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This study examines consumer awareness and attitudes toward eco-friendly electronic 

products, with a focus on gender-based differences. The findings reveal that while a 

significant number of respondents fall under the medium awareness category, there is 

no statistically significant variation in awareness levels between males and females. 

The study underscores the need to promote awareness programs and encourage the 

adoption of sustainable electronic practices at the household level, emphasizing the 

long-term economic and environmental benefits. 
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Introduction 

In today’s fast-paced digital era, electronics have become an integral part of human 

life. From household appliances to personal gadgets, electronic products have 

revolutionized the way we live and work. However, the production and disposal of 

these devices often involve harmful materials and environmentally damaging 

processes. In response to these growing concerns, companies around the world are 

increasingly embracing the concept of green electronics—devices designed and 

manufactured using sustainable methods and eco-friendly materials. 

Modern consumers are more informed and conscious of environmental issues. They 

are not only concerned about product quality and cost but are also inclined toward 

choosing environmentally safe alternatives. This shift in consumer behavior 

emphasizes the need to understand consumer attitudes toward eco-friendly electronic 

products. Businesses that recognize and respond to these preferences can gain a 

competitive edge and promote long-term sustainability. 

Green electronics represent a vital step toward sustainable development. While the 

green consumer movement has been well-established in developed nations, 

developing countries are also beginning to adopt eco-friendly manufacturing and 

consumption practices. These practices contribute to environmental conservation, 

promote recycling, and encourage responsible disposal. As such, eco-friendly 

electronics are emerging as a crucial element in building a greener, more sustainable 

future. 

Abstract 
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Understanding consumer attitudes is essential for the success and sustainability of 

businesses. Since consumer preferences are dynamic and influenced by various 

factors, companies must regularly evaluate these attitudes to adapt to evolving market 

trends. This study focuses on assessing consumer attitudes toward eco-friendly 

electronic products, offering valuable insights for businesses, retailers, and 

policymakers. 

Objectives of the Study 

1. To examine the level of consumer awareness regarding eco-friendly electronic 

products. 

2. To identify the key factors influencing consumers to prefer eco-friendly 

electronic products. 

3. To analyze consumer attitudes toward the use and purchase of eco-friendly 

electronics. 

Hypothesis 

H₀: There is no significant gender difference in the level of awareness about eco-

friendly electronic products. 

Methodology  

The study employed both primary and secondary data sources to gain a 

comprehensive understanding of consumer attitudes toward eco-friendly electronic 

products. Primary data was collected using a structured questionnaire administered to 

a sample of 140 respondents, selected through convenience sampling to facilitate 

efficient data collection from accessible participants within the study area. Secondary 

data was sourced from credible research journals, academic publications, and reliable 

online materials to support and contextualize the findings. The data was analyzed 

using simple statistical tools such as percentage analysis and weighted mean scores to 

interpret consumer awareness, influencing factors, and attitudes. Geographically, the 

study was confined to Ward No. VIII of Edavilangu, focusing on the local 

population’s behavior and awareness regarding eco-friendly electronic products, thus 

making the research community-specific and locally relevant. 

Review of literature  

Several studies have explored consumer behavior and attitudes toward eco-friendly or 

green electronic products. 

Nilaksana Lavan and F.B. Kennedy (2017) found a strong positive relationship 

between green purchase intention and consumer decision-making related to green 

electronics. Their study emphasized the importance of green purchase intention in 

influencing consumer behavior and recommended actions to enhance its role in 

market development. 

Fabian Echegaray and Francia Valeria Hansstein (2017) investigated consumer 

intentions and behavior toward e-waste recycling in Brazil. The study highlighted that 

consumer awareness about recycling is a major determinant of green behavior. 
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Demographic factors such as gender, age, and income also influenced positive 

intentions toward eco-friendly products. 

Sheck M. Issaacs (2015) observed that despite the availability of recycling facilities, 

some consumers were still reluctant to recycle electronics. The study emphasized that 

brand loyalty and corporate social responsibility can enhance green product 

innovation and foster environmental awareness. 

Sheik M. Issac (2015) further confirmed that past brand experience significantly 

influenced consumers’ purchase decisions, even with price hikes. While some 

consumers resisted recycling, the study reiterated that green innovation backed by 

social responsibility could drive positive change. 

Vijayalakshmi and Sreenivasa Rao (2015) highlighted the importance of an efficient 

distribution system in electronics marketing. They found that consumer behavior 

varies based on product type, quality, price, age, and income level, all of which 

significantly influence consumer satisfaction and purchase decisions. 

Dr. D. Geetha et al. (2014) examined consumer behavior in Coimbatore and found a 

high level of awareness about environmental problems and green products. The study 

also identified motivational factors influencing green product purchases and noted a 

generally positive attitude toward eco-friendly products. 

Chen and Chang (2012) established a significant positive relationship between 

consumers’ perceived green value and their intention to purchase eco-friendly 

electronic products. Their findings underscored the potential for organizations to 

enhance product value to increase green consumption. 

Chan and Chai (2010) stated that green products are environmentally superior due to 

recyclable materials, minimal packaging, and reduced environmental impact, 

reinforcing their sustainable advantage in the market. 

Hansla et al. (2008) found that while consumers had a positive attitude toward green 

energy and recycling, their willingness to pay more for such products was limited. 

This suggests a disconnect between eco-conscious behavior and economic 

willingness. 

