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Abstract - The present exploratory and empirical research paper is based on the growth of interest on “Green 

Marketing” particularly “Green buildings” and consequently to analyse the application of the concept of green 

products related to psychographic factors. It attempts to analyse the impact of psychographic variables such as 

perception, attitude, learning, motivation and personality on the awareness and purchase of one of the green 

product: FRP (Fibreglass reinforced plastics) products. 

Accordingly, the research methodology was framed with the thought that many marketing problems 

can be solved today by looking beyond the secondary data so as to give an insight into the behaviour of the 

consumers. The questionnaire for primary data collection was presented to 700 respondents out of which 

received back only 550. For analysis of data, 200 questionnaire of those respondents who were aware of FRP 

material, and were the residents of Himachal Pradesh who took part in the decision making process regarding 

the purchases at the residential level. Hypothesis was framed regarding the impact of psychographic variables 
on the awareness and purchase behaviour of the consumers and the potential of these products. After the 

analysis of results the hypothesis related to psychographic variables was partially accepted. 

Keywords- Consumer Behavior, Fibreglass Reinforced Plastics, Psychographic Variables, Green Marketing, 

Green Products. 

 

I. INTRODUCTION 
For framing green marketing strategies, according to Dakode & Yerkari [1]  (2012. p. 415), one  of the  

goals  of green marketing is to  reinvent the concept of product and thus one of the most important  benefit is to 

ensure long term growth along with profitability by  helping companies markets their product and service 

keeping the environment aspect in the mind. They concluded that, “Green Marketing provides an opportunity to 
the companies to increase their market-share by introducing eco friendly products” (p. 417).    Jethani & 

Uttarwar    [2] also quote 2012, p. 1375) in their research study as per the need of today‟s era is, “an eco 

marketing campaign should have several important factors in order to ensure long-term sustainability. 

      The growing interest in green concept made Kotlar, Kartajaya and Seiawan [3] to write, “These trends 

are moving green buildings into mainstream markets” (, 2010, p. 165). They further summarized that they 

underscore the importance of value based companies moving towards a green commitment….  Companies that 

promote environmental sustainability are practicing Marketing 3.0. They also vividly summarized that “… the 

era of Marketing 3.0 is the era where marketing practices are very much influenced by changes in consumer 

behaviour and attitude.” (p. 21).  In India too, Bhardi [4]  (2012, p. 1093) quotes, “Several organizations 

responded to this by applying green principles to their company such as using environmental friendly raw 

materials, reducing usage of power.” 
      The increasing concern today,  of Green concept has lead to the question of actual   application of the 

concepts of green technologies leading to green marketing for the promotional role of  green products for 

example the FRP (Fibreglass reinforced Plastic) products in developing construction of structure and 

infrastructure. For this it is essential to understand the impact of consumer behaviour and its variables on the 

green marketing of these products. Green marketing is a marketing strategy involving an emphasis on protecting 

the natural environment. (Soloman, [5] 2011, p 623,) and promote healthy, reusable and eco friendly products 

(Schiffman, Kaunf and Kumar, [6], 2010, p.479; Dakode & Yerkari, 2012,   p. 414). It can also be termed as 

sustainable marketing, environmental marketing or ecological marketing. 

       US Green Building Council [7], developed LEED® as a voluntary, consensus- based national standard 

to support and validate successful green building design, construction and operations and organizes  industry 

Green Build International Conferences and Expo (“A National Green Building Research Agenda”, 2007) [8].    

The LEED Rating System (Leadership in Energy and Environment Designs) is proposed as per IGBC (Indian 
green Building Council) at Hyderabad for construction and development. Its first rating programme is 

development for residential sector in India. It covers methodologies to cover diverse climatic zones and 

changing lifestyles. It is based on the accepted energy and environmental principles and strikes a balance 

between known established practices and emerging concepts. (Sahasrabuddhe, Bhole and Deshpande, [9], 2012, 
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P.69). According to them the concept „Green home‟ in addition to providing energy efficiency environment also 

is less expensive over the long run and more enjoyable to come home to. 

