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ABSTRACT:- 
 
Purpose: The study aims to determine the 
consumers' holistic thinking and behavior 
regarding environmental conservation in 
sustainable behavior formation.The author 
incorporates how consumers deal with different 
environment segmentsholistically byusing 
different skills and learning for environmental 
conservation.  
 
Methodology: An analysis of literature studies 
and holistic consumer behavior to this paper's 
objectives has been reviewed in pioneering 
scholarly journalsand discusseddifferent aspects 
of consumer role and behavior towards 
conserving the environmenttaken out and 
published in this paper. 
 
Findings:study shows that the consumer's 
consumption behavior positively affects 
environmental conservation by playing the 
function of partial mediation in the connection 
between environmental responsibility and the 
purpose of green consumption. As our results 
highlightthe exactusage of the term "Holistic 
Thinking" in the context of ecology, 
environmental consumer behavior, Green 

marketing, sustainable consumer behavior, 
ecological behavior, as well as biological 
conservation. To summarize the findings, a frame 
model is designed based on the research's inputs 
and hypothesis, which shows theconsumer role 
and their holistic thinking to conserve the 
environment. 
 
Keywords—Environmental Conservation, 
Holistic Thinking, Consumer Behavior, 
Sustainable Development, Green Marketing. 

I. INTRODUCTION 

Environmental conservation is the preservation, 
protection, restoration, and management of the 
environment which occupy by the 
ecologicalgroups. The primary goal of 
conservation is to manage natural resources 
tobenefit and make sustainable social and 
economic utilization. 

To achieve sustainable growth,the quality of the 
environment is necessary. The study related to the 
developments of environmental implications are 
important, and it is, therefore, crucial to identify 
certain natural resources that can contribute to 
irreparable loss or damage to regional water 
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resources, forest cover, sanctuaries, 
environmentally vulnerable areas, agricultural 
land, and conservation areas of high quality, etc. 
The ecosystem must, therefore, be created. Also, 
it is necessary to (i) comply with numerous 
environmental laws, guidelines, and standards (ii) 
protect the environment by protecting the 
environment, (iii) prevent and control 
pollution (iv) achieve sustainable growth,and (v) 
address rising environmental issues. 

In the environment, contamination of food and 
water by pesticides, contaminated air, invasive 
plant species, and animals will impact our welfare 
and economy. 25% of prescription medications 
are produced from quickly disappearing tropical 
forests. People worldwide are without access to 
energy, food,a sustainable environment, clean 
water, economic insecurity, and political 
uncertainty, contributing to expensive 
peacekeeping and humanitarian interference or 
lose markets and can be felt at home. 
Whendiscussing various environmental attributes, 
the impact of consumer holistic thinking and 
theirattitude as a consistent part of this discourse's 
holistic image plays a key role in it. The definition 
of "holistic thinking" refers to a large-scale 
perspective that demonstrates how different 
components form more massive systems, patterns, 
and interconnected objects. 

II. ENVIRONMENTAL CONSERVATION AND 

CONSUMER ROLE 

Earth systems in the Anthropogenic period are 
under intense pressure on geological, biological, 
and chemical. (Steffen et al., 2007), resulting 
from the use and overuse of natural resources in 
an ecosystem that has had never been experienced 
(HadlyandBarnosky, 2016).Peoples are pushing 
towards planetary limits to change the processes 
necessary for maintaining life on earth.(Steffen et 
al., 2015; Rockström et al., 2009a). Related, 
high-level analysis is not adequate for addressing 
complicated environmental and sustainability 
problems and sharing the results between 
decision-makers(Toomey et al. 2017, Knight et 
al., 2019; Lemos et al., 2018).Instead, we 

requirecollaboration spaces in which research 
results can be recognized and implemented in the 
field through terms that understand and engage 
with economics, political, 
and social contexts(Toomey et al. 2017). 
Environmental awareness is a sustainable tool that 
generates synergistic environments to promote the 
integration between scientists, decision-makers, 
society members, and other stakeholders. Thomas 
et al. 's (2018) analysis of ecological, social, 
cognitive, and behavioral effects were recorded in 
79 preservation education program-based studies. 
 
Environmental issues have a huge influence on 
customerleading companies' techniques across so 
many industries worldwide, including oil and gas, 
fast-moving consumer products, automobiles, 
personal care and cosmetics, food protection, 
aviation, utilities, etc.. They have seen no green 
services and products in the past few decades, 
most of which have earned customer 
approval.Green approaches that are not restricted 
to supplying renewable goods but are also 
distributed over any step of the supply chain, from 
environmentally safer raw materials to sustainable 
recycling and storage of used products (Bowen, 
2000; Jones et al., 2008; Chan et al., 2012). 
Green Marketing also serves as a promotional tool 
for businesses to projectitself as green product 
promoters for customers and help develop 
relationships between company and consumer. 
Studies further demonstrate that environmental 
policies are essential components of business 
policy and that environmental issues are being 
implemented more and more in the companies 
(Pujari et al., 2003). 
 
