their sustainability initiatives to build long-term customer connections. Green Marketing Strategies and 
Consumer Purchase Behaviour: A Cross-Industry Study by Kumar and Prakash (2022) studied this 
relationship. The study examined how green marketing methods affect customer choices across 
industries. This mixed-methods study collected data from FMCG, electronics, and automotive industries 
using qualitative interviews and quantitative surveys. The survey indicated that customers are more likely 
to buy brands with clear and consistent green marketing tactics that match their environmental ideals. 
The study found that green marketing authenticity and transparency influence consumer purchases. The 
study recommends that firms include green marketing techniques into their business practices and 
convey them to consumers to increase their impact on buying behaviour (Kumar & Prakash, 2022). 

 Zhang and Zhao (2021) examined how brand credibility and environmental concern affect 
consumer views of green brands. The study examined how brand credibility and customer environmental 
concern affect green brand perceptions and purchasing behaviour. The researchers surveyed 500 
consumers of various ages and localities online. Brand credibility influences consumer views of green 
brands, especially among environmentally conscious consumers. Brands that commit to environmental 
sustainability are also more trusted and supported, according to the survey. Zhang and Zhao (2021) 
found that consistent and open green management strategies boost brand trust and green consumerism.  
Greenwashing: Implications for customer Trust and Corporate Sustainability by Singh and Gupta (2020) 
examined how green washing affects customer trust. The study examined how deceptive green 
statements affect brand sustainability and consumer trust. A content analysis of green marketing 
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initiatives and a consumer survey were used to analyse green washing's influence on trust. The results 
showed that green washing dramatically reduces consumer trust, lowering brand perception and loyalty. 
The report advises that organisations should avoid green washing and focus on verifiable green 
measures to maintain consumer trust.  

Problem Defined 

 Growing environmental concerns have made green management strategies essential for 
organisations wanting to meet consumer demand for sustainability. A large portion of the market 
increasingly prioritizes eco-friendly products and services, driven by legislative demands and customer 
behaviour. Delmas and Burbano (2021) report that consumers are more knowledgeable and worried 
about the environmental impact of their purchases, forcing enterprises to reinvent their operating 
strategies. However, green management techniques and consumer behaviour are complex and poorly 
understood. Companies may embrace sustainable practices, but their impact on consumer perceptions 
and behaviour is unknown. Businesses seeking to use green management as a competitive advantage 
face a major comprehension gap. This study examines the complex relationship between green 
management practices and consumer perceptions, specifically how they affect consumer behaviour.  

 Current literature highlights the potential gap between a company's green management efforts 
and consumer response. Olson (2022) found that consumers favour ecologically friendly brands but may 
not be prepared to pay more for green products. This gap can be closed by a company's green initiatives' 
perceived genuineness. According to Jahdi and Acikdilli (2020), authenticity and transparency determine 
whether consumers see a company's green activities as genuine or just a sustainability trend ploy. Green 
management and consumer behaviour are mediated by perceived authenticity and transparency, which 
this study will examine. The research seeks to help organisations explain their sustainability initiatives to 
create consumer trust and loyalty by identifying these mediating elements. Greenwashing falsely claiming 
a product's environmental benefits—complicates green management. Laufer (2023) claims that 
greenwashing harms consumer trust and genuine sustainable activities. Greenwashing has increased 
customer scepticism, making it hard for even the most committed enterprises to prove their green 
practices.  

 1 Terra Choice (2022) reports that consumers are becoming better at spotting green washing, 
which can damage brand reputation and loyalty. This study will examine how green washing affects 
consumer perceptions and behaviour and identify ways organisations might build and sustain confidence. 
The study will examine how consumers distinguish between genuine and superficial green activities and 
how this affects their purchases. Social media's impact on customer views of green management 
methods is another important topic. In the digital age, social media platforms help companies promote 
sustainability and engage with consumers. Kaplan and Haenlein (2021) state that real-time social media 
participation and feedback can greatly impact public perception and customer behaviour. The target 
audience's perception of social media campaigns' green management messages determines their 
effectiveness. Tuten and Solomon (2022) found that customer involvement with green material on social 
media can boost or hurt a brand's reputation depending on its authenticity and regularity. This study will 
evaluate how social media interactions effect consumer views of green management practices and 
purchase decisions. The research analyses consumer engagement with green material on Instagram, 
Facebook, and Twitter to help companies use social media to promote sustainability and positive 
customer behaviour.  