      Supporting the concept further Kuthiala and Mahajan[10] (2012)  says   , “According to CII website a 

green building is similar in functionality and appearance to the convectional one but the difference is in the 

approach. The focus is on resource conservation and increase work productivity, by influencing the outdoor as 

well as indoor eco- friendly environment. Green Building is a dynamic, rapidly growing and evolving field 
driven by confluence of rising public concerns about global climatic change, cost and availability of energy 

sources, and the impact of the built environment on the human health and performance ,”  

      The fast technological revolution thereby is giving rise to the fast changing and newer materials. The 

ministry of New and Renewable Energy introduces schemes with programmes for development. A press release 

[11]   (PTI, 2008) also revealed that, “The union ministry of new and renewable energy is in the process to 

introducing a rating system for buildings, based on energy efficiency installed in there…. The ministry wanted 

the system in place before the end of this year.” This system gave additional benefits and frame support polices 

to organizations which are promoting eco- friendly products.  

           And, one of such materials is Reinforced Fiberglass Plastics (FRP or GRP) or composite material as it 

does not have an effect on the ozone layer. This is supported by reviewing the scientific literature which clearly 

points out   “….....Fiberglass board do not deplete ozone”,    Wilson, [12],  (2001, p .161) specifies non -ozone 

depleting roof insulation in an Energy, Environmental and Economic Resource Guide. In another application 
Master and Ela [13], (2008, p. 243) quoted, “Fibreglass Insulation...... also contains no CFCs”. Thus we have  

selected this material studying the impact of psychographic variables on awareness and purchase.  

 Fiberglass Reinforced Plastic , is a polymer based technologically advanced and revolutionary material 

which offers many advantages over the traditional materials chief among them are- optical translucency, 

formablility, high strength , light weight, flexibility in design parts, consolidation, high dielectric strength, 

dimensional stability, corrosion resistance and low tooling and maintenance costs (Thapar, [14],   2008, p.2). 

Many international researchers (Finger, [15],   1972; Mc Garry, [16],   1970) in the past have been stating 

importance on the role of Fibreglass Reinforced materials in building systems. Even in this century, the research 

works (Kurkjian & Matthewson, [17],   2007; Ryvkin & Aboudi, [18],   2007; Neto & Rovere [19],  2007; 

Mouhmid et al, [20],   2006; & Giraldi et al [21],   2005) based on the utility of these products is on full swing in 

various applications.   
           In India, NIIR – National Institute of Industrial Research, [22], consisting of consultants and engineers, 

published many books on polymers and the resin materials. The book, The Complete Technology Book on Fibre 

Glass, Optical Glass and Reinforced Plastics, 2007 written by NIIR reviewed as, “Although many natural 

materials were used in the past by man, answering his instinctive urges to prevent heat loss from or entry into 

his dwellings, no material in modern technology has satisfied the all around requirements as has fiber Glass. 

Fiber glass, Optical glass and reinforced plastics have important applications and uses in the making of various 

products.” Bakshi and Sir Lal, [23],   Professor of Chemistry, University of Delhi (2007, p. IT-7) quotes, “........ 

with the advantages of polymers such as light weight , great workability , resistance to corrosion and low cost 

have such a vast scope of diverse applications and these are being called the materials of 21st century.” Hence 

materials like this which when used have the properties of not only saving energy resources, but also reducing 

the life cycle cost keeping in mind the mould ability of the product as per the requirement of the customer , thus 

can be termed as green product. Therefore for our research purpose we have chosen FRP products and their 
awareness and knowledge of properties with relation with the psychographic behavior of the consumers of 

Himachal Pradesh, which in turn affects their purchasing behavior.  

              The need for such research paper is further aggravated because of the fact that there has been a question 

mark and gap between the planning and implementation of green concept. Sahasrabuddhe, Bhole and 

Deshpande,   (2012, P.67) stated clearly that “The use of Ecosystems for recreation, wealth enhancement and 

other selfish purpose is growing.” They further stated that, “It is called a solution, technique, an attitude, or a 

lifestyle turning GREEN is possibly the only way out of this mess we have created ourselves for.” Laroche, 

Bergeron and Barbaro-Forleo [24],   (2001) reported that although today's ecological problems are severe, the 

corporations do not act responsibly towards the environment and that behaving in an ecologically favorable 

fashion is important and not inconvenient.  From the consumer point of view, Bonini and Oppenheim [25],   

(2008), D‟Souza, Taghian and Lamb [26], (2006) and Yam-Tang and Chan [27],   (1998), results have shown 
that consumers' environmental concern is not reflected in their purchasing behaviour. “Environmental concern is 

still not a strong motive for majority of these well-educated respondents to purchase eco-friendly products” 

quotes Anjankar [28] (2012. p.66) in the empirical research work. 

