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Abstract

Environmental issues are becoming increasingly papas people and governments worldwide grow mamescious o
them. Green marketing emerged as a result, anchbases now employ it as one of their p-making and environmental-
protection strategiesThe late 1980s and early 1990s saw a gradual misthé use of green marketing. Green-friendly
items are now the focus for both consumers and faaturers, leading to product innovation. When magkpurchases
green consumers, also called econscous or sustainable consumers, prefer goods andcganthat are sustainable ai
favourable to the environment. Today's media arslabanovements are also raising consumer awarenésgie potentia
environmental effects of products. Marketers hawbraced the idea of green marketing in order to thrimethe face o
these societal shifts. This study aims to invesig@w green marketing affects consumers' attit@tesbuying behaviou
The study was conducted in Nagaland using a stredtguestionnie based on the Theory of Planned Behaviour (T
and the data was analysed using Exploratory Fad&oalysis (EFA). The EFA identified three construatsconsumers
attitudes toward green marketing and -friendly products, viz. “Environmental Conce and Green Products”,
“Customer Trust”, and “Purchase Intention”. The stay revealed that Nagaland consumers have a pesititlook on ec-
friendly and green products. Consumattitude toward purchasing green efrtiendly products are unaffected

demographic factors.

Index Terms. Green Marketing, Green Consumers, Theory of PlarBethviou

1. INTRODUCTION

Promoting and selling goods and services basedain
positive environmental impact is known as gr
marketing. These goods and services should
environmentally friendly by nature or through tk
production  process. The term ‘'"green" has ga
populaity in the modern era as debates about sustail
and equitable ways to produce, consume, and liv
harmony are starting to take place globally witle
increase in public opinion to address green isg\Ves
Dam & Apeldoorn, 1996). Green marketing very
important because environmental issues are t
discussed in numerous international forums, antbgois
becoming more concerned with ecology. For instatiee
Conference of the Parties (COP) is an internati
climate summit held annually undd¢he aegis of the
United Nations Convention to fight climate chan
Nearly all countries in the world have adopted Hagis
Agreement, also known as the Paris Climate Accc
which addresses climate change and reduces gress
gas emissions globallytsl primary goal is to keep a che
on the rise in global temperature to no more tH&h and

ideally to 1.5°C. To address the effects of margetbn
the environment, the American Marketing Associa
(AMA) held the first workshop on ecological markegi
in 1975. One of the first books on green market
"Ecological Marketing," was written from the worksgh
proceedings. Globally, big businesses and goverts
have increasingly adopted the quest for sustaitylais
their goal and top priority. Numeroistudies have argued
that the current consumption pattern is unsusté&nabd
will eventually lead to disasters if left uncheck@&shkvist
& Vanthournout, 2008). Environmentally irresponsi
products and an unsustainable consumption patterthe
root cause of many environmental problems. Ensu
that meeting current needs does not interfere fuitlre
generations' ability to meet their needs is cruda
sustainable development (Brundtland, 1987). Accay
to Fisk (1974), the emergence of green keting, also
known as ecological marketing, was prompted by
need to link private companies' pr-making goals with
longterm economic sustainability for socie

1.1 Green Marketing
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American Marketing Association (AMA) defines “gre
marketing” ashe promotion of goods that are though
be ecologically friendly, and it includes strategikke
product modification, adjustments to the produc
process, modifications of the packaging and adsiag
messages. The phrase "green marketing" wa used by
McDaniel and Rylander (1993) to describe the edi
made by marketers to create strategies aime
environmentally conscious consumers. Green maigge
sometimes called sustainable marketing or envirgah
marketing (Coddington, 1993), is = endeavour of a
corporation to create, market, price, and deliveds tha
do not negatively impact the environment (Pride
Ferrell, 1993). Green marketing is defined by Psky
(1994) as any activity that aims to create andlifate
exchanges to me&uman needs or desires in a way -
has the least negative impact on the environmegttie
(2001) identifies three stages in the developmégreen
marketing. The initial stage was "Ecological Gr
Marketing", where all marketing initiatives dug this
time were centred on identifying environmental esanc
providing solutions. "Environmental Green Marketit
was the second phase, where the emphasis shiftéelata
technology, which involves developing innovativeode
to address waste and pgdlbn problems. The third pha
we are currently in is "Sustainable Green Markeétirig
which governments and large corporations be
prioritising sustainability.

