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 aBStract  purpose: This study is an attempt to understand the profile of  environment conscious consumer of  the twenty-
first century, with due focus to Asian consumers as well, to be able to help marketers understand them and serve them better. 
A review of  sixty five empirical articles related to relationship between selected socio-demographic variables and environment 
conscious consumers’ attitude and behavior has been done

design/Methodology/approach: Review based Approach

Findings: The findings show that the environment conscious consumer of  twenty-first century is more likely to be educated, 
and is more likely a woman.

proposed implications: The study will help marketers in formulating marketing strategies for environment conscious 
consumers

originality/Value: The study is basically on the attitude and behavior of  environment conscious consumers who are more 
concerned about environmental issues.

 KEywordS Environment conscious consumer | consumers’ attitude towards Environment | Environment 

conscious consumer Behavior | Socio-demographic | Green consumer  
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introduction
Environmentalism is becoming a salient concern in 

the twenty-first century as consumers across the world 
are becoming increasingly environment conscious and 
are considering the environmental impact of  their 
actions. Many researches indicate the growing interest 
of  consumers in environment friendly products (Menon, 
Menon, Chowdhury, & Jankovich, 1999; Charter & 
Polonsky, 1999; Prakash, 2000; Moisander, 2007). 

This trend is serving as a new market opportunity 
for marketers (Charter & Polonsky, 1999; Straughan 
& Roberts, 1999; Prakash, 2000). However, not all 
the consumers are equally environment conscious 
(Diamantopoulos, Schlegelmilch, Sinkovics, & Bohlen, 
2003; Jain & Kaur, 2006). To be able to effectively target 
environment conscious consumers, companies need an 
effective basis of  segmenting these consumers.  

In the past, the socio-demographics characteristics 
of  environment conscious consumers had been widely 
studied as the basis for segmentation, but, the results 
are mostly equivocal (Kilbourne & Beckmann, 1998; 
Diamantopoulos et al., 2003). Though, recently the 
researchers have started focusing on alternate ways of  
profiling environment conscious consumer, businesses 
still depend primarily on demographics, as a lot of  
published information including their media usage 
is more readily available, is more easily applicable 
as segmentation basis compared to other variables, 
and hence, is the most practical way of  segmenting 
environment conscious consumer (Myers, 1996; 
McDonald & Dunbar, 1998; Wedel & Kamakura, 
2000). Hence, the role of  socio-demographic profile 
of  environment conscious consumer in twenty-first 
century is a matter to be explored further.  

India followed by China, the largest growing 
Asian economies, ranked the highest among the most 
environment conscious consumers, and the environment 
conscious behavior among Indian consumers has 
increased since 2012 according to a world-wide 
survey of  eighteen countries conducted by National 
Geographic and Globescan (Greendex, 2014). Surely, 
marketers can benefit by understanding the profile of  
environment conscious consumer of  Asian countries. 
But, majority research on environment conscious 
consumer is done in western context, with little focus 
on Asian countries (Chan, 2000; Jain & Kaur, 2006; 
Bhattacharya, 2011; Asrul & Aisyah, 2016). 

These observations necessitates a study that 
explores the socio-demographic characteristics of  

environment conscious consumers of  western as well 
as Asian countries, in the twenty-first century through 
relevant review of  literature.

Methodology 
This study aims to review empirical articles on 

the relationship between environment conscious 
consumers’ attitude and behavior in twenty-first 
century and the various socio-demographic variables, 
published in reputed academic journals. 

The methodology adopted for this study involved 
identification of  relevant research articles through 
a systematic search procedure. Relevant articles in 
English language were searched electronically in social 
science and business journals from databases such 
as, Google Scholar, Emerald, JSTOR, DOAJ, SSRN, 
Research Gate, EBSCO host, Oxford, CORE. The key 
words used (in different combinations) were: “socio-
demographic characteristics/ profile”, “environment 
conscious consumer”, “green consumer”, “consumer’s 
attitude towards environment”, and “environment 
conscious consumer behavior”. 

The searched articles were reviewed and the content 
analysis of  the abstracts was done, to confirm whether 
the articles were relevant for the study. The article was 
considered relevant for the study if, firstly, it dealt with 
the role of  socio-demographic variables in influencing 
environment conscious consumers’ attitude and 
purchase behavior; secondly, was published during 2000- 
2017; and lastly, was empirical in nature. The empirical 
articles were selected as they provide a truer picture and 
are less prone to bias. The socio-demographic variables 
selected were age, gender, education & family income 
and the environment consciousness variables selected 
were consumers’ attitude and their purchase behavior 
with respect to environment, these being the most 
frequently studied ones. As a result sixty five articles 
were selected, thirty four from Asia, twenty five from 
western countries (Europe, America, and Australia), 
five from Africa, and one global. 

results
A taxonomic summary of  the results of  the 

review of  selected articles from 2000 to 2017, on the 
relationship between various socio-demographic 
variables on environment consciousness of  consumer 
are presented in Table 1. The selected articles are 
arranged chronologically, and the name of  author(s); 
location- city, country, continent; sample size and type 
are also included in the summary.  
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Findings and discussion
A review of  sixty five empirical articles on 

environment consciousness of  consumers in terms of  

attitude and behavior revealed that the demographic 

profile of  environment conscious consumer is 

relatively more consistent with respect to certain 

characteristics, but equivocal with respect to others. 