     The presence of the towns turning into concrete jungles is the result of decisions being taken on 

subjective assessments and are made without regard to other conditions like, environment, climatic changes, 

future implications and health conditions. Ananth [29],   (1999, p. 56) writes, “Nowadays in the contemporary 

neighbourhood, it has become common to build without any reference to either the already existing structures or 

the natural environment. Hence some buildings stand out like sore thumbs, blatantly alien. This may seem like 
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„fun‟, „progressive‟, and „innovative‟, but the impact of something so alien can have very disturbing results on 

the occupants of such a building.” These structural and architectural decisions often produce unreliable results 

and do not lead to optimal solutions. Hence, seeing present situation it is clearly evident that the basic concept of 

consumer, marketing research and strategy formulation and implementation based on the understanding of the 

behaviour of the consumer is lacking. 

      Although many researchers today, Anjankar, (2012), Jose and Helena, [30],   ( 2012), Chopra & 
Marriya, [31],  ,( 2012), Bhardi, (2012,)   have based their research on  eco- friendly products in general,  

Chopra &  Marriya (2012, p.809) believe that, “ Green marketing is still in its infancy and a lot of research is to 

be done on green marketing to fully explore its    potential.”   This calls for more research work to gain 

knowledge into the insight of consumers. The need of an hour is initiation from educational and academic 

experts, government and businessmen to induce people to channel their efforts towards implementation of 

authentic Green marketing and illumination of “greenwashing” concept. 

       One of the other ways to counter this problem is to enhance the application of new innovative eco 

friendly or greener materials (Jethani & Uttarwar , 2012, p. 1374) in construction, which are technologically 

advanced by understanding the behavior of the customers,   their needs and then trying to relate them with the 

properties fiberglass products  and finally communicate to the consumers the effect that these products have on 

conservation of different energy resources. Therefore, highlighting the “green value” of the FRP products due to 

their distinct properties with their advantages can influence the attitude and perception of the potential 
consumers.  For which understanding of psychographic variables of the consumers can play a vital role in 

formulation of Green marketing strategy  

       Kotler et al [32],   (2009, p. 80)  had stated three key principles for avoiding Green Marketing Myopia  

given by Ottman et al, [33],   2006  as Customer Value Positioning, Calibration of Consumer Knowledge and 

Credibility of Product Claims. Understanding these issues would surely aid the industry of reinforced plastics to 

adapt strategies by taking the consumer into consideration. It is also understood that consumers will sometimes 

be persuaded more by logical arguments, but at other times will be persuaded more by emotional or symbolic 

appeals. By understanding the consumer, it will be possible to make a more informed decision as to which 

strategy to employ to the particular category of customers. 

          While not quite a household name FRP has worked its way into a seemingly endless number of 

applications. (Kuthiala, [34], 2012, p. 611)  Hence, marketing activities especially based on the consumer 
behaviour analysis can prove to be vital in growth and expansion of these products. This paper is an attempt to 

understand the impact of Psychographic variables on awareness and purchase of various FRP products. 

 

II. OBJECTIVES                    
Keeping the above concepts as a base, the following objectives are framed for the current research study. 

1.  To comprehend the impact of psychographic variables like perception, attitude and learning on product 

benefits sought by the consumer. 

2.  To predict the future potential for the expansion of FRP products. 

 

III. RESEARCH METHODOLOGY 

  “In today‟s technology, driven business environment many marketing problems, can be solved by 

looking beyond secondary data” (Hair, Bush, and Ortinare, 2008, p. 175) [35]. This thought resulted in 

designing a research methodology for collecting and analyzing the primary data for providing the decision 

makers with current real time information and observations of consumer behaviour. It consisted of the following 

steps: 

3.1 Hypothesis 

 In the background of overall objective of the study and after review of existing secondary data, the 

following hypothesis has been developed. 

 

H. Psychographic variables like attitudes, perception, personality, learning and motivation would have a 

significant impact on the awareness and purchase of the different application of FRP products. 

 

3.2 Sample 
The universe, for the exploratory and empirical research study was the consumers and potential 

consumers of Himachal Pradesh, and the sample was collected from the capital, Shimla.  Non probability and 

convenience sampling are used. Random sampling was used while selecting the data. The data from residential 
sample was collected for this study, from the respondents who make the decision for purchase of various 

products. Sample size of 200 respondents was taken for the study. Questionnaire was presented to 700 

respondents randomly, out of which received back only 550 filled up questionnaires. Out of 550 respondents 
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200 were aware of FRP products. These respondents were people according to themselves, who took part in the 

decision making process regarding the purchases at their respective homes.  