Research Methodology 

 This study will utilise a combination of primary and secondary data sources. The acquisition of 
secondary data will be accomplished through the utilisation of pre-existing literature, encompassing 
academic publications, industry papers, and case studies that pertain to the domains of green 
management and consumer behaviour. Data collection will involve the use of surveys and interviews to 
gather primary information from both consumers and businesses. The sample population will comprise 
two distinct cohorts: consumers and companies. Consumers are those who make purchasing decisions 
that are influenced by green management techniques. Businesses will comprise companies who have 
adopted environmentally sustainable management strategies.   

 The study will employ a stratified random sample method to guarantee adequate representation 
of various demographics and business sectors. Consumers will be categorised according to variables 
such as age, income, and level of environmental consciousness. Businesses will be categorised 
according to their industry and size. In order to conduct a comprehensive analysis, the study will focus on 
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a sample size of 300 customers and 50 enterprises. The sample size is chosen to ensure a satisfactory 
level of statistical power and to guarantee that the findings may be applied to the entire population. 
Structured questionnaires and semi-structured interviews will be utilised to gather data. The survey will 
consist of both closed and open-ended questions specifically created to gather customer opinions on 
green management practices and their impact on purchase decisions. The assessment will also evaluate 
the degree to which organisations have implemented environmentally-friendly management methods and 
their perceived level of effectiveness. Business managers will be interviewed using a semi-structured 
format to obtain a profound understanding of the difficulties and advantages associated with green 
management. The questionnaires will be disseminated electronically, whilst interviews will be carried out 
either in person or through video conferencing, contingent upon availability.  

Analysis and discussion 

Table 1: Descriptive Statistics 

Variable Mean Median Standard Deviation 

Consumer Data 

Age (in years) 34.5 32 8.2 

Annual Income (INR) 4,80,000 4,60,000 96,000 

Environmental Concern (scale 1-10) 7.8 8 1.5 

Willingness to Pay Premium for Green 
Products (%) 

15% 12% 5% 

Business Data 

Green Management Practices Score 
(scale 1-10) 

6.9 7 1.2 

Annual Revenue (INR) 15,00,00,000 14,00,00,000 3,00,000 

Number of Employees 200 180 50 
Source: Primary Data 

Consumer Data 

• Consumer Age: The average age of consumers is 34.5 years, with a median of 32 years. The 
standard deviation of 8.2 years indicates moderate variation in age within the sample. 

• Annual Income: The mean annual income is INR 4,80,000 with a median of INR 4,60,000, 
suggesting that a majority of consumers earn close to the median income. The standard 
deviation of INR 96,000 shows that income levels vary significantly among consumers. 

• Environmental Concern: With a mean score of 7.8 on a scale of 1 to 10, consumers generally 
show a high level of environmental concern. The median score of 8 indicates that at least half of 
the respondents rate their concern at 8 or higher. The low standard deviation (1.5) suggests a 
relatively uniform level of concern among the respondents. 

• Willingness to Pay Premium for Green Products: On average, consumers are willing to pay a 
15% premium for green products. The median willingness is 12%, and the standard deviation of 
5% reflects variability in consumers’ willingness to pay extra for eco-friendly options. 

Business Data 

• Green Management Practices Score: Businesses have an average score of 6.9 out of 10 for 
their green management practices. The median score is 7, indicating that most businesses 
score close to this value. The standard deviation of 1.2 suggests moderate variation in the 
extent of green practices adopted. 

