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ABSTRACT 
Aim of the Research: The nexus of consumer behaviour and sustainable consumption, particularly the impact of 
education, is a critical area of research given the growing importance of sustainability in combating environmental 
challenges. Green sustainable Management is important in addressing global challenges such as climate change, 
resource depletion etc. Businesses and organisations that adopt sustainable management practices not only contribute 
to a healthier planet and society but also enhance their reputation, reduce risks and create long-term value for their 
stakeholders. Creating long term value for customers in the context of green Sustainable Management involves 
delivering products and services that meet their needs and preferences while minimising negative impacts on the 
environment. This includes using eco- friendly materials. Customers benefit from knowing that their purchases have 
minimal negative impact on the environment, contributing to their environmental consciousness and satisfaction. This 
study explores the intersection of consumer behaviour and sustainable consumption, focusing on the role of education 
in shaping purchasing decisions for sustainable products. As environmental concerns become more pressing, 
understanding how education influences consumer choices can provide valuable insights into promoting sustainable 
consumption patterns.  
Conclusion: This research investigates the impact of consumer education on the awareness, attitudes, and behaviour 
related to sustainable product purchases. Through surveys method, we examine how knowledge about sustainability 
affects consumer preferences and willingness to buy eco-friendly products. 
KeyWords: Consumer behaviour, Sustainable consumption, Education, Green sustainable Management and 
environmental challenges etc.  
 
