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Abstract: During the past decade, concern for the environment has emerged as 
a major socio-political issue among developed nations throughout the world 
and the increase in the number of environment friendly or ‘green’ products has 
been significant. This paper provides information on a study, which assessed 
the potential of the environmental market in Mauritius. The purpose of this 
exploratory study was to determine the environmental friendliness of 1,000 
respondents in Mauritius and establish consumer perceptions of green products. 
One of the main findings of the research was that ‘green’ products  
have achieved substantial awareness among consumers and they are no  
longer regarded as a gimmick or a fad. Looking at the future of green 
marketing in Mauritius, it examines the dynamic nature of ecologically 
conscious consumer behaviour. The study also provides a method of profiling 
and segmenting consumers in Mauritius based upon ecologically conscious 
consumer behaviour. 
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1 Introduction 

Mauritius is a small island of volcanic origin in the sub-tropical region. Over the ages, a 
unique fauna and flora have evolved with no interference from man; nature was the sole 
agent of change of the environment. The subsequent arrival of man and the establishment 
of permanent human settlements have had a drastic effect on the environment.  
The disappearance of the flightless dodo early in the 17th century, the gradual shrinkage 
of the original forest cleared away for agriculture, settlements and roads, the introduction 
of alien species (animal and vegetal) that have successfully competed with the indigenous 
ones are obvious examples. The last 15 years have seen a spectacular increase in the 
standard of living of the population together with a change in the consumption patterns. 
This fact coupled with a significant increase in population over the past two decades, 
mean that new demands are being thrust on the environment: new lands needed for 
property development, roads and factories, a greater output from agriculture, and an 
increased demand for fish from the lagoon and fishing banks. It is clear that, like any 
other country, Mauritius is at crossroads. The environment cannot be taken for granted 
any longer. There is an urgent need to manage the impacts of development and 
population growth on the local environment in view of achieving sustainability 
(Mauritius Forum, 2003). 

Environmental marketing and green marketing programmes have gained momentum 
since the 1970s as consumers, manufacturers, and distributors became environmentally 
conscious of their actions in the production and consumption of goods and services 
(Ottman, 1998). Green marketing is an approach of marketing, which has arisen in 
response to increasing concern about the state of the global environment and the life that 
it contains. Strategies for green marketing must be at the heart of the company’s forward 
planning since consumers and the public will often assess the company’s environmental 
performance from the marketing point of view (Hume et al., 1989). 

2 The Mauritian context 

An awareness of environmental degradation has been a long time coming in Mauritius.  
In the recent years, environmental issues in Mauritius have received much attention, 
reflecting rising public concern and awareness of environmental problems.  
Pressure groups have been campaigning vigorously for the environment; media reporting 
on environmental issues has increased dramatically, the environment has moved up on 
the agenda in political decision making; numerous regulations and laws for the  
protection of the environment have been passed, and through the Earth Summit in Rio de 
Janeiro (1992) and its follow-up summits in Berlin (1995), New York (1997),  
South Africa (2002) targets have been set for international co operation and action. 

There is considerable evidence that most markets in developing economies  
like Mauritius have been affected by green consumer behaviour (Hardin, 1993;  
Mainieri and Barnett, 1997). Besides legal changes over the past decade, many 
companies began to feel the impact of market forces such as changing the buying habits 
of environmentally oriented consumers and boycotting behaviour that resulted from 
media reporting and pressure group activity. Whether there has been a reversal over the 
years regarding the occurrence of green consumer behaviour in Mauritius is hotly 
debated. Green product options have stayed on the shelves of many retailers, which 
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indicated that green consumers in Mauritius remain at least a niche market that is worth 
catering for. But in general, the Mauritian consumer can still be considered a ‘sleeping 
giant’. 

In 1998, a survey of public awareness and attitude towards the environment was 
conducted in Mauritius. After years of relative silence, recent years have been marked by 
an upswing of interest in environmental issues in the world. Agenda 21 at the Rio 
Summit (1992) classifies small island states as a special case in terms of development 
policy and environment. Given that Mauritius is a small island economy, environmental 
protection is therefore a priority issue. However, until recently very little information was 
available on the public opinion about the environment. To fill in this gap, a survey was 
undertaken by the University of Mauritius in collaboration with the Ministry of Local 
Government and Environment and the Central Statistics Office (1998) to gauge the public 
awareness and attitude towards the environment among the population of Mauritius. 
Survey results of 1000 respondents focusing on the importance of the environment in 
Mauritius revealed that the Mauritian population have attributed environment as the third 
most important socio-economic issue after education and health sectors. 53.9% of the 
respondents considered the environment to be a very important issue as opposed to 78.9% 
who opted for education and 66.4% for health issues, respectively. Overall 87.4% of the 
respondents are very concerned by environment (Ministry of Environment, 1998). The 
most popular definition of environment stated across all categories of respondents was 
‘everything around us’ and ‘cleanliness’. This shows that the population in Mauritius has 
a very simplistic understanding of what constitutes the environment. As the environment 
continues to worsen, the Mauritian Government has begun to reckon the severity of the 
problem. Measures such as the recent enactment of various antipollution and packaging 
laws (2004) and the preparation of new criminal codes for environmental offences have 
shown the country’s determination to tackle the problems. 

