
6. Support sustainable marketplaces

Schematic representation of green consumerism (Dursun, 2019).

Consumers can contribute to businesses dedicated to 
sustainability by opting to buy their goods and services. 
Numerous companies currently have sustainability efforts 
underway, including utilizing renewable energy, minimiz-
ing waste, and employing eco-friendly production meth-
ods. By opting to back these companies, consumers can 
motivate other businesses to embrace comparable prac-
tices.

Green consumers have an ability to influence the market-
place to ensure that the environment is protected. Valuing 
and conserving natural resources, using less, disposing 
properly as a last resort and thinking globally while acting 
locally can make meaningful impact that can help achieve 
Sust ainable Development Goal 12 and its targets.
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GREEN 
CONSUMERISM



The ‘zero-mile or kilometre’ principle should be consid-
ered by consumers to avoid emissions from transporta-
tion and to enhance local economy. If a product is avail-
able nearby, then consumers should opt to buy it locally;

4. Sustainable mobility

Purchase a ticket and utilise public transportation when-
ever possible instead of driving own vehicle. This can re-
duce emissions and improve mobility in the town or city 
due to reduced traffic, and subsequently improved qual-
ity of life. For those who can, they can buy bicycles and 
electric vehicles.

5. Renewable energy

Whenever possible, green consumers should procure re-
newable energy sources such as solar panels to power 
their homes or businesses.

GREEN CONSUMERISM

Green consumerism refers to the scenario where buyers 
prefer to purchase items made in a manner that safe-
guards the environment. As awareness of the harmful 
impacts of global warming, resource scarcity, insufficient 
solid waste recycling, and widespread air and water pol-
lution rises, more consumers are considering a transition 
to eco-friendly products (Gupta et al.,  2013; Kutama & 
Deliwe, 2023).

Items or products considered as environmentally friendly, 
commonly known as ‘green’ or ‘eco-friendly products’ are 
produced without toxic substances and strive to reduce 
adverse effects on both the ecosystem and consumers 
(Alamsyah et al., 2020). 

Manufacturers and retailers are legally required to prac-
tice ‘cleaner production’ by maintaining environmental 
quality and to obey environmental laws and standards to 
prevent or minimise manufacturing products that have 
detrimental effects on the environment (Narva, Schneider 
& Weller, 2022). 

However, Kutama & Deliwe (2023) also emphasised the 
need for consumers to be vigilant and exercise their en-
vironmental rights and responsibilities accordingly in the 
marketplace.

Green Consumerism involves the 
following practices:

1. Reduction
Green consumers are expected to limit the level of con-
sumption by determining the need to buy certain item.

2. Sustainability

Green consumers should check whether parts of a prod-
uct they are buying will not have or has minimal negative 
effect on human health and the environment during us-
age or end of the items life. E.g. checking eco-labels on a 
refrigerator that reflects its energy consumption.

3. Buying local