1.2 Green Consumer

Elkington (1994) defined a “green consumer” as Smme:
who would avoidproducts that could endanger their c
or others’ health or seriously harm the environmier
production, use, or disposal, use excessive amooir
energy, produce toxic waste, use raw materialsvele
from threatened species, involve the needless If
animals or animal cruelty, negatively impact ot
nations, etc. In traditional marketing, goods amdrises
are offered to customers at a reasonable pricentieats
their needs. One of the most crucial presumptiorggéer
marketing is that consumesse willing to pay more fa
environmentally friendly products (Veluri, 201:
Consequently, marketers face two challenges viz
addition to creating and marketing goods and sesvibal
customers are willing to buy, they also need tocatk
their cusomers about the fact that many ecological is:
are caused by human activity through the use
environmentally irresponsible products. Therefottas
research paper examines consumer awareness of
marketing and their propensity to purchase greoods.

2. LITERATURE REVIEW

The concept of "green marketing" dates back tal8#0s
when consumers and marketers became more aw:
environmental issues. Nowadays, everyone is cord
about environmental degradation and climate chazge
most people have realised they haveig part to play in
protecting the environment. This realisation megaasple
are willing to change their consumption patterng dao
society's growing environmental concern. Businesse
also attempting to adapt to this new concern byagimy
in green narketing initiatives and changing th
behaviour.

Environmental marketing, sometimes called gt
marketing, is a new paradigm in societal marketimat
includes all of the efforts made to create, pack
advertise, distribute, use, and recycle prts in a way
that considers the environment. Thus, green maugcas
a comprehensive marketing idea in which products
services are produced, consumed, and disposed a
way that minimises environmental harm (Menon
Menon, 1997). Companies rebrarheir products into
different lines, highlighting the environmental advage:
and using this idea to remarket their current pebdine
while abiding by environmental safety regulatit

Growing consumer demand for environmentally frigr
products led d this new marketing strategy, in whi
businesses consider environmental factors whertioge
their marketing mix (Coddington, 1993). Changingnfr
conventional to green products may initially se
expensive, but it will undoubtedly be both adveatis
and economical in the long run. In traditional maitke,
goods are created to satisfy consumer needs
reasonable cost, and products’ main advantag
communicated to their intended market. Green minty
is way more complex as it involves developproducts
to satisfy the customers’ requirements at an afble
price without compromising the product’s core bér
and having less detrimental impact on the envirartise
it in the manufacturing process, transportat
warehousing, consumption, ue or disposal.

Correia et al. (2023) looked into how much respois!
gender, educational qualification, and environmle
attitudes  were impacted by green marke
communications, as well as whether or not consur
attention to these messages infices their propensity to
make green purchaseNek Mahmud and Fekete-Farkas
(2020) attempted to determine Bangladeshi consui
decisions regarding green product purchase intenfibe
researcher used the Theory of Planned BehaviouB)(
model to addresshe research void concerning gre
purchase decisions by incorporating supplemer
constructs like perceived green quality, environtak
concerns, and future green estimates. Mahmoud J:
investigated how employing a green marketing
affected Sudaese customers. The statistical anal



CCET JOURNAL OF SCIENCE AND ENGINEERING EDUCATION

| SSN(Print): 2582-0680 ;| SSN(Online): 2455-5061 Vol. — 7,Page-1-9,Year-2023

revealed a strong correlation between the willimgnef
customers to purchase and the green marketing

Sharma and Trivedi (2016) looked into what influes
consumers' decisions to buy environmentally frig

products and found that eight factors matteredntiost,
viz. demography, eco-labels, ebmnds, environment
advertising, environmental awareness, green pre¢
green prices, and green promotions. They claimatthe
most significant barrier to tha@doption of green produc
was their high cost. Kong et al. (2014) performadtdr
analysis and found that people's intentions to ngaken
purchases are positively influenced by -labels, green
product value, and green corporate perception

comparson, green packaging or advertising does

influence people's intentions to purchase greeduyute.