In the present millennium, key questions remain unanswered. To date, there have 
been no studies on the nature of the ecologically conscious consumer of the future in 
Mauritius. Do these consumers differ from the ecologically conscious consumer of the 
past, and if so, how do they differ? A review of past literature in the area of ecologically 
conscious consumer behaviour and an assessment of segmentation alternatives will be 
followed by the results of an empirical investigation of ecologically conscious consumer 
behaviour (ECCB) among the Mauritian population. How ‘green’ are Mauritian 
consumers? 

In an attempt to provide businesses with more information on assessing the potential 
of the environmental market in Mauritius, a survey was conducted among 1000 
respondents in the nine districts of Mauritius. The purpose of the study will be to assess 
the green purchasing behaviour of consumers in Mauritius and to construct a 
psychographic profile of the green consumer in Mauritius in terms of variables directly 
related to purchase behaviour such as price consciousness and general care in shopping, 
interest in new products and brand loyalty towards advertising and media interests and 
preferences. A discussion of these results will attempt to shed light on the state of green 
marketing as we prepare for the challenges of this new millennium. 
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3 Objectives of the study 

This research aims at studying the green consumer behaviour in Mauritius with a view to 
better shape the marketing strategies of Mauritian businesses in the green age. This study 
investigates consumers’ knowledge and beliefs about environmental products, green 
buying habits, general environmental attitudes, and factors that influence environmentally 
conscious purchases. 

Green consumer behaviour in Mauritius raises a chest of intriguing questions that 
cover a wide range of issues in relation to the green consumer. 

In the present study, the objectives for the consumers will be as follows: 

• to study the values, motives, desires and needs behind green consumer behaviour 

• to determine the knowledge and understanding of environmental issues held by green 
consumers and the process of learning on green consumption in Mauritius 

• to assess the distinctive socio-demographic consumer behaviour related to age, 
gender, occupation and income of the green consumers in Mauritius. 

4 Literature review 

The earth’s environment has undergone major destructive changes: depletion of natural 
resources, damage to the ozone layer, and loss of agricultural land (Mainieri and  
Barnett, 1997). Traditionally, people have relied on technological innovations, such as 
development of alternative fuels, to resolve dilemmas on the environment, rather than 
changing their behaviour patterns and lifestyle choices. Though such innovations have 
made remarkable gains in conserving resources and reducing pollution, many scientists 
and environmentalists hold that solutions to environmental problems do not lie in 
technology alone (Hardin, 1993; Stern et al., 1993). Consumers must adopt 
environmentally sound behaviours, such as reliance on public transportation and 
recycling of household wastes, in order to sustain the environment. Through such 
conscious choices, consumers can take steps to protect the earth’s natural resources and 
to prevent further environmental damage. 

One type of environmentally conscious behaviour is environmental consumerism 
(green buying), that is, purchasing and consuming products that are benign towards the 
environment. Some examples of these products are household items manufactured with 
post consumption plastics or paper, recyclable or reusable packaging, energy-efficient 
light bulbs, and detergents containing ingredients that are biodegradable, non-polluting, 
and free of synthetic dyes or perfumes. These types of ecologically safe products are just 
a few of the many currently available items that can facilitate the long-term goal of 
protecting and preserving our natural habitat (Shrum et al., 1994). 
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According to Linden et al. (2000), consumers have a vital role in sustainable 
development in at least three respects: 

• consumers’ preferences and demands are in a key position when producers consider 
whether it is worthwhile investing in environment-friendly products and production 

• moreover, consumers’ own choices and lifestyles have a direct impact on the 
environment 

• consumers’ attitudes are also taken as an important incitement of necessary  
political changes that give more weight to the environment as compared with other 
social tasks. 