INTRODUCTION  
In recent years, a profound shift has occurred in consumer behavior, characterized by a growing emphasis 
on sustainability. Consumers are increasingly considering the environmental and social impact of their 
purchasing decisions, leading to a surge in demand for ethically sourced products, renewable energy 
alternatives, and waste reduction initiatives. This evolution reflects a broader recognition of the 
interconnectedness between individual consumption patterns and global environmental challenges. At 
the heart of this transformation lies the nexus of consumer behavior and sustainable consumption, a 
complex interplay shaped by various factors, chief among them being education.  Sustainable 
consumption, defined as the adoption of consumption patterns that minimize environmental 
degradation and promote social equity, has gained traction in response to escalating environmental crises. 
From climate change to biodiversity loss, the consequences of unsustainable consumption patterns are 
becoming increasingly apparent. According to the United Nations, global greenhouse gas emissions have 
reached unprecedented levels, exacerbating climate change and its associated impacts, including extreme 
weather events, sea-level rise, and ecosystem disruptions. Moreover, humanity's ecological footprint – the 
measure of human demand on nature – exceeds the Earth's capacity to regenerate by more than 50%, as 
reported by the World Wildlife Fund (WWF). These sobering statistics underscore the urgent need for 
transformative action in how we produce and consume goods and services. 
 Education emerges as a powerful catalyst for driving this transformation towards sustainable 
consumption. By nurturing awareness, fostering critical thinking, and empowering individuals to make 
informed choices, education plays a pivotal role in shaping attitudes and behaviors related to 
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consumption. Empirical evidence corroborates the influence of education on consumer behavior towards 
sustainability. Numerous studies have demonstrated a positive correlation between levels of education 
and pro-environmental attitudes and behaviors. For example, research published in the Journal of 
Environmental Psychology found that individuals with higher levels of education exhibit greater concern 
for environmental issues and are more likely to engage in environmentally friendly behaviors such as 
recycling and energy conservation. Similarly, a study conducted by the Pew Research Center revealed that 
college-educated individuals are more inclined to prioritize environmental protection efforts compared 
to those with lower levels of education. 
 Formal education systems serve as a primary avenue for instilling sustainability values and knowledge. By 
incorporating sustainability principles into curriculum at all levels of education, from primary schools to 
universities, educational institutions can equip students with the requisite skills and understanding to 
navigate complex sustainability challenges. From environmental science courses to sustainability-focused 
majors and interdisciplinary programs, educational offerings provide a comprehensive framework for 
addressing sustainability issues from multiple perspectives. 
Moreover, education extends beyond the confines of formal schooling to encompass a wide range of 
informal educational channels. Media exposure, peer influence, and social networks play crucial roles in 
shaping consumer perceptions and behaviors. Through targeted messaging, storytelling, and social 
modeling, media platforms have the potential to raise awareness about sustainability issues and influence 
consumer preferences and purchasing decisions. Social networks, both online and offline, facilitate the 
exchange of information and experiences, fostering community engagement and collective action towards 
sustainability goals. 
However, the impact of education on consumer behavior is not solely determined by formal educational 
attainment. Socio-economic factors, cultural norms, and individual values also shape consumer 
preferences and choices. For instance, access to information and resources, income levels, and geographic 
location can significantly influence an individual's ability to adopt sustainable consumption practices. 
Additionally, cultural beliefs and social norms may either facilitate or hinder the adoption of sustainable 
behaiors within a given society. 
 The role of education in fostering sustainable consumption extends beyond individual behavior change 
to encompass broader systemic transformations. Educational initiatives can drive innovation and 
promote the adoption of sustainable practices across industries and sectors. By nurturing a generation of 
environmentally conscious citizens, education lays the groundwork for a more sustainable economy and 
society. Moreover, education empowers individuals to advocate for policy changes and institutional 
reforms that support sustainability goals. Through collective action and civic engagement, educated 
citizens can influence decision-making processes at local, national, and global levels, shaping policies and 
practices that prioritize environmental protection and social justice. 
 The nexus of consumer behavior and sustainable consumption represents a critical frontier in addressing 
the pressing environmental challenges of our time. Education emerges as a linchpin in this endeavor, 
wielding the power to instill values, impart knowledge, and catalyze action towards a more sustainable 
future. By harnessing the transformative potential of education, we can empower individuals to make 
conscientious choices that harmonize economic prosperity with ecological integrity and social equity. 
Through collaborative efforts across sectors and disciplines, we can pave the way for a sustainable world 
where the needs of current and future generations are met within the boundaries of our planet's finite 
resources. 
Objectives of the Research:  
The objective of this study is to investigate the relationship between consumer behavior and sustainable 
consumption, with a particular focus on the role of education. The study aims to explore how educational 
background influences consumers' understanding of sustainability and their subsequent purchasing 
decisions. Specifically, the study seeks to:  
The following objectives are framed for this study are as follows:  
1. Assess the extent to which education shapes consumers' awareness and comprehension of sustainability 
concepts. 
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2.  Evaluate the influence of sustainability considerations on consumers' daily purchasing decisions. 
3.  Examine consumer perceptions regarding the cost of sustainable products compared to conventional 
alternatives. 
4. Analyze consumer opinions on the use of sustainability as a marketing strategy by companies. 
5. Identify the underlying motivations driving consumers to choose sustainable products. 
Education system and SDG; 
Chennai's education system is well-developed, with numerous schools and institutions incorporating 
sustainable development goals (SDGs) into their curricula. Specifically, schools in Chennai have begun 
to focus on SDG which promotes responsible consumption and production. This integration ensures 
that students are not only aware of sustainability issues but are also encouraged to adopt sustainable 
practices from a young age. By embedding these principles into the educational framework, Chennai is 
fostering a generation that is better equipped to make informed and responsible consumption choices, 
aligning with global sustainability efforts. 
 