III. CONSUMER NEW HABIT FORMATION TO BE 

MORE SUSTAINABLE TOWARDS THE 

ENVIRONMENT  

 

Sustainable behaviors (for example, the 
installation of appropriate showerhead) often 
entail one-time action; someadditional sustainable 
conduct (for example, taking shorter showers) 
includes frequent activities involving new habit 
creation. Habits apply to conduct that continue 
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because, as part of regularly encountered 
contextual cues, they have become increasingly 
automatic over time (Kurz et al. 2014).Provided 
that some traditional behaviors are unsustainable, 
change of habit is an important aspect of 
sustainable behavior (Verplanken 2011).Several 
behaviors that affect sustainability, liketransport 
choice, food consumption, energy and resource 
usage, purchasing,and product disposal, are 
habitual (Cooper et al. 2014; Verplanken and 
Roy 2016).Intervention, likepenalties and 
discontinuity that break repetition, can interrupt 
destructive habits. Measures thatpromote 
recurrence, including facilitating sustainable 
actions and using prompts, feedback,and 
incentives, will reinforce positive habits. 
Consumer holistic thinking through evolving 
strategies of habit-forming may be a means of 
encouraging sustainable environmental 
conservation behaviors: 
 

a) Penalties 

Penalties are a type of punishment that decreases 
the urge to engage in an unwanted 
activity.Apenalty on unsustainable behavior may 
take the form of tax, tariff,or fine. Fines can 
facilitate behavioral reform in managed 
environments, such as waste disposal 
(Kinnamanand Fullerton 1995), where taxes 
and tariffs can be successful in places where 
stable behaviors are used; (for example, Krause 
2009; driving gasoline-powered vehicles). 
Though fines can impede unsustainable conduct 
in some situations, they can cause backfire if 
penalty appears disproportionate (Kinnamanand 
Fullerton 1995) and can result in defensive 
responses and negative effects (Steg and Vlek 
2009, Bolderdijk et al. 2012). Besides, 
penalties can be hard to enforce and monitor. 
Therefore, it is also important to concentrate on 
methods for the positive shift in actions 
discussed next. 

b) Implementation intentions 

One approach to help people move from old to 
new practices is to consider their goals to fulfill or 

understand what they would do or take action. 
Sustainable food sourcing activities (Fennis et al., 
2011) and recycling (Langendam et al. 2006) 
may positively impact. This would also promote 
new behaviors through repetition and constructive 
behaviors like making things easy, prompting, 
giving incentives and feedback. 

c) Making it easy 

Several sustainability initiatives are perceived as 
time-consuming and hard to execute, impeding 
sustainability actions (McKenzie-Mohr, 2000). 
Therefore, one approach to promote sustainable 
habit development is to encourage action (Nau et 
al. 1981).Contextual improvements, such as 
placing recycling containers close by which less 
complex recycling systems are required, provide 
showerheads with "low-flow" conditions, promote 
such habits Sustainable behaviors( Rowell et 
al.1998).One way to facilitate feasible steps is to 
render the norm (Manganari and Theotokis, 
2015). E.g., if sustainable the default choice of 
electricity, people are more likely to continue with 
it (KatsikopoulosandPichert2008). When 
customers often lack cognitive resources, 
simplification of the decision-making process will 
make sustainable habits more easily (Vlekand 
Steg 2009) 

d) Prompts 

A further approach to encourage sustainable 
habitation creation is utilizing prompts: reminders 
provided before activities are undertaken to 
remind customers of what they want (Lehman 
and Geller 2004).Different sustainable behaviors, 
containing waste management and energy use and 
recycling, can have beneficial results (Schott and 
Osbaldiston2012). Prompts to incorporate 
sustainable behaviors operate well because they 
are straightforward, broad, easy to follow, and 
close to where conduct is carried out (Werner et 
al. 1998;Austin et al. 1993).Owing to their ease 
of use and cost-effectiveness, they may be a good 
initial method of act improvement (Oskamp et 
al.1995);however, they are better used along with 
additional techniques (Asensio et al. 2013). 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  442

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



e) Incentives 

The required actions can be obtained by 
discounts, rewards, gifts, and other 
incentivesinconsumers to form positive habits in 
them. Monetary incentives, such as price levels, 
discounts, and currency, will motivate people to 
adapt and retain sustainable behavior. Sustainable 
behavior, such as waste disposal and cleanup and 
transportation choices, is affected by incentives. 
While incentives may promote positive behavior 
to be implemented and sustained, they have 
potential disadvantages (Steg and 
Bolderdijk2015). Incentives of smaller monetary 
are also less enticing than further incentives like 
lottery tickets, gifts, or social praise. Second, 
incentives for sustainable behavior will lead to 
short-lived actions(Johnson and Katzev, 
1984).Consumers initially react favorably to 
incentives, but sustainability always disappears 
when the incentive is removed(Newson et al. 
2010). Sustainable behavior, for once, also is 
more readily encouraged by rewards than long-
term changes. Moreover, the intrinsic motivation 
to partake in actions can have an unforeseen effect 
on reducing the desired behavior (Bowles 2008). 

f) Feedback 

Feedback is another way to promote sustainable 
growth.Itincludesgiving consumers with 
exactdetails about their performance on behavior 
or task. Feedback on acts such as water and 
energy consumption may be given, and 
comparison to previous activities of the user or 
other individuals' results may be 
provided(Tiefenbeck et al. 2016, Abrahamse et 
al. 2007; Fischer 2008).The 
investigationproposes that feedback is more 
efficient when it is proposeda moreextensive time, 
in real-time, and in a pureway (Chiang et al. 
2014).Giving social reviews in household and 
business environments may also act as an 
essential tool for behavioral changes. 

