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Abstract: Understanding how sustainability issues influence customer choices has become critical for 

sectors like electronics that have a significant environmental impact. This study looks at how customer 

choices in the electronic goods market are impacted by sustainability condition such energy efficiency, 

recyclability, product lifespan, and corporate social responsibility (CSR). This study investigates which 

sustainability features customers value most and how they react to sustainable product offerings utilizing a 

questionnaire. The results emphasise how critical environmentally friendly practices are in consumer 

electronics and provide producers data on how to match their goods to the growing demand from 

consumers for viable solutions 
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I. INTRODUCTION 

Background and Rationale 

Sustainability is now a top subject in many consumer industries, particularly in the electronics business, owing to 

growing concerns issues about climate change, resource depletion, and electronic waste. Because of their components, 

electronic products—from laptops and smartphones to home appliances—are linked to significant raw material use, 

high energy consumption, and difficult waste management issues. Customers are looking for items that take ethical and 

environmental factors into consideration more and more as understanding of these issues rises. 

 

Problem Statement 

Although consumer knowledge has increased, little is known about how sustainability considerations affect customer 

choices, particularly in the electronics industry. By investigating how much sustainability affects consumer behaviour, 

determining the most coveted sustainable  attributes. 

 

Research Objectives 

This study seeks to: 

 Investigate the impact of sustainability concerns on the purchase decisions of electronic goods. 

 Identify specific sustainable attributes that are prioritized by consumers, such as energy efficiency, recyclability, 

and corporate social responsibility. 

 Provide recommendations for manufacturers to develop sustainable strategies that align with consumer 

preferences. 

 

Hypothesis 

 H01: There is no significant relationship between the Sustainability Attributes and Purchase decision of 

customers of electronic goods. 

 H02: There is significant relationship between the Sustainability Attributes and Purchase decision of 

customers of electronic goods. 
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sustainability concerns, with socioeconomic

awareness is rising globally, but the extent of its

income, educational background, and geographic location.

Taufique, K. M. R., Vocino, A., & Polonsky, M. J. (2017). 

certifications in shaping consumer purchase decisions. The

Organic, and Energy Star, act as credible

informed choices. 

The authors conclude that eco-labels

sustainable products. 

Grunert, K. G., Hieke, S., & Wills, J. M. (2014). 

labels on European consumers. Their research found that labels

purchase decisions, especially among consumers who are health

note that the effectiveness of these labels depends on consumer understanding and trust in the certification

 

The study is descriptive and analytical in

 Sample design: The population of the study consisted of the customers of electronic

Mobile Phones, and home appliances 50 respondents were identified as

was used as a sampling technique. Secondary data is

websites. 

 Source of Data: The data required for the study were collected from both primary and

Primary data is collected by using structured questionnaire from those

electronic goods. The study also covers secondary data, which

published research articles, etc.

 Tools for data collection and analysis: 

questionnaires for respondents All

analysis were Mean, Standard 

 

IV. DATA

Sustainability Attributes and Purchase

They sought to establish how sustainability attributes affected purchase decisions of

Respondents were asked to provide data

electronic goods. Table 4.1.1 shows the results

Table 4.1.1

Sl. No. Particulars

1 Energy Efficiency

2 Recyclable Materials 

3 Minimal Environmental Impact

4 Company’s commitment to

5 Carbon Footprint Reduction

6 CSR activities of the company

IJARSCT  
   

International Journal of Advanced Research in Science, Communication and

Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal

Volume 4, Issue 1, November 2024 

 DOI: 10.48175/IJARSCT-22022   

  

II. LITERATURE REVIEW 

 This study discusses how consumers are increasingly factoring

awareness of environmental and social impacts. The authors

individuals seek products that align with their values around

Gen Z, tend to prioritize sustainable attributes more than

In their work, Goh and Balaji emphasize that consumer

socioeconomic and cultural factors playing a role. Their study found that consumer 

awareness is rising globally, but the extent of its influence on purchase decisions can differ

and geographic location. 