N. Anil Kumar and Dr. Mridanesh Jha (2004) reported that consumers are 

increasingly sensitive to environmental concerns, and their attitudes reflect a mix of 

beliefs, emotions, and behavioral intentions. The study also found that socioeconomic 

factors, except gender, significantly influenced attitudes toward eco-friendly products. 

Understanding Consumer Attitudes and the Key Factors Influencing Buying 

Behavior 

Consumer attitude refers to an individual's overall evaluation—favorable or 

unfavorable—toward a product or service. It influences buying decisions and 

comprises three main components: 

• Beliefs: What a consumer thinks about a product (can be positive or negative). 
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• Feelings: Emotional reactions toward the product, which may or may not stem 

from beliefs. 

• Behavioral Intentions: The likelihood of a consumer taking action, such as 

purchasing, based on their beliefs and feelings. 

Even if a consumer has negative feelings or beliefs, external factors like social 

pressure can still influence behavior. 

Key Factors Influencing Consumer Behavior: 

1. Psychological Factors – Motivation, perception, learning, beliefs, and 

attitudes. 

2. Social Factors – Family, friends, social media, and peer influence. 

3. Cultural Factors – Traditions, values, customs, and societal norms. 

4. Economic Factors – Income level, purchasing power, and economic 

conditions. 

5. Personal Factors – Age, occupation, lifestyle, personality, and life stage. 

As technology advances, electronic waste and environmental degradation have 

become major global concerns. Eco-friendly electronic products offer a sustainable 

alternative, using recyclable and non-toxic materials, and minimizing harmful 

emissions during production and disposal. These products aim to protect human 

health and the environment throughout their lifecycle. However, the absence of 

standard regulations across industries makes widespread adoption a challenge, 

particularly in developing regions where e-waste management is inadequate. 

Green engineering plays a vital role in promoting sustainability by encouraging the 

use of environmentally responsible design and production methods. Innovations like 

bio-composite-based electronics are highlighted as safer alternatives for recycling, 

which reduce pollution and improve safety for workers. These practices not only 

conserve resources but also ensure long-term usability and recyclability, paving the 

way for responsible industrial behavior and sustainable development. 

The adoption of eco-friendly electronics brings numerous benefits, such as energy 

savings, lower maintenance costs, and improved physical and mental health. Products 

like LED lamps, solar water heaters, solar inverters, and solar chargers help reduce 

dependence on non-renewable energy and support green living.  

Results and  Findings 

The survey results show that the majority (70%) of respondents are below 30 years of 

age, with females making up 58% of the sample. Most participants (45%) hold a 

postgraduate qualification, and 40% are students. Regarding income, 35% of 

respondents earn less than ₹10,000 per month. 

Awareness about eco-friendly electronic products is high, with 100% of respondents 

indicating they have heard about them. A significant majority (87%) have purchased 

such products, primarily LED light bulbs (45%) and CFL lamps (30%). 
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Social media plays a key role in spreading awareness (52%), followed by newspapers 

(17%) and television/family/friends (13%). Various factors influence the purchase of 

eco-friendly electronics, with environmental friendliness (17%) and health safety 

(16%) being the top motivators.  

Mean score analysis reveals that "lesser damage to the environment" (mean = 4.53) is 

the strongest reason for product use, followed by "essential for better energy and 

water" (mean = 4.4), and "conserves energy and water" (mean = 4.36). 

When asked about willingness to pay more for these products, 35% were neutral, 34% 

agreed, and 23% strongly agreed. The primary reason for willingness to pay more was 

environmental responsibility (62%). 

Finally, 97% of respondents said they would recommend eco-friendly electronic 

products to others, indicating a strong level of satisfaction and advocacy. 

The study examined the level of awareness about eco-friendly electronic products  

into three categories: low (mean score less than 3.66), medium (3.66 to 4.50), and 

high (above 4.50). According to the results, 30% of the respondents had low 

awareness, 40% had medium awareness, and another 30% showed high awareness. 

This indicates that the majority of respondents (40%) had a moderate understanding 

of eco-friendly electronic products. 

To determine if gender played a significant role in influencing awareness, a chi-

square test was conducted. The test produced a chi-square value of 2.114 with 2 

degrees of freedom and a p-value of 0.347. Since the p-value is greater than the 

standard significance level of 0.05, the null hypothesis was accepted. This means 

there is no statistically significant difference in the level of awareness between male 

and female respondents. 

However, when looking at the gender-wise distribution, it was observed that 40% of 

males had low awareness compared to only 22.85% of females. Medium awareness 

was reported by 36% of males and 42.85% of females, while high awareness was seen 

in 24% of males and 34.28% of females. Although these numbers suggest that female 

respondents were slightly more aware of eco-friendly electronic products than their 

male counterparts, the difference was not statistically significant. 

Summary of the results 

The study highlights a moderate level of awareness among consumers regarding eco-

friendly electronic products, with no significant difference observed between genders. 

While a considerable portion of respondents demonstrates medium or high awareness, 

there remains a need for targeted educational efforts to bridge the gap further. 

Promoting the long-term economic and environmental benefits of these products, 

along with encouraging sustainable practices at the household level, can significantly 

enhance their adoption. Ultimately, fostering greater awareness and responsible 

consumer behavior is essential for advancing environmental sustainability and 

reducing the ecological impact of electronic waste. 
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