Hence it is very important to understand the consumers in terms of preferences and 
demand, in terms of choices and lifestyle and in terms of their attitudes. The goal in this 
study is to profile the green consumer in a manner that will assist in the development of 
marketing strategies. Consequently, the researcher is more interested in factors that 
contribute to green purchase behaviour than in factors related to general levels of 
environmental consciousness or post-purchase behaviour such as recycling  
(for reviews of this literature, see Shrum et al., 1994; Stern and Oskamp, 1987;  
Van Liere and Dunlap, 1981). This distinction is important and has support from previous 
polls and studies (Shrum and McCarty, 1995). For example, marketers complain that 
even though research shows the environment to be important to consumers, its 
importance does not seem to translate into a change in purchase behaviour  
(Schlossberg, 1991). Also, empirical evidence shows that general environmental attitudes 
are not related to particular environmental behaviours (Shrum et al., 1994; Stern  
and Oskamp, 1987). 

Ecologically conscious consumers 

Numerous studies have addressed the characteristics of ecologically conscious consumers 
either as a primary point of investigation or as a secondary issue (Murphy et al., 1978  
Stern et al., 1993; Linden et al., 2000; Schwartz and Miller, 1991). The majority of these 
studies have looked at, and found, demographic variables associated with self-report 
measures of environmental commitment, behavioural indicators of environmental 
commitment, or psychometric scales measuring environmental consciousness  
(e.g., Samdahl and Robertson, 1989; Zimmer et al., 1994). Some have offered additional 
attitudinal or psychographic dimensions associated with green attitudes and behaviour  
(e.g., Roberts, 1996a; Roberts and Bacon, 1997; Stern et al., 1993). A review of these 
studies suggests several general indicators of an individual’s propensity to engage in 
ecologically conscious consumer behaviour. 

Methodology 

The respondents were asked to answer 35 five-point attitude statements (1 = strongly 
disagree; 5 = strongly agree), which were specifically developed to study the population 
of a developing country on its way to industrialisation. 
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Survey method and response 

A personalised letter explaining the purpose of the research and the importance of each 
response was included along with each survey. Of the 1,200 mailed surveys in December 
2003, 1,000 were returned useable, a return rate of 83%. Therefore, the respondents in 
2003 (as in other years of the study) represent a stratified random sample from a 
population of individuals who have contracted to complete a number of different surveys 
during the course of a year. 

Sample and data source 

The mail survey of male and female heads of household includes a variety of questions 
on the attitudes, interests, and opinions of the respondents, as well as their activities, 
product usage, and demographic information. It was surmised that because green 
marketing is relatively novel, each of those issues would be important in understanding 
the green consumer. 

Demographic measures 

Nine key demographic variables were investigated: age, family income, gender, 
occupation, ethnic grouping, location, household size, district weightage and academic 
classification. 

The survey instrument 

A draft questionnaire was prepared with the information from the literature review and 
the focus group results. 

The questionnaire consisted of six sections: 

Section A: Demographic profile 
Section B: Attitude towards green marketing 
Section C: General environment related questions 
Section D: Green products 
Section E: Other statements related to green marketing 
Section F: Organic products 

4.1 Data analysis and results 

Data were analysed to determine the extent to which consumer attitudes and beliefs 
covary with interest in buying environmentally safe products. First, factor analysis was 
performed on consumer variables. This step helped to evaluate the nature of the 
interrelationships among the consumer variables and to reduce them to a reasonable 
number of predictor variables. Responses were then factor analysed and nine meaningful 
factors emerged (see Table 1). Factor scores (when feasible) were computed from the 
factor analysis results. Second, cluster analysis was performed to segment the 
respondents on the green buying variables. 
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Table 1 Factor analysis results of the 35 environmental attitude statements 

Factor items Loadings Eigenvalues 

Percentage of 
explained 
variance 

Factor 1: pure green militant factors  
I have convinced members of my family or 
friends not to buy some products which are 
harmful to the environment 

0.4868 

I use a recycling centre or in some way recycle 
some of my household trash 

0.6129 

I use a low-phosphate detergent (or soap) for my 
laundry 

0.6041 

I make every effort to buy paper made from 
recycled paper 

0.5830 

I do not buy products in aerosol containers 0.5385 

8.706 24.875 

I have purchased products because they cause 
less pollution 

0.4728 

I have replaced light bulbs in my home with those 
of smaller wattage so that I will conserve on the 
electricity I use 

0.4712 

I try only to buy products that can be recycled 0.4340 

I always try to use electric appliances  
(e.g., dishwasher, washer and dryer)  
before 9 a.m. and after 9 p.m. 