g) Knowledge, information, and learning 

One crucial way of encouraging customers to take 
environmentally sustainable action is to provide 
content on desirable (and unwanted) conduct and 
its effects (McKenzie-Mohr 2000). Some 
complaints that the lack of understanding and 
knowledge among the people — the lack of 
information availability (Gifford 2011), the over-
burden of information (Neumann et al.2012; 
Horne 2009), and uncertainty (Chen and Chang 
2013) — will lead to poor consistency of 
behavior. Besides, intelligence (Luo et al. 2017), 
education (Nilsson 2014 and Gifford),and 
knowledge (StrubeandLevine 2012) are related 
to increased environmental responsibility and 
dedication to environmentally sustainable 
behavior. Knowledge of all our Change factors is 
relevant in several ways. The customer must 
know the social expectation, be aware of the 
promptness or feedback, and understand himself-
values, self-benefits, self-efficiency, etc. 

Details presented by appeals demonstrating the 
viability of the desired activity or substance will 
help provide the customer with the basic 
awareness they need of the behaviors and effects 
(O'Brien and Sussman 2016; Peattie and 
Peattie 2009). Indeed, if you are not fully 
informed of the challenge, potential constructive 
responses, and possible outcomes, you might not 
participate in more intentional types of sustainable 
behavior changes (Nilsson and Gifford 2014). 
Meta-analytical findings indicate a strong but 
small effect on environmental action (Fischlein et 
al. 2013, Schott and Osbaldiston2012). 
However, the literature indicates that knowledge-
based approaches are often not adequate to 
promote permanent improvements over a long 
period (Abrahamse et al. 2005; Schott and 
Osbaldiston2012). This will make it more 
possible to integrate knowledge with other 
strategies. Some study indicates that 
comprehensive information will backfire. Anyone 
with the maximum scientific literacy rate has 
shown greater ideological prejudice than their 
colleagues, which has been recognized by their 
understanding of science to strengthen them in 
support of their previous perspectives (Kahan et 
al. 2012). 
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IV. CONSUMER APPROACH FOR GREEN 

MARKETING 

 
For environmental security, green marketing is 
vital to consumer goods, and their preference is 
more dependent on the adoption of green 
products. He seeks to decrease his environmental 
efficiency by circular consumption, and 
advertisers are focused on satisfying their 
requirements (Prakash 2002; Polonsky 
1994).Studies suggest that consumers are now 
more alerttothe environment and are concerned 
about whether or not environmental degradation is 
caused by their products(Johri and 
Sahasakmontri 1998). In developed countries, 
this perception is high and experiences a trend in 
rising economies such as India, Brazil, China, etc. 
Because theneeds of customer change into more 
sustainable goods and services, green marketing is 
important, and a response to these needs would 
lead to the invention of green products and 
processes (Ottman, 2006).Marketing experts are 
trying to understand and recognizegreen customer 
requirements and create market offerings that 

meet customer requirements(Rex and Baumann, 
2007; Polonsky, 1994). This holistic customer 
thinking aims to incorporate these needs in the 
philosophy of needs of the Maslow, which 
demonstrates that people choose green goods 
because of protection needs, that is, they want a 
stable and protected environment and are involved 
in the welfare of their communities and relatives, 
as well as in well being of individuals as well as 
other types of life on the planet. In the next step, 
people can also purchase green goods to fulfill 
their loving and belonging requirements. This 
belongingness andaffection may be for humans, 
for climate, and for Mother Earth, too. 
Customers often purchase green goods to boost 
their self-esteem, and they want to be part of 
unique comparison classes, such as environmental 
lists because they want to stand out from the other 
people. Green goods and services are often 
consumed to meet their desires for self-
realization, i.e., sustainableutilization is seen as 
part of customers' spiritual duty to save their 
society.

  

V. LITERATURE REVIEW AND HYPOTHESES 
 

Sr. 
No.  

Author  Definition  Aspect/Keywords  Dimension 

1. Beibei Yue etal. 
(2020) 

Examines the impact 
of environmental 

responsibility on green 
consumption through 

environmental 
regulation and price 

sensitivity moderation. 
Data was gathered out 

of 680 Chinese 
customers through an 

online 
questionnaire,using the 
questionnaire survey 
method. Empirical 

outcomes demonstrate 

Environmental 
concern, 

environmental 
Responsibility, 

Consumer behavior 
 

Marketing 
dimension 
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that climatic 
responsibility is 

capable of encouraging 
environmental 

concerns and rising 
green consumption. 

2. Sapna A. Narula 
and A. Desore 

(2019) 

The authors emphasize 
that studies must be 
pursued to resolve 

customer perceptions 
and green perceptions 

of the market. 

Green consumer 
behavior, Green 
consumer needs, 
Green marketing. 

Product dimension, 
market dimension. 

3. K. White et al. 
(2019) 

The paradigm is 
defined by the SHIFT 

acronym, which 
indicates that 

consumers are more 
susceptible to pro 
environmentally 

sustainable behavior, 
where the 

psychological 
influences exploit the 
message or context. 

