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ABSTRACT : 

Sustainability has emerged as a critical factor influencing consumer behavior in the electronics industry. This study explores the extent to which sustainability 

considerations shape consumer preferences when purchasing electronic devices. The research utilizes a quantitative methodology, gathering data from 36 survey 

respondents who were asked about the importance of sustainability in their purchasing decisions and the sources influencing their awareness. Findings indicate a 

significant variance in consumer perspectives, with a notable portion considering sustainability as a crucial factor. Product labels and packaging emerged as the 

most influential source of sustainability information, surpassing social media and traditional news. Hypothesis testing using Chi-square analysis confirmed that the 

observed preferences and influences are statistically significant and not due to chance. This study contributes to a better understanding of consumer behavior in the 

context of environmental awareness and highlights the growing demand for transparent sustainability communication from electronics manufacturers. The paper 

concludes with implications for marketing strategies and product development aimed at sustainability-conscious consumers. It offers valuable insights for both 

practitioners and researchers aiming to align consumer demand with sustainable innovation in the electronics sector.  
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Introduction 

In recent years, environmental sustainability has become a key issue across industries, and the electronics sector is no exception. With growing concerns 

about electronic waste, carbon emissions, and resource depletion, consumers are increasingly considering sustainability when making purchasing 

decisions. This study seeks to explore the role that sustainability plays in shaping consumer preferences for electronic devices. The research investigates 

whether consumers actively prioritize environmentally friendly features and how their understanding of sustainability is shaped by different information 

sources. 

As consumers become more aware of the environmental impact of their choices, companies face pressure to integrate sustainability into their products 

and supply chains. However, it remains unclear how deeply these values are embedded in actual purchasing behavior. This study addresses that gap by 

collecting primary data to assess attitudes and behaviors. 

The research is guided by two key questions: (1) How important is sustainability to consumers when purchasing electronic devices? and (2) Which 

information sources most influence their understanding of sustainability in electronics? The study uses a survey-based approach and statistical hypothesis 

testing to answer these questions. The findings aim to provide insights for businesses and policymakers working toward greener practices in consumer 

electronics. 

Research Methodology 

This research adopts a quantitative methodology to examine the influence of sustainability on consumer preferences in the electronics sector. The study 

relies on a survey questionnaire as the primary data collection tool, distributed to a sample of 36 participants. The survey included both close-ended and 

multiple-choice questions to gauge participants’ attitudes toward sustainability and identify the most influential sources of sustainability-related 

information. 

The sampling method used was convenience sampling, due to time and resource limitations, targeting a diverse group of respondents from different 

demographic backgrounds. Data collected was tabulated and analyzed using descriptive statistics and Chi-square hypothesis testing to identify significant 

patterns and deviations from expected norms. 

This approach allowed for the collection of structured, analyzable data, which was crucial in testing the hypotheses regarding consumer behavior. The 

questionnaire was designed to avoid leading questions and included categorical responses to maintain clarity and consistency.  

The research acknowledges limitations including the small sample size and non-random sampling, which may limit generalizability. However, the 

methodology provides a reliable foundation for identifying trends and conducting initial statistical analysis regarding sustainability preferences in 

consumer electronics. 

http://www.ijrpr.com/
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Literature Review 

The relationship between sustainability and consumer behavior has been widely studied, particularly in sectors such as fashion and food, but less so in 

electronics. Studies indicate that environmental awareness significantly influences consumer attitudes, especially among younger, educated 

demographics. The Theory of Planned Behavior (TPB) and Value-Belief-Norm (VBN) theory frequently underpin research in this field, highlighting the 

role of personal values and perceived behavioral control in shaping sustainable choices. 

In the electronics sector, sustainability concerns include energy efficiency, recyclability, ethical sourcing of materials, and corporate transparency. 

Research by organizations such as Greenpeace has pushed manufacturers to adopt eco-labeling and disclose environmental impacts. However, despite 

rising interest, a gap remains between sustainable attitudes and actual purchasing behavior—a phenomenon often termed the “attitude-behavior gap.” 

Certification systems like Energy Star, EPEAT, and eco-labels help consumers identify sustainable products, but their effectiveness depends on consumer 

trust and awareness. Social media and product packaging are emerging as key tools in shaping consumer perception. 

Despite this growing body of literature, few studies have quantified consumer preference patterns for sustainability features in electronics. This research 

contributes to that gap by offering empirical evidence from primary data and testing statistical significance to understand which sustainability factors 

truly influence consumer decisions. 

Data Analysis and Interpretation 

The data gathered from 36 participants offered insight into consumer perspectives on sustainability in electronics. When asked how important 

sustainability is in their purchasing decisions, the majority indicated that it holds some level of significance. Specifically, 6 respondents said it is 

“extremely important,” 11 considered it “very important,” 18 viewed it as “somewhat important,” and only 1 respondent deemed it “not important at all.” 