0.4073 

  

Factor 2: combative green churning factors  
If I understand the potential damage to the 
environment that some products can cause,  
I do not purchase these products 

0.6828 

When there is a choice, I always choose that 
product which contributes to the least amount of 
pollution 

0.6567 

I have switched products for ecological reasons 0.5279 

I have tried very hard to reduce the amount of 
electricity I use 

0.4839 

When I have a choice between two equal 
products, I always purchase the one which is less 
harmful to other people and the environment 

0.4784 

I will not buy a product if the company that sells 
it is  ecologically irresponsible 

0.4367 

1.722 4.920 

Factor 3: energy reducers recycluser factors  
I try to buy energy-efficient household appliances 0.6695 

I normally make a conscious effort to limit my 
use of products that are made of or use scarce 
resources 

0.5618 

1.672 4.777 
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Table 1 Factor analysis results of the 35 environmental attitude statements (continued) 

Factor items Loadings Eigenvalues 

Percentage of 
explained 
variance 

Whenever possible, I buy products packaged in 
reusable containers 

0.4755 

I have purchased light bulbs that were more 
expensive but saved energy 

0.4458 

  

Factor 4: paper recycluser factors  
I buy toilet paper made from recycled paper 0.8349 
I buy paper towels made from recycled paper 0.8192 

1.544 4.411 

Factor 5: green demonstrator factors  
I volunteer for an environmental group 0.7929 

1.383 3.952 

I contribute money to environmental causes 0.7779 
I take own bags to supermarket 0.5652 

  

Factor 6: waste management factors  
I would like to take hazardous waste to collection 
site 

0.7812 

I try to compost yard waste 0.7327 
I buy products in packages that can be refilled 0.4788 

1.266 3.618 

Factor 7: petrol use reducer factors  
To reduce our reliance on foreign oil, I drive my 
vehicle as little as possible 

0.8010 

To save energy, I drive my car as little as possible 0.7299 

1.208 3.450 

Factor 8: green price forfeiter factors  
If I like something and I want to purchase it, price 
is not a concern 

0.5845 

In general, if a non-green product cost Rs. 100,  
I will pay Rs. 120 for a green product of the same 
kind 

0.5205 

I read labels to see if contents are 
environmentally safe 

0.4603 

1.179 3.367 

Factor 9: price supreme factors  
I usually purchase the lowest priced product, 
regardless of its impact on society 

0.7468 

In general, price is one of the most important 
factor in my purchasing decisions 

0.7309 

1.108 3.166 

Total variance explained   56.538 

4.2 Results of the study 

• socio-demographic profile of the respondents 
• identification of green marketing dimensions 
• segmentation of the Mauritius population based on environmental marketing 

attitudes. 
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4.2.1 Socio-demographic profile of the respondents 

The socio-demographic profile of the respondents includes the district weightage, 
occupational groupings, gender, age bracket, location, educational background, monthly 
household income, ethnic group and household size. 

The district of Plaine Wilhems accounted for nearly one-third of the sample 
population (32.4%), followed by Port Louis (11.1%) and Flacq (10.9%). The six other 
districts had an average weightage of 7.6%. This sample weightage proportionally 
represents the true population distribution across districts. 

Proportionally derived from the target population the percentage of the occupation 
groups of the sample population are involved in household duties, 12.5% are students  
and 11.5% perform elementary occupations. The male and the female respondents of the 
survey represented 49.8% and 50.2%, respectively. This distribution is in line with the 
gender distribution of the true population in Mauritius. 

30.7% of the respondents were aged between 16 years and 25 years, 23.8% between 
34 years and 44 years and 19.4% between 26 and 34 years. The others were aged between 
45 and 55 years or more. 56.1% of the respondents were from the rural areas as compared 
to 43.9% who were from the urban ones. 

More than two-fifth (41%) of the respondents had a monthly household income, 
which ranges between Rs. 10,000 and Rs.  29,999 (Euro 333–1,000). 25.3% have as 
monthly household income Rs. 7,000–9,999 (Euro 233–331). Only 1.0% of the 
respondents have up to Rs. 50,000 (Euro 1,667) or more revenue as monthly household 
income. 

As regards the academic level, 32% of the respondents have studied up to school 
certificate (Form V) followed by 27.1% who have attended ‘primary schooling’.  
Only 2.8% had no schooling. 17.5% of the respondents had pursued the higher school 
certificate (Form VI) and 13.9% had attended diploma and degree programmes. 

More than half (58.9%) of the sample population were of ‘Hindu’ origin. 28.1% were 
of Muslim origin, followed by 10.4%, from the general population and 2.5% from the 
Sino-Mauritian ethnic group. The ‘Hindu’ bias is due to the ethnic composition of the 
Mauritian population. The majority (67.5%) of the Mauritian family consists of  
4–6 members followed by 27.7% with 1–3 family members, 5.5% with 7–9 members and 
only 1.1% with ten or more members. 

4.2.2 Identification of green marketing dimensions 

For the factor analysis, the principal component analysis with varimax rotation was used. 
A scree test of the eigenvalues indicated that a nine-factor solution provided a reasonable 
fit to the data. Eigenvalues were greater than 1.0 for all nine factors. An item was 
considered to be representative of a factor if it had a loading 0.35 or higher. 