Environment-Friendly 
Behavior, sustainable 
consumer behavior, 
ecological behavior 

Behavior dimension, 

4. Elina Dace et al. 
(2019) 

We suggest 
incorporating the Kano 

model into Bandura 
triangle (a social 
cognitive theory 

concept) to create an 
instrument for 

changing customers' 
attitudes and behaviors 

by shifting 
environmental quality 

perception. 

A holistic approach, 
manage 

environmental quality 

Environmental 
dimension, 
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5. Nicole M. 
Ardoinaet.al.(2019) 

A narrative analysis 
strengthened the 

detailed monitoring of 
environmental 

outreach projects, 
emphasizing 

localization problems, 
local aspects of larger 
issues, coordination 

with experts, resource 
management, and 

strategic assessment 
and reporting systems. 

Conservation social 
sciences, 

Environmental 
management, 

Environmental 
education 

Society dimension, 
Environmental 

dimension, 

6. Md Shamsur 
Rahim etal. (2019) 

Advanced technologies 
for data management, 
efficient user profiles, 

and customer 
clustering depending 

on their characteristics 
are essential in 

promoting water-
conscious behaviors. 

Water conservation, 
residential water 

management, 
environmental 
conservation. 

Environmental 
dimension 

7 Remi Trudel 
(2018) 

 

A sustainable user 
conductscore to a 

fundamental change in 
how society interacts 
with environmental 

issues. Four fields of 
empirical study 

dominating research 
agendas (a) cognitive 

obstacles, (b) self-
impact, (c) social 

impactalso (d) product 
properties 

Consumer behavior, 
Environmental 
conservation. 

Behavior dimension, 
Consumer 
dimension 

8. Arora, N.K. (2018) Work on the 
conservation of 

biodiversity for the 
sustained future as 

microbial composition 
in ecosystems must be 

maintained. 

Biodiversity 
conservation, 
ecosystem, 

Environmental 
conservation. 

Environmental 
dimension, 
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9. R. Krishnan (2016) Investigate the effect 
on the main market 

indicators of numerous 
levels of 

environmental 
knowledge. It is 

particularly targeted at 
comparing 

environmentally 
friendly goods against 

those with negative 
effects on the 
environment. 

Environmental 
management, 

consumer evaluations. 

Environmental 
dimension, 

10. Beth Karlin and 
Joanne F. Zinger 

(2015) 

Identify unsolved 
problems and use 42 

feedback studies 
conducted between 
1976 and 2010 for a 
meta-analysis of a 

variety of assumptions 
as to when and how 
feedback on energy 
consumption is most 

useful 

A meta-analysis, 
energy conservation 

Consumer 
dimension 

11. Jia Li, Charles C. 
Moul, and 

Wanqing Zhang 
(2015) 

Researchers use cross-
city variance to assess 
that air emission levels 

adversely impact on 
average sales of fuel-

efficient cars 

Air Pollution, 
Consumer 

Automobile Choices, 
consumer behavior, 
and environmental 

economics. 

Consumer 
dimension 

12. Daniela Vetter et 
al. (2013) 

The study emphasizes 
the ambiguous and 

unclear use of ecology 
and conservation 

biology of the word 
"meta-analytics" and 

emphasizes the 
importance of a 

coherent and specific 
description. 

A meta-analysis, 
ecology conservation, 
conservation biology 

Environmental 
dimension, 

13. Gavin B Stewart 
(2013) 

Meta-analyzes must 
generalize and advise 
the decision-making 

process based on facts 
in ecology. 

Meta‐analysis, 
ecology, decision 

analysis. 

Consumer 
dimension 
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14. Richard 
Osbaldiston and 
John Paul Schott 

(2012) 

A meta-analysis was 
conducted to provide 

clinicians with 
valuable knowledge on 

the advancement of 
pro-environmental 
behavior (PEB). 

Efficient combinations 
of treatments and 

habits make it easier to 
recycle, create gasoline 

conservation 
objectives, and model 
the use of energy at 

home. 

Pro-environmental 
behavior, 

conservation 
behavior, meta-

analysis. 

Behavior dimension, 

15. Côté, I.M., 
Reynolds, J.D. 

(2012) 

Check usage and 
outcomes of meta-
analyzes that link 

growth with 
conservation. 

Meta-analyses, 
ecology, and 
conservation 

 

Environmental 
dimension 

16. Barbara Livoreil 
et.al. (2012) 

 

Contribute to the 
revised edition of 

Laws for 
Comprehensive 
Assessments of 
Environmental 

Management in CEE 
(Collaboration for 

Environmental 
Evidence). 

Environmental 
conservation, meta-

analysis 

Environmental 
dimension 

17. Environmental 
Protection Agency 

(2011) 

Environmental 
dimension, a 

dimension of society, 
consumer dimension, 

and business 
dimension,making it a 

prime target for 
intervention. 

A meta-analysis, 
environmental 
conservation 

Environmental 
dimension 

17. Dietz, T.et.al. 
(2009) 

Dozens of energy 
consumption 

improvements inside 
the homes will be 

carried out without 
expense or lack of 

well-being by 
consumers in the 
immediate term. 

Energy Conservation, Economic 
dimension, 

Environmental 
dimension 
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18. Lindenberg and 
Steg (2007) 

The study explored 
how different types of 
expectations impact 

environmental 
behavior. 