The greatest consistency is found in relationship with 

education, followed by gender and income. Findings 

with respect to different demographic variables are 

discussed as follows: 

age
Out of  a total of  fifty one studies on age and 

environment consciousness measures, twenty eight 

were on consumers’ attitude towards environment, 

and twenty nine were on environment conscious 

consumer behavior as shown in Table 1. Out 

of  twenty eight studies on age and consumers’ 

attitude towards environment, thirteen studies 

found a positive relationship, i.e., older consumers 

tend to have relatively favorable attitude towards 

the environment; seven studies found a negative 

relationship; four studies found an inverse ‘U’ 

relationship, i.e., the middle aged consumers 

tend to have relatively favorable attitude towards 

the environment as compared to younger and 

older consumers. The rest four studies found an 

insignificant relationship between the two.

Out of  twenty nine studies on age and environment 

conscious consumer behavior, nine studies found 

a positive relationship, i.e., older consumers tend 

to display more environment conscious behavior; 

an equal number of  studies found an insignificant 

relationship; eight studies found a negative 

relationship; and the rest three found an inverse ‘U’ 

relationship. 

The results show that though the attitude of  

older consumers tends to be more favorable towards 

the environment, as indicated by most of  the studies 

with few exceptions, the results related to age and 

environment conscious consumer behavior tend to 

be equivocal.  

Gender 
Out of  a total of  fifty nine studies on gender and 

environment consciousness measures, thirty two were 

on consumers’ attitude towards environment, and 

thirty five were on environment conscious consumer 

behavior. Out of  thirty two studies on gender and 

consumers’ attitude towards environment, eighteen 

studies found a negative relationship, i.e., females 

tend to have relatively favorable attitude towards 

the environment, and eleven studies found an 

insignificant relationship between the two. Only 

three studies found the relationship to be positive.

Twenty studies, on gender and environment 

conscious consumer behavior, out of  thirty five, 

found a negative relationship between the two, i.e., 

females tend to have relatively environment conscious 

behavior. Thirteen studies found an insignificant 

relationship and two found the relationship to be 

positive. 

The results show that females tend to have 

more favorable attitude and behavior towards 

environment, as indicated by most of  the studies 

with few exceptions. This may be because females, 

are socialized to take up the ‘‘caregiver’’ role, as a 

result of  which, they consider the health of  family 

as their topmost priority, resulting in greater level of  

concern for environment, as compared to men, who 

are expected to be the “bread-winners” (Zelezny et 

al., 2000).

Education
Out of  a total of  forty studies on education and 

environment consciousness measures, twenty two 

were on consumers’ attitude towards environment, 

and twenty eight were on environment conscious 

consumer behavior. Out of  twenty two studies 

on education and consumers’ attitude towards 

environment, thirteen studies found the relationship 
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to be positive and seven found it to be insignificant. 

Only two studies found the relationship to be 

negative.

Out of  twenty eight studies on education and 

environment conscious consumer behavior, sixteen 

studies found the relationship to be positive and ten 

found it to be insignificant. Only two studies found 

a negative relationship between the two. 

The results show that educated consumers tend 

to have more favorable attitude and behavior towards 

environment, as indicated by most of  the studies 

with few exceptions, as they may be considered 

more capable of  processing environment related 

information and understanding the adverse effects 

of  being insensitive to the environment.  

income
Out of  a total of  thirty three studies on income 

and environment consciousness measures, sixteen 

were on consumers’ attitude towards environment, 

and twenty two were on environment conscious 

consumer behavior. Out of  sixteen studies on income 

and consumers’ attitude towards environment, seven 

studies found a positive relationship, i.e., consumers 

with high income tend to have relatively favorable 

attitude towards the environment; five studies 

found an insignificant relationship; one study found 

an inverse ‘U’ relationship, i.e., consumers with 

moderate income tend to have relatively favorable 

attitude towards the environment; and the rest three 

studies found a negative relationship between the 

two.

Out of  twenty two studies on income and 

environment conscious consumer behavior, nine 

studies found a positive relationship, i.e., consumers 

with high income tend to display more environment 

conscious behavior. Almost an equal number of  

studies found an insignificant relationship; three 

found an inverse ‘U’ relationship, and the rest two 

found the relationship between the two positive. 

The results show that consumers having higher 

income tend to have more favorable attitude and 

behavior towards environment. This may be because 

consumers with higher income level can afford to 

bear the incremental costs involved in displaying 

environment conscious behavior.

conclusion
The relationship of  selected socio-demographics 

and environmental conscious attitude and behavior 

of  consumers appears to be mixed. The greatest 

consistency in the results, with few exceptions, is 

found in the relationship with education, followed 

by gender. Based on the findings, the environment 

conscious consumer of  twenty-first century can be 

considered to be more educated, and more likely 

a woman. The review also indicates that older 

consumers and consumers with higher income 

have a more positive attitude towards environment, 

but the results in relation with behavior are rather 

equivocal. Marketers seeking competitive advantage 

in terms of  environment consciousness may benefit 

by targeting the educated, the affluent and women 

as their prime focus.

However, the research studies selected and included 

in the review, were not free from limitations. Many 

studies were based on a very narrow sample, both in 

terms of  size and type, and were selected on the basis 

of  convenience. Most of  the research studies failed 

to investigate the relationship of  socio-demographic 

variables with both environment conscious attitude 

and environment conscious behavior. Also, very 

few researches included all of  the selected socio-

demographic variables in their study. Future studies 

on profile of  environment conscious consumer may 

benefit by addressing these limitations.
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