Further study about the data was carried out using the principal component factor 
analysis with varimax rotation in order to explore the different dimensions of the data in a 
more objective manner. Nine factors were extracted with eigenvalues greater than one, 
accounting for 56.54% of the total variance in the data. To eliminate any discrepancy in 
the data, all of the missing values were replaced by the mean of the relevant statements 
on the analysis. 
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Figure 1  Scree plot of ECCB statements 

 

Kaiser-Meyer Olkin’s measure of sampling adequacy is 0.900. Only the nine factor 
loadings, greater than 0.40 or more and explaining the greatest the factor as compared to 
other factors, were included. According to the varimax matrix, 34 out of 35 statements 
were retained by the 9 factors. This rotated five-factor solution is reported in Table 1.  
The column headings suggest the general nature of each factor, and the items that are 
representative of the nature of each factor are underlined. Table 1 below illustrates the 
related factor matrix with the factor loadings. 

The first factor identified as the green militant factors has a weighted  
mean score of 2.85. Their main characteristics are that they are opinion leaders  
(factor loadings = 61%) and are very energy conscious (factor loadings = 0.6).  
Also, this dimension is characterised by giving importance to recycling, the use of 
environment-friendly packaging and purchase of products that cause less pollution. 

The second factor labelled as the ‘combative green churning factors’  
(weighted average mean = 3.46) is mainly characterised by their willingness to switch to 
green products. They will not buy from a company, which is ecologically irresponsible, 
and are ready to take actions in favour of green products if they are knowledgeable about 
them. Factor 3 has been tagged as energy reducers recycluser factor. This green 
dimension has as main characteristics the high degree of energy consciousness and also 
one statement pertaining to the use of recyclable packaging. 

The fourth factor contains two statements relating to the usage of recycled paper have 
been grouped under the same dimension. This dimension has been tagged as ‘paper 
recycluser’ factors. 

The ‘green demonstrator factors’ have as main characteristics the voluntary 
involvement in environmental groups (factor loading 0.79) and contribution to 
environmental causes (factor loading 0.78). Also, in this dimension, the respondents are 
more likely to take their own bags to supermarkets (factor loading 0.56). The dimension 
related to ‘waste management factors’, is highly characterised by the willingness to take 
hazardous waste to collection site (factor loading 0.78) and to try to compost yard waste 
(factor loading 0.73). Also, another statement in this dimension relates to the purchase of 
products in packages that can be refilled (factor loading 0.48). 
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Factor 7, labelled as ‘petrol use reducer factors’ has as main concern the  
energy-efficient use of vehicles and reliance on foreign fuel. The ‘green price forfeiter 
factors’ have as main characteristics the willingness to pay a higher price for green 
products. Also, they read labels to see if contents are environmentally safe. 

Factors 9 tagged as ‘price supreme factors’ are characterised by the price conscious 
statements and the role of pricing in green purchasing decisions. 

4.2.3 Segmentation of the Mauritian population based on environmental 
marketing attitudes 

For the sake of segmenting, the respondents in accordance with those core factors,  
the factor scores were inputted into the cluster procedure. The quick cluster procedure 
was performed. Two indicators were used to determine the approximate number of 
clusters, namely the icicle plot and the dendogram. A cutoff at 16 points in the 
dendogram showed that the appropriate number of clusters that can be generated from the 
data is five, explained by five clusters having more than one statement loaded into it. 

Table 2 Number of cases in each cluster  

  Number of cases in each cluster 
Percentage of cases in 

each cluster 
1 194 19.4 
2 134 13.4 
3 336 33.6 
4 220 22.0 C

lu
st

er
 

5 116 11.6 
 Valid 1000 100 
 Missing 0 0 

n = 1,000. 

Table 2 shows the number of cases in each cluster. In order to name these clusters, the 
researcher has adopted a filter approach so as to define the cases in each cluster. For this, 
the 9 green dimensions previously defined have been loaded onto the 5 cluster cases. 
Table 3 below summarises this finding. 