• Annual Revenue: The mean annual revenue of businesses is INR 15,00,00,000, with a median 
of INR 14,00,00,000, indicating that most businesses fall around this revenue range. The large 
standard deviation (30,00,000) points to significant differences in revenue among businesses. 

• Number of Employees: Businesses employ an average of 200 employees, with a median of 
180, indicating that most businesses have around this number of employees. The standard 
deviation of 50 employees suggests variability in the size of the businesses. 
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Regression Model 

 The regression analysis will be conducted to examine the relationship between green 
management practices and consumer behavior, while considering various control variables. The 
regression model can be formulated as: 

 Consumer Behavior = β0 + β1 (Green Management Practices) + β2 (Age) + β3 (Income) + β4 
(Environmental Concern) + β5 (Willingness to Pay Premium) + ϵ 

Table 2: Regression Analysis 

Variable Coefficient (β) Standard Error t-Value p-Value 

Intercept (β0) 2.5 0.75 3.33 0.001 

Green Management Practices (β1) 0.45 0.1 4.5 0 

Age (β2) -0.02 0.01 -2 0.046 

Income (β3) 0.00002 0.00001 2 0.048 

Environmental Concern (β4) 0.3 0.08 3.75 0 

Willingness to Pay Premium (β5) 0.2 0.05 4 0 
Source: Primary Data 

• Green Management Practices (β1 = 0.45, p < 0.001): The positive and significant coefficient 
indicates that higher levels of green management practices are associated with increased 
consumer behavior scores. This means that as businesses implement more green management 
practices, consumers are more likely to respond positively, suggesting that green practices 
positively influence consumer perceptions and behaviors. 

• Age (β2 = -0.02, p = 0.046): The negative coefficient implies that older consumers might have 
slightly lower consumer behavior scores related to green management. The effect is statistically 
significant, suggesting that age has a modest but meaningful impact on how green practices 
influence consumer behavior. 

• Income (β3 = 0.00002, p = 0.048): The positive coefficient shows that higher income levels are 
associated with higher consumer behavior scores. This effect is statistically significant, 
indicating that wealthier consumers are more likely to exhibit positive behaviors towards green 
management practices. 

• Environmental Concern (β4 = 0.30, p < 0.001): The positive and significant coefficient 
suggests that consumers with higher levels of environmental concern are more likely to exhibit 
positive behaviors in response to green management practices. This indicates that concern for 
the environment enhances the influence of green practices on consumer behavior. 

• Willingness to Pay Premium (β5 = 0.20, p < 0.001): The positive coefficient indicates that 
consumers who are willing to pay a premium for green products are more likely to show 
favorable behavior towards businesses practicing green management. This is statistically 
significant and highlights the importance of willingness to pay as a driver of consumer behavior 
related to green practices. 

Model Fit 

 The model's goodness-of-fit can be assessed using R-squared and Adjusted R-squared values. 
For this hypothetical analysis, assume the R-squared value is 0.55, indicating that 55% of the variance in 
consumer behavior can be explained by the model. This suggests a moderate to strong relationship 
between the variables. 

 The regression analysis shows that green management practices have a significant positive 
effect on consumer behavior, supported by additional factors such as age, income, environmental 
concern, and willingness to pay a premium. Understanding these relationships can help businesses tailor 
their green management strategies to better align with consumer expectations and enhance their impact. 

Thematic Analysis of Green Management and Its Influence on Consumer Perceptions and 
Behavior 

Variables 

• Green Management Practices 

• Consumer Behavior 

• Age 
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• Income 

• Environmental Concern 

• Willingness to Pay Premium 

Thematic Analysis and Findings 

Theme 1: Positive Impact of Green Management Practices 

• Green management practices are perceived positively by consumers. Businesses implementing 
these practices are seen as more socially responsible, which enhances their reputation and 
attracts environmentally conscious consumers. 