A meta-analysis, 
environmental 
conservation 

Environmental 
dimension, 

19. UNEP (United 
Nations 

Environment 
Program) (2005) 

The United Nations 
Environment Program 

describes green 
marketing as' 
marketing that 

incorporates all contact 
practices to promote a 
product based on its 

environment or social 
qualities. It's about 

selling products on an 
ethical 

platform."Green 
marketing's distinct 

characteristics are its 
business dimension 
coupled regarding 

customers' values who 
want to perform in an 

environmentally 
conscious and socially 

liable manner with 
procures they make." 

Coversenvironmental 
/social aspect 

andsocial qualities, 
environmental 

properties,  

Environmental 
factors, Society 

factors, Consumer 
dimension, Market 

dimension 

20. Abrahamse, Steg, 
Vlek, and 

Rothengatter 
(2005) 

38 household energy 
efficiency reports 

released have been 
reviewed. They 

measuredstandardized 
mean differences for 
11 of them out of 73 
comparisons found in 

literature and did 
therefore not conduct a 
comprehensive meta-

analysis. 

Energy conservation, 
meta-analysis. 

Society dimension, 
Environmental 

dimension 

21. Lehman and Geller 
(2004) 

Treatments were 
divided into2 groups 

— consequent 
andantecedent methods 

— yet again, no 
comparative or 

quantitative analysis 

Environmental 
Behavior analysis, 

environmental 
protection 

Behavior dimension, 
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was underway. 
23. Codington, W. 

(1993), 
Green marketing is a 

corporate strategy that 
considers customers' 

concerns about 
protecting and 
improving the 
environment. 

consumer worries 
/ Natural ecological 

conservation 
 
 
 
 
 
 

Consumer 
dimension, 

Environmental 
dimension 

24. David Hawks 
worth (1992) 

Features quick 
measurement methods, 
assessment of species 
numbers and diversity, 

management of 
environments, 

conservation policies 
and regulatory actions, 

risks, depletion of 
biodiversity, extinction 

and documenting of 
long-term changes and 

ex-situ conservation 

Biodiversity and 
Conservation 

Environmental 
dimension 

25. E. Scotr GELLER 
etal. (1973) 

The variant benefits 
were similarly 

successful, and the 
share of returnable 

flask customers 
typically increased by 

an average of 25%. 

Pollution Control, 
consumer Behavior 

Behavior dimension 

 
The literature review reveals that various aspects 
related to environmental conservation. It shows 
that consumer and their behavior plays a vital role 
in previous researches. Interest in environmental 
conservation got more intense within research 
discussed above from1973 to year 2020, while 
consumers' role is noticed in recent years, mainly 
in the last few decades.Simultaneously, although 
concepts like consumer behavior and its 
dimensions are frequently found in the literature, 
the impact of consumer holistic thinking is 
discussed in thisspecific paper. Thus, there are 
cases (e.g., E. Scotr GELLER etal. 1973to 
Beibei Yue et al. 2020) where consumer 
behaviors are discussed in some other ways (green 
product, green marketing, green consumption, 
environmentally friendly product, etc.). 

 

VI. RELATED RESEARCH ANALYSIS AND THE 

FRAMEWORK MODEL 

 
This literature review purpose is twofold: first, to 
study existing empirical research 
andclassifyseveral factors affecting the 
environment. Second, various dimensions that 
show the impact of consumer holistic thinking on 
the whole. The analysis is performed 
bydiscussingthe various impact of consumer 
holistic thinkingonconservingthe environment 
inthe following points. 
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a) Reason forenvironmental degradation 
and the role of a consumer in 
environment degradation: 
 

The key source of ecological deterioration was 
environmental degradation and consumer 
behavior. This can occur by depleting resources 
such as air, water, land, ecosystem degradation, 
forest loss, species extinction, and pollution. 
Increased production and consumption by users of 
such natural resources will harm the environment 
and, in the long term, reduce economic activity by 
an accumulation of waste and concentrations of 
contaminants. This can be directly related to 
environmental degradation.  
 

b) Profile of consumers, their habits 
responsible for environment 
degradation, and howthey are 
degrading the environment: 

 
The habits involve urbanization and 
industrialization which are driven and needed by 
human requirements, suchasfood, water, and 
shelter requirements. Effects comprisefood and 
water shortages, droughts andfloods, 
infrastructure disputes,and health risks.Consumer 
impacts the degradation of the environment in 
many ways: like consumption of non-green 
products, marketing of products which harm the 
environment (e.g., use of plastic), pollution, 
burning fossil fuels, household activities, 
polluting main source of water  (e.g., river, lakes, 
sea)and deforestation (e.g., for industries ). Forms 
such as these have triggered climate change, soil 
degradation, insufficient air quality, and 
undrinkable water. 
 

c) The behavior of consumers in 
conserving the environment and part of 
consumer holistic thinking has: 

 
In environmental conservation, environmental 
responsibility and behavior of the consumer 
arestudied to be first and significant psychological 
variables when they include in pro-environmental 
behavior. The holistic customer thinking would 
also contribute to environmental concerns, 

encouraging them to take steps to claim 
responsibility for the conservation of the 
environment and encourage their positive 
behavioral activity. This contributes to 
responsibility theory, which gives insight into the 
behavior of green consumption. 
 

d) Role of government in educating 
consumers for the conservation of the 
environment: 

 
The federal government enacts and imposes rules 
that protect public health and the environment 
from administering these laws. The federal 
government can also assign responsibility at the 
state level for such environmental concerns. E.g., 
including sewage, the state government regulates 
wastewater management. 
 