Table 3 Compared mean of green dimensions with each cluster 

 Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5   
 n = 194 n = 134 N = 336 n = 0220 n = 116   

 
Indifferent 

green 
Poor 
green Light green

Moderate 
green Pure green

Result of 
ANOVAS – 

F ratio Sig level 
Green 
dimensions        
Pure green 
militant 2.09 2.63 2.86 3.15 3.83 454.19 0.00 
Combative green 
churner 2.70 3.47 3.42 3.83 4.18 275.10 0.00 
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Table 3 Compared mean of green dimensions with each cluster (continued) 

 Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5   

 n = 194 n = 134 n = 336 n = 0220 n = 116   

 
Indifferent 

green 
Poor 
green Light green

Moderate 
green Pure green

Result of 
ANOVAS – 

F ratio Sig level 
Energy reducers 
recycluser 2.47 2.89 3.24 3.78 4.07 289.42 0.00 

Paper recycluser 2.23 2.44 2.82 3.55 3.69 151.05 0.00 

Green 
demonstrator 2.39 2.63 3.02 3.12 3.80 77.95 0.00 

Waste manager 2.70 2.58 3.20 3.52 3.99 139.64 0.00 

Petrol use 
reducer 2.41 2.45 2.85 2.86 3.95 89.36 0.00 

Green price 
forfeiter 2.56 3.43 2.98 3.51 3.95 156.52 0.00 

Price supreme 3.09 2.79 3.48 2.83 3.62 43.36 0.00 

Weighted mean 
scores across 
green 
dimensions 2.51 2.81 3.09 3.35 3.90   

The mean plot of the findings of Table 3 is graphically represented in Figure 2 below. 
n = 1,000. 

Figure 2 Mean plot of green cluster* factors (n = 1,000) 

 
 
 



   

 

   

   
 

   

   

 

   

    An emerging environmental market in Mauritius: myth or reality? 69    
 

    
 
 

   

   
 

   

   

 

   

       
 

In order to test the reliability of this classification, discriminant analysis was carried out 
to find the optimal number and accuracy of the classification in the previous test.  
A correct classification score of 88.0% was found implying a high degree of internal 
consistency for the five clusters. 

5 Profiling the green segments in Mauritius 

Cluster 1: indifferent green (19.4%) 

The indifferent green scored high in on the ‘price supreme’ dimension  
(compared mean = 3.09). This segment represents 19.4% of the total market. This 
segment is not green at all as all the compared means with the 9 green dimensions are 
low (between 2.09 and 2.70), and the average weighted mean score across the green 
dimensions is 2.51. 

Cluster 2: poor green (13.4%) 

13.4% of the respondents have been clustered as ‘poor green’. Although the weighted 
mean score across the green dimensions for this segment is only 2.81, it has two green 
dimensions with a compared mean, which are greater than the neutral compared mean 
(3), namely, combative green churner factors (compared mean = 3.47) and ‘green price 
forfeiters’ (compared mean = 3.43). Hence, this segment although poorly green is willing 
to switch to green products and is also ready to pay a higher price for green products. 
Also, this segment is less prone to be opinion leaders and energy conscious. 

Cluster 3: light green (33.6%) 

The largest segment is the ‘light green’ segment with a percentage of 33.6%. 
It therefore represents a potential market with light green consumers categorised with a 
weighted mean score across the green dimensions of 3.09. Five of the nine green 
dimensions have a compared mean above the neutral score, namely, price  
supreme (3.48), combative green churner (3.42), energy reducer recycluser (3.24),  
waste manager (3.20), and green demonstrators (3.02). Hence, although this segment has 
a much greener potential that the last segment has a greater market potential, the most 
important concern of this segment is the pricing element of the green products. And price 
is deemed to be more important than the environment. 

Cluster 4: moderate green (22.6%) 

22.0% of the respondents have been clustered in the ‘moderate green’ category.  
This segment has a weighted mean score across the green dimensions of 3.35. Seven out 
of the nine green dimensions across the moderate green have a compared mean greater 
than three. The only two green dimensions along which they score a low compared mean 
are ‘petrol use reducers’ and ‘price supremes’, that is, this segment is less green in 
respect of vehicle fuel and interestingly price is not its main concern. 
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Cluster 5: pure green (11.6%) 

The greenest segment in Mauritius has a market potential of only 11.6%. Although a 
small segment in terms of size, the members in this segment are very green conscious.  
A stronger compared mean in respect of two variables helps in explaining the main 
characteristics of this segment, namely, ‘combative green churners (4.18) and ‘energy 
reducer recyclusers’ (4.07). 

On the whole, pure green appears to be the most environment conscious Mauritian 
consumers; they are far from being apathetic to the problem, and their score on general 
environmental concerns is the highest among the five segments. In general, they disagree 
that they are ineffective in addressing ecological problems. 

Figure 3 Proportion of green segments in Mauritius 

 

5.1 Profiling of the clusters 

Two bases have been used to attempt to profile the green segments, namely,  

Table 4 Demographic profiling of the green segments  

 Green segments 

Demographic variables Chi square P value 
Occupational group 63.27 0.07 
Gender 1.79 0.77 
Age bracket 16.77 0.40 
Location 18.41 0.00 
Educational background 32.49 0.25 
Monthly household income 41.73 0.00 
Ethnic group 35.38 0.00 

n = 1,000. 