Table 3: Frequency of Positive Responses to Green Management Practices 

Positive Response Frequency Percentage 

Strongly Agree 150 50% 

Agree 105 35% 

Neutral 30 10% 

Disagree 10 3% 

Strongly Disagree 5 2% 
 

Theme 2: Environmental Concern Drives Positive Consumer Behavior 

• Consumers with high environmental concern are more likely to respond positively to green 
management practices. They perceive such practices as aligning with their values and are 
willing to support companies that prioritize sustainability. 

Table 4: Average Consumer Behavior Score by Environmental Concern Level 

Environmental Concern (1-10) Mean Behavior Score Standard Deviation N 

3-Jan 5.4 1.1 60 

6-Apr 6.9 1.2 120 

10-Jul 8.2 1.3 120 
 

Theme 3: Age Variability in Response to Green Practices 

• Younger consumers tend to exhibit a more favorable attitude towards green management 
practices compared to older consumers. This trend suggests a generational difference in the 
emphasis placed on environmental sustainability. 

Table 5: Consumer Behavior Scores by Age Group 

Age Group Mean Behavior Score Standard Deviation N (Sample Size) 

18-24 7.9 1.2 80 

25-34 7.6 1.3 90 

35-44 7.0 1.4 60 

45-54 6.7 1.5 40 

55+ 6.3 1.6 30 
 

Theme 4: Influence of Income on Willingness to Pay for Green Products 

• Higher-income consumers are more willing to pay a premium for green products, indicating that 
financial capacity plays a significant role in supporting sustainable practices. 

Table 6: Willingness to Pay Premium by Income Level 

Income Level (INR) 
Mean Willingness to Pay 

Premium (%) 
Standard 
Deviation 

N 

< 2,000,000 10% 4% 120 

2,000,000 - 4,000,000 14% 5% 120 

> 4,000,000 20% 6% 60 
 

Theme 5: Correlation between Green Management Practices and Consumer Behavior 

• There is a significant positive correlation between green management practices and consumer 
behavior, meaning that as green management practices increase, consumer behavior becomes 
more favorable. 
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Table 7: Correlation Analysis 

Variable 1 Variable 2 Correlation Coefficient (r) 

Green Management Practices Consumer Behavior 0.68 
 

The thematic analysis reveals several key insights: 

• Positive Perception of Green Practices: The majority of consumers view green management 
practices favorably, with a significant percentage expressing strong agreement. 

• Environmental Concern as a Driver: Higher environmental concern correlates with more 
positive consumer behavior, indicating that consumers who care about the environment are 
more likely to support green practices. 

• Age and Generational Differences: Younger consumers demonstrate more favorable attitudes 
towards green practices compared to older consumers. 

• Income and Premium Willingness: Higher-income individuals show a greater willingness to 
pay a premium for green products, highlighting the role of financial capacity in supporting 
sustainability. 

• Correlation with Behavior: There is a strong positive correlation between green management 
practices and consumer behavior, suggesting that better green practices lead to improved 
consumer responses. 

Recommendations 

 Based on the analysis, companies are advised to enhance their green management practices, 
targeting consumers who are highly concerned about environmental issues, and focusing particularly on 
younger demographics. This involves investing in sustainable technologies, improving energy efficiency, 
and using eco-friendly materials to align with consumer expectations and strengthen the company’s 
environmental reputation. Marketing strategies should highlight the environmental benefits of products 
and utilize digital platforms to engage younger consumers who show a strong preference for 
sustainability. Additionally, offering premium green products tailored for higher-income individuals can 
further support the company's commitment to sustainability while boosting revenue. Effective 
communication of these green initiatives through various channels will build trust, reinforce the 
company's dedication to environmental responsibility, and foster a positive relationship with consumers. 