2.1 Objectives of the Study

No such study on customer attitudes toward g
marketing in Nagaland was found. Furthermore, thexs
no evidence of anyresearch on customer attitu
measurement in this region of India using Confiloma
Factor Analysis (CFA) and Exploratory Factor Ané)
(EFA). In light of this, the following objectives exe
formulated for the study:
* To evaluate consumers' behavicowards green
environmentfriendly products
e To determine the factors influencing gre
consumers' attitudes.

3. RESEARCH METHODOLOGY

3.1 Universe and Samplefor the Study

Using a structured questionnaire to gather datasthdy
used a quantitativeesearch design. Questions ak
consumer awareness, knowledge, perceived ber
perceived barriers, and purchase intentions rega
environmentally friendly products were included the
survey guestionnaire. Convenience sampling was te
select he sample from a broad group of consumer
various products. During market hours, the reseas
went to the crowded market areas in Kohima
Dimapur to gather data. Friends, family memberg]
students from different institutions also parti¢gzh in
online surveys using Google Fori

According to the Nagaland Statistical Handbook (B0
the district of Dimapur had a total population of&811
as of the 2011 census, with 1,97,394 men and 1.8
women, while 2,67,988 people reside in the Koh
district, with 1,38,966 men and 1,222 women. Thus,
6,46,799 individuals made up the study's univefde
primary data for the study was provided by !
consumers in the districts of Kohima and Dimap&r.of
the 581 respondents' questionnaires were de
incomplete, so they were removecom the study.

Consequently, 566 people made up the study's s¢
size. The period of data collection was Septemio&i—
July 2022. Descriptive statistics and exploratoagtér
analysis (EFA) were used to analyse the data, exathe
relationships betwen variables, and identify critic
factors affecting consumers' attituc

3.2 Development of Questionnaire

Following a literature review, the authors deteradina
number of variables to gauge consumer attitt
regarding environmentally friendly prods. The Theory
of Planned Behaviour (Ajzen, 1991) served as
foundation for identifying and adopting the stuc
factors. The welknown social psychology theory, t
TPB, describes how attitudes, subjective norms,
perceived behavioural control inence people's
intentions and subsequent behaviours. The TP Bsstiad¢
people's attitudes, views of the social norms sunding a
behaviour, and sense of control over engaging &
behaviour all influence their decision to engagé.ihe
TPB offersa useful framework for comprehending h
attitudes, subjective norms, and perceived coiiteract
to forecast consumers' intentions and subsequéiong
about buying environmentally friendly produ

The constructs of “environmental concern,” “gr

marketing and environme-friendly products,” and
“green advertising” can be seen as influencing (es

attitudes, subjective norms, and perceived contrar

buying ecofriendly products in the context of consun

behaviour toward ec«friendly products. Environmental
concerns, for instance, may affect buying intergiabout

ecofriendly products. In contrast, advertising andegr

marketing influence people's perceptions of theiad

norms surrounding the purchase of these prod

Pricing, conveniece and accessibility could influen

people's sense of control over buying environmgn

friendly goods.

In this study, 30 statements were docketed inted
major components, and the TPB theory was use
establish the relationships between theements. In
order to investigate how consumer behaviour in Nagt
is influenced by green marketing and -friendly
products, Exploratory Factor Analysis (EFA) v
conducted using the following factc
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Table 1:ltems for Exploratory Factor falysis.