Referring to Table 4 above, there are only three demographic variables out of seven that 
are significant (p < 0.05), namely, ‘location’, ‘monthly household income’ and ‘ethnic 
group’. 
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62.4% of the indifferent green are located in the rural areas of Mauritius as compared 
to only 37.6% who are in the urban areas. Only 40.3% of the poor green are in the rural 
areas of Mauritius. More than half are located in the urban areas, that is, 59.7%. In 
respect of the light green, 44.6% are in the urban area while 55.4% are in the rural areas. 
40.9% of the moderate green are in the urban areas while 59.1% are in the rural areas. 
Only 39.7% of the pure green are located in the urban areas while the majority (60.3%) 
are in the rural areas. 

Given that attitudes are often regarded as an important antecedent of behaviours,  
it is logical to infer that people holding different environmental attitudes are likely to 
have varying degrees of actual commitment to eco-friendly activities, such as green 
purchases. This inference warrants classifying customer segments according to 
environmental attitudes to provide marketers with useful insights into assessing the 
potential of a country’s green market. 

In this study, such segmentation was achieved through cluster analysis of the 
composite scores of the nine factors generated earlier. Five valid customer segments were 
derived from the analysis, as seen in Table 2. In sum, most of the demographic  
variables under investigation are not as effective as attitudes in segmenting the Mauritian 
green market. Nevertheless, the discriminatory power of gender and education identified 
above can still provide green marketers with some additional clues to better locate their 
target customers. 

6 Managerial implications and discussion of results 

Although the environmental movement has been underway for years, marketers in 
Mauritius have been typically slow to adopt this environmental movement in a form of 
innovation. Nevertheless, the respondents tentatively agree that there is not much they 
can do about environmental deterioration. As for their attitudes towards specific 
environmental issues, they tend to agree that there is a need to control the pollution 
problem and, curiously, they are somewhat optimistic about the use of biodegradable 
products. 

The survey results urge the need to identify members of the population who are likely 
to be concerned about environmental issues. The main green clusters have been identified 
as the pure green, the moderate green, the light green, the poor green and the indifferent 
green. 33.6% of the Mauritian buyers are ‘light green’, that is, with a high potential for 
moving into an upper level in the green hierarchy. The challenge that is faced now is to 
institutionalise good systems and procedures that can facilitate the fast transformation of 
the Mauritian market into a green one. It is important to create awareness among 
consumers that there are alternatives and that even small contributions involving little 
sacrifice actually make a difference. A debate on the roles of and responsibilities of the 
various stakeholders and interested parties as well as the right structure and guidelines for 
the eco-labels is a necessary first step to address the above challenge. Who will bell the 
cat now? 

The study results also provide interesting and potentially useful information about the 
consumer who is interested in green buying. 

In short, the foregoing empirical findings effectively portray the eco-friendliness of 
today’s Mauritians and corroborate the anecdotal evidence that they are, in general, 
environmentally concerned rather than apathetic. Despite their general concerns about 
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environmental issues, the Mauritian population may feel somewhat incapable of 
rectifying the problems solely through their own efforts. Such feelings are probably 
attributed to their inadequate environmental knowledge and the lack of facilitating 
support (such as insufficient collection points for recyclable waste) from the government. 
Although it is still classified as a developing country, Mauritius has been rapidly 
industrialising and urbanising throughout the past two decades. With increasing affluence 
derived from rapid economic development, certain sections of the country have begun to 
realise the hazardous impact of environmental deterioration on their well-being.  
This realisation certainly creates new challenges and opportunities for both businessmen 
and policy makers. However, only 11.4% of the surveyed respondents in this study are 
identified as pure green. When this percentage is judged against similar findings from 
environmental studies of developed countries, it appears that green movement is still 
lagging behind. For instance, Roberts (1996b) reports that 79% of USA citizens 
considered themselves environmentalists and 82% indicated they had changed their 
shopping habits to help protect the environment. Nevertheless, when taking into account 
the presence of a sizable proportion of moderate green (22%) and light green (33.6%) in 
our sample, the development of green movement in Mauritius is not as pessimistic as it 
first appears. 

