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ABSTRACT

Nowadays. cnvironmental protcction has drarvn Dtore and more pcople's atlention_

Hence, many companics take Green Marketing as an important maikeling stratcg) in

order to sustain their owll advantages in the fiercely competitive market environnent.

They take use of environmentally prolective advefiisenenis, eco brand and eco-label

to remind people's perception and awareness of green products, make il easier to

define the attributos and chatacteristics of green products, and then consequcntly

attract large number ofcustomers to puchase green products.

The objectives are detennine the extent of which level ecoJabel, level ol eco brand,

level of environmeotal advedising, levcl of buying behavior, exist in sports products

purchased by the selected university students in Sri Lanha and also find oqt impact of
green marketing tools on consuner buying beluviour of selected university students

in Sri Lanka.

The research is examining the impact ofgreen marketing tools on consumer buying behariour

for spons goods. By using analltical modol in\,estigatjon questionnaire and regression

analysis. The aim of this study is to invostigate the consumer's attilude towa.d gr€en

marketing and its ellect on green purchase decrsion of spo equipment consumers. For this

purpose, a sample of 137 studeDts ha-s been selected using stratjfied random method

lion lour unirercitie. in Sri I anka

By studying the theoretical basis of green marketing mix alrd puchase decision, the

conceptual model and questionnaire ha\,c been designed arfu developcd dfud data has

been collected. Finally, regression results on consumer b'u1,irg iehario, hu.," bcen^,/
used to exaniine the hypolheses. Findings imply that aspetts green marketing have

.ignificanr ard posiirve iniluence or consLmer'\ grccn prLrcha.e dFci\ion.

K€)'words: Green Markeling, Buying Behaviour, Environment Advertiscment, Eco-

Brand, EcoJabeling
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