car.
19 || actively seek out and purcheé] GMP10
products made of or packaged

Sl. | Statements Codes recycled material
No. 20 || prefer brands associated with gr¢f GMP11
Environmental Concern CFE marketing and have
1 The general condition of tt| CFE1 favourable attude  toward gree
environment has an impact on products.
quality of my life. 21 | | am pleased with every green prod| GMP12
2 | am familiar with environmental issu| CFE 2 that | have used in the pe
such as global warming, clime 22 | Most ecdriendly products meet m| GMP13
change, pollution, etc. expectations in terms of quali
3 Today's environmental initiatives w| CFE 3 Green Advertising ADV
help conserve the environment 23 | Green advertising is effective | ADV1
future generations. addressing ecological probler
4 Parents should teach their children | CFE 4 24 | Companies promote environmer| ADV2
importance of safeguarding nature awareness initiatives to encourage gr
the ecosystem. purchasing.
5 Environmental  protection  cours| CFE 5 25 | Green advertising is also used | ADV3
should be taught in education: businesses to maintain their reputa
institutes. 26 | Companies do not deceive customer | ADV4
6 My involvement in environmenti| CFE 6 making misleading e«friendly claims
conservation will persuade my frien about their product
and relatives to do the sar 27 | I getinfluenced by green certification | ADV5
7 | prefer public transportation or riding| CFE 7 ecolabel on the package wh
bike to reduce vehicular pollutic purchasing any produc
8 I make every atimpt to avoid usin| CFE 8 28 | On the green certification or e-label, | ADV6
singleuse plastic carry bag sufficient information is presente
9 Products that pollute the natu| CFE9 29 | The information provided on grei| ADV7
environment during production, us certification or ec-label is accurate.
and disposal should be levied higl 30 | Green product advertising claims | ADV8
taxes. reliable.
Green Marketing and Environment- | GMP Source: Primary dat
Friendly Products In the questionnaire, respondents were given fistions
10 | | am acquaintedvith the concept c| GMP1 ranging from 1 to 5, 1 stood i strongly disagree and 5
green marketing. for strongly agree. Therefore, each question's tifasine
11 | Green, ec@dendly products help t| GMP2 score ranged from 1 to 5, with a minimum score ahd
protect the environment and natu a maximum score of
resources.
12 | The products | use should not | GMP3 The first stage in any data analysis process srohing
harmful to the environmei the reliability of the study's ata. The Cronbach alpha
13 || will recommend environmentall] GMP4 value of the data was calculated using the SPS#® &,
friendly products to my friends ar Nunnally (1978) proposed 0.7 as a suitable reiigt
colleagues. coefficient. The Cronbach Alpha value of 0.836
14 | | avoid products that have a negal| GMP5 calculated, indicating that the data acquired liig study
impact on the environmer was highly reliable.
15 || actively look for environment:| GMP6
information like ecdabels or gree 4. RESULTS
certification on the products | purche
16 | Green produs are healthier, ener( GMP7 4.1 Demogr aphic Profile
efficient and less polluting the
conventional ones. The collected data was analysed using descri
17 |1 would choose green products o'| GMP8 statistics such as mean, percentages, and frequnc-
gﬁg;@ngg?ﬁ;ﬁﬁzl{[ﬁi if given parametric statistics such as the M-Whitney U Test
18 | If my budget permits, | would buy z| GMP9 and the Kruskal Wallis Test were also used to Edeere

electric car over a gasoli-powered

were any significant differences ween the demographic
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variables and the consumer attitude. The distidioutf
responders was ascertained using percentages ants
of frequencies.

greater than oneen groups or dimensions were extrac
and 66.891% of the variance was explai

Table 3 Total Variance Explain.

Table 2 Demographics Description of Responc. Rotation Sums of Squared Loadi
Variables Frequency | Percentage Groups Total % of Variance | Cumulative 9
Gender 1 3.200 | 10.665 10.665
Male 25C 44.17 2 3.038 10.127 20.792
Female 31¢€ 55.83 3 2.126 | 7.088 27.880
Below 18 61 10.78 5 1.977 6.591 41.557
18 - 30 33t 59.19 6 1.894 | 6.315 47.872
31-50 15¢ 27.92 7 1.771 | 5.904 53.776
Above 50 12 2.12 8 1.333 4.444 58.220
Marital Status 9 1.316 | 4.385 62.605
Married 18: 32.33 10 1.286 | 4.286 66.891
Single 38< 67.67 Source: Primary dat
Education The rotated component matrix is shown in Table He
Undergraduate 95 16.78 questionnaire's factor matrix and rotated comporaea
Graduate 19C 33.57 displayed in the table, and a -off point for the
Postgraduate 264 46.64 coefficient is decided to interpret the results,ickhare
Doctoral Degree 1 3.00 typically taken greater than 0.5 (Chawla & Son@i11)
Occupation
Public sector employee 73 12.90 Table 4 Rotated ComponeMatrix.