Need for Sustainability  
The study of the nexus between consumer behaviour and sustainable consumption, particularly focusing 
on the impact of education, is crucial and highly relevant in today's context. As the global community 
grapples with climate change, resource depletion, and environmental degradation, promoting sustainable 
consumption has become a critical priority. Understanding how education influences consumer choices 
can reveal effective strategies to shift behaviours towards sustainability. This research is timely and 
necessary as it addresses the urgent need to reduce ecological footprints and promote a more sustainable 
lifestyle across diverse populations. By exploring how educational interventions can alter consumer 
behaviour, this study aims to provide actionable insights for policymakers, educators, and businesses. 
These insights can inform the development of targeted educational programs and policies that foster 
sustainable consumption patterns, ultimately contributing to environmental conservation and sustainable 
development goals. Moreover, this research will help identify barriers to sustainable consumption and 
propose solutions to overcome them, ensuring a broader and more inclusive impact. Thus, the study not 
only advances academic knowledge but also offers practical solutions to some of the most pressing 
environmental challenges of our time. 
Role of Digital Marketing in educating consumers on sustainable consumption 
Digital marketing plays a pivotal role in educating consumers about sustainable consumption by 
leveraging various online channels and strategies to promote environmentally-friendly products and 
practices. Through targeted advertising campaigns, informative content creation, and engaging social 
media interactions, digital marketing platforms serve as powerful tools for raising awareness and driving 
behavioral change towards sustainability. Brands and organizations can utilize digital marketing to 
highlight the benefits of sustainable products, showcase their eco-friendly initiatives, and provide 
educational resources on how consumers can make more environmentally-conscious choices in their daily 
lives. Moreover, digital marketing enables direct communication with consumers, allowing for 
personalized messaging and tailored recommendations based on individual interests and preferences. By 
harnessing the reach and interactivity of digital platforms, marketers can inspire and empower consumers 
to adopt sustainable consumption habits, ultimately contributing to a more environmentally sustainable 
future. 
 
REVIEW OF LITERATURE: 
Brown et al.'s (2021) Stated that Systematic review offers a rigorous analysis of educational interventions 
aimed at promoting sustainable consumer behavior. By synthesizing findings from intervention studies, 
the authors identify effective strategies for educators and policymakers. This article provides actionable 
insights for designing and implementing educational initiatives to address sustainability challenges. 
 Brown et al (2021) investigate that Conduct a systematic review of intervention studies to evaluate the 
efficacy of educational programs in promoting sustainable consumer behavior. Analyzing design, 
implementation, and outcomes across diverse contexts, the article identifies effective strategies and best 
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practices for educators and policymakers. By synthesizing existing research, it offers practical insights for 
leveraging education as a catalyst for sustainable development. 
 Smith et al (2020) explore that provides a comprehensive examination of the relationship between 
education and sustainable consumer behavior. By synthesizing data from numerous studies, the authors 
offer valuable insights into the influence of educational attainment on pro-environmental consumption 
patterns. This article is essential reading for policymakers and educators seeking to understand the role 
of education in promoting sustainability. 
Smith, John R., et al ( 2020) says that the meta-analysis synthesizes findings from numerous studies to 
assess the relationship between education and sustainable consumer behavior. Smith et al. examine 
quantitative data to evaluate the influence of educational attainment on pro-environmental consumption 
patterns. The article offers insights into the mechanisms through which education shapes attitudes and 
behaviors related to sustainability, providing implications for educational policy and practice. 
 
RESEARCH METHODOLOGY:  
Chennai, a bustling metropolitan city, is an ideal setting for exploring the nexus of consumer behavior 
and sustainable consumption due to several compelling reasons. Firstly, Chennai boasts a high literacy 
rate, which suggests a population capable of understanding and engaging with sustainability concepts. 
Additionally, the city's diverse economy includes numerous companies that prioritize sustainable 
practices, thereby increasing public awareness and interest in sustainable consumption. The urban nature 
of Chennai means it has a dynamic consumer market, providing a rich context for studying various 
consumer behaviors and their impacts on sustainability. Moreover, Chennai's residents are exposed to a 
variety of educational campaigns and initiatives promoting sustainability, making it a fertile ground for 
examining the role of education in fostering sustainable consumer habits. This combination of high 
literacy, corporate sustainability focus, and robust educational efforts makes Chennai a particularly 
suitable location for this research. 
 