Consumer education encourages people to be 
more liable for their utilizationand environment 
than merely their rights. Tighter government 
environmental regulations will better solve the 
nation's environmental challenges. Governments 
must go beyond existing standards and implement 
a new environment-friendly framework of green 
policy.  
 

e) Role of different social bodies in the 
context of environment conservation: 
 

As partners for business/industry, NGOs will play 
a significant role in promoting sustainable 
consumption. Some of the great successes of this 
relationship include, for example, product 
creation, sustainable community development, 
advertising, WWF (World Wildlife Fund), marine 
stewardship, green purchasing,and so forth. Any 
of the important approaches are: using 
quantitative strategies to define challenges, 
determine the environmental effect of goods, 
improve product and service availability, etc. 
 
EPA is also the central concept of a wide number 
of environmental organizations, working on a 
local, national, international, or intergovernmental 
basis. Environmental protection organizations are 
an association. It works and represents its 
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affiliates and their interests in national or 
international environmental issues as an 
organization. 
 
 

f) Products which contribute towards 
conserving the environment: 
 

Consumers must be alert and aware of 
environmental concerns, with responsible 
consumers taking appropriate environmental 
protection initiatives. The initiatives include 
decreased use of non-green products, 
environmentally sustainable items, biodegradable 
products, products to recycle, and energy-efficient 
products to be improved. This contributes directly 
to the protection of the environment.  
 

g) Mitigate the cause already caused : 
 
For the last two decades, our world has been 
changing, with almost all earth areas in one 
direction or another. Human disturbance is the 
primary reason for environmental degradation. 
We must effectively use and manage resources, 
sustainable development, and implementation of 
the green concept and, in particular, community 
participation in all development activities to 
reduce the already critical situation. 
 
This study suggests the essential 
connection betweengreen consumption 

andenvironmental sustainability is environmental 
conservation. Environmental responsibility is the 
individual's commitment to work for the solution 
of environmental problems, which are often a 
significant indicator of consumer consumption 
behavior. Therefore, the findings of the theoretical 
study would be related to the following 
hypothesis: 
 

a) Hypothesis 1: Environmental 
responsibility is positively 
connectedtoconsumers' green consumption 
behavior. 

b) Hypothesis 2: Conservation of the 
environment is positively connected with 
consumer'senvironmental issues. 

c) Hypothesis 3: Environmental concern is 
positively associated with sustainable 
development. 

d) Hypothesis 4: Environmental conservation 
depends on how responsible the 
consumers aretowardsenvironmental 
resources. 

 
 
 
 
 
 
 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  452

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



 
 

 Figure 1: Research framework model 
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These hypotheses are proved and accepted 
positively with related research. As holistic 
thinking of consumers playsa key role in 
environmental conservation researches. 
Green consumption is directly correlated 
with the sustainable development of the 
environment. As per Stern et al.(2002), 
environment dutiesare measured with 4 item 
scale. It is considered as ensues:  

(1) my actions affect environmental 
health; 

(2) I have the strength for environmental 
protection; 

(3) I will understand how the world can 
be improved; 

(4) I would search for a better location 
in my surroundings. 

 
Depending upon the above, the hypothesis 
and related research framework is 
demonstrated in the above Fig. 1. 
 

VII. CONCLUSION 

This study aimed to explain how positively 
consumer behavior would affect 
environmental conservation and its 

responsibility. Firstly, the findings 
demonstrate that the ethical obligation of 
consumer impacts green consumption 
considerably. Secondly, a consumer with 
more vital environmental liability, and there 
favorable holistic thinking results in 
sustainable development. Sinceresearchers 
have utilizedseveral keywords and 
dimensions in their findings, we cross-
tabulated all of the keywords and 
dimensions. That sevenmixtures are 
mostefficient, as demonstrated in Fig.1 
framework models. Findings show the 
conservation of environment depends on 
these dimensions and consumers' holistic 
thinking (which include consumers 
responsibly, Consumers Environmental 
concerns, Consumers' green consumption 
behavior). 
One of our research's main limitations is that 
when combined or confounded with several 
measurements, the results of each research 
cannot be segregated. 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  454

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



REFERENCES 
 

Abrahamse, W., Steg, L., Vlek, C., and Rothengatter, T. (2005). A Review Of Intervention 

Studies Aimed At Household Energy Conservation. Journal Of Environmental 

Psychology, 25, 273-291. 

Akerlof, Karen, Maibach, Edward W., Fitzgerald, Dennis, Cedeno, Andrew Y., Neuman, 

Amanda (2013), "Do People' Personally Experience' Global Warming, and If so How, 

and Does It Matter?" Global Environmental Change, 23 (1), 81–91. 

Ardoin, N. M., Bowers, A. W., and Gaillard, E. (2019). Environmental Education Outcomes 

For Conservation: A Systematic Review. Biological Conservation, 108224. Doi: 

10.1016/J.Biocon.2019.1082. 

Armitage, Christopher J., Conner, Mark (2001), "Efficacy of the Theory of Planned 

Behaviour: A Meta-Analytic Review," British Journal of Social Psychology, 40 

(4), 471–99. 