Private sector employee 14C 24.73
Businessman 5 10.07 ] Component
Housewife 45 7.95 me |1 |2 |3 [4 |56 |7 |8 |09 10
Students 17¢ 31.45 CFE 0.
Others 73 12.90 Y 84
Household Income -FE 0.5
(Monthly) 2 03
CFE | 0.7
Below INR 30,000 221 39.05 3 49
INR 30,000 - INR 60,000 | 26C 45.94 CFE
Above INR 60,000 8t 15.02 ‘éFE —
Source: Primary dat 5 24
CFE | 0.7
Table 2 displays the data on the respondents’ dexpbig 6 38
profile, and it can be observed that the samplecssd for CFE 0.8
the study is heterogeneous, as special care was ta ZFE 26
ensurehat it accurately represented the popula 8
CFE | 0.5
4.2 Exploratory Factor Analysis (EFA) ZM 53 -
To do an Exploratory Factor Analysis (EFA), P1 44
reliability and validity of the obtained reductionust be GM
established, and the sample size must be adedTiax gi/.
Kaiser-MeyerOlkin (KMO) and Bartlett's Test ¢ P3
Sphericity were used (Chawla & Sondhi, 2011). - GM | 05
derived KMO statistics value was 0.770, more thédh P4 | 45
and Bartlett's Test palue was 0.000, less than i GM 0.7
significance level of 0.05. Thus, we can concluu the gi/l 566
sample data from the study was suitable for Expboye PG 6
Factor Analysis. GM | 05
P7 | 24
Table 3 shows the total variance explained for ofiax Sg"
mfluenu_ng customer _attltudes toward green mankg GM 06
and environmentally friendly products. With Eigelues P9 19
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Source: Primary dat

After performing the varimax rotation method witkaiKer
normalisation in SPSS software, Grouconsists of items
CFE3, CFE6, CFE9, GMP4, and GMP7. Similarly, Gr
2 consists of items ADV4, ADV6, ADV7, and ADV
Group 3 consists of GMP5 and GMP6; Group 4 con
of GMP9, GMP10, and ADV5; Group 5 consists
GMP12 and GMP13; Group 6 consists of AL and
ADV3; Group 7 consists of CFE2 and GMP1; Grouj
Group 9 and Group 10 consists of only one item edzxlt
CFE7, CFEb5, and CFEL1 respectively. Groups 8, 9,18
each include only one item; Groups 3, 5, 6, anchly
have two items. According to Fagar et al. (1999) and
Costello and Osborne (2005), each group in fe
analysis must have at least three items. As a tp
Groups 3, 5, 6, 7, 8, 9, and 10 are omitted fromhé&r
investigation and interpretation. The remainingup® 1,
2, and 4, havd?2 items in total, the most important ¢
relevant factors influencing consumer attitudesarding
green marketing products.

Table 5 depicts the three new groups as well as tiegv
nomenclatures. These three new groups accoun
27.878% of the total variance.

Table 5 Name of New Grou

Sl. | Groupin | Items Dimensions | Name of | Percenta
No | g Include New Factor | ge of
. d Variance
1 1 CFES, | (i) Environmen | 10.665
CFES6, | Environmen | tal Concerns
CFE9, | talConcern | and Green
GMP4, | (i) Green| Products

& Marketing

GMP7 | and
Environmen
t-Friendly
Products

2 2 ADV4, | (i) Green| Consumer 10.127

GM 0.6 ADV6, | Advertising Trust

P1( 83 ADV7,

GM &

P11 ADV8

GM 0. 3 4 GMP9, | (i) Green Purchase 7.086
P12 83 GMP1 | Marketing Intention

GM 0. 0, & | and

P13 74 ADV5 Environmen

AD 0.7 t-Friendly

V1 54 Products

AD (i) Green

V2 Advertising

AD 0.7 Total | 27.878
V3 34 Source: Primary dat

AD 0.6

Xé 51 05 The Exploratory Factor Analysis identified threéngpary
V5 32 constructs of consumers' attitudes about green etiag
AD 08 and environmentally friendly products in Nagalard,
V6 05 shown in Table 5.