S.No Methodology  
1 Population of the Study  Chennai's residents 
2 Method of Data Collection Sample Survey Method 
3 Technique of Data Collection  Structured questionnaire Technique 
4 Types of Data Both Primary and Secondary data collected from the 

Books, internet, Magazines, Journals and different 
types of research papers etc.  

5 Sample Size  160 Respondent from Chennai resident  
6 Scaling Techniques Nominal Scale   
7 Statistical Tools used for the study  Percentage analysis 

Analysis and Interpretation: 
 
Table -1 Awareness of the Sustainability Concept 

S. No  Statement about Awareness of the Sustainability Percentage   
1 Yes 90%  
2  No  10%  
 Total  100%  

Inference: table 1 indicates that A striking majority of participants acknowledged being aware of 
sustainability, with Yes is (90%) followed by rest of the respondents unaware (10%) Sustainability 
Concept dominating the pie chart. This suggests that the term "sustainability" has moved from being an 
academic buzzword to a concept that the average consumer is at least somewhat familiar with. It sets a 
strong foundation for deeper behavioral exploration because awareness is step one, but action is what 
really counts. 
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Table-2 Influence of education on understanding of sustainability 
S. No  Statement about Influence of education on understanding of sustainability Percentage   
1 Significantly  48.8% 
2  Moderately  38.8% 
3 Slightly 7.5% 
4 Not at all  4.9% 
 Total  100%  

 
Inference: table 2 indicates that Sizeable portion of the respondents marked either Significantly are 
(48.8%) followed by Moderately are (38.8%), Slightly are (7.5%) and Not at all (4.9). showing that formal 
education plays a substantial role in shaping eco-conscious mindsets. That said, a smaller segment leaned 
toward “Minimally” or not at all hinting that educational programs may still need to bridge the gap 
between theory and real-life application. Clearly, textbooks and lectures alone won’t cut it. 
 
Table -3 Factors considered before purchasing a product 
S.No Factors    No of Respondent  Percentage 
1 Price 24 30 
2 Product Sustainability  22 27.5 
3 Brad Reputation  23 28.7 
4 Quality  43 53.8 
5 Offers and Discounts  14 17.5 
6 All of the above  34 42.5 

 Interpretation: table 3 indicate that most dominant factor is quality of the product are (53.8 %) followed 
by all of the above (42.5 %), Price value of (30%) brand reputation (28.7%), product sustainability 27.5 
%) and offers and discounts (17.5%). 
 
Table-4 Influence of sustainability on daily purchase 

S. No  Influence of sustainability on daily purchase Percentage   
1 Never  6.2%  
2  Rarely  22.5% 
3 Neutral  21.3% 
4 Sometimes  33.8%  
5  Always 16.2% 
 Total  100%  

Interpretation: table 4 shows that sizeable portion of the respondent influence to sustainability on daily 
purchase “Rarely are (21.3%) followed Sometimes (33.8%) dominated the responses, with “Always 
(16.2%) trailing far behind. This shows that while people know what sustainability means, many haven’t 
fully built it into their daily routines. It’s a reminder that awareness doesn’t always equal habit. Bridging 
this gap may require more visible nudges like labelling, rewards, or easier access to green options. 
 
Table -5 Shift / switched to more sustainable products due to awareness 

S. No  Statement About Shift / switched to more sustainable products due to 
awareness 

Percentage   

1 Yes  52.5%  
2  No  12.5 %  
3 May be 35%  
 Total  100%  

 
Table 5 indicated that A large chunk answered “Maybe,” with smaller pockets of definitive “Yes” and 
“No.” This hesitation points to a consumer base that’s still testing the waters. They’re aware, they care, 
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but they’re not quite ready to commit—perhaps due to price, availability, or uncertainty. It signals 
opportunity for brands to better earn that trust. 
 