Taufique, K. M. R., Vocino, A., & Polonsky, M. J. (2017). This paper reviews the effectiveness of eco

certifications in shaping consumer purchase decisions. The study finds that eco-labels, such

credible indicators of a product's sustainability attributes,

labels increase consumer trust and reduce uncertainty,

Grunert, K. G., Hieke, S., & Wills, J. M. (2014). Grunert and colleagues examine the impact of food sustainability 

labels on European consumers. Their research found that labels like "organic" and "non-GMO" positively influence 

consumers who are health-conscious and environmentally aware. However, they 

effectiveness of these labels depends on consumer understanding and trust in the certification

III. RESEARCH METHODOLOGY 

in nature and has adopted the following methodology. 

The population of the study consisted of the customers of electronic

Mobile Phones, and home appliances 50 respondents were identified as the sample size. Convenience Sampling 

was used as a sampling technique. Secondary data is collected from published reports,

The data required for the study were collected from both primary and

Primary data is collected by using structured questionnaire from those customers who are purchasing 

electronic goods. The study also covers secondary data, which was collected from various publications,

research articles, etc. 

data collection and analysis: The tools used for collecting primary data were

respondents All data collected were tabulated to facilitate interpretation.

 Deviation, and Correlation Analysis. 

DATA ANALYSIS AND INTERPRETATION 

Purchase Decision 

They sought to establish how sustainability attributes affected purchase decisions of electronic

data on different aspects of sustainable attributes which induces them to purchase the 

the results 

Table 4.1.1: Sustainability Attributes and Purchase Decision 

Particulars Item Acronym Mean

Efficiency SA 1 3.6933

SA 2 3.4480

Impact during Manufacturing SA 3 3.3491

to sustainability SA 4 3.2166

Reduction SA 5 3.3381

the company SA 6 3.1643

Source: Primary Data 
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factoring sustainability into 

authors suggest that consumer 

around sustainability. Younger 

than previous generations. 

consumer segments vary in their 

a role. Their study found that consumer 

differ based on factors like 

effectiveness of eco-labels and 

such as Fair Trade, USDA 

attributes, helping consumers make 

uncertainty, encouraging purchases of 

impact of food sustainability 

GMO" positively influence 

conscious and environmentally aware. However, they 

effectiveness of these labels depends on consumer understanding and trust in the certification process. 

 

The population of the study consisted of the customers of electronic products like laptops, 

the sample size. Convenience Sampling 

from published reports, books, journals, and 

The data required for the study were collected from both primary and secondary sources. 

customers who are purchasing 

various publications, books, 

The tools used for collecting primary data were structured 

interpretation. Tools used for 

electronic goods customers. 

sustainable attributes which induces them to purchase the 

Mean (µ) SD 

3.6933 1.0199 

3.4480 0.94523 

3.3491 0.73290 

3.2166 1.0153 

3.3381 0.72280 

3.1643 1.0528 
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µ is the highest for SA 1 and lowest for SA 6. Ϭ is the highest for SA 6 and the lowest for SA. Hence it is concluded 

that the sustainability attribute energy efficiency has a crucial role in the purchase decision of electronic goods. 

Pearson Correlation on Influence of Sustainability concern and purchase behaviour 

Pearson Correlation was computed to establish the relationship between the Influence of Sustainability concern and 

purchase behaviour. 

Table 4.1.2 summarizes the results. 

Table 4.1.2: Correlation Analysis 

  Influence of Sustainability 

Concern 

Increase in purchase 

behaviour 

Pearson Influence of  Sustainability 

Concern 

1 0.580 

Sig 2 Tailed Increase in purchase behaviour 0.580 1 

N  50 50 

 

According to Table 4.1.2, there is a strong positive correlation (0.580) between the on Influence of Sustainability 

concern and purchase behaviour. From this, we can conclude that, if the sustainability attributes are added more in the 

products, then the purchase behaviour will be highly positive. Because now a days customers are highly focusing on 

sustainable products which has less environmental social impact. Moreover, the sustainability attributes of electronic 

products play a pivotal role in their purchase decision. 

 

V. FINDINGS 

 From the study, we found out that the sustainability attributes of electronic products play a significant role in 

the purchase decisions of customers. 

 There is a strong positive correlation (0.580) between influence of sustainability concern and purchase 

behaviour. 

 The study proved that the customers are giving more importance to energy efficiency of an electronic product. 

Respondents cited energy efficiency as both environmentally and economically beneficial, highlighting its role 

in reducing long-term costs. 

 

VI. DISCUSSION 

Interpretation of Results 

The findings suggest that sustainability is a significant factor in purchasing decisions. The prioritization of energy 

efficiency and recyclability reflects a broader consumer desire to reduce environmental impact through product choices. 