 

3.3 Data Collection 
A self framed and developed questionnaire with both closed and open ended questions was used to 

collect the data. The questions contribute to psychographic variables consisting of product properties and 
subsequently reflecting respondent‟s knowledge leading to consumer benefits sought and thus giving valuable 

insight into the awareness and knowledge level of the respondents who could be the potential consumers in the 

future.   

 

3.4 Data Analysis 

Both descriptive and quantitative analysis of the study was undertaken. For descriptive analysis the 

assessment of answers from the questionnaire were done to identify the major variables which would have a 

significant impact on the awareness and purchase behaviour of the potential consumers. The quantitative 

analysis of the data was undertaken by using both Microsoft excel and SPSS (Statistical Package of social 

sciences). The data was organized into an easily assimilated, tabulated, understandable form and various 

statistical and mathematical tools were used for analysis. 

 

IV. RESULTS 
The data analyzed for this research study, consisted of 200 Questionnaires, which were filled by the 

respondents who were aware of FRP Material. 36.36 % of respondents were found to be aware of FRP material. 

The results on the following psychographic variables studied in this paper are given below:  

     Psychographic variables:   Attitude, a psychological variable, is related to the consumer‟s predisposition to 

respond to a product. Beliefs (about the objects strength and economy), emotions (feelings- like and dislike) and 

readiness (of the individual to buy) are the three elements together called upon to form the image of the FRP 

products. Hence, the consumer image refers to the result of many individual attitudes towards the various FRP 

products. Awareness and knowledge of the different types of old and new construction materials used for 
structural development is the first step to form the belief, emotions and readiness towards those products. The 

data reflected the awareness of different construction products presently used.   Out of the old construction 

materials only wood has 100 % awareness. Whereas iron and cement have 90 % and steel 80 % and tin have as 

low as 69%, as per the primary data collected for construction materials.  

      After the awareness of construction materials, the awareness of various FRP products was 

analyzed.  The data clearly indicates that out of 24 FRP products which are taken in the Questionnaire, the 

maximum awareness is of roofing sheets that is 82.5%. This is followed by water tank and bathtub. Then the 

awareness of application of FRP in various sectors was assessed. The result found that 91% respondents are 

aware of the fact that FRP products are used in construction industry. Whereas 76% respondents are aware that 

it is a versatile product for interior decoration. 67 and 66 percent of respondents are aware of usage of FRP 

products for agriculture/ horticulture /floriculture and electrical industry respectively. Only 55.5 % respondents 
are aware of its usage in marine and transport industry. Less than 50 % respondents are aware of its use in 

entertainment industry and defence. 

     The next part of questionnaire was framed to analyze the knowledge of FRP composite material by 

analyzing the awareness of it properties which give it various advantages over the conventional materials used. 

Out of twelve properties of FRP products only 30 % of the respondents were aware of properties between 10 to 

12 and 30.5% were aware of 7-9 properties of FRP products. 29.5% respondents were aware of 4-6 properties 

and 10 % were aware of less than 3 properties. Maximum percentage that is 81.5% respondents are aware of the 

property of Durability, (Finger, 1972) long life and best material for glasshouses by protecting plants from 

adverse conditions and simultaneously providing with sunlight for their food and growth. 75.5% respondents 

were aware of the fact that this material can be made translucent for penetration of maximum sunlight indoors 

(Mc Garry 1970). And 70% of respondents are aware that FRP products are unbreakable and hence are ideal 

material for substitution of conventional glass. 69% respondents are aware of its waterproofing property. 
        Only 64.5% are aware that FRP products are light and strong, hence making it an ideal material for 

transport industry and has virtually replaced convectional materials in this field. 58% respondents are aware that 

it is revolutionary material for interior decorators, because of its ability to mould into any shape and design 

(Sănchez & Jorge [36]  , 2005) as per the requirement to meet the needs of the customers, in addition to it a light 

and strong material and hence easy to maintain and long lasting. Its property of laminating working table-tops 

has only 56% of awareness. 52.5% awareness for its property of usage on main gates to maintain privacy and its 

ability to be chemically inert making it corrosion resistant (Mc Garry, 1970) when compared with wood and 

steel. Approximately half of the respondents who are aware of FRP products are aware of its sound – proofing 

property and only 39% are aware that it is an ideal material for making fountains        
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       Long life durability is the FRP property which is ranked first by the customers who purchased FRP products 

and sheets. Bathtubs purchasers, ranked strength on the scale of importance as the first property to affect the 

decision making activity. Strength is ranked second by the FRP product and sheet purchasers. Whereas in the 

case of bathtub purchasers they ranked design variability and moulding as the second property. The third aware 

property in all the purchasers of FRP product is it advantageous of being light in weight, whereas in the case of 