Table -6  Sustainable products are more expensive than other products 

S. No  Statement about Sustainable products are more expensive than other 
products 

Percentage   

1 Yes  47.5% 
2  No  23.7%  
3 May be 28.7% 
 Total  100%  

Table 6 shows that Most respondents believe sustainable products carry a higher price tag. Whether that 
perception is true or not, it shows that pricing remains a significant mental barrier. For many, going green 
still feels like a luxury choice rather than a standard one. Education campaigns and product positioning 
need to work on shifting this perception. 
 
Table -7 Willingness to pay premium price for sustainable products 

S. No  Statement about Sustainable products are more expensive than other 
products 

Percentage   

1 Yes  31.6%  
2  No  27.8%  
3 May be 40.5%  
 Total  100%  

Table 6 shows that Most respondents believe sustainable products carry the mix of "Yes," "Maybe," and 
"No" paints a telling picture. While some consumers are willing to pay a premium for planet-friendly 
products, many remain on the fence. The answer? Brands must go beyond greenwashing and prove value—
be it through longer shelf life, health benefits, or ethical sourcing. Without that, “Maybe” remains the 
default. 
 
Table -8 Factors that contribute to sustainable products being expensive 

S. No  Statement about Factors that contribute to sustainable products being 
expensive 

Percentage   

1 Raw Material Cost  31.3 % 
2  Production Methods 32.5% 
3 Marketing and Branding  31.5% 
 Total  100% 

Table 8 indicates that Marketing and branding” stood out as a major contributor, followed by 
“Production methods.” This shows people aren’t entirely sold on the idea that higher cost equals higher 
value they’re skeptical, even a little cynical. The takeaway here? Transparency is everything. If customers 
understand the why behind the cost, they’re more likely to accept it. 
 
Table -9 Markets use sustainability as a marketing strategy or tool to sell the products 

S. No  Statement about Markets use sustainability as a marketing strategy or tool 
to sell the products 

Percentage   

1 Raw Material Cost  31.3 % 
2  Production Methods 32.5% 
3 Marketing and Branding  31.5% 
 Total  100% 

Table 9 reveal that “Yes” was a dominant response, signaling that consumers are increasingly aware of 
"green marketing" tactics. But that’s not necessarily a bad thing—it means people are alert, and that brands 
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must back their claims with substance. Sustainability can’t just be a logo or slogan anymore; it needs to 
be baked into the product story. 
 
Table -10 Purchase of sustainable products influenced by special marketing  campaigns and 
promotions 

S. No  Statement about Purchase of sustainable products influenced by special 
marketing campaigns and promotions 

Percentage   

1 Yes  51.2%  
2  No  32.5% 
3 May be  16.2% 
 Total  100% 

 
Table 10 shows that This chart reveals a fascinating mix of “No,” “Maybe,” and a smaller but important 
group saying “Yes.” It shows that campaigns do have the power to sway choices but only when done 
authentically. A flashy ad alone won’t cut it. Messaging must align with actual product experience if 
marketers want long-term loyalty, not just a one-time sale. 
 
Table -11 Reasons to purchase sustainable products 
S. No Factors    No of Respondent  Percentage 
1 Proud  13 16.3%  
2 Empowered  11 13.8%  
3 Contented  21 26.3%  
4 Guilt free 17 21.3%  
5 Inspired  25 31.3%  
6 All the above  26 32.5%  
7  Any other reason  5 6.3%  

Table 11 indicates that Respondents frequently mentioned feeling inspired, content, and even proud 
after choosing sustainable options. This tells us something powerful—buying green isn’t just a rational act, 
it’s an emotional one. People want to feel good about their choices. That moment of purchase becomes 
a moment of meaning. Brands that can tap into this emotional payoff will resonate deeper with buyers. 
 