Additionally, Minimal environmental impact, Reduced carbon footprints and CSR efforts play a key role in shaping 

consumer loyalty, particularly in a competitive market. 

 

Implications for Manufacturers 

Manufacturers in the electronics sector can enhance brand loyalty and market share by emphasizing energy efficiency, 

offering recyclable options, Minimal environmental impact, Reduced carbon footprints and engaging in visible CSR 

activities. By meeting consumer demands for sustainable features, companies can both improve their market positioning 

and contribute to global environmental goals. 

 

VII. CONCLUSION AND RECOMMENDATIONS 

Conclusion 

This study underscores the significance of sustainability in consumer purchasing decisions within the electronics 

market. As consumer understanding of environmental impact grows, companies must adapt to meet this demand by 

integrating eco-friendly features and ethical practices. While sustainability is a priority, there remains a requirement for 

cost-effective solutions that appeal to price-sensitive consumers. 
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Recommendations 

1. Increase Product Transparency: Clearly label and promote viable features, such as energy efficacy and 

recyclable materials. 

2. Focus on Energy Efficiency: Highlight energy-saving advantages in both product design and marketing 

strategies. 

3. Enhance CSR Visibility: Engage in CSR initiatives that resonate with consumers, such as reducing e-waste and 

supporting ethical sourcing. 

4. Provide Affordable Sustainable Options: Develop products that balance sustainability with affordability, 

appealing to a broader consumer base. 

 

REFERENCES 

[1]. Connolly, J., & Prothero, A. (2008). Green consumption: Life-politics, risk, and contradictions. Journal of 

Consumer Culture, 8(1), 117-145. https://doi.org/10.1177/1469540507086422. 

[2]. Goh, S. K., & Balaji, M. S. (2016). Linking green skepticism to green purchase behavior. Journal of Cleaner 

Production, 131, 629-638. https://doi.org/10.1016/j.jclepro.2016.04.122. 

[3]. Grunert, K. G., Hieke, S., & Wills, J. M. (2014). Sustainability labels on food products: Consumer motivation, 

understanding, and use. Food Policy, 44, 177-189. https://doi.org/10.1016/j.foodpol. 

[4]. Johansson, J., Ekvall, T., & Henriksson, G. (2021). Sustainable Electronics: Challenges and Opportunities. 

Sustainability Journal, 13(5), 2101. 

[5]. Kumar, V., & Polonsky, M. J. (2019). An extended green purchase behavior model: A study on energy-

efficient products in emerging markets. Journal of Retailing and Consumer Services, 49, 22-33. 

https://doi.org/10.1016/j.jretconser. 

[6]. McCarthy, J., O’Reilly, J., & Smith, M. (2018). Energy Efficiency and Consumer Preferences. Journal of 

Consumer Research, 44(3), 155–170. 

[7]. Minton, E. A., & Rose, R. L. (2011). The effects of environmental concern on environmentally friendly 

consumer behavior: Examining personal and cultural values. Journal of Retailing and Consumer Services, 

18(6), 499-505. https://doi.org/10.1016/j.jretconser.2011.05.003. 

[8]. Mohr, A., Webb, D., & Harris, K. (2015). The Role of CSR in Consumer Trust. Journal of Business Ethics, 

131(2), 347–358. 

[9]. Moser, A. K. (2015). Thinking green, buying green? Drivers of pro-environmental purchasing behavior. 

Journal of Consumer Marketing, 32(3), 167-175. https://doi.org/10.1108/JCM-10-2014-1179. 

[10]. Sheth, J., Sethia, N., & Srinivas, S. (2019). Consumer Behavior in the Age of Sustainability. Journal of 

Marketing, 83(5), 82-99. 

[11]. Taufique, K. M. R., Vocino, A., & Polonsky, M. J. (2017). The influence of eco-label knowledge and trust 

on pro-environmental consumer behavior in an emerging market. Journal of Global Marketing, 30(4), 231-

245. https://doi.org/10.1080/08911762.2017.1306899. 

[12]. United Nations. (2020). Global E-waste Monitor 2020. 

[13]. Vermeir, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the consumer "attitude–

behavioral intention" gap. Journal of Agricultural and Environmental Ethics, 19(2), 169-194. 

https://doi.org/10.1007/s10806-005-5485-3 


