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Abstract
Students are now getting conscious of ecological matters as well as eager to buy ecofriendly products. In this age of digital civilization, the electronic products are generating massive amount of hazardous waste which ultimately a great threat to the human health as well as environment. To minimize these environment disasters, an eco-friendly electronic product obviously makes a subsequent way. Particularly, it is assumed that most of the students have the knack to purchase the electronic goods. So, this current study is an evaluation to scrutinize awareness, perception and buying intention toward eco-friendly electronic products among students in Northern University Bangladesh (NUB). NUB students were charted to define either they focus on green marketing concept or not in case of buying electronic products. The aim of this study is to identify students’ perception toward eco-friendly electronic products based on the students of Northern University Bangladesh. This article has been conducted by taking samples of 101 respondents from the business students of Northern University Bangladesh to examine the perception towards eco-friendly electronic products. Data has been measured through conducting factor analysis. The study has found out that unavailability of eco-friendly electronic productsis the hindrance to expand its market. 
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I. Introduction and Background

Ecologicalmatters have gotsignificance in business and in public life all over the world now. Green marketing indicates the approaches to stimulategoodsthrough ensuring environmental obligations for the systems, policies and processes of the companies for manufacturing or sell these products (Prakash, 2002). Apparently, green marketing is the essentials for overall corporate scheme (Menon and Menon, 1997). Accordingly, Green marketing is being massive and having important implications for business strategy and public policy.
Generally, A product can deliver value to consumers through contributing them advantage and separating the product from competitors’. Consequently, the concerning for renewal of ecological balance is now increasing through presenting demands for eco-friendly products in countries around the world. 
Green products are getting importance in market as well as the activities of green marketing are also being prime important issue simultaneously. 
In this paper, researcher has focused on the students because youths have the knack to use electronic products as well as they frequently have better entrance to informationabout the environment than their elders. The main aim of this paper is to understand the perception of students where the term“green”as well as “eco-friendly” products is concentrated.
II. Purposes of the Study
The main aim of the study is to evaluate the perception of students towardseco-friendly electronic products in terms of the “buyer-readiness stage model”.Therefore, these following objectives are fall into the overall objective of the study:
1) To scrutinize the extent of knowledge, awareness, liking, preference, intention, and purchasing level of students towards quality of eco-friendly electronic products
2) To examine the scope of knowledge, awareness, liking, preference, intention, and purchasing level of students towards price of eco-friendly electronic products
3) To explore the range of knowledge, awareness, liking, preference, intention, and purchasing level of students towards availability of eco-friendly electronic products
4) To analyze the level of knowledge, awareness, liking, preference, intention, and purchasing of students towards promotional activities of eco-friendly electronic products
III. Literature Review

Green marketing comprises the emerging and marketing of such goods& services that satisfy the customer obligationin case of quality, reliable price and convenience of the goods without having a destructiveeffect on the environment (Mishra and Sharma, 2010; Rakshita, 2011). Green product, in terms of business,is used frequently to protect or improve the natural environment by preserving energy and/or resources and decreasing or eliminating use of deadly pollution and waste (J. Ottman, 1997). 
The circumstances of contamination as well as ecosystems ruin through goods that are made available to the markets also determines resource/energy use and waste generation patterns, (Fuller, 1998). The new challenge for marketing is to go in a system to attain "zero-waste, zero discharge" consequencesin case of providing equal quality goods.
In the global marketplace, green or eco-friendly products is now becoming popular due to bitter experience of consumers towards exponential growth of global warming effects (Luzio and Lamke, 2013). So, Marketing managers also has focused on green products concept (Murphy et.al 2010). Eco-friendly marketing is largely used as an instrument by the vast corporations for making a difference in the consumer’s point of view when it comes to go in the market decisions. Consumers are eager to buy eco-friendly goods that are safer to the environment (Chen, 2010). But, willingness and awareness to buy eco-friendly goods areaffected by ecoliteracy, interpersonal influence and perceived worth(Cheah and Phau 2009).
Eventually, marketers devised the factas ecological marketing, green marketing, environmental marketing, eco-marketing and sustainable marketing (Fuller, 1998, Ottman, 1998 and Codington, 1993). The attitude of consumer is defined as the ecology concern, green product quality, green advertising as well as green labeling (Vazifehdoust, H., et.al. 2013). Consequently, Consumers are conscious about eco-friendly goods if this product can pursue with reasonable price (Ramkumar and Soundarajan, 2014).
Consumer decision making has comprised input, process and output where input elements pertains internal as well as external impacts. Accordingly, internal impacts are the marketing mix (product, price, place and promotion) where external influences elucidate the socio-cultural environment. In addition, process components include psychological behavior (motivation, perception, learning, personality and attitudes) (Kotler and Armstrong, 2008).
Students are more concerned about the environment but most of them could not know the way of contribution to nature. Hence, it can be possible through government, environmental agencies, and media (social and mass) by creating awareness about eco-friendly products (Sethi and Singh, 2016). Electronic goods are now prevailed over everywhere but its trash is now the matter of threat to human and environment. Hence, it can be reduced through promoting awareness towards green electronic products as well as recycling of e-waste to ensure an environmentally-secure future (Isaacs, M. 2015).
All this stimulates the present study. Unlike the previous studies, This study is focused only on to analyze the student’s perception regarding the quality, price, availability and promotional activities of ecofriendly electronic products considering the buyer readiness stage modelin the context of Bangladesh.
IV. Research Methodology

4.1 Methods and Procedures of the Study:
The current study is descriptive and exploratory in nature as well as is based on primary data. The data has been collected with the help of a structured questionnaire.Since, the population was varied and there were time restraints; convenience sampling was used to conduct the study.
The primary data are collected through a structured questionnaire which conducted among 101 students of Northern University Bangladesh (NUB). The data were scaled by using 5-point likert scale ranging fromStrongly Agree= 5 to Strongly Disagree= 1.
Data analysis have been conducted with the help ofSPSS. The major statistical technique used in this study isfactor analysis. Moreover, in order to test the reliability and validity of the data, Cronbach’s alpha as well as KMO and Bartlett’s test have conducted. Secondary data was collected throughreputed journals pertaining to green marketing. 