This suggests that although not all consumers prioritize sustainability equally, a substantial portion factor it into their choices. 

 

Another key question examined which sources most influence consumers’ understanding of sustainability. The most selected source was product labels 

and packaging (17 responses), followed by social media (8), news and communications (8), and word of mouth (3). This indicates that in-store product 

information and packaging are crucial for informing consumers about sustainable features. 

 

These results demonstrate that while sustainability is a moderate-to-strong concern for most consumers, effective communication of sustainability—

especially through product design and packaging—can significantly impact perception. The analysis highlights a clear trend: sustainability matters, but 

how it is conveyed to consumers also plays a decisive role in shaping preferences. 

HYPOTHESIS TESTING 

HYPOTHESIS 1:  

OBJECTIVE:  

To determine if there is a significant difference in the perceived importance of sustainability when purchasing electronic devices. 

  

HYPOTHESIS:  

● Null Hypothesis (H₀): There is no significant difference in the perceived importance of sustainability when purchasing electronic devices.  

● Alternative Hypothesis (H₁): There is a significant difference in the perceived importance of sustainability when purchasing electronic devices 

 

STATISTICAL TEST:  

A Chi-Square (χ²) Goodness of Fit test was conducted to evaluate whether the observed distribution of responses regarding the importance of sustainability 

differs significantly from what was expected under a uniform distribution. 
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To test the above hypothesis Chi- Square test is applied.  

Result of the test is as follows:  

The Chi-Square test yielded a result of χ² (3) = 17.6, with a p-value less than 0.001.  

Since the p-value is less than the commonly accepted significance level of 0.05, we reject the null hypothesis (H₀).  

The test results indicate that there is a statistically significant difference in how consumers perceive the importance of sustainability when purchasing 

electronic devices.  

Therefore, the alternate hypothesis (H₁) is accepted.  

Conclusion of the test:  

There is a statistically significant difference in the perceived importance of sustainability in consumer purchasing decisions regarding electronic 

devices. This suggests that sustainability plays a varied role in influencing consumer choices, with a majority indicating it is at least “somewhat 

important.” 

 

HYPOTHESIS 2  

OBJECTIVE:  

To determine if there is a significant difference in the sources that influence consumers’ understanding of sustainability in  electronics.  

HYPOTHESIS:  

● Null Hypothesis (H₀): There is no significant difference in the influence of different sources on consumers’ understanding of sustainability in electronics.  

● Alternative Hypothesis (H₁): There is a significant difference in the influence of different sources on consumers’ understanding of sustainability in 

electronics.  

Proportions- Which of the following sources most influence your understanding of sustainability in electronics?  

 

STATISTICAL TEST:  

A Chi-Square (χ²) Goodness of Fit test was conducted to evaluate whether the observed distribution of source influence differs significantly from what 

would be expected under equal influence. 

 

To test the above hypothesis Chi- Square test is applied.  

Result of the test are as follows:  



International Journal of Research Publication and Reviews, Vol (6), Issue (5), May (2025) Page – 3691-3694                         3694 

 

The Chi-Square test yielded a result of χ² (3) = 11.3, with a p-value of 0.010. Since the p-value is less than the commonly accepted significance level of 

0.05, we reject the null hypothesis (H₀). The test results indicate that there is a statistically significant difference in the sources that influence consumer 

understanding of sustainability in electronics.  

Therefore, the null hypothesis is rejected, and the alternative hypothesis (H₁) is accepted.  

Conclusion of the test:  

There is a statistically significant difference in the impact of different sources on consumers’ understanding of sustainability in electronics. 

Among all sources, product labels and packaging appear to have the highest influence, suggesting that clear and informative l abeling plays a 

crucial role in shaping consumer awareness. 

Recommendation 

This study explored the role of sustainability in shaping consumer preferences for electronic devices, revealing that sustainability considerations are 

meaningful to most consumers. While some view it as a secondary factor, a significant portion rate sustainability as an important or very important 

criterion when making purchasing decisions. Moreover, the way information is communicated—particularly via product labels and packaging—plays a 

critical role in influencing consumer awareness. 

 

Hypothesis testing confirmed that both consumer preferences and the channels through which sustainability is communicated vary significantly from 

uniform expectations. These findings have practical implications for manufacturers, retailers, and marketers. Companies that effectively integrate 

sustainability into their product design and transparently communicate those efforts are more likely to gain favor with environmentally conscious 

consumers. 

 

The study also underscores the need for further research with larger, more representative samples to generalize findings across broader populations. 

Nonetheless, the results provide a strong indication that as sustainability becomes more deeply embedded in public consciousness, it is increasingly 

shaping the consumer electronics landscape. 
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