Table -12 Products that can be purchased considering sustainability 
S. No Factors    No of Respondent  Percentage 
1 Eco Friendly Clothing  48 62.3%  
2 Sustainable Practices  36 46.8% 
3 Sustainable Beauty products  26 33.8%  
4 Recycled paper products   35 45.5%  
5 Energy Efficient Appliances    36 46.8%  

 
Table 12 indicates There’s a wide spread here—from energy-efficient appliances and eco-friendly clothing 
to recycled paper and sustainable cosmetics. This variety shows consumers don’t associate sustainability 
with just one product type. Instead, they’re starting to see it as a holistic lifestyle choice. The message for 
the market is clear: sustainability is now relevant across nearly every product category. 
 
Table -13  Motivation to move towards sustainability 

S. No  Statement about Motivation to move towards sustainability 
 

Percentage   

1 Friends  33.3%  
2  Family  14.1%  
3 Personal impact owing to environmental issues  52.6%  
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 Total  100% 
 
Table 13 indicates that while many skipped this optional question, a few offered additional reasons like 
social responsibility, family influence, or aligning with personal values. These free-text answers, though 
fewer, add real depth. They show that beyond what's listed in surveys, people often act out of complex, 
layered motivations. The takeaway? There’s value in listening to the unscripted voice of the consumer. 
 
Table -14 Individual contributions to sustainability 
S. No Factors    No of Respondent  Percentage 
1 Carry own bags for Shopping  21 64.6%  
2 Energy Conservation Switching off appliance    47 59.5% 
3 Reducing single use plastics  40 50.6% 
4 Public transport / Car pooling  23 29.1%  
5 Eco friendly Shopping   33 41.8%  
6  Conservation of nature  32 40.5%  

Table 14 indicates that when asked how they personally contribute to sustainability, many respondents 
listed simple, everyday actions—like carrying their own shopping bags, reducing single-use plastics, 
conserving energy, and recycling household waste. Some also mentioned conscious product choices, like 
buying eco-friendly alternatives or supporting local brands. What’s most heartening is that these aren’t 
grand gestures—they're small, consistent habits. And that’s the real power of this data: it shows that 
sustainability isn’t just in policy documents or company vision statements. It lives in daily routines, small 
decisions, and personal responsibility. 
Major findings of the study: 
1. 90% of the population demonstrate awareness of sustainability concepts. 
2. Less than 50% of respondents cite education as a significant influencer of their understanding 
of sustainability. 
3. Only 16.2% of respondents adjust their daily purchase patterns based on sustainability factors. 
4. Nearly half, 47.5%, perceive sustainable products as more expensive. 
5. A majority, 62.5%, believe markets exploit sustainability as a marketing strategy. 
6. Despite skepticism, respondent’s express positive emotions like pride, contentment, and guilt-
free feelings when purchasing sustainable products. 
 
CONCLUSION  
The findings from this survey illuminate the intricate relationship between consumer behavior, 
sustainable consumption, and the influence of education. While an impressive 90% of the population 
demonstrates awareness of sustainability concepts, the study reveals a significant gap between awareness 
and action. Despite the widespread recognition of sustainability, less than half of the respondents identify 
education as a key influencer of their understanding, suggesting a need for more effective educational 
interventions. Moreover, the relatively low percentage (16.2%) of individuals adjusting their daily 
purchase patterns based on sustainability factors highlights a disconnect between awareness and 
behavioral change. The perception of sustainable products as more expensive (47.5%) and skepticism 
regarding market motivations (62.5%) further complicate efforts to promote sustainable consumption. 
However, amidst these challenges, the survey also uncovers a positive trend—    respondent’s express 
feelings of pride, contentment, and guilt-free emotions when purchasing sustainable products, indicating 
a growing desire for ethical consumption. In conclusion, while there are barriers to overcome, such as 
cost perceptions and skepticism, there is also a clear opportunity to harness positive emotions and bridge 
the gap between awareness and action through targeted education and advocacy efforts. This underscores 
the importance of continued research and collaborative initiatives to promote sustainable consumption 
and foster a more environmentally conscious society. 
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