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ABSTRACT 

This paper explores the evolving concept of green banking in India, with a focus on how customers perceive and adopt these eco-friendly practices. Green banking 

covers a range of sustainable methods, such as digital transactions, paperless services, green loans, and investments that promote environmental well-being. As the 

global spotlight increasingly shifts toward sustainability, financial institutions face mounting pressure to innovate and align their processes with environmentally 

responsible standards. To gauge customer awareness, usage habits, and attitudes, this study surveyed 100 banking customers from urban regions of India. The 

findings reveal that although customers generally hold positive views toward sustainability, actual awareness and participation are limited—mainly due to weak 

communication and insufficient incentives. The research emphasizes the urgent need for stronger marketing efforts, better customer education, and collaborative 

initiatives between banks and government bodies to boost engagement in green banking. 

1. Introduction 

Environmental sustainability has become an increasing priority across various sectors, and banking is no different. As major financial intermediaries, 

banks hold a vital responsibility in encouraging eco-friendly initiatives. In India, green banking is still a relatively emerging idea, aiming to embed 

environmental responsibility within financial operations. Its core objective is to reduce carbon emissions through digitalization, funding of green projects, 

and incentives that motivate customers to adopt sustainable habits. This study delves into the perceptions of Indian banking customers toward these green 

initiatives. Although government policies and RBI directives advocate for sustainable banking, active customer involvement remains essential to 

achieving meaningful progress. The research highlights the existing gap between the green banking services offered and the extent of customer 

engagement, concluding with practical recommendations to bridge this divide. 

2. Objectives of the Study 

• To assess the level of awareness about green banking among Indian bank customers. 

• To analyze customer preferences and behavior with respect to digital and eco-friendly banking services (e.g., paperless transactions, net 

banking). 

• To identify key barriers—such as lack of information, mistrust in digital security, and perceived complexity—that inhibit green banking 

adoption. 

• To evaluate customer willingness to shift to fully green banks if provided with the necessary services and infrastructure. 

3. Literature Review 

Green banking originated in Western nations as part of broader sustainable development efforts. As noted by Jha and Bhome (2013), green banking 

involves carrying out banking operations with a conscious focus on environmental conservation. The Reserve Bank of India (2021) has also underscored 

the growing significance of sustainable finance in helping the country achieve its climate targets.  

Kumar and Shekhar (2019) highlight that customer awareness plays a pivotal role in the success of green banking initiatives. Their research revealed that 

while urban populations are generally more familiar with green banking concepts, overall adoption across the country remains modest, largely due to a 

lack of focused marketing strategies.  

Additionally, studies by Singh and Kaur (2020) emphasize that customers are more likely to embrace green banking if they recognize clear benefits such 

as lower transaction fees, increased convenience, and the satisfaction of contributing to environmental well-being. Despite these valuable insights, there 

remains a scarcity of in-depth research focusing specifically on how Indian customers perceive green banking, which this study aims to address. 

4. Research Methodology 

Research Design 
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This study employs a quantitative research method through a structured questionnaire designed to collect primary data. The research targeted customers 

from Mumbai and Thane, offering a diverse mix of salaried employees, students, and entrepreneurs. 

Sampling Method 

• Sample size: 100 participants 

• Sampling technique: Random sampling 

• Demographic profile: 55% male, 45% female; ages between 20 and 50; 70% salaried individuals, and 30% self-employed or students. 

Data Collection Tool 

The survey gathered information on: 

• Awareness of green banking products and services 

• Patterns of usage 

• Attitudes toward eco-friendly banking practices 

• Suggestions for enhancing green banking 

Data Analysis 

The collected data were analyzed using descriptive statistical methods to summarize results in percentages and charts. Cross-tabulations were also applied 

to study the relationship between demographic factors and awareness of green banking services. 

1) Age Distribution 

 

A significant majority (65%) of respondents fall in the 18–25 age group. These are typically students or early professionals who are more tech-savvy and 

open to online and green banking. This age group is likely to be influenced by environmental concerns and innovation. 

2) Gender Distribution 

 

The gender distribution is evenly balanced, ensuring that the perceptions analyzed in the study are not biased toward any particular gender. 