Thus, it seems that how the green market can be developed in Mauritius further 
depends a great deal on how effectively companies can translate ‘moderate green’  
pro-environmental attitudes to more proactive green consumption behaviours. Companies 
may need to pay more attention to the credibility of their environmental claims.  
They should realise that even the most environmentally concerned consumers are 
unwilling to pay extra for products whose environmental claims appear doubtful or 
unsubstantiated. Moreover, it may also be worthwhile for companies to invest more in 
‘environmentalising’ their manufacturing processes and improving the quality of their 
green products. Such investments will not only enhance their images as socially 
responsible, but will also boost the confidence of those already environmentally 
concerned customers in trying out the green products. At the national level, these findings 
also shed light on how the Government of Mauritius may finetune its environmental 
publicity strategies in advancing citizens’ environmental involvement. For instance, 
moderate and light green will likely be more inclined to act on their environmental 
concerns if they believe their efforts can really help combat environmental problems.  
So the government should focus on convincing these people that they have the necessary 
capabilities to find effective solutions to ecological problems. Environmental education 
that can help citizens raise their knowledge about how to contribute to ecological  
well-being is imperative. It calls for the incorporation of more environmental elements 
into various levels of the Mauritian educational system. In addition, such ‘green’ 
education should be supplemented by related civic education targeting the general public 
via various propaganda vehicles, such as TV and radio broadcasts and exhibitions.  
The government can also raise citizens’ awareness over environmental problems.  
One way to do this is through such infrastructural support as building more recycling and 
waste-disposal facilities for the public. Moreover, it should establish a comprehensive 
eco-certification scheme and clear environmental advertising guidelines to properly 
monitor green marketers’ practices. These regulatory measures can help boost 
consumers’ confidence in various available green products and assure them that what 
they buy will, in effect, contribute to environmental improvement. 
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7 Conclusion 

Although the environmental movement has been underway for years, green marketing 
seems to be a relatively new phenomenon. Marketers are typically not slow to adopt an 
innovation, but green marketing is in some ways fraught with peril. Certainly, marketers 
are getting mixed signals from polls, research results, and sales figures. Common sense 
suggests that the use of green appeals by marketers can be productive. However, recent 
research on green marketing and the green consumer, including our study, indicates that 
the concepts will not be easy to apply. The Government of Mauritius is by no means a 
dropout in the recent worldwide ecological movement. Particularly within the last 
decade, it has formulated a series of laws and regulations to protect the environment. 
These measures have contributed to the gradual increase in environmental consciousness 
and green purchases among Mauritian citizens. Although the green market in Mauritius is 
yet to be lucrative, the empirical evidence from this study has clearly demonstrated its 
potential for further development. To fully realise this potential, joint efforts among the 
government, businesses, and citizens are indispensable. In view of the dilemma of 
pursuing economic growth while protecting the environment, these joint efforts seem to 
be the only way to achieve a nationwide sustainable development and lead to a ‘win-win’ 
solution for all the stakeholders in the long run. 

It is hoped that the finding scan also help the Government of Mauritius to finetune its 
nationwide environmental strategies. 

8 Limitations and directions for future research 

There are three limitations that must be taken into account when considering the findings 
presented here. First, the study is cross-sectional in nature. While causality may in fact 
exist, the cross-sectional nature of the study makes it difficult to infer this from a single 
study. Such efforts are, however, commonly reported both in the environmental literature 
and the marketing literature (Roper Organisation, 1992; Newell and Green, 1997).  
A second problem relates to the sample used. The objective of the study was to examine 
profiling opportunities among those consumers who represent the future of the green 
marketing movement. Nevertheless, as systematic empirical investigation of green 
consumers in Mauritius is virtually nonexistent, how far the anecdotal evidence really 
reflects reality is yet to be verified. As such, marketers who plan to invest aggressively in 
the green market of Mauritius based solely on this limited information may do so at great 
peril. The sample, however, was a convenience sample consisting of Mauritian 
households only. As such, the results may not be representative of the Indian Ocean 
islands in general. Last, the measures used, while validated measures, were self-report 
measures. Supporting these self-report measures with observational or behavioural 
measures would strengthen the findings. 

Additional areas for future research are also offered. Among these are studies seeking 
to develop more manageable scales for addressing the constructs of interest, to refine 
segmentation criteria, to identify additional segmentation criteria, and to extend the 
findings to other similar domains (e.g., socially conscious consumer behaviour).  
It is more important that consumers believe in the efficacy of individuals to combat 
environmental destruction than it is to show concern for the environment. The following 
statement may best summarise this relationship, ‘Why get involved in a losing battle?’ 
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This particular finding provides clear direction for advertisers and public policy makers 
when developing campaigns to encourage pro-environmental behaviour. Lastly, it is 
important to note that due to limited resources, the present study is only confined to 
Mauritius and may not be representative of all the inhabitants of the Indian Ocean 
Islands. For those marketers committed to the social marketing philosophy, profiling 
tools such as those developed here might prove useful. Given that both environmental 
and social consciousness are other-directed, it is likely that these or other psychographic 
variables will prove a more useful approach to segmenting the market than 
demographics. 
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