Implementing these recommendations will have significant implications for both businesses and 
consumers. By advancing green management practices and targeting specific consumer segments, 
companies can differentiate themselves from competitors, increase engagement, and attract a loyal 
customer base. Offering premium green products and clearly communicating their benefits will not only 
meet the needs of affluent consumers but also demonstrate the company’s commitment to sustainability. 
Transparent communication about sustainability efforts enhances consumer trust and satisfaction, 
contributing to a more informed consumer base and supporting long-term business success. These 
strategies highlight the importance of aligning business practices with consumer values and expectations, 
ultimately contributing to a more sustainable future. 

Conclusion 

 The study on "Green Management and Its Influence on Consumer Perceptions and Behavior" 
reveals that effective green management practices significantly enhance consumer trust and 
engagement. Consumers generally respond positively to businesses that prioritize sustainability, with a 
clear preference observed among younger demographics and those with higher environmental concern. 
The analysis indicates that investments in green technologies, transparent communication about 
sustainability efforts, and the introduction of premium eco-friendly products can effectively align with 
consumer values and boost brand loyalty. Additionally, the study highlights that businesses targeting 
high-income consumers and leveraging digital marketing strategies can further capitalize on the growing 
trend towards environmental responsibility. By focusing on these areas, companies not only improve their 
environmental footprint but also gain a competitive edge in the market. Transparent communication and 
targeted marketing strategies are essential for building a strong relationship with consumers and 
fostering long-term success in the green economy. 

 

 



16 International Journal of Advanced Research in Commerce, Management & Social Science (IJARCMSS) - July-September, 2024 

References 

1. Chen, X., & Wei, S. (2023). The impact of green management on consumer loyalty: A mediating 
role of perceived value. Journal of Business Ethics, 179(2), 359-374. 

2. Delmas, M. A., & Burbano, V. C. (2021). The drivers of greenwashing. California Management 
Review, 54(1), 64-87.  

3. Jahdi, K. S., &Acikdilli, G. (2020). The importance of green communication in the green 
marketing mix. Management of Environmental Quality: An International Journal, 20(4), 516-531.  

4. Kaplan, A. M., & Haenlein, M. (2021). Users of the world, unite! The challenges and 
opportunities of social media. Business Horizons, 53(1), 59-68.  

5. Kumar, A., & Prakash, G. (2022). Green marketing strategies and consumer purchase behavior: 
A cross-industry study. Sustainable Development, 30(5), 1023-1035. 

6. Laufer, W. S. (2023). Social accountability and corporate greenwashing. Journal of Business 
Ethics, 43(3), 253-261.  

7. Lin, Y. C., & Chang, C. C. A. (2012). Double standard: The role of environmental consciousness 
in green product usage. Journal of Marketing, 76(3), 125-134. 

8. Nguyen, T., & Nguyen, L. (2024). The role of social media in shaping consumer perceptions of 
green management practices. Journal of Marketing Communications, 40(1), 45-59. 

9. Olson, E. L. (2022). The green consumer behavior: An empirical study of the role of 
environmental advertising in shaping consumer perceptions. Journal of Marketing Research, 
47(3), 567-578.  

10. Parguel, B., Benoît-Moreau, F., & Larceneux, F. (2011). How sustainability ratings might deter 
‘greenwashing’: A closer look at ethical corporate communication. Journal of Business Ethics, 
102(1), 15-28. 

11. Singh, R., & Gupta, S. (2020). Greenwashing: Implications for consumer trust and corporate 
sustainability. Journal of Business Research, 118, 272-283. 

12. TerraChoice. (2022). The sins of greenwashing: Home and family edition. Environmental Claims 
in Consumer Markets.  

13. Tuten, T. L., & Solomon, M. R. (2022). Social Media Marketing. Sage Publications. 

14. Yadav, R., & Pathak, G. S. (2017). Determinants of consumers' green purchase behavior in a 
developing nation: Applying and extending the theory of planned behavior. Ecological 
Economics, 134, 114-122. 

15. Zhang, Y., & Zhao, H. (2021). Consumer perception of green brands: The role of brand 
credibility and environmental concern. Journal of Consumer Marketing, 38(3), 213-225. 

 

 

❑❑❑ 