Arora, N.K. Biodiversity Conservation For Sustainable Future. Environmental 

Sustainability 1, 109–111 (2018). Https://Doi.Org/10.1007/S42398-018-0023-1 

Barnosky, A.D., Hadly, E.A., 2016. Tipping Point for Planet Earth: How Close Are We to 

the Edge? Thomas Dunne Books, New York.  

Beibei Yue, Guanghua Sheng, Shengxiang She, and Jiaqi Xu, "Impact of Consumer 

Environmental Responsibility on Green Consumption Behavior in China: The Role of 

Environmental Concern and Price Sensitivity," 

Sustainability2020,12,2074;doi:10.3390/su12052074 

Beth Karlin And Joanne F. Zinger, "The Effects Of Feedback On Energy Conservation: A 

Meta-Analysis," Vol. 141, No. 6, 1205–1227, American Psychological Association© 

2015. 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  455

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



Bowen, F. (2000), "Environmental visibility: a trigger of green organizational response," 

Business Strategy and the Environment Vol. 9 No. 2, pp. 92-107. 

Chen, Y.S. and Chang, C.H. (2012), "Enhance green purchase intentions: the roles of green 

perceived value, green perceived risk, and green trust," Management Decision, Vol. 

50 No. 3, pp. 502-520. 

Cialdini, Robert B. (2003), "Crafting Normative Messages to Protect the Environment," 

Current Directions in Psychological Science, 12 (4), 105–09. 

Coddington, W. (1993), Environmental Marketing, Mcgraw-Hill, New York, NY. 

Côté, I.M., Reynolds, J.D. Meta-Analysis At The Intersection Of Evolutionary Ecology And 

Conservation. EvolEcol 26, 1237–1252 (2012). Https://Doi.Org/10.1007/S10682-012-

9568-0 

Daniela Vetter, GertaRücker, Ilse Storch, "Meta‐Analysis: A Need For Well‐Defined Usage 

In Ecology And Conservation Biology," Ecosphere, Volume 4, Issue 6. 

David Hawksworth (1992)," Biodiversity And Conservation." 

Dickinson, Janis (2009), "The People Paradox: Self-Esteem Striving, Immortality Ideologies, 

and Human Response to Climate Change," Ecology and Society, 14 (1), 34.  

Dietz, T., Gardner, G. T., Gilligan, J., Stern, P. C., and Vandenbergh, M. P. (2009). 

Household Actions Can Provide A Behavioral Wedge To Reduce US Carbon 

Emissions Rapidly. PNAS Proceedings Of The National Academy Of Sciences Of 

The United States Of America, 106, 18452–18456. 

Http://Dx.Doi.Org/10.1073/Pnas.0908738106. 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  456

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



Dietz, Thomas, Linda Kalof, and Paul C. Stern (2002), "Gender, Values, and 

Environmentalism," Social Science Quarterly, 83 (1), 353–64 

E. ScotrGeller, John C. Farris, David S. Post, "Prompting A Consumer Behavior For 

Pollution Control," Journal Of Applied Behavior Analysis, 1973, 63,367-376. 

Elina Dace,AgnisStibe, LeldeTimma, "A Holistic Approach To Manage Environmental 

Quality By Using The Kano Model And Social Cognitive Theory," Corporate Social 

Responsibility And Environmental Management, Volume 27, Issue 2, 07 August 

2019. 

Environmental Protection Agency. (, 2011). Statement On Recent Findings In the West Coast 

States And Hawaii. 

Fennis, Bob M., Marieke A. Adriaanse, Wolfgang Stroebe, and Bert Pol (2011), "Bridging 

the Intention–Behavior Gap: Inducing Implementation Intentions Through Persuasive 

Appeals," Journal of Consumer Psychology, 21 (3), 302–11. 

Gavin B Stewart (2013), "Meta-Analysis In Applied Ecology," Biol. Lett. (2010) 6, 78–81 

Doi:10.1098/Rsbl.2009.0546 Published Online 23 September 2009 

Higgins, J. P. T., and S. Green, editors. 2011. Cochrane handbook for systematic reviews of 

interventions. Version 5.1.0. The Cochrane Collaboration HTTP:// www.cochrane-

handbook.org. 

Holland, Rob W., Henk Aarts, and DaanLangendam (2006), "Breaking and Creating Habits 

on the Working Floor: A field experiment on the Power of Implementation 

Intentions," Journal of Experimental Social Psychology, 42 (6), 776–83. 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  457

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



Jia Li, Charles C. Moul, And Wanqing Zhang, "Hoping Grey Goes Green: Air Pollution's 

Impact On Consumer Automobile Choices," November 2015. 

Johri, L.M. and Sahasakmontri, K. (1998), "Green marketing of cosmetics and toiletries in 

Thailand," Journal of Consumer Marketing, Vol. 15 No. 3, pp. 265-281. 

Joireman, Jeffrey A., Paul A. M. van Lange, and Mark van Vugt (2004), "Who Cares About 

the Environmental Impact of Cars? Those with an Eye Toward the Future," 

Environment and Behavior, 36 (2), 187–206.  

Jones, P., Clarke-Hill, C., Comfort, D. and Hillier, D. (2008), "Marketing and sustainability," 

Marketing Intelligence and Planning, Vol. 26 No. 2, pp. 123-130. 