AD 0.8

V7 72 .

AD 07 4.3 Measurement of Consumer Attitude towards
V8 95

Green Marketing Products

As mentioned in the previous section, the measume
scale employed in this study was a -point scale for the
identified 12 items. As a result, the maximum ploles
score was 60, and the minimum possible score wa
The score &re signifies the overall level of Consun
Attitude. As a result, high scores suggest a faable
attitude. The estimated overall Consumer Attitueeel
can be interpreted as follo

Table 6 Consumer Attitude Overall Score Interptieta.

; Moder Highly
Interpret | Highly Favour
ation of | unfavou Unfavouy\ ately able Favour
rable favour . able
scale rable - attitud .
> attitude | able attitud
value attitude . e
attitude €
Scale
;’;‘r'”e 12— | 216- |[312- |408- |50.4—
overall 21.6 31.2 40.8 50.4 60
score

Source:Primary data

The Consumer Attitude score's mean value was 4
which falls under the favourable category. Therefdt
can be concluded that Naga consumers favour ¢
marketing and ecériendly products

4.4 Testing of Hypothesis

The Whitney U Testand Kruskal Wallis Test were
conducted to test the study's hypotheses. Thetsest
these tests are summarised below in Talt



CCET JOURNAL OF SCIENCE AND ENGINEERING EDUCATION

| SSN(Print): 2582-0680 ;| SSN(Online): 2455-5061 Vol. — 7,Page-1-9,Year-2023

Table 7Hypothesis testing resu.

and the
income
level of the
respondent

Hypothesis
No.

Null
Hypothesis
Description

Test

p_
value

Results

Hy

There is no
significant
difference
in consumer
attitude
towards
green
products
and the
respondents
gender.

Mann-
Whitney
U Test

0.317

Failed to
Reject the
Null
Hypothesis

0.472 | Failed to
Reject the
Null

Hypothesis

Kruskal
Wallis
Test

Hg There is nc
significant
difference
in consume
attitude
towards
green
products
and the
occupatior
of the

respondent

H,

There is no
significant
difference
in consumer
attitude
towards
green
products
and the age
of the
respondents

Kruskal
Walllis
Test

0.780

Failed to
Reject the
Null
Hypothesis

Hs

There is no
significant
difference
in consumer
attitude
towards
green
products
and the
educational
qualification
of the
respondents

Kruskal
Walllis
Test

0.512

Failed to
Reject the
Null
Hypothesis

Ha

There is no
significant
difference
in consumer
attitude
towards
green
products
and the
marital
status of the
respondent

Mann-
Whitney
U Test

0.910

Failed to
Reject the
Null
Hypothesis

Hs

There is no
significant
difference
in consumer|
attitude
towards
green

products

Kruskal
Walllis
Test

0.113

Failed to
Reject the
Null
Hypothesis

Source: Primary dat

MannWhitney U Test conducted for hypothesis
generated a palue of 0.317. Therefore, at a ¢
significance level, the null hypothesis could no#
rejected, and there is no significant difference
consumer attitude towards green products and
respondents' gender. For hypothesis H2, the Krn
Wallis Test gave a palue of 0.780, which is greater th
the 0.05 significance level, and we failo reject the null
hypothesis and conclude that the respondents' ags
not affect consumers' attitudes towards green mtsc
Similarly, we also failed to reject the H3 hypotisess the
p-value generated was 0.512 at a 5% significance.|
For the H4hypothesis, the-value (0.910) generated was
greater than the 0.05 significance level, we faitedeject
the null hypothesis as there is no significantetiéhce ir
consumer attitude towards green products in relata
their marital status. As forypothesis H5, the p-value
(0.113) generated was greater than the significéenos
of 0.05, leading to the failure to reject the Hpbthesis
and conclude that there is no significant diffeeenn
respondents’ attitudes towards green products lation
to their income level. Lastly, for hypothesis Hégtf-
value was 0.472, greater than the significancel leW:
0.05. Therefore, the authors failed to reject H&] there
is no significant difference in respondents' adlis
towards green products irelation to their occupation.
Overall, it can be said that regardless of t
demographic affiliations, Kohima and Dimapur dist
residents have similar attitudes towards green,-
friendly products.