FRP sheet purchasers, it is high quality. 
       To further understand the intensity with which the respondents feel about the properties of FRP 

products, the respondents were asked to rank the eight statements. When all the eight statements are taken 

together, the maximum number of respondents partial agrees with the statements, followed by indifferent 

attitude towards FRP Products. The gap between these two levels of strong agreement and indifferent attitude is 

very less, nearly insignificant, hence nearly bringing them at the same level. There is a significant drop in the 

figures of disagreement levels. Nevertheless the data is positively skewed towards agreement side.  

        Among the seven marketing variables design, price, quality, thickness, availability, fulfillment of 

personal requirement and environment friendly, the variable ranked first by the respondents in this region is 

quality, with the ranking position of 1.51 that is on the scale ranking between extremely and very important 

categories. This is followed by environment friendly at 1.68 ranking, hence a clear reflection of the fact that 

people of this area are both quality and environment conscious.  

                                       

V. INTERPRETATION OF RESULTS 

This study tried to unveil the area of consumer behaviour with impact of the different psychographic 

variables on the awareness and knowledge of Fibreglass application and properties leading to customer 

satisfaction and expectations, and its relationship with various parameters through structured and customized 

market research techniques (Sathish and VenkatramarRaju, [37],   2012, p 115). 

      Psychographic variables:   After interpreting the results of the study it was found that psychographic 

variables like perception, attitude, motivation and learning do have a significant effect on the awareness level. 

Whereas the type of personality trait reflected does not significantly affect the awareness level of FRP products. 

The purchase level of the customers is however affected by the personality trait. The increased percentage of 
purchase of FRP products is made by price conscious trait of the customers, hence making FRP products into 

prestige products. 

     Perception of the customers is based on the awareness of the material, on which the consumer develops 

attitudes towards the products depending on the basic personality traits of the consumers, which in turn are 

influenced by the internal learning and motivation factor and external factors as cultural, social, geographic and 

demographic ( Kuthiala, [38] 2012, 849) etc. To analyze the awareness of the material used two categories that 

are conventional and new material is taken in this study.    

  

   5.1    Conventional materials: This data reflects that the perception of the people towards construction 

material such as tin is 69 %, because they do not give it much thought as it does not interest them much for the 

creative use in the construction, interior designing and the other growing industries in the present world. 
Whereas wood seems to be the most preferred construction material  from the attitude of the consumers of 

Shimla, as far as old construction materials are concerned. Which is confirmed by Singh [39]  , (1997, p.193), 

“The ancient art of Himachal Pradesh has survived in the form of temple architecture, wood carvings……..The 

most ancient art and architecture of Himachal Pradesh is in Khasha style and the basic material used is wood.” 

      This can be due to its properties and also because of its abundant availability in the mountains. As 

Kansal & Paliwal [40] (2012) quote “When these raw materials are natural, such as wood, laws and good 

environmental citizenship require that the business take measures to replace what it uses”(p. 877). Thus 

highlighting the present situation, in which it is very important to prevent the ecological balance, it is not 

possible to use wood as a construction material on large scale to meet the requirements of the growing 

population of the mountains. Thereby, making it extremely significant to scientifically study the advantages and 

properties of technologically new revolutionary construction materials and make efforts to increase their 

awareness and acceptance among the consumers. As far as, iron, steel, tin and cement are concerned, they are 
old materials and it is not possible that the consumers are not aware of them, we can presume from the data that 

these materials traditionally are less popular in the mountainous regions.  

 

     5.2    New construction material: The primary data reflects that reinforced Fibreglass has 100% awareness, 

because only that data of people were analyzed that were aware of reinforced fiberglass plastics products. 

Whereas if we judge in totality out of 550 people only 200 were aware of FRP products, giving the percentage 

figure of FRP products as only 36.36%. This, itself indicates the potential which is untapped of this product. 

There is a significant drop in the percentage of people aware of new construction materials as compared to the 

old construction materials. Out of these polycarbonate has 29% awareness and acrylic has 31 % awareness. 

Hence it directly reflects the immense scope in educating the consumers about utility of FRP products. In order 
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to change the attitude and perception of the consumers, highlighting the advantages and useful properties of the 

new construction materials can play a very important role. The following data from the census 2001, throws 

light on the attitude towards usage of FRP products. 