3) Education Level 
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Most respondents are well-educated, with 85% holding postgraduate degrees. This suggests high digital and environmental literacy, implying that the 

awareness gap is not due to educational limitations but possibly due to communication and outreach issues from banks. 

4) Occupation 

 

A mix of students and professionals forms the respondent pool. These are digital-first users and are ideal candidates for green banking services. However, 

the challenge lies in translating their potential into actual usage. 

5) Preferred Bank 
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ICICI, SBI, and Axis Bank dominate user preference. These banks already offer green services, but the adoption appears low—possibly due to insufficient 

promotion or visibility. 

6) Online or Mobile Banking Usage 

 

Almost all respondents use online or mobile banking. This indicates strong digital infrastructure and user readiness for green banking. Therefore, low 

usage of green banking features is likely due to a lack of awareness, not capability. 

7) Awareness of Green Banking 
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A major finding—65% are unaware of green banking. This is despite high education levels and online banking usage. It reflects a communication and 

outreach gap from banks. 

8) Usage of Green Banking Services 

 

Same as awareness—only a minority have actually used green services. Adoption and awareness are directly correlated, reinforcing the need for marketing 

efforts. 

9) Importance of Green Banking 
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75% rated green banking as highly important (score 4 or 5). This shows positive customer sentiment toward environmental responsibility and a strong 

foundation to build upon. 

10) Encouraging Factors for Green Banking 

 

The primary motivator is environmental concern, closely followed by convenience. This aligns with the profile of digital users who care about 

sustainability and value-efficient service delivery. 

11) Barriers to Green Banking 
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The leading barrier is lack of awareness, which is a consistent theme. Even in digitally literate groups, security concerns persist, indicating the need for 

educational campaigns and assurance protocols. 

12) Willingness to Shift to Fully Green Bank 

 

A combined 80% are either open or fully willing to shift to green banks if service parity is ensured. This is a strong indicator of potential demand—banks 

must tap into this with strategic offerings. 

5. Findings and Discussion 

Awareness 

• 64% of respondents were aware of at least one form of green banking service, most commonly internet and mobile banking. 

• Only 25% had knowledge of specialized green products such as green loans or environmental investment funds. 

Usage Patterns 

• 40% of participants reported using green banking regularly, primarily for services like e-statements and mobile app transactions. 

• Just 15% had ever looked into green loans or eco-friendly credit facilities. 

• The biggest barriers to adoption were a lack of information (55%) and the perception that green banking is complicated (25%). 

Attitude 

• 72% of respondents expressed a positive attitude toward banks that demonstrate environmental responsibility. 
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• 68% indicated they would consider switching to a different bank if it offered stronger green initiatives. 

Discussion 

The study highlights that although the growth of digital banking has naturally encouraged some green practices—such as reducing paper use through e-

statements—formal green banking products remain underutilized. Many respondents equated green banking solely with online transactions, missing its 

wider potential. A significant communication gap between banks and their customers was identified as a key issue. Interestingly, the 20–35 age group 

showed greater openness and enthusiasm toward adopting green banking measures, reflecting broader global trends among environmentally conscious 

millennials. 

6. Conclusion 

The study concludes that while Indian customers generally hold a favorable perception of green banking, their overall awareness and participation remain 

limited. To bridge this gap, banks must strengthen their marketing strategies, simplify green product offerings, and actively educate customers about the 

environmental advantages of adopting such services. Additionally, policy measures—such as tax incentives for using green banking options—could serve 

as powerful motivators to boost adoption. By focusing on these areas, Indian banks have the potential to play a significant role in advancing the nation’s 

sustainability objectives. 

7. Recommendations 

• Awareness Campaigns: Implement multi-channel marketing efforts to clearly communicate the benefits and impact of green banking to a 

broad customer base. 

• Product Innovation: Design straightforward, user-friendly green banking products that cater to customers’ specific needs and encourage 

easier adoption. 

• Incentives: Introduce financial rewards—such as reduced service fees or preferential rates—to motivate customers to engage with green 

banking services. 

• Training Programs: Provide specialized training for bank employees, enabling them to act as advocates and knowledgeable representatives 

of green banking initiatives. 

• Government Collaboration: Partner with regulatory authorities to embed green banking within national sustainability policies and 

frameworks, ensuring wider reach and impact. 
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