5. CONCLUSIONS

5.1 Magjor Findings of the Study

In the twentyfirst century, global warming and clime
change have caught the attention of every natioihesse
issues have become a universal concern due tofth-
reaching consequences for the environment, ecoraom
society. Environmental protection om  further
deterioration has become the top priority of gowegnts
worldwide, including India. However, environmen
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protection is achievable with the active supporttlod
population, and the present state of people'sudés
toward environmentally fendly green products i
Nagaland is presented in this study.

Consumers in Nagaland feel positively about praosl
that are promoted through green marketing. Regssdh
their demographic affiliations, the consumers ob-
friendly products in Kohimaand Dimapur, Nagalar
districts share similar attitudes. These resukéscantrary
to the findings of Sharma (2015), who discoveresat
respondents' perceptions and attitudes regardiegn
products are influenced by factors such as agemeg
maritalstatus, and level of educati

The present study explored the identified factdrat
affect the consumer attitude towards green-friendly
products and identified three significant constsu
“Environmental Concerns and Green  Produc
“Consumer Tust”, and “Purchase Intention”. These th
constructs represent 12 critical items that infheerthe
consumers' attitude towards green,-friendly products.
Vazifehdoust et al. (2013) and Kong et al. (2014¥p
attempted a similar approach, and theandings are
comparable to the findings of this stu

5.2 Contributions of the Study

This study is the first of its kind in Nagaland ¢
analytically measures consumer attitudes tov
environmentally friendly, green products. The peopf
Nagaland feepositively about environmentally friend
products, which is a very positive indication fdre
nation's policymakers to create appropriate anckaume
environmental protection guidelines. A few govermtr
administration officials with whom the authorsoke
expressed their opinion that efriendly products are
more expensive and less readily available than
traditional alternatives in the market. This makesore
difficult for the government to implement ma
environmental protection directives ectively. This
study will assist officials and workers in this Ifiein
identifying areas of concern and offer solutionsis’
study will assist officials and administrators @entifying
areas of concern and offering solutions. This stadly
also encouge other academicians and students to
more about environmental protection and the puw
attitudes.

5.3 Limitations of the Study, Scope for Further
Resear ch and Conclusions

This study was carried out based on the factonstiiitksd
by the Theoryf Planned Behaviour (TPB) to empirica
analyse the factors affecting consumer behaviouatds
green marketing and eddendly products in th
Nagaland districts of Dimapur and Kohima. Extendimeg
study's geographical scope beyond Kohima and Din

to include the state's other districts and ruraaaris
possible. Additionally, comparative cr-sectional and
longitudinal studies can be carried out to gain
additional understanding of consumer attitudes td\
environmentally friendly green procts. Since a non-
probabilistic convenience sampling strategy wasduge
this study, errors in estimating different statigtiresults
cannot be completely ruled out. Other random samy|
methods can be used to carry out compat
investigations. Confinatory Factor Analysis (CFA) ce
be used to confirm further the factors or constdotind
in this study. The Structural Equation Modelling=(®)
approach can also be applied to developing
confirming a theoretical mod

According to this study, noignificant differences in
consumer attitudes concerning the demographic blas
were found. However, more such research car
conducted by identifying and examining moderatimgl
mediating variables influencing consumer attitu
toward green, eco-findly products.

We are increasingly concerned about environme
issues and their detrimental effects, leading tosa in
global concern and concerted efforts to protect Hdc
Nature and Planet Earth in recent years. Issues
deforestation, holes  the ozone layer, excessive
greenhouse gas emissions, fast depletion of ne¢
resources and shrinking biodiversity, pollutiond ajhobal
warming are still unsolved for the average citizdrour
country and the world today. However, the objectican
be met if the public actively participates in envinoental
protection initiatives
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