       The limited use of new construction materials can be supported by the figures. In the category of 

material used for the construction of roof, [41] (“Summary of table…” Table S02-004, H-3A India), plastic and 

polythene material has only 0.4% share that is only 8000 households have used these products from total 24 lac 
houses. The use of these products is only 0.3 % in the rural area as against 0.9% usage in urban areas. Slate has 

been used maximum for the roofs with 45%. In the rural areas the usage of slate for the roof has been maximum 

that is 49%, whereas in the urban towns it is only 9%. In the urban areas concrete roof has maximum percentage 

of 61%, followed by G.I., Metal and Asbestos sheets with 22%. Grass, thatch, Bamboo, wood, mud etc have 

13.1% share out of total houses. In the rural area it has higher percentage of 14.2, as against 3.6 in the urban 

areas. 

           In the other table showing the data for distribution of houses by predominant material of walls, [42] 

(“Summary of table…” S02-005: H-3B India), the use of plastic and Polythene material is only 0.2 %. The 

urban area shows 0.6% usage whereas the rural area shows only 0.2% usages. The highest percentage of usage 

in the walls is with stone material showing 42 % in the total data, with the breakup of 45% in the rural area and 

12.6% in the urban area. In the urban area burned brick has the highest percentage of 70.1%, and in the rural 

area stone shows the maximum usage. Mud and unburned brick also shows a high percentage of 27.5%. In the 
urban areas concrete wall are also used, having 3.4 % share. 

             Among the materials used for floor [43] (“Summary of table” S02-006: H-3C India), Plastic and 

polymer based material has no percentage of usage in 2001 census data. In the overall data mud has the 

maximum percentage figure of 55, being more commonly used in the rural areas with 59% share. Whereas in 

the urban area it has only 11% share. The most popular material used for the floor in the urban sector is with 

cement, having 79.9 % share. Other materials which are also used for floor are wood and Bamboo, which is 

more common in the rural area with the percentage of 10.6, as against only 2.9 % usage in the urban sector. 

Mosaic floor tiles have a higher share in the urban area with 3.8% as against 0.55 in the rural areas 

       The figures of census 2001 are clear indicators of the vast scope and potential of the green products 

like FRP composite (Kuthiala, [44]    2012, p. 46) in this region. The data indicates that there is not any 

significant difference in the percentage of awareness between the different customer segments of FRP products 
awareness and purchase on the basis of knowledge about construction materials. The confused knowledge of 

FRP products is evident from the fact that 90% of the customers who purchased FRP products, sheets and 

bathtubs where aware of the fact that it is made of FRP material. 

             The analyses of the primary data revealed that people of Shimla are a perfect example of Instrumental 

conditioning of learning between two stimulus, that are wood and preference of construction material. Initially 

wood was the unconditional stimulus. Over the years, after its constant usage and due to the satisfaction of the 

consumers, it turned into conditional stimulus, for any construction and infrastructural works. The diagram (Fig. 

1) is used to explain this behavior of the respondents. The desired behaviour is learned over a period of time, as 

intermediate actions of repurchase which act as a reward in the process of Shaping. In Instrumental learning the 

response is performed because it is instrumental in gaining a reward. In this case, the satisfaction of the 

consumers acts as the positive reinforcement, because the people over the time choose wood as their most aware 

construction material. 
 

 

   

 

 

 

 

 

 

 

 
 
 

FIGURE 1: A conditional stimulus in construction- a behaviourist’s perspective of learning with wood 

 

      The motivational factor, which influences observational learning are the result of usage and 

applications of FRP products based on the personnel requirements of the customers of this mountainous region 

depending on their psychographic, economic and geographic conditions. The process that causes people to 

behave as they do, in order to satisfy their need refers to motivation. In the case of FRP products the need 

Initially 

           Stimulus --------------------»»»»» Consumer -----------------»»»»»Response 

          (Wood)                   (Satisfaction after              (Leads to repurchase)                                              

                                                Usage as                                           

                                             a construction material)   

 After conditioning 

          Stimulus    --------------»»»»»------------------ Response   

           (Wood)                                                       (Repurchase) 
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aroused may be utilitarian, that is desire to achieve some functional or practical benefit, or it may be hedonic, 

that is can be an experiential situation, involving emotional responses or fantasies.      