4.2 Conceptual Framework:
The four components are taken by the researcher as they have been considered as influential factors for the students’ perception towards eco-friendly electronic products by the previous scholars. These variables are quality, price, availability and promotion.  In each variables; knowledge, awareness, liking, preference to buy, intention to buy and purchase of eco-friendly electronic products are the major facts that would be measured to understand the perception in detail.

Figure 4.1: Conceptual Framework


Quality



Students’ Perception

Price
Eco-friendly Electronic products


Availability


Promotion



Source: Researchers Compilation



V. Findings and Discussion

Day by day, many consumers’ as well asfirms have started to understand that they are the members of the wider community and so, they have to behave in environmentally responsible manner. 
5.1 Socio-economic Profile of the Respondents:
The demographic and psychographic backgrounds as well as their perception towards green products becomecrucialdue to significant connotation among the awareness of consumers towards eco-friendly products and age, geographical area, educational level and income (Teng et al., 2011). 
Among 101 students of NUB, there are 73 male students (72.3%) and 28 female students (27.7%). Majority of the respondents (85%) are from BBA. Most of them (75%) are from the 18-23 years range. About 74.2% students are unemployed while 25.8% students are employed. In case of income, 84.2 percent students are in the scope of below Tk 10000 monthly where 14.9 percent are in the range of Tk 10000 to Tk 25000. (Appendix)

5.2 Perception of Students towards Eeco-friendly Electronic Products:
Table-5.2.1: Factor loadings based on Varimax rotated factors influencing perception towards eco-friendly electronic products
	Factor Analysis (Component Matrixa)
	KMO and Bartlett’s Test
	Cronbach’s Alpha

	
	
	Factor Loadings
	
	

	Quality
	Awareness 
	0.887
	0.886
	0.905

	
	Knowledge
	0.796
	
	

	
	Liking
	0.887
	
	

	
	Preference
	0.882
	
	

	
	Intention 
	0.772
	
	

	
	Purchase
	0.602
	
	

	Price
	Awareness 
	0.822
	0.809
	0.895

	
	Knowledge
	0.838
	
	

	
	Liking
	0.820
	
	

	
	Preference
	0.806
	
	

	
	Intention 
	0.794
	
	

	
	Purchase
	0.778
	
	

	Availability
	Awareness 
	0.819
	0.647
	0.707

	
	Knowledge
	0.840
	
	

	
	Liking
	0.720
	
	

	Promotion
	Awareness 
	0.823
	0.737
	0.837

	
	Knowledge
	0.858
	
	

	
	Liking
	0.742
	
	

	
	Preference
	0.721
	
	

	
	Intention 
	0.716
	
	

	
	Purchase
	0.589
	
	

	Extraction Method: Principal Component Analysis.
Rotation Method  : Varimax with Kaiser Normalization
	

	a. 4 component extracted
	


Source: Researchers’ compilation based on field survey (October, 2017)
VI. Summary of the Findings from the Analysis
From the above analysis, the perception of students towards eco-friendly electronic products is coherently apparent. The summary of the findings can be drawn up below as like:
a. In case of quality concern about eco-friendly electronic goods, respondents are more aware and like as well as prefer to buy the quality products rather they merely purchase these goods.
b. In term of pricing,respondents are more aware, like and also prefer to buy the eco-friendly electronic products withcomparatively lower price.
c. In case of availability,students have the knowledge andawareness butthey do not purchase it due to its unavailability in the market.
d. Students have the knowledge, awareness about the promotional activities of the eco-friendly electronic products but merely influencedthrough promotional activities. 

VII. Recommendation and Managerial Implications
On the basis of theabove mentioned discussions,Some recommendations implications are suggested below-
a) Firstly, marketers should take the initiatives to make availabletheeco-friendly electronic products.
b) Government should take initiative to ensure the availability of the eco-friendly electronics products all over the Bangladesh through patronizing, making and implicating rules and regulations for its marketers.
c) Increasing awareness among the general people about environment friendly products for increasing its demand.
d) Existing marketers should provide it with reasonable price.

VIII. Limitations and Future Research
Thisstudy is restricted to only the students of NUB at Dhanmondidue to time constraints.The results received from the sample cannot be fully comprehensive to symbolize all the students of Dhaka City. It is crucial to be noted that the perception of students relating to higher education and income level can bevaried. Future studies can be done to examine other students from other universities in Dhaka city to get a more authentic and diversified findings about the perceptions of students toward the eco-friendly electronic products.
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Appendix

Demographic Information Output:

	1. Gender

	
	Frequency
	Percent

	Male
	73
	72.3%

	Female
	28
	27.7%


	4. Occupation

	
	Frequency
	Percent

	Unemployed
	75
	74.3%

	Employed
	26
	25.7%




	2. Program

	
	Frequency
	Percent

	BBA
	85
	84.2%

	MBA
	16
	15.8%


	5.Income (Tk)

	
	Frequency
	Percent

	Below Tk 10000
	85
	84.2%

	Tk 10000-25000
	15
	14.9%

	Tk 26000-40000
	1
	0.9%




	3. Age

	
	Frequency
	Percent

	18-23 Years
	75
	74.3%

	24-29 years
	26
	25.7%
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