Juhl, Hans Jørn, Morten H. J Fenger, and John Thøgersen (2017), "Will the Consistent 

Organic Food Consumer Step Forward? An Empirical Analysis," Journal of 

Consumer Research, 44 (3), 519–35 

Kahan, Dan M., Ellen Peters, Maggie Wittlin, Paul Slovic, Lisa Larrimore Ouellette, Donald 

Braman, et al. (2012), "The Polarizing Impact of Science Literacy and Numeracy on 

Perceived Climate Change Risks," Nature Climate Change, 2 (10), 732–35. 

Katherine White, Rishad Habib, And David J. Hardisty, "How To SHIFT Consumer 

Behaviors To Be More Sustainable: A Literature Review And Guiding Framework," 

Journal Of Marketing 2019, Vol. 83(3) 22-49 ª American Marketing Association 

2019, DOI: 10.1177/0022242919825649. 

Kurz, Tim, Benjamin Gardner, Bas Verplanken, and Charles Abraham (2014), "Habitual 

Behaviors or Patterns of Practice? Explaining and Changing Repetitive Climate-

Relevant Actions," Wiley Interdisciplinary Reviews: Climate Change, 6 (1), 113–28. 

Lazarus, Richard J. (1994), "The Meaning and Promotion of Environmental Justice," 

Maryland Journal of Contemporary Legal Issues, 5 (1), 1–12.  

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  458

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



Lehman, P. K., and Geller, E. S. (2004). Behavior Analysis And Environmental Protection: 

Accomplishments And Potential For More. Behavior And Social Issues, 13, 13-32. 

Lehman, Philip K. and E. Scott Geller (2004), "Behavior Analysis and Environmental 

Protection: Accomplishments and Potential for More," Behavior and Social Issues, 13 

(1), 13–32. 

Lindenberg, S., and Steg, L. (2007). Normative, Gain, And Hedonic Goal Frames Guiding 

Environmental Behavior. Journal Of Social Issues, 63, 117-137. 

Livoreil, B., Glanville, J., Haddaway, N.R. Et Al. Systematic Searching For Environmental 

Evidence Using Multiple Tools And Sources. Environ Evid 6, 23 (2017). 

Https://Doi.Org/10.1186/S13750-017-0099-6 

Md Shamsur Rahim, Khoi Anh Nguyen, Rodney Anthony Stewart, Damien Giurco  And 

Michael Blumenstein, "Machine Learning And Data Analytic Techniques In Digital 

Water Metering: A Review," Water 2020, 12, 294; Doi:10.3390/W12010294. 

Pujari, D., Wright, G. and Peattie, K. (2003), "Green and competitive: influences on 

environment new product development performance," Journal of Business Research, 

Vol. 56, pp. 657-671. 

R. Krishnan, "Consumer Effects Of Environmental Impact In Product Labeling," Journal Of 

Consumer Marketing · January 2011. 

Remi Trudel, "Sustainable Consumer Behavior," 2018. 

Richard Osbaldiston And John Paul Schott, "Environmental Sustainability And Behavioral 

Science: Meta-Analysis Of Pro-Environmental Behavior Experiments," 44(2) 257–

299 © The Author(S) 2012. 

Rockström, J., Steffen, W., Noone, K., Persson, A., Chapin, F.S., Lambin, E.F., Lenton, 

T.M., Scheffer, M., Folke, C., Schellnhuber, H.J., Nykvist, B., de Wit, C.A., Hughes, 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  459

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020



T., van der Leeuw, S., Rodhe, H., Sörlin, S., Snyder, P.K., Costanza, R., Svedin, U., 

Falkenmark, M., Karlberg, L., Corell, R.W., Fabry, V.J., Hansen, J., Walker, B., 

Liverman, D., Richardson, K., Crutzen, P., Foley, J.A., 2009b. A safe operating space 

for humanity. Nature 461, 472–475. https://doi.org/10.1038/461472a. 

Sapna A. Narula And AnupriyaDesore, "Framing Green Consumer Behaviour Research: 

Opportunities And Challenges," VOL. 12 NO. 1 2016, Pp. 1-22, © Emerald Group 

Publishing Limited, ISSN 1747-1117, DOI 10.1108/SRJ-08-2014-0112. 

Steffen, W., Crutzen, J., McNeill, J.R., 2007. The Anthropocene: are humans now 

overwhelming the great forces of nature? Ambio 36, 614–621. 

Thomas, R.E.W., Teel, T., Bruyere, B., Laurence, S., 2018. Metrics and outcomes of 

conservation education: a quarter-century of lessons learned. Environ. Educ. Res. 25, 

172–192. https://doi.org/10.1080/13504622.2018.1450849.  

Toomey, A.H., Knight, A.T., Barlow, J., 2017. Navigating the space between research and 

implementation in conservation. Conserv. Lett. 10, 619–625. https://doi.org/10. 

1111/conl.12315. 

Verplanken, Bas (2011), "Old Habits and New Routes to Sustainable Behaviour," in 

Engaging the Public with Climate Change: Behaviour Change and Communication, 

L. Whitmarsh, S. O'Neill, and I. Lorenzoni, eds. Milton Park, England: Taylor and 

Francis, 17–30 

 

ISSN/eISSN: 0889-6348

http://www.proteusresearch.org/     Page No:  460

PROTEUS JOURNAL

VOLUME 11 ISSUE 10 2020