      Observational learning can also be of significant help, as deciphered by researcher‟s observation 

during the data collection.  The concept of observational learning in this case has been illustrated with the help 

of the following process sequential diagram (Fig. 2).  The personal and cultural factors combine to create a 

want, which is one manifestation of need. With the knowledge of advantages and advanced properties of FRP 
products, a stage of discrepancy can be created between the consumer‟s present stage of infrastructural 

development and the ideal stage of structural development. The drive or the degree of arousal in the consumer 

will determine the urgency the consumer feels to reduce this tension. Hence motivational factor for the FRP 

products can be described in the terms of strength, or the pull they exert on the consumer by their added 

advantages, and its direction, or the particular way the consumer uses FRP products to reduce motivational 

tension by satisfying his needs and wants. However the needs and wants of each person may be different and 

FRP products being versatile in nature can be created in many ways to satisfy these different needs.  

 

       FIGURE 2: COMPONENTS OF OBSERVATIONAL LEARNING FOR EXPANSION OF 

AWARENESS OF FRP PRODUCTS                 
 

            According to the primary data collected for this study, there is reflection of  more influence of 

personality traits (Darten and Perrcault Jr, [45]    1975) of self confidence and fashion consciousness among the 

people aware of FRP products in this region, over the other traits. The maximum percentage of marks are of self 

confidence, followed by fashion consciousness , a tie between price consciousness and art enthusiasm at third 

position, and the minimum percentage goes to new brand tries. Singh [46]    (1988, p. 119) describes, “The 

people of Himachal Pradesh are amongst the most delightfully colourful in the world. They are humorous and 

light hearted even in adversity, and are fond of good living and almost entirely without guile”.  
      As per the results of the research work, the dough graph (Fig. 3) does not reflect a significant 

difference in awareness of FRP products in respondents with different personality traits.  Hence signifying that it 

is more important to make marketing strategies for promotion of FRP products in this region, which highlights 

important properties for different usages and applications with innovative designs of FRP products rather than 

giving more importance to the price. Nevertheless it is important that the price has to be affordable as income 

reflects to have significant impact on the purchase of FRP products.  A good marketing strategy as per the 

personality traits of the people of Himachal Pradesh has to be based on their needs and requirements that is 

pointing out to highlight the advantages over the traditional construction materials, rather than to be based on 

other factors like price, fashion and art. Hence learning and educational techniques would be of significant 

importance in the marketing of the different FRP products. 

 



Green Marketing: Role of Psychographic Variables on Awareness and Purchase of FRP Product 

www.iosrjournals.org                                                    43 | Page 

 
FIGURE 3: AWARENESS / PERSONALTY TRAITS 

 

      Among the customers who purchased FRP products, sheets and bathtub the personality trait of price 

conscious has the maximum percentage with respect to other personality traits. Anjankar (2012. p.66) research 
study also supports this as it concludes that, “It is worth noting that respondents exhibit low levels of willingness 

to pay a premium price for eco-friendly products, suggesting that green marketers in India may likely consider 

cost cutting strategies.” In addition to cost cutting strategies for a material like fiberglass it is important to lay 

emphasis on the life cycle cost analysis. 

        The research study by Jose and Hena (2012) concludes that, “initial investment cost of green 

construction project is around 10% more than the conventional construction project. But the saving occurring 

over the six year period is around 12% more than conventional construction. Similarly there are reduced 

operating and maintenance costs of about 5 % (p. 39). 

          This is followed by the personality trait of self confidence.”  This fact is further supported by the 

following studies (Erickson and Johansson, [47], 1985; Lichtenstein et a,l [48], 1988; Tellis and Gaeth 

[49], 1990), stating that price of products may have a positive role in determining the perception of quality. 
These studies revealed that consumers often used the price cue as evidence for judging quality when choosing 

between different brands. In practice, a higher price would infer a higher level of quality. In addition, research 

(Lichtenstein, Ridgway, and Niemeyer, [50], 1993) which suggested that consumers who perceived price as a 

proxy for quality, also perceived high prices as a positive indicator suggesting a certain degree of prestige. The 

result of the present study supports this view point too as there is very little difference in the respondents in the 

category of price consciousness and self confident. Hence highlighting the concepts of quality, prestige and 

status in the promotional strategy of FRP products in this region, would have positive impact.  

           Very few respondents disagree with the FRP properties and maximum people partially agree with its 

properties. This is a clear reflection that even among the people who are aware of FRP products, very few 

people are aware of its properties and have knowledge about the product. Fig. 4, the frequency distribution 

curve shows the distribution of agreement and disagreement graph of the eight properties of Fibreglass material, 

which makes it advantageous over the convectional products among the people aware of FRP products. 
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INDEX 
( X – axis)Numbers indicating level of agreement and disagreement: 

1= strongly agree                          2= partially agree 

3= Indifferent attitude                  4= partially disagree 
5= strongly disagree 
 

FIGURE 4: AWARENESS/ PRODUCT KNOWLEDGE (Agreement with FRP properties)     
                Except awareness of a handful of products that is according to the data only five FRP products used 

for various application is more than 60 %, in spite of the fact that in the questionnaire these products were 

mentioned and the subjects were only supposed to tick the products of Reinforced Fiberglass Products which 

they were aware of. Hence, reflecting clearly the fact that the people of this region are not aware of the 
properties of these products. The awareness percentage of domes and mural is even less than 20 %; hence it is 

clear indication that in general people are not aware of its property of being moulded in any shape and any form, 

thereby depicting that the knowledge of the properties of FRP products are limited in the mind of the consumers 

of this region.  

H After interpretation of the data of the research study, the hypothesis H is partially accepted. 
 

VI. CONCLUSION 
Psychographic variables like perception, attitude, motivation and learning do have a significant effect 

on the awareness level. Whereas the type of personality trait reflected does not significantly affect the awareness 

level of FRP products. The purchase level of the customers is however effects by the personality trait. The 

increased percentage of purchase of FRP products is made by price conscious trait of the customers, hence 

making FRP products into prestige products.  

       Consumer behaviour research and analysis along with imagination, intuition, excitement and 

satisfaction is called for in the management and marketing of technologically revolutionarized products like 

polymers, particularly Reinforced Fibreglass plastics. The famous architect Lerrup [51]    (1977, p. 156) 

explained the complex interaction between man and environment in very simple words, “We design things and 
things design us.” It correctly explains the concept of environment design position prevalent in today‟s world 

too, with the application of versatile products like FRP. 

     On the other hand, the barriers of implementation of green strategies faced by the organizations are 

immense in India and cannot be erased without the support of the government.  Radhakrishnan and Praveen [52],   ( 2012, 

p. 59) concludes that, “ Thus the  identification of the local perception about the global sustainability frameworks and the 

intervention from local bodies of governance to mitigate the gaps in the sustainability perceptions could help the 

organizations achieve better environmental performance for their operations.   Bhardi (2012, p. 1102), also 

concludes his paper with the following quote, “Regional governments must play an expanded role in disseminating 

valuable information and technology” Paper concludes that more awareness and assistance from government is required for 
implementation of practice of “Green Supply chain management” in India. The same is true for application of green 

marketing strategies for expansion in application of FRP products.  

      As far as growth of composite material is concerned worldwide, according to a recent article in the 

Civil Engineering and Construction Review (August 2012,), “Composite material technology is finding main 

stream acceptance across the globe. Composites are the materials of choice for many value / growth industries 

including medical, aerospace, defence, automobile, electrical renewable energy and mass transportation 

infrastructure. India is no exception to this trend.” Hence Reed Exhibitions and Manch communication extend 

their partnership to new sector in India [53]   (India Composite Show, 2012, p. 46). 

In addition to this, it also states in another article [54]   (Events and happenings, August 2012, p. 12) that “the 

use of glass has increased lately as new buildings seek to bring energy saving..... The usage of glass in green 
buildings is growing by 30- 35% per annum.” Hence glass consumption in green building is expected to grow 

rapidly because of it property of transparency which makes it as energy saving.  But one of the major 

disadvantages of glass is that it is breakable. To overcome this disadvantage the glass fibres are mixed with 

composite material to make it into Fibreglass reinforced plastic or composite material, which is unbreakable. 

Moreover as expressed by Nifadkar and Dongre [55], (2012) “If India has to reduce its carbon emissions, it 

would mean a major reorientation of her energy strategy” (p.21).Hence the expansion of application of FRP 

products in various sectors can be enhanced by the implementation of green marketing strategies.          

      Fibreglass products are also looked upon by Nittobo as a part of their mission for spreading, 

“Technology today; tomorrow – an abundant society in harmony with nature.” In the present times, in India 

especially, private sector plays a major role in achieving these objectives. As Phansalkar [56],   (2005, p. 20) 

states, “now much more than ever the economic fate of the country depends on the vision dynamism and 
sagacity of the private sector.” Above all the following quotes of Dr. Venkataswamy have expressed deeply an 

important element for the success of any research project. 
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“Intelligence and capability are not enough. 

                              There must be joy of doing something beautiful.” 
                                                                       (As cited in Seshasayee, [57] 2007) 
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